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OpraHu3aumMoHa K1Mma 1 KynTypa



Edgar Schein (1988)

1) Obpa3zal, npeTnocTaBkK, 2) Koje je
M3MUCAMNG, OTKPWUAA UKW Pa3BUAA
oapeheHa rpyna, 3) y TOKy npoueca
yyer-a KaKo Aa ce npesasunhy
npobaemmn ekcTepHe agantaunje u
MHTEpPHe nHTerpaumje, 4) a koju je
TECTMPAH Y NPAKCK TaKO Aa C EMOXKE
cMaTpaTn BaAMAHUM M cTora ce 5)
HOBM Y1aHOBW rpyne y4e OBUM
npeTnocTaBkama 6) Kao NCNPaBHOM
HaYMHY Nepuenumje, MULL/bEHA U
ocehatba.



[Toveumn

Katz & Kahn (1978). The social psychology of organizations.
Knnma Kao HajBarkHMja oannKa opraHm3aumje (bojaHosuh, 2009)
KAMMaA NN KYATypa’?

,Cultural island“

M3BOPU:
* couMjanHa NCUXonormja n YNUTHUYKA NCTPAXKNBAHbA
* eTHOrpadwmja
* K/IMHWUYKA NepcrneKkTnBa opraHn3aumMoHOr KOHCaANTUHIA



KyATypa v opraHm3aumMoHO yYere

,KY/NTypa je CBOJCTBO rpyne M Mmoxe ce NoCMaTPaTU Kao akKymy/iIMpaHo
yyere CTeYEeHO TOKOM rpynHe uctopuje. Oa gednHMLUMja Harnawasa
ACNEKT yyerba U YMHEeHULUY Aa ce KYATypa O4HOCKM CAaMO Ha OHO
aKYMYNNPAHO Y4Yer e Koje ce NpPpeHOCM HOBUM YaHOBMMa rpyne”

“overlearned”

“unlearning”



- WHAT IS ORGANIZATIONAL
CULTURE?

o il

ARTIFACTS

VALUES

UNDERLYING
ASSUMPTIONS

THE (R2veLry oR ORGANIZATIONAL CULVRE |

VISIBLE
ORGANIZATIONAL
STRUCTURES AND
PROCESSES
(HARDTO
DECIPHER)

STRATEGIES,
GOALS,
PHILOSOPHIES
(ESPOUSED
JUSTIFICATIONS)

UNCONSCIOUS,
TAKEN FOR
GRANTED BELIEFS,
HABITS OF
PERCEPTION,
THOUGHT AND
FEELING
(ULTIMATE SOURCE
OF VALUES AND
ACTION)

v

v
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HMUBO KOJM je TeLKO pasymMeTu
NOK HEe MMTamo , uHcajaepe”
LLITa 3@ HbUX TO 3HAYMU

KTMMA
HMBO KOjW Hajuyewhe
NOCEXKEMO YMUTHULMMA

HWBO NPETNOCTaBKM A0 Kojer
10/1a31MMO NOCMaTparbem
MUY PA3roBoOpy



OpraHu3auyoHa Kauma 1 kyatypa (Denison, 1996)

Pasnuke KYAITYPA KTMMA
Ennuctemonoruja KOHTEKCTYa/IM30BaHa, KOMNapaTMBHA,
namnorpadcka HOMOTETCKA
[lepcneKTmnBa emic etic
MeToponoruja KBaJIMTAaTUBHA KBAHTUTATUBHA
HnBo aHanmn3e | npeTnocTtaBke, BPeAgHOCTU U NOBPLUMHCKE
yBepera MaHudecTaumje
BpemeHcKa NCTOPUjCKa anCTOPMUjCKa
opujeHTauuja
Teopwujcka couujanHum JleBMHOBCKa Teopwmja
opujeHTaumja KOHCTPYKLUMUOHMN3aM




,Canprkaj”“ opraHmMsaLmMoHe KyaType

e HayyeHu ogrosop Ha oapeheHe 3agaTKe

Lk wnN

3AA0ALUUN EKCTEPHE AAANTALUMIE

MUCKja, PyHKUMje, NPUMapHU 3aaaum
OopraHmsaymje y ogHoOCy Ha cpeanHy
cneunPrUHmM OpraHmM3aLMoHn Ln/beBHU
HAuYMH OCTBapMBaHa LM/bEBA
Kputepujymm 3a npaheme pesynrata
cTpaTerunje y cayyajy HeocTBapusama
Ln/beBa

