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Abstract. 7he resource-based view recognizes present organizational culture as a key component [o its success
or failure. It has a direct impact on the innovation strateqy of organizations and therefore should be treated as a
determinant of the organisation’s future. Presently companies should naturally strive fo make efforts aiming at the
creation of such organizational cultures which would affirm knowleage - cultures characteristic for organisations based
on knowledge, that foster engagement of employees, building frust and sharing knowledge. They are most offen
convergent and mutually complementary and described as: lean culture, learning organization culture, information
culfure, group-development culture. One type of the organizational cultures indicated as optimal for operating in
knowledge-based economy is the quality culture. Concentration on quality is currently a sine qua non-condiition for the
survival and development of modern organization and at the same time, one of the main tasks of managers. Because
of the fact that that instruments are in place but still there is a lack of quality culture in the practical aspects and also
common point of view that there is a gap to be filled in the development of appropriate culfure for quality, the study
provides an initial comparative verification of which stage of evolution fowards quality culture is represented by
companies from different sectors in Poland. The paper has theoretical-empirical ladder. Ifs aims are fo review existing
literature dedicated fo organisational quality culture essence, elements, determinants and dimensions. Investigation
of the topic in the paper Is carried out in the following logical sequence: TQM implementation — Organizational culture
— Quality culture — Organizational Quality Culture. The purpose of this paper is to describe components of
organisational quality culfures in polish enterprises from different sectors. The methodological fool of the research
methods was survey questionnaire, included 20 closed-ended questions — most of them mulfjple choice. It was
decided fo research, in the context of quality culture, all enterprises. those operating in production, in services and
also mixed enterprises. Based on exploration of empirical aata, the condition of quality culture in companies operating
in Poland is diagnosed. Paper proves that verified organisations are on their way in the direction fo the phase of
permanent organisational quality culfure creation. The resulfs of the research can be useful for developing the complex
model of organizational quality culture constitution. They can also provide managers with valuable suggestions on
building stable organizational quality culture.

Keywords: empirical study, enterprises, organizational culture, organizational quality culture, quality, quality
culture, quality management.

Introduction. In the case of modern organisations, functioning essentially in a knowledge-based
economy, culture and quality are the two main, interpenetrating aspects determining their survival and
development.

Organisational culture became a subject of interest for both theoreticians and practitioners of
management as early as in the 1980s. A leading position, as one of the main soft strengths of a company,
was achieved as a result of the emergence of the resource-based approach and orientation towards
intangible assets, among other things. At the turn of the 21st century, it was concluded that at the present
time, organisational culture affected the survival and development of the enterprise, and should be treated
as a factor of the organisation's future success.

For instance, this position is supported by Ambekar et. al. (2019: 146), who postulate that
organisational culture determines all aspects of the functioning of a modern organisation. The statement
that organizational culture is widely viewed as one of the most important factors contributing to
organizational success, is also promoted by Kane et al. (2018: 392). Also Barney’s well-known view
recognizes organizational culture as a key component to provide a competitive advantage to organizations
that have a direct impact on the innovation strategy of organizations (Pietersen, 2017: 263).
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Such a view on it results from specific attributes of the organizational culture. Firstly, it is indicated that
it is one of the main intangible resources with an essential impact on the level of the intellectual capital of
a company, and hence presently determining its value (Al Saifi, 2015: 164). Secondly, it is listed as a factor
conditioning the effectiveness information governance (Daneshmandnia, 2019: 18) or knowledge
management in an organization (Corfield, Paton, 2016: 88), including the willingness to share knowledge
(Tong, 2014, pp. 19-28). Finally, it is seen as an element decisive for a company's innovativeness (Laforet,
2016: 379), as well as satisfaction from work (Tong, 2014: 19-28) and the quality of this work (Wyrostek,
2012: 43-49).

Its beneficial effects on the organisation's operation are also confirmed by the results of empirical
research conducted in specific sectors and industries — in the coal industry (Ambekar et al., 2019: 146),
shipping industry (Karakasnaki et al., 2019), hospitality industry (Manning, 2018: 284), banking system
(Famiyeh et al., 2017: 1546), service industries (Khan and Naeem, 2018: 1568) and production industries
(Patyal and Koilakuntla, 2018: 1406).

It is therefore assumed that organisational culture is now widely seen as one of the most important
and valuable factors in organisational success across a wide variety of business sectors (Taylor and
Rostron, 2018: 313). Furthermore, according to the functionalistic paradigm, it is perceived as the object
of management (Sulkowski, 2013a: 20).

A contemporary definition of organizational culture is that it is shared set of values, norms,
assumptions, and beliefs that exist among organizational members, which influence employee attitudes,
thoughts, feelings, decisions, and behaviours. Therefore understanding organizational culture is about
symbol, ideational systems, myth, and ritual or about the art of reading and understanding organizational
life (Pietersen, 2017: 263). It consists of a cluster of common norms and values, which are formed over a
long time and affect the way an organisation works (Ingelsson et al., 2018: 1751). Because of that a new
organisational culture is nowadays developed to support and improve the organisation’s core activities
(Tenji and Foley, 2019: 401).

