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Abstract. The problem of personnel management of a multinational company, where the personnel represents a specific
national culture, but for the efficient performance of the organization, must fully accept its organizational culture, is
relevant for business now. This is what provokes a conflict between the values of the personnel’s national culture, which
are always shared by the carriers of this culture and the expected personnel’s behavior, which is a manifestation of the
organizational culture. The purpose of the study is to conduct an analysis of the values of the personnel’s organizational and
national culture in a Chinese multinational organization (School of Economics and Management of Neijiang Pedagogical
University) based on a value approach to determine a possible conflict between the national and organizational culture of
the personnel in this organization and to develop practical recommendations for eliminating this conflict to increase the
personnel effectiveness in a multinational organization in the context of Chinese culture. The scientific methods that were
used are methodological approaches developed by M. Rokeach, S. Schwartz and G. Hofstede for the study of personnel’s
organizational and national culture in an organization based on the value approach. The main results of the analysis
of the personnel’s organizational and national culture in this Chinese multinational organization indicate a significant
influence of the personnel’s Chinese national culture (for the personnel being the carrier of this culture) on the personnel’s
organizational culture in this organization and the presence of a conflict between the personnel’s organizational and
national culture. The practical significance of the obtained results is that the proposed recommendations for adjusting
the structure of personnel’s values will allow the management of the company to eliminate the conflict between the
personnel’s national and organizational culture and increase the efficiency of this personnel
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¢ INTRODUCTION
In the context of the increasing impact of globalization on
business development in all countries of the world, research

advantage in a multinational organization is the condition
that the national culture of the personnel in the organiza-

and analysis of culture at the national and organizational
level in multinational organizations is a pressing problem,
which is addressed by both scientists and researchers in the
field of cross-cultural management. Thus, according to the
approach of G. Hofstede [1] to defining levels of culture, the
basis of the dominance of national culture are the values
shared by the carriers of this national culture, and the orga-
nizational culture of the organization, which is fixed in the
behavior of the personnel and is manifested through rituals,
heroes and symbols inherent in this organization. In this
respect, an important aspect of obtaining a competitive

tion does not conflict with the organizational culture of
the organization, but is accepted by its personnel [2]. Since
national culture is a stable set of values, beliefs, norms,
traditions, stereotypes, behaviors, customs and attitudes,
which is characteristic only of the carriers of this national
culture and is the basis of their national identity [2]. That is
why national cultures are compared at the level of values,
and organizational cultures can be explored by compar-
ing patterns of behavior of staff and analyzing the level of
symbols, heroes and rituals. The organizational culture is
a management tool and can be accepted by the carriers of
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different national cultures (being common to them), and
the national culture should be accepted as a fact for each
organizational culture [1].

Organizational culture is a tool for managing per-
sonnel by maximizing the alignment of the values inherent
in the organizational culture with the values of the mul-
tinational team (their national culture), which is the ba-
sis and carrier of this organizational culture. E. Schein [3]
notes that the technology of effective management of the
organizational culture is based on defining the sets of opti-
mal combinations of elements of the organizational culture
in the organization, and the main task of personnel man-
agement is to adapt the organizational culture to the per-
sonnel of a particular multinational organization [2]. Thus,
the national culture of the personnel in an organization op-
erating in this country is influenced by a significant number
of factors (religious, economic, political, historical, social,
climatic etc.) and establishes requirements for the activi-
ties of this organization, determines the style and model of
personnel management [1].

Thus, since it is the values, attitudes and behaviors
that form value schemes [4] of an individual or a particular
culture [5] in order to “perceive, think, reason, act, react and
interact” [6], it is therefore proposed to use a value-based
approach to study and analyze the culture (national and
organizational culture) of the personnel in a multinational
organization. Thus, in order to study culture on the basis of
a value approach, it is necessary to determine the structure
of the system of values that are the core of each culture [7].
The purpose of this study is to analyze the values of the
organizational and national culture of the personnel in a
Chinese multinational organization, namely School of Eco-
nomics and Management of Neijiang Pedagogical University,
based on the methodological approaches of M. Rokeach,
S. Schwartz and G. Hofstede.

