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Chapter One: Main Factors of Culturel

1.1 What Is Culture?

Culture is a complex matter, including knowledge, be-
lief, art, morals, custom, and other capabilities acquired by
people as a member of society. People learn culture in the
course of everyday living by communication with those
around them. Culture learning starts at an early age and
generally stays with people for the whole of their lives. In
turn, people transmit culture to others, especially to their
offspring, through direct instruction and the behaviors they
consciously and unconscicusly encourage and discourage.

The foundation of a culture is its values and norms.
Values shape idea about what society believes to be good
and right; values also establish the culture bedrock of a so-
ciety. They provide the context within which a society’ s
norms are formed and justified. They include a society s at-
titude toward such concepts as norms of a society; it is al-
so true that the social structure and religion can be influ-
enced by values and norms of a society.
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1.2  Culture, Values and Norms

1.2.1 Values

As business becomes increasingly global, culture un-
derstanding becomes the basis of success or failure in any
business. Most culture understanding focuses on the con-
cept of different in values between cultures, much of this
regarding to intuitive expectation of relationships between
values and other variables.

Researchers from various disciplines have provided
facts on the nature and function of values, one of the ear-
liest classification schemes to describe human values as
theoretical, economic, aesthetic, social, political, and reli-
gious categories. Rokeach (7979) added precision to the
description of values, defining them as global belief that
guides actions and judgments across a variety of situation.
Rokeach viewed values as the learned mental programming
that results from living within and experiencing a culture
setting.

Values seem to be the tenets of a society s culture
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(Kluckhohn & Strodtback defined it} as that which is explic-
itly or implicitly desirable to an individua! or group, and
which influence the one” s behavior which can be seen of
one’s career in such behavior as working hard and seeking
opportunities to develop new skills. Concern for others re-
flects caring, and compassionate behaviors such as encour-
aging other employees or helping others work on different
tasks. These behaviors constitute organizational citizenship.
Honest is accurately providing information and refusing to
mislead others for personal gain. Fairness focuses impartial-
ity and recognizes different points of view. Individuals usu-
ally get these values in terms of their importance in their
work lives.

tndividuals have different values systems, which mean
they vary their value systems, when they share similar val-
ues at work, the results are positive. Employees who share
their supervisor's values are more satisfied with their jobs
and more committed to the organization. Values also domi-
nate one’s view of choices of jobs. In some ways, tradi-
tionally, pay and advancement potential have been the
strongest influences on job choice decisions. However, a
recent study provided that three other work values —
achievement, concern for others, and fairness — exerted
more influence on job choices decisions than did pay and
promotion opportunities.

- Companies rectuiting job applicators should care individ-
ual” s values and to the messages that organizations send
about company values. Our attitudes and values help us to
determine what we think is right or appropriate; what is im-
portant, ‘and what is desirable, as these are the one’ s we
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will look at. We must consider attitudes and values be-
cause, as someone said “people act on them”.
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1.2.2 Norms

Norms are social rule and guidelines that prescribe and
rule appropriate behavior in particular situations. Norms
shape the actions of people toward one another. Norms
guide the relationship of people. We can also categorize
norms as folkway or mores. Folkways are the routine con-
ventions of everyday life. Generally, folkways are actions of
little moral significance. Rather, they are social conventions
for such things as appropriate dress, social etiquette, “table
manners “neighborly behavior, and the like. Folkways define
the way people are expecting to behave, but violations of
them are not normally a serious matter. If people violate
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