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ABSTRACT:

Through its application to the Saudi Postal Corporation in Jeddah, Saudi Arabia, this study aimed to
determine the mediating role of organizational pride in connecting strategic thinking and innovative
behavior. The researcher used a descriptive analytical approach in this study, gathering theoretical data
from library sources, in addition to designing a questionnaire consisting of (37) phrases that were
distributed to (311) individuals working in the Saudi Postal Corporation in Jeddah, the study's
hypotheses were tested and data was analyzed using the statistical software for social sciences (SPSS).
The path analysis method was relied upon to verify the presence of indirect effects of strategic thinking
on innovative behavior by focusing organizational pride, and the study discovered a remarkable effect
of strategic thinking on organizational pride, along with the significant impact of strategic thinking on
innovative behavior.

The results also showed that organizational pride partially mediates the relationship between strategic
thinking and innovative behavior, these findings may help to focus more on organizational pride in
strengthening the relationship between strategic thinking and innovative behavior.

Keymwords: Strategic thinking, Organizational pride, Innovative bebavior, Saudi Postal Corporation

1. Introduction

Organizations today operate in a climate characterized by intense competition, in
addition to rapid changes at all national, regional and international levels, which has made
the basic feature of the business environment and its organizations dynamism and turmoil,
which has presented many difficulties to the planning and forecasting process, and
traditional methods and means have become unable to confront them, which has
necessitated the search for effective means and methods that have the ability to contain
these challenges.

Innovative behavior represents one of the important factors in maximizing the
competitive advantage of organizations, as it aims in order to increase the efficacy and
efficiency of organizational procedures, the benefits of innovative behavior include
improving organizational performance, and it also leads to many social benefits for
individuals and work groups such as job satisfaction and improved interpersonal
communications (Janssen, 2000). Strategic thinking is also considered to be among the
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finest important management concepts that have received great acclaim because of its
capacity to enhance the capacities of the organization in responding to environmental
changes, as it relates to synthesis and involves employing intuition and creativity, and its
result is linked to the formation of an integrated perspective for the project (Mintzberg,
1994), strategic thinking also stimulates innovation, consequently impacts the overall level
of the organization and that this relationship is considered vital to organizations that seek
to endure and prosper in a corporate world that is changing quickly (Ledi et al., 2024).

Based on the interest in the subject of strategic thinking and innovative behavior,
and the role that organizational pride can play in strengthening the connection between
them, the present study seeks to determine the impact of strategic thinking on innovative
behavior in Saudi Postal Corporation in Jeddah, while identifying the impact of
organizational pride as a mediating variable in this relationship.

The problem of the study is to identify the mediating role of organizational pride
in the relationship between strategic thinking and innovative behavior in the Saudi Postal
Corporation in Jeddah. This problem includes many of the following sub-questions: Does
strategic thinking have an effect on innovative behavior? Does strategic thinking have an
effect on organizational pride? Does organizational pride have an effect on innovative
behavior? Does organizational pride play a mediating role in the relationship between
strategic thinking and innovative behavior?

The study aims to identify the basic concepts related to the study variables:
strategic thinking, organizational pride, and innovative behavior, and determine the nature
of the relationship between them, in addition to determine the direct effect of strategic
thinking on innovative behavior, in addition to identifying the basic concepts related to
the study variables, to determine the indirect effect of strategic thinking on innovative
behavior via the mediating role of organizational pride in the area under research, and
finally arriving at a set of recommendations that contribute to the development of the
service sector.

The scientific importance of the study lies in clarifying the three study variables
relevance as they are among the most important contemporary concepts in modern
administrative thought, as well as identifying the requirements for their application, in
addition to identifying the mediating role of organizational pride in the relationship
between strategic thinking and innovative behavior, the applied importance of the study
stems from its applying it to the service sector, which occupies great importance in the
process of sustainable development at the level of any country, which imposes on service
sector the necessity of adopting modern administrative concepts and approaches so that
it can keep pace with the aspirations and ambitions of its customers, the study also seeks
to reach a set of results that could contribute to strengthening the relationship between
the study variables.

