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Abstrakt Deutsch

Menschen entwickeln im Laufe ihres Lebens ein Werteschema, das ihre Entscheidungen
vielfaltiger Weisebeeinflusst. Dies trifft auch auf den professionellen Bereich zu. Fihrungs-
krafte sind in der Lagemit ihrenMeinungen undEntscheidungen Mitarbeiter und den Kurs

des Unternehmens, fur das sie tatig sind, zu beeinflussen. Umso wichtiger ist es fir die Unter-
nehmenskultur und die Produkte und Services, Fuhrungskréafte mit dem passenden Wertemuster
zu beshaftigen. Die Untersuchungsergebnisse bestatigen Zusammenhénge zwischen den Rol-
lenvorbildern von Fihrungskréaften und ihren persénlichen Wertenemet\Werten, die fur

sie in der Fuhrung wichtig erscheingsbweichungen gibt egor allemin jenen Wertekizgo-

rien, die fUr die personliche Sicherheit erforderlich sibie.Bewunderung von Werten an Rol-
lenvorbildern erfahrt in diesen Bereichen hingegen keine EinschranRanigper hinaugjibt

es starkeHinweise darauf, dasBersonen mit unterschiedlichen Riimgsstilen auch unter-

schiedliche Wertemuster haben.

Abstract English

In the course of their lives, people developeasonalalue system that influences their deci-
sionsin many ways This also applies to the professional field. Managegsableo influence

their employees with their opinions and decisiandas wellthe course of the company they
serve.Therefore, it iarticularlyimportant for the corporate culture and the products and ser-
vices to employ managers with thiéing value pattern. Theesearch findings confirm relation-
ships between role models of leaders and their personal alddbhose valughat seem im-
portant to them in leadershigehaviour There are deviations especially in those value catego-
ries that are required for persal safety. The admiration of valuesrole models, however, is

not limited in these areas. In addition, there is strong evidence that people with different lead-

ership styles also have different personality patterns.



10.13147/SOE.2021.023

INDEX
N AN I (@ 15 1 L O I 0 1\ 3
1.1 Problem and initial SIUALION ..........coiiiiiiiiii e ermee e 3
1.2 Research questions, hypotheses and 0bJeCtiVES.............ooi i 5
1.3 Methodology and structure Of the WOIK...........ccuuiiiiiiiiiiiieee e 7
2  ANALYSIS OF LITERATU RE ...ttt 9
2205 A = - o =T £ o 1] o R 9
P2 0 R B T {1011 1o T o OO P PP PP PP PP PPPRTPON 9
N A W = T o [T 5] o N 1Y) o 10
2.1.3  Leadership STYIES. .......ooi e e e 18
2.1.4  Tasks Of LEAUEISNIP....ccciiiiiiiieie et e e 28
2.1.5 Crucial Key Factors in Leadership.........cccooiiiiiiiiiiiecer i eeeen e 29
2.1.6  COrporate CURUIE.......coiiiiiiiiiii e eteee ettt e et e et e e e s s ammee e e b e e e e e e aneeee 36
0 R A U 010 1= Y PP UPPPRTNS 41
2.2 Personal and Organizational VAIUES............ocuuuiiiiiiiiieieiie e A3
P R B T {1011 1o T o PP PRPR PO 43
A A £ 11§ 1= N o T=To ] oY/ PO 44
2.2.3  Personal Value MOUEIS.........cooiiiiiiii ettt 45
2.2, 4 VAIUE STUIES. ...ttt e e et eeer e e e e e e e s e 56
2.2.5  SUIMIMIAIY ..ttt ettt ettt et e e e e e e e e e et rmmr e et e e e e e e e e e et e et e e me e e e e e e e e e e e s e e e r e nn s 59
3 EMPIRICAL STUDY oottt eeree ettt e e st e e e ean e e ann e e nannn e 61
T R =TT T (o] g I B 1T o o TP 61
3.2 SUIVEY AN ANBIYSIS. ....uutiiiiiiieiiieiit ettt ettt e e e e e e e e e e eaat ettt et e e eaaaeaaesaasaaaaamneaeaeaaaeeesaaaaannnaes 62
3.2. 1 SeCcoNdary RESEAICH......ccoui ittt 63



10.13147/SOE.2021.023

T = 1 4= LV = L TST =T T o o TR 75
3.3 Answers to Key Questions and HYPOtNESES.........cooiuiiiiiiiiiiieeiiieece e ee e 139
N O @ ][04 I U 15 [ ]\ 143
4.1 Target ACNIEVEIMENT. ... .uiiiii ettt rmee et e e et e e e s smmne st e e e e e e nnres 143
4.2 Findings and SCIeNtifiC FESUIIS ........ccoiiiiiiiiiei e e e 144
4.3 Limits of Research and RecommendationsS............ccooiiiiiiiiieaniee i 147
YU [ 01 1= Y PSPPI 148
BIBLIOGRAPHY ettt e e e e e e e e e e s mmmeenennns 150
LIST OF FIGURES ... .ottt aeree e e e e et e e e e s e 161
LIST OF TABLES ..o e mmme e e e e e e e e emeeeeeeanns 164
APPEND X e e e e e e eerr e I.



10.13147/SOE.2021.023

1 INTRODUCTION

1.1 Problem and initial situation

When people act, they often act on the basis of their personal value system. These values
are characterized by personal experiences, by socialization in childhood and school, by the
opinions and beliefs damily andfriends, by religious leaders or latdy superiorsAlso

the specifiqgeographicahnd political region where a person live, makes a difference to the
personal value worldschools and miversities communicate certain value schemes, as well

as commercials in the TV &r e r and mrotagonistsr books or movies. All these experi-
ences influencthepersonality and alsthe own value systemVith this basef vast amount

of impressions and valussvery human being develojpsown personal value profil&@hese
valuesbecomepart of the persality and change little or very slowly. Howeverperson

can show different value patterns in different situations. Thus, not every single personal
value that is relevant in private life will be important or expedient in the professional field.
Only few wniversal values are valid for a whole society or an organization. Most values are
individually noticed by people and their importance is varying. In extreme cases comple-
mentary values compete within a society or are contradi§twikmann 2012, p. 154ff)

|l i ke the value Afreedomd and fAsafetHpwr, al t h
ever, a completaversionfrom personal valueis different contexts is also unlikely, as this
would contradict the nature of the person and coultbhg-term, counterproductive or even
unhealthy.

Taking a look on leadershihéway of leading peoplbas changed in the coersf history

and is still changingOne of the most importar@nd effectivetools in leadershipo lead
peopleis thecommunication ofhe corporatevision and missiomandconnected with it also

the communication oforporatevalues.Those company valuesie be expressed by sym-

bols, by attitude and language of the execulivehis way values become manifest within

the organization. It is a common practice in companies to write down the desired values in a
vision and anchor them in the corporate cultditeese corporate valuese linked tothe
personal valuesf the owners or executives a very special waySuccess of the vision
depends on the credibility of the respective leader and his or her achieved results. On the
other hand, certain groups withthe organization can become deterred of strong values, if

they do not support them.
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Behaviourand value attitudes dhe executiveinfluence subordinates artlereforethe
wholeorganizatioml culture Important tasks of managers are to make decisind$o com-
municate with their subordinates for different reasons, e.g. giving work instructions, giving
an overview about company targets or implementing new structures and strategies. There-
fore, personal values of leaders will influence the organizai@wvehole, not only employ-

ees but also products and services.

Organizational impressior@dclear valuegan be positive factors for subordinates, if they
identify themselves with those values but also negative, if not. In particular, is this valid for
organizations which are influenced by religious creeds. Therefore, communication of spe-
cific and highly relevant company values is already important at the beginning of the em-
ployment process, to prevent severe conflicts because of major differences lmtyeeen
zational and personal valu@demel, 2007, p. 120 hat also can meathat not the most
efficient person may be the best fitting employee hat bne where personal values are

very similar to the organizational values. Same goes for managers, although they usually
have more scope, depending on hierarchy |lareltheycan influence the organization by

themselves.

For organizations,feciency and profitability is in the focysespecially in the cas# entre-

preneurial activitiedeaders also underlie social as well as economic forces. Diverging con-
ceptions between superior, manager, subordinates or managing colleagues can sometimes
inhibit the realization of personal value conceptkerefore,conflicts between organiza-

tional targets and personal values can oc¢alue suppression on personal level or severe
conflicts on team level or organizational level are the consequence. Strong gxiesaate

can generate personal str es s(Zimbardd&dPhtersemn | e a
2008)in extreme situations. This effect could be evidenced in the Milgram Experiment or in

the Stanford Prison Experiment and showed that pressure can cause situations and incidents

where a person acts complgtalgainst the own value systéhrtibscher, 2010, p. 64f)

Leaders are role models for their subordinates and Fiét®&7) argued that managers
would not accept a leadership style which is against their personal values and indeed a pos-
itive correlation could be find between leadership effectiveness and the personal value bal-
ance of manage(®runo & Lay, 2008, p. 8)This can be taken as an indication of the im-
portance of valudased leadership. Vakimsed leadership does not only influepeeple

but is also inspiring, motivating and focussing on the most important topics by word, action
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and exampldKraemer, 2011p. 2) Leader s are able to change
seriously because of their personal value system which embosses the organization deeply.
In Neuro Science there were findings that each rational decision also has emotional and

moral componest(Priddat, 2010, p. 35ff)n other words, decisions in leadership are made

on the basis of personal values.

It therefore raises the question as to what extent leaddyshgviouris influenced by per-
sonal valueandhowcongruenare thesavith thar business valueend where are the origins

of this valuesTo this end, the roots of the leaderssifall be illuminated at the beginning

of this work in order to point out the development of leadership theory and to discover any
connections to value thees.The purpose of the reseambrk is totake a look athe value

world of executives and to demonstrate the correspondence between personanglues
those valuethat are relevant to them in operational managenretite context of this work,

an understandinghould be develope#hat roledo valuesplay in leadershigand their in-

fluence on leadershigtyle andbehaviour should be developed.