3A0AUN UHTEPHE UHTEIPALUIE

. 33je4HNYKMN je3UK N KOHLEeNTya/THU

OKBUP

. KpUTEPUjyMMN UHKNY3Uje
. KpuTepujymun goaesbmsarba mohu m

ayTopuTeTa

. KpUTEPUjYMU UHTUMHOCTU U

npujaTes/bCTBa

. KpUTEepujymu goaesbmnsBatba Harpaaa u

Ka3HU

. NaeonoWwKN KOHLUENTH




[1InMmeH3unje opraHn3aumnoHe KyaType

1. OAHOC NMPEMA OKPYXEHY
- JOMUHWHAHTHA, cybmuncmeHa, xapmoHusyjyha, y notpasu 3a ,,Huwom®...?

2. MPUPOAA JbYOCKE AKTUBHOCTWU

- WwTa je I/ICI'IBaBaH HaYMH NOHaLLakba: NPOAKTUBHU, XapMOHU3Yjyhn,
MacCUBHM...:

3. MPUPOJA BPEMEHA
- KakBa je ba3nyHa opujeHTaumja — NpoLaoCT, cagawHocT, byayhHocT?

- Koja BpcTa jeanHMUa BpeMeHa je HajpesieBaHTHMja 3a cnpoBohere
AHEBHMX aKTUBHOCTU?



[1InMmeH3unje opraHn3aumnoHe KyaType

4. NMPNPOAOA JbYACKE NPUPOAE

- Na nv cy /byamn 6a3mM4HO A06PU, HEYTPASIHU UK NOWN?
- la nu je sbyacka npmpoaa pUKCMpaHa Uau pa3BojHa’?

5. MPUPOOA JbYACKNX OAHOCA
- LLTa je ucnpaBaH HauynH mehy/byackux ogHoca, AucTpnbympara mohu?

- [1a nn ce npedepunpa KomneTuumja nam Koonepauunja? MHansuayaamnsam
NN KONIEKTUBU3AM?

- lWta je npedepupaHu cnctem ycnocTaB/bakba ayTopuTeTa? AyTOKPATCKN,
naTepHaINCTUYKK, KONEernjasHM, NapPTULMNATUBHU?



[1InMmeH3unje opraHn3aumnoHe KyaType

6. XOMOTEHOCT-ONBEP3UTET
- [1a nn ce npedepmpa XOMOreHO OKpYXKere UAN Pa3NNYUTOCTH?
- [1a "1 ce noagcTu4ye NHOBATUBHOCT UAN KOHPOPMU3aAM?



,Mepere” Kyntype

,Rana n3gBojumo AMMeH3mnje, Nako ce MoXe npepaHo aohu Ao anaTa
3a Mepere, ann NoTPebHOo je NoACeTUTU ce Aa KyATypa NOCToju Ha
PA3IMYNTUM HUBOUMQ, KOjU 3axTeBajy pasiMumnTe NpucTyne ,Mepetrby

(i



[Tpumepu TMNONOTNja OpPraHMU3aLMOHE
KYATYpE



Constructive

SATISFACTION NEEDg
“ CONSTRyc
12

Aggressive/
Defensive

Passive/
Defensive

\

/

SECURITY NEEDS

R.A. Cooke & J.C. Lafferty (1987). Organizational Culture Inventory®.
Copyright © 2011 by Human Synergistics International. All rights reserved.



1 2 Members are expected to gain

enjoyment from their work and

1 1 produce high-quality
Members are expected products/services

to set challenging but realistic goals RTINS 1 Members are expected to be
and solve problems effectively i ¥ supportive, constructive, and open to

CONST, : ; i i
= RUcr/ys sr, influence in dealing with others

1 0 Members are expected
to work long hours, keep “on top” of

everything, and never make a mistake

2 Members are expected to be friendly,

open, and sensitive to the satisfaction
of the work group

\

9 Members are expected

=
S uw
to operate in a “win-lose” [ E' 3 Members are expected
. w w»m
framgwork and work agamst g w to agree with, gain the approval of,
their peers to be noticed T“‘i ] and be liked by others

b= il
w
\Nouvmamo andoi\d/v

8 Members are expected

to take charge and “control” others,

43’ 4 Members are expected
and make decisions autocratically

to conform, follow the rules,
and make a good impression
7 Members are expected
to gain status and influence
by being critical and constantly
challenging one another

5 Members are expected

S to do what they are told and clear
all decisions with supervisors

\

6 Members are expected

to shift responsibilities to others
and avoid being blamed for problems

R.A. Cooke & J.C. Lafferty (1987). Organizational Culture Inventory®.
Copyright © 2011 by Human Synergistics International. All rights reserved.