2. Theoretical literature
2.1. Strategic thinking
Mintzberg (1994) believes that strategic thinking is a special method concerned

with processing insight that results in a complete and integrated vision for the organization,
arising from the appropriate application of both realizing the truth and achievement in
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formulating strategic visions, While (Allio, 20006) indicates that it is an analysis of the
organization’s current position and the formulation of long-term trends, strategic thinking
can be viewed as one of the individual thinking activities that benefits organizations.
Harrison (2013) also confirm that strategic thinking is a comprehensive effort aimed at
anticipating the future using the information at hand and conducting a thorough procedure
to create a wide stock of awareness, prediction, and presuming to imagine the
characteristics that might define the future.

The researcher believes that strategic thinking consists of identifying and
analyzing the current situation of the organization, determining its target situation and
formulating a strategy that enables it to reach it through optimal seizing of opportunities
and confronting all types of threats.

Regarding the dimensions of strategic thinking, there have been many models for
strategic thinking, the most prominent of which is the model (Liedtka, 1998), this model
includes five basic elements that the researcher relied on in this study, which are: Systems
Perspective, Intent-focused, Intelligent Opportunism, Hypothesis Driven, Thinking in
Time.

Systems perspective means that all parts of the organization affect each other, and
that interdependence and harmony must be achieved among them, and that this harmony
and interdependence depends primarily on the human element, who must look at the
organization in a holistic and comprehensive manner, which reflects his vision and a
deeper study that enables him to develop and improve continuously, which supports the
processes of creativity and innovation at the level of the organization,

As for Intent-focused, it means the future vision of the future goals to be
achieved, and the intention is the starting point in determining the strategic goals that push
the organization towards formulating its future strategies, which are supposed to carry the
participation of its creative members who have the ability to think strategically, which
enhances the innovative orientation of the organization in general.

With regard to Intelligent Opportunism, it means the ability to exploit the
opportunities provided by the external environment of the Organization through the
development of new strategies, and this is achieved through the practice of managers to
constantly think creatively to adapt to the external environment, understand its challenges
and work to seize opportunities through innovative means.

Hypothesis Driven also means applying the scientific method in thinking by
finding hypotheses and testing them accurately and there is no doubt that creative thinking
is the basis of strategic thinking, which is reflected in the discovery of new ideas that
enhance innovation at the level of the organization.

Thinking in Time is one of the most important dimensions of strategic thinking,
by analyzing the events of the past and the present to contribute to the development of a
vision for the future from the summary of those experiences, thinking in time links the
events of the past and the present with the future, which contributes significantly to
avoiding the problems of the past and seizing the opportunities provided by future events,
and it also supports the inevitability of innovation with regard to the future of the
organization in order to achieve its strategic objectives.
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2.2. Organizational pride

Social identity theory states that pride originate from fundamentally status and
proficiency of the team to which an individual belongs (Tajfel et al., 1979). Sheridan (2010)
believes that organizational pride expresses the individual’s feeling of essential for his role
inside the organization and as a result of the appreciation of others and their
acknowledgment of his skills and accomplishments, conversely, it represents the petson's
total thought and self-reflection. On the third hand, it can be considered a kind of
arrogance, and this is a bad and undesirable thing, and it is worth noting that individuals’
sense of organizational pride results in many positive effects for both the individual and
the organization, according to (Todd & Kent, 2009) organizational pride includes
sentiments of respect, significance, and worth derived from evaluations of situation crafted
by the individual. Pride in relation to the organization increases the conviction that the
organization enjoys societal respect, and in order to increase this respect it is necessary for
individuals to work to make positive efforts continuously in order to enhance the value of
the organization at the community level (Tyler & Blader, 2002). Pride is strongly connected
to building emotional attachment towards the organization and its employees (Sleebos et
al., 2000), indicated that organizational pride is a sentimental reaction to a favorable
occurrence that leads to a pleasant feeling for the individual (Masterson, 2016).

(Basch & Fisher, 1998) refers to affective organizational pride as a set of strong
and distinct psychological feelings that are usually short-lived and that form in the
individual as a result of specific events and situations that are usually short-lived.
Emotional organizational pride results in a set of behaviors such as integration at work,
feeling of job security, and organizational loyalty. (Elfenbein, 2007; Seyedpour et al, 2020).

Gouthier & Rhein (2011) directional organizational pride is a psychological
tendency that arises towards the organization and is distinguished by a significant degree
of preference and approval towards it.