In his work, M. Rokeach [4] identified two key defi-
nitions: values and value orientations. Values as a type of
belief determine the basic principles of an individual’s life.
Since values play a key role in the system of individual be-
liefs, because they determine the behavior, lifestyle, aspi-
rations and desires of the carrier of these values. And value
orientations are “abstract (positive or negative) ideas not
related to a particular object or situation, which express
human beliefs about the type of behavior and the dominant
goal” [4]. S. Schwartz, by the term “values” means “goals
that are desirable and go beyond specific situations, and
differ from each other in importance and are also guiding
principles in human lives” [8]. Scholars [9-11] highlight the
following main characteristics of values within the frame-
work of the modern concept of values:

1. Values are beliefs (thoughts) inextricably linked to af-
fects. When values are activated, they are filled with feelings.

2. Values are personally desirable goals and behaviors
(motivation to act) that contribute to the achievement of
these goals.

3. Values are not limited to certain actions and situations,
they are beyond their scope, that is, they are transcendent.
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This feature distinguishes values from norms and attitudes
that usually belong to specific actions, objects or situations.
4. Values act as models or criteria that determine the
choice or assessment of actions, deeds, people and circum-
stances. A person decides what is good or bad, justified or
illegal, what should be done and what should be avoided,
on the basis of possible consequences for their dominant
values. But the impact of values on everyday decisions is
rarely conscious. Values become conscious when the actions
or judgments that an individual considers have contradictory
consequences for the different values he or she cherishes.

5. Values are sorted successively by significance. An or-
dered set of values forms the structure of values that char-
acterize each person as an individual. Different cultures are
also characterized by different value structures. The existence
of such hierarchy among values also distinguishes them
from norms and attitudes.

6. The relative importance of a multitude of values
determines actions. Any attitude or behavior usually has
consequences for more than one value. The trade-off be-
tween relevant competing values determines relationships
and behaviors [12]. Values influence actions when they are
appropriate in the context (hence can be activated) and im-
portant to the actor. Value orientations, as a form of man-
ifestation of the values of an individual, are elements of
the internal (dispositional) structure, formed and recorded
in the process of socialization and social adaptation of the
individual by adopting (or not adopting) specific values
in line with the main life goals and specific ways of their
implementation [13]. Scholars [10; 14; 15] note that value
priorities are influenced by the position of the individual in
the social structure and the experience thus obtained (educa-
tion, age, gender, occupation, etc.). Furthermore, each person
has a unique experience (traumas, relationship with parents,
immigration, etc.) that also influences value priorities [11].

Consequently, a comparison of the value priorities
of groups and individuals can reveal the impact of the main
social changes (changes in economic and political condi-
tions) and a particular experience (emigration, disease) to
which social subgroups are exposed. The peculiarity of this
study is the identification of a possible conflict between the
national and organizational culture of the personnel of a
multinational organization and the development of prac-
tical recommendations for eliminating this conflict to in-
crease the effectiveness of the personnel of a multinational
organization in this country (national culture).

e MATERIALS AND METHODS

The main directions of research of values in cross-cultural
management are carried out at two levels (Fig. 1): 1) only at
the level of the individual (individual differences). In this case,
the unit of analysis is the individual. For each individual, val-
ues are the guiding principles of life and the main motivational
goals [4; 9]; 2) only at the level of culture (differences in so-
cial culture). When analyzing values only at the level of social
culture (differences in social norms, customs and traditions
of social groups), social groups become units of analysis [7].
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Contemporary value research in cross-
cultural management

&

at the level of the individual
(individual differences)

research based on M. Rokeach’s
approach

research based on G. Hofstede’s
approach

v

research based on S. Schwartz’s
approach

—_—

at the level of culture
(differences in social culture)

research based on M. Rokeach's
approach

research based on S. Schwartz’s
approach

Figure 1. Directions of research of values in cross-cultural management

Source: systematized on the basis of [1; 7; 16]

M. Rokeach’s approach allows to explore values
both at the level of an individual and at the level of social
culture. In his approach, M. Rokeach identifies two types
of values [4]:

1) terminal values are “the belief that certain ultimate
goals of individual existence deserve to be pursued from a
personal and societal point of view”. It is this type of values
that determines the main goals of an individual’s life, has a
long-term perspective and is achieved through instrumen-
tal values. Terminal values are the result of socialization
(formation up to the age of 14-16 years), so they hardly
change in adulthood.

