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Abstract 

Although, a considerable amount of studies have been published on the concept and definitions of 
corporate culture. Relatively less research has contributed towards the relationship between 
corporate culture, ICT diffusion innovation, leadership and performance research. Anchored on 
this idea, this study tends to examine the under-explored relationships among the aforementioned 
construct by critically reviewing existing literature. The objectives of this study are twofold: first, it 
aims to investigate the conceptual definition of the corporate culture construct. Second, it 
endeavours to determine how culture affects ICT diffusion innovation, leadership and 
organizational performance. As a matter of fact, we study within a framework which inferred that 
corporate culture has relations with a variety of organizational activities. Although more study 
needs to be done in this under researched area, this study has bring to light that corporate culture 
influences organizational performance. 

Keywords: ............................... 

 

A. Introduction 

Several authors suggest that corporate culture plays a critical role in forming an organisation 
communication system (Abu Bakar et al., 2007; Clausen, 2007). It has been conceptualised in many 
ways comprising of multiple sets of dimensions such as beliefs (Denison, 1990; French and Bell, 
1984; Pettigrew, 1979; Schein, 1990), values (Deal and Kennedy, 1982; Denison, 1990; French and 
Bell, 1984; Peters and Waterman, 1982; Quinn, 1988) and behaviour (Denison, 1990; French and 
Ball, 1984; Kotter and Heskett, 1992; White, 1991). These dimensions serve as a substructure for 
organisation management systems, management practices and behaviour (Denison, 1990). It also 
comprises ideas that guide organisational standpoints towards employees and customers (Pascale 
and Athos, 1981). An effective culture impacts firm value significantly, as well as many specific 
examples of innovation and ethics outcomes (Graham, Harvey, & Popadak, 2016). An equally 
significant aspect of corporate culture is the need to incorporate ICT diffusion of innovation in the 
organizations activities. Recent research trends has highlighted that the growth of the Information 
and Communication Technology has had a substantial impact on administrative processes (Gupta, 
Dasgupta, & Gupta, 2008). Building on these ideas, we posit that there is a relationship between 
corporate culture and ICT diffusion of innovation.  

One of the key features of corporate culture is the need to motivate employees to work, not in their 
own self-interest, but in the firm’s best interest (Audi, Loughran, & McDonald, 2015). An 
organization’s culture reflects the dominant leadership and governance styles, language and 
symbols, definitions of success, standards of behavior, reward and recognition systems, legends of 
the founders, rituals, and any other tangible evidence of what the organization values (Galli, 2016). 
Organizational leaders who has taken up the challenge of building an intellectual capital and of 
efficient use of human resources has to identify the dominant type of existing corporate culture 
(Korsakova et al., 2016). In fact recent studies have indicated that Ineffective cultures maybe 
resulted from poor leadership style (Graham et al., 2016). One objective of our paper is to provide 
evidence that leadership is a key factor that determine effective corporate culture.  
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A strong and healthy corporate culture can result in competitive advantages (Galli, 2016). Prior 
studies have often claim that having an appropriate culture is critical to a firm’s success (Adamu, 
Mohamad & Rahman, 2016). Recent research in financial economics and accounting claims that 
this attention to culture is not misplaced (Grieser, Kapadia, Li, & Simonov, 2016). When most 
factory employees share a set of consistent values and methods, the corporation can save capital 
investment in building production facilities (Koren, Gu, & Freiheit, 2016). Companies with a strong 
culture generate substantially higher annual revenues and customer loyalty than similarly situated 
companies with a weak culture (Galli, 2016). Corporate culture is a difficult-to-observe force within 
companies that may explain these differences in performance (Graham et al., 2016). By adding the 
factor of ‘‘organizational performance’’ into our study, we solve this enigma of how corporate 
culture bring about increase in output. 

The article is divided into two main sections. In the first section, we discuss on corporate culture 
and its relationships with ICT diffusion innovation, leadership and organizational performance. In 
the second section, we offered the conclusion and future directions.  