1.2 Research questions, hypotheses and objectives

People are driven by their personal value patterns and try to act according to the circum-
stances. Managers can use their vatoeshape the company on the one hand, and on the
other hand, they too are subject to certain mechanismsdiregtimedo not ow them to

live their personal valués their role as leaders.

The aim of this dissertation is to shed light on the importance of leadership bathemst
the personal level and at the executive level, and to wialkde any value conflict®r par-
ticularities With current scientific findings and theories amdeapirical survey among ex-
ecutives the general principles and the importance of personal ealdieiseir influence on
leadership behaviour shall besimwved and possible optiofigr a moe conscious approach

in favourof a more effective andumanelyleadershipshallbe developed.
The following research questions should be answered in this thesis:

1. Are there peculiar value models fine company context that can be applied to ex-
ecutives, regardless of their industry affiliatiand are they comparable with the

personal value modéls
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2. How has leadership culture evolved over the last century, which leadershifstyles
exist and to whagxtent does personal valorientation play a role in it andhat are
key factorsand tasksn leadership?

3. What personal valuato executives have, which value® important to them in cor-
porate governance, and how do thesschwith their personal valusystemand are
there any value conflictecognizablavithin the survey group

4. What valueslo executives attribute to the products and services they create in their
companies?

5. What valueglid executives admire in thesarlyrole models and to what extent are
these valuesstill important to them in their personal and professional life?

6. What valuesdoesthe scientific literaturenention in the description of leadership
styles anaretheredifferences between theorin comparison with the empirical sur-

vey?

The firsttwo questions can be answered in the analysis of the scientific literature. Parts of
thesixth question, namely the mentiog of valuesin the scientifidheoryon the subject of
leadershipgan bedevelopedvithin thesecondary research under consideration and the ex-

traction of the mentioned valuesthe literature used.

For aasweing the other questiora empirical analysisas to be conducte®n the basis of

the findings, the value modelghich aredeeloped and documented in the leadersibégp-|
ature used, questions three to aie answered in an empirical study in the context of the
primary analysisThe surveyed group is evaluated as a whole. No individual data will be

analysed and presented in thisrk.
The following hypotheses are to lviewedin the framework of the empirical research.

H1: The personal value modsthemeof executives corresponds to the value msdekeme

they live in the leadership context.

H2: The personal and business vatobeme®f the executies are influenced by the value

schemeshat theirearlyrole models havéhemimparted.

H3: The value structure afifferentleadership stylediffers considerably from each other.
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H4: The value structure of theoretical leadeps$tiyles isdentical with thevalue structure
of thelived leadership stylen reality, consideringhe leadersvith the appropriate leadership

style.

1.3 Methodology and structureof the work

The work is divided into three main chapters, which are again outlined in the table below.
Chapters one and two are in the theoretical part of the work. The first part dealkewith
leadership theories.tAhe beginning, the concept of leadership is @efian the basis of the
existingscientificliterature, and an arch of the historical leadersingories, tdhe property
theories and theehaviouraltheories as well as contingency theoiigstretched. Classic
leadership styles as well as newer, mamaglexand value basestyles such as transforma-
tional leadership are presenté&dirther subchapters deal with the questions of key factors
and tasks of leadership as well as the importance of corporate ciiligresecond main
chapter deals with the sciéit findings of the theory of values. At the beginning the term
"value" is defined and in the second subchapter the insights of the value research are de-
scribed, furthec h a p deal with the value models on a personal level and within the com-

pany conéxtand a brief presentation of international value studies.

The third chapter deals with the empirical survey of this work. The first step is to prepare
the basics for the study in the secondary analysis. These include the textual analysis of the
valuesin the leadership literature. Afterwards, common features are sought out of the differ-
ent leadership models and clustered into five main models. Finally, a theoretical value ori-
entation of the leadership cluster is created on the basis of the collecels mo

The chapter primaryesearch deals with participants' demographic data, starting with age,
sex, region, company size based on number of employees, level of education and manage-
ment grade, and industry affiliation. Building on this, the personalkgal the executives

and the values the corporate context aamalysedThe early role models of the managers

as well as the valuesssociated with these fictional or real persons are also presented.

These three value categories are compared @dath other in the chapter "Comparison of
value patterns” and examined for agreement or deviation. The value analysis also evaluates
the valueghat the participating executives attribute to their own products. In the following

chapter, the leadershifyke of the executives snalysednd ultimately compared with their
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value patterns. Here, the differences in the value patterns of the individual leadership styles,

both on the theoretical as well as for the empirical target group, become visible.

Table 1: Methodology and structure of work

Research questions and Hypotheses

Theoretical part: Scientific L iterature
Leadershiptheory Values theory
1 Definition of Leadership 9 Definition of Values
1 Leadership Theory 1 Value Theory
1 Leadership Styles 1 Value Models
1 Tasks ofLeadership 1 Value Studies
1 Key factors in Leadership 1 Summary
1 CorporateCulture
T Summary
Empirical Study
Secondary Research Primary Research
1 Text analysis of Values in Leader- 1 Denmographic data
ship literature _
1 Value analysis
1 Leadership cluster )
1 Comparison of alue patterns
1 Value orientation of Leadership clu _ _
ters 1 Leadershigstyleanalysis
1 ComparisorValues and Leader-
ship style
Review of Hypotheses
Derivation of Knowledge

Source: ownepresentation

Following the evaluation, the results are summarized agaihthe key questions of the

research questions and hypotheses provided in the introductory chapter are answered and the

findings derived from them. Furthermore, the limits of the investigation are shown and con-

crete recommendations for action are giverthe last chapter a summary is made, the goal

achievement is controlled and perspectives are given for further research.
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2 ANALYSIS OF LITERATU RE

2.1 Leadeship

The topic of leadership deals with teadershipf employees. There are many reasons for

the need for leadership an organizationSteyrer(2009a, p. 26fargues that leadership is
guided by the desire of people, by the need to lead people becausaité@d diverview of

the individual, with the social principle of the hierarchy, with the desire of the elite for lead-
ership as well as with the functionality of the leatigp as argument for efficienclyeader-

ship can be generated through different strategnd means. Thus, structures such as or-
ganizational charts, job descriptions or incentive systems can already infhetraseourof
employees. Another important instrument is leadership by people who control compliance
with hierarchies and tasks, sefpand motivate employees through discussions. Personal-
ity traits and leadership style of leaders, the rites of employees and supervisors, norms and
values, and the style of communication influence the corporate culture, thereby shaping the
company's preticed leadership styleThommen & Achleitner, 2012, p. 953)eadership
therefore has a tremendous impact on the developm#rg obmpany and its products. The
respective leadership style directs the focus and the beinafithe employees and influ-
ences motivation and communication within the company. All these factors lead to a unique

corporate culturand is partly resgnsilde for success and failure.

2.1.1 Definition

The word "lead" is based on the West Germanic word "laidjan” or on the Old Saxon word
“lithan”, which means guiding, directing, taking along on a joufBegdbeck, 2016, p. 3)

Leadership is defineds the fact, that social influence from superior to subordinates in or-
ganizations is necessary for target achieverftatetyrer, 2009a, p. 26But at the same time
Steyrerexpresses the suspicion of ideological transfiguration ditine. Nonetheless lead-

ership is necessary in organizations to make clear which taskmpoetant for target
achievemenand to motivate subordinaté3ne of the earlieshodelsof leadership styles is

well known. It classifieshe leadership styles itocratc or hierarchic style, in democratic

or participativestyle and in laissez faire sty{eewin, Lippitt, & White, 1939) This classi-

fication focueson t he personality of the | eader o6s |
importance of job satiafc t i on and the identification wit

role in the system of an organization for employees is increasing.
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Therefore, relationshipriented leadership styles have beentinuouslydeveloped. Steyrer
(2009b)statesthat keadership is the fact, that social influence from superior to subordinates
in organizations is necessary for target achievement, what sgengtically view of this
topic, while Kraemer(2011)on the other hand worked on valbased leadership and de-
fined it as a method which does not influecdy people but is also inspiring, motivating
and focusing on the most important topics by word, action and exafuesmen(2012,

p. 922)understands &ership as "the entirety of institutions that serve to solve the problems
with agroupof people with complex intenuman relationships, which forntise decision
making process with planning and decisgond the implementation dtie will through the
trarsfer of tasks and controFor this work, leadership is defined as the totality of the control
of organizations or parts of organizations by a designated person to ensure the performance
of the required tasks, to motivate the subordinate employees, étoddate businesunit
andtaking into account the needs of the stakehdideorganizational success and target

achievement.

2.1.2 Leadershiprheory

Leadership and management are often used synonymously. However, in the literature these
terms are defined diffently. A welkknown definition issAManager s whode peop |
things right, Leader s ar(Bennp &Nagnuse200¥,hpo20)d o t h
This view expresses that leadership is primarily associated with strategy addfgoabon,
while management is associated with organizatiomjidtration, and business goal imple-
mentation(Steyrer, 2009b, p. 31)he leadershigulture of and within an organization
arises througliRosenstiel, Domsch, & Regnet, 2009, p. 8)
- the organization itself and
- the embedding into the corporate environment (political systetustry, organiza-
tional culture, organizational structure, size of organization
- the type of the@rganizationalinits
- the legitimacy of the leader
- the leadership personality (eg intelligenkeowledge, social competence)
- the leadershifpehaviour(leadeship style, leadership I® model, role model func-
tion)
- the success of the employees (satisfaction, qualification, commitreantywork,
termination, etc.)

- the economic results (innovations, efficiency gains, market shares, growth, etc.).

