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Recent studies have underscored the crucial role of organisational values in managing 

complexity and defining the organisation’s mission. Scholars have established a positive 

correlation between organisational values and performance, recognising their importance in 

strategic organisational growth. This study, however, takes a step further by identifying the 

factors that determine leaders’ adherence to organisational values, thereby addressing a gap 

in the current literature on organisational culture. The thesis explores four key areas: culture 

type (clan, hierarchy, adhocracy, and market) based on the Competing Value Framework, 

leader profile (value congruence, education and experience) rooted in Upper Echelon 

Theory, governance factors (Code of Conduct) derived from Decoupling Theory, and 

organisational commitment to values and sense of belonging. A quantitative approach was 

used, with primary data collected through a survey of white-collar employees in 

multinational companies operating in Sri Lanka. The data was analysed using regression 

analysis and Structural Equation Modeling. The findings indicated that culture type, value 

congruence, a Code of Conduct, and organisational commitment to values and sense of 

belonging all positively impact leaders’ adherence to organisational values. Surprisingly, 

leaders’ experience and education level showed no significant influence. This study offers 

practical implications for organisational policy development to strengthen leaders’ 

adherence to organisational values. It also provides valuable insights for Human Resource 

Management in designing recruitment and training functions, fostering a value-driven 

culture and long-term organisational development. 

 

 



 

 

  

ACKNOWLEDGEMENTS 

This thesis marks the end of my time at LUT University. The past two years working on my 

master’s degree have been some of the best of my life, and it is amazing how quickly they 

went by. As I finish my thesis, I feel mixed emotions. I am thrilled that all efforts have been 

rewarded and eager to embark on the next chapter of my life. 

First, I would like to extend my deepest gratitude to my supervisor, Dr Anna Vuorio, for her 

insightful advice and unwavering support during this journey. I am profoundly grateful for 

her availability to address my inquiries and her expert guidance from the beginning to the 

end of my thesis. Her tremendous support and guidance propelled me through this 

challenging journey very smoothly.  Secondly, I wish to convey my appreciation to Prof. 

Henri Hakala for encouraging me to explore new perspectives, which greatly enriched the 

quality of my thesis. I thank Prof. Kaisu Puumalainen and Dr. Mika Vanhala for supporting 

my quantitative research study.  

Finally, I want to convey my deepest love and appreciation to my friends and family for their 

exceptional assistance. Without your help, I could not have completed my university studies 

and this thesis. The companionship of my friends made my academic journey truly special, 

and the encouragement from my family strengthened me during this challenging journey. 

Thank you, Suren, my kids, parents, sister and colleagues from Sri Lanka for being my 

energy healers.  

 

Lappeenranta. June 12th, 2024 

Devendra Jayawardane 

 

  



 

 

  

ABBREVIATIONS  

AVE Average Variance Extracted 

C.R. Composite Reliability 

CD Coefficient of Determination 

CFA Confirmatory Factor Analysis  

CFI Comparative Fit Index  

COC Code of Conduct 

CVF Competing Value Framework 

EFA Exploratory Factor Analysis  

KMO Kaiser-Meyer-Olkin 

MI Modification Indicators   

MNC Multinational National Corporation 

OCAI Organisational Culture Analyse Instrument 

OLS Ordinary Least Square   

RMSEA Root Mean Square Error of Approximation 

SD Standard Deviation 

SEM Structural Equation Modeling  

SRMR Standardized Root Mean Squared  

TLI Tucker Lewis  Index  

 

  

 

 

 



 

 

  

TABLE OF CONTENTS 

 
1 INTRODUCTION ........................................................................................................ 9 

1.1 Background of the Study ....................................................................................... 9 

1.2 Definitions of the Key Concepts .......................................................................... 13 

1.3 Research Objectives and Questions ..................................................................... 16 

1.4 Theoretical Framework ........................................................................................ 19 

1.5 Methodology ........................................................................................................ 20 

1.6 Delimitations ........................................................................................................ 22 

1.7 Structure of the Thesis ......................................................................................... 22 

2 LITERATURE REVIEW .......................................................................................... 24 

2.1 Organisational Culture ......................................................................................... 24 

2.2 Organisational Values .......................................................................................... 25 

2.3 Which factors determine leaders’ adherence to organisational values? .............. 34 

2.3.1 Organisational Culture Type ............................................................................ 35 

2.3.2 Leadership Profile ............................................................................................ 40 

2.3.3 Availability of Code of Conduct ...................................................................... 44 

2.3.4 Organisations’ commitment to values ............................................................. 45 

2.3.5 Sense of Belonging .......................................................................................... 47 

2.4 Summary of Hypotheses ...................................................................................... 49 

3 METHODOLOGY ..................................................................................................... 50 

3.1 Research Design .................................................................................................. 50 

3.2 Data Collection .................................................................................................... 51 

3.3 Measures .............................................................................................................. 54 

3.3.1 Independent Variables ..................................................................................... 54 

3.3.2 Dependent Variables ........................................................................................ 55 

3.3.3 Control Variables ............................................................................................. 55 

3.4 Data Analysis ....................................................................................................... 56 

3.5 Reliability and Validity ........................................................................................ 61 

4 RESULTS .................................................................................................................... 63 

4.1 Descriptive Statistics ............................................................................................ 63 

4.2 Factor Analysis .................................................................................................... 66 



 

 

  

4.2.1 Exploratory Factor Analysis ............................................................................ 66 

4.2.2 Confirmatory Factor Analysis ......................................................................... 68 

4.3 Factor Descriptions .............................................................................................. 74 

4.4 Regression Analysis and Hypothesis Testing ...................................................... 81 

4.5 Structural Equation Modelling ............................................................................. 89 

5 DISCUSSION AND CONCLUSIONS ...................................................................... 92 

5.1 Which organisational culture types foster a leader’s adherence to organisational 

values? …………………………………………………………………………………..93 

5.2 What is the role of leadership profile and governance factors in pursuing a leader’s 

adherence to organisational values? ................................................................................. 95 

5.3 What is the impact of organisational commitment to values on the sense of 

belonging? ........................................................................................................................ 98 

5.4 What is the impact of organisational commitment and sense of belonging on 

leaders’ adherence to organisational values? ................................................................... 99 

5.5 Theoretical Contributions .................................................................................. 101 

5.6 Practical Implications ........................................................................................ 103 

5.7 Limitations and Future Research ....................................................................... 106 

REFERENCES ................................................................................................................. 109 

APPENDICES .................................................................................................................. 127 

Appendix  1: Questionnaire ............................................................................................... 127 

Appendix 2:  Structure of the Questionnaire ..................................................................... 132 

Appendix 3: Data Distribution, Normality Test and Shapiro-wilk Test ............................ 136 

Appendix 4: Descriptive Statistics ..................................................................................... 146 

Appendix 5: Graphical Representation of Cross Tabulations ........................................... 147 

Appendix 6: Correlation Matrix ........................................................................................ 150 

Appendix 7: Code Book .................................................................................................... 151 

 

 

 

 

 



 

 

  

List of Figures 

Figure 1: Research Focus ..................................................................................................... 12 

Figure 2: Theoretical Framework ........................................................................................ 19 

Figure 3: Manifestation of Culture (Hofstede et al.,1990) .................................................. 26 

Figure 4: Culture Types Underlying in the CVF (adapted from Cameron et al., 2022) ...... 35 

Figure 5: Relationship Between Variables .......................................................................... 48 

Figure 6: Perception of Clan Culture by Frequency of Ratings ........................................ 136 

Figure 7: Perception of Hierarchy Culture by Frequency of Ratings ................................ 137 

Figure 8: Perception of Adhocracy Culture by Frequency of Ratings .............................. 138 

Figure 9: Perception of Market Culture by Frequency of Ratings .................................... 139 

Figure 10: Perception of Value Congruence by Frequency of Ratings ............................. 140 

Figure 11: Perception of COC by Frequency of Ratings ................................................... 141 

Figure 12: Perception of OCTV by Frequency of Ratings ................................................ 142 

Figure 13: Perception of SOB by Frequency of Ratings ................................................... 143 

Figure 14: Perception of LAOV by Frequency of Ratings ................................................ 144 

Figure 15: Leaders’ Adherence to Organisational Values by Gender ............................... 147 

Figure 16: Leaders’ Adherence to Organisational Values by Age .................................... 148 

Figure 17: Leaders’ Adherence to Organisational Values by Position .............................. 148 

Figure 18: Leaders’ Adherence to Organisational Values by Experience ......................... 148 

Figure 19: Leaders’ Adherence to Organisational Values by Education ........................... 149 

Figure 20: Leaders’ Adherence to Organisational Values by Industry ............................. 149 

 

List of Tables  

Table 1: Structure of the Thesis ........................................................................................... 23 

Table 2: Main Characteristics of Four Organisational Culture Types ................................. 36 

Table 3: Summary of Hypotheses ........................................................................................ 49 

Table 4: Structure of the Questionnaire ............................................................................... 53 

Table 5: Frequency Distribution of Respondents’ Background Information ...................... 64 

Table 6: Exploratory Factor Analysis, Adequacy and Reliability ....................................... 67 

Table 7: Confirmatory Factor Analysis Results – Initial Model ......................................... 69 

Table 8: Confirmatory Factor Analysis Results – Model 2 ................................................. 71 

Table 9: Confirmatory Factor Analysis – Model 3 .............................................................. 73 

Table 10: Fit Indices of Different Model Iterations ............................................................. 74 

Table 11: Summary of Factor Descriptions ......................................................................... 75 

Table 12: Regression Analysis Results of Clan Culture ...................................................... 81 

Table 13: Regression Analysis Results of Hierarchy Culture ............................................. 82 

Table 14: Regression Analysis Results of Adhocracy Culture ............................................ 83 

Table 15: Regression Analysis Results of Market Culture .................................................. 84 

Table 16: Regression Analysis Results of Culture Types as a Single Model ...................... 85 

Table 17: Regression Results of Value Congruence ........................................................... 86 

Table 18: Regression Results of Education ......................................................................... 86 

Table 19: Regression Results of Experience ....................................................................... 87 

Table 20: Regression Results of COC ................................................................................. 88 



 

 

  

Table 21: Regression of Leader Profile and Governance Factors as a Single Model ......... 89 

Table 22: Structural Model Test Results ............................................................................. 91 

Table 23: Normality Test Results of Clan Culture ............................................................ 136 

Table 24:  Shapiro-Wilk Test Results of Clan Culture ...................................................... 137 

Table 25: Normality Test Results of Hierarchy Culture .................................................... 137 

Table 26: Shapiro-Wilk Test Results of Hierarchy Culture .............................................. 138 

Table 27: Normality Test Results of Adhocracy Culture .................................................. 138 

Table 28: Shapiro-Wilk Test Results of Adhocracy Culture ............................................. 139 

Table 29: Normality Test Results of Market Culture ........................................................ 139 

Table 30: Shapiro-Wilk Test Results of Market Culture ................................................... 140 

Table 31: Normality Test Results of Value Congruence ................................................... 140 

Table 32: Shapiro-Wilk Test Results of Value Congruence .............................................. 141 

Table 33: Normality Test Results of COC ......................................................................... 141 

Table 34: Shapiro-Wilk Test Results of COC ................................................................... 142 

Table 35: Normality Test Results of OCTV ...................................................................... 142 

Table 36: Shapiro-Wilk Test Results of OCTV ................................................................. 143 

Table 37: Normality Test Results of SOB ......................................................................... 143 

Table 38: Shapiro-Wilk Test Results of SOB .................................................................... 144 

Table 39: Normality Test Results of LAOV ...................................................................... 144 

Table 40: Shapiro-Wilk Test Results of LAOV ................................................................ 145 

Table 41: Descriptive Statistics of Dependent and Independent Variables ....................... 146 

Table 42: Codes Used in Analysing Descriptive Data ...................................................... 151 

Table 43: Item Codes ......................................................................................................... 152 

 

 

 

 

 

 

 

 

 

 

 

 



9 

 

  

1  INTRODUCTION 

1.1  Background of the Study 

Throughout history, while emphasis has long been placed on positive values such as 

goodness, truth, and honesty, it was only in recent decades that the essential role of values 

in businesses has begun to be widely acknowledged (Mikołajczak, 2023). As such, in the 

contemporary landscape, many organisations characterised by a robust culture have 

embraced a Code of Conduct (COC) and organisational values, and this strategic approach 

is intended to assist them in achieving their mission and goals (Adamoniene et al., 2021). 

Hence, organisational culture stands out as a pivotal characteristic that significantly shapes 

the behaviour of both groups and individuals within an organisation (Kang et al., 2023), and 

organisational values play a key role in steering that journey (Weldon et al., 2023).  

 

Organisational values drive accepted behaviour in an organisation, forming the cornerstone 

for developing culture, encompassing norms, behaviours, and attitudes (Weldon et al., 2023). 

Furthermore, it delineates the attributes of an organisation and serves as a guide for 

employees, helping them sense their environment and providing direction when making 

choices or assessing behaviour (Tourky et al., 2023). Core values communicate essential 

elements that describe an organisation's priorities, identities, and character traits (Weldon et 

al., 2023). Hence, the power of organisational culture manifests in how employees recognise 

the organisation as possessing a clearly defined direction and values that are in alignment 

(Kang et al., 2023).  

 

Recent studies have immensely emphasised the significance of organisational values as an 

instrument that facilitates the effective management of organisational chaos (Mikołajczak, 

2023). Furthermore, numerous studies have stressed that organisational values clarify the 

organisation's purpose (Tvedt et al., 2023). Most scholars have emphasised a favourable 

correlation between performance and organisational values, recognising organisational 

values as a vital asset deserving attention in strategic decisions about the organisation's 
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development (Mikołajczak, 2023). Values also have functioned as a criterion for assessing 

organisational success (Adamoniene et al., 2021). 

 

The emergence of COVID-19 has brought to light how organisational values play a critical 

role in influencing leadership practices, as these values positively influence the 

establishment of a resilient learning environment (Tvedt et al., 2023). Alternatively, 

organisational values can play a significant role in corporate governance, especially when 

organisational members encounter decisional conflicts without specific established rules 

(Fotaki et al., 2020). Scholars have identified organisational values as crucial predictors of 

job satisfaction, as they portray a substantial moderating role between job satisfaction and 

work-related factors (Yoon & Khan, 2020). Hence, internalising organisational values 

fosters favourable views of these values and encourages behaviours that align with the values 

of the organization (Tourky et al., 2023). 

 

The familiarity and influence of organisational values on most employees typically occur 

through interactions with the people in their immediate surroundings (Tourky et al., 2023).  

Hence, employees predominantly perceive their organisation through the lens of their work 

unit leader (Shanafelt et al., 2021). As such, working in an organisation which does not have 

a strong value base and leaders who uphold those values is challenging (Junttonen, 2020). 

Therefore, organisations should aim to enhance the alignment of values through the leaders 

(Weldon et al., 2023). This underscores leaders' important role in initiating and guiding 

through organisational values (Tourky et al., 2023). Leaders can direct subordinates 

according to organisational values through policy structures and living by examples (Weldon 

et al., 2023). Furthermore, understanding organisational values and the way how they are 

affected by several factors of leaders, such as service, age, and work nature, can aid in 

reshaping employee belief and behaviour toward organisational success (Adamoniene et al., 

2021).  

 

When there is alignment with the culture and congruence between individual values and 

organisational values, members demonstrate increased engagement and enhanced 

performance (Kang et al., 2023). Many studies concentrating on alignment between 
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individuals and organisations indicate that value congruence is favourably connected with 

significant outcomes of work, including low attrition rates, high job satisfaction, ethical 

behaviour and reinforced commitment to the organisation (Adamoniene et al., 2021). 

Leaders in organisations characterised by high-value congruence among employees may 

find that such congruence provides an initial reserve of goodwill to take calculated risks for 

driving organisational change and fostering innovation and survival (Cha et al., 2020). Value 

congruence enhances employee commitment and builds a strong reputation for service 

excellence by delivering consistent and high-quality service (Tourky et al., 2023). 

 

However, misalignments in organisational values can be devastating and may lead to 

detrimental outcomes, including mistrust, unproductive behaviour, lack of collaboration, 

low morale, accountability issues, and undesirable turnover (Weldon et al., 2023). For 

example, if an organisational leader commits a breach of values, such as behaving in a 

manner perceived by employees as uneven with the organisational values, the leader's 

integrity is tainted in employees' eyes (Cha et al., 2020). Hence, organisations facing 

difficulty aligning values with behaviours may encounter challenges in onboarding new 

leaders, potentially leading to employee disengagement, proving the significance of 

choosing individuals that align well with the organisation (Weldon et al., 2023). 

 

Value statements and COC have become common highlights in the economic world today 

(Adla et al., 2020), and current policy perspectives indicate that organisational values, as a 

prominent block of corporate culture, which expects standards of behaviour from every level 

of an organisation (Fotaki et al., 2020). However, numerous scandals continue to emerge, 

highlighting the efficacy or sincerity of organisational values stated by organisations (Adla 

et al., 2020). Many large-scale, well-established organisations have fallen due to lapses in 

ethics, illustrating a fragmented connection between leaders’ ethos, as evidenced by recent 

organisational scandals in the past decade (Chang et al., 2021). Thus, the values of the 

organisation should not be merely a window-dressing workout and must be properly linked, 

communicated and operationalised through genuine internalisation to gain the belief of 

employees (Tourkey et al., 2023).  
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Moreover, in the current era marked by rapid societal changes and intensive competition, 

organisational values have also evolved to adapt to growing expectations (Adamoniene et 

al., 2021). However, despite the behavioural perspective in corporate governance 

emphasising the significant influence of the social context on individual behaviour, 

insufficient consideration has been given to broader social factors, like organisational values, 

that actively influence the social context of an organisation (Fotaki et al.,  2020). Most 

studies regarding contributions to values in the sociological and managerial literature have 

predominantly converged only on the nature of values (Adla et al., 2020).   

 

 

Figure 1: Research Focus 

 

There is a deficiency in extant literature regarding the factors determining leaders’ adherence 

to organisational values (Adla et al., 2020). This research empirically fills this gap by 

exploring which types of organisational culture, leader profiles, and governance factors 

contribute to leaders’ adherence to organisational values. It also examines how commitment 

to values by an organisation and a sense of belonging influences leaders’ adherence to 

organisational values and how an organisation’s commitment to values affects the sense of 

belonging. This study aims to give practitioners insights into shaping organisational culture 

through values. Grojean et al. (2004) have highlighted the requirement for an integrated 

approach to identifying how factors like culture, leader profiles and governance influence 

leaders’ adherence to organisational values. Hence, as shown in Figure 1, this study 
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primarily focuses on the intersection of four key areas: organisational culture type, leader 

profile, governance factors, and organisation’s commitment. 

 

1.2  Definitions of the Key Concepts 

The following section presents the key concepts and respective definitions used in this study. 

Key concepts involve organisational culture, organizational values, value adherence, value 

congruence, leader profile, governance factors, COC, an organisation’s commitment to 

values, and a sense of belonging. 

 

Organisational culture is conceptualised by different scholars using diverse frameworks 

and definitions. Organisational culture is identified as the shape of common values and views 

which facilitate employees to comprehend the reasons behind certain events, thereby 

instructing them on the organisation’s social norms (Deshpande et al., 1993). Organisational 

culture comprises characteristics of the structure of the organisation, which is not only 

denoted by the role specifications, division of responsibilities, and relationships but also 

consists of  shared beliefs, attitudes, norms and values (Anthony & Govindarajan, 2007). It 

is also identified as the way employees of an organisation behave and demonstrate their 

commitment to the company by following the values and belief systems that guide them 

(Junttonen, 2020). Organisational culture emerges from the shared values of its employees 

(Shockley-Zalabak & Morley, 1989). Different scholars have categorised organisational 

culture types based on different factors (Hogan & Coote, 2014). However, this study will 

use the organisational culture types introduced by Cameron and Quinn (1999). They have 

proposed four types of organisational cultures, namely clan, hierarchy, adhocracy and 

market, based on the Competing Value framework (CVF), defining them by way of distinct 

cultural archetypes that organisations can embody to varying extents. 

 

Organisational values are one of the fundamentals of organisational culture (Gorenak & 

Kosir, 2012). It expresses the organisation’s principles, beliefs, and consequently,  what 

directs the behaviour of the organisation and decision-making (Walter, 1995). For an 
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organisation to survive and be successful, there should be a sound set of values to guide its 

policies and actions as a fundamental requirement (Posner & Kouzes, 2006).   Organisational 

values stem from the patterns of behaviour, approach to decision-making, and style of 

communication within the organisation (Gorenak & Kosir, 2012). It is also viewed as a 

manifestation of an organisation’s guiding philosophy, deeply embedded within its culture 

(Sahay et al., 2018). 

 

Value adherence means following and operating in alignment with the values established 

by the organisation (Sahay et al., 2018). It is the degree to which individuals consistently 

align their actions and behaviours with the values and ethical standards of the organisation 

(Trevino et al., 2006). Value adherence involves employees’ commitment to and enactment 

of the values that lay the foundation of the culture and alignment with individual behaviours 

and decision-making processes with the core values and principles upheld by the 

organisation (Meglino & Ravlin, 1998). It is the process through which members of an 

organisation consistently exhibit behaviours that align with the organisation's established 

values and cultural norms and internalise values (Schein, 2010). 

 

Value Congruence involves aligning organisational values and employees’ individual 

values, occurring when personal values are in harmony with organisational values (Tourkey 

et al., 2023).  The literature suggests that when employees possess values which  align with 

those of their employing organisation, they experience job satisfaction, demonstrate 

organisational identification, and actively strive to uphold the employment relationship 

(Edwards & Cable, 2009). It is integral to person-organisation fit, indicating how well an 

individual integrates into an organisation, and prior literature has focused on aligning 

employees’ beliefs and values (Dunaetz, et al., 2022). It can also be explained as having an 

understanding of the organisational values and aligning with those values  (Sahay, et al., 

2018).  

 

Leadership Profiles demonstrate the compositional characteristics of leaders, like gender, 

age, experience, and education level (Jones & Bekhet, 2015). A leadership profile 

encompasses the traits, skills and behaviours characterising an effective leader within an 
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organisation. According to the Upper Echelon Theory, these profiles generally compromise 

elements such as values, educational background, and professional experience, which 

together shape a leader’s decision-making and overall influence on the organisation 

(Hambrick & Mason, 1984). This thesis will consider leaders’ experience in the particular 

organisation, highest education level, and value congruence under the leadership profile.  

 

Governance factors are increasingly used in the corporate world to clarify the ambiguous 

criteria for mismanagement and malpractices. For example, the suggestions outlined in a 

governance code delineate concepts like fundamental principles or values of prudent 

business conduct and valid reasons to question the accuracy of a policy. Consequently, a 

COC works as a governance factor, offering a framework for interpreting the general 

principles of how the organisation and its members should behave (Lückerath-Rovers & De 

Bos, 2011). However, for years, whether new legislation and revised codes have effectively 

tightened governance and cultivated organisational cultures to promote compliance and 

ethical decision-making has persisted (Canary & Jennings, 2008) .  

 

COC indicates a code that explains the company norms and values it maintains and describes 

the parameters for which an organisation can held accountable (Kaptein, 2004). Many 

organisations have addressed legal and ethical compliance challenges by adopting 

management control techniques developed over the past 20 years, starting with a COC, a 

voluntary written commitment to influence and control business behaviour for the 

organisation’s benefit (Gordon & Miyake, 2001). COC is also recognised as a formal, 

acknowledged document comprising ethical standards aimed at guiding corporate conduct 

and employee behaviour (Schwartz, 2001). A COC is an effective tool for enhancing an 

organisation’s moral resilience (Kaptein & Wempe, 1998). Adopting a COC is equivalent to 

committing to corporate self-regulation (Babri, et al., 2021).  

 

Organisation’s commitment to values expresses that the priority should consistently be 

given to the interest of the organisation over those individuals or specific employee groups, 

with particular emphasis on the dominance of organisational interest while internalizing 

values (Fayol, 1949).  An organisation’s commitment to its values entails a central emphasis 
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on the core values of the firm, which are manifested through its structure and actions, by 

actively upholding and promoting those values in its operations and decision-making 

processes (Denison & Mishra, 1995). A committed organisation ensures that its values are 

not just superficially stated but are deeply embedded in its culture and guide its actions across 

the organisation (Kang et al., 2023). 

 

Sense of belonging means integration into something more significant, evolving through 

ongoing interactions between tangible elements and social aspects. It encompasses 

navigating boundaries, actively participating, engaging, and seeking shared practices within 

an organisation (Filstad et al., 2019). It refers to the experience of positive relationships and 

encompasses the subjective feeling of security and integration within an organisational 

context (Lambert et al., 2013). Humans’ natural need to belong is closely tied to finding 

meaning in life (Baumeister, 2005).  

 

1.3  Research Objectives and Questions 

However, the factors that would foster the nurturing of organisational values have not been 

researched sufficiently (Fotaki et al., 2020). Previous studies have primarily focussed on 

understanding the nature of organisational values, with less attention given to the specific 

factors that would promote leaders’ adherence to organisational values (Adla et al., 2020). 

Hence, this thesis aims to provide empirical evidence to fill this research gap by identifying 

factors that drive leaders’ adherence to organisational values.   

 

Various culture types can coexist in an organisation (Deshpande et al., 1993), each with 

different perspectives on upholding values. Consequently, even individuals with identical 

backgrounds may behave differently based on organisational culture (Krueger et al., 2013). 

The dominant culture evolves, shapes expected inclinations, and labels the organisation 

(Deshpande et al., 1993). Scholars emphasise the significant correlation between leadership 

and organisational culture (Ogbonna & Harris, 2000; Sarros et al., 2008; Ahmed, 2019), 

underscoring the pivotal role of leadership in shaping culture (Nanjundeswaraswamy & 
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Swamy, 2014). Although research has examined organisational culture’s impact on 

performance and leadership, the specific drivers behind leaders’ adherence to values remain 

underexplored (Cameron & Quinn, 2011; Hartnell et al., 2011). This study examines to 

determine the relationship between organisational culture and leaders' adherence to 

organisational values, recognising these values as the foundation of organisational culture. 

 

Leadership significantly shapes organisational culture (Gehman et al., 2013), necessitating 

the careful selection of leaders with high-value congruence (Liebeskind et al., 1996).  

Additionally, leaders’ education and experience influence their adherence to organisational 

values as per the Upper Echelon Theory (Schwartz, 1992; Argandona, 2002). The prior 

research suggests that leaders' decisions are influenced by their experiences, values, and 

personalities (Hambrick, 2007), impacting organisational outcomes, including adherence to 

organisational values (Neely Jr et al., 2020). However, existing literature has not yet 

explored which leader profiles enhance leaders' adherence to organisational values regarding 

value congruence, education and experience. Hence, this study intends to recognise the 

relationship between distinct attributes of leadership profiles conducive to fostering leaders’ 

adherence to organisational values. 

 

In recent times, governance failures have disrupted the corporate landscape, with leaders 

accountable for these incidents (Grojean et al., 2004). Literature suggests that aligning 

compliance efforts with organisational values can benefit corporate governance and ethical 

standards,  with governance factors such as COC influencing leaders’ adherence to 

organisational values  (Fotaki et al., 2020). Notably, COC articulate an organisation’s 

pursuits, norms, and values, providing accountability parameters, with 52% of large 

companies globally having a code (Kaptein, 2004). However, existing literature has not 

thoroughly examined how the presence of a COC affects leaders’ adherence to 

organisational values. Hence, this study aims to identify the effect of having a COC on 

enhancing leaders’ adherence to organisational values.  