The philosophy of quality management has also evolved from a mere inspection activity to an
important managerial function in an organization, over the last century (Gouda et al., 2019: 55). Managing
quality is nowadays recognised as one of the most significant core processes across many industry
sectors including manufacturing and service organisations (Lobo et al., 2018: 1232). Especially it tends to
play a pivotal role in the success of the service industry, owing to the intangible nature of services (Famiyeh
et al., 2017: 1546). But in most industries, quality has never mattered more (Cronemyr et al., 2017: 498)
- knowledge-based economy conditions challenge organisations to become more agile and continuously
innovate and improve their processes.

Today, the focus on quality is a sine qua norcondition of the functioning and success of an
organization and, at the same time, one of the main tasks for managers (Ali and Musah, 2012: 289). It
results in a different approach to competitiveness, relations with customers and suppliers or relations
between managers and employees (Troy and Schein, 1995, p. 45).

It's worth to stress that quality management has developed enormously since its origins (Kemenade
and Hardjono, 2019: 150), because in quality approach there has been shift in understanding and focus
from «hard» aspects such as tools, techniques, practices and systems to «soft» behavioural and cultural
elements (Tenji and Foley, 2019: 401). The new, the namely fourth quality paradigm has emerged,
purporting that quality shall be a value shared amongst everyone in the organisation: quality is a way of
life (Kemenade and Hardjono, 2019: 153). The concept «Quality is Value philosophy» (Gouda et al., 2019:
56) began to be applied. Therefore organisational culture has become the most significant factor in the
success or failure of quality initiatives (Tenji nad Foley, 2019: 401). Moreover, numerous studies proved
that organisational culture is one of the most important variables in the success or failure of TQM
implementation (Patyal and Koilakuntla, 2018: 1407-1408). For example, it seems to strengthen the
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positive relationship between service quality dimensions and customer satisfaction (Famiyeh et al., 2017:
1546).

Taking into account the results of research, according to which strategy must precede culture and
culture must be aligned (Kaul, 2019: 116) and considering the necessity of a pro-quality orientation in
organisation management, an obvious line of reasoning arises, consistent with the fourth paradigm of
quality. Since organisational culture should condition the strategy and modern strategies have to be
focused on quality, enterprises should strive to shape an organisational culture that combines these tasks
by fitting within the conditions of the knowledge-based economy. Therefore, they are facing the challenge
of having an organisational quality culture as the element underlying all activities. Especially as strategic
quality orientation directly affects innovation capabilities and therefore should be leveraged form quality
culture (Khan and Naeem, 2018: 1568).

Organisational culture has often been regarded as the main factor or inhibitor for organisational
strategies, especially those related to quality (Karakasnaki et al., 2019). Moreover, it is recognized by
many as a critical factor when applying quality management initiatives. At the same time, these initiatives
fail to reach their potential because leaders lack an understanding of the key role of organisational culture
in quality. They're ignoring the role of values, behaviours and attitudes in spite of the fact that there is a
strong link between performance management and organizational culture that leaders need to understand
to help them reach full quality development (Ingelsson et al., 2018: 1751). It is also proved, that the key
reasons for failures of quality management processes implementation are partial deployment and lack of
understanding of organisational culture (Patyal and Koilakuntla, 2018: 1407). Consequently, quality culture
was introduced to provide a comprehensive approach to quality sustainability (Ali and Musah, 2012: 290;
Wu, 2014: 800).

Companies that had successfully achieved a quality culture, had generally recorded immense benefits
in all-round total quality improvement within their organisations. Commonly, the focus had changed form
problem solving to building on their success (Adebanjo and Kehoe, 1999: 640). A company with highly
developed culture of quality spends, on average, $ 350 million less annually fixing mistakes than a
company with poorly developed one (Srinivasan and Kurey, 2014: 59).

Because of the fact that in some sectors quality culture has not been properly developed (Lo, 2002:
272) and also general agreement that there is a gap to be filled in the development of appropriate culture
for quality (Adebanjo and Kehoe, 1998: 275) or complaints that instruments are in place but there is a lack
of quality culture — successful quality improvement practices seem to require both the formal side and a
quality-conductive organisational culture in terms of attitudes and practices of participants (Markowitsch,
2018: 25), the main purpose of the study is to provide an initial comparative verification of which stage of
evolution towards quality culture is represented by companies from different industries in Poland.

The discussion of the empirical research conducted seems to be justified and valuable, especially as
the level of desire to understand and improve quality culture is currently higher than the level of its practical
implementation, which is unsurprising for a newly emerging topic (Emond and Taylor, 2018: 374).