10
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Leadership reseeh assumes, that the characteristics of the leader and the leabtletshp

lour are influence factors for leaderskapd thus the overall effectiveness of the leadership

is determinedBrodbeck, 2016, p. 7)n literature, three main leadership theories are distin-
guished.The two first theorieare the trait theory and the behaviouradty.Both theories

can be pded into universal theories asduational theorieqSteyrer, 2009a, p. 4BIl ap-
proaches attach great importance to the person of the leader, although with different signs.
While trait approaches assume unchanging personal traits, the behavioural approach speaks
of leadership behaviour and guidelines that should lead to su@testhird main theory is

the situationaltheory, which speaks from leadership behaviadrich depends on the con-

crete situationln addition, further modern leadership theories have developdus basis,

such as the LeaderMember- Exchange Theory (LMX)Steyrer, 2009b, p. 699r the

implicit leadership theoryBrodbeck, 2016, p. 15ffFollowing on from this chapter, these
different guiding theories willé& briefly described and an overvievill be given

Trait Theory

Trait Theory in leadershiplaimsthat people with certaipersonal characteristiese more

successful than those who do not possess those tttaitersal trait theoried e f | ne A e mer
genmtnad fdef f ect i v etidattheee ard lmom seadeBndrgent tegdare would

be differentfronrot her empl oyees and fAeffectived | eadc
characteristics that would qualify them for leadergBigyrer, 2009b, p. 42)

The iGreat Man heory of Thomas Carlyl€1907)is based on the idea that great leaders
influence and control the world to a great ex{&teyrer, 2009a, p. 42{pther authors claim
that @rtain characteristics should have a positimgelation to successful leadership behav-

iour. These ar¢Rosenstiel et al., 2@0 p. 6f)

- ability (intelligence, alertness, verbalibity, originality, judgment)

- performance (school achievements, athletic achievement, knowledge), responsibility
(reliability, initiative, perseverance, aggressiveness;cggifiderce and desire for
distinction)

- patrticipation (activity, social desires, cooperatiahility to adapt, humour)

- status (popularitand socieeconomic factors)

11
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However, Rosenstiel notes that several studies have revealed a large variationanahese
acteristics Among otler things, this is because traits determine leadership behaviour, but

may produce different results due to different leadership situations.

Another trait oriented leadership modes t hFei vi@Bitag& Mc. Crae, 199 which
becamepopularin the 1990s. There are five key factors thatlstefine personality of lead-
ers:Steyrer name&009Db, p. 44ff)

emotional stability (dealing withegative events and emotions)
- extraversion (sociable or loner)

- openness (the interestmew experiences and experiences)

- agreeableneggffability with other people)

- consgentiousness (seffiscipline)

These five factors have been found in different groups of age, race, gender and language.
Studies have shown that emotional stability, openaas extraversion are positive bmth,

the achievement of a leadership position and leadership success. Conscientiousness plays no
rolefor success, but for the attainment of the positioagireeablenesxactly the opposite

is the caseCritics of unversal property theories arguiat complex systemahich are

based on themployeeand the leader as well as on particular situations are defined by a
single variable(Steyrer, 2009b, p. 51k is also questioned whether the positive connections
between success amaits may not be based orcoincidencebecause of thenultitude of

traits In addition, based on the assessment of the career progression as a criterion for suc-
cess,not the traits buthe selection process actually judgedThe comparison of leaders

with nontleaders also lags, since leadership skillslmatevelogdonly with thetakeover

of aleadership role. Ultimately, the personality profiles of leaders vary widelyna gen-

eral pattern for successful leadership tre#s be derived.
Behavioural Theory

BehaviouralTheory assumes that leadership can be learned armd iisnate. This is also
based on the observation that there are completely different characteristics of executives.
The respective situation, task and the company environment also play a role. Successful
managers can also fail if they switch to anothergany if they are unfamiliar or unable to
adapt to the corporate cultuse to respond to the subordinate employ&seman(2011,

p. 1ff) describegshis adaptability as emotional intelligenaaed defineself-awareness, self

12
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regulation, motivabn, empathy and social skilsahefive seriousskills for a successful

leader.

Peter Drucke(2011, p. 23ffxthought that executives have different personalities, values and
beliefs but all successf leaders have in common that they get their things dondefiteed

eight practices for an effective executive: a) looking, what is to be done, b) decision, what is
right for the organisation, c) developing action plans, d) feeling responsildenfonunca-

ton, e) focus on opportunities, f) holding e

In contrary, J.P. Kottg2011, p. 39fjargues, that there is a difference between management
and leadership. While a manager makes plans and budgets, organizes staff and controls and
solves problems, a leader aligns and motivates people, sets goals and direction and leads
organiationalchangesln addition to these behaviours, which are obviously promising for
leadership, other, not so clear behavioural strategies seem to be important for leadership
success, especially where employee engagement is concerned.

So claim Goffeeand Jone$2011, p. 80ffithat employees rather prefer and follow leader
who show some of their weaknesses, are intuitive and follow their intuition, have empathy
and dare to be different and uniq&n employees want leaders they are human and take
care of them and take part on their fate andGfeicible experiences aréten a way of self
reflexion of leadersWith this termit is meant that the person goes through a transforma-
tional process and changeartlythe personal identityrhese situations forgeeopleto learn

from negative events and apply these experiendesadershigBennis & Thomas, 2011, p.

99ff). Fromovercomingadversitiescan be learnetbur important skills for leadershipto
mobilize people for an idea, to develop a compelling appearance, to remain integrative and
to develop adaptive capacifyrtom these statements it can be concluded that life experience
andlearningfrom personal experiences is important to becoming a good leader accepted by

employees.

The 5Level Theory of Colling2011, p. 116ffspeaks fom a hierarchy of leadership, where

at its top is the Level 5 leader, who compare personal humilityaytibfessional will and

is able to generate an outstanding organizational sudaasd.1 leaders would be produc-

tive leaders with talent, knowledge and skills, level 2 leaders see and work for group targets
and ardeam playersOn level 3there arananagers, who apoficientand organize people

and resourcesfficiently. Onlevel 4t he AEf fecti ve Leader o can b

to activate and motivate people to high performance and develops and pursues a clear vision.

13



10.13147/SOE.2021.023

Collins believes that level 1 to level 4 leadership can be learned, but hesitantly answers the
question ér Level 5 leaders. He agrees with Bennis & Tho(2841)that personal fatalities

can make certain groupséople to grow beyond themselves and devote themselves to on
duty with all their strengthTherefore, whether the jump from level 4 to level 5 can be

learned or a certaicharacteristiés anchored in the personality remains open.

A similar view is shagd byRooke and Torbef011, p. 140ffivho developed seven types

of action logic of leadershifhese types are the opportunist, the diplomat, the expert, the
achiever, the individualist, the strategist and the alchekvisile the opportunist is on the
bottom of the value scale with salfiented and manipulative behaviour, the alchemist is on
the top with generating social transformationsvelopment from one stage to the next is
possible by learning and selévelopmentOnly few would be able to become alchemists

but every development intbe next level is an asset for the organisation.
Situational Leadership Theory

While the theory of behavioarleadershimssumes that leadership behaviour can be learned,
trait theory assumes that leadership success depends on the unchangeable ajualities
leader. The situationallgadershifgheory takes the view that a leader is not good or bad per
se, but that it depends on theper deployment of the manageteyrer, 2009, p. §4Some
situationalLeadership styles can be consideredtagalimensionamethodike autocratic,
democratic olaissezfair style where only the behaviour and traits of the leader play a role.

Others are more dimensional.

The Managerial Grid desbes two dimensions of leadinperelationship oriented and task
orienteddimension(Blake & Mouton, 1994)This model has been developed on basis of the
Ohio-State studies, which had the target, to find out independent factors of leadership be-
haviour(Steyrer, 2009a, p. 53yhe chosen leadership style depends on the fofcsiscio
emotional aspects and rational aspects.
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Figure 1: Managerial Grid
Source: own representatibased on{Blake & Mouton, 1994)

If the leader does neither focus on relasioip nor rational aspecter meeting company

goals the style ranges on the (1,1) box and is comparable with the laissez faire style. At the
other extreme end (9,9) the leader is both relationship and task oriented. High performance
with highly involved erployees in a team orientatinospheres the ideafor this leadership

style (Thommen & Achleitner, 2012, p. 968h contrastto the (5,5) orientatignwhich is
described belowfor the (99) leadership styléhe optimization of professional and per-
sonal goals is achieved through shared responsibility and common work and to resolve con-
flicts in partnershipln the (9,1) orientatin the focus is mainly in task fulfilling, without
regard of social or emotional needs of employees, in the (1,9) orientation the emotional as-
pects of the employees are in the foreground. The (5,5) style is a compromise between rela-
tionship needs and tasulfilment. Important factorghat influencethe management style
(Thommen & Achleitner, 2012, p. 969re the rules and limitsf the respective organiza-

tion, the values of the manager as a basis for relationship and factual orientation, the wealth
of experience of the manager and the kdmw about possible leadership styles and meth-

ods.

The model of situational leadership ind&s a third influence factor to the managerial grid

~

with relationship and task orientatigHersey, Blanchard, & Johnson, 1996) The dAl ev el
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maturityo of the employee is considered anc

by the chart below.

high
,,POrﬂCipOﬂng“ ”Se”ingn
Relation
ship
oriented
,Deledatfing” wlelling*
low
low <— Task oriented —> high
high <— Level of maturity —— low

Figure 2: Situational Leadership
Source: (Hersey et al., 1996)

If the maturity of the employee is low, the leaders task orientation is high and relationship
orientation is | ow, the style is very direc

the maturity of theemployee is medium and the relationship orientation is high the appro-

priate style is fASellingo. I f on the same 1
patingo is advisable and when the maturity
tionship orientation should be | ow and the

theoretical basis there could be found five important influence factors for effective leader-

ship, which aréHersey et al., 1996)

- Leader 6s ipghe waybeaon she dctg, what means the persatalviour,
and the personal traits

- Relation between the leader and the empléyééhe relationship is good or poor

- Task structuré leadership methods depend on the fact whether the task structure is
high or low

- Power Position if the leaders positiois strong or weak

- Maturitylevelii f t he member ds maturity is high
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This model is seen positively, that it trains the diagnostic skills of executives and provides
some behavioural flexibilitySteyrer, 2009, p. 73fOn the other hand, on the basis of this
scheme, any style of management used can be legitimized by the argumentation with the
level of maturity of the employee. Any differences between organizational and employee

goals are not taken into account in this model.
Contingency Theory

F.E. Fiedler worked on leadership effectiveness and developed the contingencyAldeory
eniyi, 2007) This is a moré dimensionakituationalleadership theory-e found out that
effective leading depends on the leadember relationpn the task structure and on the
power position of the leader. Depending on the relation of theseftiutees the leadership
orientation should beithertask oriented or relationship oriented to be most effective.