 

The organisation’s commitment to its values significantly enhances the sense of belonging 

and leaders’ adherence to organisational values (Kang et al., 2023). There are significant 
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differences between organisations with explicit, implicit, and absent organisational values 

in terms of organisational performance, in the aspects of employee absenteeism, loyalty, and 

perception of the organisation’s image (Gorenak & Kosir, 2012). Communicated 

organisational mission and core values ensure workforce perception of organisational values 

(Janaka et al., 2020). Scholars suggest that organisations radically aligned with their values 

are more successful (Devero, 2003). However, existing literature lacks exploration of how 

organisations’ commitment to values impacts leaders’ adherence to organisational values 

and sense of belonging  (Kang et al., 2023). Thus, this study examines how an organisation’s 

commitment to values and sense of belonging encourage leaders’ adherence to 

organisational values. 

 

The conceptualisation of values in the business domain has gained attention from both 

scholarly and professional communities (Malbašić et al., 2016).  For decades, academics and 

corporate experts have complimented the importance and nature of organisational values 

(Ouchi, 1979; Oreilly, 1989;  Collins & Porras, 1996; Brytting & Trollestad, 2000).  

However, while numerous aspects of organisational values and their part in businesses have 

been thoroughly researched, there are still unexplored facets in this domain of understanding 

the factors that determine leaders’ adherence to organisational values (Adla et al., 2020; 

Fotaki et al., 2020). This gap presents avenues for new studies in the areas of selecting a 

proper set of organisational values, identifying factors influencing leaders' adherence to 

values, identifying contextual influences on value adherence,  examining the impact of value 

congruence on leadership, and conducting longitudinal studies on adherence to values 

(Malbašić et al., 2016).  Hence, this study will concentrate on below research questions.  

 

Research Questions: 

1. Which culture types foster leaders’ adherence to organisational values? 

2. What is the role of leadership profile and governance factors in pursuing a leader’s 

adherence to organisational values? 

3. What is the impact of organisational commitment to values on the sense of belonging? 

4. What is the impact of organisational commitment and sense of belonging on leaders’ 

adherence to organisational values? 



19 

 

  

Organisational Culture 

Type 

Leadership Profile 

Governance Factor 

Organisation’s 

Commitment to Values 

1.4  Theoretical Framework  

This thesis’s framework is built around four key concepts: organisational culture, leader 

profile, governance factors, and the organisation’s commitment to values. The study focuses 

mainly on identifying which factors affect leaders’ adherence to organisational values and 

identifying the effect of an organisation’s commitment to values on the sense of belonging. 

Figure 2 depicts the theoretical framework of the study. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: Theoretical Framework 
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Organisational culture type, based on CVF, has been recognised as one of the critical 

influences of leaders’ adherence to organisational values  (Detert et al., 2000; Cameron &  

Quinn, 2011; Hartnell et al., 2011). Previous studies have considered the impact of leaders’ 

profiles on their adherence to organisational values based on the Upper Echelon Theory, 

which suggests that the leaders’ characteristics and thinking are influenced by their values, 

experiences, and educational background in a way that can affect organisational outcomes 

such as adherence to organisational values  (van der Zee & Swagerman, 2009). The study 

explores how governance factors and organisational commitment to values influence 

adherence to organisational values using the Decoupling Theory, which highlights the 

difference between practices and policies (Bromley & Powell, 2012). Organisational values 

alone do not affect leaders’ adherence; they must be actively used as guiding principles in 

decision-making and demonstrate commitment  (Dalton, 2008; Collins, 2009).  

 

 

1.5  Methodology 

This study employs a deductive approach to investigate the research question, utilising a 

hypothesis derived from existing literature (Cooper & Emory, 1995). The study adopts a 

quantitative approach, utilising a distinct primary dataset as the source of information 

(Creswell & Creswell, 2018). Given the objective of testing causal relationships among 

variables, a quantitative study method is deemed (Abusabha & Woelfel, 2003).  To 

accommodate time constraints, a cross-sectional survey design is chosen. In quantitative 

studies, researchers use cross-sectional surveys to gather data to examine respondents’ 

behaviours, intentions, attitudes, and opinions, as it is beneficial to recognise the relationship 

between the variables (Connelly, 2016). This method is well-suited for addressing 

descriptive research questions that seek to ascertain how variables correlate (Creswell & 

Creswell, 2018).   

 

Self-reported questionnaires represent the predominant approach for researching 

organisational culture (Jung, 2009). Moreover, questionnaires allow the collection of vast 

amounts of data effectively and can be identified as the most convenient method to get the 

responses of professionals compared to other methods (Cooper & Emory, 1995). Therefore, 
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the questionnaire served as the exclusive means of acquiring the primary data in this study. 

The study’s population consists of professional employees of Multinational National 

Corporations (MNC) in Sri Lanka, and a convenience sampling method was used due to time 

and financial limits. Pre-tested and validated measures from the existing literature were used 

to construct the questionnaire. The study obtained 171 responses, and the survey was 

anonymous.  

 

Maximising information retrieval, a seven-point Likert scale was employed (Green & Rao, 

1970). Studies have shown that scales of five, seven and ten points yield the highest scores 

for ease of use (Taherdoost, 2019). Specifically, the seven-point scale is deemed the most 

optimal overall, consistently yielding accurate measurements (Diefenbach et al., 1993). 

Consequently, this research employed a seven-point Likert scale in order to gauge 

respondents’ attitudes, perceptions, and opinions on adherence to organisational values, 

ranging from strongly disagree to strongly agree. The collected data underwent analysis 

using quantitative methods, including regression analysis to identify the relationships 

between variables, and the scales’s validity and reliability were evaluated (Albers, 2017). 

 

Cameron and Quinn’s CVF is a proven model that effectively identifies various culture types 

present in an organisation (Brooks, 2007).  In this study, as suggested by Cameron and Quinn 

(2011), the adherence to organisational values was examined across various types of 

organisational culture. Accordingly, by using a CVF, an organisation’s members can swiftly 

determine an accurate picture of its current culture. The correlation analyses are tested to 

identify the impact of culture type, leadership profile, and governance factors on leaders’ 

adherence to organisational values. The organisation’s commitment and sense of belonging 

affect on leaders’ adherence to organisational values, and the impact of the organisation’s 

commitment on the sense of belonging were tested using SEM. The model's statistical 

significance and the magnitude of the observed relationship were checked. 
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1.6  Delimitations 

This research is delimited in many ways. Firstly, this study is limited to only a few factors 

affecting leaders’ adherence to organisational values. However, other factors could influence 

the leaders’ commitment to organisational values, such as leadership style, structure, reward 

and recognition mechanism, performance management system, etc. (Bass & Avolio, 1994; 

Armstrong & Taylor, 2020). Secondly, this study applied a quantitative approach. Some 

scholars argue that qualitative study methods can only measure organisational culture, while 

others do not perceive fundamental obstacles to assessing culture through quantitative 

questionnaires (Cameron & Quinn, 2011). Thus, a quantitative approach is used to remove 

the subjectivity and ensure a more accurate representation of the situations with less prone 

to interpretation biases. Thirdly, this study only focuses on one single country, Sri Lanka, 

and it restricts the generalizability of the results of this thesis. The results can only be 

considered in other countries if this limitation is considered. Nevertheless, the need for this 

topic is timely in Sri Lanka, given the country’s current severe financial crisis and the 

heightened prominence role that multinationals need to play in order to overcome the 

situation (Central Bank of Sri Lanka, 2022; Nimal & Namboodiripad, 2022). The integrity 

concerns surrounding the authority leaders have adversely affected the attraction of foreign 

direct investments, consequently, the adherence to values by leaders in multinationals is 

anticipated to emerge as a crucial determining factor in the near future (Selvarajah et al., 

2020). 

 

1.7  Structure of the Thesis 

The research is primarily divided into two parts, theoretical and empirical, with five main 

chapters. It began with an introduction chapter that introduced the topic and outlined the 

overview of the study’s background. This chapter portrayed the rationale behind this 

research and outlined the research objectives and questions. Table 1 presents a summary of 

the research questions addressed in this study and indicates the chapters that offer theoretical 

and empirical answers to these research questions. 
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Table 1: Structure of the Thesis 

 

Research Question Theoretical Part Empirical Part 

Which culture types foster leaders’ adherence to 

organisational values? 

2.3.1 4.4 

What is the role of leadership profile and 

governance factors in pursuing a leader’s 

adherence to organisational values? 

2.3.2 & 2.3.3 4.4 

What is the impact of organisational 

commitment to values on the sense of 

belonging? 

2.3.4 & 2.3.5 4.5 

What is the impact of organisational 

commitment and sense of belonging on leaders’ 

adherence to organisational values? 

2.3.4 & 2.3.5 4.5 

 

Chapter 2 presents the theoretical framework, laying the foundation for hypothesis formation 

through an extensive literature review. Here, the research questions are answered from a 

theoretical perspective, providing a robust conceptual basis for the study. The empirical 

phase begins in Chapter 3, which outlies the methodology and design of the research in 

detail. This chapter expounds upon the data collection methods and analysis techniques, 

offering justifications for the chosen approaches. Additionally, it evaluates the validity and 

reliability of the measures to ensure the integrity of the study findings. Next, Chapter 4 

focuses on establishing the measurements for testing the hypothesis and presenting the 

results. It systematically addresses the research questions by interpreting the data collected. 

Chapter 5 synthesises the findings of the study, delving into their theoretical and practical 

limitations. It acknowledges the limitations of the study and offers suggestions for future 

research, thereby facilitating ongoing exploration and advancement in the field.  
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2  LITERATURE REVIEW 

In this chapter, the current literature on organisational culture, organisational values, and the 

connection between adherence to the organisational values and factors such as culture type, 

leadership profile, governance factors, and the organisation’s commitment towards values is 

analysed. First, organisational culture concept is presented using various perspectives for 

explanation. Second, the organisational value concept is introduced, and the relationship 

between adherence to organisational values and factors is identified. Third, culture types are 

presented with the core model used for explanation. Fourth, education, experience, and value 

congruence are conceptualised as a leadership profile, and the relationship between value 

adherence is presented. Fifth, the availability of a COC is considered a governance factor, 

and its relationship with value adherence is described. Finally, the organisation's 

commitment towards organisational values is discussed from the perspective of creating a 

sense of belonging towards enhancing leaders’ adherence to organisational values. 

 

The connection between culture, organisational effectiveness and performance has gained 

more attention from scholars (Übius & Alas, 2009). Furthermore, an expanding amount of 

management literature has studied corporate culture and its influence on organisational 

performance (Ponser & Kouzes, 2006).  Simultaneously, research on organisational culture 

has given a prominent focus on organisational values as they pave the way for the success 

and survival of an organisation (Grojean et al., 2004). However, it is essential to identify 

whether organisational culture and values have been a just fad or bring influential realities 

to the corporate world (Ponser & Kouzes, 2006).  

 

2.1  Organisational Culture 

Scholars have variably conceptualised organisational culture throughout history using 

diverse frameworks and definitions. From one perspective, organisational culture is 

identified through the values which are underlying the roots of an organisation (Schein, 

1992). In the same shade of light, organisational culture can be explained as a set of shared 
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values (O’Reilly & Chatman, 1996; Douglas et al., 2001). The organisational culture can 

also be defined as the blueprint of beliefs and shared values that facilitate individuals' 

realisation of how an organisation functions and offers norms for behaviour (Deshpande et 

al., 1989). Alternatively, organisational culture can be explained as a set of fundamental 

presumptions to work with its problems and external parties and are demonstrated to new 

hires as the right path to think, feel and act (Schein, 1984).  

 

Corporate culture is made up of both outward signs, such as dress code, and inward signs, 

such as belief systems, organisational values, and norms (Chang & Lee, 2007). Consistent 

with the same perspective, organisational culture is a collection of the fundamental common 

values and behaviours created through time by leadership influence (Wang & Chich-Jen, 

2010). Corporate culture is also a collection of organisational members' adherence to and 

practice of organisational values that set them apart from other organisations (Suharti & 

Suliyanto, 2012). Organisational culture is all about the leaders’ values (French, 2002). Good 

organisational values like fairness, openness, and trust should be reflected in corporate 

culture, and a healthy, strong business culture can uphold these values and ideas if the 

employee decides always to maintain them (Suharti & Suliyanto, 2012).  

 

Shared values constitute a foundational element of organisational culture, influencing 

organisational purpose, goals, and decisions at every level. Cultural strength defines the 

degree of shared values among an organisation's members (Saffold, 1988). Organisational 

culture consists of shared values and beliefs, and the homogeneousness and dominance of 

these deeply rooted values and behaviours among employees is referred to as the power of 

the culture (Miron et al., 2004). Values feed the base for organisational goals and purpose, 

and they guide organisational decisions every day at every level (Grojean et al., 2004). 

 

2.2  Organisational Values  

Values, rituals, heroes, and symbols express the culture of an organisation (Hofstede et al., 

1990), as depicted in Figure 3 below. Accordingly, the essence of culture is created by 
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organisational values. Similarly, organisational values can be considered fundamentals of 

organisational culture (Gorenak & Kosir, 2012). However, the different definitions of 

organisational values stem from different theoretical bases. From one perspective, values are 

what people trust to be morally worthy or important (Cinulla, 2020). On a different aspect, 

organisational values can be identified as a set of beliefs that direct employees in selecting 

and evaluating actions, connected to a broad range of processes and outcomes of the 

organisation (Fotaki et al., 2020). To survive and be successful, organisations should have a 

sound set of values to guide their policies and actions as a fundamental requirement (Posner 

& Kouzes, 2006).  

 

 

 

Figure 3: Manifestation of Culture (Hofstede et al.,1990) 

 

In any organisation, a critical element of the culture is described through values (O'Reilly & 

Chatman, 1996). Members' judgement of the values as a whole is what it means by 

organisational values (Kalliath et al., 1999).  The values are defined as the desired mode of 

behaviour (Meglino & Ravlin, 1998). In most cases, changing values or acting against 

organisational values has been identified as an unacceptable act that leads to organisational 

conflicts and organisational values (Hofstede et al., 1990). 

 

Leaders' values have gained much attention from scholars, practitioners, and society. 

(Meglino & Ravlin, 1998). However, there is no clear agreement regarding what values 

mean and their influence on organisations and employees, and certain scholars have stated 

that the values of an organisation are demonstrated by the style of communication and 
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decision-making within the company (Gorenak & Kosir, 2012). Accordingly, formal aspects 

like symbols, rituals, and awards may not play an essential role in leaders adhering to 

organisational values, however, it is noticeable that those elements should not be eliminated 

as they will also pave the way to disseminate and keep the values alive to some extent 

(Argandona, 2002).  

 

Articulated organisational values pave the way to make a substantial difference to the 

employees of an organisation and enhance organisational performance, hence organisations 

should be transparent with what the organisation stands for, and also in terms of the process 

regarding organisational values (Posner & Kouzes, 2006). For any company to be successful, 

they need to figure out an organisational value system (Peters & Waterman, 1982).  

Protecting organisational identity that values create and maintain should be a primary 

strategy of any organisation (Gagliardi, 1986). Organisational values were identified as a 

posture of the ethical foundation of an entity with a long and wide span of control for 

decision-making and organisational characteristics (Bourne & Jenkins, 2013).  

 

Organisational values substantially impact individual and organisational performance, 

making them a prime component of organisational culture and leadership. (Schein, 2004). 

Consistent with this view, some scholars have stated that organisational values are 

synchronised with job satisfaction, trust, person-organisation fit, performance, and 

organisational commitment (Valentine et al., 2002). Companies with explicitly stated 

organisational values, those with implicitly stated organisational values, and those without 

organisational values all exhibit significant disparities in performance factors. Organisations 

can succeed when their objectives are aligned with their organisational values and the 

personal values of employees. (Gorenak & Kosir, 2012). 

 

Organisational values have been conceptualised by different scholars from different 

perspectives as interest, attitude, need, type of personality and motivations (Meglino & 

Ravlin, 1998). Based on the dynamic perspectives, organisational values can be categorised 

into four forms: espoused, shared, aspirational, and attributed. Espoused values are explicitly 

expressed in written communications such as websites and annual reports and verbally 

communicated in formal communications. Shared values of an organisation can be 
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considered as the collection of employees’ personal values. Aspirational values are deemed 

to be attained, and attributed values are commonly accepted by employees as organisational 

values. (Bourne & Jenkins, 2013).  However, at the primary level, values can be identified 

in two aspects: 1) object or an outcome and 2) terminal value or instrumental value; in this 

perspective, terminal values explain the end states people would strive to achieve, whereas 

instrumental values are manners of behaviours such as honesty. However, many of scholars 

in organisational behaviour have identified values as a mode of behaviour as opposed to end-

state existence. (Meglino & Ravlin, 1998).  

 

Value initiatives are not just for making a consensus; the focus should be on creating 

strategically sound beliefs among employees; from day one to the end, employees should be 

prompted that organisational values are based on core values (Lencioni, 2002). One of the 

significant mistakes connected to organisational culture is the lack of open display of how 

organisational values should function in practice, acknowledgement of accomplishment 

when aligning with organisational values, and punishment when not aligned with 

organisational values (Gorenak & Kosir, 2012). Companies that have woven its values into 

the organisational fabric and have strong cultures believe that employees with a lack of skills 

can be coached or trained, but when it comes to values, any violations or non-adherence 

should not be tolerated in the journey of shaping the organisational culture (Lencioni, 2002).  

 

People or organisations that express strong values but do not hold on to those values or act 

against those values are known as hypocrites (Effron et al., 2018).  If an organisation sells 

products that do not meet its espoused green standards while advertising its pledge to green 

products, it is known as hypocritical (Ciulla, 2020). For leaders to demonstrate the 

anticipated behaviour of an organisational value, walk and talk must be consistent (Kottke 

& Pelletier, 2013). Hence, the individual conduct of organisational leaders plays a critical 

role in this context, but the required attention has not been given to individual values that 

create individual behaviour and shape organisational culture (Fotaki et al., 2020). 

 

Due to ever-changing external environmental factors, managerial science is showing a 

growing influence on the focus on accountability and transparency of organisations and 
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aligning their policies and practices (Bromley & Powell, 2012). In most cases, how 

organisational values are written in statements are different to how leaders act, and 

organisational leaders do not think through what it means to espouse the values of an 

organisation (Ciulla, 2020). Thus, understanding the concept of ‘decoupling’ is relevant to 

any organisation in today’s context, and it is the variance concerning the policy and the 

practice or the difference between means and ends (Bromley & Powell, 2012).  

 

 

Many scholars have determined that the policy and practice gap and policy-practice-level 

decoupling arise when what an organisation has expressed is not implemented, happening 

or routinely violated (Bromley & Powell, 2012).  Mostly, organisations introduce policies 

as ceremonial window-dressing activities, and leaders make less effort to implement, 

evaluate or monitor according to policies. When policies are to enhance legitimacy and 

evade punishment, they will get criticised, saying they are symbolic and just trivial, which 

would lead to growing scepticism towards organisational values (Anderson-Levitt, 2003).   

 

 

Decoupling occurs when policies are implemented, but the intended outcome is opaque; in 

the backdrop of today’s business context,  policies of companies are being developed as a 

reaction to outside pressure but not as a genuine need to ignore the moral obligation 

(Bromley & Powell, 2012). As an example, the desired culture can be weakened by 

organisational decisions that would aim cost saving while undermining the organisational 

values that focus on quality and excellence; as an example, one of the CEOs who has stated 

his idea on the value of honesty and integrity as an organisational value, but it has become 

evident that there were several situations which company top leaders have acted against these 

values (Warrick, 2017). In another study, a hospital employee stated that his company 

constantly talk about the philosophy of quality patient care, but the first question in 

management meetings is always about cost, thus, organisational leaders need to understand 

the inconsistency decisions and the espoused values and take effort to strengthen the stated 

values, without allowing employees to question leaders on conflicting decisions (Posner & 

Kouzes, 2006). 
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Enron’s empty values have outlined the result of management's attempt to espouse values 

which are not supported by genuine behaviours, decisions, systems and policies (Lencioni, 

2002). Therefore, a leadership gap arises when there is a huge difference between the 

existing values in the organisation and espoused values  (Bourne & Jenkins, 2013). It can 

arise when leaders want to demonstrate a false presence of conformity (Suchman, 1995). 

However, more than 55% of Fortune 100 companies consider integrity as a core value, which 

is a deep-rooted value that navigates actions in a way that cannot compromise or by-pass 

due to short-term financial gains or practical inconveniences and need to adhere at any cost 

(Lencioni, 2002).  

 

 

Over 80% of the Fortune 100 companies have publicly declared organisational values but 

have not put the highest attention on crafting a value statement; not knowing ineffective 

value statements can create distrust, as their desire was to be accepted politically or to be 

trendy rather than motivating employees (Lencioni, 2002). Most organisations have an 

expressed set of organisational values, probably between four and seven, which are given on 

their website and other communications authorised by top management and mainly 

identified as espoused values (Bourne & Jenkins, 2013). Many organisations communicate 

their organisational values through their website and display them prominently on plaques 

or posters and do not make an active effort to teach values (Suchman, 1995). But corporate 

values should be developed to inspire and rally employees rather than for marketing or 

competition purposes (Lencioni, 2002).   

 

 

More often, leaders think that talking immensely about the culture and posting organisational 

values on display boards walls, publishing statements on culture and placing organisational 

values on coffee mugs would pave the way for a desired culture through the cultivation of 

organisational values (Warrick, 2017). But having solid values and adhering to those values 

need the utmost bravery from the leadership (Lencioni, 2002). Hence, the presentation of 

organisational values in a glossy publication may create suspicion, implying that the 

company prioritises its external image over the substantive content of its values (Kaptein & 

Wempe, 2002). Hence, once the organisational values are identified, the core emphasis 

should be to avoid flashy campaigns or programs that would create unreasonable 
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expectations (Warrick, 2017). The effective way of reinforcing values is much simpler and 

cheaper; leaders need to live on organisational values and reinforce values with actions 

(Lencioni, 2002). 

 

 

When there is a complex situation in an organisation, without clear guidelines on how to 

make decisions, managers take extensive time to comply with organisational requirements 

(Raaijmakers et al., 2015). They tend to take time as a resource in buffering uncertain 

situations due to ambiguous organisational demands, especially in many pressurised 

situations where ethical values are being sidelined. At the same time, financial targets 

override values (Fotaki et al., 2020). As an example of the Enron case, when an organisation 

had given its espoused values of respect, integrity, and excellence in all its official 

communications, during decision-making practical scenarios, all leaders practised the exact 

contrary way (Ferguson & Milliman, 2008). Thus, it is essential to understand that making 

decisions aligned with ethical principles, even if they entail short-term costs and challenges, 

ultimately leads to long-term success and acclaim for any organisation (Ciulla, 2020).    

 

 

Leaders’ and organisational values will only be respected if they act on them (Ciulla, 2020). 

The values of leaders seem to be highly influential compared to the values of other members  

(Bourne & Jenkins, 2013). Concurrently, members are compelled to execute their superior's 

instructions, even though they are unethical (Posner & Kouzes, 2006). In light of those 

circumstances, members of an organisation would see less importance in organisational 

values when the leaders' values consistently conflict with the organisational values (Grojean 

et al., 2004).   

 

 

Depending on where the organisation operates, organisational culture can vary due to the 

local cultural influence (Übius & Alas, 2009). Furthermore, in MNCs, there can be a 

significant variance between the values of people serving the same organisation but coming 

from different countries than the variance between values of people working in various 

organisations but in the same region (Hofstede, 1998). In MNCs, more commonly, leaders 

face uncertain situations and find it difficult to make decisions and, fall back on their value 
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system and lose faith in organisational values due to pressure from the parent company 

(Ralston et al., 1992). Notably, there can be a disparity between espoused values by the high 

level leadership of an MNC through its systems and policies and the values followed by its 

subsidiaries (Bourne & Jenkins, 2013). In light of the same thinking, Bourne and Jenkins 

(2013) have stated that there exists a significant gap between the head office’s espoused values 

and those upheld by subsidiaries within MNCs.  

 

Leaders often discuss values without a profound understanding of their essence (Sugai, 

2021). But more than half of MNCs have defined their organisational values explicitly and 

have referred to honesty, transparency, fairness, trust, flexibility, teamwork and innovation 

as organisational values (Kaptein & Wempe, 2002). However, a pronounced decoupling is 

observed in many organisations between self-reports, hypothetical intentions and actual 

decisions, which deteriorates members’ alignment with the organisation. Higher-level 

managers acting contrarily to a company’s stated values will make employees less inclined 

to adhere to the values themselves (Schlacter, 1999). Policy and practise decoupling are 

known as symbolic adoption, resulting in moral and operational failure, whereas means and 

ends decoupling is identified as symbolic implementation, which creates internal 

complexities (Bromley & Powell, 2012). 

 

Leadership and culture are interconnected, while organisational values serve as a vital 

catalyst in shaping culture; these are two sides of the same coin, each influencing and 

reinforcing the other (Schein, 2010). The culture of an entity is influenced by the external 

environment as well as the actions and the behaviour of its leaders (Žitkus & Junevičius, 

2007). The example of leaders is one of the most solid shapers of culture (Warrick, 2017). 

However, some authors have treated the leader’s role in promoting organisational values 

with scepticism, while some leaders think the concept of corporate values is too abstract or 

soft (Posner & Kouzes, 2006). Hence, it is important to comprehend the way leaders convert 

values into action and ultimately to the enduring values of the organisation (Ciulla, 2020). 

However, the majority of organisational leaders have recognised how crucial it is to uphold 

organisational values (Posner & Kouzes, 2006). When leaders align with the organisational 

values, they can lead the corporate culture in a way that feels right for the organisation 

(Junttonen, 2020).  
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Literature has examined two aspects: whether leaders are successful because of values or 

they adhere to values because of their success; depending on how leadership is defined, both 

have appeared to be true (Ciulla, 2020). However, leaders are also responsible for nurturing 

ethical conduct and moral values among employees (Grojean et al., 2004). Once 

organisational values are embedded in the system, leaders must consistently consider them 

in every decision and action and should reinforce these values so that it becomes evident to 

everyone that values hold significant power and importance (Lencioni, 2002). Even only one 

top-level recruitment of a leader who does not live on organisational values, does not 

understand what it takes to build a strong culture, and does not fit into organisational culture 

can immensely damage a culture which takes years to build (Warrick, 2017).  

 

 

Several scandals reported in recent history have shaken the corporate world and highlight 

that leaders are mostly responsible for these circumstances, as they have a significant duty 

to communicate and demonstrate the need to adhere to the organisation’s ethical values 

(Grojean et al., 2004). Leaders not only directly impact the behaviour of other employees 

but also establish the ethical tone for the organisation by demonstrating, rewarding, and 

encouraging certain values (Lee, 1986). Organisational values heavily affect the decisions, 

activities, and interactions that leaders make daily (Janićijević et al., 2018). 