2) instrumental values are “the belief that a certain way
of acting is better in any situations from a personal and

social point of view”. As they are determined at each specific
stage of the individual’s understanding of a life situation,
their change occurs every time when the individual feels
the inconsistency of these values.

It is the belonging to culture (national, organiza-
tional) that determines, according to M. Rokeach [4], the
hierarchical structure of values both terminal (manifes-
tation of national culture) and instrumental (manifesta-
tion of organizational culture). Based on the results of the
ranking of values (terminal and instrumental), hierarchical
structures of these values are obtained for a specific social
group (or individual). An in-depth analysis of the structure
of each group of values is carried out on the basis of the
following classification presented in Figure 2.
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Figure 2. Classification of values

Source: formed on the basis of [1; 17]

In modern cross-cultural research such as the World
Values Survey (WVS) [18], the European Social Survey
(ESS) [19] and the European Value Survey (EVS) [20], the
study of the value structure was carried out using the meth-
odological approach of S. Schwartz. This approach to the
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study of individual values is based on M. Rokeach’s theory [4]
and S. Schwartz’s theory on the motivational goals of value
orientations and the universality of basic human values [8].

According to S. Schwartz [8], the nature of values
and their structure is universal, but different social groups
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have a different value hierarchy (priority). And the study of
values can be carried out only at the level of the individual,
and only at the level of culture. S. Schwartz developed two tools
designed to measure values based on S. Schwartz’s theory [8]:
1) Schwartz Value Survey (SVS) [10];
2) Portrait Values Questionnaire (PVQ) [10] — as an
alternative to SVS.
The Schwartz value theory defines ten common

values according to the motivation that underlies each
of them [8]. Comparative characteristics of motivational
types of values according to their central purpose are pre-
sented in Table 1. In different national and social groups,
the importance of the ten values identified by S. Schwartz
varies, but the coherence of the hierarchical order of values
is always emphasized, since in representative samples the
ranks of ten values are quite close [10].

Table 1. Comparative characteristics of motivational types of values

Motivational type Definitive Objective Elements
of value

Self-direction Autonomy in thinking, independence in action, | Creativity, freedom, independence, curiosity, definition of
freedom in creativity and research activities life goals, self-respect, intelligence, confidentiality
Stimulation Desire for experiences, novelty, challenge to life Courage that captivates life, varied life
. Enjoyment or sensual pleasure (pleasure, T, . -
Hedonism enjoyment of life) Pleasure, enjoying life, indulging personal desires
Achievement Achieving personal success through Ambition, influence, success, ability, self-respect, public
competence and in line with social standards recognition**
Power Presence of a certain social status, control Authority, social power, wealth, preservation of personal
of people and resources public image and public recognition
Security Pﬁ;i?élgé;iféys?;& lsi‘?iec:%lr%flgttigirssﬂ i% V;m Social order, family security, national security, neatness,
harmony in society mutual service, health, moderation, sense of belonging
Self-restraint of actions and inclinations that ) L
Conformity will harm or upset others or violate social Obedience, C;xét:l?é::llféd;sl?plrler;e’Jﬁ:iegﬁﬁce for parents
norms (expectations) » [oyalty, resp y
Tradition Acceptance, respect and commitment Respect for traditions, modesty, piety, acceptance
to the ideas and customs of culture (religion) of personal share in life, moderation, spiritual life
. ; . Helpfulness, responsibility, honesty, fidelity, forgiveness
Preservation and strengthening the well-being . ’ 4 > > o>
Benevolence of the immediate circle true friendship, mature love, loyalty, indulgence, helping
others
Well-being, comprehension, gratitude, Broad outlook, social justice, quality, worldwide peace,
Universalism tolerance, protection of nature and people, world of beauty, unity with nature, wisdom, environment
understanding protection

Notes: * happiness is an important value, it is not included in hedonism, as people feel it when achieving any results that

they value [21];

ok

the values of achievement are different from the motivation for achievement [22]. The motivation for achievement

is related to compliance with internal quality standards and is expressed in the values of self-direction

Source: formed on the basis of S. Schwartz’s theory [8; 10]

G. Hofstede [1] notes that his approach (6-D model) is
merely a conception and framework for further development,
and the indices underlying this approach are an analytical tool
for understanding intercultural differences. In his approach,
G. Hofstede identifies the following indices, based on which it
is possible to assess the values of an individual as a representa-