Table 2: F.E. Fiedlers Contingency Theory

Leader/ member

. Good Poor
relation

Task structure High Low High Low

Position power | Strong| Weak | Strong| Weak | Strong| Weak | Strong| Weak

Preferred Leader- Relation
o . Task : Task
ship orientation: ship

Source(Adeniyi, 2007)

Thetableabove showthat if the three factors are weak, task oriented style is the most ef-
fective. This is also the case, if the redaship between the leader and the membpo

andthe task structure is low. In all other casedationship orientation is more effective.
Relationship orientation also leads to better results if the relation between leader and member
is poor, but ateast one of the other factors &igh. In total it can be said, that in extreme
situations (good or bad) task oriented leadership is the appropriate style, while in medium
favourable situations relationship orientation is more effective. The theasgignedto
situational leadership styl€ritics of this theorynotice that there are endlesmtingencies

in life and therefore for a leader who is looking for a leadership model that he or she can
apply in practice, contingency theory is not much li@lpffee & Jones, 2011, p. 85)
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New Leadership Theories

Based on thestaditionaltheoriesin the last centuries nelwadershigheory models such
as the LeadeMember Exchange TheortMX), the transfornatioral and tranactional
leadershigheoryandtheimplicit leadership theory have emerg@&todbeck, 2016, p. 15)

Leaderi Memberi Exchange Theory (LMX)

The LMX theory assumes thahanagerslevelop individuarelationships with employees
(Steyrer, 2009b, p. 69f'his means thawithin the leadership workiner groups with in-
tensive relationships and outer groups of employees withlooge relationships to superi-
orsare createdThe "ingroups” receive a lot of attention and the transfer of large areas of
responsibility and rights, while the "egtoup” receivesnly little attentionand recognition
Studies suggest that personaliganities, such as valuesd attitudes between the supervisor
and the employee, makieeinclusion irto the ingroup more likely. There ithereforeno
averagdeadership behaviolnut a leadership style, which &dapted to thendividual em-
ployee The executivedifferentiate the employeesn the basis of the existing competen-
cies, the possible confidence of the supervisor in the employee and the motivation of the
employee to take on responsibil{®rodbeck, 2016, p. 16f)

Implicit Leadership Theory

Implicit leadership theory isased on unconscious and deeply rooted ideas about leadership
in human mind¢Brodbeck, 2016, p. 15ff)rhis means that in the course of their lives people
store an inner picture of peoplbeshaviourand characteristics in order to be able to retrieve
them quickly and assign leaderslhighaviourwhen needed. Here, short obseiuas such

as "a person sitting at the head of the table" or "the person speaking most" can quickly be
assigned to an association "that person is the leader". The implicit leadership theories there-
fore assume that acceptance of a leader increases withatich between perception and
expectation. This is also recognizable in the intercultural context and in gender stereotypes
in leadership. Since perception and expectations can diverge here, leaders from other cul-

tures or women are initially less accepbgdheir subordinates

2.1.3 Leadership Styles

Two different factors are important considering leadership styles. First factor is the sum of

the personal traits of the leader which are genetic or acquired in early childnaibslare
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hardly changeabl@Allport, Vermnon, & Lindzey, 196Q)Some authorslso emphasise the
importance of values for developing authenticallyleadership styleqGeorge, Sims,
McLean, & Mayer, 2011, p. 169ff)The secondnportantfactors t he | eader 6s
Although it is fundamentally based on the traits, behaviour can be changed the whole life.
Therefore, most theories base on the principle that leaders are not born bRmaule,
Peterson, & LeBoeuf, 2004A successful leades as sometimg aboveaverage intelligent

who can respond well to different people and situations, who is highly motivated and has the
will to achieve his or her goals, who is open to new experiences and can handle challenges
flexibly, who is capable of learning arglieady to lear(Rosenstiel et al., 2009, p..9he

result of planningdecisionmaking, task transfer and control is called leadership style
(Thommen & Achleitner, 2012, p. 963} also includes thenvolvement of employees in

the decisiormaking process, the employseperior relationship and the sodoltural

norms within the organization.
Classical Leadership Styles

The earliest and well known leadership style model has been developed from Ligyit

and White(1939)al so known as the | owa studies and
iour. Important factors for differgiation of leadership styles are the way how decisions are
made, the implementation of techniques and activity steps, the execution of the working
steps, the way how the leader praise or criticize his or her team members and the own role
within the teamThe impact for the team atmosphere of this way of leading style is also an
important factor. In these studies, it was the first time that a distinction was made between
the personality and behaviour of the lea@&eyrer, 2009b, p. 52f)The effects of autocratic

or democratic style of leadership or the absence of any leadership was obrstmngauodel

and describedl'hese classical styles wersalthe basis for the development of more com-
plex leadership styledn addition to the three main styles, the forms of bureaucratic and

charismatic leadership are also presented in this subchapter.

Autocratic Leadership Style

An autocratic leader usuallyakes all necessary decisions for the tasks of his team. The
necessary work and implementation steps are specified exactly by him or her, as well as new
developments are implemented. Employees receive praise or criticism, often on a personal

level from theleader. The leader is not a member of the team. The atmosphere within the
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team is often aggressive, there is strong a competition between the team members. On the
other hand, apathetic, submissive behaviour or the attempt to gain attention from the leader
can also be observed among the teéoesvin et al., 1939)This style of management is
suitable, when employees have little eider autonomy or even the desire for authority,
when unclear tasks and rules exist in the organization and when there is a strong desire for
control coming from outsidéSteyrer, 2009, p. 75T his style isoften usedn situations of

crisis (Adeniyi, 2007 p. 45) When there are mostly routine tasks without much possibility

for decisions autocratic leadership style is not appropriatgtrong disadvantage of this

style isalso,that sibordinatesisuallyare not promotable for tHe e a dpesiti@ns

Democraticor participativeStyle

The democraticor also called participatideadership style is characterized by the fact that

all decisions are made within the te@doewin et al., 1939)The leader is the moderator of

the decisiormaking process. When initiating new techniques or processes, the decision is
also made jointly, the leadgives recommendationsuggestions or trnatives. The way

to executehe working steps is made by the employees. The leader expresses objective praise
or criticism, without personal colouring. He is part of the team. The team atmosphere is
friendly, factual and on an equal basis between théeleand employees. Democratic or
participative leadership style is appropriate when people have high needs for autonomy, in
work situations where unclear or contradictory tasks occur and where internal control con-
victions prevail(Steyrer, 2009, p. 76However, it has to be considered, tha teader has

to know, that he or she is accountable for the result of teamwork and has therefore to decide
on this basis to what extent team members should partiogpatkecisiongAdeniyi, 2007,

p.47) The higher peopledbs participandithesenset he
of responsibility ofinvolved employeetor the result

Laissezfaire Style

The Laissedaire style actually isio realleadership style at all, because the leader is not
leading activelyLewin et al., 1939)The decisions about work taskr implementation of

new methods or techniques are made by the team members. The leader does not take part in
team meetings and is no team member. Team members have total freedom in their work
tasks. Working materials are suppliedt there are nearlyoorcomments on activities and no
participation on team concernedents.Therefore, no praise and no criticism is given to the

team members. Although there is so much freedom, the team &iEenesjan baggressive
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between team members and power struggéasoccur because of the lack of leadership
competenceThere is no direction from the leader and can lead to anarchy in the long run
(Adeniyi, 2007, p. 45)However, in some areas there may be a justification for this style of
leadership, if it is deliberately used in specific areas such as research or if the mission can

be limited to a project or period.

Bureaucratic Style

This style is used especially in big and complex organisations, like public authditigse
organisations are very structured and have a big catalogmesify inflexible rulesand
routines, where the leadfilows defined norms and standards anesiwot decide orhis
or herown (Adeniyi, 2007, p. 45f)It generates a quite inflexible but stable syst&ins
style of leadership prevents arbitrary decisions of individuals and should ensure maximum

equal treatment of people and processes.

Charismatic Leadershigstyle

Max Weber defines charisma as an exirdinary traitof a persorthat recognizes him or

her as a leaddl972, p. 140ff) The peculiarity of a charismatic leader is the representatio
and the living of a special vision, unconventional ways and strategies. He or she communi-
cates in an appealing way. The person enfdieegoals with dramatic actions, if necessary
and places high expectations on the subordin@lese leaders tend to autocratic or bureau-
cratic stylegAdeniyi, 2007, p. 46f)Studies indicate that this style of leesld@p actually has

a positive impact on performance indicators. However, there is also criticism that points out
that the influence of leadership on the success of ramns are overrated. The clsa

matic leadership can cause negative consequenctdwef@aders, such as loss of geli-

ance and selidentity, as well as the strengthening of questionable ideologies. Current trends
in organizational leadership are moving away from charismatic leadership to flat hierarchies
where the autonomy, diversignd creativity of employees is encourag8teyrer, 2009b,

p. 68f) In Europe, the charismatic leadership style, especially through the histoayiohil
Socialism, has fallen into disrepute, and corresponding tendencies have been observed with

great caution, especially in the public sphere.
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Value based Leadership styles

Based on classic leadership style models, employee engagement in the -theaisianpro-

cess andhe desire fomcreased employee satisfaction resultethe development at va-

riety of valuebased leadership style modeBteven Brooke¢Brookes, 2014worked on
principal oriented | eader s hiabenefihor@duabthge c i nt
of the whole communiby. I n publ i c | esodetreseive gn exceptlonale s o f
meaning, apart from profit gaining. Some authors work on the influence and impact of spir-
ituality in business. They complain, that business prodiidesar ge s cal e ecol o
and et h({Zwlaal & llied, 2087 claim that spiritual business models would lead

to enhanced motivation of employees and employers and therefore business performance
should not only be measured in business factorsbliina@ a d Abwai sseddoom manage m
schemgBouckaert & Zsolnai, 201150me leadership style theories focus on value orien-

tation and emphasis the meaning of responsibility and altruism in management. The focus

of servant leaders is more in trust and relationship oriemedhas the emphasis more on

people than processes and figyi@atta & Khatri, 2017) They have strong altruistic, wise,
supportive, persuasive and emotional healing compofBatbuto & Wheeler, 2006 he

range of these leadership style misdgpes from the servant leadership style, over the trans-
actional and the principled leadership style, to the transformational leadershig lsgge.

styles are presented below.