The paper has a theoretical-empirical ladder. Using research of the literature, a discussion was held
focused on capturing the essence, determinants and evolutionary stages of quality culture. Based on
exploration of empirical data, a challenge was taken up, aiming at diagnosing the condition of quality
culture in companies operating in Poland.

Literature Review. The main feature of the new economy is the treatment of knowledge as the most
important resource of a contemporary organization as well as assignment of an attribute of dominance
thereto. As a result, companies presently should naturally strive to make efforts aiming at creation of such
organizational cultures which would affirm knowledge, namely cultures preferred under the conditions of
the new economy and characteristic for organizations based on knowledge.
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Therefore, most often convergent and mutually complementary: lean culture (Pereira Paro and
Gerolamo, 2017: 586), learning organization culture (Kaul, 2019: 128) knowledge culture (Glinska-Newes,
2007: 231), information culture (Daneshmandnia, 2019: 20), cooperation culture (Kaminska, 2013: 13),
trust culture (Sankowska, 2011: 93), group-development culture (Patyal and Koilakuntla, 2018: 1406) and
quality culture (fig. 1) are identified.

tradition, values, beliefs, procedures

PATTERNS, STANDARDS, BEHAVIOURS

people are the most valuable asset of an organisation
leadership, empowerment, learning, involvement, trust, satisfaction

culture based
on trust

quality culture

culture
cooperative, group of knowledge,
development information and
culture learning

Figure 1. Dependencies between types of organisational cultures in the knowledge economy
Source: Prepared by the author.

All these types of organisational culture foster engagement of employees, building trust and sharing
knowledge. They allow for freedom of action, promote teamwork, give a sense of community and
ownership, enable efficient communication, prefer openness to changes and proactive attitude thus
stimulating the circulation of knowledge, and emphasize its dominant character for the success of an
organization (Juchnowicz, 2012; 26-28). In these terms, organisational culture of modern enterprise is
described as an umbrella term under which multiple cultures may exist (Manning, 2018: 287). But as the
basic and the core element of any type of contemporary organisational culture we should identify and treat
human behaviour as central to organisations and culture and as the key to understanding and affecting
change in human behaviour within organisations (Taylor and Rostron, 2018: 313).

Although according to L. Sulkowski (2013b: 25), it seems quite methodologically risky to combine the
notions of organisational culture with quality into the concept of quality culture, many theoretical and
practical studies discuss these issues.

The greatest consternation is aroused by the interdependencies between the organisational culture
and the quality culture. There are four positions began to be applied (Ehlers, 2009: 350-352; Markowitsch,
2018: 29-30). Some researchers believe that quality culture can be identified as part of the organisational
culture — it is sort of a thematic subculture. Others believe that quality culture may share some elements
or dimension of organizational culture but may also have some different key values not covered in common
organizational culture concepts. It is also possible to encounter an opinion that quality culture is identical
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with organisational culture and just used as another term for it or an extreme view, according to which
quality culture is a genuine construct different from organizational culture and quality culture cannot be
described on the basis of models of organisational culture.

Due to the existence of numerous approaches, quality culture is a vast topic - it involves the
psychological, technical and managerial aspects, as well as the visible and invisible elements, the stable
and dynamic perspectives (Taylor and Rostron, 2018: 314). It is an issue also widely discussed by both
practitioners and researchers, but it has no clear definition (Cronemyr et al., 2017: 515). Moreover, even
among researchers, there is still no agreement as to the methods of interpreting and studying the
organisational culture of quality, which is proven by the diversity of definitions of the analysed phenomenon
(table 1).

Table 1. Overview of definitions of the organisational culture of quality
Berry (1997: 54)
The total of collective or shared learning of the quality-related values as the organization develops its capacity to
survive in its external environment and to manage its own internal affairs
Ali and Musah (2012: 290)

Overall attitude of an institution, which focuses on the concept of quality and applies it to all aspects of its
activities; an institution as a whole has embraced quality in every element of functionality that enhances
continuous improvement; it's a learning culture in which all members of institution are involved in a self-critical
assessment and improving culture in which all of the workforce of institution is fully engaged in all activities
carried out by the institution
Ngyuen Duy Nong Ha and Bui Ngoc Quang (2014: 1)

Refers to an organisational culture that intends to enhance quality permanently and it is characterised by two
distinct elements: on the one hand, a cultural/psychological element of shared values, beliefs, expectations and
commitment towards quality and, on the other hand, a structural/managerial element with defined processes that
enhance quality and aim at coordinating individual efforts
Srinivasan and Kurey (2014: 58)

An environment in which employees not only follow quality guidelines but also consistently see others taking
quality-focused actions, hear others talking about quality, and feel quality all around them
Markowitsch (2018: 28)

Composition of the two quality management elements — technology and commitment culture. Commitment is
described as the cultural aspects of an organisation’s quality culture

Source: prepared by the author on the basis of literature indicated in the table.

