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Learn how 
leaders create 

and shape 
culture.

CULTURE 
LEADERS

Understand 
how culture 

impacts 
performance.

KNOW 
CULTURE

Get tips for 
reinforcing a 

positive 
company culture.

CULTURE 
IMPACT

Learn the five 
types of 
company 
culture.

CULTURE 
TYPES

Assess the 
culture of our 
company or 

group.

YOUR 
CULTURE

Learning Objectives



CULTURE DEFINED



End

What does the word 

“Culture” mean to 

you?



Culture Defined

“Culture is the shared 

value system of people 

as manifest in 

their behavior.”

Dr. Stephen Covey, Management Guru



Culture Model

• Unspoken Beliefs
• Underlying Philosophies

TACIT ASSUMPTIONS

Culture is the Great Unseen!

SEEN
UNSEEN

Edward Schein

• Goals
• Strategies

ESPOUSED VALUES

• Products
• Behaviors

ARTIFACTS



Culture Defined

Creates sense of identity

Predicts actions of others

Defines values, beliefs, and norms

Guides behavior/decision-making



CULTURE ELEMENTS



Attributes of Culture

Behavioral Regularity & 
Social Control

Common Habits of Thinking, 
Doing, and Speaking

Transmitted by Stories, 
Rituals, and Symbols

Group Norms & Unwritten 
Code of Conduct

Designed for 
Protection & Stability

Valued Skills & 
Knowledge



The DON’TS of Culture

DON’T THINK OF CULTURE AS “TOUCHY-FEELY”

DON’T ASSUME THAT YOU CAN CONTROL THE CULTURE AS 

YOU CAN CONTROL MANY OTHER ASPECTS OF THE COMPANY

DON’T ASSUME THAT ALL THE ASPECTS OF AN 

ORGANIZATION’S CULTURE ARE IMPORTANT

DON’T OVERSIMPLIFY CULTURE



“Culture eats strategy 

for breakfast." 

Peter Drucker - Management Guru, Educator, & Author





What markets will you go after and how?

What risks would you take that your company isn’t?

What vulnerabilities will you exploit?

What strengths would you seek to minimize?

Where would you invest $100 million if you had it?



What would YOUR 

clients lose if you 

went out of business 

tomorrow?
End



MISSION   VISION   VALUES



Mission Statement: 

"We have absolute clarity about what we do ‘WE SELL HIGH QUALITY 
FOOD AND BEVERAGE PRODUCTS.’ Our success will ensure: 
customers will build their business, employees build their futures, 
and shareholders build their wealth."

A B C



Mission Statement:  

"Bringing the best to everyone we touch". By "The best", we mean the 
best products, the best people and the best ideas. These three pillars 
have been the hallmarks of our Company since it was founded by <<>> 
in 1946. They remain the foundation upon which we continue to build 
our success today."

A B C



Mission Statement:  

"To produce high-quality, low cost, easy to use products that incorporate 
high technology for the individual. We are proving that high technology 
does not have to be intimidating for non-computer experts."

A B C



Mission Statement:  

“<<>>’s mission is to help people save money so they can live better."

A

B

C



Mission Statement:  

"We are a global family with a proud heritage passionately committed to providing 
personal mobility for people around the world."

A B C



Mission Statement:  

“<<>>'s mission is to organize the world's information and make it 
universally accessible and useful."

A

B

C



Mission Statement:  

“At <<>>, we work to help people and businesses throughout the world 
realize their full potential. This is our mission.” 

A

B

C



Mission Statement:  

"To refresh the world in body, mind and spirit.

To inspire moments of optimism through our brands and our actions.

To create value and make a difference everywhere we engage."

A B C



Mission Statement:  

“To unlock the potential of nature to improve the quality of life.”

A B C



Mission Statement:  

Respect, Integrity, Communication and Excellence.

Who is this?



Meaningless words unless you really live them.

Mission Statement:  

Respect, Integrity, Communication and Excellence.





Ikigai (生き甲斐) 

What you 
truly love.

What you can 
be paid for.

What the 
world needs.

What you 
are good at.

COMPETENCE PASSION

PROFIT CUSTOMERS

Profession Mission

Vo
ca

tio
n

Fo
cu

s



Ikigai (生き甲斐) 

Your reason for being.
COMPETENCE PASSION

PROFIT CUSTOMERS



Patagonia Company



Describe a recent 

episode or client 

situation where our 

best values were on 

display.
End





Culture Components

StoriesSymbols RitualsLanguage



Symbols



"It's just like our 

women, who 

didn't know they 

could fly to the 

top, but they did." 



