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Abstract : Organisational culture plays a very important role in organisations. Understanding the essence of the culture of an organisation and its values will facilitate the adaptation of the organisations in a time of global economy and turbulent economic environment and more important, the improvement of employees satisfaction. Maslow taught us that employees won't be highly effective or self-directed while they are disturbed by survival, security and socialization issues. There is a direct link between the organizational culture, employee satisfaction and between customer satisfaction and improved financial performance. Employee satisfaction is affected by a number of things, including working conditions, co-workers, pay, customers, etc. The way to improve employee satisfaction is always a challenge, and organisational culture is a main way to improve it.
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1. INTRODUCTION

Many micro and macro-economic factors such as mergers, downsizing, quality improvement efforts and cultural renewal projects have forced many organizations to change quickly and dramatically. Nowadays, organizational change is viewed as a multidimensional phenomenon comprised of multiple degrees of environmental structure and internal conscious awareness.  Planned and strategic change search for the most advantageous resolutions to define problems clearly based on previous organizational objectives. The development of an organizational structure and design that ensure the satisfaction of employee is definitely a requirement in the current global context.

2. THE IMPORTANCE OF ORGANIZATIONAL CULTURE 

Hrop (2003) defines an organization as a consciously coordinated unit composed of more than one person that functions on a consistent basis to achieve specific goals. Robins (2003) defines organizational culture as a coomon view or perception held by the members of an organization, which provides an underpinning of shared purpose.

Kotler (2001) states that organisational culture represents the norms of behaviour and shared values of concern within an organization. The norms of behaviour are common ways of acting and shared values are important concerns shared by most people in an organization. These shared beliefs become basic assumptions and core values developed by an organization over time (Greene, 1995). Others (Hodge, Anthony and Gales, 2002) define organizational culture as a set of broad, inherently apparent rules that tell employees what to do under a wide variety of circumstances.

Some of the immediate challenges faced by corporations today are demanding profit margins required by shareholders, the need for increasing productivity, global expansion and tens of thousands of employees (Kotler, 1996).

The importance of organizational culture and its contribution to the organization’s effectiveness and success is well established. A sound organizational culture is the most critical factor determining an organizational capacity for long term survival. It can also significally contribute to the organization’s image.

Therefore, to keep organizational culture vital and relevant, employees need a deep understanding of the strategy and mission of the company.

Table no. 1.  Definition of Terms
	Norms
	Refer to common ways of acting

	Organizational culture
	Refers to the norms of behaviour and shared values of concern within an organization

	Organizational culture type
	Refers to the norms and values based on organizational system which includes four cultural types (market, clan, hierarchy, adhocracy)

	Values
	Refer to important concerns shared by most people in an organization



3. THE ORGANIZATIONAL CULTURE AND EMPLOYEE’S

 SATISFACTION

There is a direct link between the organizational culture, employee satisfaction and between customer satisfaction and improved financial performance. 

Organisation culture represents the internal work environment created for operating an organisation. It represents how employees are treated by their bosses, how peers treat one another (expected treatment),with which vision & motivation an organisation is working internally. Organisation can have democratic culture, bureaucratic culture, sythetical (holistic) culture, learning culture (learning organisations). A learning organisation always encourages new aproaches in operating organisation (with creative/ new ideas). Such organisation may call employess' inspired participation in using new ideas provided by employess as well as management.
Organizational culture is a significant driver of employee engagement and includes management designing jobs well, providing support and setting goals for employees. Employee satisfaction is a key attribute of the engaged employee who embodies a high degree of motivation and sense of inspiration, personal involvement and supportiveness.


Organizations bring people together. In order to work at their best, people need to be satisfied. The engaged employee is oriented to providing good service and answering customer questions, which gives the customer a voice inside the company. And a customer whose voice is heard inside the company drives profit by being a repeat customer and bringing in new customers by word-of-mouth, which has a high degree of credibility. The given in all this is that a company must start with a solid product.