The notion of quality culture directly refers to the notion of organisational culture and its definition,
designating patterns, behaviours, standards, and beliefs related to quality (Bugdol, 2013: 213). Such a
culture is thus a collection of values, traditions, procedures, and beliefs approved by members of the
organisation, creating the environment fostering shaping of and continuous improvement in quality
(Golebiowski, 2014: 33). It contains three basic elements — system wide philosophy (doing the right thing
the first time), continuous improvement (striving for that), and customer focus (fulfilling customer needs)
(Wuetal., 2011: 266; Wu, 2014: 804). Its symptoms include empowerment, full commitment of employees
to quality, as well as qualitative leadership, and its products are - satisfaction of internal and external
customers and business performance (Bugdol, 2013: 213-242).

The most often listed activities focused on building quality culture are: focus on customer satisfaction,
focus on processes, teamwork, open communication and exchange of knowledge, focus on making
decisions based on facts (Adebanjo and Kehoe, 1998: 276-277; Ali and Musah, 2012: 290; Ingelsson et
al., 2018: 1755-1756). In shaping quality culture, the greatest significance is thus attributed to interpersonal
relationships, treatment of employees and customers with respect, focus on development, acquisition of
licenses, and co-participation in organization management. Then, the central place is taken by the critical
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importance of trust in relations at the level of an individual, as well as in relations between the employee
and the organization, and between the client and the organization (Ehlers, 2009: 351).

Concluding, as the basic dimensions of organisational quality culture following issues can be accepted
(Khan and Naeem, 2018: 1579): measurable and time-based quality goals are included in the development
of long-term plans, organisation have common, strict and stables values, beliefs based on trust and
openness, quality performance, goals and initiatives are communicated to firm’s employees, clients and
all stakeholders on regular basis.

Organisational quality culture may be thus defined through a set of indicators attributed to 3 categories
verifying its condition — the level of the employee, the superior and the whole organization (Molenda, 2012:
210-219). It can also be measured in accordance with specific categories (people, processes, proactivity,
purpose) and dimensions of these categories (Taylor and Rostron, 2018: 318-325).

To sum up, in contemporary economy having the right culture — particularly quality culture - is a key
success factor for any business (Emond andTaylor, 2018: 369).

Methodology and research methods. In spite of the facts that culture is highly contextual and
requires a research process that facilitates depth and discovery (Taylor and Rostron 2018: 326), and
measuring quality culture is not an easy task (Cronemyr et al., 2017: 505), but also owing to the
observation that the importance of quality culture is increasingly recognized across a wide range of
industries, however the challenges remain in terms of how to quantify and change it (Kane et al., 2018:
391), the goal of conducting preliminary research on the condition of the quality culture in enterprises
operating in Poland was set.

Having regard to the report that there is a need for a tool that measures not only quality values but
also behaviours that support or obstruct a quality culture (Cronemyr et al., 2017; 498), a decision was
made to undertake initial research, above all, in the field of values and attitudes aimed at building a quality
culture in the perspective of the employee, manager and organisation, with a distinction between
production, service and mixed enterprises. According to this breakdown, efforts were also made to capture
the quality culture features occurring in the enterprises reviewed.

At the beginning of the research work, conducted with the purpose of initial analysis and diagnosis of
orientation towards quality culture in Polish enterprises, the following hypotheses were formulated:

—  standards of behaviour are observed in enterprises that contribute to the emergence of an
organisational quality culture in the entities studied,

— inenterprises, in view of the type of business, there are various manifestations of quality culture
in the areas of the employee, manager and organisation,

—  the organisational cultures of service enterprises have more clearly observable features of
quality culture determining their competitive advantage in comparison with companies carrying out other
forms of activity,

—  organisational cultures, from the point of view of the business profile of enterprises, are heading
in varying degrees towards the 3rd stage of evolution of quality culture, that is to say, the state of
continuous quality creation.

Theoretical assumptions formulated in this way led to the emergence of specific research questions:

— what are the distinguishing factors of an organisational culture focused on quality in the
organisations reviewed and do they differ depending on the type of business?

—  what indicators of quality culture at the level of the employee, manager and the whole
organisation are observed in the enterprises studied and are they varied taking into account the profile of
the analysed companies?

—  what are external and internal stakeholders of these enterprises' levels of satisfaction with their
functioning, and is it different for various types of activity of the studied organisations?
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In order to verify the hypotheses put forward and to implement the research challenges formulated in
the form of questions, in practice, a survey questionnaire was carried out in 2018 and the 1st half of 2019.
The research tool included 20 closed-ended questions — most of them multiple choice (that is why the
respondents' answers do not add up to 100%).

It was decided to research, in the context of quality culture, all enterprises: those operating in
production, those operating in services and also mixed enterprises. This is due to the general conclusions
from the literature analysis suggesting the need for pro-quality orientation and, thus, the supreme
importance of the quality culture in every sphere of the organisation's functioning, regardless of the
company's profile.