Servant Leadership

Robert Greenleafquoted fromFrick, Senge, & Spears, 2004, p. Wasinfluenced by his

father and religious convictiormddeveloped the idea of a servant leadership style, which

he described indetailim@ s say call ed AThe Servant as Lea
ing for AT&T for over forty years as a director awdsthe founder of theentreof Applied

Ethics. He doubted that being a boss would be equalbsitiga leader. His definition of a
servant leader was, that the leader is servant first, not a leader first. A servant leader can be
recognized on the growind ais or her followers or soalled served people and can be
measuredvhetherthey are healthier, wiser, freer, more autonomous and on their own way
to become a servant leadErick et al., 2004, p. 287ff)'his style describes a servant leader

as mainly a moderator and facilitator of team proce3sssn members and followers make
decisions, as well as the implementation of techniques and the determination of activity

steps. The leading person acts as a role model and is supportive and guides people. The needs
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of team members are reflected. Team aphese is friendly and relationship oriented and
has social, ethical or spiritual aspects. Greenleaf's model of a servantigsdats source

a primal religious awe and the mystery of spaitd the input factors for servant leadership
are thereforéquoted fromFrick et al., 2004, p. 348

Habits: listen first, daily heightened awareness, withdraw to access intuition, asks first:
AWhat do you want t a opudterstanteistory, bavireg fug, makest r y i n

time count, lifelong learning, seeking

Skills and capacities: lisning, persuasion (with ethical focus), consensus building, technical
competence, foresight, researcbnceptualizingreflection, meditation, assessment

Attitudes: accept people with unlimited liability, create a life of distinction, demand account-
ability, be open to novelty, develop strength based on enthusiasm, lead as a servant, not

follow not-servants, focus on: everything begins withitigdvidual (n here, not out there)
Values: Love, serve first, congruent integrity, deep and loyal friendship

The source and the input factors shall lead to a servant leadership, which can be tested on
the impact of the served people, as already mentioned above.(Feteh p. 110fempha-
sizesthe importance of forgiveness and the needonotciousnesand refers on the levels

of consciousnesand the ways of motivation below and above the line, which were described
by Paul Nakai and Ron Schul2000, p. 57) In their model norservant leaders have the
focus on stress and effort, chaos or crisigjappinessnsecurenesand complaining, trou-
bleness, fearfulness aadgrinessand usegressurgrewards, punishmentstribution, con-

trol, dominance, guilt or olgation, fear ap threats to motivatpeople Servant leaders on

the other hand have their focus and tleeinsciousnesen love, wisdom and inspiration,
gratitude andhumout grace ease, contentment and mota/éhrough love, discernment and

a compelling live, encouragement and the service for others, peace and common sense, self
responsibility and humility. Below the line, life itself is hard and difficult, above the line
people feel contentment independenexrfernal influences and lead to sedsponsibility

(Ferch, 2012, p. 110ff)

Servant leadershis sometimesonnected with the value selflessness, which is connected
in literature with seHtranscendence, mediation and serenity (Levenson et. al, 2005.), altru-
ism (Gates & Steane, 2009pirituality (Delbecq, 1999and virtue(Grant, 2011) Similar
personal values can be found in the universal value scheme of Scli®aalon H.
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Schwartz, 1992)Czinkota(2017)claimed that corporations are expected not only to make

profit, but also take responsibility for society and governmental problems to find possible
answers of future problems and that it is expected thataoegpsee their responsibility for

instance for marketing caused problems and find future solutimethicalbehavioudead

to a |loss of consumer6s trust and afterward
ness based on responsibility, wisdand humanistic and holistic philosophy. To hear of the

voice of soul and match it up with business intentions should guide managers and influence
both, customers and team members. Four new areas are defined for a responsible business:
truthfulness, simptity, expanded participation and personal responsibility. Companies
should practice mindful leadership instead of profit maximization. Ethic and honesty should

be basis of business and should be teaching in management education.

Althoughthis leadershiptgle sound as the paradisesvhployeesthe practice is more com-
plicated. Palumb¢{2016)carried out a study between team members in gonafit organi-

zation in Tanzania. The leader practices many parts of the described servant leaéership
haviour, but the study found out, that people were nadegendentn the leader than it would

be assumed and they also had problems to make their own decisions or act without their

leader.

Principle centered Leadership style

In the principlecentredeadership style, theteave been developelifferent modelsyhich

primarily focus on the personality development of the leader.

The four principles of leadership are describea a&srclewith the four componentsel-
reflection, balance, true satbnfidence, genuine humiliiKraemer, 2011, p. 13ff)

- Selfreflection is important for leaders to recognize their own strength and weaknesses
and to reflect the own decisions, goahd priorities.

- to be balanced allows maintaining a good overview, recognizing the impact of decisions
and keeping the focus dong-term strategies and goals.

- true selfconfidence, means that a leader has a realistic view of his accomplishments,
commuricate clearly and encourage employees to speak frankly, also in difficult situa-
tions.

- Genuine humilitymeanghat lkeaders should be respectful to all of their employees and

never overestimate their own personality.
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Covey also worked on the theory of piple centereddadershigCovey, 1992, p. 19nd

definad thefour important dimensions on those principles of people in general, bubfalso
managers, should be basedtba targeto have a successful and effective life. These prin-
ciples are security, guidance, wisdom and power. He argued that if people live on these
principles, they would be more balanced and the principles build @welhded foundation

for decisions. Between those four principles, which should be balanced are the fields of life

and work.

Figure 3: Principle Centred Leadership
Source(Covey, 1992, p. 27)

Those foulevels of aderstp and key principles are visible in organizations on those peo-

ple have to work othe (Covey, 1992, p. 28)

- Personal level trustworthiness (working on the own personality)
- Interpersonal levél trust (interactions with other people)
- Managerial empowerment (organizing work within the company properly)

- Organizational alignment (teambuilding, structuring, strategy)

Principlecentred leaders show seven very specific characterishiey dolifelong learning
(learning of experience, further education, curious, many interests, initiative), they are ser-
vice oriented (thinking of others, are happy to help), are optimistic (cheerful, friendly), be-
lieve in people, have a balanced life (humorous, socially, many interestsoisidfent, no
overreactions), are adventurous (creative, strong will, initiativieauoof failure), synergis-

tic (smart and hardwonkg, improving) andare sekrenewable (exercising physical, mental,
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emotional and spiritual)Vhile the focus in principal oriented leadership is very much on
the development of a valkaiented leader, thetep towards transformational leadership is
even more linked to employee motivation and the joint achievement of challenging and in-

novative organizational goals

Transformationalvs. transactional Leadership

In literature, the term dfansactional leaddngp can be found to explain and to differentiate

from transformational leadershifransactionalleadership stylanainly focuses on the
achievement of goalse. the provision of serviceSteyrer, 2009a, p. 59ffSubordinates

are rewarded for good services. A transactional leader defines the organizational goals, ar-
ranges them clearly with the employees and clarifies the necessity of achievguats and

the connection with monetary and rotonetary reward systems. Transactional leadership

i's built on the employeesd work pres-sur e,
termed, provides profit maximization and works with human relatoiistactical concerns
(Covey, 1992, p. 284ff)Therefore a transactional leader works with a conditional reward

system and with management by excep{Rosenstiel et al., 2009, p. 24)

On the other handransformationaldadership is often linked withharismatic leadership

and chari sma, w h i Cokey (1992, 5 28dfdkfines wansforfingtiorfalt o .
leadeship as a method with a focus on lelegm goals, missions and strategies, preoccupied
with values, morals and ethics, releasing human capital, aligning internal structures and lead-
ing out in new directionslTransformational leadership, is based on mutoativation be-

tween the leader and thalower. No reward or punishment system is required to achieve
extraordinary performancelerbek(2010, p. 170ffjntroduces two additional dimesis in
addition to taskand employegelated leadership, namely charismdtansformational and
hierarchicalpoweroriented competence. He argu#sat revolutionary change processes
would require a charismaticansformational leadership style, and a&agthat charisma is

not a learnable trait, but anchored in the leader's personality. The transformational leader

works with visions and symbols and changes basic valuggut meaning in the spotlight.

Four factors are relevant for a transformatioealder(Steyrer, 2009a, p. 60ffcharisma,
inspiring motivation, intellectual stimulation and individual appreciation. The leader pays
his or her employees attention, promotes and develops them, supports them, when needed
and enables creative thinking and new insights. Inspiration hapgheough clear defined

visions, strategies and through the role model effect.
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The transformationakbdership modedf Hacker & Robert$2004, p. 3ff)is based on dif-

ferent levels of management and leadership. It includes the managerial aspects as well as the
leadership aspects and has four different focuses. These are the external and the internal
focus of the | eaderds personality and incl uc
core aspect is, as well as in other models, that the leader should have a distinctive conscious-
ness for the development of situations, people and personal mattees pénspectives have

to be observed and continuously improved. These are the personal perspective, the interper-
sonal perspective, which means the interaction with employees and stakehottiéne a
enterprise perspectiv&@his comprehensive observation gltblead to a personal transfor-

mation.

Change
Focus

Creative

Self Mastery

Performer

Empowering
Internal External
Focus Focus
Energetic Community
builder
Analytical Administrative

Standardization
Focus

Figure 4: Transformational Leadership Model
Source(Hacker &Roberts, 2004, p. 3f)

A transformational leader decides with the team but can also sometimes make decisions on
his or her own. His or her vision of the target is always being shared with the team. If it
comes to the implementation of techniques antingetctivity steps, a transformational
leader will decide on basis of the needs of the followers and on the situation whether he or
she uses a directive or a patrticipative style. The lesuigportsand empowers the team
members with high expectations afw high performances. This has the impact that the
team atmosphere is visionary, motivation, inspirational, also intellectual inspiring, empow-

ering but also very challengi{@ass &Riggio, 2006)
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Hood (2003, 269f)worked on the relationship between CEO values and leaderglagast

reveal and understand the impact on ethical organizational practice. Social values (freedom,
equality, world at peace), morality based values (forgiveness, politeness, affection), personal
values (honesty, selespect, courage, broadmettess) andcompetencybased values

(logic, competence) and the relationship to the leadership styles (transactional, transformal,
laissezfaire) the have been investigated. Leaders who predominantly rated themselves high
in morality-based and social values seem rtonpote ethical culture in their organizations.