2«

tive of a particular national culture: “power distance”; “individ-
ualism versus collectivism”; “masculinity versus femininity”;
“uncertainty avoidance”; “long-term orientation versus short-
term orientation”; “pleasure versus restraint orientation”.
According to the approach of G. Hofstede [1], the

value of each index is measured quantitatively in points

19

(from 0 to 100), where 0 is the lowest value and 100 is the
highest (although the values may exceed this limit). These
indices are absolute, i.e. in any culture there is a manifes-
tation of both opposite values of the dimension, but their
ratio will be different. It is possible to evaluate individual
values based on the quantification of indices, comparing
representatives of different national cultures. Figure 3 sys-
tematizes the values that are characteristic of each of the
extreme values of these indices. Comparative characteris-
tics of the main approaches to the study of values both at
the level of the individual and at the level of social culture
are presented in Table 2.

Development Management. 2022. Vol. 21, No. 2
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Index

Power Distance

High (51-100)

Low (0-50)

tolerance of power, obedience, comfort

equality, justice, freedom, independence

Individualism versus collectivism

Individualism (51-100)

Collectivism (0-50)

self-reliance, initiative, responsibility, self-
esteem, independence, self-realization,
competition, rationality

subordination, care, mutual assistance, harmony, absence
of conflict, balance, respect, compromise, morality, confidence,
stability

Masculinity versus femininity

Masculinity (51-100)

Femininity (0-50)

perseverance, self-confidence, heroism,
success, ambition, career, competition,

compromise, modesty, concern for others, harmony, absence

v materialism, independence, determination of conflicts, compassion, equality, solidarity, prudence, discretion

IE Uncertainty avoidance

U High (51-100) Low (0-50)

E accuracy, deliberateness, security, tradition, riskiness, autonomy, self-reliance, innovation, confidentiality,
suspicion, control delegation

Long-term orientation versus short-term orientation

Long-term orientation (51-100)

Short-term orientation (0-50)

loyalty, diligence, perseverance, frugality

consumption, reliability, stability, traditions, “preservation
of individuality”

Indulgence versus restraint

Indulgence (51-100)

Restraint (0-50)

enjoyment of life, pleasure

restraint, austerity

Figure 3. Values specific to each index

Source: formed on the basis of [1; 2; 23]

Table 2. Comparative properties of the approaches to the study of values

M. Rokeach

’s approach

1. Universality, the method can be applied in various value-related
studies.

2. Convenience, this is a fully ready-to-use method.

3. Economy in the process of conducting, processing and analyzing
the results obtained.

4. Flexibility, the presentation form of lists of values provided may
vary depending on the conditions of the study

1. The list of the values provided is not complete, only 36 values
are highlighted.

2. Openness, when conducting the study, many respondents can
respond in the way that “society assumes”, as it will be right from
their point of view, which makes it difficult to obtain reliable
results for a particular respondent

S. Schwartz

’s approach

1. Universality, the possibility of obtaining a circular structure of
values in all cultures allows for the use this method in different
countries.

2. Veiled values, values are presented in the form of questions that
characterize them, which contributes to obtaining more sincere
answers

1. Orientation to the measurement of only those attitudes that
are significant for the respondents in the process of interpersonal
relationships, affecting the norms of the environment, which are
automatically considered to follow on from the values of the
respondent.

G. Hofstede’s approach

1. Universality of the use of the method in different cultures

1. The limited list of the values provided does not cover all
aspects of life values

Source: the result of the authors’ own research

Thus, it is determined that each of these method-
ological approaches to assessing values has both advantages
and disadvantages, and, importantly, all these approaches
are characterized by universalism - they can therefore be
used in this study comprehensively since they assess values
at different levels of culture (organizational and national).