Eventually, 238 complete questionnaires were obtained, and each respondent was from a different
organisation — the study was therefore only a general, pilot one, although cross-sectional. The respondents
were usually employees of moderate experience, with average professional experience of 5.5 years, and
with average employment of 3.5 years in the organisation characterised in the survey, which assures that
they had enough knowledge about the organisation described by them as its employees.

When it comes to the activity of the analysed organisations, the profile was diverse. 28% of the
surveyed enterprises are involved in production, 22% in trade, and 40% in services. 10% of the enterprises
reviewed represented a mixed profile. Most of them were experienced entities, operating under various
market conditions — with an average company age of 15 years.

Thus, the structure of the research sample reflected the general tendencies resulting from the
prevailing conditions of the knowledge-based economy, characterised by the services sector taking a
dominant role over manufacturing sectors. Therefore, it was possible to speculate that the operation of the
majority of organisations reviewed was in line with the principles of the new economy, in which
organisational cultures should be knowledge-oriented and their development should be towards a culture
of quality, shaped in a conscious and controlled manner, especially in the case of large entities, which
were the prevailing group in the sample.

The companies described in the study were also diverse when it comes to size — 21% of them were
microenterprises, 23% were small, 24% were medium, and 32% were large organisations. In the
respondents’ opinion, most of them had a satisfactory financial position (34% of respondents stated that
the companies they described were in a very good financial position, 54% stated good, and 12% stated
average). The stable financial situation of the companies reviewed suggested that the surveyed
enterprises should represent attitudes of openness, show a greater tendency to take risks, search for new
areas of development and be quality-oriented.

Results. When seeking answers to the research questions asked, reference was made to answers
given by the respondents. First, an attempt was made to analyse and diagnose the stage of evolution of
the enterprises reviewed towards a culture of quality. The answers obtained generally indicate that the
entities described are moving from the phase of lack of emphasis on quality, to the stage of error detection
and prevention of quality errors, and the stage of continuous quality creation. This is evidenced by the
frequency of actions and attitudes indicated by the respondents that are an emanation of quality culture,
at the level of the employee, manager and organisation. Nonetheless, the respondents simultaneously
identify the areas clearly slowing down the achievement of specific development phases towards the stage
of full focus on quality, which is suggested by the emergence of quality culture itself and not by its existence
in a specific formula.

Significantly, the place of particular types of enterprises, in light of their business profile, is varied. It
can be observed that manufacturing enterprises are at the earliest stage of pursuing a full quality culture
and are followed by mixed, then commercial enterprises, while service enterprises are closest to the stage
of maturity in shaping quality culture.
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Arguments confirming this thesis are provided by respondents’ statements relating to the actions and
attitudes most often visible in their organisations that prevent the transformation of organisational culture
towards one promoting quality (figure 1). These are mainly: treating knowledge as a source of power,
allocation of full responsibility for the functioning of organisation only to managers, and keeping financial

decisions in total secrecy.
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service industry 38.70% 31.20% 38.60% 28.20% 33.60% 28.60% 31.70%

Figure 1. Behaviours and attitudes that hinder evolution of organizational culture towards
quality culture
Source: own elaboration.

Reinforced with a formal, strongly hierarchical structure, including strict separations into organisational
units, risk avoidance and conduct based mainly on clichéd rules, they essentially limit the tendency to
share knowledge, innovation, search for new solutions or show initiative. Lack of transparency and rigid
rules are not conducive to trust or openness and thus limit creativity, commitment and determination to
seek perfection, which is manifested in the affirmation of quality.

Determination to shape a pro-quality organisational culture in the studied organisations is reflected in
the most common standards of behaviour identified by the respondents, which are obligatory in the
organisations described by them: knowledge sharing as a value, being «customer-oriented», informal
communication methods, continuous training and education of employees, evenly shared responsibility, a
culture of shared responsibility and promotion of entrepreneurship. The trend line is similar also in this
case. These principles are most noticeable within service enterprises, then in trade and mixed enterprises,
and finally in manufacturing enterprises (figure 2).

Focusing on the 3 identified levels of quality culture indicators (employee, manager, organisation),
they were indicated by the respondents to a moderate degree, which further confirms the supposition that
the organisations reviewed are just evolving towards a crystallised organisational quality culture, and this
development has different paces in view of the business profile (table 2).
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® manufacturing industry  44,30% 62.10% 43.60% 33.,30% 30,10% 27.90% 30,90%
trade industry 56,40% 60,90% 47.90% 34,20% 32,70% 30,90% 36,30%
mixed 58.20% 61,80% 48,90% 36,10% 33,10% 31,80% 38.10%
service industry 63.40% 62,80% 52,10% 42.20% 37,20% 33,80% 36.20%

Figure 2. Prevalent principles in organizations
Source: own elaboration.