2.3. Innovative behavior

Innovation capability is critical to the viability of an organization, it also indicates
the possibility to create new knowledge derived from previous information, and consists
of a comprehensive set of organization characteristics that facilitate and support
innovation strategies (Vera & Crossan, 2004). Innovative behavior is defined as additional
employee behavior aimed at producing, advancing and applying fresh concepts in the field
of work (De Spiegelaere et al., 2014). From a point of view (Yuan & Woodman, 2010)
innovative behavior of employees is the ability of employees to form, present, and apply
original and new ideas through which products, processes, or methods and methods of
work can be improved, while (Vandavasi et al., 2020) sees innovation as starting to
intentionally develop, present, and implement innovative concepts through a team work
or organization in order to perform the required tasks.

We conclude from the above that innovative behavior is putting forward
innovative ideas to confront traditional problems or presenting original initiatives and
searching for supporters for them by marketing them well and applying them
systematically in a way that reflects positively on performance in general. The literature
that dealt with the dimensions of innovative behavior of employees was numerous and
differed partly in terms of the number of dimensions according to the vision of each one.
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The researcher relied on a study (De Jong & Den Hartog, 2010) which identified three
dimensions of innovative behavior: generating the idea, promoting the idea, and
implementing the idea. Idea generation means creating new ideas or proposing original
solutions to problems related to work or improving products or services (Asmawi et al.,
2015). Promoting ideas means searching for supporters of the idea, convincing them of it,
and working to mobilize sufficient support for the innovative idea, as ideas are promoted

and disseminated in throughout the organization in order to find practical support for it
(Janssen, 2000).

3. Literature review

Regarding the literature review related to Strategic thinking. Graetz (2002)
concluded that enhancing strategic thinking capabilities and disseminating them
throughout the organization requires business leaders with a great deal of intelligence and
psychological balance. Rohani & KhaefElahi (2014) explained that there is an contrary
relationship between strategic thinking and individuals' acceptance of change. Bratianu
(2015) also showed that strategic thinking is a very important element at the level of
managers, and (Kazmi, 2017) concluded that strategic thinking among leaders and their
practice of the transformational leadership style supports to new proposals for developing
goods and services and team work. Al-Qatamin & Esam (2018) indicated that strategic
thinking skills have an influence on competitive advantage. Muriithi et al., (2018) showed
that strategic thinking and leadership performance are positively correlated. While
Salamzadeh et al., (2018) confirmed that there is a positive relationship between managers'
strategic thinking and organizational success.

In another study, (Alzghoul et al, 2023) concluded that strategic thinking
enhances the innovative capabilities of employees, and that leadership that is focused on
knowledge reduces the causal link between employee creativity and strategic thinking.
Others also found that strategic thinking are positively correlated with competence (Sattam
& Altrabelsi, 2023). In addition, strategic thinking stimulates innovation, this thus impacts
the overall work efficiency (Ledi et al., 2024).

Regarding the literature review on organizational pride, Verbeke et al., (2004)
found that organizational pride increases employees' petformance-related motivation, as it
encourages greater energy and one's belief in one's ability to act in ways necessary to reach
specific goals, and also favorably influences organizational citizenship behaviors, in
addition (Gouthier & Rhein, 2011) confirmed that there is a strong correlation between
the feeling of emotional organizational pride and directional organizational pride, And that
directional organizational pride indirectly positively affects the level of employee creativity,
and (Kraemer & Gouthier, 2014) concluded that there is an inverse relationship between
organizational pride and the intention to leave work, in addition to that the availability of
elements of independence and team support increases organizational pride, the study (De
Roeck et al., 2016) concluded that organizational pride mediates the relationship between
petrception of social responsibility and employees’ organizational identification. (Babi¢ &
Arslanagi¢, 2019) concluded that the availability of organizational reputation dimensions
positively affects the organizational pride of individuals on the front lines in service
organizations. Awareness of social responsibility as one of the dimensions of

© 2025 The Authors. Journal Compilation © 2025 European Center of Sustainable Development.



516 European Jonrnal of Sustainable Development (2025), 14, 2, 511-528

organizational reputation has a beneficial effect on organizational pride, which reflects
positively on the organizational similarity of employees (Shahzadi et al., 2020). Widyanti et
al.,, (2020) also concluded that perceived organizational justice encourages employees to
teel proud, and thus they make a decision to remain in the organization, in addition to a
positive effect of organizational pride to be happy at work and make extra efforts.