Development Management. 2022. Vol. 21, No. 2

Within the framework of this study, an online sur-
vey [24] of employees of a multinational organization,
namely School of Economics and Management of Neijiang
Pedagogical University, located in China, was conducted in
the period July-October 2021. The respondents were lec-
turers from the School of Economics and Management of

20
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Neijiang Pedagogical University. Based on the approach to
defining the essence of a multinational organization given
in [2], this organization is a multinational one since mul-
tinational relations of the personnel of this organization
are established with both other foreign universities (rep-
resentatives of other national cultures) and with students,
among which there are also representatives of other na-
tional cultures. A total of 100 employees of this Chinese
multinational organization were interviewed, including
32% men and 68% women. Moreover, according to the survey
results, all respondents interviewed were identified as rep-
resentatives of Chinese national culture. Based on the survey
results, the values of these respondents were analyzed using
the three discussed approaches (RVs, PVQ and 6-D model).

o RESULTS AND DISCUSSION
Upon analyzing the results of the survey of the personnel
in the Chinese multinational organization, the following

hierarchy of values was obtained (Table 3) taking into ac-
count M. Rokeach’s approach. In the structure of terminal
values characterizing the national culture of respondents,
the following features are noted:

1) in terms of generalization - high significance among
terminal values of specific terminal values (54%) compared
to abstract values (46%), rejecting only abstract values;

2) the dominant importance of the values of professional
self-realization (54%) over the values of private life (46%).

In the structure of instrumental values that char-
acterize the organizational structure of this multinational
organization, the following features are noted:

1) by directionality — ethical values (49%) dominate
values of affair (28%) and values of communication (23%);

2) by the level of interpersonal recognition — conformist
values dominate individual and altruistic ones;

3) by the purpose of assimilation - values of acceptance
of others dominate values of self-assertion.

Table 3. Hierarchy of values of the personnel of the Chinese multinational company
(M. Rokeach’s approach)

Terminal values
(national culture)

Instrumental Values
(organizational culture)

Group of values
by importance

2] Value

by

the
purpose of
assimilation

by the level of
interpersonal
recognition

by level of by role in by
generality life directionality

1. Health s 1. Responsibility e cm
Lo 2. Intelligence and .
2. Active Life s - education a i sa
the most 3. Inner harmony a ps 3. Independence e i sa
important 4. Financially _ 1 _
(ranks 1-6) secure life s 4. Diligence a sa
5L 5. Good breeding and
- Love a B courtesy ¢ B B
6. Life Wisdom a pl 6. Self-control e cm ao
7. Cognition a - 7. Neatness a - -
8. Hapﬁ%/efamﬂy s pl 8. Tolerance c a ao
9. Interesting B
important but work s ps 9. Honesty ¢ ao
not mandatory | 10. Development a ps 10. Rationalism a i -
(ranks 7-12) 11. Courage in
11. Freedom a pl defending personal a i sa
opinions, views
r;cz(.)grcl)ictliiln s ps 12. Joyfulness c - -
13. Intransigence
; to personal
13. Pic}(%l:ctlve s ps shortcomings and d I sa
not important shortcomings of
(ranks 13-15) 12 True others
frieﬁ dship s pl 14. High requests e - sa
. . 15.Breadth
15. Satisfaction s pl of outlook e Cm ao
l(f)f' g:;lsl}:;’t a - 16. Sensibility c A ao
rejected 17. Happi - -
- . Happiness B 17. Efficiency in _
(ranks 16-18) of Others a affairs a sa
18. Creativity a - 18. Strong will a I sa

Notes: distribution of terminal values: 1) by the level of generalization: ¢ — specific terminal value; a — abstract terminal
value; 2) by the role in life: ps — terminal value of professional self-realization; pl — terminal value of private life.
Distribution of instrumental values: 1) by directionality: e — instrumental ethical value; ¢ - instrumental value
of communication; a — instrumental value of affair; 2) by the level of interpersonal recognition: i — individual
instrumental value; cm — conformist instrumental value: a — altruistic instrumental value; 3) by the purpose of
assimilation: cm — individual value of self-assertion; pi — individual value of acceptance of others

Source: the result of the authors’ own research
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On the basis of the results of the PVQ-based
analysis (S. Schwartz’s approach), a value profile wis de-
veloped for the personnel of the Chinese multinational
organization under study (Fig. 4) and a hierarchy of values

e Males

= Females

of this personnel was obtained (Table 4). The value pro-
file of male and female respondents notes differences in
values such as power, tradition, benevolence, stimulation,
and achievement.