Table 2. The indicated determinants of quality culture in the perspective of the employee, the

superior and the organization

the employee S M T P
is fully involved in performance of his/her duties 49,1% #49,4% 148,8% #6,3%
has a precisely determined scope of responsibilities 412% ©40,4% ¥34% #4,4%
is supported by managerial staff in the performance of his/her duties 42,4% ©40,6% 140,9% B39,9%
has the opportunity to improve his/her competences 51,7% [55,7% 144,8% #3,2%
complies with the binding procedures, instructions 39,7% [39,5% 139,6% #1,2%
commits to improvement of his/her job 29,6% [28,8% 130,5% P31,2%
is thoroughly familiar with his/her duties 61,3% 160,3% 61,1% $1,0%
has sufficient competencies to perform the assigned duties 38,8% [38,6% [37,9% [36,6%
takes care of his/her workstation 53,2% [52,3% 50,1% p4,3%
is well-motivated to perform his/her duties 38,9% [33,4% 139,2% [36,2%

the superior S M T P
supports employees in performance of their tasks 40,6% 37,2% [39,8% B9,7%
is focused on fulfilment of customer's requirements 61,4% [59.9% 159,7% 60,9%
enables employees to participate in trainings 42,9% 39,6% [39,3% P38,7%
lencourages employees to increase their qualifications 33,6% [32,8% [34,6% [30,9%

the organization S M T P
priority treatment of meeting customer's requirements 47.3% 46,9% @7,1% @7.2%
mandatory fulfilment of legal and technical requirements by the 38,2% [37,9% (38,3% (44,3%
product/service
cooperation with the best suppliers 37,4% [36,9% [38,6% [36,4%
continuous investment in the most advanced machines and devices 231% [22,9% 22,8% [25,8%
very good cooperation between employees 52,9% [50,4% [53,2% ©7,6%
elimination of products/services inconsistent with the requirements fromthe [18,8% [17,4% [16,9% 25,3%
order execution process
use of techniques and methods of quality improvement 38,7% [36,4% [37,2% #2,6%

Source: own elaboration.
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At the employee level, the pursuit of quality culture is manifested to a large extent through good
knowledge of duties, the ability to improve skills and full commitment to the performance of one's own
duties. In the case of managers, their dedication to the development of the quality culture manifests itself
in the focus on meeting customer expectations and supporting employees in fulfilling their duties, and
enabling their participation in training. In turn, leaders should pay more attention to encouraging their
employees to upgrade their qualifications, while increasing the strength of their real influence on
colleagues.

While referring to the level of building a quality culture in the organisation, the respondents most often
pointed to very good co-operation between employees, encouraging the emergence of voluntary co-
operative attitudes and civic behaviour, prioritisation of meeting the expectations of customers, and the
use of techniques and methods for improving quality.

Among the observed factors stimulating the emergence of a quality culture, the respondents
mentioned: great freedom of action, teamwork and communication efficiency. Again, they are most clearly
visible within service enterprises. Other elements catalysing the emergence of a culture of quality are less
evident — openness to changes and proactive attitudes. Therefore, these should be developed and efforts
should be focused on them (figure 3).

X
80,00% & S @ - 0
70,00% -~ @ R o) o e e ®
60,00% % Lo 2 X S 3 2
50,00% 3 Q2 o
40,00% ~ - o
30,00%
20,00%
10,00%
0,00% -
efficient preference .
freedom of . proactive
. teamwork | communicat | of openess ;
action . attitudes
ion to change
E manufacturing industry 48,20% 58,90% 48,90% 27,80% 29,60%
trade industry 51,30% 71,60% 50,90% 28,40% 30,80%
mixed 50,80% 72,30% 51,20% 27,90% 32,10%
service industry 53,20% 74,20% 59,30% 28,90% 33,30%

Figure 3. Factors stimulating the emergence of quality culture
Source: own elaboration.

According to the respondents, the tools most commonly used that stimulate the emergence of a
permanent state of organisational quality culture are, in turn: team work, fulfilment of obligations to
employees, raising awareness of the company's goals and clear principles of conduct, TQM, and
management acting as role models of openness and honesty among other behaviours.

Professionals are relatively rarely promoted and trained. Therefore, striving for excellence remains
more in the hands of the employees themselves; professionalism is not the focal point and perhaps that
is why the respondents emphasise that choosing the right staff is a rare phenomenon (figure 4).
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fullfilment of

teamwork

50,80% 60,80%

20% 63,50% 62,80% 50,60% 60,10%

ce industn 81,20% 71,200 67,70% 50,30% 64,40%

Figure 4. Tools stimulating the emergence of permanent quality culture
Source: own elaboration.

Finally, in the opinion of respondents, regardless of the business profile, external customers are more
satisfied with the surveyed organisation (average level of satisfaction indicated equal to 92.4%) than the
reviewed enterprises with customer relations (average level of satisfaction equal to 84.5% of responses).