Figure E.2 Form for Plotting the Management
Skills Profile, Cont'd.

Clan Adhocracy
Managing Flexibility Managing
Teams A Innovation
Managing
Interpersonal Managing
Relationships the Future
Managing the Managing
Development Continuous
of Others Improvement
= =
: :
- L
e i
5 0
Managing Managing
Coordination Competitiveness
Managing the Energizing
Contol System Employees
Managing 4 Managing
Acculturation Control Customer Service
Hierarchy Market



Figure E.1 Form for Plotting the Organizational
Culture Profile

The Clan Culture

A very friendly place to work where
people share a lot of themselves. It is

like an extended family. The leaders,

or head of the organization, are
considered to be mentors and, maybe
even, parent figures. The organization

is held together by loyalty or tradition.
Commitment is high. The organization
emphasizes the long-term benefit of
human resource development and
attaches great importance to cohesion
and morale. Success is defined in terms

of sensitivity to customers and concern for
people. The organization places a premium

on teamwork, participation, and consensus.

The Adhocracy Culture

A dynamic, entrepreneurial, and
creative place to work. People stick
their necks out and take risks. The
leaders are considered to be innovators
and risk takers. The glue that holds

the organization together is commitment
to experimentation and innovation.
The emphasis is on being on the leading
edge. The organization’s long-term
emphasis is on growth and acquiring
new resources. Success means gaining
unique and new products or services.
Being a product or service leader is
important. The organization encourages
individual initiative and freedom.

The Hierarchy Culture

A very formalized and structured place

to work. Procedures govern what people
do. The leaders pride themselves on
being good coordinators and organizers,
who are efficiency-minded. Maintaining
a smoothly running organization is most
critical. Formal rules and policies hold
the organization togeher. The long-term
concern is on stability and performance
with efficient, smooth operations. Success
is defined in terms of dependable delivery,
smooth scheduling, and low cost. The
management of employees is concerned

with secure employment and predictability.

The Market Culture

A results-oriented organization. The major
concen is getting the job done. People are
competitive and goal oriented. The leaders
are hard drivers, producers, and competitors.
They are tough and demanding. The glue
that holds the organization together is an
emphasis on winning. Reputation and
success are common concerns. The long-
term focus is on comptitive actions and
achievement of measurable goals and
targets. Success is defined in terms of market
share and penetration. Competitive pricing
and market leadership are important. The
organizational style is hard-driving
competitiveness.




Hofstede

e lnctaHua mohu (mepa HejeaHAKOCTM Y APYLUTBY)
e Konektmsmsam — MHAMBUAYaNN3aM

e PeMMHUHOCT — MAaCKY/JIMHOCT (KBa/IUTET }KNUBOTA —
KOMMNETUTUBHOCT)

* I36eraBarbe HeEM3BECHOCTU (0gHOC NPemMma HOBUM U
HEeNO3HAaTUM CUTYyaLMjama)

* lyropo4yHa — KpaTKOPOYHA OpUnjeHTaLmja
* [lonyCT/bUBOCT - KOHTPONA



Hofstede HOME WHAT WE DO INSIGHTS OUR MODELS

Insights

92
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Power Individualism Masculinity Uncertainty Long Term Indulgence
Distance Avoidance Orientation

Serbia

WHAT ABOUT SERBIA?

If we explore the Serbian culture through the lens of the 6-D Model(©), we can get a good

overview of the deep drivers of the Serbian culture relative to other world cultures.
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Power Individualism Masculinity Uncertainty Long Term Indulgence
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Tunonoruja knnume (bojaHosuh, 1998)

* ayTopuUTapHa bes3 penpecuje
* ayTOPUTApPHa Ca penpecujom
* NPOTEKTUBHA

* Ne3snHTerpucaHa

* UMMNEepPCOHaNHa

* KBa3NAEeMOKpPaTCKa

e NeMOKpaTCKa
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TUM A: HeyjeagHauYeH OAHOC Npema pPas/IMYUTUM acneKTUMa Kamme
1. ,JyrochoBeHcKn moaen”

HEe3a40B0/bCTBO HAYMHOM OA/1ly4MBatba U pyKoBohera

2. KInMa He3aa0Bo/bCTBa mehy/byaACcKMM 0AHOCMMA

(peTka 70-80ux y Cpbujn)

3. HE3340B0O/LCTBO MATEPUJASTHUM NONOXKAJEM

4. pa3jeAnHEHOCT

5. ayTopuUTapHa

TUN b: yjegHauyeH oaHOC 3aN0C/IEHUX NPeMa acnekTuma Kamme

* [lpouec reHepanmsayuje



|_t .Q Blog | SignIn
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models you can use to understand the specific nature of yours. At CulturelQ, we provide a strategic

culture assessment that looks at where your culture falls along several spectrums (below).