Average

Conformity
5

4.75
4.5

Security

Power

Achievement

Hedonism

Tradition

Benevolence

Universalism

—

Self-direction

Stimulation

Figure 4. Value profile of the personnel of the Chinese multinational organization (Schwartz’s approach)

Source: the result of the authors’ own research

Table 4. Value hierarchy of the personnel of the Chinese multinational organization

Value

Place in the lives of Chinese respondents

Universal

Males Females Total hierarchy [8]
Benevolence 3 4 3 1
Universalism 2 2 2 2
Self-direction 5 5 5 3
Security 1 1 1 4
Conformity 6 3 4 5
Hedonism 7 7 6 6
Achievement 4 8 7 7
Tradition 10 6 8 8
Stimulation 9 10 10 9
Power 8 9 9 10

Source: the result of the authors’ own research

However, an analysis of the hierarchy of these values
in these groups of respondents shows that the difference
in the value hierarchy of male and female respondents is
noted only for such values as conformity, achievement and
tradition. It is in this way that the influence of China’s
national culture is manifested:

1. The higher position of the value of conformity in
Chinese female respondents (3 in women, 6 in men) in-
dicates the influence of national culture (masculinity and
restraint of Chinese culture), since the values of conformity
are associated with the containment of actions, inclinations
and impulses that can upset or harm others or violate social
expectations or norms (restraint of Chinese national culture),
and this is found in women (masculinity of Chinese culture).

Development Management. 2022. Vol. 21, No. 2

2. The higher position of the value of achievement in
Chinese male respondents (4 in men, 8 in women) indicates
a significant influence of national culture (masculinity of
Chinese culture), since the values of achievement are asso-
ciated with the desire for personal success, and this is more
important for the male part of the respondents.

3. The higher position of the value of tradition in
Chinese women respondents (6 in women, 10 in men) indi-
cates the influence of the pragmatism of Chinese national
culture (long-term orientation).

The hierarchy of values of the personnel of the Chinese
multinational organization under study looks the following
way (Table 5). The results of the values analysis taking into
account G. Hofstede’s approach are presented in Table 6.
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Table 5. Value hierarchy of the personnel of the Chinese multinational organization

Wy ol g Elements of value [8]
of value
1 Security social order, family security, national security, neatness, mutual service, health, moderation, sense of belonging
2. Universalism broad outlook, social justice, quality, \évr?g;ig\rzlig; Etei)cr%’t Zvcotﬂ)dn of beauty, unity with nature, wisdom,
3. Benevolence helpfulness, responsibility, honesty, fidelity, forgi\{eness, true friendship, mature love, loyalty, indulgence,
helping others
4. Conformity obedience, courtesy, self-discipline, reverence for parents and elders, loyalty, responsibility
5. Self-direction creativity, freedom, independence, curiosity, definition of life goals, self-respect, intelligence, confidentiality
6. Hedonism pleasure, enjoying life, indulging personal desires
7. Achievement ambition, influence, success, ability, self-respect, social recognition
8. Tradition respect for traditions, modesty, piety, acceptance of personal share in life, moderation, spiritual life
9. Power authority, social power, wealth, preservation of personal public image and public recognition
10. Stimulation courage that captivates life, varied life

Source: the result of the authors’ own research

Table 6. Values of national and organizational culture

Index value

according to [25] National culture Organizational culture [1]: family

High power distance (80) inequality tolerance of power, obedience, comfort

subordination, care, mutual assistance,
Collectivism (20) harmony, absence of conflict, balance, respect, -
compromise, morality, confidence, stability

perseverance, self-confidence, heroism,
Masculinity (66) success, ambition, career, competition, -
materialism, independence, determination

riskiness, autonomy, self-reliance,

Low level of uncertainty avoidance (30) flexibility, pragmatism innovation, confidentiality, delegation

Long-term temporary orientation (87) loyalty, diligence, perseverance, frugality -

Restraint (24) restraint, austerity -

Source: systematized and based on G. Hofstede’s approach [1; 25]

Thus, the most important values that were identifiedas ~ multinational company based on the approaches of M. Rokeach,
a result of the analysis of the personnel values in the Chinese  S. Schwartz and G. Hofstede are presented in Table 7.