To sum up, the surveyed enterprises operating in Poland are undergoing transformations in their
organisational cultures towards a quality culture, because the respondents, their employees, indicate in
the companies described the features of quality culture that determine their success (table 3). These are:
high standards of activity, the importance of people in achieving the organisation's success, and informal
pro-quality behavioural rules.

Nonetheless, none of the distinguished attributes exceed 50% of responses, which may suggest that
they are following the road to a permanent stage of quality affirmation in each of the mentioned
dimensions. Therefore, efforts should be taken to develop the following mechanisms: widely shared
philosophy of comprehensive quality management, popularization and consolidation of quality culture, as
well as distinguishing successful people and publicizing their awards in the field of quality.

Table 3. Characteristics of quality culture of enterprises operating in Poland

Industry (service, trade, mixed, manufacturing - P) S T M P

widely shared philosophy of comprehensive quality management 153% | 134% | 151% | 14,8%
importance of people in achieving success of the organisation 46,0% | 432% | 425% | 40,1%
celebrations marking events in the organisation's life 353% | 333% | 341% | 351%

awarding successful people and publicising their awards in the field | 29,4% | 28,4% | 27,6% | 27,4%
of quality

popularising and consolidating the quality culture 213% | 26,3% | 254% | 27,7%
informal rules of conduct 39,7% | 335% | 354% | 339%
strong values 37,3% | 36,6% | 364% | 369%
high standards of operation 473% | 46,4% | 459% | 46,8%
corporate character 31,0% | 286% | 254% | 22,6%

Source: own elaboration.
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The key thus lays in changing the way of thinking at the level of the employee, the superior and the
entire organization, namely shifting the focus to soft aspects of management and strong values constituting
their basis.

Conclusions. Organizational culture is a complex phenomenon — changing it takes time and effort,
especially from organizations’ leaders (Ingelsson et al., 2018: 1760). Managers must decide and be
convinced that a culture of quality is worth pursuing. In an environment where customers’ tolerance for
quality problems is declining, a workforce that embraces quality as a core value is a significant competitive
advantage (Srinivasan and Kurey, 2014: 65).

Achieving the level of permanent organizational quality culture is an evolving process. At the early
stage of quality management implementation, when a quality culture is not firmly established, it is
organisational culture that has a strong influence on employee behaviour. Thus, organisational culture, at
first, seems a more stable and appropriate predictor than quality culture (Tenji and Foley, 2019: 400).

From this line of reasoning, the following continuum emerges: TQM implementation — Organizational
culture — Quality culture — Organizational Quality Culture. However, we should note that the values
within the quality culture can be found in the second level of the organisational culture — espoused values
(Cronemyr et al., 2017: 500). They are associated with the following values: sociability, solidarity,
integration, differentiation, fragmentation, consensus, pervasiveness, psychological intensity, adaptability,
involvement, consistency, and mission (Tenji and Foley, 2019: 408).

In the evolution towards organisational quality culture, core-culture keeps the culture of the
organisation vibrant and resilient (Kaul, 2019: 120) and this core-culture should be quality culture.
Therefore, it's worth mentioning that community culture seems to be the strongest predictor of reliability,
assurance, responsiveness and empathy, while innovative culture was found to have the strongest
influence on the tangibles dimension (Karakasnaki et al., 2019). Also, the group culture and development
culture are the most supportive cultures forming both infrastructure and core quality practices. Thus,
managers need to be competent in managing teams, interpersonal relationships and look for innovation
and new resources. They should favour teamwork and help individuals improve their performance, expand
their competencies and get rewarded for their contribution to better quality (Patyal and Koilakuntla, 2019:
1419).

On their planned path towards organisational quality culture, managers should ask themselves specific
questions and find positive answers to them:

—  employees feel that they are individually and collectively responsible for quality,

—  therole of the specialised quality department is seen as facilitating quality improvement and not
being solely responsible for quality improvement,

—  the quality department is responsible for initiating, planning or implementing quality initiatives
within various departments and also facilitating or conducting quality enhancement efforts under the
leadership of top management,

—  the organisation has formal quality management practices in all functional areas,

—  the organisation acknowledges the importance of functional excellence but focuses on
performance achievement (Lobo et al., 2018: 1247).

To sum up, first of all, managers must have a deep internal conviction that affirmation of quality fosters
the success of the contemporary organization. This conviction should be expressed in their actions and
attitudes focused on both employees and customers. High quality of human capital management,
supported by focus on quality, must be reflected in a culture promoting knowledge, trust, learning, and
engagement — quality culture.