(Raza et al,, 2021) explained that the awareness of individuals awareness of the
organization’s social responsibility activities affects their voluntary behavior to protect the
environment, and that when the organization integrates social responsibility activities into
its specialized practices, its reputation improves from the point of view of the employees,
which leads to increased organizational pride, and revealed (AL-haraisa, 2024) that ethical
leadership has a favorable effect on organizational pride and that organizational pride has
a noteworthy and advantageous effect on employee motivation.

Some studies have tested the relationship of innovative behavior with other
managerial concepts, where (De Stobbeleir et al., 2011) highlighted the significance of
employees and this requires them to focus on the organizational level of their behavior in
the creative process, as a method that facilitates individual adaptation, (Khan et al., 2012)
confirmed that there is a considerable advantage effect of both transformational leadership
and transactive leadership on innovative behavior at work, (CeliK et al., 2014) also
explained that there is a favorable relationship between empowerment, organizational
creativity and innovation, and that empowerment positively impacts the degree of
creativity and innovation in the organization, Gross (2017) indicates that innovative
behavior has a favorable and important impact on the strategic thinking of team work,
(Afsar et al., 2019) found that job adjustment behaviors mediate the relationship between
transformational leadership and innovative behavior.

There are many studies have revealed that the relationship between responsible
leadership and innovative behavior through the mediation of organizational pride (Dong
& Zhong, 2021). While (Lifeng & Dong, 2021) concluded that socially responsible human
resources management and organizational pride mediate the positive relationship between
leadership responsible and innovative behavior. Odugbesan et al., (2023) emphasize that
green talent management has a favorable influence on the innovative behavior, and
similarly, artificial intelligence has a significant impact on the innovative behavior of
employees. Soltanizadeh et al., (2024) finds that innovation and strategic thinking improve
employee performance and enable the organization to manage organizational challenges
and perform better.

4. Methodology

The study developed a conceptual foundation for its three variables by
methodically using the descriptive analytical technique, where data was collected from
various sources with the intention of creating a theoretical foundation, in the analytical
field, the researcher relied on designing a questionnaire with the aim of deducing and
examining the connection between study variables through use of structural equation
modeling (SEM) and path analysis.
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4.1. Study model

Figure 1 shows the model of study that incorporates the variables of current study,
regarding the independent variable (Strategic thinking), the study was carried out using the
model (Liedtka, 1998), concerning the dependent variable (Innovative behavior), the
researcher relied on the scale (De Jong & Den Hartog, 2010), and for mediating variable
(Organizational pride) the study relied on the scale (Basch & Fisher, 1998).

H4
____________________ »
Independent Mediating Dependent
variable variable variable

4 e / R

Strategic thinking : e behavio

Systems perspective Intent- Organizational pride anovatve behavior
focused Emotional pride Idea generat‘mn
Intelligent opportunism Directional pride Idea me‘nﬂt‘lﬂﬂ
Hypothesis driven Idea application

Thinkingin time
'Yy [y 'y
H2 H3
H1

Figure 1. Study model
Source: developed by the authors

4.2. Hypotheses
H1: Strategic thinking has a statistically significant impact on innovative behavior at the Saudi Postal
Corporation in Jeddah.
H2: Strategic thinking has a statistically significant impact on organizational pride at the Saudi
Postal Corporation in Jeddah.
H3: Organizational pride has a statistically significant impact on innovative behavior at the Saudi
Postal Corporation in Jeddah.
H4: The association between strategic thinking and innovative behavior at the Saudi Postal
Corporation in Jeddah is mediated by organizational pride.
4.3. Study tool
Depending on the hypotheses and variables of the study, a questionnaire was
created by the researcher consisting of (37) phrases that were prepared and present to the
research sample using (Google Forms), the questionnaire's structute was sepatated into
three parts as follows: Part one evaluation of strategic thinking and relied on (19) phrases
distributed over all its elements, and the items for this variable were developed using a
scale reference (Liedtka, 1998), the second part measuring of organizational pride
evaluation of (7) phrases distributed over all its elements, and the items for this variable
were developed using a scale reference (Basch & Fisher, 1998), the third part evaluation
of innovative behavior, and relied on (11) phrases distributed over all its elements, and the
items for this variable were developed using a scale reference (De Jong & Den Hartog,
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2010), the five-point Likert scale, from total rejection (1) to full approval (5), was used to
calculate the research items.