 

B. Corporate Culture 

The concept of the organisational culture begins from formal writing by Pettigrew (1979) and Siew 
et al., (2004). Pettigrew (1979) establishes the concepts on more cultural and expressive aspects of 
organisational life that are used extensively in sociology and anthropology as symbol, languages, 
ideology, belief, ritual and myth.  Although, many definitions of culture have appeared from various 
works of anthropology, sociology and organisational behaviour, none is distinctively unique that 
could be adapted as a universal definition. Noting the diverse nature of the concept, Deshpande 
and Webster (1989) demonstrated that  organizational culture is the pattern of shared values and 
beliefs that help individuals understand organizational functioning and thus provide them norms 
for behaviour in the organization  (p.4). 

Similarly, Van der Post et al., (1998) identify culture as being similar to what personality is to the 
individual, specifically classified as an unseen but unifying force that creates meaning and direction. 
Furthermore, in the context of organisation it is a system of shared meanings, or systems of beliefs 
and values that ultimately shape employees’ behaviour (Deshpande and Webster, 1989).The Table 1 
below presents key definitions and conceptualisations of corporate culture from various authors: 

 

Table 1: The definition and the conceptualisation of corporate culture 

Author Definition 
Bower, 1966 That it is simply the way things are done in an organisation.     
French and Bell, 
1984 

As prevailing patterns of values, attitudes, beliefs, assumptions, 
expectations, activities, interactions, norms, and sentiments in an 
organisation.   

Quinn, 1988 As the set of values and assumptions that underlie the statement. ‘This is 
how we do things around here’.     

Deshpande and 
Webster, 1989 

The pattern of shared values and beliefs that help individuals understand 
organisational functioning and thus provide the norms for behaviour in the 
organisation. 

Schein, 1990 As the basic assumption and beliefs that are shared by members of an 
organisation.  

Denison, 1990 As the underlying values, beliefs and principles that serve as a foundation 
for an organisation’s management system as well as the set of management 
and behaviour. 

White, 1991 As the sum of behaviour patterns that is built up over many years. 
Kotter and Heskett, 
1992 

As the behaviour patterns or style of an organisation that new employees 
are automatically encouraged to follow.        
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Author Definition 
van der Posts et al., 
1998 

A system of shared meaning, the prevailing background fabric of 
prescriptions and proscriptions for behaviour, the system of beliefs and 
values and the technology, and tasks of the organisations together with the 
accepted approaches to these. 

 

Based on the above definitions, there are two main elements that relate to this study. In the first 
place, culture should be a pillar of communication through the dissemination of corporate message 
to internal and external stakeholders. Secondly, culture creates a positive attitude among members 
when dealing with problems. As a result, corporate culture will help to increase an organisational 
image as well as performance (Rashid et al., 2003). 

Existing research recognizes the critical role played by corporate culture in the management of 
marketing function. For instance, Deshpande and Webster (1989) have developed five paradigms 
that affect marketing research which include: (1) comparative management, (2) contingency 
management, (3) organisational cognition, (4) organisational symbolism and (5) structural / 
psychodynamic perspective. 

 

Table 2: Implication of organisational culture paradigms for marketing research and methodology 

 Organisational 
Paradigm Marketing Research Implications Methodological 

Implications 
1. Comparative 

marketing 
management 

• Cross-cultural study of standardisation vs 
customisation on international marketing 
programmes 

• Research on relative effectiveness of cost-
based vs. culture-based marketing control 
mechanisms in different countries. 

Cross-sectional survey 
research 

2. Contingency 
marketing 
management 

• Research on impact of customer needs 
satisfaction-oriented culture vs. stockholder 
wealth maximisation-oriented culture on 
market performance. 

• Relative impact of organisational structure 
and culture on innovativeness 

• Research on making marketing strategy 
consistent with culture and structure. 

• Role of CEO in creating and disseminating a 
customer orientation 

• Extent of differentiation of marketing 
department in a firm and its impact on 
“marketing marketing” to top management. 

• Impact of environmental change on the 
nature and effectiveness of brand 
management structures. 

Cross-sectional survey 
research or ethnographic 
method 

3. Marketing cognition • Research on the creation, dissemination, and 
use of marketing knowledge in firms. 

• Study of impact of organisational 
restructuring on shared marketing cognitions. 

