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The Theory Behind the Company Culture Indicator

Defining the Company Culture. We believe that any company’s culture
includes 10 vital areas of its everyday activities:

* managing the environment,

* managing the market,

* managing the input into output,

* managing the money,

*  managing the goals,

* managing the tasks,

* managing the employees,

*  managing the managers,

* managing the rewards, and

* managing the information.

Changing the Culture Capturing the Indicators of Corporate Culture. Each of the ten areas is de-
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All 20 indicators combined together give a statistical measure called
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How it Works

Data Collection. The Corporate Culture Indicator is posted online and the
access is provided by the client company. The survey takes approximately

60 minutes to complete.

Preparing Individual Reports. After collecting data, the our backoffice pre-
pares the Individual Reports. The price per single license is $[xxx]. Bulk

discounts are available upon request.

Presenting Findings. During a 6-hour workshop, our representative pres-
ents the individual and aggregated group results in front of the client’s
representatives (Top Management, HR Specialists, and Department
Heads).

After presenting and discussing the findings, our representative pres-
ents the recommendations for change aimed to improve the company’s
culture. The responsibility for implementation is entirely on the client

although we may be involved if the client requests that.

Continuous Improvement. Changing the company’s culture takes time
and efforts. Thus, we recommend to repeat the process, preferably with
the same participants, every 9-12 months. By closely monitoring the
increase of the company’s overall health, we will be able to prescribe the
right changes at the right moment. The monitoring and adjustments are

solely based on the Indexes.

Who Should Use It. The Corporate Culture Indicator is appropriate for
any type and size of companies. The more managers and employees par-

ticipate, the better results will be accomplished.

Who Has Taken It. The Company Culture Indicator (or, its variations)
have been used by:

a. Companies, such as ABB (Switzerland), Phillips (The Netherlands),
Oracle (USA), Cisco (USA) , ING Bank (The Netherlands), Dell (USA),
Shell (The Netherlands) and APG Asset Management (The Netherlands)

b. Universities, such as Harvard (USA), IESE Barcelona (Spain), Erasmus
University (The Netherlands).
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