 

Therefore, it is imperative that companies mostly select applicants who will fit into the 

corporate culture and share its values, as the organisational success is conditional on the 

extent to which employees share the organisational values (Junttonen, 2020). Leaders who 

are more inclined to organisational values are considered as trustworthy, and it is vital to 

enhance the leader's value resemblance to organisational values by attracting or retaining 

leaders who have similar values (Grojean et al., 2004). It is vital to understand whether 

organisations have values or should only focus on the values of its leaders, as values always 

derive from people, and the existence of organisational values should be recognised beyond 

individual values (Argandona, 2002). Hence, it is vital to scrutinise the factors that determine 

leaders’ adherence to organisational values. 
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2.3  Which factors determine leaders’ adherence to organisational values? 

Personal values are subjected to being influenced and potentially changed if the operational 

guidelines and organisational culture foster adherence to organisational values (Argandona, 

2002). Therefore, organisational culture type is a direct influencing factor in determining the 

leader's adherence to organisational values. Another commonly evoked reason to identify 

the differences or the similarities of committing to organisational values is personal 

experiences (Meglino & Ravlin, 1998). However, differences in adhering to organisational 

values may also be induced by numerous factors like leaders’ gender, age, job position, and 

race (Buchholz, 1978). Moreover, during a complex situation, managers' decisions to adhere 

to organisational values would be influenced by their membership in different associations, 

commercial background prior to entering the organisation, and personal beliefs (Raaijmakers 

et al., 2015).  

 

To accomplish the company mission, organisations should demand specific values from their 

leaders, and it is inevitable and desirable that different people working in an organisation 

have different values (Argandona, 2002). Therefore, most scholars have studied value 

congruence to identify the person-organisation fit (Meglino & Ravlin, 1998). The declared 

values by the founders or the espoused values by leadership teams need to be looked at to 

understand to which extent the leaders of the organisation are adhering in terms of 

identifying the gaps between the ideal of the values described in company COC and the 

actual values that are practised (Argandona, 2002).  

 

 

Values have been studied in the literature as an independent variable, a dependent variable, 

and also as a moderator. Most of the studies which have used values as an independent 

variable,  have recognised a strong relationship between ethical decision-making (Hegarty 

& Sims, 1978; Brown & Sarah, 2019),  job satisfaction (Ronen, 1978; Lee & David, 2017), 

and career success (Watson & Williams, 1977; Smith & Johnson, 2018). When values have 

been employed as a dependent variable, various independent variables have been included, 

and mainly, they have used demographics such as gender, occupation, age, educational 

background, ethnicity and organisational hierarchy (Meglino & Ravlin, 1998). 
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2.3.1  Organisational Culture Type 

The literature has identified several types of organisational typologies (Leisen et al., 2002). 

Among numerous approaches to learning and exploring organisational culture, the model 

introduced by Cameron and Quinn (1999), known as the Competing Value Framework 

(CVF), is a commonly accepted method (Gaál et al., 2010). CVF is a proven framework for 

reviewing the organisational culture and is also used to profile the dominant culture in a 

company (Gong et al., 2022). In the CVF, the vertical dimension “Flexibility, discretion, and 

dynamism” is a criterion that has been compared to “Stability, order, and control”, and the 

horizontal dimension considers “internal orientation, integration, and unity” versus “external 

orientation, differentiation, and rivalry” (Cameron & Quinn, 1999, p.38). Accordingly, the 

framework has delineated four primary culture types: clan, adhocracy, hierarchy, and 

market, as depicted in Figure 4. Organisations valuing flexibility and internal focus are clan 

cultures, while those valuing flexibility and external focus are adhocracy cultures. Those 

concentrating on stability and internal focus are hierarchical cultures, while those focusing 

on stability with an external focus are known as market cultures in organisational settings 

(Hartnell et al., 2011). 

 

 Flexibility  

 

 

 

 

 

 

 

 

Internal 

Focus 

Clan Culture 
Orientation: Collaboration 
Leader categories: Facilitator, 
Mentor, Teambuilder 
Drivers: Commitment, 
communication, Development 
Theory of Effectiveness: 
Human Development and high 
commitment 

Adhocracy Culture 
Orientation: Creativeness 
Leader categories: Innovator, 
Entrepreneur, Visionary 
Drivers: Innovativeness, 
Transformations, Agility 
Theory of Effectiveness: 
Innovativeness and constant 
change 

 

 

 

 

 

 

 

 

External 

Focus 

Hierarchy Culture 
Orientation: Control 
Leader categories: 
Coordinator, Monitor, 
Organizer 
Drivers: Efficiency, Timelines, 
Consistency, Uniformity 
Theory of Effectiveness: 
Control and efficiency with 
capable processes 

Market Culture 
Orientation: Competition 
Leader categories: Hard 
driver, Competitor, Producer 
Drivers: Market share, Goal 
achievement, Profitability 
Theory of Effectiveness: 
Competitiveness and goal 
achievement 

 Stability  

 

Figure 4: Culture Types Underlying in the CVF (adapted from Cameron et al., 2022) 
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The Organisational Culture Assessment Instrument (OCAI) was created by Cameron & 

Quinn and built on the CVF, stating that careful evaluation of the culture paves the way to  

align strategic objectives and organisational values (Vogds , 2001). Table 2 has identified 

four types relying on six aspects: leadership, people management, strategic focus, 

organisational glue, and criteria of success (Vogds, 2001; Gaal et al., 2010). Based on the 

six factors, these culture types serve as critical indicators for understanding an organisation’s 

internal dynamics.  

 

Table 2: Main Characteristics of Four Organisational Culture Types (adapted by Gaal et 

al., 2010 and Vogds, 2001) 

 

Focus area Clan Culture Adhocracy 

Culture 

Hierarchy 

Culture 

Market 

Culture 

Dominant 

Characteristic 

Personal places 

like extended 

family 

A dynamic 

place with 

entrepreneurial 

initiatives 

Controlled and 

Structured 

place 

A result-

oriented place 

with goal 

orientation and 

achievement 

Leadership Mentoring, 

Facilitating, 

Nurturing 

Entrepreneurial, 

Innovative, 

Risk-taking 

Coordinating, 

Organizing 

Aggressive, 

Result oriented 

People 

management 

Participation, 

teamwork, 

consensus 

Taking risk, 

Willing to 

change, accept 

challenges 

Governed by 

procedure 

High demands 

and 

achievement, 

high push for  

competitiveness 

Glue Loyalty and 

mutual trust 

Commitment to 

Innovation 

Rules and 

Policies 

Achievement 

and Goal 

accomplishment 

Strategic 

focus 

Cohesion, human 

resource 

development 

Growth through 

new challenges 

Stability Winning market 

place  

Success Concerning 

people 

Gaining 

uniqueness 

Efficiency and 

Low cost 

Market share  

and penetration 

 

 

OCAI is an instrument grounded on the CVF utilised to recognise the culture within an 

organisation, which is built on norms, values, explanations, and efforts that personify 

organisations (Brooks, 2007). Scholars have acknowledged the challenge of applying 
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quantitative measurements to identify the cultural type, but according to them, a realistic 

representation of the culture can be identified by gathering quantitative data from individuals 

while tapping into their norms and core values (Cameron & Quinn, 2011). Tsirring and 

Sizova (2018) have further emphasised the effectiveness of OCAI in diagnosing and shaping 

organisational culture to align with strategic goals, highlighting the significance of 

quantitative analysis in providing a structured and objective assessment.  

 

 

Organisations with flexibility as a competing value and internal focus are identified as clan 

culture (Hartnell et al., 2011). Those organisations promote teamwork, involvement, 

corporate commitment to employees and cohesion based on loyalty and tradition (Übius & 

Alas, 2009). Leaders in |clan culture pave the way for others to feel equal and look towards 

the general welfare (Gao, 2015). Clan and market cultures have similarities in knowledge 

sharing (Gaál et al., 2010); however, there are remarkable differences between clan culture, 

adhocracy, and hierarchy culture.  Since underlying principles of the clan culture stem 

around cohesion, that culture supports the organisational member's adherence to the 

organisational moral climate deriving from organisational values, commitment, and 

teamwork. As such, a higher representation of clan culture within the organisation leads to 

loyalty and dedication to organisational values (Tsiring & Sizova, 2018).  

 

 

Cameron and Quinn’s (1999) CVF elucidates how clan culture, focusing on internal 

cohesion and flexibility, positively shapes leaders’ adherence to organisational values. By 

enhancing the quality of life within the organisation, clan culture positively influences 

leaders' dedication to organisational values (Quinn & Spreitzer, 1991). Schein’s (2010) 

seminal work on organisational culture and leadership has emphasised the role played by 

clan culture in establishing a supportive and value-driven organisational environment. 

Hence, the following hypothesis is constructed:  

 

H1a: Clan culture is positively associated with leaders’ adherence to organisational 

values. 
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Organisations that view stability as a competing value and focus internally are categorised 

as hierarchy cultures (Hartnell et al., 2011). The seven elements of bureaucratic rules are 

accountability, meritocracy, specialisation, impersonality, separate ownership and hierarchy 

(Weber, 1947). The organisational culture corresponding with this arrangement is described 

as a formal and structured workplace and is defined as a hierarchy culture (Übius & Alas, 

2009). Leaders with conservation values form a hierarchical culture always promotes formal 

structures and regulations (Gao, 2015). Alignment with the organisational values has been 

identified as an alternative for the bureaucratic control of a firm but not as a compulsory 

requirement or a driving force  (Bourne & Jenkins, 2013). 

 

 

Hence, hierarchical cultures, which emphasise order and control, can conflict with adherence 

to organisational values (Denison & Mishra, 1995). Ouchi (1981) also stated that as 

hierarchy cultures often emphasise control and stability, adherence to organisational values 

can be impeded. The leadership styles that align with hierarchical cultures struggle to uphold 

broader organisational values (Ogbonna & Harris, 2000). In light of the same thinking, some 

scholars have also stated that the higher level of bureaucratic culture has led to less sense of 

unity and belongingness to the organisation, resulting in an environment in which culture 

itself rejects the acceptance of organisational values (Tsiring & Sizova, 2018). Therefore, 

the subsequent hypothesis is formulated. 

 

H1b: Hierarchy culture is negatively associated with leaders’ adherence to 

organisational values. 

 

 

Organisations with flexibility as a competing value and external focus are identified as 

having an adhocracy culture (Hartnell et al., 2011). The values of leaders are an influential 

factor in determining the organisational culture (Gao, 2015). For example, leaders inclined 

to values of openness to change typically pave the way for an adhocracy culture. Some 

leaders show values of simulation, self-direction, independent thinking, risk-taking, creation 

and novelty (Schwartz, 1992). Leaders with those values foster an adhocracy culture with 

less attention to organisational values (Gao, 2015).  Accordingly, the primary objective of 

an adhocracy culture is creativity, adaptability and flexibility, and uncertainty and excessive 



39 

 

  

information in that environment provide less commitment to organisational values (Übius & 

Alas, 2009).  

 

Furthermore, prior literature has stated that adhocracy cultures, while innovative and 

dynamic, can struggle with maintaining consistent adherence to organisational values due to 

their emphasis on flexibility and rapid change (Cameron & Quinn, 2006). Similarly, 

Meyerson and Martin (1987) also have said how adhocracy cultures, with their focus on 

change and adaption, can make it difficult for leaders to maintain a consistent commitment 

to core organisational values. Scholars have discussed the potential for conflict within 

adhocracy cultures, where the drive for innovation and change might overshadow the leaders' 

adherence to organisational values (Denison & Spreitzer, 1991) . Hence, the following 

hypothesis is constructed.  

 

H1c: Adhocracy culture is negatively associated with leaders’ adherence to 

organisational values. 

 

Organisations focusing on stability as a competing value with an external focus are identified 

as the market culture (Hartnell et al., 2011). Leaders in market cultures require a strong 

adherence to organisational values to inspire trust and commitment among employees and 

motivate them to achieve high performance (Kouzes & Posner, 2017). In market cultures, 

leaders are mostly evaluated based on their ability to achieve results, which necessitates a 

strong alignment with organisational values to ensure consistency and effectiveness in their 

strategies and decisions (Schein, 2010). Prior research has shown that in market cultures, 

leaders who adhere to organisational values are more likely to be successful in achieving 

organisational goals and maintaining a competitive edge (Denison & Mishra, 1995).  

 

Some leaders generally drive market culture, which centres on market superiority through 

competitive advantage (Gao, 2015). Those leaders value achievement and power by 

controlling people and resources while displaying competency per social standards and 

organisational values (Schwartz, 1992). More often, organisational values are contemplated 

as a vital marketing tool; as clearly stated, organisational values would always pave the way 

to encourage potential buyers (Gorenak & Kosir, 2012). A solid organisational value base 

would build a positive image, resulting in higher customer and employee retention (Roman 
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& Ruiz, 2005). The market culture emphasises competitiveness, result-oriented behaviours, 

and an emphasis on achieving targets. Leaders of such cultures adhere closely to 

organisational values to drive performance and ensure alignment with strategic goals 

(Cameron & Quinn, 2011). Thus, the following hypothesis is constructed. 

 

H1d: Market culture is positively associated with leaders’ adherence to organisational 

values. 

 

2.3.2  Leadership Profile  

In this study, the leadership profile would encompass value congruence, educational 

background, and professional experience in the current organisation as influential factors of 

leaders’ adherence to organisational values in shaping organisational culture. Leaders put 

their imprints on the organisation and highly influence the formation and development of 

organisational culture through their values (Gao, 2015). A positive atmosphere is visible in 

an organisational culture when members' personal values are associated with the 

organisation's values (Ponser, 2010). In existing literature, value congruence has been  

discussed through Chatman’s (1989) theoretical model of person-organisation fit 

(Vveinhardt & Gulbovaitė, 2015). Accordingly, a high level of value congruence benefits 

individuals and organisations, as it paves the way for employees to feel competent to perform 

well and be comfortable with the culture (Chatman, 1989). 

 

Many studies conducted within a single country have focussed on employees’ values and the 

alignment of those values with organisational values, commonly described as person-

organisation fit (Treviño et al., 2020).  In the realm of managerial psychology, the value 

congruence concept is integral to person-organisation fit, reflecting the degree to which a 

member harmoniously integrates into an organisation, and the literature on value congruence 

typically directs its attention to examine the alignment between employees’ beliefs and 

values (Dunaetz et al., 2022). 
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Job seekers prioritise organisations that align with their personal values rather than any other 

factors (Cable & Judge, 1996). Therefore, when accepting an offer, personal value 

congruence with organisational values plays a substantial role in the decision even than the 

pay (Meglino & Ravlin, 1998). On the other hand, there is a high tendency for organisations 

to attract people who have values consistent with organisational values (Grojean et al., 

2004). Hence, some organisations focus on evaluating to which extent a new hire’s personal 

values align with the organisational values. They believe that organisational values are the 

bedrock of the organisational culture, which needs to be demonstrated through its people 

and ensuring that people’s value congruence with organisational values is a compulsory 

necessity (Posner & Kouzes, 2006). 

 

 

Every individual has a value system that supports their daily decisions, and organisations 

also have a value system that guides them on their daily choices. It is crucial to assess  the 

degree to which members’ personal values align with the core organisational values 

(Vveinhardt & Gulbovaitė, 2015). When leaders’ values correspond with those of the 

organisation, it greatly increases the likelihood of cultivating a culture centred around 

organisational values (Grojean et al., 2004). 

 

 

Managers with high personal value compatibility with organisational values have stated that 

their most excellent satisfaction in life is their career, and they seem to be working harder to 

achieve organisational goals (Posner & Kouzes, 2006). When personal values fit with 

organisational values, people become more loyal to the organisation  (Bourne & Jenkins, 

2013). As such, there is a correlation between the value congruence of the organisation's 

Chief Executive Officer and the enhancement of organisational culture through values 

(Berson et al., 2008). If leaders’ personal values are inconsistent with organisational values, 

individual acts are not considered to align with organisational principles and will be 

challenging. Therefore, organisational culture can be strengthened by attracting and 

retaining leaders whose values are congruent with organisational values. (Grojean et al., 

2004).  
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It is evident that value congruence enhances employees’ feelings of belonging, satisfaction, 

and trust in an organisation and fosters a sense of commitment among participants, 

encouraging their retention within the organisation amidst changes and challenges (Ihm & 

Baek, 2021). When value congruence is greater, people think that highly ethical standards 

guide the organisation, and in contrast, when compatibility is low, they think there is no need 

to adhere to organisational values (Posner, 2010). Additionally, with high-value congruence, 

employees are highly inclined to adopt and actively manifest the values of the organisation 

(Xiong & King, 2015). Hence, the below hypothesis is constructed.  

 

H2a: Value congruence is positively associated with leaders’ adherence to 

organisational values. 

 

The Upper Echelon Theory posits that strategic decisions are linked to the background 

characteristics of an organisation’s leadership (Hambrick & Mason, 1984). According to this 

theory, individual characteristics of top leaders are always shaped by their past experience, 

education, and personal values and how it paves the way for strategic decisions and gives 

evidence for why one organisation might perform better than another due to these differences 

(van der Zee & Swagerman, 2009). According to Upper Echelon Theory, managers’ 

decisions and subsequent actions are influenced by their characteristics, including 

demographics, as demographic traits are connected with the diverse intellectual foundations, 

perceptions and values that shape managerial decision-making (Nishii et al., 2007). 

 

Leaders’ education significantly influences their adherence to organisational values 

(Argandona, 2002). Hence, a positive correlation exists between education level and 

adherence to organisational values (Buchholz, 1978). The studies behind the positive 

relationship posit that to adhere to organisational values and identify any shortcomings, 

leaders should establish proper control systems and processes to correct them, and that 

foundation is laid through education (Argandona, 2002). However, in contrast to this 

theoretical perspective, some studies have stated that the level of education has not shown 

any influence on adherence to organisational values (Posner, 2010). Nevertheless, leaders 

need to have the intention to correct the behaviours of his or her subordinates when their 

values are misaligned with the declared values of an entity, and inculcating education serves 
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as a path to foster that intent (Argandona, 2002). Therefore, the subsequent hypothesis is 

created. 

 

H2b: Level of education is positively associated with leaders’ adherence to 

organisational values. 

 

The learning experiences of leaders are one factor that determines the organisational culture 

through values (Schein, 2010). Organisational values are the result of a value system which 

comprises various values, and individuals and groups build up and adhere to these value 

systems based on their learnings and experiences (Schwartz, 1992; Bourne & Jenkins, 2013). 

Functional area and gender have not shown any influence on leaders’ adherence to 

organisational values; however, years of experience, which derive from age, years of service, 

and position in the hierarchy, have been identified as powerful determinants of leaders’ 

adherence to organisational values (Posner, 2010). Comparatively, senior employees are 

more committed to the basic values of the organisation by putting more effort into achieving 

objectives and embracing organisational values (Tsiring & Sizova, 2018). Therefore, when 

employees’ tenure is increasing, there is a high tendency to increase adherence to 

organisational values (Schneider, 1987).  

 

When individuals spend more time within an organisation, they become more attuned to its 

values and norms, leading to greater adherence to organisational values over time (Brown, 

1998). This claim is further proven by Schein (1985), who suggests that organisational 

culture is not static but rather dynamic, with individuals continually adapting and 

internalising its values through experiences within the organisation. Additionally, Rousseau 

(1990) explored the concept of psychological contracts between employees and their 

employers, highlighting how new hires’ perceptions of organisational obligations evolve 

over time. This finding has suggested that as individuals gain experience within an 

organisation, their perception and dedication to the values of the organisation is deepened, 

contributing to greater adherence to these values among organisational leaders. Hence, the 

below hypothesis is constructed. 
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H2c: Experience in the current organisation is positively associated with leaders’ 

adherence to organisational values. 

 

 

2.3.3  Availability of Code of Conduct 

COC or Ethical Codes assist organisations to control through organisational values and 

boundary systems (Vitolla et al., 2021). Organisations with an established COC demonstrate 

significantly higher awareness of ethical behaviour compared to those without a formal COC 

(Somers, 2001). Accordingly, where a code of ethics has been adopted, familiarity with 

unethical activities is less prevalent within the organisation (Murphy et al., 1992). Therefore, 

the highest level of commitment by employees towards organisational values is shown in 

establishments with a COC. It elaborates that organisations with a COC experience the 

utmost employee dedication to organisational values and highlights the prominence of 

having a formal COC in an organisation and strengthening it with organisational values  

(Somers, 2001).  

 

However, few studies have stated that there is no correlation between the awareness of 

wrongdoing at the organisation and the availability of a code of ethics in an organisation 

(Ferrell & Gresham, 1985). In contrast, it has been shown that when organisations are 

focusing on ethical conduct to create a supportive climate rooted in organisational values, 

employee commitment to organisational values is engendered (Zalkind, 1987). Hence, 

organisations that have adopted a COC are generally demonstrating a higher level of value 

demonstration over and above financial results (Somers, 2001).  As such, many organisations 

are showing a growing interest in establishing a COC (Lencioni, 2002). Prior literature has 

delved into the crucial role of ethical codes in managing behaviour within business 

organisations, emphasising how the implementation of a COC fosters a culture of integrity 

and reinforces a leader’s adherence to organisational values (Trevino & Weaver, 2003). 

Hence, the subsequent hypothesis is constructed. 
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H3: Having a Code of Conduct has a positive effect on leaders’ adherence to 

organisational values. 

 

2.3.4  Organisations’ commitment to values 

Employees' perception of organisational values served as a predictor for commitment 

(Finegan, 2000). Moreover, leadership style becomes a significant factor in organisational 

commitment when the organisational culture aligns with the values held by the employees 

(Sabir & Khan, 2011). The impact on staff engagement and well-being is influenced by 

employees' perception of how the organisation is committed to its values. The sense of 

belonging is positively affected by organisational commitment to values through employee 

well-being (Kang et al., 2023). Prior literature has discussed the connection between 

organisational values, a leader's adherence to these values and an organisation’s commitment 

to the values and conceptualised organisational commitment into three categories: affective, 

continuance and normative (Meyer & Allen, 1991).  

 

Organisational commitment, including internalising the organisation’s values, reinforces its 

leaders’ alignment with those values (O'Reilly & Chatman, 1986). Existing literature has 

examined the correlation between an organisation’s commitment and various outcomes, 

highlighting the significance of organisational values and leadership in cultivating strong 

commitment, suggesting a favourable relationship between an organisation’s commitment 

and leaders' adherence to organisational values (Mowday et al., 2013). The pivotal role of 

ethical leadership in aligning leaders’ behaviour with organisational values emphasises that 

a strong organisation’s commitment to ethical values enhances a leader’s adherence to those 

values (Brown & Trevino, 2006). Organisations with a greater commitment to their values 

will always pave the way for leaders to consistently adhere to their values and reinforce those 

values among employees (Kouzes & Posner, 2012). Hence, the following hypothesis is 

formed: 

 

H4: An organisation’s commitment to values is positively related to its leaders’ 

adherence to those values. 
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Prior literature has discussed how commitment to organisational values can enhance 

employees’ sense of belonging. A sense of belonging is one of the main human needs, and 

it is essential for emotional well-being, professional achievements and personal growth 

(Carter et al., 2023b). They have argued that an organisation’s commitment to values 

significantly impacts employee engagement and retention. In light of the same thinking, Saks 

(2006) also has stated that engaged employees often report a high sense of belonging, and 

an organisation’s commitment to values is a key driver of employee engagement. When an 

organisation commits to core values such as respect, integrity and teamwork, it creates 

conditions where employees feel more bonded and supported, fostering a strong sense of 

belonging (Posner & Schmidt, 1993). Organisations aligning their exercises with a 

commitment to and demonstrating their values witness heightened employee engagement 

and well-being, encouraging a greater sense of employee belonging (Kang et al., 2023).  

 

A strength of an organisational culture is evidenced by the degree to which the members 

perceive the organisation as continuing with a clear direction and values that are aligned 

(Tzeng et al., 2022). When organisations clearly define and uphold their values, leaders feel 

that they are highly aligned with the organisation’s mission and culture, enhancing their 

sense of belonging (Cameron & Quinn, 2011). Van Dyne and Pierce (2004) have discussed 

the concept of psychological ownership, suggesting that when employees perceive their 

organisation as committed to its values, they are more likely to feel belonging with a high 

sense of ownership. In light of the same thinking, Abbott et al. (2005) have stated that an 

organisation’s commitment to organisational values serves as a catalyst for developing a 

value-based organisational culture while creating a sense of belongingness. Chatman and 

Cha (2003) also have stated that organisations report high levels of employee belonging due 

to their strong commitment to organisational values and culture. Hence, the following 

hypothesis is proposed: 

 

H5: An organisation’s commitment to values is positively related to the sense of 

belonging. 
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2.3.5  Sense of Belonging 

Professional advancement, personal growth, and a sense of belonging are essential to 

facilitate mental well-being within an organisation (Carter et al., 2023a). How individuals 

perceive the organisation’s commitment towards its values serves as an interpreter for 

fostering a sense of belonging (Kang et al., 2023). Workplace belonging entails an 

individual’s creation of meaning, identity, and social construction of belonging both within 

the workplace and to the work itself (Filstad et al., 2019). It influences engagement, 

development and retention, as members with a high sense of belonging are inclined to pursue 

support, enthusiastically participate in learning and development, and achieve higher 

performance and a high level of adherence to organisational values (Carter et al., 2023a). 

 

Leaders with a high sense of belonging consistently adhere to organisational values, as 

evidenced by studies highlighting a favourable connection between a sense of belonging and 

adherence to organisational values (Rhoades et al., 2001). Organisations demonstrating a 

commitment to the values experience high engagement and well-being, fostering an 

improved sense of belonging (Kang et al., 2023). Yet, establishing a sense of belonging is 

complex, with challenges at individual and organisational levels, such as insufficient 

commitment and inadequate resource allocation; addressing these challenges requires 

aligning organisational values with policies and practises (Carter et al., 2023a). Additionally, 

leaders who experience a high sense of belonging to the organisation are inclined to adhere 

to its values more, suggesting that establishing a supportive and inclusive organisational 

environment fosters a deeper commitment to organisational principles among its leaders 

(Meyer & Allen, 1991). The employees' sense of belonging correlates positively with their 

adherence to organisational values  (Kang et al., 2023). Hence, the subsequent hypothesis is 

proposed: 

 

H6: Sense of belonging is positively associated with leaders’ adherence to 

organisational values. 
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Organisational Culture 

Type 

Leadership Profile 

Governance Factor 

Organisation’s 

Commitment to Values 

As the prior literature suggests, the factors influencing leaders’ adherence to organisational 

values are not simple or straightforward. They are multifaceted and influenced by various 

elements, including culture type, leader profile, education level, experience in the current 

organisation, governance factors like COC, and the organisation’s commitment to values 

and a sense of belonging. This intricate web of elements, as shown in Figure 5, underscores 

the depth and complexity of this study. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5: Relationship Between Variables 

 

Clan Culture 

Hierarchy Culture 

Adhocracy Culture 

Market Culture 

Experience in current 
organization 

Educational Level 

Value Congruence 

Code of Conduct 

Leaders’ 
adherence to 

Organisational 
values 

Sense of 
Belonging 

H1a (+) 

H1b (-) 

H1c (-) 

H d (+) 

H2a (+) 

H2b (+) 

H2c (+) 

H3 (+) 

H4 (+) 

H5 (+) 

H6 (+) 
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2.4  Summary of Hypotheses 

As per the prior literature, the hypotheses were constructed to identify a structured and 

systematic approach to investigating the relationship between variables, allowing 

meaningful analysis and interpretation of data to determine which type of cultures, 

governance factors, leadership profiles, and organisation commitment and sense of 

belonging would foster leaders’ adherence to organisational values in shaping the culture in 

orgnisations. Table 3 presents the summary of the hypotheses.  