• Research on sources of organisational 
conflicts involving marketing and other 
departments (e.g., marketing / R&D conflicts 
in new product development process) 

Ethnographic or 
phenomenological 
research 
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 Organisational 
Paradigm Marketing Research Implications Methodological 

Implications 
4. Marketing symbolism • Research on the socialisation of new 

marketing recruits. 
• Impact of strong marketing socialisation on 

creativity and innovativeness. 
• Study of importance of organisational 

symbols in sales transactions. 

Ethnographic or 
phenomenological 
research 

5. Structural/psychodyn
amic perspective in 
marketing 

• Research on the historical development of 
“market-driven” firms as expression of 
founder’ wills. 

Ethnographic or 
historical research 

Source: Adapted from Deshpande and Webster, 1989 

 

As explained by Despande and Webster (1989), the objective of a research agenda on organisational 
culture for marketing scholars is to contribute toward the study of marketing management. In 
addition, market research could also strengthen the development of theory application as well as to 
nurture future managers in the role of corporate culture in marketing management (see Table 2). 
We specifically investigate organisational paradigm from the contingency management perspective 
which focuses on the impact of corporate culture on the communication strategy in this study. 

Deshpande et al., (1993) and Deshpande and Farley (1999) discuss four characteristics of corporate 
culture comprising consensual, entrepreneurial, bureaucratic and competitive culture.  

1. Consensual culture emphasises loyalty, tradition and internal focus; 
2. Entrepreneurial culture emphasises innovation and risk taking; 
3. Bureaucratic culture is characterised by internal regulations and formal structures; and 
4. Competitive culture is characterised by an emphasis on competitive advantage and market 

superiority. 

Empirical research conducted by Desphande and Farley (1999) and Denison (1984) found 
entrepreneurial and competitive culture performs better than consensual and bureaucratic cultures. 
Further more, Pool’s (2000) explains that an organisation with such culture embraces creativity 
which promotes quality over quantity of work. This type of culture matches well with Desphande 
and Farley’s (1999) entrepreneurial culture and, thus, proves that it is highly suggested for 
organisations to cultivate an entrepreneurial type of culture. An equally significant aspect of 
entrepreneurial cultures is that it helps managers to promote work outcomes such as a job 
performance and job commitment.  Therefore, the first step to determine the continuous success of 
organisations is for managers to ensure the appropriate and specific type of culture or combination 
of cultural types developed and practiced by respective organisations (Abu Bakar et al., 2008).  

Moreover, institutional theory suggests that management should create a good corporate culture for 
organisations to draw long-term support from stakeholders. Therefore, corporate culture plays an 
important role of gain stakeholders’ support. In the next section, the relationship between 
corporate cultures with ICT diffusion innovation, corporate leadership, and organizational 
performance constructs will be discussed.  

 

C. Corporate Culture and ICT Diffusion Innovation 

As an integral part of innovation, corporate culture is also seen as an important element in the 
process of organisational change (Pool, 2000; Silvester and Anderson, 1999). In fact, Linstone and 
Mitroff, (1994) highlighted three factors necessary for the implementation change which involves 
technological, organisational and personal perspectives. Among this factors, technological, for 
instance is most difficult to change due to lack of employee skill, support systems and cost. In the 
bigger perspective technology change also affects ICT diffussion innovation because it shares the 
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same environment. However, we find out that there was no effort to observe the relationship 
between corporate culture and ICT diffusion innovation in a corporate communication 
environment. Therefore, the primary issue is whether corporate culture has an impact on ICT 
diffusion innovation. 

Further more, Ahmed (1998) express the opinion that cultural features provide organisations with 
essential components to innovate, whereas corporate culture could increase the tendency to 
innovate. As Buckler (1997) notes innovation is “more holistic in nature; it is an environment, a 
culture - almost a spiritual force - that exists in a company and drives this kind of value creation” 
(p.43). In other words, culture plays an important role to promote innovation, including ICT 
diffusion innovation in the bigger context, which is an essential for modern organisations.     