4.4. Study population and sample

The study population includes everyone in the Saudi Postal Corporation in Jeddah
in Saudi Arabia, who numbered (1638) employees at the time of conducting the study,
distributed among the various offices of the corporation in Jeddah, and the sample size
was verified based on the equation (Thompson, 1987):

N x P (1- P)
[[IN-1x (d2 + z2)] + p(1- p)]

The equation showed that the size of the random sample is (311) employees of
the Saudi Postal Corporation in Jeddah.

4.5. Stability of the study instrument

The reliability coefficient of Cronbach's alpha was computed for the study tool
(questionnaire), and from Table 1, the values of the reliability coefficient are appropriate
for all axes, as reliability coefficient value confined between (0.766) and (0.924), the value
of the validity coefficient confined between (0.875) and (0.961), and infer from the
foregoing that the study sample's data is acceptable on all axes.

Table 1: Values of consistency and self-honesty

number Stability Test Self-
Parts Study Variables Paragraphs Cronbach's validity
alpha coefficient | coefficient

Part One Strategic thinking 19 0.766 0.875
First Systems perspective 4 0.841 0.917
Second Intent-focused 3 0.770 0.877
Third Intelligent opportunism 4 0.911 0.954
Fourth Hypothesis driven 5 0.829 0.910
Fifth Thinking in time 3 0.803 0.896
Part Two | Organizational pride 7 0.883 0.839
First Emotional pride 3 0.795 0.892
Second Directional pride 4 0.873 0.934
Part Three | Innovative behavior 1 0.924 0.961
First Idea generation 4 0.787 0.887
Second Idea promotion 3 0.910 0.954
Third Idea application 4 0.799 0.894

5. Results and discussion
H1: Strategic thinking has a statistically significant impact on innovative behavior at the Saudi Postal

Corporation in Jeddah.
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This hypothesis was assessed using multiple regression analysis, table 2 presents
the estimates of the multiple regression mode, by reviewing the table data, we find that
there is a significant effect of the dimensions of strategic thinking (systems perspective,
intent-focused, intelligent opportunism, hypothesis driven, thinking in time) on innovative
behavior, as the sign of the positive regression coefficients (B) reached (0.234), (0.163),
(0.369), (0.178), (0.272) respectively, with a significance level of (0.000) at a significance
level of (0.05), which means the significance of all dimensions, which indicates the
presence of an impact for all dimensions of strategic thinking on innovative behavior,
therefore, the high level of strategic thinking reflects positively at level of innovative
behavior, the significance of the estimated regression model is also evident from the
calculated F value (167.000) at a significance level (Sig=0.000), which is less than (0.05), in
addition to the significance of the regression coefficients and the significance of the
constant term through the T values and the Sig values at a significance level (0.05), in
addition to the above, there is a robust direct relationship between strategic thinking and
innovative behavior, according to the cortelation coefficient's value reached (R= 0.617) at
a significance level of (0.000) and significant at a significance level of (0.05). The value of
the coefficient of determination (R2) was (0.381), which is a statistically significant value
and means that the dimensions of strategic thinking together explain about (38.1%) of the
variance occurring in innovative behavior, and remaining proportion relates to other
variables that do not exist in the current regression model, the previous results indicate
acceptance of the first hypothesis, which states: “Strategic thinking has a statistically
significant impact on innovative behavior at the Saudi Postal Corporation in Jeddah”.

Table 2: Multiple Regression of dimensions of Strategic thinking on Innovative behavior

Independent Dependent B Beta T Sig. R R? F
variable variable
dimensions
Systems Innovative | 0.234 | 0.251 | 4.184 | 0.000 | 0.617 | 0.381 | 167.006
perspective behavior
Intent-focused 0.163 | 0.186 | 1.385 | 0.000
Intelligent 0.369 | 0.384 | 6.530 | 0.000
opportunism
Hypothesis 0.178 | 0.191 | 2.947 | 0.000
driven
Thinking in 0.272 | 0.306 | 1.609 | 0.000
time

H2: Strategic thinking has a statistically significant impact on organizational pride at the Saudi
Postal Corporation in Jeddah.