Organizations use incentives to attract and maintain employees. According to Rogers (1995) one of the most crucial factors in organization design is the type of incentives offered to induce contributions. It is imperative that an organization has the ability to inspire individuals to make significant contributions of time, effort and ressources. In addition, the organization must inspire an individual’s loyalty to the organization rather in order not to loose the employee in the favour of a competitor.

4. MEASURING EMPLOYEE SATISFACTION IN AN

 ORGANIZATION
A working place: factory, company, office, etc., is the place where employee spends one third of his life. Except of delivering immediate means for life, it is the place where he finds friends, life partners, or even more generally, where he forms his life (behaviour) standards. Thus, the technological constraints as well as human relations at the working place strongly affect the private life of people. 

Therefore, it is essential for a general happiness of the employee that he is satisfied (whatever it means) with his work and his working place. Measuring satisfaction of people is not an easy problem. First, we must propose a measure to express quantitatively the satisfaction. Probably it is not  possible to find an absolute measure of satisfaction (except of some very approximate and quantified measures, like: “I am satisfied” and “I am not satisfied”. More fruitful can be measuring relative satisfaction, especially in some context, e.g., changes of satisfaction after some action. 

Moreover, if we detect a state of mind that can be classified as dissatisfaction, we can have problems with identifying real reasons of it. Any chaotic direct studies can disturb situation and false the answer, especially if the reason is sensitive, connected with some political views, religious feelings or interpersonal relations.

Satisfaction is fulfilment of a need or desire and the pleasure obtained by such a fulfilment. Satisfaction is a good measure to evaluate personal attitude to the professional activity of enterprises. It also expresses a level of happiness of a person in his professional environment connected with interpersonal relations with colleagues and superiors. Satisfaction is a feeling that is of continuous range. However, to quantify measuring satisfaction, authors of dedicated papers introduce three levels of satisfaction. They are:

a. Dissatisfaction (expectations are higher than reality),

b. Satisfaction (expectations are fulfilled),

c. High satisfaction (reality exceeds expectations).

Sometimes such expectations are not expressed explicitly, they are considered as obvious. They are threshold requirements. People realize these conditions only if they are not satisfied.

Measuring satisfaction of customers is not an easy problem. There are not completely objective methods as satisfaction itself is not objective. Generally, the existing methods can be classified into two groups: the direct methods and the indirect methods. Each of the group has its own constraints and advantages/disadvantages.

The direct methods are mainly based on public opinion poll. Any method of this group is based on conducting a pool among customers, with appropriately prepared questions. An advantage of such methods is that we can obtain exact answers to asked questions, as detailed as we need. Disadvantages are connected with reliability of such methods. Avoiding suggestions in answers needs some „camouflage”. Anonymity is a very sensitive condition of honest answers: if respondent suspects a possibility of unmasking following with some threat, he can answer according to predicted expectations of an organizer of the pool. Such a situation is in a working place where the employee can expect some restrictions from his employer in a case of undesirable answers. Moreover, the public opinion polls cannot be taken too often. In a case of repeating very similar questions, respondents (being bored) can start answering non-precisely. They can also suspect that the poll is repeated due to some expectations of the organizers (not satisfied in previous polls) and try to adjust answers to the imagined expectations. Costs (personal and material) of taking the polls cannot be neglected as well.

Another direct method of apprising humans’ level of satisfaction is an interview. Such a method is not representative for all employees; however, it reflects individual opinions that can be a basis for wider studies (e.g., can suggest questions for an inquiry). 

Indirect methods are not classified in details. They are based on observation of humans’ (customers’, employees’, etc.) behaviour and, if it is possible, on studying changes of certain parameters obtained from economics registers, market data, insurance companies, banking sector, etc. In a case of factories we can take into account some parameters of production/productivity and absence/accidents of personnel. An obvious advantage of such methods is that measurements can be made permanently, without direct participation of the main objects of the research that is the employees. Disadvantages are connected with needs of specific interpretation of the measured data (detection, if something happens with the level of satisfaction). Some other disadvantage is the fact that such a method does not identify explicitly reasons of satisfaction/dissatisfaction. Here again we need interpretation or supplementary investigations. The examples given in the following sections can clarify this problem.