The analysed results should be treated only demonstratively, as they have clear restrictions due to the
size of the research sample and research method — self-designed questionnaire. The study should be
considered only as a pilot study, confirming the pursuit of transformation of organizational cultures of
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companies operating in Poland into quality culture. It can warrant further scientific exploration of the
tackled problems in a cross-section of various sectors and strive to create a comprehensive model of
building quality culture, taking account of the perspective of the employee, the superior, the organization,
the customer, and the whole sector embedded in the context of cultural diversity or the network society.
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BnnuB opraHisauiiiHoi KynbTypy Ha CTpaTerito iHHOBaLinHOro PO3BMTKY kOMNaHii

Y crarri BUHAYEHO, 1O OpraHizaLiina KyribTypa MAae Mpsmui BB Ha CTPATEr0 IHHOBALJIVIHOrO PO3BUTKY KOMAaHIi 1@ €
BU3HAYETTbHUM QDAKTODOM il KOHKYPEHTOCIDOMOXHOCTI. ABTOPOM HArOJIOLUEHO, YO Cy4YacHi KOMIIaHii MoBUHHI @opmyBaTH
ODraHi3ayiniHy KymbTypy [DYHTYIOYUCH HA HOBITHIX 3HAHHAX. 1oy LibOMY BHYTDILLHBO KOPAOPATHBHA KYTIbTYDa MI0OBUHHA CrpHUSTH
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3aITYHEHHIO TPALJIBHUKIB Y BUPOOHNYMA FDOLEC, OOMIH 3HAHHSIMY MK HUMY T8 QOPMYyBATH LOBIPY [0 KOMAAHI. BU3HAYEHO, 10
TOAGUYIHI BUGN OPIaHi3aLiiHOI KyTibTypu € KOHBEDIEHTHUMY |  B3AEMOLOMOBHIOOYMMU T4 MOXYTb OyTH MPEACTABIICH] fK:
Pecypco3bepiraya, CaMOHABYATIbHE, IH@OPMALIIHA T4 DO3BUTKY MOTEHLIany. [lpn LbOMy BHOKDEMIIEHO [OLATKOBMA THI
ODraHi3ayifiHoI KyTibTypu KOMIAHIT — SKICHWI. LaHmi Twi € OnTUMAsTbHWE 4715 QOYHKLIOHYBAHHS KOMITAHIT Y IHHOBALIIVIHIN EKOHOMIL.
ABTODOM HAIO/IOLIEHO, 1O 30CEPELNKEHHS HA SKOCTI HAPA3I € HEOOXIGHOK YMOBOK BUKNBAHHS Ta POIBUTKY CYYACHUX KOMITAHIN.
Merotw cTarti € omc KOMITOHGHTIB SIKICHOI OpIraHi3aLiiHoi KyribTypu MONbCoKUX  TAMPUEMCTB DI3HUX rasny3ed. ABTopom
CUCTEMATUI0BAHO MAXOQN [O BUSHAYEHHS CYTHOCTI SIKICHOI OpraHi3ayiiHoi KyrbTypy, i e/IeMEHTIB 14 JEeTepMIHaHT. [ns
JOCTI[KEHHST BUKODUCTAHO METOL TEOPETUYHO-eMITPUYHOI pabuHN Ta 34IWICHEHO B HACTYIHIV 10rYHiv nocrgosHocti: TQM
BrposanxerHs — OprawHi3ayiia Kynbtypa — AkicHa KynmbTypa — AkicHa oprawizayivia kysstypa. Merogosnoriio [aHoro
LOCTIKEHHS 3aCHOBAHO Ha COLIOMONTYHOMY OfUTYBAHHI DECITOHAEHTIB — TAMPHEMCTBA, SKI QOYHKYIOHYIOTb Y CRepi BUpOOHNYTBA,
HaL[aHHS] [I0CITYr Ta SMILIaHNX TGMPHEMCTB. AHKeTa MicTiia 20 muTaHs 3aKpuToro iy, OIbLUICTL 3 AKX MAE [EKITbKa BAPIAHTIB
BIAMOBIGL.  EMjpuyHi  pesynibTat [OCIIQKCHHS [amm MGcTasn 3000UTH BUCHOBOK fIDO TEHAEHUIT @ODMYBaHHS SKICHOI
ODraHi3ayiiHoI KysibTypu Ha mgrpmemcTBax [1o/bLyi. BUSHAYEHO, LYO POAHATIZ0BaHI MIAMPUEMCTBA PYXatOTbCA 40 Qpan CTBODEHHS
MIOCTIVIHOI" SIKICHOI OpraHi3aLiiHoi KyribTypu. Pe3yribTat JOCITIIKEHHS MaloTb NPaKTUIHE SHAYEHHS | MOXYTb OyTH BUKOPHCTAHI
MEHELKepaMm g Yac nobynosu eQEXTUBHOI SKICHOI OPraHi3aLliviHoI Ky ibTypH KOMIaHIi.

KntouoBi cnosa: emnipuyHe AOCHIMKEHHS, NigNpUEMCTBO, OpraHisaLliiHa KynbTypa, SKiCTb, KynbTypa IKOCTi, ypaBniHHS SKICTIO.
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