Multiple regression analysis was employed in order to evaluate this hypothesis,
table 3 presents the estimates of the multiple regression models. By reviewing the table
data, we find that there is a significant effect of the dimensions of strategic thinking
(systems perspective, intent-focused, intelligent opportunism, hypothesis driven, thinking
in time) on organizational pride, as the sign of the positive regression coefficients (B)
reached (0.237), (0.359), (0.1406), (0.192), (0.326) respectively, with a significance level of
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(0.000) at a significance level of (0.05), which means the significance of all dimensions,
which indicates the presence of an impact for all dimensions of strategic thinking on
organizational pride, therefore, the high level of strategic thinking reflects positively on the
level of organizational pride, the significance of the estimated regression model is also
evident from the calculated I value (114.251) at a significance level (Sig=0.000), which is
less than (0.05), in addition to the importance of regression coefficients and the
significance of the set limit through T values and the Sig values at moral level (0.05), in
addition to the above, a strong direct association exists between strategic thinking and
organizational pride, as the value of the correlation coefficient reached (R= 0.562) at a
significance level of (0.000) and significant at a significance level of (0.05). The value of
the coefficient of determination (R2) was (0.316), which is a statistically significant value
and means that the dimensions of strategic thinking together explain about (31.6%) of the
variance occurring in organizational pride, and that the remaining percentage is explained
by other variables that are not included in the current regression model, the previous
results indicate acceptance of the second hypothesis, which states: “Strategic thinking has
a statistically significant impact on organizational pride at the Saudi Postal Corporation in
Jeddah”.

The current study's findings in line with the results of studies (Peteira et al.2021);
(Mclntosh, 2010), which found a statistically significant effect of strategic thinking on
organizational pride, this is because strategic thinking involves analyzing information in
the best possible way and proposing innovative ideas that help enhance success at the
organizational level. In addition, it helps improve the management and overall organization
of the business, and stimulates selecting the right step to take, which enhances the success
of the project, which reflects positively and enhances organizational pride.

Table 3: Multiple Regression of dimensions of Strategic thinking on Organizational pride

Independent Mediating B Beta T Sig. R R2 F
variable variable
dimensions
Systems Organizational 0.237 0.263 5.640 | 0.000 | 0.562 0.316 114.251
perspective pride
Intent-focused 0.359 | 0.382 | 2.170 | 0.000
Intelligent 0.146 0.161 1.122 | 0.000
opportunism
Hypothesis 0.192 0.217 2.570 | 0.000
driven
Thinking in 0.326 0.344 | 3.361 0.000
time

H3: Organizational pride has a statistically significant impact on innovative behavior at the Saudi
Postal Corporation in Jeddah.

Multiple regression analysis was employed in order to evaluate this hypothesis,

table 4 displays the multiple regression model's estimates, by reviewing the table data, we

find that there is a significant effect of the dimensions of organizational pride (emotional
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pride, directional pride) on innovative behavior, as the sign of the positive regression
coefficients (B) reached (0.119), (0.336) respectively, with a significance level of (0.000) at
a significance level of (0.05), which means the significance of all dimensions, which
indicates the presence of an impact for all dimensions of organizational pride on
innovative behavior, therefore, the high level of organizational pride reflects positively on
the level of innovative behavior, the calculated regression model's significance is also
evident from the calculated I value (94.609) at a significance level (Sig=0.000), which is
less than (0.05), in addition to the importance of both the constant term and the regression
coefficients through the T values and the Sig values at a significance level (0.05), in addition
to the above, there is a strong correlation between organizational pride and innovative
behavior, as the correlation coefficient's value reached (R = 0.610) at a significance level
of (0.000) and significant at a significance level of (0.05). The value of the coefficient of
determination (R2) was (0.372), which is a statistically significant value and means that the
dimensions of organizational pride together explain about (37.2%) of the variance
occurring in innovative behavior, and that the proportion that remains is explained by
other variables that are not included in the current regression model, from the above it is
clear that the third hypothesis is correct.

The current study's findings in line with the results of studies (Gouthier & Rhein,
2011); (Arshad & Imran, 2016); (Dong & Zhong, 2021); (Li et al., 2024), the reason for
this is that organizational pride is an emotional feeling that is positively linked to
performance and arises as a result of outstanding achievements and successes. Therefore,
it is considered the primary incentive for positive and innovative work behaviors and the
basic element of competitive excellence.

Table 4: Multiple Regression of dimensions of Organizational pride on Innovative behavior

Mediating Dependent B Beta T Sig. R R? F
variable variable

dimensions

Emotional Innovative | 0.119 | 0.154 | 6.352 | 0.000 | 0.610 | 0.372 | 94.609

pride behavior

Directional 0.336 | 0.372 | 2.496 | 0.000

pride

H4: The association between strategic thinking and innovative behavior at the Saudi Postal
Corporation in Jeddah is mediated by organizational pride.