 

Table 3: Summary of Hypotheses  

 

No Hypothesis 

H1a Clan culture is positively associated with leaders’ adherence to organizational values 

H1b Hierarchy culture is negatively associated with leaders’ adherence to organisational 

values 

H1c 

 

Adhocracy culture is negatively associated with leaders’ adherence to organisational 

values 

H1d Market culture is positively associated with leaders’ adherence to organisational 

values 

H2a Value congruence is  positively associated with leaders’ adherence to organisational 

values 

H2b Level of education is positively associated with leaders’ adherence to organisational 

values 

H2c Experience in the current organisation is positively associated with leaders’ 

adherence to organisational values 

H3 Having a Code of Conduct is positively associated with leaders’ adherence to 

organisational values 

H4  An organisation’s commitment to values is positively associated with leaders’ 

adherence to organisational values 

H5 An organisation’s commitment to values is positively associated with the sense of 

belongings 

H6 Sense of belonging is positively associated with leaders’ adherence to organisational 

values 

 

The hypotheses aim to create a framework to analysing the factors influencing leaders’ 

adherence to organisational values. This study examines the relationship between culture 

types, leadership profiles, governance factors, organisational commitment, and sense of 

belonging with leaders’ adherence to organisational values. Insights gaining by testing these 

hypotheses will guide fostering a value-driven organisational culture.  
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3  METHODOLOGY 

The chapter describes the design of the research and the methodological approach chosen 

for this study. First, the design of the research is explained, encompassing the chosen 

approach and its suitability and justification for its selection. Second, the overview of the 

data collection process is presented, including how the questionnaire was developed. Third, 

the measures are discussed across three sections outlining independent, dependent, and 

control variables.  Fourth, the data analysis is outlined across three sections: factor analysis, 

regression analysis, and Structural Equation Modeling (SEM). Finally, an overview of the 

reliability and validity assessments is discussed  

 

3.1  Research Design 

This study adopted a quantitative research methodology. It investigates connections between 

variables to evaluate empirical theories using numerical data, typically gathered through 

structured questionnaires (Creswell & Creswell, 2018). Quantitative analysis scientifically 

perceives and describes the types or properties of events or objects to identify relationships 

between an independent variable and a dependent variable within a specified population 

(Mohajan, 2020). This approach is suitable for descriptive research questions that 

concentrate on identifying the relationship of different variables (Creswell & Creswell, 

2018). Only a handful of studies focusing on organisational values have opted for qualitative 

methodologies, while most have employed a quantitative approach (Suar & Khuntia, 2010; 

Cable & Kay, 2012). A quantitative approach is appropriate for this study, as it consents to 

the scientific analysis of numerical data, enabling researchers to identify and measure 

various factors that may influence organisational phenomena, including leadership 

behaviour and organisational values  (Bell et al., 2022). The quantitative study method was 

selected due to its ability to test relationships. This approach facilitates examining 

relationships between organisational culture types, leadership profile, governance factors, 

organisational commitment to values, and sense of belonging with leaders' adherence to 

organisational values, providing statistical evidence to support hypotheses and conclusions. 
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For its efficiency in swiftly gathering primary data on respondents’ opinions and attitudes, 

the survey design was selected (Ghauri & Grønhaug, 2010).  

 

This study employed a cross-sectional survey design. The cross-sectional survey is used to 

collect data from a population at a single time point or over a short period, providing a 

snapshot of characteristics, attitudes, or behaviours (Mohajan, 2020). Consequently, the 

research adopted a deductive approach to theory development. When a study adopts a well-

defined theoretical framework and tests hypotheses through the systematic examination of 

data, it is considered theory-driven and employs a deductive approach (Saunders et al., 

2016). As a result, multiple hypotheses were formulated and tested empirically, drawing 

upon existing literature and theoretical framework for guidance.  

 

The study intends to uncover the hidden, underlying structures and connections that 

contribute to the development of factors that determine leaders’ adherence to organisational 

values framed with the theoretical lenses of the Upper echelons theory and Decoupling 

theory, serving as the foundational framework for the research design. As per the Upper 

echelons theory, organisations' strategic decisions and subsequent performance outcomes 

are influenced by leaders' personal characteristics, backgrounds, and experiences 

(Bassyouny et al., 2020). Decoupling refers to the phenomenon where there exists a disparity 

between the adoption of policies aimed at valuing employees for their individuality and 

involving them in organisational processes, like information networks, decision-making and 

building formal relationships, and the actual implementation of these policies in practice 

(Morbarak et al., 2022).  

 

3.2  Data Collection 

Survey data was gathered from the white collar employees in MNCs in Sri Lanka during 

March 2024 over a three-week period. The data was collected using a questionnaire and was 

sent to 1552 individuals. Data collection was expedited through the use of an online survey. 

And also to help minimise costs and enhance the response rates. The questionnaire was 
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prepared in simple English to avoid ambiguity or miscommunications (Saunders et al., 

2016). Given that English is the predominant language used in the business environment of 

organisations in Sri Lanka, there was no need to translate the questionnaire into the native 

language.  A pilot test involving five participants was conducted. Following feedback, 

adjustments were made to enhance the clarity and user experience of the survey design, 

structure, and language.  

 

The questionnaire was sent to 1552 individuals, and a total of 171 responses were received. 

As a control variable, respondents who had less experience in the current organisation were 

removed since they may not have had sufficient exposure to the organisational culture and 

values, and they might still be in the process of familiarising themselves with the 

organisation’s values (Schein, 2010). Accordingly, 19 respondents with less than one year 

of experience within the current organisation were removed. Then, after removing two 

partially filled responses, 150 responses were obtained, yielding a response rate of 11.01%. 

This relatively low response rate could be attributed to concerns about confidentiality, as 

potential respondents might be hesitant to share their honest opinions on sensitive topics 

related to organisational culture and leadership (Groves & Peytcheva, 2008). Moreover, 

online survey response rates in business and organisational studies commonly hover around 

10%, as observed in various research contexts (Baruch & Holtom, 2008). 

 

The final questionnaire included scales of measurements adapted from extant literature. The 

questionnaire comprised eight questions and 28 statements organised into three categories. 

The initial section encompassed general information about the respondents, including 

gender, age, position, experience, education, organisation, and industry. Only questions on 

experience, education, and industry were considered compulsory. The second section 

comprised factors that determine the leaders’ adherence to organisational values with 28 

statements. The final section was an open-ended question to express the respondent’s general 

view. To uphold anonymity, no personal identifying information was collected in the 

questionnaire. Additionally, to ensure consistency and simplify the identification and 

exclusion of respondents affected by the acquiescence response set (Bell et al., 2019), one 

question (Q22)  was reverse-coded.  

 

 



53 

 

  

 

Table 4: Structure of the Questionnaire 

Subject Question / 

Statement 

Measurement 

Scale 

Source 

Section 1: General Information 

Gender, Age, 

Position Category 

01,02,03 MCQ  

Leadership Profile Factor 

Work experience 04 MCQ  

Education  05 MCQ 

Organisation Information 

Name of the 

organisation  

06 Open-ended  

Industry 07 Drop-down menu 

Section 2: Which factors impact leaders' adherence to organisational values? 

Identification of Culture Type 

Clan Culture 08,09,10 7-point Likert scale Gao (2015) 

Hierarchy Culture 11,12,13 7-point Likert scale Gao (2015) 

Adhocracy Culture 14,15 7-point Likert scale Gao (2015) 

Market Culture 16,17 7-point Likert scale Gao (2015) 

Leadership Profile factor 

Value Congurence 18 7-point Likert scale Posner (2010) 

19 7-point Likert scale Posner & Kouzes (2006); 

Posner (2010); Vveinhardt 

& Gulbovaitė (2015) 

20 7-point Likert scale Vveinhardt & Gulbovaitė 

(2015) 

21 7-point Likert scale Fritz, Arnett  & Conkell 

(1999) 

Governance Factors 

Code of Conduct 22,23 7-point Likert scale Vveinhardt & Gulbovaitė 

(2015) 

24,25 7-point Likert scale Fritz, Arnett  & Conkell 

(1999) 

Adherence to Organisational Values 

 26 7-point Likert scale Snell (2011) 

27 7-point Likert scale Vveinhardt & Gulbovaitė 

(2015) 

28,29 7-point Likert scale Fritz, Arnett  & Conkell 

(1999) 

Organisational Commitment to Values 

 30,31,32 7-point Likert scale Kang et al (2023) 

Sense of belonging 

 33,34,35 7-point Likert scale Kang et al (2023) 

Section 3: Open Question 

 

 36 Open-ended  
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Table 4 outlines the questionnaire structure, specifying the number of questions or 

statements, respective sources and items. Rating questions are employed to gather opinion 

data. Likert-style rating questions enable the respondents to express to which extent they 

agree or disagree with a statement (Saunders et al., 2016). Hence, it is a good fit for a study 

in which attitudes, perceptions, and opinions regarding adherence to organisational values 

were assessed. The seven-point item scale appeared as the most preferred,  as well as the 

most accurate measurement scale overall, with respondents consistently indicating it as the 

optimal choice (Taherdoost, 2019). Therefore, to ensure consistency with the scales adapted 

from other users, a seven-point Likert scale, ranging from “Strongly disagree” to “Strongly 

agree” was employed.  

 

3.3  Measures 

The measurement scale has been developed and validated in prior literature by scholars Gao 

(2015), Posner (2010), Posner and Kouzes (2006), Vveinhardt and Gulbovaitė (2015), Fritz, 

Arnett and Conkell (1999), Snell (2011) and Kang et al. (2023) to assess the four aspects, 

namely culture type, leadership profile, governance factor and organisation’s commitment 

to values on leaders’ adherence to organisational values and to examine the relationship 

between organisation’s commitment to values and sense of belonging. Some of the 

statements were adapted to reduce the ambiguity and enhance the clarity. Appendix 2 

illustrates how these questions have been adapted from the sources.  

 

3.3.1  Independent Variables 

The independent variables were categorised into four areas: culture type, leadership profile, 

governance factors, and organisational commitment. All the independent variables were 

assessed using a seven-point Likert scale. In this study, to assess the clan culture, three 

statements were utilised, and all these statements were adapted from Gao (2015). In order to 
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reduce the ambiguity and enhance the clarity, all three statements, numbers eight, nine and 

ten, were slightly changed from the original questions. Hierarchy culture comprised three 

statements and adhocracy culture and market culture contained two statements each and all 

these statements were taken from Gao (2015). In the leaders’ profile section, the study 

utilised four statements to examine value congruence, adapted from Posner (2010), Posner 

and Kouzes (2006), Vveinhardt and Gulbovaite (2015), and Fritz et al. (1999). Four 

statements were employed to measure the COC aspect in assessing the governance factors, 

adapted from Vveinhardt and Gulbovaite (2015) and Fritz et al. (1999). To reduce the 

ambiguity and enhance the clarity, the statement number 23 from Vveinhardt and Gulbovaite 

(2015) and statement numbers 24 and 25 from Fritz et al. (1999) were slightly changed from 

the original question. The study employed three statements each to assess the organisational 

commitment to values and the sense of belonging adapted from Kang et al. (2023). To reduce 

the ambiguity and enhance the clarity statement numbers 30-35 were slightly changed from 

the original question. (See Appendix 2). 

 

3.3.2  Dependent Variables 

The study employed two dependent variables: a sense of belonging and leaders' adherence 

to organisational values. Both were assessed using the seven-point Likert scale. The sense 

of belonging comprised of three statements, which were adapted from the study by Kang et 

al. (2023). To reduce the ambiguity and enhance the clarity statement number 33-35 were 

were slightly changed from the original question.  Four statements, adapted from Fritz et al. 

(1999), Snell (2011) and Vveinhardt and Gulbovaite (2015) were used to examine the 

leaders' adherence to organisational values. To reduce the ambiguity and enhance the clarity 

statements 28 and 29 from Fritz et al. (1999) were slightly changed from the original 

question. (See Appendix 2). 

 

3.3.3  Control Variables 

Following the studies of  Fritz et al. (1999) and Gao (2015), we controlled for leaders’ age, 

work experience, level of education and position. Age was measured in years through four 
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categories. The current organisation’s work experience of the respondent was also measured 

in the number of years. The respondent's level of education was evaluated through four 

categories from ordinary level to master’s degree or above. The category of respondent’s 

current position within the company was also assessed through four categories: Executive, 

Assistant Manager or Manager, Senior Manager or Head of the Function, and Director or 

above. Gender was assessed based on biological sex.  

 

3.4  Data Analysis 

The survey data was analysed utilising Stata 18. The collected data is initially described 

using frequency, kurtosis, and skewness. These descriptive statistics provide a 

comprehensive overview of the background of the respondent and the structure of the data 

for each variable. The mean, representing the typical value in the distribution of variable 

values, was utilised to describe central tendency. Additionally, the Standard Deviation (SD) 

is chosen as the measure of dispersion, which is commonly utilised to measure the extent of 

the spread of dispersion of numerical data. (Saunders et al., 2016). 

 

Parametric tests assume that the numerical data cases in a sample are drawn from a 

population that follows a normal distribution. To assess the normality of the distribution, the 

Shapiro-Wilk test was employed. The Shapiro-Wilk test evaluates the probability of 

deviation from a predefined distribution for each variable category based on the observed 

set of values (Saunders et al., 2016). Additionally, skewness and kurtosis are utilised to 

evaluate the normality of the data distribution. Skewness quantifies the level of symmetry in 

a variable’s distribution. (Newbold et al., 2013). If the response extends towards one tail of 

the distribution, it indicates skewness and a skewness value of zero indicates symmetry in a 

dataset or a normal distribution (Hatem et al., 2022). Kurtosis measures the shape of a 

distribution compared to the normal distribution; positive for peaked, known as leptokurtic, 

and negative for flat, platykurtic (Saunders et al., 2016). Skewness values falling within the 

range of -2 to +2 and kurtosis values between -10  to +10  are typically considered indicative 

of a normally distributed dataset (Collier, 2020).  
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The method of factor analysis is designed to summarise, reduce data, and reveal latent 

variables contributing to the covariation among observed variables (Costello & Osborne, 

2005). A factor represents a dimension or construct that succinctly encapsulates the 

relationships among a set of variables, while factor loadings reflect the correlation between 

each variable and the factor (Kline, 2014). Factor analysis serves to streamline or simplify 

correlation matrices. Following descriptive analysis, factor analysis was utilised to 

summarise and condense the data in preparation for further analysis.  In order to explore the 

field to discover the key constructs or dimensions, Exploratory Factor Analysis (EFA) was 

utilised (Kline, 2014). Confirmatory Factor Analysis (CFA) was conducted to align these 

loadings with the target matrix, referred to as the model (Kline, 2014), as accurately as 

possible.  

 

Initially, EFA was performed, followed by the CFA. EFA and CFA assess factors, reduce 

dimensions, and ensure construct validity and reliability. CFA and EFA are robust statistical 

methods used in developing measurement tools like satisfaction or attitude scales; after 

establishing the blueprint, drafting questions, selecting a scale, pilot testing the instrument, 

collecting data, and completing CFA, any discrepancies in the factor structure lead to EFA, 

and that aids in understanding the factor structure based on participants’ response, crucial 

for identifying underlying construct in measured variables. (Yang, 2005).  

 

EFA is conducted to evaluate the structure and correlation between variables, thereby 

examining the theoretical construct, gauging construct validity, and addressing 

multicollinearity (Williams et al., 2010). Prior to factor extraction,  various tests like Kaiser-

Meyer-Olkin (KMO) and Bartlett’s Test of Sphericity were conducted to determine the 

suitability of data for the factor analysis.  The KMO index, which ranges from zero to one, 

is suggested for situations where variable ratios of 1:5. However, 0.50 is regarded as 

appropriate for factor analysis.  With regard to Bartlett’s Test of Sphericity, results should 

yield significance (p<0.05) to confirm the suitability of data for factor analysis. (Williams et 

al., 2010).  
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To assess the significance and validity of the factor loadings, various criteria were employed. 

For sample sizes greater than 150 or more, loadings exceeding 0.45 are deemed significant 

(Hair et al., 2018). KMO values under 0.60 indicate insufficient sampling, necessitating 

corrective measures. Values less than 0.50 denote unsuitability for factor analysis. When 

dealing with sample sizes less than 300, it becomes essential to evaluate the average 

communality of retained items.  Within sample sizes ranging from 100 to 200, an average 

value falling between 0.50 to 0.60 is regarded as acceptable (Shrestha, 2021). The 

commonality value, which denotes how much of the variance in each variable is explained 

by the factor solution, should be higher than 0.30. Below this threshold, the explanation 

provided is deemed insufficient. (Jari, 2009). However, it is preferable for commonality 

values to exceed 0.50. Communalities that represent the shared variance in the data post-

factor extraction. Factor loading values indicate the relationship of different variables to the 

main factors. Variables with substantial loading values (>0.40) are indicative of their 

representation of the factor (Shrestha, 2021). Finally, internal consistency was confirmed 

through the calculation of  Cronbach’s alpha, evaluating the reliability and accuracy of the 

instrument; values greater than 0.70 are considered acceptable (Shrestha, 2021). Eigenvalue 

describes the portion of the overall variance within a correlation matrix interpreted by a 

linear combination of factors. It is recommended to keep components with eigenvalues 

greater than 1.0. As per the extant literature, when variable numbers are less than 30, and the 

commonalities are above 0.70, this criterion is reliable.  (Hair et al., 2018). Marcoulides 

(1998) proposes retaining factor loadings that are 0.50 or higher.  All items exceeded the 

threshold value, and thus, all the items were retained.  

 

Subsequently, a CFA was employed in order to evaluate the measurement model. CFA is 

identified as a crucial multivariate statistical technique which evaluates the extent to which 

variables that measure accurately represent a set of theoretical latent constructs, and in the 

instances when connected with validity tests, it indicates the theoretical measurement 

model’s quality (Hair et al., 2018). CFA is best suited for confirming a predetermined factor 

structure established based on theory or previous research (Thompson, 2004). Furthermore, 

CFA allows for the examination of relationships between observed variables and latent 

constructs, offering a comprehensive assessment of the model’s fit to the data (Brown , 

2015). 
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The cross-tabulation was conducted. Cross-tabulation is a statistical technique employed in 

quantitative studies to scrutinise the interplay among two or more categorical variables; it 

encompasses the construction of a contingency table that displays the frequency distribution 

of the variables about each other and allows researchers to examine patterns, associations, 

or dependencies between variables (Creswell & Creswell, 2018). Leaders’ adherence to 

organisational values was analysed across gender, age, education, experience, position 

category and industry.  

 

Because of the restricted number of observations, we were compelled to employ the two-

step model. The two-step model has been extensively utilised by scholars (Hair et al., 2018).  

Following the creation of factor analyses, regression analyses were conducted to evaluate 

the associations between cultural types, leadership profiles, and governance factors with 

leaders’ adherence to organisational values. Regression analysis examines the association 

between dependent and independent variables, which are predictors for the designated 

dependent variable. Regression analysis establishes the connection between several 

interrelated independent variables, referred to as predictors, and a single dependent variable, 

known as the observed variable (Thakkar, 2020). When there is only one independent 

variable, it is known as simple regression analysis, while multiple regression analysis 

involves the inclusion of multiple independent variables. The study employed Ordinary 

Least Squares (OLS) regression. Because OLS regression is well-suited for analysing 

complex relationships involving multiple independent variables and allows researchers to 

compare the effects of different predictors on the dependent variable within a unified model 

(Gujarati & Porter, 2009). OLS regression is a widely used statistical technique that 

estimates the relationship between a dependent variable and one or more independent 

variables, providing a degree of the intensity and direction of these associations (Field, 

2013). The power of the linear relationship between the ranked or numerical variables is 

measured by a correlation coefficient (Saunders et al., 2016). Within the regression equation, 

the expected variation in the dependent variable, relating to a one-unit change in the 

independent variable, is represented by intercept and coefficient (Hair et al., 2018). 

 

Subsequently, the model was verified by taking the factors formed in factor analyses into 

SEM. It examined the relationship outlined in the literature concerning organisational 
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commitment to values and a sense of belonging on leaders' adherence to organisational 

values and the relationship between organisational commitment and sense of belonging. 

SEM is a comprehensive statistical approach that examines complex relationships amongst 

observed and latent variables, enabling scholars to investigate the theoretical models 

involving multiple dependent and independent variables simultaneously (Byrne, 2016).  

 

To evaluate the general adequacy of the resultant measurement model, various fit statistics 

are employed.  First, the Chi-square test is employed to investigate the relationship between 

two categorical variables or to evaluate the degree of correspondence between a sample’s 

distribution and a known population distribution, known as the goddess of fit (Franke et al., 

2012). In cross-tabulation, the chi-square test is commonly employed to identify significant 

connections between the observed and expected frequencies of two variables.This test helps 

determine the likelihood that the two variables are independent. (Saunders et al., 2016). The 

inclination for the relative chi-square test instead of the simple chi-square test stemmed from 

the latter’s susceptibility to fluctuations caused by the size of the sample and model 

complexity (Collier, 2020). A Relative chi-square test value below three is deemed an 

acceptable fit (Kline, 2011), while values above one are chosen to prevent overfitting (Byrne, 

1989).  

 

Testing incremental fit statistics such as the Comparative Fit Index (CFI) and Tucker-Lewis 

Index  (TLI) in SEM is critical. The threshold for an acceptable fit is typically set at 0.90 for 

both CFI and TLI values (Collier, 2020). Root Mean Square Error of Approximation 

(RMSEA) and Standardized Root Mean Squared (SRMR) are crucial SEM goodness-of-fit 

measures because they provide a comprehensive and reliable evaluation of the model. The 

SRMR measures the extent to which the empirical correlation matrix deviates from the 

model-implied correlation matrix. (Hu & Bentler, 1998). Steiger (1989) has recommended 

that RMSEA values less than 0.05 be considered indicative of a close fit. A cutoff value near 

0.08 for SRMR and a value closer to 0.06 for RMSEA is required to determine that there is 

a reasonably “good fit between the hypothesised model and the observed data” (Hu & 

Bentler, 1999,p. 134). The Coefficient of Determination (CD) represents the proportion of 

variability accounted for by an equation within a model (Thakkar, 2020). The CD is essential 
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in SEM for assessing the explanatory power of the model, contributing to model 

interpretation and hypothesis testing (Kline, 2015). Higher values of CD, which are closer 

to one, indicate a better fit but need to be interpreted along with other fit indices for a 

comprehensive assessment (Kline, 2015).  

 

The SEM served as the last stage in the data analysis process to identify the relationship 

between organisational commitment to values and sense of belonging on adherence to 

organisational values and assessing the connection between organisation’s commitment to 

values and sense of belonging. SEM is favoured over conventional regression models for 

several reasons. It enables concurrent estimation of numerous interrelated dependency 

relationships, integrates latent variables to provide a more nuanced illustration of theoretical 

concepts, and enhances statistical valuation by considering measurement errors at every 

stage of the assessment process (Hair et al., 2018). SEM’s capacity to model relationships 

between constructs and test comprehensive behavioural science theories contributes 

significantly to its attractiveness. Moreover, its popularity in business and social sciences is 

further supported by its capability to represent theoretical concepts with latent variables, 

address different types of measurement error, and evaluate complete theories, rendering it 

valuable for diverse research questions (Henseler, 2020). The structural model was 

delineated to establish a valid measurement model through CFA. This involved mapping out 

paths representing relationships between constructs according to the proposed theoretical 

framework. Subsequently, it enabled the examination of hypothesised structural 

relationships between constructs.  

 

3.5  Reliability and Validity 

Reliability and Validity are cornerstones in assessing research quality across natural and 

social sciences, particularly in quantitative studies. Validity and reliability assess how well 

the research findings represent and can be applied to a broader context (Saunders et al., 

2016). Reliability pertains to the consistency and reproducibility of findings; if a researcher 

can reproduce previous results using the same methodology, the research is deemed reliable 

(Saunders et al., 2016). The data collection and analysis procedures were also thoroughly 
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outlined to facilitate replicability. Conversely, validity concerns the appropriateness and 

accuracy of measures, the precision of results analysis, and the extendibility of findings 

(Creswell & Creswell, 2018).  

 

After establishing a satisfactory model fit, the next step involved assessing construct validity, 

which focused on measurement accuracy. Convergent Validity posits that items assessing a 

common construct should exhibit significant shared variance (Hair et al., 2018). 

Discriminant validity assesses distinctiveness between constructs, ensuring items represent 

only one latent construct (Hair et al., 2018). A robust examination involves comparing the 

Average Variance Extracted (AVE) values of factors to their squared correlation estimate; 

if AVE values surpass the squared correlation estimate, it indicates support for discriminant 

validity (Fornell & Larcker, 1981). Convergent validity is typically recognised when the 

AVE is above or equal to 0.5 (Shrestha, 2021). To guarantee the attainment of this AVE 

threshold, standardised factor loadings lower than 0.5 were deemed eligible for removal in 

SEM. The Cronbach’s alpha and Composite Reliability (C.R) tests were employed and 

meticulously documented to ensure measurement consistency. However, as per the previous 

literature, C.R. is favoured over Cronbach’s alpha (Hair et al., 2018). C.R assesses the 

internal consistency of scale items, and values ranging from 0.60 to 0.70 are considered 

acceptable, but in more advanced stages, they should exceed 0.70 (Shrestha, 2021). 

 

Validity questions whether the employed measures truly capture the intended phenomenon 

and are suitable for their intended purpose. This study followed three validity measures: 

content, construct, and criterion validity. To confirm face validity, explicit construct 

definitions, careful consideration of item wording, and professional views were utilised to 

accurately determine the theoretical domain. The convergent and discriminant validity of all 

constructs underwent evaluation and documentation.  
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4  RESULTS 

This chapter outlines the study’s findings. It begins with descriptive statistics concerning 

respondents and pertinent constructs. Next, EFA was conducted, followed by CFA to reduce 

dimensions and in order to validate the measurement model. Following this, regression 

analysis and SEM were used to examine the hypotheses and identify the impact of the 

determinants on leaders’ adherence to organisational values.  

 

4.1  Descriptive Statistics 

This segment delves into an outline of the sample’s background in order to comprehend 

characteristics and facilitate the interpretation of data. Table 5 presents the frequency 

distribution of background information. By examining these distributions, we can gain a 

better understanding of the demographic composition of our sample. The descriptive 

statistics of the dependent and independent variables, mean, SD, minimum and maximum, 

are shown in Table 42 (See Appendix 4). 