Language



Other Examples of Language







Stories









Rituals



Photos by Jim Indelicarto, Zachary Photographic



Activity

A key company 
story

A symbol that 
exemplifies your 

company

A traditional 
company ritual

A unique phrase or 
acronym that’s 
specific to your 

company

Describe the company’s culture by 
selecting:



CULTURE EXPRESSION



COMPETITIVE INNOVATIVE SERVICE

PRIVATEBUREAUCRATIC

Culture Expressions



• What does this kind of culture most 
value?

• What kind of person succeeds in this 
culture?

• What do you know about this 
company based on 
symbols/language/stories/rituals?

• Which culture “expression” is it?

Culture Expressions



1 2 3 4

5 6 7 8



9 10 11 12

13 14 15 16



What percentage of your company’s culture is 
expressed by…

Culture Expressions

% %

%%%



What is one unique 

aspect of your 

company’s culture that 

differentiates you from 

your competitors?
End



Louis V. Gerstner, former CEO IBM

“The thing I have 

learned at IBM is that 

culture is everything.”



CULTURE & LEADERS



How do you think an 

organization’s leaders 

impact culture?

End



Edgar Schein, Former Professor MIT Sloan School of Management

“The only thing of real 

importance that leaders 

do is to create and 

manage culture.”



1 2

34

Culture perpetuates 
values

Change invalidates 
values

Leaders determine 
values

Leaders adjust 
culture

Leaders and Culture



Leaders and Culture

Recruit employees who possess and accept the values

Promote and reward people who exemplify the values 

Replace employees who don’t support the values

PEOPLE

Use slogans and images to symbolize values 

Use multi-level communication to ingrain the values

Assign  “culture champions” to promote the values

MESSAGE

Develop a set of values with total commitment at the top

Set up systems and processes that support the values

Use a management style consistent with the values 

SYSTEMS









Activity



Drive alignment 
with core values

Can become 
“mental prisons”

Perform well during 
stable times

Provide structure 
and safety

Tend to struggle 
with agility

Resist change that 
upsets norms

Strong Cultures



On a scale of 1 to 10, how strong is your company’s 
culture?

Less More

1 2 3 4 5 6 7 8 9 10

Strong Cultures



GROUPTHINK



Groupthink occurs when 

concurrence-seeking becomes 

so dominant in a cohesive 

group that it tends to override 

realistic appraisal of the 

situation and viable alternative 

courses of action.

Groupthink Defined



Symptoms of Groupthink



Dynamics of Groupthink

Decisions filtered 
through existing policy

Little attention paid to 
better alternatives

Defensive avoidance 
drives “pseudo calm”

Information search is 
limited & biased

Group members supply 
rationalizations 

Group willfully ignorant 
about threats



Effects of Groupthink

Weak Understanding 
of Objectives 

Poor Examination of 
Alternatives 

Failure to Craft 
Contingency Plans

Incomplete 
Information Search 

Selective Bias in 
Interpreting Info 

Failure to Consider 
Real Risks 







VALUES-BASED CULTURES



Creating a Values-Based Culture

Clarify performance expectations

Define values in behavioral terms 

Hold leaders and staff accountable 



Clarify Performance Expectations - Performance Values Matrix

HIGH 
PERFORMANCE

LOW
VALUES

HIGH 
PERFORMANCE

HIGH
VALUES

LOW 
PERFORMANCE

LOW
VALUES

LOW 
PERFORMANCE

HIGH
VALUES

VALUES

PE
RF

O
RM

A
N

C
E

VALUES

PE
RF

O
RM

A
N

C
E



“Before you are a leader, 

success is all about growing 

yourself. When you become a 

leader, success is all about 

growing others.” 

Jack Welch – Former CEO of GE



Define Values in Behavioral Terms 

Test the measures with key players

Brainstorm potential behaviors

Define 3 measures per behavior

Reduce to 3-5 behaviors per value

Monitor performance & adjust



MEASURE 2

MEASURE 3

MEASURE 1

MEASURE 3

MEASURE 2

MEASURE 1

MEASURE 3

MEASURE 2

MEASURE 1

BEHAVIOR 3

VALUE

BEHAVIOR 1

BEHAVIOR 2

Values-Based Behavioral Map 



Hold Leaders and Staff Accountable 

Consequence management

Proactive observation
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