This hypothesis is tested using a model. (Baron & Kenney, 1986), which includes
three stages as follows:

e Measure how strategic thinking (independent variable) affects inventive behavior
(dependent variable).

e  Measure how strategic thinking (independent variable) affects organizational pride
(mediating variable).
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e Measure how organizational pride (mediating variable) affects inventive behavior

(dependent variable).

In keeping with the steps outlined by (Baron & Kenny, 1986) in this context, when
the mediating variable enters the regression model, either the effect of the independent
variable on the dependent variable disappears, and this case is called full mediation, ot this
effect decreases, and this case is called partial mediation, structural equation modeling
(SEM) and path analysis were also used. Figure 2 displays the outcomes of path analysis
for the items under study.

Organizational Pride

0.455 0.562

0.510
L Strategic Thinking J| >|L Innovative Behavior J

Figure 2. Path analysis model
Source: developed by the author

Table.5 demonstrates that the independent variable has a direct positive influence
(strategic thinking) on the dependent variable (innovative behavior), where the path
analysis's findings indicated that the direct effect coefficient's value was (0.510) and
statistically significant at the level of (0.05), data of the table also shows presence of direct
positive influence of independent variable (strategic thinking) on intermediate variable
(organizational pride), where the track analysis showed that the value of the direct impact
coefficient was (0.455) and statistically significant at the level of (0.05), the results also
indicate that presence direct positive impact of the intermediate variable (organizational
pride) on the dependent variable (innovative behavior), since the direct impact coefficient's
value was (0.562), as indicated by the path analysis, and statistically significant at the level
of (0.05).

Results of the path analysis also revealed the presence of an indirect effect of
independent variable (strategic thinking) the dependent variable (innovative behavior)
amounting to (0.427) in the existence of the intermediate variable (organizational pride),
that is a good value and means that organizational pride has a role as an intermediate
variable in the connection between the independent variable (strategic thinking) and the
dependent variable (innovative behavior), and therefore there is an indirect effect of
the independent variable on the dependent variable in the presence of the intermediate
variable at a rate of (42.7%) in a positive direction, and this indicates the positive presence
of Intermediate variable.

We note that the route coefficient's value (B) with respect to the impact of
strategic thinking on innovative behavior has decreased from (0.510) to (0.427) despite the
importance of influence in both cases, which means that organizational pride partially
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mediates the relationship between strategic thinking and innovative behavior, where partial
mediation is achieved when the impact of independent variable on the dependent variable
continues when intermediate variable enters despite the decrease in this effect (Barron and
Kenny, 1980).

Thus, the stages identified by Baron & Kenny (1986) are achieved as follows:

e Strategic thinking positively influences innovative behavior (B= 0.510).
e Strategic thinking positively impacts organizational pride (B= 0.455).
e  Organizational pride positively influences innovative behavior (B= 0.562).

e Organizational pride influences innovative behavior in the presence of strategic
thinking (B= 0.427).

Table 5: Path analysis model for study variables

Variables/paths Path Standard | Sig. Model quality indicators
coefficient error
B) GFI | CFI | Chi- | RMSEA
square
Strategic -_—
thinking 0.510 0.049 0.000
Innovative
behavior 0.925 | 0.909 | 1.176 0.42
Strategic —_
thinking 0.455 0.071 0.000
Organizational
pride
Organizational +—>
pride Innovative 0.562 0.054 0.013
behavior
Strategic >
thinking 0427
Innovative
behavior
(Indirect effect)

It is also clear from the table data that the model goodness-of-fit index (GFI)
reached (0.925), which is a percentage close to (1.00), it is known that the closer the ratio
is to (1.00), the greater the quality of the model, which indicates the suitability of the model.
It is also clear from the table that the comparative fit index (CFI) reached (0.909), which
is also a ratio close to (1.00), which indicates the goodness of Sample, the (Chi-square)
reached (1.176), which is greater than (1.00) and is considered acceptable, the (RMSEA)
value is also considered acceptable as it reached (0.42), the findings of evaluating the fourth
hypothesis were previously presented, and it is evident that this hypothesis is acceptable.
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6. Conclusion