 

The sample comprises 61 females (40.67%)  and 89 males (59.33%). Female participation 

is a little higher than the labour market female participation in Sri Lanka, which is only 36% 

(UN Women, 2022). This phenomenon may arise as females demonstrate a higher likelihood 

of survey participation than males (Smith, 2008). Among the sample,  29 respondents are 

aged 30 years or below, constituting approximately 19.46% of the total sample. A large 

portion of the sample, comprising 62 respondents were between 31 to 40 years, representing 

41.61% of the total sample. Additionally, 36 respondents were in the 41 to 50 years age 

category, contributing to  24.16%, while 22 respondents were aged 51 years or older, 

equivalent to 14.77%. Notably, one respondent did not disclose their age. The majority of 

the sample holds Assistant Managers or Managers positions, comprising 51 individuals, 

representing approximately 34.69% of the total. Following closely are individuals in Senior 

Manager or Head of Function roles, accounting for 46 respondents (31.29%) of the sample. 

Additionally, 41 respondents, constituting 27.89% of the total, hold Executive Roles. A 
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smaller portion of respondents, nine individuals (6.12%) of the sample, occupy positions as 

Director or above. Particularly, 03 respondents did not disclose their job category. 

 

Table 5: Frequency Distribution of Respondents’ Background Information 

 

Variable Mean Response Frequency Percent (%) 

Gender 1.59 
Female (1) 61 40.67 

Male (2) 89 59.33 

Age  2.34 

30 years or less (1) 29 19.46 

Between 31 to 40 years (2) 62 41.61 

Between 41 to 50 Years (3) 36 24.16 

51 years or more (4) 22 14.77 

Not disclosed 1 0.00 

Position 2.15 

Executive (1) 41 27.89 

Assistant Manager / Manager (2) 51 34.69 

Senior Manager / Head of the 

Function (3) 46 31.29 

Director or above (4) 9 6.12 

Not disclosed 3 0.00 

Experience 2.82 

Between 01 to 05 years (2) 75 50.00 

Between 06 to 10 years (3) 26 17.33 

More than 10 years (4) 49 32.67 

Education 3.54 

Ordinary /Advanced Level (1) 0 0.00 

Diploma (2) 14 9.33 

Bachelor’s Degree (3) 41 27.33 

Master’s Degree or above (4) 95 63.33 

Industry 4.85 

Agricultural & Coir products 5 3.33 

Apparel/Textile/Accessories 33 22.00 

Automotive 2 1.33 

Banking & Finance 4 2.67 

Communication & Technology 3 2.00 

Education 2 1.33 

Food/ Beverages 29 19.33 

Hotel &Tourism 2 1.33 

Industrial Goods 1 0.67 

Machinery / Equipment 15 10.00 

Other 15 10.00 

Packaging 1 0.67 

Pharmaceutical 4 2.67 

Printing 3 2.00 

Safety products 26 17.33 

Tobacco / Alcohol products 3 2.00 

Transport & Cargo 2 1.33 
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With regard to experience, the largest group comprises those with one to five years of  in 

their current company, totalling 75 individuals, representing approximately 50% of the total 

sample. Following this, 26 respondents have been with their current company for six to ten 

years, representing around 17.33% of the sample, a smaller proportion than the first group. 

Of the total respondents, 49 fell into the experience category of above ten years with the 

present company, suggesting a notable presence of individuals with longer tenures in the 

data set, accounting for approximately 32.67% of the total. Furthermore, it is essential to 

note that respondents who had less than one year of service in the present organisation were 

excluded from the sample to serve as a control variable. Overall, the data provides insights 

into the distribution of working experience among the respondents, reflecting diverse tenure 

lengths within the sample. However, it is notable that more than half of the sample 

represented the experience category of one to five years, indicating that a substantial number 

of the respondents have comparatively shorter tenures with their current employers. 

 

In terms of educational background, there were no individuals in the category of ordinary 

level or advanced level qualifications within the sample, which was the lowest qualification 

level. Following this, 14 respondents hold diplomas, representing only 8.54% of the sample. 

Most of the respondents had bachelor’s degrees, comprising 41 individuals, which accounts 

for approximately 25.15% of the total sample. Remarkably, a substantial proportion of 

respondents, totalling 95 individuals or approximately 58.28% of the total, have attained 

master’s degrees or higher qualifications. The distribution highlights the prevalence of 

higher educational qualifications among the respondents, indicating a well-educated sample 

overall. 

 

The sample represented the distribution of respondents across diverse industries. While each 

industry is represented to varying degrees, some sectors stand out with a higher number of 

respondents. For instance, the apparel/ textile/ accessories sector has the most significant 

representation, with 33 individuals constituting approximately 19.42% of the total sample. 

Following closely, the food and beverage industry includes 29 respondents, accounting for 

around 17.06% of the sample. Additionally, the safety products sector demonstrated notable 

participation, with 26 individuals representing approximately 15.29% of the total.Other 
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industries, such as agriculture and coir products, automotive, and banking and finance, have 

comparatively few but still significant numbers of respondents, ranging from one to five 

individuals. This diversity of industry representation underscores the breadth of the sample 

and provides insights into the occupational backgrounds of the respondents.  

 

4.2  Factor Analysis 

In this section, EFA is introduced, where significant results from the Bartlett test of 

sphericity and the Kaiser-Meyer-Olkin (KMO) measures of sampling adequacy validate the 

suitability of the data for factor analysis. Subsequent analysis revealed varying degrees of 

internal consistency among constructs. The section then transitions to CFA, emphasising the 

iterative process of model adjustment to enhance fit and validity, supported by various fit 

indices and goodness-of-fit measures. 

 

4.2.1  Exploratory Factor Analysis  

The EFA results show that the Bartlet test of sphericity is significant (0.000). When results 

are significant, it suggests there are adequate intercorrelations to proceed with the factor 

analysis. The presence of significant correlations among variables supports the 

appropriateness of the data for factor analysis. Exceeding the acceptable threshold of 0.50, 

the overall KMO measure of sampling adequacy is 0.91.  With KMO values ranging from 

0.50 to 0.69, all factors have met the criteria in this test.  Higher values are preferable, as they 

indicate a more comprehensive measure of overlap or shared variance between pairs of 

variables. The idea is to recognise related items yet provide distinctive information about the 

factors. Thus, high values imply overlap without reaching a level that hampers the analysis 

due to multicollinearity. The results of the study indicated that the variables in the dataset 

were sufficiently correlated to perform factor analysis. Based on the results of the factor 

analysis, six factors with eigenvalues exceeding one were retained. Additionally, all factor 

loadings exceeding the threshold of 0.50 were retained, indicating the significance of all 

items in contributing to the identified factors. Table 6 includes the results of EFA, adequacy 

and reliability measures. 
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Table 6: Exploratory Factor Analysis, Adequacy and Reliability 

Construct Item 
Factor 

Loading 
Eigenvalue 

Variance 

Extracted 

(%) 

KMO 

 

Cronbach's  

alpha  (α) 

  

Clan Culture 

C1 0.59 

2.05 32.93 0.69 0.77 C2 0.64 

C3 0.74 

Hierarchy 

Culture 

H1 0.73 

1.69 39.36 0.60 0.60 H2 0.69 

H3 0.76 

Adhocracy 

Culture 

A1 0.75 
1.62 53.76 0.50 0.76 

A2 0.72 

Market Culture 
M1 0.75 

1.70 51.26 0.50 0.82 
M2 0.68 

Value 

Congruence 

VC1 0.54 

2.43 39.66 0.69 0.71 
VC2 -0.77 

VC3 0.59 

VC4 0.54 

COC 

COC1 0.66 

1.94 52.16 0.64 0.60 
COC2 0.66 

COC3 0.80 

COC4 0.92 

Organisational 

Commitment 

to Values 

OCTV1 0.67 

2.26 51.80 0.68 0.83 OCTV2 0.75 

OCTV3 0.50 

Sense of 

Belonging 

SOB1 0.56 

2.33 25.72 0.68 0.84 SOB2 0.66 

SOB3 0.53 

Leaders' 

adherence to 

organisational 

Values 

LAOV1 0.83 

2.19 60.59 0.64 0.72 
LAOV2 0.50 

LAOV3 0.69 

LAOV4 0.76 

 

 

The analysis of Cronbach’s alpha values for each construct showed varying degrees of 

internal consistency. Market culture, organisational commitment to values, and sense of 

belonging demonstrated high reliability, as evidenced by Cronbach’s alpha values 

surpassing 0.80, indicating robust consistency among their respective items. Clan culture, 

adhocracy culture, value congruence, and leaders’ adherence to organisational values also 

exhibited good reliability, with Cronbach’s alpha values ranging between 0.70 and 0.80. 

However,  hierarchy culture and COC constructs showed lower reliability with an alpha 
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value of 0.60, which is below the threshold of 0.70. These findings underscore the 

importance of evaluating internal consistency to guarantee the reliability of measurements 

used in the research. 

 

4.2.2  Confirmatory Factor Analysis  

Within this section, the derived factors undergo a rigorous CFA to enhance the validation 

and assessment of the measurement model’s fit. The initial model derived from an EFA 

utilising 28 items resulted in a solution comprising nine factors. However, upon subjecting this 

initial model to CFA, the obtained model fit indices implied a somewhat poor fit to the data. 

Despite this initial discrepancy, rigorously evaluating the model before making any adjustments, 

such as removing items, was essential. Consequently, the CFA was conducted without altering 

the structure of the model, serving as an initial comprehensive assessment of its adequacy in 

capturing the underlying constructs of interest.  

 

Several CFA iterations were tested, and iterative adjustments were made to enhance model 

fit and validity. Through iterative processes, items were systematically eliminated based on 

theoretical considerations and diagnostic model information. Modification Indicators (MI)  

provided information on how model fit can be improved by allowing specific parameters 

such as factor loadings and covariances to be freely estimated or adding paths between 

variables—the identified large MIs showed potential areas for model improvement.  

 

Table 7 presents the results of the initial model of the CFA. The model significantly differs 

from both models vs saturated with the value of 720.12 and the baseline vs saturated model 

with 3108.32. RMSEA value of 0.09 also indicates a mediocre fit.  However, there can be 

challenges in using traditional fit indices like Chi-square and RMSEA in SEM, particularly 

in small sample sizes, due to issues related to non-normality and model complexities  (Kline, 

2015). When the sample size is small, researchers may focus on other fit indices that are less 

affected by size limitations, such as CFI and Standardized Root Mean Squared Residual 

(SRMR).  
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Table 7: Confirmatory Factor Analysis Results – Initial Model  

 

Construct Item 

Standardi

sed 

Factor 

Loading 

The 

sum of 

factor 

loading 

Std 

Error 

t-

value 
AVE  C.R.  

Clan Culture 

C1 0.64 

2.15 0.12 18.43 0.52 0.76 C2 0.76 

C3 0.75 

Hierarchy 

Culture 

H1 0.37 

1.70 0.11 15.94 0.36 0.60 H2 0.51 

H3 0.82 

Adhocracy 

Culture 

A1 0.84 
1.58 0.12 13.74 0.63 0.77 

A2 0.74 

Market Culture 
M1 0.87 

1.67 0.09 18.56 0.70 0.82 
M2 0.80 

Value 

Congruence 

VC1 0.75 

2.69 0.12 20.00 0.54 0.75 
VC2 0.17 

VC3 0.88 

VC4 0.89 

COC 

COC1 0.56 

2.15 0.12 18.30 0.37 0.65 
COC2 0.79 

COC3 0.72 

COC4 0.08 

Organisational 

Commitment 

to Values 

OCTV1 0.83 

2.40 0.12 20.00 0.65 0.85 OCTV2 0.91 

OCTV3 0.66 

Sense of 

Belonging 

SOB1 0.67 

2.41 0.11 21.91 0.65 0.85 SOB2 0.84 

SOB3 0.90 

Leaders' 

adherence to 

organisational 

Values 

LAOV1 0.29 

2.43 0.09 26.27 0.41 0.71 
LAOV2 0.67 

LAOV3 0.86 

LAOV4 0.61 

 

Model Fit Indices 

Chi2_ms   720.12 

Chi2_bs 3108.32 

RMSEA       0.09 

CFI       0.85 

TLI       0.82 

SRMR       0.07 

CD       1.00 
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CFI tends to perform well even in small samples and is less affected by sample size compared 

to other fit indices (Cheung & Rensvold, 2002). SRMR exhibits lower sensitivity to sample 

size and model complexity compared to Chi-square and RMSEA, making it a more suitable 

fit index for small samples (Brown, 2015). These indices typically provide more robust 

assessments of model fit in smaller samples. Hence, researchers may prioritise reporting 

these indices over the Chi-square statistics and RMSEA when dealing with small sample 

sizes. In this study, the CFI value of 0.85 and the TLI value of  0.82 are below the generally 

acceptable threshold of 0.90, suggesting that while the proposed model explains the data to 

some extent, there may be room for improvement. The SRMR value of 0.07 falls within the 

acceptable level, indicating that the model fits well. This implies that the model reproduces 

the monitored covariance structure, as lower SRMR values show a superior fit in SEM. The 

CD of 1.000 suggests that the model accounts for all the variance in the dependent variable, 

implying a good fit in this aspect. While some indices suggest moderate to good fit, others 

indicate potential issues with the model’s fit.   

 

Using various fit statistics, the data analysis assessed the model's goodness of fit. Factor 

loadings quantify the strength of the relationship between observed variables (items) and 

latent constructs (factors) within the CFA model. Factor loadings below 0.50 were 

considered to be weak in this study. The AVE determines the extent to which a construct 

captures variance compared to the variance attributed to measurement error, and values 0.50 

or higher are considered good.  A higher Composite Reliability (C.R)  signifies that the items 

of the construct are strongly interrelated and measure the same underlying construct, and 0.7 

or higher is considered acceptable. (Hair et al., 2010). Hence, H1, VC2, COC4, and LAOV1, 

with factor loadings below the designated threshold of 0.50, were excluded to uphold the 

reliability and validity of the CFA model.  

 

Table 8 presents the results of the Model 2 of the CFA. All factor loadings surpassed the 

threshold of 0.50, signifying that none of the items needed to be removed.  The AVE for all 

constructs exceeded the acceptable threshold of 0.50, suggesting that each construct captured 

more variance from its indicators than measurement error. This suggests that the constructs 

were reliably measured and demonstrated satisfactory convergent validity. However, the 
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construct validity associated with the hierarchy culture fell below the threshold of 0.70; 

given the construct’s limited number of items (only two), the decision was made to retain all 

items without excluding any.  

 

Table 8: Confirmatory Factor Analysis Results – Model 2 

 

Construct Item 

Standardised 

Factor 

Loading 

The sum 

of Factors 

Loading 

Std 

Error 

t-

value 

AV

E  
C.R. 

Clan Culture 

C1 0.64 

2.16 0.12 18.51 0.52 0.76 C2 0.76 

C3 0.76 

Hierarchy 

Culture 

H2 0.50 
1.38 0.10 13.80 0.51 0.66 

H3 0.88 

Adhocracy 

Culture 

A1 0.83 
1.57 0.12 13.65 0.62 0.76 

A2 0.74 

Market Culture 
M1 0.87 

1.67 0.09 18.56 0.70 0.82 
M2 0.80 

Value 

Congruence 

VC1 0.75 

2.53 0.11 23.00 0.72 0.88 VC3 0.89 

VC4 0.89 

COC 

COC1 0.56 

2.07 0.13 15.92 0.49 0.74 COC2 0.79 

COC3 0.72 

Organisational 

Commitment 

to Values 

OCTV1 0.83 

2.4 0.12 20.57 0.65 0.85 OCTV2 0.91 

OCTV3 0.66 

Sense of 

Belonging 

SOB1 0.67 

2.41 0.11 22.59 0.65 0.85 SOB2 0.84 

SOB3 0.90 

Leaders' 

adherence to 

organisational 

Values 

LAOV2 0.67 

2.13 0.10 22.03 0.52 0.76 LAOV3 0.86 

LAOV4 0.60 

Model Fit Indices 

Chi2_ms   523.64 

Chi2_bs 2875.62 

RMSEA       0.10 

CFI       0.88 

TLI       0.85 

SRMR       0.06 

CD       1.00 
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The likelihood ratio Chi-square tests were employed to compare the proposed model against 

a saturated and a baseline model, revealing significant differences (p<0.05). There has been 

an enhancement in comparison to the previous model, as the model value was 523.64, and 

the baseline value was 2875.62. RMSEA was found to be 0.10, indicating a mediocre fit 

same as the initial model. The CFI value of 0.88 and TLI value of 0.85 still remained below 

the commonly acceptable threshold. This indicated that, although the proposed model 

explains the data to some degree, there is potential for enhancement. Similar to the initial 

model,  SRMR falls within the range often considered acceptable for many models in social 

science research with a value of 0.06. However, it showed a slight improvement compared 

to the initial model. CD value indicates a good fit of the model to the observed data, 

signifying that the independent variables explain all variance in the dependent variable. 

Based on the fit indices, the model demonstrated mixed results regarding overall fit, 

indicating potential room for improvement in model fit.   

 

Table 9  presents the results of the Model 3 of the CFA. In response to identified large MIs 

indicative of substantial covariances between certain variables, additional paths were 

introduced in the Model 3 to capture better these associations (HIER→C3 18.2, SOB→H2 

18.1, SOB→H3 18.1, CLAN→VC1 21.5, SOB→VC1 19.3) (VC3→VC4 19.3, OCTV1 

→SOB1 15.6, SOB1→ SOB2 15.0). The standardised factor loadings varied from 0.50 to 

0.93 across the constructs, implying a strong relationship between the items and their 

intended constructs with high reliability. The AVE values for all constructs exceed the 

threshold of 0.50 except for hierarchy culture (0.47) and COC  (0.49). However, those two 

also remain closer to the threshold. Thus, results indicate that each construct captured 

substantial variance from its indicators, demonstrating satisfactory convergent validity. 

Additionally, the C.R. values fall above the threshold for all constructs except for hierarchy 

culture.  This suggests high internal consistency reliability across all constructs. Model 3 

showed an enhancement compared to Model 2, as the model value has  reduced to 427.99, 

while the baseline Chi-square remains at 2875.62. The RMSEA improved to 0.08, 

suggesting a medicore fit same as the Model 2, but acceptable for complex models. The CFI 

of 0.92 and TLI of 0.90 exceed the 0.90 threshold, indicating a good fit. The SRMR value 

further decreases to 0.05, suggesting an excellent fit regarding standardised residuals. It 

suggests that the model effectively replicates the observed covariance structure of the data. 
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CD value indicates a good fit of the model to the observed data, signifying that the 

independent variables explain all variance in the dependent variable. Based on the fit indices, 

the model demonstrated an overall good fit.   

 

Table 9: Confirmatory Factor Analysis – Model 3 

 

Construct Item 

Standardis

ed Factor 

Loading 

The sum 

of factor 

loading 

Std 

Error 

t-

value 
AVE  C.R. 

Clan Culture 

C1 0.70 

2.25 0.12 19.29 0.57 0.80 C2 0.84 

C3 0.71 

Hierarchy 

Culture 

H2 0.50 
1.33 0.11 12.67 0.47 0.63 

H3 0.83 

Adhocracy 

Culture 

A1 0.82 
1.57 0.12 13.65 0.62 0.76 

A2 0.75 

Market 

Culture 

M1 0.87 
1.67 0.09 18.56 0.70 0.82 

M2 0.80 

Value 

Congruence 

VC1 0.53 

2.16 0.11 19.06 0.54 0.77 VC3 0.82 

VC4 0.81 

COC 

COC1 0.55 

2.07 0.13 16.34 0.49 0.74 COC2 0.80 

COC3 0.72 

Organisational 

Commitment 

to Values 

OCTV1 0.83 

2.41 0.12 20.08 0.66 0.85 OCTV2 0.93 

OCTV3 0.65 

Sense of 

Belonging 

SOB1 0.63 

2.36 0.11 22.13 0.63 0.83 SOB2 0.82 

SOB3 0.91 

Leaders' 

adherence to 

organisational 

Values 

LAOV2 0.67 

2.14 0.09 22.93 0.52 0.76 
LAOV3 0.86 

LAOV4 0.61 

Model Fit Indices 

Chi2_ms   427.99 

Chi2_bs 2875.62 

RMSEA       0.08 

CFI       0.92 

TLI       0.90 

SRMR       0.05 

CD       1.00 
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When compared with both the initial model and model 2, model 3 has improved across all 

the indices. Significantly, model 3 fit indices meet the established threshold typically 

associated with a model of good fit. Table 10 illustrates the enhancement of model fit indices.  

 

Table 10: Fit Indices of Different Model Iterations 

 

Model Fit Indices Initial Model  Model 2 Model 3 

Chi2_ms  720.12   523.64   427.99 

Chi2_bs 3108.32 2875.62 2875.62 

RMSEA       0.09       0.10       0.08 

CFI       0.85      0.88       0.92 

TLI       0.82      0.85      0.90 

SRMR       0.07      0.06      0.05 

CD       1.00      1.00      1.00 

 

 

4.3  Factor Descriptions 

This sub-section aims to comprehend the variables employed in gauging respondents’ 

perceptions of leaders’ adherence to organisational values and determinants. Assessed on a 

7-point Likert scale, it includes measures of central tendency, dispersion, and distribution 

shape. The “neither agree nor disagree” option was the midpoint (four) to simplify 

interpretation. Consequently, ratings below four are viewed as unfavourable, whereas above 

four are regarded as favourable. Appendix 4  provides a comprehensive overview of the 

descriptive statistics pertaining to the variables of this study. Appendix 6 presents the 

correlation matrix for further analysis, and Appendix 7 offers detailed information on the 

measures, including the respective code names assigned to each item. Table 11 summarises 

the factor descriptions with mean, correlations and reliability measures. 
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Table 11: Summary of Factor Descriptions  

 

Factor Mean Correlation with  

leaders’ adherence to 

organisational values 

Cronbach's alpha 

CLAN  5.19 0.60 0.77 

HIER  5.44 0.56 0.60 

ADHO  5.30 0.55 0.76 

MKT  5.29 0.48 0.82 

VCON  5.02 0.67 0.71 

COC  5.05 0.79 0.60 

OCTV  5.22 0.79 0.83 

SOB 5.64 0.72 0.84 

LAOV 5.68 
 

0.72 

 

 

Organisational Culture Type – Clan 

The scale related to the clan construct was developed using three items, each reflecting the 

organisational culture in different aspects. These items gauge perceptions regarding the 

company’s familial atmosphere, the importance of loyalty and mutual trust in fostering 

cohesion, and the organisation's emphasis on human resource development (Gao, 2015). The 

means of the clan culture items vary between 5.00 to 5.44. The mean of all items related to 

clan culture (5.19) showed that respondents view clan culture favourably. Around 67% of 

responses to all measured items related to the clan culture have received a score above four. 

This indicates a positive sign towards the clan culture (See Figure 6). The SD values exhibit 

a narrow range, varying from 1.37 to 1.51 across all items, suggesting that the data points 

were tightly clustered around their respective means. The distribution of all items exhibits 

negative skewness, indicating a scarcity of smaller values and a prolonged tail on the left 

side (See Tables 23 and 24). Refer to Appendix 3.  

 

Organisational Culture Type – Hierarchy 

The hierarchy construct scale is comprised of two items designed to assess various facets of 

organisational culture. These items aim to capture perceptions regarding formalisation and 
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structure within the company and emphasise performance and stability. H3, which inquires 

whether the company emphasises performance and stability, obtained the highest mean 

(5.61). In contrast, H2, which addresses whether the company is perceived as a highly 

formalised and structured environment, received the lowest mean score (5.28). With a mean 

of 5.44 for all items, it shows that respondents perceive hierarchy culture favourably. Around 

78% of responses to all measured items of hierarchy culture have received a score above 

four. This indicates favourable feedback towards the hierarchy culture (See Figure 7). A 

tight SD range of 1.16 to 1.38 across all two items indicates that the data points are closely 

grouped around their respective means. All item distributions display negative skewness, 

suggesting a shortage of smaller values and an elongated tail on the left side (See Tables 25 

and 26). Refer to Appendix 3. 

 

Organisational Culture Type – Adhocracy 

The adhocracy construct scale comprised two items designed to assess various facets of 

organisational culture. These items aim to capture perceptions regarding dynamism and 

entrepreneurial spirit within the company and perceptions regarding the leader’s roles as an 

entrepreneur, innovator, or risk taker.  A2, which inquires whether the leader is perceived as 

an entrepreneur, risk-taker or innovator, found the highest mean (5.45). In contrast, A1, 

which addresses whether the company is perceived as a highly dynamic and entrepreneurial 

environment, received the lowest mean (5.14). The mean of all items (5.30) suggests 

respondents hold a positive view of adhocracy culture. Around 80% of responses to all 

measured items have received a score above 4. This indicates favourable feedback towards 

the adhocracy culture (See Figure  8). A narrow SD range (1.39 – 1.43) across two items 

suggests that the data values are tightly clustered around the mean. All item distributions 

display negative skewness (See Tables 27 and 28). Refer to Appendix 3. 

 

Organisational Culture Type  - Market 

The market construct scale comprises two items designed to assess various facets of 

organisational culture. These items aimed to capture perceptions regarding the company’s 

emphasis on competitive actions and achievement and the importance placed on task and 

goal accomplishment as the cohesive force within the organisation. M1, which inquires 
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whether the company prioritises achievement and competitive actions, obtained the lowest 

mean (5.41). Meanwhile, M2, which addresses whether the emphasis on task and goal 

accomplishment serves as the binding force within the company, received the highest mean 

(5.45). A mean of all items (5.29) indicates that respondents view market culture positively; 

77% of responses to all measured items have received a score above four. This indicates 

favourable feedback towards the market culture (See Figure 15). A narrow SD range (1.39 –

1.43) across two items implies that the data values are tightly clustered around the mean. All 

item distributions display negative skewness (See Tables 29 and 30).  Refer to Appendix 3.  

 

LeadershipProfile  - Value Congruence 

The value congruence construct scale comprised four items designed to assess the alignment 

between leaders’ values and those of the organisation. It explored instances of compromise, 

the alignment between personal and organisational values, and their overall congruence. The 

means of value congruence items ranged from 4.74 to 5.45. VC4, which inquires whether 

personal values and organisational values are similar, obtained the lowest mean (4.74). 

Meanwhile, VC1, whether personal values usually correspond with the organisation’s 

values, received the highest mean score (4.37). The mean of all items (5.02) indicates that 

respondents view value congruence positively. Around 65% of responses to all measured 

items have received a score above four. This indicates favourable feedback towards the value 

congruence (See Figure 10). A low range of SD (1.30 – 1.43 ) across four items implies that 

the data values are tightly clustered around the mean. All item distributions display negative 

skewness (See Tables 31 and 32). Refer to Appendix 3. 

 

 

Governance Factor  - Code of Conduct 

The COC construct scale comprised four items designed to evaluate discrepancies between 

declared and predominant organisational values, adherence to the COC, managerial 

behaviour as an example, and recognising violations. The means of the COC items were 

within the range of 4.51 to 5.37. COC3, which inquires whether leaders set a good example 

by following the COC gained the highest mean (5.37). COC1 addresses whether the values 

prevalent in the organisation they are working in do not align with those declared; hence, 
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they disagree with the current values and receive the lowest mean (4.51).  A mean of all 

items (5.05) indicates that respondents view COC positively. Around 73% of responses to 

all measured items have received a score above four. This indicates favourable feedback 

towards the COC (See Figure 11). A low range of the SD (1.50 – 1.72 ) across four items 

implies that the data values are tightly clustered around the mean. All item distributions 

display negative skewness (See Tables 33 and 34). Refer to Appendix 3. 