The personality traits honesty and integrity turns out as a basis of effective and ethically
leadership. Leaders who rated all four categories of values high assessed themselves as trans-
formational leaders. EhlaisseZaire leadership style was negative related to competency
based values and transactional leadership was related to diversity training and socially cor-

rectness but without deep conviction.

All value orientedeadership styles hawe commorastrong seHlreflection or consciousness
component. They also focus not only on the leader as a person but also on the organization
and the interaction with employees and stakeholders. The models rely more on the person-

ality than on the hierarchical statoisthe power system of a company.

2.1.4 Tasks of Leadership

The main tasks ofeldership involvehe controlling of the organization or organizational
units to solve problems. In addition, four subsections of the leadership can be identified
(Thommen & Achleitner, 2012, p. 920ff)

- Planningincludes identifying problems, solving problems, planning results.

- Decision: action variats are selected; means are assigned to this strand of action.

- Transfer of tasks and implementation of measures: Activities and tasks are trans-
ferred to the employees.

- Control: the entire process from planning to implementation is monitored and results

are reviewed.

In addition to the procedural considerations, however, heglated aspects must also be
considered. The motivation of employees whose personality traits with their character and
their values, their goals, such as career are highly relev@rtvise, the relationships be-
tween the employee and the superior and the integration into thecsitci@l environment

are significan{Ruhli, 1996, p. 40)Leadersare also expected to developeathical business
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climate to create positive employee behaviour and a positive working atmoggalsteo-
ven, et. al., 2011, p. 34Fffectiveleadership managemeista method/Adeniyi, 2007, p.
1809ff):

- to upgrade the team with evaluation, coaching and buildingsefidence

- to make sure that team members can see the vision and live it

- to give positive energy and optimism

- toinstall trust, openness anmdrisparency

- to make sometimes unpopular, but necessary and important decisions

- totest and check ideas and bring the favoured ones into implementation
- to be inspiring for risk taking and learning on examples

- to celebrateeverysuccess

These points distinguish effective leadership fiogffectiveleadership, which may be in-
competent, rigid, intemperate, uncaring, evil, insecure, controlling, visionless, unhealthy or

political motivated.

2.1.5 Crucial KeyFactorsin Leadership

Leadership isrfluenced bycertainfactors, which are crucial for the success. These include
personal qualities and naturald@sirable leadership behaviafrthe person as well asme
crucialkey factors likethe power with whichhleadersare empoweretly their orgaization,

the culture otheorganizatiorand the ability to motivate themselves and their employees to
a high performance Equally important is thecommunication stylend structuréoetween

leaders and subordinates and the informatadicywithin the organisation.
Power

Therear e di fferent dedwedin literatoreMax Weber(197h m 28) er m i
refers to power that it means to assert by any chance within a social relationship even against
resistanceChristine Bauedelinek(2009, p. 55f)d e f i n e s he abilitats enforceca At

wi || a g ai n Bldweverepswerscanabe gaséd.by differemtans A distinction

can be made between "reward power", "coercive power", "referent power", "expert power",
"informational power" and "legitimate poweSteyrer, 2009b, p. 33ffEach organization

hasits ownhierarchy. The executive thereby authorized to disposé some extent his

or her subordinagto give them worlorders to praise ocriticisethem and to propose them
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for promotion or to dismiss them. This creates a relationship of power and dependency be-
tween the supervisor and the employee, which means responsibility for the manager but can

also be easily abuseBeople are usually quickly subordinated to a supervisor

Obedience seems to be anchored in péople b e h a v | as the Milgran expegiment
(Milgram, 2017)could showThiswas acontroversial experimenty test the willingness of
people to obey other people's commands, even though the orders seem to contradict their
own principles Background waso study human behawo on orders of seemingly higher
ranked peoplePersons wheeemed to bexpertsaskedpeople, who had volunteered for an
experiment, to punish another person for incorrect answers to a question with increasing
electric shocks The experiment showetthat up to twethirds of the participants were ready

to punishother peopleauntil ther (supposedileath although there was no commitment or
hierarchical subordination of the participants. The expert stdttlse superior and some
pressurevas sufficiem. The results of the experiment still sea&the basis for the behav-
ioural analysis of human behaviour under hierarchies or alleged power relbtovesver,

it should not be concealed that these types of experiments cannot be carried out today in
sciertific practice for ethical reasons.

Powerdoes work withsuperiority ofknowledgeas well as with organizational circum-
stancesHowever, it must be limited that the lotgrm function of such a system can only
be guaranteed by securing power through aitthand the power of sanctior{&ehrer,
1992, p. 106ff)Under sanctiomg power,the real control of the manager over resources by
force, possession, training, positisrunderstood, while authoritpeanghe assigned char-
acteristics such as competence, charisma, knowledg8aitc.factors lead to power and

permit the possibility to influence behaviour of people.

Depending on the basis of power, the process of willingnedfiioand the reasons for
willingness tdollow are differentFear and coercion as thasis of poweleadto fulfilment,

in order to avoid unpleasant consequences. "Reward power" focuses on the pursuit of posi-
tive consequences. With "expert power" and the "referent paareidentifcation process

takes place, which leaglto imitation and to the establishment of a relationship with the in-
fluencer. In the case of "legitimate power" tiecordancef the valuedeads to thdulfil-

mentof the task.
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Motivation

People are fundamentalhgotivated, but personal motivation is not automatically identical

to therequirementsand needs of an organization. In organizaiorcentives, rewards or
opportunitiesfor improvement or promotioare used for employee motivatioBmployee
motivation isoneof the cruciakey aspedin leadershipThe first documented experiments,
called the Hawthorne effe¢Kieser & Ebers, 2006)were done in the Western Electrics
Hawthorne plant in 1924. The experiment could shbatthe prodeation on the assembly

line could be visibly increased by the manager's dedication to the needs of the workers and
arelaxal andfriendly management styldbraham Maslow(1943)realized that there are
different levels of human needs. Only when the vital needs such as eating, drinking, security
and belonging are fulfilled, appreciation and sekilization becomenportant and podsle

for people.

Self
~actual-
 ization

"~ Esteem

Love/ Belonging |

Safety
Physiological

Figure5:Mas|l owdés Pyramid of needs
Source: own presentation quoted fréinH. Maslow, 1943)

The first two sectors of the pyramid are the basic needs of humans. Physiological needs are

food, water, warmth, sleep, shelter and sex. Safety needs are personal, emotional and finan-

cial security, health and safety. The next two sectors describe thejogychl needs: Love

and belonging needs are intimate relationships and friendship, esteem needs are prestige, the
feeling of accomplishment, sedsteemindependencer freedom. The last sector on the top

are the seHulfilling needs: the needs akelf-actualizationare the possibility of achieving

the personal full potential and to be creative and become happy.
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Hertzbergg1959)motivation theorys basedn this model. He worked on work motivation

of people and found out, that there are some basic needs which have to be fulfilled to be not
demotivated and some advanced needs to be motivated and defined two factors for people
for job satisfaction. Té first is themotivationfactor, which includes recognition, achieve-
ment, challenging work, responsibility, the meaning of thetjupossibility to make deci-

sions, importance, etc. On the other side the second factor is called hygiene factor, which
means salary, work condition, status, fringe benefits, insurance, job security, etc. If hygiene
factors are not fulfilled, it leads to demotivation of people, while the presence of motivation
factors lead to motivated people and performance enhancementtHéesemaccesses a dif-
ferent importance and relevance of valoas be derived. As long as vital functions are not
fulfilled, valuesfade into the background or are displaced by the search for physical need

satisfaction.

Studies proved that high hygieard high motivation factors in an organization are the op-
timal situation for motivated employees and few complaining. High hygiene and low moti-
vation factors lead to few complaints but also low motivated people. Low hygiene and high
motivation factors leéito motivated people with many complaints and in companies where
there are low hygiene and low motivation factors people are not motivated and do complain
a lot. At the lower working level, more attention is paid to the presence of hygiene factors,
while at the management levels the motivation factors are de¢Bulenger & Gommel,

1996, p. 49)The model assumdisat the working environmeriike the working conditions

and the company policy, are important motivation faotstayrhofer, 2009, S. 97ff)

Motivation research distinguishes betwéatninsic and extrinsic motivation. While extrin-

sic motivation serves primarily to satisfy needs outside of work, the goal of intrinsic moti-
vation is the work activity itseffFrey & Osterloh, 2002, p. 24ffxtrinsic motivators are for
examplemoney oracompany car for priate use. Because extrinsic motivators only have a
positiveshortterm impact on work performance and are naturally limited by the company's
available resources, it is of great importance taruparticularnntrinsic motivatorsintrinsic
motivation addrsses other needs of the humBw fulfilling the work itself, joy can be felt

or alsoby the achievement of goalswn norms or ethical valueS&oodcooperation in and

the wefeeling can also be an intrinsic motivation. Executives can intrinsically metiveir

team members througbcognition and fairnessxgEcutives who regularly takbeirtime to

talk with employeesanmotivate them intrinsically.
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Stebenow & StabenoW2010, p. 90describe:

- motivatorsindependent work, freedom of decision, independence of hierarchy, not
under observation, greater competence experience, less pressuaddrnamnwork-
ing at home, little distraction, free time, free assignment

- demotivators: dack of communication and contaotthe leaderanonymous$abour
allocation little support from the leadeonly on-the-job contact, lack of trust, lack
of exchange experience, and lack of knowledge abthe employee's perfor-

mance

This shows that demotivators appear mainly in the aré@adequate communication and
the exposure to external processes and decisions. Conversely, freedom, indepenklent w
and comptence experience adescribed as a great motivation factor. In order to address
these motivators and to minimize demotivation, lesd@ve tocreate structureswhere
communication, exchange and participation are posaidivedpractice

However,in few casesnotivation of team members can also be reduced by teamwork itself.