Table 7. The most important values of the personnel of the Chinese multinational company

Levels of culture M. Rokeach’s approach S. Schwartz’s approach G. Hofstede’s approach
social order, family safety, national inequality, subordination, care, mutual
security, tidiness, mutual service, health, assistance, harmony, absence of
health, active, industrious moderation, sense of belonging, broad conflict, balance, respect, compromise,
and interesting life, inner | outlook, social justice, quality, worldwide morality, confidence, stability,
National culture harmony, materially peace, world of beauty, unity with perseverance, self-confidence, heroism,
comfortable life, love, nature, wisdom, environment protection, | Success, ambition, career, competition,
life wisdom usefulness, responsibility, honesty, fidelity, materialism, independence,
forgiveness, true friendship, mature determination, diligence, perseverance,
love, loyalty, indulgence, helping others, frugality, restraint, austerity
responsibility, intelligence obedience, courtesy, self-discipline, ) f bedi
o zational and education, reverence for parents and elders, loyalty, to F“{[nc? k(‘)r power,t obe 1encei ¢
rameonel | ngepondnc, e, | responsiiy, sty ecdom, © | comlort s avonomy el
good breeding and independence, curiosity, dgﬁnmg life goals, > Jelocat] Y
courtesy, self-control confidentiality elegation

Source: the result of the authors’ own research

As a result of this study of the personnel values in  multinational organization, which was obtained on the
the School of Economics and Management of Neijiang Ped-  basis of S. Schwartz’s approach, differs from the univer-
agogical University located in China, it has been found that  sal hierarchy defined by S. Schwartz in his study [8], which
there is a conflict between the national and organizational  indicates a significant level of personnel control in this
culture of the personnel of this multinational organization.  organization and significantly increases the importance
Since the hierarchy of the personnel values in the Chinese  of security values for the personnel of this organization,
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thus reducing the employees’ desire for creativity. Addition-
ally, this study is complex, since the national and organi-
zational levels of the personnel culture in this multina-
tional company are analyzed simultaneously using three
methodological approaches (RVs, PVQ and 6-D model),
which distinguishes this study from the study presented
in [2], where the national culture is analyzed on the basis
of G. Hofstede’s approach (6-D model), and the analysis of
the organizational culture is based on the modified meth-
odological approach of M. Rokeach (RVs). Moreover, as a
result of this study, a list of the most important values as
components of the national and organizational culture of
the personnel in this company has been obtained, allow-
ing to formulate specific proposals for the development of
organizational culture in the multinational culture under
study; this being different from the results of the study
cited in [1] that are more theoretical, general in nature and
not brought to the level of practical recommendations.

e CONCLUSIONS

Upon analyzing the values of the personnel organizational
and national culture of the Chinese multinational organization
on the basis of the approaches by M. Rokeach, S. Schwartz and
G. Hofstede, the following conclusions were made.

1. The organizational culture of the personnel of this
organization is significantly influenced by the personnel
national culture (Chinese culture). This is primarily the
masculinity and restraint of Chinese culture (the higher po-
sition of the value of conformity in Chinese female respon-
dents and the higher position of the value of achievement
in Chinese male respondents). Moreover, the pragmatism
(long-term orientation) of Chinese national culture has a
significant impact (the higher position of the value of tra-
dition in Chinese women respondents).

2. The hierarchy of the personnel values of the Chinese
multinational organization differs from the universal hi-
erarchy highlighted by S. Schwartz, and these differences
are explained by the influence of national culture. Thus,
the values of security, which take the 4™ position in the
universal hierarchy, are ranked 1t by the personnel of the
Chinese multinational organization - this is a characteris-
tic of Chinese national culture and a manifestation of its
collectivism. The values of self-direction, which take the
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AHani3 yiHHoCcTen opraHisauinHoi Ta HawioHaNbHOI Ky/IbTypM
nepcoHany MynbTUHaLiOHaNbHOI opraHisauii: npuknag Kurtaio

TeTaHa IBaHiBHa Jlenenko, Msio LI3aHbniH

XapKiBCbKMW HaLLiOHAIbHMI EKOHOMIYHUI YHIBEpCUTET iMeHi CeMeHa Ky3Heuda
61166, Nnpocn. Hayku, 9A, M. XapkiB, YKpaiHa