 

Organisational Commitment to Values 

 

The organisational commitment to values construct scale encompassed three items: 

assessing the alignment between the organisation’s strategic plan and its values, decision-

making consistency among leaders, and the transparency of communication regarding both 

positive and negative news. The means of the organisational commitment to values items 

vary within the range of 4.92 to 5.48. OCTV1, which inquires whether the organisation’s 

strategic plan aligns with its core principles and values, received the highest mean (5.48). 

Meanwhile, OCTV3, which addresses whether an organisation openly communicates 

excellent and bad news, received a mean score of 4.92, which was the lowest. The mean of 

all items (5.22) indicates that respondents positively view organisational commitment to 

values. Around 76% of responses to all measured items have received a score above four. 

This indicates favourable feedback towards the organisation’s commitment to values (See 

Figure 12). A low range of  SD (1.33 – 1.58 ) across three items implies that the data values 

are tightly clustered around the mean. All item distributions display negative skewness (See 

Tables 35 and 36). Refer to Appendix 3.  

 

 

Sense of Belonging 

The sense of belonging construct scale encompassed three items assessing the strength of 

individuals’ ownership and responsibility for the organisation’s success, their pride in 

working, and their likelihood to recommend it as an excellent workplace. The means of the 

sense of belonging items vary between 5.44 to 5.81. SOB2, which inquires whether they are 

proud to work at their organisation, gained the highest mean (5.81). Meanwhile, SOB3, 

which addresses whether they recommend their organisation as a great workplace, gained 
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the mean score of 5.44, which was the lowest. The mean of all items (5.64) indicates that 

respondents positively view organisational commitment to values. Around 80% of responses 

to all measured items have received a score above four. This indicates favourable feedback 

towards the sense of belonging (See Figure 13). A low range of SD (1.19-1.57) across three 

items means that the data values are tightly clustered around the mean. All item distributions 

display negative skewness (See Tables 37 and 38).  Refer to Appendix 3. 

 

 

Leaders’ Adherence to Organisational Values 

The leader’s adherence to organisational values construct scale consisted of four items 

evaluating daily adherence to company values, agreement with organisational values, the 

ethical conduct of senior management as role models, and manager/supervisor expectations 

regarding adherence to the COC. The means of the leaders’ adherence to organisational 

values items vary between 5.15 to 6.00. LAOV3, which inquires whether senior management 

serves as a good model of ethical conduct, has the lowest mean (5.15). LAOV4, which 

addresses whether leaders expect subordinates to follow ethical conduct, gained the highest 

mean (5.95). The mean of all items (5.68) indicates that respondents positively view 

organisational commitment to values. Around 83% of responses to all measured items have 

received a score above four. This indicates favourable feedback towards the leaders’ 

adherence to organisational values (See Figure 14). A narrow SD range (1.04 – 1.43) across 

four items suggests that the data values are closely grouped around the mean. All item 

distributions display negative skewness (See Tables 39 and 40). Refer to Appendix 3.  

 

The results of the Shapiro-Wilk tests are shown in Appendix 3. Despite the non-normal 

distribution of the items, it is worth noting that Likert scale data often deviates from 

normality due to its ordinal nature  (Carifio & Perla, 2007). Therefore, no adjustments were 

made to the data to maintain the integrity of the survey responses and ensure an accurate 

representation of participants’ perceptions. Moreover, prior studies utilising Likert scale data 

in organisational research have similarly refrained from normality adjustments, affirming 

the appropriateness of this approach (Murray, 2013). 
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As per the results, male respondents demonstrated slightly higher adherence to 

organisational values (mean =5.71) compared to their female counterparts, with a mean 

value of  5.64 (See Figure 15). Respondents aged 30 years or less demonstrated the highest 

adherence to organisational values (mean =5.78), followed by those aged 41 to 50 (mean = 

5.74). Respondents aged 51 years or more exhibit slightly lower adherence (mean = 5.63), 

while the lowest adherence is observed among leaders aged between 31 and 40 years (See 

Figure 16). Leaders in director or higher positions show the most vital commitment to 

organisational values, with an average score of 5.96. They are followed by executives, who 

have an average score of 5.72, and senior managers or heads of function, who have an 

average score of 5.69. Managers or assistant managers display slightly lower adherence, with 

an average score of 5.60, compared to other position categories (See Figure 17).  

 

On average, respondents between one to five years of experience in the current organisation 

demonstrated the highest adherence to organisational values, with a mean score of 5.83. 

Those with more than ten years of experience exhibited slightly lower adherence, with a 

mean score of 5.61. Respondents between five to ten years of experience show the lowest 

adherence, with a mean score of 5.40 (See Figure 18). Respondents with the lowest education 

qualification, the diploma category, showed the highest adherence to organisational values, 

achieving a mean score of 5.93. Those with bachelor’s degrees come next, closely trailing 

with a mean score of  5.75. Respondents with the highest education qualifications, a master’s 

degree or higher, displayed slightly lower adherence, with a mean score of 5.62 (See Figure 

19). As per the results, the mean values of leaders’ adherence to organisational values vary 

significantly across industries. Respondents in the food and beverage industry demonstrated 

the highest adherence, with a mean score of 6.24. Similarly, high adherence is observed in 

the hotel tourism and industrial goods industries, with a mean score of 6.33. Banking, 

finance, and education industries showed relatively lower adherence, with a mean score of 

5.16 and 5.00, respectively. However, the machinery/equipment industry respondents 

exhibited the lowest adherence, with a mean score of 4.98 (See Figure 20). Refer to 

Appendix 5.  
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4.4  Regression Analysis and Hypothesis Testing 

This section provides an overview of the findings derived from the regression analysis. It 

includes an assessment and confirmation of eight hypotheses that were put forward for 

evaluation. The study tested each variable separately to directly examine its effect on 

leaders’ adherence to organisational values, as hypothesised. This approach isolated each 

predictor’s contribution, minimised confounding effects, and simplified result interpretation 

by focusing on individual relationships. However, the study also included all culture types 

into a single model and tested the influence on leaders’ adherence to organisational values. 

And also examined the relationship between value congruence and COC with leaders’ 

adherence to organisational values as a single model. After conducting diagnostic tests for 

heteroskedasticity in the residuals of the linear regression models, no evidence of 

heteroskedasticity was found (p<0.05).  

 

Table 12: Regression Analysis Results of Clan Culture  

  Leaders’ Adherence to Organisational Values 

Clan 0.60** (0.05) 

Intercept 3.07** (0.29) 

Control Variables 

Age -0.03 (0.09) 

Position 0.16 (0.09) 

Experience -0.05 (0.09) 

Education -0.18 (0.11) 

R square   0.36 

Adjusted R Square   0.36 

F statistics 84.26* 

Note: Standard errors presented in parentheses. Statistical significance. ***p<0.001, **p<0.01, and *p<0.05 

 

 

The results of the regression analysis between the clan culture and the leaders’ adherence to 

organisational values are presented in Table 12. The relationship between the clan culture 

and the leaders’ adherence to organisational values showed a statistically significant model 

with an F-statistic of 84.26 and a p-value of 0.00 (p<0.05). The R-squared value of 0.36 

implies that 36% of the variability in leaders’ adherence to organisational values is explained 
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by clan culture. Results indicate a high positive relationship with a coefficient of 0.60, which 

shows that higher values of clan culture are associated with higher values of value adherence. 

This aligns with the hypothesis, which posited a positive correlation. Hence, based on the 

results from the model, there is evidence to support hypothesis H1a. The findings indicate 

that irrespective of various control variables,  there is a consistent and statistically significant 

correlation between clan culture and leaders’ adherence to organisational values. 

 

Table 13: Regression Analysis Results of Hierarchy Culture  

 

  Leaders’ Adherence to Organisational Values 

Hierachy 0.52** (0.06) 

Intercept 2.85** (0.35) 

Control Variables 

Age 0.06 (0.09) 

Position 0.12 (0.09) 

Experience    -0.21* (0.09) 

Education                                -0.17 (0.11) 

R square   0.31 

Adjusted R Square   0.31 

F statistics 67.24* 

Note: Standard errors presented in parentheses. Statistical significance. ***p<0.001, **p<0.01, and *p<0.05 

 

 

The results of the regression analysis between the hierarchy culture and the leaders’ 

adherence to organisational values are presented in Table 13. The regression analysis 

between the hierarchy culture and the leaders’ adherence to organisational values shows a 

statistically significant model with an F-statistic of 67.24 and a p-value of 0.00 (p<0.05). 

The R-squared value of 0.31 implies that 31% of the variability in leaders’ adherence to 

organisational values is explained by hierarchy culture. The results indicate a moderate 

positive relationship with a coefficient of 0.52, which shows that higher values of hierarchy 

culture are associated with higher value adherence. However, this contradicts the hypothesis, 

which posited a negative correlation. Hence, according to the model results, there is no 

substantiation to uphold hypothesis H1b. Instead, the analysis indicates a positive correlation 

between hierarchy culture and a leader’s adherence to organisational values within the 
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context of this research. Most of the control variables do not significantly affect leaders’ 

adherence to organisational values, with the exception of experience, which has a significant 

negative impact.  

 

Table 14: Regression Analysis Results of Adhocracy Culture  

  Leaders’ Adherence to Organisational Values 

Adhocracy 0.43** (0.05) 

Intercept 3.37** (0.29) 

Control Variables 

Age 0.05 (0.09) 

Position 0.10 (0.09) 

Experience -0.09 (0.09) 

Education -0.19 (0.12) 

R square      0.30 

Adjusted R Square      0.30 

F statistics    64.75* 

Note: Standard errors presented in parentheses. Statistical significance. ***p<0.001, **p<0.01, and *p<0.05 

 

The results of the regression analysis between the adhocracy culture and the leaders’ 

adherence to organisational values are presented in Table 14. The regression analysis 

between the adhocracy culture and the leaders’ adherence to organisational values shows a 

statistically significant model with an F-statistic of 64.75 and a p-value of 0.00 (p<0.05). 

The R-squared value of 0.30 implies that 30% of the variability in leaders’ adherence to 

organisational values is explained by adhocracy culture. The results indicate a moderate 

positive relationship with a coefficient of 0.44, which shows that higher values of adhocracy 

culture are associated with higher values of value adherence. This contradicts the hypothesis, 

which proposed a negative association between adhocracy culture and leaders’ adherence to 

organisational values. Consequently, the model results provide evidence contradicting 

hypothesis H1c. As an alternative, the analysis suggests that adhocracy culture is positively 

associated with a leader’s adherence to organisational values within the framework of this 

research. Control variables do not significantly affect leaders' adherence to organisational 

values, with the exception of experience and education, which showed a marginally negative 

effect but are not statistically significant.  
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Table 15: Regression Analysis Results of Market Culture  

 

  Leaders’ Adherence to Organisational Values 

Market 0.46** (0.07) 

Intercept 3.21** (0.37) 

Control Variables 

Age 0.07 (0.10) 

Position 0.11 (0.10) 

Experience -0.15 (0.09) 

Education -0.16 (0.12) 

R square   0.23 

Adjusted R Square   0.23 

F statistics 45.24* 

Note: Standard errors presented in parentheses. Statistical significance. ***p<0.001, **p<0.01, and *p<0.05 

 

The results of the regression analysis between the market culture and the leaders’ adherence 

to organisational values are presented in Table 15. The regression analysis between the 

market culture and the leaders’ adherence to organisational values shows a statistically 

significant model with an F-statistic of 45.24 and a p-value of 0.00 (p<0.05). The R-squared 

value of 0.23 implies that 23% of the variability in leaders’ adherence to organisational 

values is explained by market culture. The results indicate a moderate positive relationship 

with a coefficient of 0.46, which shows that higher values of market culture are associated 

with higher value adherence.  This aligns with the hypothesis, which posited a positive 

correlation. Hence, based on the results from the model, there is evidence to support 

hypothesis H1d. The model suggests that market culture impacts leaders’ commitment to 

organisational values within this study framework. The findings indicate that irrespective of 

various control variables,  there is a consistent and statistically significant correlation 

between market culture and leaders’ adherence to organisational values.  

 

As presented in Table 16, the regression analysis was conducted to identify the relationship 

between culture types and leaders’ adherence to organisational values as a single model. 

Among the different culture types examined, clan culture showed the highest positive 

association (0.41) with leaders’ adherence to values, followed by the hierarchy culture  

(0.27) and adhocracy culture (0.14). All three culture types demonstrated a statistically 

significant positive relationship with leaders’ adherence to organisational values. Market 
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culture also had a positive relationship but did not show a statistically significant relationship 

(0.02). None of the control variables had a significant influence. The model explained 48% 

of the variance in leaders’ adherence to organisational values, indicating a moderately strong 

fit. The overall model was statistically significant, suggesting that the selected variables 

collectively have predictive power in explaining leaders' adherence to organisational values.  

 

Table 16: Regression Analysis Results of Culture Types as a Single Model 

 

  Leaders’ Adherence to Organisational Values 

Clan 0.41** (0.08) 

Hierachy 0.27** (0.08) 

Adhocracy                          0.14* (0.07) 

Market                        0.02 (0.08) 

Intercept                           2.57** (0.56) 

Control Variables 

Age 0.04 (0.09) 

Position 0.13 (0.09) 

Experience -0.11 (0.08) 

Education -0.15 (0.10) 

R square   0.48 

Adjusted R Square   0.45 

F statistics 15.98*** 

Note: Standard errors presented in parentheses. Statistical significance. ***p<0.001, **p<0.01, and *p<0.05 

 

The results of the regression analysis between the value congruence and the leaders’ 

adherence to organisational values are presented in Table 17. The regression analysis 

between the value congruence and the leaders’ adherence to organisational values shows a 

statistically significant model with an F-statistic of 121.98  and a p-value of 0.00 (p<0.05). 

The R-squared value of 0.45 implies that 45% of the variability in leaders’ adherence to 

organisational values is explained by value congruence. The results indicate a moderate 

positive relationship with a coefficient of 0.55, which shows that higher value congruence is 

associated with higher value adherence. This aligns with the hypothesis, which posited a 

positive correlation. Hence, based on the results from the model, there is evidence to support 

hypothesis H2a. The control variables, age and position, do not have a significant effect on 

leaders' adherence to organisational values. However, experience and education exhibit 
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significant negative effects. This suggests that while value congruence has a strong positive 

impact on leaders’ adherence to organisational values, more experienced and educated 

leaders tend to adhere less to those values. 

 

Table 17: Regression Results of Value Congruence  

  Leaders’ Adherence to Organisational Values 

Value Congruence 0.55** (0.05) 

Intercept 2.92** (0.26) 

Control Variables 

Age 0.08 (0.09) 

Position 0.12 (0.09) 

Experience -0.17* (0.08) 

Education -0.23* (0.10) 

R square     0.45 

Adjusted R Square     0.45 

F statistics 121.98* 

Note: Standard errors presented in parentheses. Statistical significance ***p<0.001, **p<0.01, and *p<0.05 

 

 

Table 18: Regression Results of Education  

 

  Leaders’ Adherence to Organisational Values 

Education -0.15 (0.12) 

Intercept 6.20** (0.45) 

Control Variables 

Age -0.00 (0.12) 

Position 0.12 (0.12) 

Experience -0.15 (0.11) 

R square   0.01 

Adjusted R Square   0.00 

F statistics   1.41 

Note: Standard errors presented in parentheses. Statistical significance. ***p<0.001, **p<0.01, and *p<0.05 

 

The results of the regression analysis between the educational level and the leaders’ 

adherence to organisational values are presented in Table 18. The regression analysis 

between the education level and the leaders’ adherence to organisational values did not show 
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a statistically significant model with an F-statistic of 1.41 and a p-value of 0.23 (p<0.05). 

The R-squared value of 0.01 implies that only 1% of the variability in leaders’ adherence to 

organisational values is explained by education level. The results indicate a weak negative 

relationship with a coefficient of -0.15. This contradicts the hypothesis, which proposed a 

positive association between education level and leaders’ adherence to organisational values. 

Therefore, based on the results from the model, there is evidence against the hypothesis H2b. 

As an alternative, the analysis suggests that education level is negatively associated with a 

leader’s adherence to organisational values within the framework of this thesis. Regarding 

age, position and experience, none of the control variables showed a statistical significance. 

 

Table 19: Regression Results of Experience  

 

  Leaders’ Adherence to Organisational Values 

Experience -0.12 (0.09) 

Intercept 6.02** (0.27) 

Control Variables 

Age -0.00 (0.12) 

Position 0.13 (0.12) 

Education -0.22 (0.14) 

R square   0.01 

Adjusted R Square   0.00 

F statistics   1.71 

Note: Standard errors presented in parentheses. Statistical significance. ***p<0.001, **p<0.01, and *p<0.05 

 

 

The results of the regression analysis between the experience and the leaders’ adherence to 

organisational values are presented in Table 19. The regression analysis between the 

experience within the current organisation and the leaders’ adherence to organisational 

values did not show a statistically significant model with an F-statistic of 1.71 and a p-value 

of 0.19 (p<0.05). The R-squared value of 0.01 implies that only 1% of the variability in 

leaders’ adherence to organisational values is explained by education level. The results 

indicate a weak negative relationship with a coefficient of -0.12. This contradicts the 

hypothesis, which proposed a positive association between experience and leaders’ 

adherence to organisational values. Therefore, based on the results from the model, there is 

evidence against the hypothesis H2c. As an alternative, the analysis suggests that experience 
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is negatively associated with a leader’s adherence to organisational values within the 

framework of this study. The control variables, age, position, and education, did not show 

statistical significance as per the results.  

 

Table 20: Regression Results of COC   

 

  Leaders’ Adherence to Organisational Values 

COC 0.62** (0.04) 

Intercept 2.51** (0.21) 

Control Variables 

Age 0.05 (0.07) 

Position 0.10 (0.07) 

Experience  -0.13* (0.07) 

Education -0.12 (0.08) 

R square       0.63 

Adjusted R Square       0.62 

F statistics   241.37* 

Note: Standard errors presented in parentheses. Statistical significance. ***p<0.001, **p<0.01, and *p<0.05 

 

 

The results of the regression analysis between COC and the leaders’ adherence to 

organisational values are presented in Table 20. The regression analysis between the COC 

and the leaders’ adherence to organisational values shows a highly statistically significant 

model with an F-statistic of 214.37 and a p-value of 0.00 (p<0.05). The R-squared value of 

0.63 implies that COC explains 63% of the variability in leaders’ adherence to organisational 

values, indicating COC is a significant predictor of leaders’ adherence to organisational 

values. The results indicate a strong positive relationship with a coefficient of 0.63, which 

shows that higher values of COC are associated with higher value adherence. This aligns 

with the hypothesis, which posited a positive correlation. Hence, based on the results from 

the model, there is evidence to support hypothesis H3. As per the results, the control 

variables age, position, and education do not have a significant effect. However, experience 

showed a small but significant negative relationship with leaders’ adherence to 

organisational values. 
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Table 21: Regression of Leader Profile and Governance Factors as a Single Model 

 

  Leaders’ adherence to organisational values 

Value Congruence 0.24** (0.04) 

Education -0.15 (0.08) 

Experience                -0.14 (0.06) 

COC            0.46** (0.05) 

Intercept              2.57** (0.56) 

Control Variables 

Age 0.07 (0.06) 

Position 0.10 (0.07) 

R square     0.69 

Adjusted R Square     0.67 

F statistics   53.05*** 

Note: Standard errors presented in parentheses. Statistical significance. ***p<0.001, **p<0.01, and *p<0.05 

 

 

As presented in Table 21, the relationship of leadership profile and governance factors with 

leaders’ adherence to organisational values was assessed in a single model.  In this regression 

analysis, the model explained 69% of the variance in leaders' adherence to organisational values. 

Value congruence was identified as a significant positive predictor, while experience and 

education were recognised as negative predictors with no statistical significance. Age and 

position were also not significant predictors. Education and experience were omitted as 

control variables due to collinearity. The model’s overall significance was confirmed with 

an F-statistic of 53.05 (p<0.001). The overall model was statistically significant, suggesting 

that the leadership profile and governance factors collectively have predictive power in 

explaining leaders' adherence to organisational values. 

 

 

4.5  Structural Equation Modelling  

The hypotheses under examination stem from this study's foundational model, which 

explores the relationship between organisational commitment to values and a sense of 

belonging between leaders’ adherence to organisational values and the association of an 

organisation’s commitment to values with a sense of belonging. The model’s overall R 
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squared of 0.7033 indicates substantial explanatory power, explaining approximately 

70.33% of the variance in the dependent variables. 

 

 

The study reveals a positive connection between an organisation’s commitment to its values 

and leaders' adherence to organisational values. The coefficient estimating this relationship 

is  0.59, indicating a moderate positive association. It interprets that when an organisation's 

commitment to values increases by one unit, then leaders' adherence to those values 

increases by 0.59, on average. With a corresponding p-value of 0.00, the findings are 

statistically significant. These results support Hypothesis H4, suggesting that a high level of 

an organisation’s commitment to values is linked to greater adherence to its values by 

leaders. 

 

 

A high positive association was observed with a coefficient of 0.77, estimating the 

relationship between the organisation's commitment to values and sense of belonging. The 

corresponding p-value of 0.00 denotes statistical significance. These results support 

Hypothesis H5, indicating that high organisational commitment to values is positively 

correlated with a heightened sense of belonging among individuals within an organisation. 

 

 

In the analysis, the coefficient corresponding to a sense of belonging in the model is 0.23, 

indicating a low but positive relationship with leaders’ adherence to organisational values. 

Additionally, the p-value for this coefficient is 0.004, below the threshold of 0.05, thus 

denoting statistical significance. Consequently, the compelling evidence supports 

Hypothesis H5, suggesting that a high sense of belonging would pave the way for greater 

adherence to organisational values.  

 

 

Table 22 presents an overview of the outcomes derived from the structural model in 

identifying the relationship between organizational commitment to values and sense of 

belonging with leaders' adherence to organizational values. It also examines the connection 

between the organisation’s commitment to values and a sense of belonging. The outcomes 
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of the statistical analysis provide significant understanding regarding the goodness of fit of 

the model and the overall validity of the proposed hypotheses. 

 

Table 22: Structural Model Test Results 

 

Relationships 

Standardised 

Estimates 

t-

values Hypothesis Supported 

H4: OCTV → LAOV                      0.59***                   4.95                             YES 

H5: OCTV  → SOB 0.77*** 28.12 YES 

H6: SOB  → LAOV 0.23** 2.89 YES 

Squared Multiple Correlation (R2) 

LAOV 0.70   

Model Fit Statistics 

 χ²= 277.52  

Relative  χ² = 0.00 

RMSEA = 0.00  

CFI = 1.00  

TLI = 1.00  

SRMR = 0.00 

CD = 0.70 
Note: ***p<0.001, **p<0.01, and *p<0.05,   

OCTV = Organisation’s commitment to values,  

LAOV = Leaders’ adherence to organisational values, 

SOB = Sense of Belonging   
 

Firstly, the Chi-square statistic comparing the proposed model to the saturated model is 0.00, 

indicating a perfect fit. Similarly, the Chi-square statistic comparing the proposed model to 

the baseline model is 277.52, indicating a significant improvement over the baseline. 

Furthermore, the population error statistics, especially RMSEA and its associated 

probability, indicate that with a 90% confidence interval, the model’s RMSEA is 0.00.  The 

p-value associated with RMSEA, denoted as pclose, is 1.000, suggesting a good fit of the 

model to the data. The baseline comparison metrics, CFI and TLI, have perfect values of 

1.00, indicating that the proposed model fits the data compared to the baseline model. The 

SRMR is 0.00, suggesting a perfect fit. The CD of 0.70 represents the proportion of variance 

described by the model. The findings support the adequacy of the proposed model in 

explaining the relationships among the variables under investigation and lend confidence to 

the validity of the hypotheses. The model demonstrates a good fit according to indices.  
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5  DISCUSSION AND CONCLUSIONS 

Organisational values are the key element of an organisational culture, and leaders’ 

adherence to organisational values is important to build a cohesive culture (Gorenak & 

Kosir, 2012) and ultimately enhance organisational performance (Carter et al., 2023a). 

However, in today’s context, managerial science increasingly emphasises accountability and 

transparency, revealing a common gap between stated organisational values and leaders’ 

actions related to the Decoupling Theory (Bromley & Powell, 2012). As a result, 

organisational values should aim to motivate and inspire employees rather than serve as 

marketing or competitive objectives (Lencioni, 2002). Living by organisational values 

requires bravery from leadership, and the most effective way to reinforce these values is 

through leaders’ actions (Lencioni, 2002). However, recent corporate scandals underscore 

that leaders often have acted in contradiction to these values during decision-making 

scenarios. Therefore, it is essential to identify what factors determine leaders’ adherence to 

organisational values, and this study argues that leaders’ adherence to organisational values 

is impacted by organisational culture type.  Furthermore, the study argues that the leadership 

profile, such as value congruence and demographic factors like education and experience, 

impact the leaders’ adherence to organisational values.  Moreover, this thesis examines the 

governance factors, such as the availability of COC’s impact on leaders’ adherence to 

organisational values. Additionally, it explores the impact of organisational commitment and 

sense of belonging on leaders’ adherence to organisational values.   

 

As a result, the objective of this research is to identify which organisational culture types 

promote leaders’ adherence to organisational values, serving as the foundational cornerstone 

of the organisational culture. Additionally, it aims to recognise what specific attributes 

within leadership profiles and governance factors are conducive to fostering leaders’ 

adherence to organisational values. Then, it focuses on identifying the impact of an 

organisation’s commitment to values to improve the sense of belonging. Finally, it seeks to 

identify the influence of an organisation’s commitment to organisational values and sense of 

belonging on leaders’ adherence to organisational values. To achieve these objectives, the 

professional employees working in MNCs operating in Sri Lanka are surveyed. First, based 
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on Cameron and Quinn’s CVF, different types of organisational cultures were identified. 

Subsequently, the leadership profile was assessed based on the ‘Upper Echelon Theory’. The 

Decoupling Theory was then utilised to explore governance factors, such as the availability 

of a COC. Finally, the organisation’s commitment to values and sense of belonging and 

influence on leaders’ adherence to organisational values were examined. All analyses 

performed were controlled for the leaders’ age, work experience, level of education, and 

position category.  

 

5.1   Which organisational culture types foster a leader’s adherence to 

organisational values? 

As per the extant literature, clan culture, characterised by cohesion, has been shown to 

support leaders’ adherence to the organisational moral climate derived from its values, 

commitment, and teamwork (Übius & Alas, 2009) and strong presence of clan culture within 

an organisation fosters loyalty and commitment to its values (Tsiring & Sizova, 2018). 

Consistent with the literature, the empirical study revealed a statistically significant 

correlation between clan culture and the leaders’ adherence to organisational values, 

indicating a strong positive relationship. Clan culture explained 36% of the leaders’ 

adherence to organisational values, surpassing the explanatory contribution of other culture 

types.   