Ahmed (1998) indicates the culture of innovation should correspond to the organisational 
environment. For example, management support, including a training program and supportive of 
creativity will enhance the process of innovation. However, a number of researchers reported that 
their is unsystematic and unreliable recommendations concerning management practices on 
innovation's cultures. To overcome this issue, Peters and Waterman (1992) suggest that the work 
environment must be concurrently tight and loose to facilitate innovation. Such flexibility will 
further enable the management to form a sense of community in a workplace which is a key factor 
to differentiate innovative and less innovative firms (Judge et al., 1997). In practice, highly 
innovative firms focus more on community whereas less innovative firms are more likely to be 
traditional bureaucratic departments. Therefore, the management of ICT diffusion innovation 
depends on the work culture of the organisation. In the end, we argued that the overall corporate 
culture is a powerful source of influence on the company’s ICT diffusion innovation. 

 

D. Corporate Culture  and Corporate Leadership 

Many scholars believe that corporate culture has a strong relationship with corporate leadership 
(Abdullah and Gallagher, 1995; Swierczek, 1991). A leader has responsibility to create a positive 
culture in order to achieve the mission of the organisation. For instance, Ahmed (1998) suggests 
that declaration in mission or vision is among the key attributes for leadership commitment, 
especially as it relates to communicating the vision of organisation to their employees (Holladay and 
Coombs, 1993).  These situations are important during the change in organisation leadership, 
especially when it involves a shift in values between the incoming and outgoing leaders (Siehl, 
1985). In addition, Siehl (1985) concluded that the entire workforce may have to go all out to 
change the organisational culture once the required value system is articulated and recognised. We 
therefore argued that there are three justifications to support the relationship between corporate 
culture and corporate leadership. 

Firstly, Abdullah and Gallagher (1995) find interesting results on the relationship between culture 
and leadership in the Malaysian cultural setting which are categorised as high context culture, large 
power distance and collectivism (Hofstede, 1980). Both believe the trust given by a leader cultivates 
a good relationship between a leader and their subordinate. In return, the subordinate will give 
trust, respect and loyalty to the leader. Furthermore, trust and loyalty towards leaders have been 
associated as a contributor to team performance (Dirks, 1999) and organisational performance such 
as sales levels and net profits (Davis et al., 2000; Rich, 1997). However, in general, subordinates are 
quite reluctant to initiate any move towards improvement and change. This is related to a ‘group 
think’ mentality where, most of the time, the junior is not ready to challenge the view of their elders 
(Janis, 1982). In this situation the group members try to minimise the conflict among them.  

Secondly, even though the agreements among the member in specific organisational contexts is 
important for the leadership process, leadership styles influenced by their national, group or 
previous organisational culture (Swierczek, 1991). Leaders need to consider this perspective in 
developing an appropriate culture for the organisation because the belief system of the organisation 
is represented by the values, myths, and organisation ideologies (Allaire and Firsirotu, 1984). For 
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instance, ‘mythological’ roles in some cultures are played repeatedly by leaders as ceremonial heads 
in order to spell out their responsibilities, promote the organisation's mission and teach 
organisational values (Bolman and Deal, 1984). These symbolic behaviours show the attempts of 
the leader to transmit organisational values at deeper levels of inculturation (Marcoulides and Heck, 
1993). It demonstrates the culture values always embedded in the leadership style of the leader.    

Thirdly, globalisation issue has attracted interest for many to look into especially the highly 
multicultural workforce and emerging global business culture. For instance, the approaches of 
leadership style in an individualistic culture are different from a collectivism culture (Hofstede, 
1984). In the contexts of collectivism cultures, the leaders should respect and encourage groups of 
employees to be loyal. Furthermore, it is also recommended that incentive should be given to 
individuals (Hofstede and Bond, 1988, p.14). Therefore, Pucik (1992) suggests that a manager or 
leader must know and be willing to learn culture across the border by developing multicultural 
teams and networks. Knowing the cultural differences will make them open-minded and sensitive 
to cross-cultural diversity (Abdullah and Gallagher, 1995). 

Based on the above literature review, corporate culture has been hypothesised to have a positive 
effect on leadership in the organisation. Specifically, various issues of culture stimuli such as trust, 
agreement and globalisation may provoke the leadership style that most likely would change the 
cultural perspective of the organisation. Therefore we argued that corporate culture in the present 
study has been argued to affect corporate leadership directly.  