In the case ofisocial loafing, one's own performance in the team is less than the individual
performancepecausether team members takeer the additional achievemeir team

work, in some caseteam members do less as soon as they realize that their performance is
aboveaveage in relation to the (Ungeh&Witse,200F,hi s i ¢
p. 166)

Forpeople it is important to work in a company thes valuesvhich suits to their owand
that their personal valuese respectedithin theorganization The intrinsic motivation can
be increasedor both,employees anthanagersTherefore, tk value structure should al-

ready be taken into consideration when selecting personnel.
Communication structures

Without communicationleadingpeople in organizations is not possible. Wherever people
live and work together, it is necessary to speak a common language in order to minimize
misunderstandings, errors and efficient work processes. However, communication can also
create potential foranflicts, if the interests of the acting persons are diffedeynccurring

of misunderstandings or the messages are interpreted diffedeyisnding on thpersonal
experiencéetweerthe addresseand therecipient. Science tries to shed light on toen-

plex human communication structures through communication models.
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The communication model according to Schulz von T¢&chulz von Thun, 2011, p. 33)
shows that each statement has four possible meanings fotHeofiender and the recipient.

The content conveys the corrgthain messageyhile the appeal provides information about
what the sender would like sxhieveatthe recipient with the statement made. The relation-
ship aspect, however, provides information about the relationship between speaker and lis-
tener and the setfisclosureaspect shows what the sender wants to communicate about him-

self. These fousidesof a message work both at the sender and at the receiver.

Although each page is basically the same, people usually speak onl@tenith one side

than with the othe(Schulz von Thun, 2011, p. 48ffAs long as both the transmitter and
receiver sides are the same, the communication is positive. However, if the pages are differ-
ent,for instance wheran appeal is heard on the relationship ear, conflicts can quickly arise
(Heinrich & Schmidt, 2009, p. 179 organizational contexhe leading person has the

main responsibility for alear and good workingpmmunication in a team. He or she has to
make sure that there are enough opportunities for team meetings, where work processes, task
management and contemrgated topics can be discussed. Also, social issues like conflicts or
team problems should alsave a part within these meetings.

The executive should pay attention to to@versation partneend signal acceptae in the

case of problematitopics (Regnet, 2009, p. 209ff)A well thoughtout communication
structure can reduce and partly prevent confacis unsolved problems. The manager usu-

ally moderates the corporate meetings and the way how the executive communicates with
people and which topics are emphasized controls the entire process gndrilies, norms

and valuesAn open discussion cultuvéth acceptance of all team members, the possibility

to express one's own opinion, constructive criticism and feedback in the team is a measure
to prevent groupthinkMayrhofer, Schneidhofer, & Steyrer, 2009, p. 203ffJa team where
communication is open, creativity and innowgatcan arise, which can contribute to the com-

pany's success.

The organizational communication and information behaviderbek, 2010, p. 167fje-

termines openness and transparency and empowers employees to act independently in the
interests of the company. The less information is given, the greatex unreliability of
employees and the need for regulationsth& same timajelegation behawur signals con-

fidence in the abilities of the employees and thus strengthens theosétfence and the
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motivation.A special case is communication via electronic mddiamodern business man-
agement, especially where complex project organization staschredominate, in which
employees arenostly entrusted with taskhat require a lot of absencetime office, com-
munication- both internal and externals predominantly m@e by technical means, such as
e-mail. The advantage ofrmail messages lies the storability and traceability of the con-

tents and the possibility of asynchronous communication. That the sender can provide infor-
mation at a time when the recipient is unavailable, and these can be retrieved and processed

as soon as the recipient eady(Kluck, 2009, p. 84ff)

On the other hand, this results in particular problems, since the content can be recorded by
the recipient via the written text, but essential parts of a personal satigarare missing.

These include the neverbal (body language) and paexbal (key, pitch and volume, mod-
ulation) channels, which provide information about the mood and intention of the sender.
By interpreting the text as well as the distance betweemethuest and the answemail,

proximity or distance between thpersons involvedcan arise here.

The relationship level, which also belongs to the message in addition to the content level and
determines the perception of the conteag Watzlawiclexplains in his 2nd axioffiHeinrich

& Schmidt, 2009, p. 141ff is not served by theender It could now be assumed that by
reducing the content to the recipient nsumderstandings or potential sources of conflict
arise, as neither the tone of voice nor other factors can be used to address the appealing or
relationship ear. However, this hypothesis turns out to be incorrect in pr&ster@n this

case the sendes assumed to have a basic attitude when sending the message.

The formerexperience of the receiver, which he has made on the personal level with the
transmitter,is shaping the interpretation of the message. At the same time, the individual
interpretatiorframework based on the personal story of the recipienhalsan effectThis
framework is influenced by cultural aspects, family and organizational myths and the rela-
tionship between sender and recipidins therefore necessary, in the case of pradantly
electronic communication, to create a communication framewaork in form of regular personal
meetings in which misunderstandings can be eliminated and the level of personal relation-

ship between superiors and team members can be improved.
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2.1.6 Corporate Cliure

The lived corporate culture is shaped by the management style, the company history and the
products and services as well as the associated \ahgesiakes the organization unique
Cultureis the care of material and intellectual goq@&sodbeck, 2016, p. 35Corporate

culture is the set of values, beliefs, rityatories, myths and legends, ceremonies, habits,
customs,behaviours actions, status systems, and products. Additional to this, defined
norms, standards, rules and guidelines that are supposed to guarantee the orderly organiza-

tional procesgRosenstiel et al., 2009, p. 25)

Organizational culture can be based on concrete adtdmnish behaviour is promoted or
punished, how conflicts, power or influence are celebrated, successes are celebrated), the
language among one another and towards customers and suppliers (openness, trust, taboo
subjects) and the appearance (logos, statabalg, buildings{Herbek, 2010, p. 161fDr-
ganizational culture filters and influences perception and justifies and directs employees'
actions(Kasper, Loisch, Muhlbacher, & Miuller, 2009, p. 343tandards and guidelines
define the functions of the organization in order to secure the required resources and to be
able to realize the organizational gog@ackmann, 1983, p. 396lhe focus is on the coor-
dination of the overall organization and the creation and preservation as well as the transfer
of the organizational culture to employees atdkeholdersThe consulting company
McKinsey developed the-Zmodel for organizational culturg&asper, et. al., 2009, p.

313f). In this model hard and soft factors of leadership are mentioned, whereby the hard

components consist of:

7 Structure (the formal structeiof the organization)
1 Systems (the management systems)
1 Strategy (the corporate strategies)
The soft components are:
1 Staff (the personnel management)
1 Skills (the skills of employees)
1 Style (the cultural style of the entire company as a success factor)
And as the seventh component in ttemtreof the model, are the "Subordinate Goals" that

connect andhold all other six factors together. For corporate success, all seven "S" must be
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used and coordinated with each other. G¢bmunicatiorof valuesthroughtherole model

effect of the executives is accordefdgreat importancelhe corporate culture is therefore
subject to many influencing factors. A family business will develop a different corporate
culture than a stock company with broad decigiaking bodiegKlein, 2009, p. 514)Val-

ues of employees and executives play an important role as well as the nature of the products
or services producethe historical development arghstexperience

Just as individualsi the communication internally and externally. These factors affect the
behavour of the individual employee aradso draw a unique image to the outside world.
Brodbeck(2016, p. 16)defines personal leadership traits, leadership behaviour, employee
behaviour, performance criteria as factors that influence each other. In adtigeate
contextual factors of the leader, the organization andulberdinates.

Leadership traits Leadership Employee Performance
e.g.: behaviour behaviour Criteria
= |ntelligence e.g.: e.g.: e.g.:
= Extraversion = Task = Loyalty = Productivity
=  Matureness orientation = Effort = Attitude
= Stress =  Employee = Target = |Individual
Tolerance > orientation . orientation . Career
=  Participative
Context Factors
Leader Task/ Subordinates
=  Socio- Organisation =  Socio-
demographic ® Industry demographic
factors = Technology factors
= Education = Organizational = Education
= Professional Culture = Professional
Socialisation Socialisation

Cultural norms, Values, Basic beliefs

Figure 6: Influence factors in Leadership
Source(Brodbeck, 2016, p. 16bwn representation

The more values and standards are supported by employees, thagilgbémpact of the
corporate culturéThommen & Achleitner, 2012, p. 954)he morecorporatevalues and
norms are in line with other internal systems and the eadtemvironment, the better the
culture will prevail and attract external stakeholders esmstomersSuccess factors of a
manager according to Rosens{l009, p. 9pareaat least average intelligence, a good social
competence, the ability to adapt well to people and situations, goal orientation, motivation
and willpower, openness for new experiescflexibility and a pronounced willingness to
learn as well as the ability to do $2eal & Kennedy(1982, p. 107ffquotedin (Thommen
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& Achleitner, 2012, p. 95%efine two aspects on thobasis four different corporate cul-

tures can be defined. Thediraspect is the level of risk for decisions in the organization.

The second aspect is the speed of feedback on successes or failures of the decisions taken.
On these factors, four types of culture can be derff&@mmen & Achleitner, 2012, p.