A team from the Institute for Research on Learning (IRL) and Xerox Palo Alto Research Center (Xerox PARC) carried out a holistic, system-wide study ("systemic assessment") of one of the business divisions of a Fortune 500 company. The survey form is modularized. An employee first answers a set of demographic questions and then performs a task of ranking 10 factors on their importance in contributing to his or her employee satisfaction. Then all employees receive a core module consisting of 49 questions and subquestions. Employees in each unit also receive a selection of special purpose modules chosen by the management of the unit.

Each question can be answered on a 5-point scale. Most of the core and all of the supplementary questions use a scale that ranges across "agree", "tend to agree", "?", "tend to disagree", and "disagree". The instructions inform the respondent to use the "?" category if "you cannot decide about an answer or it doesn't apply to you." Ten questions on the core use a scale that ranges across "very good", "good", "average", "poor", and "very poor" with an explicit "don't know" alternative offered as response #6. Seven additional core questions, including a crucial 'overall satisfaction' question, use a scale that ranges across "very satisfied", "satisfied", "neither", "dissatisfied", and "very dissatisfied". Every one of the agree/disagree questions is stated such that agreement indicates satisfaction.

Two indices are constructed: 1) the Immediate Manager's Index (IMI) that averages the percent favorable over 12 questions constructed to deal with work group dynamics and interactions with the manager; and 2) the Overall Satisfaction Index (OSI) that averages the percent satisfied for all the items in the IMI and 6 more questions that mostly apply to broader corporate policies and management. 

Table no. 2. Questions in the Immediate Manager's Index (IMI)

	1.
	There is good cooperation between work groups in my department.

	2.
	I understand how my performance on the job is evaluated.

	3.
	My manager communicates effectively.

	4.
	My work gives me a sense of personal accomplishment.

	5.
	I believe I have an opportunity for professional growth and development.

	6.
	I am satisfied with how job openings are filled in my department.

	7.
	There are sufficient opportunities for me to receive training to improve my skills in my current job.

	8.
	I have confidence in the decisions made by my manager.

	9.
	How satisfied are you with these aspects of your current job: your workload?

	10.
	How satisfied are you with these aspects of your current job: recognition for  performance?

	11.
	How satisfied are you with these aspects of your current job: being treated with respect and fairness?

	12.
	Taking everything into account, how satisfied are you with [this corporation] as a place to work?


Source: http://www.amstat.org/Sections/Srms/Proceedings/papers/1995_072.pdf 

Table no. 3. Questions in the Overall Satisfaction Index (OSI)

	1.
	Overall, the physical conditions at my location are satisfactory (e.g. ventilation, temperatures, space to work).

	2.
	This organization does an excellent job of keeping employees informed about matters affecting us.

	3.
	I have confidence in the decisions made by my  Management Team.

	4.
	The decisions [corporation] management makes concerning employees are usually fair.

	5.
	How satisfied are you with these aspects of your current job: employment security?

	6.
	How satisfied are you with these aspects of your current job: your pay?


Source: http://www.amstat.org/Sections/Srms/Proceedings/papers/1995_072.pdf 

5. CONCLUSIONS
Organizational culture is a significant driver of employee engagement, where employees must be expected to cooperate and work together, but also to take charge and provide a voice for the customer within the organization. A fully cooperative culture feels the need to reach consensus on a single option, where a culture promoting healthy cooperation provides multiple choices, which are then balanced against one another in an attempt to develop an optimal solution. When individuals and teams are competing to implement the optimal behaviors to the market and its customers, such competition can work to the advantage of both the organization and its customers. 

Organizations with engaged employees have customers who use their products more, and increased customer usage leads to higher levels of customer satisfaction. It is an organization's employees who influence the behavior and attitudes of customers, and it is customers who dive an organization's profitability through the purchase and use of its products. 

In the end, customers who are more satisfied with the organizations' products are less expensive to serve, use the product more and, hence, are more profitable customers. A focus on market outcomes, e.g., customer satisfaction, is warranted as they were found to mediate the relationships between employee attitudes and financial performance.
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