 

E. Corporate Culture and Organisational Performance 

Organisational culture has caught the interest of various researchers since the 1980s pursuant to its 
effects and potential impact on organisational success (Deal and Kennedy, 1982; Ouchi, 1981; 
Peters and Waterman, 1982). Empirical research shows a positive relationship between corporate 
culture and organisational performance, particularly on an organisation’s long-term economic 
performance (Clement, 1994; Kotter and Haskett, 1992; Rashid et al., 2003; Sheridan 1992; Van der 
Post et al., 1998). However, Calori and Sarnin (1991) find there is no consensus in the relationship 
between corporate culture and economic performance, while Denison (1990) finds that certain 
types of culture could enhance organisational performance.     

Current research has contributed to the culture-performance field of studies, explicitly 
acknowledging that culture is treated as a variable for a specific research purpose (Chatman and 
Jehn, 1994; Denison and Mishra, 1995; Kotter and Heskett, 1992). For example, Kotter and Hesket 
(1992) refine the culture-performance framework, while Denison and Mishra (1995) discover that 
cultural strength significantly correlates to short term financial performance by utilising a more 
rigorous methodology. While researchers on culture have devoted several works to the definitions 
and nature of culture; relatively little research has contributed towards studies on culture and 
performance (Reichers and Schneider, 1990). Table 3 shows several culture-performance researches 
from various contexts. 

Table 3: Research on relationship between corporate culture and organisational performance from 
various industries 

Researchers Type of 
culture 

Type of 
Performance Organisations Respondent 

Kotter and 
Heskett (1992) 

Corporate 
culture 

Organisational 
performance 

Various industries Managers 

Chow et al., 
(2002) 

Corporate 
Culture 

Performance Manufacturing firms Middle 
manager and 
top level 
manager 

 Rashid et al., 
(2003) 

Corporate 
culture 

Financial 
Performance 

Public listed 
companies 

 Managers 
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Researchers Type of 
culture 

Type of 
Performance Organisations Respondent 

 Lee and Yu 
(2004) 

Corporate 
culture 

Organisational 
performance 

Three industries – 
high-tech 
manufacturing, 
hospital and insurance 

Top two to 
three levels of 
management 

 Abu Bakar et al., 
(2008) 

Corporate 
culture 

 Job performance Various industries  Managers 

 

Although, previous research shows various findings, many researchers believe there is a strong 
relationship between corporate culture and organisational performance in the contexts of 
companies (Denison, 1984; Rashid et al., 2003; Van der Post et al., 1998).  The impact of corporate 
culture on organisational performance can be discussed on two perspectives:  (1) financial 
performance, and (2) non-financial performance. Both financial and non-financial measures are 
vital to determine the organisational performance (Harold and Darlene, 2004; Kaplan and Norton, 
1992; Rajender and Jun Ma, 2005) and with that the more comprehensive results can be acquired 
(Rose et al., 2008). 

While statistical evidence seems to be lacking, it is widely acknowledged that organisational culture 
has the potential of having a significant effect on financial performance (Jeena Ravendran, 1993; 
Kotter and Heskett, 1992; Rashid et al., 2003; van der Post et al., 1998). An analysis of sustained 
superior financial performance of certain American organisations has attributed their success to the 
culture developed by its employees (Barney, 1986). The strength lying within the cultural values 
held by the employees is then taken to predict the future of the organisational performance, 
generally financial (Lee and Yu, 2004). 

Recent studies indicate that corporate culture has an impact on a firm’s long-term financial 
performance (Kotter and Heskett, 1992. It will possibly be more significant factor in influencing 
the organisation’s success or failure in future. Today, it is common for corporate cultures to be seen 
as inhibiting long-term financial performance even though firms are staffed by reasonable and 
intelligent people; it is because financial performance is correlated with return on assets, return on 
investment, current ratio (Rashid et al., 2003), growth in annual premium and sum assured in 
insurance firms (Lee and Yu (2004), return on average equity, return on average assets, total asset 
growth rate and share return (van der Post et al., 1998). In addition, the financial data offers an 
accurate basis in measuring organisational effectiveness. 