AHorairig. AKTyanbHOIO 17151 6i3Hecy 3apa3s € mpo6eMa yIpaB/iHHS TepcoHaIoM MY/IbTUHAI[IOHATbHOT KOMITaHii, IKuit
€ TIPeCTaBHMKOM KOHKDPETHOI HalliOHaJbHOI Ky/IbTypu, aie 1jisi edeKTUBHOI NisUIbHOCTI OpraHisaiiii Mae MMOBHICTIO
npuiiMaTy ii opraHizauiitHy KynbTypy. CaMe Tak BUHMKA€E KOHQUTIKT MiX LIiIHHOCTSIMM HalliOHAJIbHOI KyJbTYPY IepCoOHaty,
SIKi 3aBXKOM TIOAIISIIOTBCSI HOCISIMM ITi€i KyJbTYpM Ta IMOBEHiHKOIO, Ky OUiKYIOTb BiJl ITepCOHATy Ta SIKa € MPOSBOM
oprasisaiiifHoi Kyl1bTypu. MeTa OOCTiIKeHHS — 1ie ITpOBeJleHHsI aHali3y LiHHOCTe opraHi3alliifHoi Ta HalioHaJbHOI
KyJIbTYpY II€PCOHATY KMTaliCbKO1 MyJIbTMHALiOHaAbHOI opraHisauii (IlIkony ekoHOMiKM Ta MeHeIKMeHTY [lejarorivyHoro
yHiBepcuTeTy Heiil3s1H) Ha OCHOBI LiHHICHOTO MiAXOAYy [JIs1 BU3HAUEHHS MOIMBOTO KOHQUIIKTY MK HallioOHaJIbHOIO Ta
opraHi3aliifHO KyJIIbTypOI0 ITepCcoHany Iiiei opraHisaii Ta po3po6ka MpakKTUYHMX PeKOMEeHAILi 00 YCYHEeHHSI I[bOTO
KOHQUIIKTY 115 TTiABUILEHHST eDeKTUBHOCTI AisNTbHOCTI ITePCOHATY MY/IbTMHAI[IOHAIBHOI OpraHi3ariii B yMoBaxX KUTaCbKOi
Ky/nbTypu. HaykoBi metonu, siki 6yl BUKOPUCTAHI — 1@ MeTOAUYHI Imiaxomu, po3pobieHi M. Pokiuem, C. IlIBapiom
Tta I. Xodcreme momo AOUTIKeHHS OpraHisaliiiHOi Ta HalliOHAJbHOI Ky/JbTYPU TEPCOHATy OpraHiszaiii Ha OCHOBIi
LiHHicHOTO migxoxy. OCHOBHI pe3ynbTaTV aHaji3y LIIHHOCTell OpraHi3allifiHOi Ta HalliOHaJIbHOI KyIbTYPM IepCOHAIy
i€l KMTalicbKOI My/JIbTMHAIIOHAJIBHOI OpraHisallil CBiA4aTh PO CyTTEBMUIi BIUIMB KUTACbKOI HAllilOHAJIbHOI KY/IbTYPU
TepcoHaty (SIK HOCIiB 1iei Ky/lbTypy) Ha OpraHis3aiiiiHy KyJIbTypy IIepCcoHaTy B I1iji opraHisariii Ta HasiBHiCTb KOHQIIIKTY
MiX OpraHisalliifHO Ta HalliOHaJIbHOIO KYJIbTYPOIO epcoHasy. [[pakTuyHe 3HaUeHHSI OTPUMAaHUX Pe3y/bTaTiB MOJIsIrae
B TOMY, 1[0 3alIPOIIOHOBaHi peKoMeHallii 1[0/10 KOperyBaHHS CTPYKTYPH 1L[iHHOCTe ITepCoHaTy JO3BOSITh KEPiBHUITBY
KOMITaHii yCyHUTHM KOHQIIIKT MK HallioHaTbHOIO Ta OpraHi3aliifHo0 KyabTyPOIO IEPCOHATY Ta MiABUIIUTY e(heKTUBHICTD
Tnpaiii mepcoHary

KirrouoBi c10Ba: KylnbTypHMIT PiBeHb, LIHHICHWIA TTiAXi[, IIiHHICHA Opi€HTAIlisl, MyJIbTMHALIOHAIbHMII KOJEKTUB, LiHHICHWU
npodinb, piBHI KYIbTYpU, KPOC-KYIbTYPHMIT MEHEPKMEHT
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