Strategic Culture Framework

Structured Lo L 3 - Flexible
Hierarchical - < - Delegating
Cautious - G < Risk-Permitting
Doing . & <& . Thinking
Direct - < L 2 . Diplomatic
Professional . le 2 . Social
Individual - o R 3 . Team-Focused
Internal ® O . External

. Currers: State ’ Target Siate



cTparkmBarba UM akUMja?

»YKONNKO je uu/b Aa ce NMoMOrHe rpynu aa pasyme acnekte KynType Koju
ONaKLUaBajy UaW OTexaBajy A0oCTU3are ogpeheHux un/sesa, oHAA NOCTOjU
OpXKM HauMH da ce pa3yme KynTypa. JeaaH o4 HayMHaA jecTe Aa Ce Ha
MHTEPCEKTOPCKOM CaCTaHKy Ca npunagHuuMma opraHusauuje 3arnoyHe ca
npenaBakbeM Ha TemMy KyAType W HuBOaA Kyntype. HakoH Tora, obuyHo
3aMoYyHe OTBOpeHa T[rPynHa AUCKYCUja KaKo Ou ce wunaeHTUuPmuKoBanu
aptedpaktm, a 6K ce NOTOM Npewsno Ha AUCKYCUjy O BPeAHOCTMMA, a Ha
Kpajy n o npetnoctaBkama. OBaj npouec moryhe je 3aBpWKUTU 33 CamMO TpuU
NN 4YeTUpPU caTa jep Y1aHOBU rpyrne Mory ga pPasoTKPUjy CBOjJY KyNTypy
MHOro ©Oprke Hero aytcajaep. Aytcajoep je noTtpebaH pa o06e3beau
pepepeHTHN OKBWUP, MOCTaBM MNpaBa NUTaka U AoBeae rpyny A0 HUBOA
NpPeTnocTaBKn.”



The Action Co. “Paradigm”

Indiv. is Source | Truth is Discovered
of Good Ideas Through Debate
& Testing (Buy-In)

]

Every Person Must We are One Family

Thinkfor Himselt | \wi 0 will Take Care

or Herself and
“Do the Right Thing’ of Each Other

FIG.- 2 THR AT7oN Co. FARADICH




The Multi Co. “Paradigm”

Scientific Research

is Source of Truth |-

and Good Ideas

|

The Mission is to

Make a Better World
Through Science and
“Important” Products

Truth and Wisdom
Reside in Those Who
Have More Education
& Experience

The Strength of the Org.
is in the Expertness

of Each Role Occupant.
A Job is One's Personal
"Turf”

/

We are One Family and Take Care of
Each Other, but a Family is a Hierarchy
and Children Have to Obey

ol

N

There is Enough Time;
Quality, Accuracy, and
Truth Are More Impt.
Than Speed

Indiv. and Org. Autonomy
are the Key to Success

so Long as They Stay
Closely Linked to “Parents”




Morke 11 KynTypa a byae MHOBATMBHA?

e Bexkba

* Ha Kojum npeTnocTtaBkama 6u Tpebano Aa no4YmBa OPraHM3aLMOHA
KynTypa aa 6u buna nHoBaTtuBHa?



Cnajatba M akBU3NLM]e

* PaanoHuue 3a ennumnTMpatbe 6asnyHMX NPETNOCTaBKM 0be KynType.

* lnaepu ABe Kyntype 3aTUmM pa3maTpajy npeJHOCTU U HeJocTaTKe oba
CKyna NpeTnocTaBKU Y KOHTEKCTY CTpaTeruje.

* JepaH o ncxoda — 3aApXaTy obe KyaType Tako Ja He YyTUYY jeaHa Ha
Apyry.