Moreover, Schneider (1990) indicates the organisation’s success depends on the cultural focus. He 
adds, with cultural focus organisations will gain better financial returns, which includes higher 
return on investment (ROI), higher return on assets (ROA) and higher return on equity (ROE). In 
support Denison and Mishra (1995) discovered the strength of culture is significantly associated 
with short financial performance. However, certain aspects of corporate culture may improve 
performance in one context, but may be ineffective or dysfunctional in another context (Chow et 
al., 1996; Lincoln and Kalleberg, 1990; Steers, 1989). Thus, the study of organisational culture 
mainly depends on the assumption or argument that certain cultures practice in the organisation’s 
lead to superior organisational performance (Rose et al., 2008). 

Unlike financial performance, the research specific link between corporate culture and mission 
achievement is limited. In many organisations, the performance determining corporate culture is 
derived from organisation vision and mission (Chow et al., 2008) as a part of their corporate 
philosophy. With a clear corporate philosophy, the organisation enables subordinates to co-ordinate 
their activities to achieve common purposes which are stated in the mission statement (Ouchi, 
1983). An accurately formulated and clear philosophy statement also indicates several advantages 
(Ledford et al., 1994) such as helping the decision-making process; interpretation of any 
uncertainty; motivating and inspiring feelings of commitment among employees to contribute to 
the organisational performance.  In this case, the mission can be achieved through a manager’s 
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strong sense to adopt the corporate philosophy for internal change (Saffold, 1988) by developing a 
conducive organisational setting which is matched to the culture characteristics. As a result, the 
adoptive corporate culture values from the corporate philosophy and mission can affect the 
organisational performance especially to achieve the corporate mission. 

In this context of study, corporate culture has a relationship with mission achievement which has a 
similar impact on other non-financial performance variables such as commitment (Rashid et al., 
2003) and job performance (Abu Bakar et al., (2008). Therefore, this model provides a 
comprehensive approach in understanding the types of culture that may influence organisational 
performance. In view of the observations, this study will propose the assumption that there will be 
significant correlations between corporate culture and organisational performance.     

 

F. Conclusion and Future directions  

The study of corporate culture in relations to ICT diffusion innovation, coporate leadership and 
organizational performance will hopefully provide a new knowledge on how organizations can 
improve their relationship with key stakeholders. In particular, our study contributes to literature by 
asserting that effective corporate culture is a predicator of the overall organizational performance. 
The finding is similar to Audi et al., (2015) position that a CEO’s leadership, authority and decision-
making represent critical inputs into shaping a financial growth. We argue that the more 
organization embrace a culture that permit easy flow of communication and access to 
organizational resources by employee, the more output received from them. In fact, successful 
organizations have been indicated to have embrace effective corporate cultures especially in this age 
of globalization that the new technology has brought.  

To be able to compete in this ever changing society, organizations must also adopt the use of ICT 
diffusion innovation. As a matter of fact, information and communication technology has affect the 
way organization relates with their stakeholders remarkably. This has present a new corporate 
culture in organizations, therefore thriving in the current and fast growing technological era is a 
great challenge for organization. We find out that, organizations must integrate ICT diffusion 
innovation in their culture to meet up with the current trends in the business world (Graham et al., 
2016). A strong and healthy corporate culture can result in competitive advantages (Galli, 2016). 
This insight provided by this study challenge the previous misconceptions about the influence of 
corporate culture on organizational components such as ICT, leadership and performance. In 
concomitant with this findings, recent evidence suggests  that having an appropriate culture is 
critical to a firm’s success (Grieser et al., 2016).  

In line with the contributions of this study, some key areas were identified for future investigations. 
We have highlighted that corporate culture is a potential catalyst for ICT diffusion innovation, 
leadership and organizational performance, future studies should empirically test this relationship in 
a large organizational setting. To confirm the assertion that every organization has its own specific 
culture, future studies can compare between two more organization to acertain this claim. Another 
area of importance that needs attention is  testing the relationship between corporate culture and 
order organizational factors, to provide new insight. This can be done by integrating the factors in 
the model we offered in this study. Finally, an increase in the application of ICT related application 
by organizations for communication has not been explored.   
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