The study's findings indicated that there is a statistically significant impact of
strategic thinking on innovative behavior in Saudi Postal Corporation in Jeddah, and these
results indicate the validity of H1, the results of the current study are in line with the
conclusions of studies (Bouhali et al., 2015); (Gross, 2017); (AlQershi, 2021); (Soltanizadeh
et al, 2024), which found a statistically significant impact of strategic thinking on
innovative behavior, and this is due to the fact that strategic thinking leads to arranging
and defining priorities, and disseminating them among employees. It also helps in
clarifying the vision and dealing well with events and facts, as well as creating motivation
among employees to bring out their best, it increases energies at work and pushes them to
development, creativity and innovation. Strategic thinking plays an essential role in key
issues in the various organizational sectors of any organization, and contributes to raising
the level of performance, and there are several organizations worldwide that oversee their
enterprise successfully in the most challenges circumstances thanks to strategic thinkers,
and there is no doubt that the Saudi Postal Corporation as an organization seeks to provide
services to its customers with the best possible quality, therefore, it must work to apply
the scientific methodology of strategic thinking and work to enhance practices related to
it (Mahdavian et al., 2014), as well as supporting talented people who have the ability to
present new ideas that contribute positively to the development of the institution's
performance (Saad, 2020).

Furthermore, the study found a strong, statistically significant effect of strategic
thinking on organizational pride in Saudi Postal Corporation in Jeddah, which means H2
is true, the results of the current study are in line with the conclusions of studies (Pereira
et al.2021); (Mclntosh, 2010), which found a statistically significant effect of strategic
thinking on organizational pride, this is because strategic thinking involves analyzing
information in the best possible way and proposing innovative ideas that help enhance
success at the organizational level, in addition, it helps improve the management and
overall organization of the business, and stimulates making the appropriate choices at the
appropriate moment, which enhances the success of the project, which reflects positively
and enhances organizational pride.

Additionally, the study found a statistically significant and robust effect of
organizational pride on innovative behavior in the Saudi Postal Corporation in Jeddah.
Which means H3 is true, the present study's findings are in line with the results of studies
of (Gouthier & Rhein, 2011); (Arshad & Imran, 2016); (Dong & Zhong, 2021); (Li et al.,
2024), the reason for this is that organizational pride is an emotional feeling that is
positively linked to performance, and arises as a result of outstanding achievements and
successes, therefore, it is considered the primary incentive for positive and innovative work
behaviors and the basic element of competitive excellence.

The study found that organizational pride mediates the relationship between
strategic thinking and innovative behavior, therefore, the inclusion of organizational pride
in the relationship between strategic thinking and innovative behavior has greatly
contributed to clarifying the relationship between them, this study agrees with the
conditions set by (Baron & Kenny, 1986), and that organizational pride partially mediates
the relationship between strategic thinking and innovative behavior, as the value of the
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path coefficient (B) regarding the effect of strategic thinking on innovative behavior was
(0.510). In the case of direct influence, while it decreased in the case of indirect influence
to (0.427), although there was a specific effect in both cases.

Based on the foregoing, we see that there is a need to establish an organizational
culture that supports strategic thinking in its five dimensions, through leadership support
that encourages employees to think strategically based on a scientific methodology and
create the internal environment of the organization to consolidate and devote that culture,
in addition to consolidating strategic intentions and purposes in the hearts of employees
and making it a method and basis for continuous work, and it also needs to enhance
harmony between all parts of the organization by involving all administrative levels directly
in planning, and decision-making, which imparts more responsibility and keenness to
achieve strategic objectives

In addition, it is also required to enhance the strategic thinking skills of employees,
through holding workshops and specialized training programs, and developing the skill of
scenarios to deal with the future under accelerated environmental conditions, which
supportts the innovative behavior of workers, in addition to the need for periodic analysis
of the external environment of the organization to ensure continuous adaptation to it and
study the experiences of other organizations that have achieved remarkable development
in strategic thinking in its various dimensions, taking into account all future possibilities
based on deep and timely environmental analysis to explore and exploit promising
opportunities and face potential risks and threats

The results and recommendations of the study provide the foundations that can
be relied upon to enhance organizational performance and raise the level of competitive
excellence, and this study emphasizes in particular the need to deepen the process of
strategic thinking, which contributes significantly to believing in the capabilities and
energies of the organization's members, and it also provides a fertile environment that
helps predict future possibilities, employ available knowledge, and provides a good
organizational climate that develops a sense of organizational pride, and helps develop and
promote the innovative behavior of employees, which achieves the goals of the
organization in addition to the aspirations and ambitions of employees.
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