 

According to the available literature, alignment with organisational values can substitute for 

bureaucratic control but is not obligatory  (Bourne & Jenkins, 2013). Additionally, some 

scholars have argued that a strong bureaucratic culture can undermine unity and belonging, 

leading to the rejection of organisational values (Tsiring & Sizova, 2018). Prior literature 

has stated that hierarchy culture, which emphasises order and control, conflicts with leaders’ 

adherence to organisational values, identifying a negative relationship between the variables 

(Ouchi, 1981; Denison & Mishara, 1995).  Ogbonna and Harris (2000) also have suggested 

that leadership styles aligned with hierarchy cultures often struggle to uphold organisational 

values, leading to a negative association between hierarchy culture and leaders’ adherence 

to organisational values. The findings of this study indicated a statistically significant 
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correlation between hierarchy culture and leaders’ adherence to organisational values. 

However, contrary to existing literature, this study revealed a positive relationship between 

the hierarchy culture and leaders’ adherence to organisational values. Possible reasons for 

this discrepancy could include variations in organisational context, differences in the 

measurement of organisational culture and adherence to values (Schneider et al., 2013), 

country context (Hofstede et al., 2005), or the existence of other intervening variables not 

accounted for in this study design.  

 

As per the existing organisational culture literature, leaders who value stimulation, self-

direction, and risk-taking tend to promote an adhocracy culture, focusing less attention on 

organisational values (Schwartz, 1992) (Gao, 2015). This culture prioritises adaptability, 

flexibility, and creativity, often at the expense of organisational values (Übius & Alas, 2009). 

While the relationship was found to be significant, the results surprisingly indicated a 

positive moderate relationship.  Adhocracy culture explained 31% of the leaders’ adherence 

to organisational values. This unexpected positive relationship might be attributed to the 

dynamic nature of adhocracy cultures, where adaptability and creativity enable leaders to 

integrate organisational values innovatively. Additionally, evolving leadership roles and 

deliberate culture integration efforts may align innovative practices with core values, 

enhancing perceived adherence.  (O’Reilly & Tushman, 2004). Denning (2010) argues that 

radical management approaches, such as those found in adhocracy culture, emphasise 

continuous innovation, which inherently requires integrating organisational values in 

innovative ways; hence, adhocracy culture indeed promotes adherence to organisational 

values through their adaptive and creative practises, aligning innovative actions with 

fundamental organisational principles (Denning, 2010). The unexpected positive 

relationship between the adhocracy culture and leaders’ adherence to organisational values 

can be understood through the concept of organisational ambidexterity, which explains that 

organisations need to balance exploring new opportunities with exploiting existing 

capabilities, enabling leaders to integrate organisational values innovatively and align 

adaptive practises with core values (O'Reilly III & Tushman, 2013).  
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This study observed a significant correlation between market culture and leaders’ 

commitment to organisational values, revealing a moderate positive relationship. This 

finding aligns with existing literature, underscoring organisational values' perception as 

powerful marketing tools that attract potential customers (Gorenak & Kosir, 2012). 

Moreover, adhering to these values strengthens the brand (Porter & Kramer, 2006). It fosters 

a positive organisational image, consequently leading to higher customer and employee 

retention (Strobel et al., 2010).   Results suggest a modest explanatory power of the market 

culture in predicting the leaders’ adherence to organisational values. 

 

5.2  What is the role of leadership profile and governance factors in pursuing a 

leader’s adherence to organisational values? 

The results unveiled a significant, moderate positive relationship between value congruence 

and leaders’ adherence to organisational values. These results align with the existing 

scholarly discourse,  which explains that when leaders’ personal values align with 

organisational values, a culture deeply rooted in these shared values is more likely to develop  

(Grojean et al., 2004). Moreover, it has been established that a more significant value 

congruence amongst organisational members fosters the perception of the organisation as 

upholding high ethical standards, thereby reinforcing the importance of adhering to these 

values (Posner, 2010).  Conversely, instances of low congruence between personal and 

organisational values can lead individuals to perceive adherence to organisational values as 

unnecessary, potentially undermining the organisation’s ethical integrity. Furthermore, 

research suggests that high-value congruence enables people to internalise and exhibit 

organisational values (Xiong & King, 2015). This internalisation process not only enhances 

organisational cohesion but also contributes to the cultivation of a values-driven 

organisational culture. In this study, value congruence emerged as a substantial explanatory 

factor, accounting for  45% of the leaders’ adherence to organisational values. This high 

proportion underscores the profound impact that alignment between personal and 

organisational values can have on a leader’s adherence to upholding and promoting 

organisational values.  
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The Upper Echelon Theory proposes that top leaders’ individual characteristics and thinking 

are influenced by their past experiences, education, and personal values (van der Zee & 

Swagerman, 2009). Some studies suggest that leaders’ education significantly influences 

their adherence to organisational values (Buchholz, 1978; Argandona, 2002), and higher 

education equips leaders with better ethical frameworks and a stronger alignment with 

organisational values (Ng & Feldman, 2009). This is mainly because education helps leaders 

establish effective control systems to uphold organisational values and address any 

deficiencies and facilitates leaders to correct their subordinates' behaviours when misaligned 

with organisational values (Argandona, 2002). However, the results imply that the 

relationship between leaders’ level of education and adherence to organisational values is 

not statistically significant. Contrary to expectations, this study revealed a weak, negative 

correlation. This finding warrants further examination. One possible explanation for this 

outcome is the homogeneity of our sample in terms of educational attainment. A large 

proportion, 63% of the respondents, possess higher education degrees, which may have 

contributed to the lack of variability needed to detect a meaningful relationship. However, 

supporting this finding, Posener (2010) has argued that education level does not influence a 

leader’s adherence to organisational values. In the same view, Cameron and Quinn (2011) 

have proposed that leaders’ adherence to organisational values is shaped by numerous 

factors beyond formal education. Additionally,  Pfeffer (1998) asserts that education alone 

does not guarantee higher adherence to organisational values. Hence, a high educational 

level within our sample might have resulted in a ceiling effect, where the impact of additional 

education on value adherence is minimal because most participants are already highly 

educated. Moreover, it is possible that factors like leadership style, personal values, and 

organisational culture play a prominent role in influencing leaders’ adherence to 

organisational values than educational background alone.  

 

In examining the relationship between leaders’ tenure and their adherence to organisational 

values, existing literature suggests that longer tenure within an organisation correlates with 

a higher alignment to organisational values (Schneider, 1987). Therefore, the experience was 

identified as a significant factor influencing adherence to organisational values (Posner, 

2010). Consequently, senior employees are often observed to demonstrate a higher 

commitment to organisational values, investing more effort in achieving organisational goals 
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(Tsiring & Sizova, 2018). Contrary to these established findings, this study revealed a weak 

and negative relationship between experience and leaders’ adherence to organisational 

values, with no statistical significance. This discrepancy invites several potential 

explanations. In examining the findings of this study, it is notable to consider the sample 

composition, specifically the fact that 50% of the respondents have between one to five years 

of experience within the current organisation. This relatively high proportion of less 

experienced employees could potentially explain the weak and negative relationship 

observed between experience and leaders’ adherence to organisational values. Newer 

employees are in the process of understanding and internalising the values of the 

organisation, which can influence their adherence to organisational values (Feldman, 1981). 

Another plausible reason could be that leaders with extensive tenure might become overly 

familiar with the organisational environment, potentially leading to complacency or a 

perceived decrease in the necessity to adhere to organisational values strictly. Research 

suggests that long-tenured employees may experience a decline in motivation and 

commitment over time due to increased familiarity and comfort within the organisation 

(Jans, 1989). Another possible explanation could be related to the evolving nature of 

organisational values themselves. As organisations grow and adapt to external environments 

and internal changes, their core values might shift. Leaders with longer tenure may find it 

challenging to realign with these evolving values, especially if they are deeply rooted in the 

previous value systems (Kotter, 1995). Furthermore, our sample might reflect specific 

organisational contexts where long-tenured leaders face unique pressures or organisational 

cultures that do not reinforce value adherence uniformly across all levels of tenure.  

 

This study revealed compelling evidence that enforcing organisational standards through a 

COC is positively linked to leaders’ adherence to organisational values. These findings align 

with available literature that underscores the importance of a COC in fostering a commitment 

to organisational values among employees. Somers (2001) indicates that employee 

commitment to organisational values is notably high in organisations that have established 

a COC. This is supported by Zalkind (1987), who argues that instituting a COC creates a 

supportive climate rooted in organisational values, thereby enhancing employee adherence 

to organisational values. The presence of a COC serves as a formal mechanism that clearly 

communicates the expected standards of behaviour and ethical guidelines with an 
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organisation. It provides a framework within which employees and leaders alike can align 

their decisions and actions with the values of the organisation. This eliminates the ambiguity 

about what constitutes acceptable behaviour, thereby promoting consistent adherence to 

organisational values (Stevens, 2008). Moreover, the literature suggests that a well-

implemented COC not only sets the tone for ethical behaviour but also reinforces the 

organisational culture by embedding organisational values into daily operations and 

decision-making processes (Kaptein, 2011). Approximately 62% of the variability in 

leaders’ adherence to organisational values can be attributed to possessing a COC, 

suggesting a strong explanatory power in predicting the leaders’ adherence to organisational 

values.  

 

5.3  What is the impact of organisational commitment to values on the sense of 

belonging?  

The results revealed a significant positive relationship between an organisation’s 

commitment to organisational values and the sense of belonging experienced by its 

employees. These results align well with the existing literature, which emphasises the critical 

role an organisation’s commitment to its values plays in cultivating a value-based culture 

and fostering a strong sense of belonging among employees (Abbott et al., 2005). 

Furthermore, when employees observe a strong organisational commitment to its values by 

the organisation, they reciprocate these with increased loyalty and engagement, thereby 

enhancing their sense of belonging, as employees feel valued and supported by their 

organisation (Blau, 1964). Following a similar line of thought, Kang et al. (2023) have stated 

that when organisations demonstrate their commitment to values by aligning practices with 

organisational values, it results in a high level of staff engagement and well-being, thereby 

nurturing a stronger sense of belonging. Additionally, Meyer and Allen (1991) have 

proposed that this commitment fosters affective organisational commitment, where 

employees develop an emotional attachment to the organisation. This attachment further 

enhances their sense of belonging, as they perceive their values aligning with those of the 

organisation, creating a cohesive and supportive environment.  
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In this study, organisational commitment to values accounted for  66% of the variance in the 

sense of belonging. This substantial proportion underscores the profound impact of the 

alignment between organisational commitment and a sense of belonging. The high level of 

influence suggests that when an organisation visibly commits to its values and integrates 

these into everyday practises, employees deeply connect to the organisation.  Similar results 

were found in  Kang et al. (2023), which surveyed 387 staff at Mayo Clinic Health System,  

explaining that an organisation’s commitment to values has a favourable effect on employee 

well-being and sense of belonging to the organisation, explaining 82% of the variance.  

 

5.4  What is the impact of organisational commitment and sense of belonging on 

leaders’ adherence to organisational values? 

This study uncovered a positive correlation between an organisation’s commitment to its 

values and leaders’ adherence to those values. This finding resonates with prior research by 

Mowday et al. (2013), which highlighted the connections between organisational 

commitment and various effects, emphasising the role of organisational values in driving 

leaders’ adherence to organisational values. Additionally, O’Reilly and Chatman (1986) 

underscored that organisational commitment to internalising its values reinforces its leaders’ 

alignment with organisational values. Moreover, Bass and Avolio (1994) have said that 

transformational leaders who inspire and motivate through a shared vision and values are 

energised when the organisation is firmly committed to its values. This commitment feeds a 

stable foundation for leaders to model and instil these values in their teams.  

 

In line with this study's findings, Scott (2001) has suggested that the relationship between 

an organisation’s commitment to its values and a leader’s adherence to those values can be 

understood through the framework of institutional theory. This theory discusses how a high 

level of an organisation’s commitment to its values creates norms guiding leaders’ 

behaviour. Schein (2010) has highlighted that cultural artefacts like mission statements and 

COC reinforce these values, aiding leaders in internalising them. Additionally, Edwards and 

Cable (2009) have claimed that organisations deeply committed to their values attract leaders 

who naturally align with these values, promoting consistent adherence and reducing value 
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dissonance. Consequently, this relationship highlights the pivotal role that an organisation’s 

commitment to its values plays in ensuring that leaders not only internalise but also 

exemplify these values in their professional conduct.  

 

The findings indicate a low but significant positive relationship between fostering a sense of 

belonging in professional settings and leaders’ adherence to organisational values. This is 

consistent with the extant literature, which stresses the impact of fostering a sense of 

belonging on various organisational outcomes, such as engagement, retention, and 

performance. According to Carter et al. (2023a), employees who feel a strong sense of 

belonging regularly seek support, actively participate in learning, and adhere to 

organisational values. This sense of belonging creates a supportive environment where 

employees feel connected to the mission and values of the organisation, which, in turn, 

enhances their adherence to values and performance.  

 

In the same view, Cameron and Quinn (2011) have suggested that actively fostering a sense 

of belonging can help create a culture where leaders are more inclined to uphold 

organisational values. When leaders feel a strong sense of belonging, they internalise and 

exhibit the organisational values in their daily actions and decisions. This behaviour not only 

reinforces their own adherence to organisational values but also sets a positive example for 

subordinates, fostering a culture of integrity and ethical behaviour throughout the 

organisation. This study revealed that sense of belonging accounted for 63% of the variance 

in leaders’ adherence to organisational values. This substantial proportion underscores the 

profound impact a sense of belonging can have on leaders’ adherence to organisational 

values. The high level of influence suggests that when leaders experience a strong sense of 

belonging to the organisation, they embody and promote its values, thereby reinforcing a 

culture of value adherence. 
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5.5  Theoretical Contributions 

This research contributes to the organisational culture research. First, the extant literature 

suggests that there is room for further exploration into the various factors that potentially 

impact leaders' adherence to organisational values (Fotaki et al., 2020). Previous studies 

have predominantly focussed on understanding the nature of organisational values rather 

than the specific factors that foster their cultivation among leaders (Adla et al., 2020). For 

instance, studies have extensively examined the nature of organisational culture and its 

influence on organisational performance and how strongly organisational values can drive 

better results such as improved performance, innovations and employee satisfaction, yet the 

specific drivers behind leaders’ adherence to these values remain underexplored (Cameron 

& Quinn, 2011; Hartnell et al., 2011). This study contributes to the theoretical understanding 

of how different organisational culture types influence leaders’ adherence to organisational 

values by filling a gap in the extant literature. By meticulously analysing the regression 

results presented in the results chapter, this thesis transcends the conventional discourse 

surrounding organisational values by shedding light on the specific cultural context that 

shapes leaders' adherence to these values. Notably, the findings reveal nuanced associations 

that challenge prevailing assumptions, such as the unexpected positive correlation between 

hierarchy culture and leaders’ adherence to values and also with adhocracy culture. This 

thesis establishes robust evidence supporting the influence of distinct cultural dimensions on 

leaders’ adherence to organisational values. By addressing this gap in the literature, this 

study enriches theoretical frameworks concerning organisational culture.  

 

Second, the existing literature has extensively examined broader and deeper investigation of 

COC in various aspects, highlighting their significance and multifaceted roles within 

organisations, such as the effectiveness of the code, the process of implementing and 

enforcing COC, how COC shapes organisational culture and the influence of organisational 

culture on employee perception (Schwartz, 2001). However, the relationship between COC 

and leaders’ adherence to organisational values has not received sufficient attention (Brown 

& Treviño, 2006). Hence, the findings of this study contribute to the theoretical 

understanding by exploring the impact of governance factors such as COC on leaders’ 

adherence to organisational values and add to the theoretical discourse on corporate 
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governance and ethics. It highlights the significant impact of formal governance 

mechanisms, such as COC, on shaping leaders’ adherence to organisational values. The 

highly statistically significant model, coupled with substantial R-squared value, highlights 

the pivotal role of COC as a predictor of leaders’ value adherence, explaining a substantial 

portion of the variability in their behaviour. The strong positive relationship between COC 

and leaders’ adherence to organisational values, as evidenced by a high coefficient, 

underscores the importance of a robust governance framework in fostering a value-driven 

culture. Moreover, the lack of significant effect from control variables emphasises the 

overarching influences of COC in driving leaders' behaviour, irrespective of demographic 

factors.  

 

Third, existing sociological and managerial literature has mainly addressed broader aspects 

of organisational values without delving into the mechanisms that promote their adherence 

among leaders (Schein, 2010; Kotter, 2012). Therefore, this thesis aimed to fill this omission 

by empirically examining the elements that drive leaders’ adherence to organisational 

values, which is an essential component of organisational culture. This research fills a gap 

in the literature by investigating how value congruence, governance factors, and 

organisational commitment to values and sense of belonging influence leaders to adhere to 

organisational values. 

 

Fourth, the theoretical contribution of this thesis is its comprehensive approach to examining 

the factors influencing leaders’ adherence to organisational values. While numerous scholars 

have investigated the isolated effect of organisational culture types (Cameron & Quinn, 

2011; Hartnell et al., 2011), leader profiles (Argandona, 2002; Grojean et al., 2004; Bourne 

& Jenkins, 2013; Treviño et al., 2020), governance factors (Murphy et al., 1992; Somers, 

2001) and organisational commitment to values and a sense of belonging (Abbott et al., 

2005; Carter et al., 2023a; Kang et al., 2023), to the best of our knowledge, no prior studies 

have examined these aspects within an integrated model. By doing so, this research offers a 

holistic view of the multifaceted influences on leaders’ adherence to organisational values, 

thereby addressing a gap in the literature. Specifically, this study highlights the significant 

role of corporate governance mechanisms, including COC, in shaping leaders' adherence to 
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organisational values. The statistically significant relationship between COC and value 

adherence highlights the importance of formal governance structures in fostering ethical 

leadership practices. Moreover, the positive association between an organisation’s 

commitment to values and leaders’ adherence to organisational values further emphasises 

the pivotal role of organisational culture in shaping leadership behaviour. Also, the 

regression analysis indicated a significantly strong positive relationship between clan culture 

and leaders’ adherence to organisational values compared to other culture types, suggesting 

that fostering a supportive and cohesive culture within organisations may effectively 

cultivate leaders' adherence to organisational values. Additionally, this thesis elucidates the 

impact of individual-level factors, such as leader profiles, including value congruence and 

demographic characteristics. Contrary to conventional assumptions, factors like education 

level and experience within the current organisation were found to have negligible effects 

on leaders’ adherence to organisational values. This underscores the need for a more holistic 

understanding of leadership behaviour that transcends individual attributes and encompasses 

broader organisational contexts. By addressing this gap in the literature and offering a 

comprehensive model for understanding leaders' adherence to organisational values, this 

study contributes to advancing the theoretical framework in the field of organisational 

culture and leadership studies. 

 

5.6  Practical Implications 

This study enhances our comprehension of the interplay between leadership and 

organisational culture via organisational values and offers practical insights for organisations 

seeking to improve value adherence among their leaders. This section discusses how this 

study sheds light on developing strategies for organisations to foster ethical leadership to 

promote organisational culture by delving into factors influencing leaders’ adherence to 

organisational values. Furthermore, it illustrates how the findings of this study can guide 

policymakers and HR professionals in designing effective HR processes that prioritise value 

alignment and ethical conduct.  
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As per the findings, an organisation’s commitment to organisational values significantly 

influences adherence to those values. In line with Decoupling Theory, which suggests a 

disparity between formal policies and actual practices, it is imperative for organisations to 

go beyond merely discussing ethics and to embody and implement ethical principles in their 

daily operations actively (Bromley & Powell, 2012). Failure to do so, where ethics are only 

spoken about and not practised, could potentially undermine productivity and weaken the 

organisation (Weaver et al., 1999). Therefore, this study underscores the necessity for 

organisations to genuinely invest time and effort into demonstrating their commitment to 

organisational values. Such authentic engagement not only enhances leaders’ adherence to 

the organisational values but also fosters a culture where subordinates are likely to follow 

their leaders’ ethical example. These insights are invaluable for policy development, as they 

highlight the need for policies that not only establish ethical guidelines but also ensure their 

practical implementation and integration into everyday organisational practices.  

 

This study recommends promoting clan culture to encourage leaders’ adherence to 

organisational values, emphasising shared goals, mutual trust, and cohesive relationships 

within the organisation (Cameron & Quinn, 1999). The focus on collaboration and teamwork 

in a clan culture fosters a supportive environment where leaders are more likely to align with 

and uphold the organisation's core values (Schein, 2010).  Additionally, the study suggests 

that having a COC is favourable for fostering leaders’ adherence to organisational values by 

providing clear guidelines and expectations for behaviour, reinforcing ethical standards, and 

ensuring consistent decision-making aligned with the organisation’s core values (Trevino & 

Weaver, 2003). Furthermore, the study advice prioritising leaders with high-value 

congruence, as such alignment between personal and organisational values promotes a 

cohesive culture, enhances value-driven decision-making and ensures that leaders 

consistently embody and reinforce the values and ethical standards (Chatman, 1991). These 

findings offer valuable guidance for policy development to foster an organisational culture 

rooted in values.  

 

As stated above, value congruence plays a significant role in promoting leaders’ adherence 

to organisational values. Value congruence, or the alignment between an individual’s values 
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and the values of the organisation, has been shown to enhance commitment to organisational 

values (Kristof-Brown et al., 2005). This finding has significant practical suggestions for 

Human Resource Management in an organisation, particularly in the recruitment and 

selection process. A single top-leadership-level hire who doesn’t embody organisational 

values can severely damage a culture that took years to build (Warrick, 2017). Therefore, to 

leverage the benefits of value congruence, HR professionals should prioritise the alignment 

of candidates’ values with those of the organisation during recruitment. This can be achieved 

through value-based interviewing techniques and the use of psychometric assessments 

designed to evaluate cultural fit (Chatman, 1991). By ensuring that new hires share the 

organisational values, companies can foster a stronger alignment between leaders and 

organisational values, ultimately enhancing ethical leadership and organisational cohesion.  

 

Recently, numerous scandals have emerged that cast doubt on the efficacy or sincerity of the 

organisational values professed by various entities (Adla et al., 2020). Moreover, due to 

constantly changing external factors, managerial science increasingly emphasises the 

importance of accountability and transparency in aligning organisational policies and 

practices (Bromley & Powell, 2012). Often, there is a disconnect between the values stated 

in organisational policies and the actions of leaders, who may fail to embody the true essence 

of these values (Ciulla, 2020). Therefore, the concept of Decoupling, the gap between policy 

and practice or means and ends, is highly relevant in today’s organisational context (Bromley 

& Powell, 2012). This study highlights the need for organisations to design leadership 

development programs that not only raise awareness of COC but also ensure these codes are 

actively enforced and integrated into daily practices. Such programs should aim to fill the 

vacuum between stated values, decisions and actual behaviour, enhancing leaders’ 

adherence to organisational values. To this end, training and mentoring programs should be 

tailored to reinforce the importance of organisational values, ensuring that leaders fully 

understand and embody them in their everyday actions. By doing so, organisations can 

promote a culture of integrity and ethical behaviour, thereby aligning leadership actions with 

organisational values more effectively.  
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5.7  Limitations and Future Research 

This study has several limitations. Firstly, it focuses solely on one country and one business 

segment, limiting the generalizability of the findings. While the findings are significant for 

multinationals operating in Sri Lanka, they cannot be applied to other countries and other 

business segments in Sri Lanka. The only approach to ascertain the applicability of the 

proposed model in other contexts is to implement and evaluate it in those settings. Secondly, 

while this study investigated the factors influencing leaders’ adherence to organisational 

values based on formulated hypotheses, it did not explore certain variables' potential 

mediating or moderating effects. For instance, a sense of belonging might have mediated the 

relationship between an organisation’s commitment to values and leaders’ adherence to 

those values.  Additionally, industry type could have moderated the impact of an 

organisation’s commitment to values on leaders' adherence to organisational values.  

Thirdly, the limited sample size impacted both the fit measures and the generalizability of 

the results. The small sample size has prevented the use of a single-step SEM. Fifthly, the 

unexpected positive relationships observed regarding hierarchy and adhocracy cultures 

present a limitation. This highlights the complexity of the link between organisational culture 

type and leaders’ adherence to values and potential gaps in our understanding of the factors 

influencing leaders’ adherence to organisational values.  Lastly, another main issue that 

needs to be addressed is the convergent validity concerns related to the hierarchy culture and 

COC constructs. Revising or adding more items to these constructs could have improved 

their factor loadings, AVE, and CR, thereby enhancing the overall measurement model.  

 

The study is confined to one country and one business category, restricting the 

generalizability of the findings. This limitation suggests the need for future research to 

replicate the research in diverse countries with different cultures ( e.g., individual-oriented 

countries like the United States) or to expand the scope within Sri Lanka to include multiple 

settings across different organisational types and sizes, which would help determine whether 

the suggested model is effective in other contexts. The model can also be tested within one 

company, and repeated research in the entity can be conducted to ensure the monitoring of 

the leaders’ adherence to organisational values.  
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The generalisation of the results from this study warrants further investigation through the 

use of a more representative sample. Expanding the study to cover a larger sample will 

provide robust evidence regarding the model. In contrast to the Upper Echelon Theory, the 

results revealed an insignificant, weak negative relationship between leaders’ education level 

and adherence to organisational values, which may have occurred due to the homogeneity 

of the sample in terms of education. Hence, further research should consider a more diverse 

sample in terms of education in order to identify its influence on value adherence. By doing 

so, a better understanding of the aspects that contribute to leaders’ adherence to 

organisational values can be achieved. Furthermore, our sample consisted of 50% of 

respondents with one to five years of experience in the current organisation, and it has given 

surprising results contradicting the existing literature. Thus, future studies should consider a 

more balanced sample in terms of tenure distribution or employ longitudinal studies to track 

changes in value adherence over time. This approach would help in understanding how 

tenure and the process of socialising impact leaders’ adherence to organisational values in a 

more comprehensive manner.  

 

While this study leveraged quantitative research methods to yield numerical data and 

statistical analysis, it is essential to acknowledge the inherent limitations in capturing the 

nuanced intricacies of leaders’ adherence to organisational values solely through quantitative 

measures. While quantitative methods offer valuable insights, they may lack the depth of 

understanding and contextual richness inherent in qualitative approaches. Thus, future 

research should consider integrating qualitative methodologies alongside quantitative 

analyses to get a more comprehensive understanding of the factors influencing leaders' 

adherence to organisational values. Also, future studies should prioritise the replication of 

these findings using additional items to refine further the constructs identified. Because the 

inclusion of supplementary measures can enhance the robustness and generalizability of 

quantitative findings (Frey et al., 2018). 

 

In this study, while hypotheses were formulated based on existing literature, unexpected 

positive relationships were observed for two hypotheses regarding hierarchy and adhocracy 

cultures. This disparity between theoretical expectations and empirical outcomes 

underscores the complexity of the link between organisational culture type and leaders’ 
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adherence to values. Hence, future research endeavours should prioritise an in-depth 

exploration of these factors to expose the underlying mechanisms driving such unexpected 

associations. Exploring potential moderating variables or mediating mechanisms could help 

reconcile the inconsistencies observed between theoretical propositions and empirical 

findings.  

 

Our results revealed that the availability of a COC accounted for a substantial fraction of the 

variance in leaders’ adherence to organisational values, underscoring its pivotal role. This 

strong correlation highlights the effectiveness of COC in reinforcing ethical behaviour and 

value alignment within organisations. Further research should explore the specific elements 

of COC that most effectively promote leaders’ adherence to organisational values. 