RyATypa MHOBaUuKje

* YcmepeHa Ha KOPUCHUYKO UCKYCTBO

e Cnywajy ce Teme Koje cy n3sop npobnema

* BpeagHyje pasnnunTte ysuae u naeje

* [lojeaHOCTaB/bYJY Ce ugeje A0 HNXoBe Cp¥KHe BpeaHOCTH
* TeXkn ce HAaTNPOCEYHUM Pe3yITaTUMA

* lena, He peyun!

e Xpabpo ce nsnasun u3 3oHe komdopa

* ArMNIHA, eKCnepmMmeHTaIHa U yNopHa

* [lparmatnyHe, npodpmnTabmnHe nHoBauuje



TABLE 3
CULTURAL DIMENSIONS THAT INFLUENCE INNOVATIVENESS*

1. ORGANIZATION-ENVIRONMENT RELATIONSHIP

Environment Dominant Symbiotic Org. Dominant
X

2. NATURE OF HUMAN ACTIVITY

Reactive, fatalistic Harmonizing Pro-active
X

3. NATURE OF REALITY AND TRUTH

Moralistic Authority Pragmatism
X

4. NATURE OF TIME

Past Oriented Present Oriented Near Future Oriented
X
Short Time Units Medium Time Units Long Time Units
X

5. NATURE OF HUMAN NATURE

Humans are basically evil Humans are basically good
X

Human nature is fixed Human nature is mutable
X

6. NATURE OF HUMAN RELATIONSHIPS

Groupisms Individualism
X

Authoritarian/paternalistic Collegial/Participative
X

7. SUB-CULTURE DIVERSITY/CONNECTEDNESS

Low High

x——
* The X on each dimension indicates the ideal condition for high
innovativeness.




Ynora npodecroHanaLa y JoyACKMM PeCcypPCcrmMa

-

ar p  Marina Kreculj Pesic . 1st Dragana Mitri¢ - Acimovic, Ph.D. . st
People and Culture manager at ManpowerGrou Culture Manager at Sixsentix & QACube
Serbia O Serbia

[ 50N -
(ﬂ@ 2,276 shared connections ﬂﬁ&g 939 shared connections

Mirela Spagovic . 1st

¢ Zorana Vranes . 1st Director People & Culture Eastern Europe at Philip Morris International
. Culture Enabler at 3AP AG - As Agile As Possible O Serbia
Serbia Past: Manager Commercial Organization Development & Deployment at Philip Morris International
(&6 1,578 shared connections «4{ 106 shared connections
A 2 Dragoslav Todic .
-~ Filip Tomasevic . 1st , a9 Ist
v , . , \Y Director of Sector for corporate culture at NIS Gazprom Neft
s Culture Officer at 3AP AG - As Agile As Possible Serbia
- ©Q Serbia

Current: Acting Director of Sector for corporate culture at NIS Gazprom Neft

/ . .
(‘ﬁ 529 shared connections &(' 403 shared connections



Ynora npodecnoHanaua y /byACKMm
DECYPCHMA

,KYy/ITYypa He 3axTeBa HOBEe TEXHO/IOTnje mepera UAn HoBe aKUUOHE
BewTUHe. AKO HaM je KyNTypa jaCHa Ha KOHUEeNnTya/IHOM HUBOY U
CMNTEMHU CMO A3 KOPUCTUMO UHTEPBjYE N NOCMaTpare, oTKpnhemo
Hajsehun neo oHora WTo je noTpebHO Aa 3HaMO. JeaAnHa ONACHOCT KOjy
BUOAMM Yy 0BOj 061aCTU NeXM Yy NPETNnOCTaBLUM Aa Ce KYATypa MOXKe
MEPUTUN N KBAaHTUPMKOBATK, WITO he HAc AoBecTn A0 npeyparbeHor
An3ajHUpParba ANJarHOCTUYKUX MHCTPYMEHATa Yy CMTyauMjama Kaaa OHM
yoriwTe HMUCy npumepeHn. Mopamo ga yBa*KMMO KyATypy. A TO 3HaUU
A3 OpraHnU3auMoHMN NCUXOA0r Mopa A3 PYHKLUMOHULLE Kao KAMHUYAP,
eTHorpad 1 UCTOPMYap KOjU NOMAXKe OpraHM3aLUnjn Aa Pa3oTKpuUje

KynTypy”



[lpymep 3a aHann3y

e OpraHun3saumnoHa kyntypa y Netflix-u



[TpojeKTn: opraHM3aLuMoHa KyATypa U KJIMMa

* Pa3Boj UHCTPYMEHTA — YNUTHUK

* Pa3Boj UHCTpYymeHTa — Boaund 3a PIr
* AHanu3a cTyguje cayyaja

* AHanun3a nnTtepartype

20% oueHe
50% vcnut

30% peluaBatbe NPaKTUYHMX Npobaema Ha npeaaBakbMMa/ M3 NPUPYYHUKA

nocnenmka npegasatba 3a Nnpe3eHTosakbe PagoBa