Additionally, it should examine how these elements interact with other organisational 

practices to enhance ethical behaviour among leaders and foster a culture rooted in values. 
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APPENDICES 

Appendix  1: Questionnaire 

Questionnaire 

Survey on Value Adherence - By Devendra Jayawardane for Master's Thesis Fulfilment 

This questionnaire has been developed to collect data for the completion of a Master's 

thesis at the LUT University on exploring influences on adherence to organisational 

values. The questionnaire consists of 36 questions in 03 sections and will take no longer 

than 15 minutes to complete. All responses will remain anonymous. 

 

If you need any clarifications, please contact Devendra at 

mahabalage.jayawardane@student.lut.fi 

 

Fields marked with an asterisk (*) are mandatory to complete. 

 

 

Section 1:  

Please tick the appropriate answer. 

 

1. What is your gender? 

o Male 

o Female 

o Not willing to disclose 

 

2. What is your age? 

o 30 years or less 

o Between 31 to 40 years 

o Between 41 to 50 Years 

o 51 years or more 

 

 

3. What is the category of your current position in the company?* 

o Executive  

o Assistant Manager / Manager 
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o Senior Manager / Head of the Function  

o Director or above 

 

 

4. What is your work experience at the organisation where you currently work?* 

 

o Less than 01 year 

o Between 01 to 05 years 

o Between 06 to 10 years 

o More than 10 years 

 

5. What is your highest education qualification? * 

o Ordinary Level  /Advanced Level 

o Diploma 

o Bachelor’s Degree 

o Master’s Degree or above 

 

6. What is the name of your organisation? (Not Mandatory) ……………………… 

 

7. In which industry does your organisation operate? * 

o Apparel/Textile/Accessories 

o Food/ Beverages 

o Machinery / Equipment 

o Pharmaceutical 

o Printing 

o Safety products 

o Tobacco / Alcohol products 

o Other 

 

 

Section 2:  

Please indicate to what extent you agree or disagree with the following statements by 

ticking the appropriate option.  

 

Some of the questions may appear to be similar, but they do address somewhat different 

issues. Please read each question carefully and answer. 
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Question Stron

gly 

Disag

ree 

Disag

ree 

Somew

hat 

Disagr

ee 

Neith

er 

agree 

nor 

disag

ree 

Som

ewh

at 

Agr

ee 

Agr

ee 

Stro

ngly  

Agr

ee 

8. Our company is a very 

personal place, like an 

extended family.  

 

       

9. The glue that holds our 

company together is 

loyalty and mutual trust. 

 

       

10. Our company 

emphasises human 

resource development. 

 

       

11. The leader is considered 

to be a coordinator, an 

organiser, or an 

administrator. 

 

       

12. Our company is a very 

formalised and structural 

place. 

 

       

13. Our company 

emphasises performance 

and stability. 

 

       

14. Our company is a very 

dynamic and 

entrepreneurial place. 

 

       

15. The leader is considered 

to be an entrepreneur, 

innovator, or a risk-taker. 

 

       

16. Our company 

emphasises competitive 

actions and achievement. 

 

       

17. The glue that holds our 

company together is the 

emphasis on task and 

goal accomplishment. 
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18. My personal values are 

generally compatible 

with the values of the 

organisation. 

 

       

19. Sometimes, I have to 

compromise my personal 

principles to conform to 

the organisation’s 

expectations. 

 

       

20. Things that I value in life 

are very similar to the 

things that my 

organisation values. 

       

21. My values and the 

company's values are 

very similar. 

       

22. The values predominant 

in the organisation I 

work for do not 

correspond with those 

that are declared. 

Therefore, I do not agree 

with the current values. 

       

23. At the organisation I 

work in, the practice is 

done honestly according 

to the Code of Conduct. 

 

       

24. Through his/her 

behaviour, my 

manager/supervisor sets 

a good example of 

following the Code of 

Conduct. 

 

       

25. I would recognise 

violations of the 

company's Code of 

Conduct if I saw them 

 

       

26. I act daily according to 

the values of the 

company 

 

       

27. I agree with the values of 

my organisation 
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28. Senior management 

serves as a good model 

of ethical conduct  

 

       

29. My manager/supervisor 

expects me to follow the 

Code of Conduct 

 

       

30. My organisation’s 

strategic plan is 

consistent with its values 

and core principles. 

       

31. My organisation's leaders 

make decisions 

consistent with 

organisational values. 

       

32. My organisation 

communicates good and 

bad news about the 

organisation openly. 

       

33. I feel a strong sense of 

ownership and 

responsibility for my 

organisation’s success. 

       

34. I am proud to work at my 

organisation. 

       

35. I recommend my 

organisation as a great 

place to work. 

       

 

Section 3:  

Please share any additional insights or details.  

 

In your experience, can you provide specific example/s or instance/s where organisational 

culture, Company Code of conduct or leaders’ personal values, experience & education, 

and the organisation’s commitment to values have played a significant role in promoting or 

hindering employees’ adherence to organisational values?  

………………………………………………………………………………………………

……………………………………………………………………………………………… 

The survey is over. Thank you for taking the time to share your valuable feedback. 

 Please submit your answers by clicking the ‘Submit’ button below.  
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Appendix 2:  Structure of the Questionnaire 

Structure of the Questionnaire 

 

Question 

No Category Reference Original Question Changed question 

8 

Culture - Clan Gao (2015) 

Our company is a very 

personal place. 

Our company is a 

very personal 

place, like an 

extended family.  

9 

Culture - Clan Gao (2015) 

The glue that holds 

our company together 

is loyalty and 

tradition. 

The glue that holds 

our company 

together is loyalty 

and mutual trust. 

10 

Culture - Clan Gao (2015) 

Our company 

emphasises human 

resources. 

Our company 

emphasises human 

resource 

development. 

11 

Culture - 

Hierarchy Gao (2015) 

The leader is 

considered to be a 

coordinator, an 

organizer or an 

administrator. 
 

12 

Culture - 

Hierarchy Gao (2015) 

Our company is a very 

formalised and 

structural place. 
 

13 

Culture - 

Hierarchy Gao (2015) 

Our company 

emphasises 

performance and 

stability. 
 

14 

Culture - 

Adhocracy Gao (2015) 

Our company is a very 

dynamic and 

entrepreneurial place. 
 

15 

Culture - 

Adhocracy Gao (2015) 

The leader is 

considered to be an 

entrepreneur, 

innovator or a risk-

taker. 
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16 

Culture - 

Market Gao (2015) 

Our company 

emphasises 

competitive actions 

and achievement.  
 

17 

Culture - 

Market Gao (2015) 

The glue that holds 

our company together 

is the emphasis on task 

and goal 

accompalishment. 
 

18 

 Value 

Congruence Posner (2010) 

My personal values 

are generally 

compatible with the 

values of the 

organisation. 
 

19 

Value 

Congruence 

Posner & 

Kouzes 

(2006); 

Posner 

(2010); 

Vveinhardt & 

Gulbovaitė 

(2015) 

I find that sometimes I 

have to compromise 

personal principles to 

conform to my 

organisation’s 

expectations  
 

20 

Value 

Congruence 

Vveinhardt & 

Gulbovaitė 

(2015) 

Things that I value in 

life are very similar to 

the things that my 

organisation values. 
 

21 

Value 

Congruence 

Fritz, Arnett  

& Conkell 

(1999)  

I find that my values 

and the company's 

values are very 

similar. 
 

22 

COC 

Vveinhardt & 

Gulbovaitė 

(2015) 

The values 

predominant in the 

organisation I work 

for, do not correspond 

with those that are 

declared, therefore I 

do not agree with the 

current values.  
 

23 

COC 

Vveinhardt & 

Gulbovaitė 

(2015) 

At the organisation I 

work in, the practice is 

done honestly.  

At the organisation 

where I work, the 

practice is done 

honestly, according 

to the Code of 

Conduct.  
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24 

COC 

Fritz, Arnett  

& Conkell 

(1999)  

Through his/her 

beheviour my 

manager/supervisor 

sets good example of 

following the Code of 

Business conduct. 

Through his/her 

beheviour my 

manager/supervisor 

sets good example 

of following the 

Code of Conduct. 

25 

COC 

Fritz, Arnett  

& Conkell 

(1999)  

I would recognise 

violations of the 

company's Code of 

Business Conduct if I 

saw them. 

I would recognise 

violations of the 

company's Code of 

Conduct if I saw 

them. 

26 Leaders' 

Adherence to 

Org Values 

Snell (2011) 

I act daily according to 

the values of the 

company 
 

27 Leaders' 

Adherence to 

Org Values 

Vveinhardt & 

Gulbovaitė 

(2015) 

I agree with the values 

of my organisation 
 

28 

Leaders' 

Adherence to 

Org Values 

Fritz, Arnett  

& Conkell 

(1999)  

Senior corporate and 

business unit 

management serve as 

good models of ethical 

conduct. 

Senior 

management serve 

as good models of 

ethical conduct. 

29 

Leaders' 

Adherence to 

Org Values 

Fritz, Arnett  

& Conkell 

(1999)  

My 

manager/supervisor 

expects me to follow 

the Code of Business 

Conduct 

My 

manager/supervisor 

expects me to 

follow the Code of 

Conduct 

30 

Organisational 

commitment 

to values 

Kang et al 

(2023) 

Mayo Clinic’s 

strategic plan is 

consistent with its 

values and core 

principles. 

My organisation’s 

strategic plan is 

consistent with its 

values and core 

principles. 

31 

Organisational 

commitment 

to values 

Kang et al 

(2023) 

Mayo Clinic leaders 

make decisions 

consistent with Mayo's 

values. 

My organisation's 

leaders make 

decisions 

consistent with 

organisational 

values. 

32 

Organisational 

commitment 

to values 

Kang et al 

(2023) 

Mayo communicates 

good and bad news 

openly. 

My organisation 

communicates 

good and bad news 

openly. 



135 

 

  

33 

Sense of 

belonging 

Kang et al 

(2023) 

I feel a strong sense of 

ownership and 

responsibility for 

Mayo’s success. 

I feel a strong 

sense of ownership 

and responsibility 

for my 

organisation’s 

success. 

34 
Sense of 

belonging 

Kang et al 

(2023) 

I am proud to work at 

Mayo. 

I am proud to work 

at my organisation. 

35 

Sense of 

belonging 

Kang et al 

(2023) 

Recommend Mayo as 

a great place to work. 

I recommend my 

organisation as a 

great place to 

work. 
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Appendix 3: Data Distribution, Normality Test and Shapiro-wilk 

Test 

Clan Culture Results 

C_AVG represents the average of the Clan culture construct. 

 

 
Figure 6: Perception of Clan Culture by Frequency of Ratings 

 

Table 23: Normality Test Results of Clan Culture 

Variable Observations Skewness and Kurtosis Test 

Pr(Skewness) Pr(Kurtosis)  Joint Test 

Adj 

chi2(2) 

Prob>chi2 

C1 150 0.0000 0.44 14.69 0.0006 

C2 150 0.0001 0.83 12.77 0.0017 

C3 150 0.0000 0.01 28.59 0.0000 

C_AVG 150 0.0001 0.34 14.15 0.0008 
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Table 24:  Shapiro-Wilk Test Results of Clan Culture 

Variable Observations Shapiro-Wilk W Test 

W V z Prob>z 

C1 150 0.94683 6.186 4.131 0.00002 

C2 150 0.94578 6.309 4.176 0.00001 

C3 150 0.88740 13.101 5.833 0.00000 

C_AVG 150 0.94074 6.895 4.377 0.00001 

 

Hierarchy Culture Results 

H_AVG represents the average of the Hierachy culture construct. 

 

  

Figure 7: Perception of Hierarchy Culture by Frequency of Ratings 

 

Table 25: Normality Test Results of Hierarchy Culture 

Variable Observations Skewness and Kurtosis Test 

Pr(Skewness) Pr(Kurtosis)  Joint Test 

Adj 

chi2(2) 

Prob>chi2 

H2 150 0.0000 0.0564 20.85 0.0000 

H3 150 0.0000 0.0009 32.57 0.0000 

H_AVG 150 0.0000 0.0892 16.57 0.0003 
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Table 26: Shapiro-Wilk Test Results of Hierarchy Culture 

Variable Observations Shapiro-Wilk W Test 

W V z Prob>z 

H2 150 0.91605 9.769 5.167 0.00000 

H3 150 0.89076 12.711 5.764 0.00000 

H_AVG 150 0.93564 7.488 4.564 0.00000 

 

 

Adhocracy Culture Results 

A_AVG represents the average of the Adhocracy culture construct. 

 

 

Figure 8: Perception of Adhocracy Culture by Frequency of Ratings 

Table 27: Normality Test Results of Adhocracy Culture 

Variable Observations Skewness and Kurtosis Test 

Pr(Skewness) Pr(Kurtosis)  Joint Test 

Adj 

chi2(2) 

Prob>chi2 

A1 150 0.0000 0.5450 15.41 0.0005 

A2 150 0.0000 0.0273 23.47 0.0000 

H_AVG 150 0.0000 0.0716 19.89 0.0000 
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Table 28: Shapiro-Wilk Test Results of Adhocracy Culture 

Variable Observations Shapiro-Wilk W Test 

W V z Prob>z 

A1 150 0.93394 7.687 4.624 0.00000 

A2 150 0.90821 10.680 5.369 0.00000 

A_AVG 150 0.91916 9.406 5.081 0.00009 

 

 

Market Culture Results 

M_AVG represents the average of the Market culture construct. 

 

 

Figure 9: Perception of Market Culture by Frequency of Ratings 

Table 29: Normality Test Results of Market Culture 

Variable Observations Skewness and Kurtosis Test 

Pr(Skewness) Pr(Kurtosis)  Joint Test 

Adj 

chi2(2) 

Prob>chi2 

M1 150 0.0000 0.0143 22.17 0.0000 

M2 150 0.0000 0.1202 19.88 0.0000 

M_AVG 150 0.0000 0.1379 16.61 0.0002 
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Table 30: Shapiro-Wilk Test Results of Market Culture 

Variable Observations Shapiro-Wilk W Test 

W V z Prob>z 

M1 150 0.9312 8.004 4.715 0.00000 

M2 150 0.9367 7.362 4.526 0.00000 

M_AVG 150 0.9389 7.107 4.446 0.00000 

 

 

Value Congruence Results 

VC_AVG represents the average of the Value Congruence construct. 

 

  

Figure 10: Perception of Value Congruence by Frequency of Ratings 

Table 31: Normality Test Results of Value Congruence 

Variable Observations Skewness and Kurtosis Test 

Pr(Skewness) Pr(Kurtosis)  Joint Test 

Adj 

chi2(2) 

Prob>chi2 

VC1 150 0.0000 0.0116 26.54 0.0000 

VC3 150 0.0001 0.6648 12.87 0.0016 

VC4 150 0.0002 0.6435 11.86 0.0027 

VC_AVG 150 0.0001 0.8125 13.18 0.0014 
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Table 32: Shapiro-Wilk Test Results of Value Congruence 

Variable Observations Shapiro-Wilk W Test 

W V z Prob>z 

VC1 150 0.9086 10.64 5.36 0.00000 

VC3 150 0.9524 5.54 3.88 0.00005 

VC4 150 0.96220 4.40 3.36 0.00039 

M_AVG 150 0.9363 7.41 4.54 0.00000 

 

 

COC Results 

COC_AVG represents the average of the Code of Conduct construct. 

 

 

Figure 11: Perception of COC by Frequency of Ratings 

Table 33: Normality Test Results of COC 

Variable Observations Skewness and Kurtosis Test 

Pr(Skewness) Pr(Kurtosis)  Joint Test 

Adj 

chi2(2) 

Prob>chi2 

COC1 150 0.0225 0.0000 26.42 0.0000 

COC2 150 0.0000 0.0844 22.05 0.0000 

COC3 150 0.0000 0.0233 26.45 0.0000 

COC_AVG 150 0.0006 0.0703 18.96 0.0001 
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Table 34: Shapiro-Wilk Test Results of COC 

Variable Observations Shapiro-Wilk W Test 

W V z Prob>z 

COC1 150 0.9603 4.61 3.47 0.0003 

COC2 150 0.9123 10.20 5.26 0.0000 

COC3 150 0.8972 11.96 5.62 0.0000 

COC_AVG 150 0.9345 7.62 4.60 0.0000 

 

 

OCTV Results 

OCTV_AVG represents the average of the Organisational Commitment to Values construct. 

 

Figure 12: Perception of OCTV by Frequency of Ratings 

 

Table 35: Normality Test Results of OCTV 

Variable Observations Skewness and Kurtosis Test 

Pr(Skewness) Pr(Kurtosis)  Joint Test 

Adj 

chi2(2) 

Prob>chi2 

OCTV1 150 0.0000 0.0015 33.73 0.0000 

OCTV2 150 0.0000 0.0705 22.01 0.0000 

OCTV3 150 0.0001 0.5273 12.81 0.0017 

OCTV_AVG 150 0.0000 0.1713 18.11 0.0001 
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Table 36: Shapiro-Wilk Test Results of OCTV 

Variable Observations Shapiro-Wilk W Test 

W V z Prob>z 

OCTV1 150 0.8820 13.73 5.93 0.0000 

OCTV2 150 0.9168 9.68 5.15 0.0000 

OCTV3 150 0.9411 6.85 4.36 0.0001 

OCTV_AVG 150 0.9152 9.86 5.19 0.0000 

 

 

SOB Results 

SOB_AVG represents the average of the Sense of Belonging construct. 

 

 

Figure 13: Perception of SOB by Frequency of Ratings 

Table 37: Normality Test Results of SOB 

Variable Observations Skewness and Kurtosis Test 

Pr(Skewness) Pr(Kurtosis)  Joint Test 

Adj 

chi2(2) 

Prob>chi2 

SOB1 150 0.0000 0.0218 23.09 0.0000 

SOB2 150 0.0000 0.0054 27.42 0.0000 

SOB3 150 0.0000 0.0386 25.19 0.0000 

SOB_AVG 150 0.0000 0.0263 21.96 0.0000 
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Table 38: Shapiro-Wilk Test Results of SOB 

Variable Observations Shapiro-Wilk W Test 

W V z Prob>z 

SOB1 150 0.92 8.87 4.95 0.0000 

SOB2 150 0.89 12.83 5.79 0.0000 

SOB3 150 0.90 11.76 5.59 0.0000 

SOB_AVG 150 0.91 10.03 5.22 0.0000 

 

 

LAOV Results 

LAOV_AVG represents the average of the Leaders’ Adherence to Organisational Values 

construct. 

 

Figure 14: Perception of LAOV by Frequency of Ratings 

Table 39: Normality Test Results of LAOV 

Variable Observations Skewness and Kurtosis Test 

Pr(Skewness) Pr(Kurtosis)  Joint Test 

Adj 

chi2(2) 

Prob>chi2 

LAOV2 150 0.0000 0.0000 48.76 0.0000 

LAOV3 150 0.0000 0.2936 15.76 0.0004 

LAOV4 150 0.0000 0.0000 46.64 0.0000 

LAOV_AVG 150 0.0000 0.0022 28.71 0.000 
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Table 40: Shapiro-Wilk Test Results of LAOV 

Variable Observations Shapiro-Wilk W Test 

W V z Prob>z 

LAOV2 150 0.83 19.73 6.76 0.0000 

LAOV3 150 0.94 6.90 4.37 0.0001 

LAOV4 150 0.83 20.30 6.82 0.0000 

LAOV_AVG 150 0.89 12.23 5.68 0.0000 
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Appendix 4: Descriptive Statistics 

Table 41: Descriptive Statistics of Dependent and Independent Variables 

Variable Observations Mean SD Minimum Maximum 

C1 150 5.00 1.51 1.00 7.00 

C2 150 5.13 1.46 1.00 7.00 

C3 150 5.44 1.37 1.00 7.00 

C_AVG 150 5.19 1.20 1.67 7.00 

      

H2 150 5.28 1.38 1.00 7.00 

H3 150 5.61 1.16 1.00 7.00 

H_AVG 150 5.44 1.08 2.00 7.00 

      

A1 150 5.14 1.43 1.00 7.00 

A2 150 5.45 1.39 1.00 7.00 

A_AVG 150 5.30 1.27 1.00 7.00 

      

M1 150 5.41 1.43 1.00 7.00 

M2 150 5.45 1.39 2.00 7.00 

M_AVG 150 5.29 1.27 2.00 7.00 

      

VC1 150 5.45 1.30 1.00 7.00 

VC3 150 4.87 1.43 1.00 7.00 

VC4 150 4.74 1.40 1.00 7.00 

VC_AVG 150 5.02 1.23 1.67 7.00 

      

COC1 150 4.51 1.72 1.00 7.00 

COC2 150 5.27 1.50 1.00 7.00 

COC3 150 5.37 1.50 1.00 7.00 

COC_AVG 150 5.05 1.26 2.25 7.00 

      

OCTV1 150 5.48 1.33 1.00 7.00 

OCTV2 150 5.27 1.47 1.00 7.00 

OCTV3 150 4.92 1.58 1.00 7.00 

OCTV_AVG 150 5.22 1.27 1.00 7.00 

      

SOB_1 150 5.67 1.19 2.00 7.00 

SOB_2 150 5.81 1.21 1.00 7.00 

SOB_3 150 5.45 1.57 1.00 7.00 

SOB_AVG 150 5.64 1.17 1.67 7.00 

      

LAOV_2 150 5.94 1.04 1.00 7.00 

LAOV_3 150 5.15 1.43 1.00 7.00 

LAOV_4 150 5.95 1.19 1.00 7.00 

LAOV_AVG 150 5.68 1.00 1.6 7.00 
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Appendix 5: Graphical Representation of Cross Tabulations 

Graphical representation of Cross Tabulations : Leaders Adherence to organisational Values 

by Demographic Variables 

 

  

Figure 15: Leaders’ Adherence to Organisational Values by Gender 
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Figure 16: Leaders’ Adherence to Organisational Values by Age 

 

Figure 17: Leaders’ Adherence to Organisational Values by Position 

 

 

Figure 18: Leaders’ Adherence to Organisational Values by Experience 
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Figure 19: Leaders’ Adherence to Organisational Values by Education 

 

  

Figure 20: Leaders’ Adherence to Organisational Values by Industry 
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Appendix 6: Correlation Matrix 

Correlation Matrix 

  Gender Age Position Exp Edu CLAN HIER ADHO MKT VC COC OCTV SOB LAOV 

Gender 1.00                           

Age 0.15 1.00                         

Position 0.28 0.53 1.00                       

Exp 0.17 0.54 0.22 1.00                     

Edu 0.20 0.03 0.39 -0.03 1.00                   

CLAN -0.07 -0.06 -0.07 -0.14 
-

0.06 1.00                 

HIER -0.06 -0.05 -0.04 0.05 
-

0.06 0.56 1.00               

ADHO -0.04 -0.13 -0.04 -0.14 
-

0.02 0.67 0.52 1.00             

MKT 0.03 -0.13 -0.08 -0.07 
-

0.07 0.59 0.58 0.62 1.00           

VC -0.08 -0.09 -0.03 -0.04 0.02 0.65 0.63 0.68 0.55 1.00         

COC 0.02 -0.06 -0.04 -0.04 
-

0.08 0.61 0.58 0.46 0.48 0.64 1.00       

OCTV -0.10 -0.13 -0.08 -0.12 
-

0.11 0.64 0.61 0.61 0.58 0.67 0.77 1.00     

SOB -0.05 -0.07 -0.06 -0.07 
-

0.09 0.71 0.68 0.61 0.59 0.73 0.70 0.77 1.00   

LAOV 0.04 -0.02 0.03 -0.11 
-

0.10 0.60 0.56 0.55 0.48 0.67 0.79 0.79 0.72 1.00 
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Appendix 7: Code Book 

Table 42: Codes Used in Analysing Descriptive Data 

Item Code Description 

Gender 1 Female 

2 Male 

Age 1 30 years or less  

2 Between 31 to 40 years  

3 Between 41 to 50 Years  

4 51 years or more  

 

Category of your current 

position  

1 Executive 

2 Manager / Assistant Manager 

3 Senior Manager / Head of Function 

4 Director or Above 

 

Work experience in the 

Current organisation (Exp) 

 

1 Less than 01 year 

2 Between 01 to 05 years  

3 Between 05 to 10 years  

4 

 

More than 10 years 

 
Highest education 

qualification (Edu) 

 

1 Ordinary Level /Advanced Level  

2 Diploma 

3 Bachelor’s Degree  

4 Master’s Degree or above  

Industry 1 Apparel/Textile/Accessories  

2 Food/ Beverages  

3 Machinery / Equipment  

4 Pharmaceutical  

5 Printing  

6 Safety products  

7 Tobacco / Alcohol products  

8 Other  

9 Agriculture & Coir 

10 Automotive 

11 Banking & Finance 

12 Communication & Technology 

13 Education 

14 Hotel & Tourism 

15 Industrial Goods 

16 Packaging 

17 Transport & Cargo 
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Table 43: Item Codes 

Construct Item Code 

Culture - Clan Our company is a very personal place, like an extended family.  C1 

The glue that holds our company together is loyalty and mutual 

trust.  
C2 

Our company emphasises human resource development.  C3 

Culture -

Hierarchy  

The leader is considered to be a coordinator, an organiser or an 

administrator.  
H1 

Our company is a very formalised and structural place.  H2 

Our company emphasises performance and stability.  H3 

Culture - 

Adhocracy  

Our company is a very dynamic and entrepreneurial place.  A1 

The leader is considered to be an entrepreneur, innovator or a 

risk-taker.  
A2 

Culture - 

Market 

Our company emphasises competitive actions and 

achievement.  
M1 

The glue that holds our company together is the emphasis on 

task and goal accomplishment.  
M2 

Value 

Congruence 

My personal values are generally compatible with the values of 

the organisation.  
VC1 

I find that sometimes, I have to compromise personal principles 

to conform to my organisation’s expectations.  
VC2 

Things that I value in life are very similar to the things that my 

organisation values.  
VC3 

I find that my values and the company's values are very similar  VC4 

COC The values predominant in the organisation I work for, do not 

correspond with those that are declared, therefore I do not 

agree with the current values.  

COC1 

At the organisation I work in, the practice is done honestly 

according to the Code of Conduct.  
COC2 

Through his/her behaviour, my manager/supervisor sets a good 

example of following the Code of Conduct.  
COC3 

I would recognise violations of the company's Code of Conduct 

if I saw them.  
COC4 

Organisational 

Commitment 

to Values 

My organisation’s strategic plan is consistent with its values 

and core principles.  
OCTV1 

My organisation's leaders make decisions consistent with 

organisational values.  
OCTV2 

My organisation communicates good and bad news openly.  OCTV3 

Sense of 

belonging  

 

I feel a strong sense of ownership and responsibility for my  

organisation’s success.  
SOB1 

I am proud to work at my organisation.  SOB2 

I recommend my organisation as a great place to work.  SOB3 

Leaders’ 

Adherence to 

Org Values  

 

I act daily according to the values of the company  LAOV1 

I agree with the values of my organisation  LAOV2 

Senior management serves as a good model of ethical conduct  LAOV3 

My manager/supervisor expects me to follow the Code of 

Conduct  
LAOV4 

 