955f). If the risk of decision making and the return on success are both low, it is called a
process culture or bureaucracy. Here ispifueess in the foreground as well as a clear hier-
archy and the desire to do things right. If the risk is high, but the response speed is low, you
will find a risk culture. The employees of this culture are analytical and calm, their decisions
can massivglinfluence the company's progress and survival. In the "baeddames” cul-

ture (hard work, hard party) risk is low and the response speed is high. The team members
have only low risks and the use of opportunities in their own environment is in the fore-
ground. In macho culture both aspects are high. In the Macho culture great ideas and success,
income and power play an important r@l@rporate culture has positive and negative effects

due to the developed and shared views and vdbesnmann, et. al., 2005, p. 728ff)

supports internal communication, helps to make quick decisions and implement measures
that have been adopted, motivates the team members, redecsstlof controlling and

ensures a high degree of stability among the permanent staff.

high

Risk Culture Macho Culture
(all or nothing)

Risk of decision

Process Culture Bread and Game Culture
(bureaucracy)

low

A Feedback about success fast

Figure 7: Corporate Cultures
Source: own representation according to Deal & Keni(2882)

On the other hand, a strong corporate culture creates terglefds®lation and resistance
againstnew ideas and measur&nly few leaders ask themselves what her or his values are

or have a increased awareness for this topic. Though, to be aware of the own values as well
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mportant

regulations and supposed constraints but on their own personality and internal ladtsisde

(Gentile, 2010, p. 27)t makes leaders more credible in the eyes of their employees. Schein

(2010, p. 3declares that leaders create, embed and manipulate corporate cultures. The other

way round, if a culture is already stabilizéiok leadestructures the orgezation and spec-

ifies which kind of leadership is expected for this organization.

Frederick(1995, p. 28ff}developed a natel of original business values and clustered those.

In the first value clustesireeconomizing, gpwth and systemic integrity. Thegonomizing

resairces are used to produce an output which leads to growth and profit. It is the most

important value in business. However, he denies that profit would also be a business value

but achieves it as an outcome of econdirederick, 1995, p. 51Bystemic integrity is

building a certain corporate factor on basis of the corporate mission and organizes people

ndg
thfierenglevelscandwheyr hiave  nope their ownand with

and processes for

i . Manager s

promot. i

t hi

S mi ssi

business related valudsconomization, growth and system integrége also organizational

regulations to comply with, like hierarchies, power systems and class systems. And at last

there are conventions, ideologies and traditibieg haveto respect.

Business normative Culture

Entropic forces and

pressures

VALUE CLUSTER |
Economizing
Growth

Systemic integrity

Employees and
managers as private ——>|
citizens

ETHICAL WORK CLIMATE

and collective perceptions of t
guidelines

VALUE CLUSTER Il
Organizational (rank-order)
Hierarchy

Managerial decision power
Power-system equilibrium
Power-aggrandizement

X- FACTOR VALUES
Personal, idiosyncatic, role-
conditioned values

Employees‘, managers‘ and stakeholders personal

he firms ethical

i

Figure 8: The value arena of managerial work
Source:own representation according(terederick, 1995, p. 103)

The model differentiateletween originabr generabusiness values, corporate values and

the personalvalues of managers, who are basedcharacter and personality. These three
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components build a very special values bundle, which leads to the unique output of a com-

pany.
Levels of Culture

The value®f the company give employees orientation about the way how the joint living in
the compnyworks (Fournie, 2012, p. 16f) The valueshereby shape the corporate culture
and define how people work together and how to deal with stakeholders. At the same time,
company valuesepresent a connection with societyithin of an organization there can
arise sib cultureswhich carbe harmonious or supportive of the overall systeuom cultures

can reinforce the valued the organization or develop a counterculture in resistance to the
organization(Kasper et al., 2009, p. 317fh a systemthree perspectives can be mapped
(Martin, 2002, p. 94ff)

- Integration perspective: Common vala@eslbehaviourare shared harmoniously by
all. Consistency, consensus and support for the corporate culture driven by manage-
ment are at the forefroiKasper et al., 2009, p. 317)

- Differentiationperspective: Differences and opposites, which are felt by subgroups
or subcultures, are identified. These can come to the surface through conflicts and
cleavage tettencies. Organizational culture is influenced by internal as well as ex-
ternal factors, subcultures emerge, some sources of culture are a#bksper et
al., 2009, p. 318)

- Fragmentation perspective: Ambiguity is in the foreground, there are no common
values, there is no clarity, great complexity, there are many different sources of or-

ganizational cultte (Kasper et al., 2009, p. 319)

The question arisessdao how organizational cultusgorks and howit can be attached to

characteristicsCorporate culture can l{gasper et al., 2009, p. 319ff)

- based on a collective,g.it is theresult of common, social action

- historically created, they are closely connected with the history and traditions of the
company

- emotional, attitudes and valuae lived and felt without being questioned
- symbolig thatit is not tangible but only indirectlgxperience

- dynamic and change with new requirements
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- and because of the complexity of organizatiaonss always blurred to a decent de-
gree.

There can be defindtiree Levels obrganizationatulture(Schein, 2010, p. 18The first
level is theartefacts with visible ahpalpablestructures and processes and observadle
haviour, which are sometimes not easy to dec@itethe second levéhereare the provided
believes and values, which includes ideals, goals, values, aspirations, ideologies and ration-
alisations, althogh these can beontra dictionaryto the other two levels. The third level
represerdgthe basic beliefs, which are taken for granted and eft@onsciousOn basis of

the third level behaviour, perception and feelings are determined.

Organizational cultre has a coordinating function and reduces complexitich manages

the common uncertainties by forming common symbols and m{itietper et al., 2009, p.
343ff). The social order is strengthened by recurring patterbslwdviour Through conti-

nuity, company socialization is promot@sdan adaptation to the practiced nonvil take

place. Throuf interaction with each other, a sense of belonging and a shared identity arise.
On the other hand, a strong organizational identificatéonalso creatie fear of new ideas

and the blocking off of foreign influences.

2.1.7 Summary

In the developmenif leadership theories, the ability to guide individuals was initially de-
rived from each person's traits and lethtetrait theory. Later theories, however, recognized
that leadership behawipare not innate butan be learned (behaw@l theory), and thahe
adequatdéeadershipmethodis not only dependent on the manager, but also on the individu-
al's situation and task, as well as the level of maturity of the employee and the emotional

relationship between the individuals.

The most important operation@sks of the leadership in an organization are the planning

of the tasks, the problem solving and to define targets, as well as the steering of processes
and the control. In addition, however, it is also the job of a successful leader to build teams,
motivate employees, develop and communicate visions, spread optimism, build trust in the
company, make important decisions, assess risks, and consciously engage with all employ-

eesto celebrate successes to the proper extent and to let them participate in them.

The graphics belowhow thesummary of the most common theories and leadership styles:
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Table 3: Summary of Leadership Theories and Leadership styles

Leadership

Classical Leadership Theories

Trait Theory Beavioural Theory Situational Theory
,Leaders are born, not made” ,Leaders are made, not born” Leadership depends on different
factors

Great Man Theory (Thomas Carlyle,  5-Level Theory (Collins, 2011) Managerial Grid (Blake& Mouton,
1907) 1994)
Big Five Seven Types of action logic of Contingency Theory (F.E. Fiedler,
(Costa & McGrae, 1992) Leadership (Rooke and Torbert 1946)

(2011)

New Leadership Theories

Leader-Member-Exchange Theory (LMX) Implicit Leadership Theory

Classical Leadership Styles

Autocratic/ Authorative Democratic/ Laissez-faire Bureaucratic Charismatic
Participative

Value oriented Leadership Styles

Servant Principle Centered Transformational

Source: own presentation

The key factors for effective leadership are the power given to a leader and thenoay
sheuse them. The second key factor is the ability to motivate peopléamkthe right
motivators depending on the level of personal development of the employee, and the third
key factor is the organization's internal communication. Through ttrasecan be built up

and the important messages of tilnganization can beommunicated. By creating commu-
nicative meeting roomghroughorganized meetings or informal meetings, misunderstand-

ings can be cleared away and new ideas generated in a short time

The totality of values, attitudes and leadership style, the behavior and characteristics of the
leaders antheempbyees, as well as the structure, proceasdsproducts or service$the
company, its history and corporate strategy, create the ctepriturewhich is very indi-

vidual and uniquéor the organization.
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2.2 Personal and Organizational Values

Valuesdefinep e o p | eboth in the prieate and the professional fialdluesthat are
oftenbased orthe personal history, such as paregtisocialization and cultural adaptation.

On the other hand, studi¢Shalom H. Schwartz, 1992)dicate, thathereare universal
valueswhich seem to apply to all people, with different expressiéns.companies, corpo-

rate valuedevelopment is more complex and is dependent on a couple of influence factors.
To name examples, this can be the need for profit orientation or the securing of the continued
existence of the enterprise as a significant fadtothis chaptemwill be ddined whatthe
termvaluedoes mean and includehat theories are available on scientific literature basis
and which value systems and value models alreéagigbeen developed and applied in lit-
erature and practice.

2.2.1 Definition

In literature, morality, etigs, virtue and valueare used partly synonymously and the term
Avalueo is complex and differently describe
made for this work, in order to make a clear distinction for the term value. First of all, the
definitions of the term value or the synonymously used terms should be shown in the scien-

tific literature. In the second step, a definition suitable for this work is worked out.

A value can be the reéleconomic- value of an object itself, a rule forcaltural accepted

path of life or a final target like achieving an object or an immaterial situation like e.g. peace
or friendship(Klein, 1991, p. 20ff) Sometimes the term overlaps with morality or etHics.

is based on mythical, religious, moral or legal beliefs of a society passed from one generation
to anothe(Fournier, 2012, p. 12ffEthics, on the other hand, tiy find the meanig of life

or, as Wittgenstein postulated, to explore "the right way of life". Virtues, according to Four-
nier are subordinates of ethics and mean the ability of man to do good whilearalagsin
subgroups of virtuéWieland(2010, p. 28ff)defines the sum ofiftues and value concepts

as motives for social actions. Those interact with organizational structures and form a value
system. Sprang€f928)according to Bruno and Lg2008)saw them as a bundle of likes

and dislikes, obligatiasy prejudices, personal judgements and inclinatidiikos and

Coffey (1968)considered that values are perceptions about what is desirable for the person.
Gordon(1996)meant that values are principles which provide beliefs, attitudes and behav-
iour. Schwartz1992, p. 4)ollowed this definition and amended as a concept or belief of

behaviour or final aim people want to achieve which differgnggortance and the type of
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goals. Klein(1991, p. 48ff)said that the related contents and persoaatitions, like the

grade of conviction, stableness, estimation of relevance and awareness, also play an im-
portant role. Beyond that the specific meaning of a value for a person, the meaning for or-
ganizations and within the society is relevant for thiskwOn this literature basis, for this
present work the term Avalueo is defined as
a path of life or a final target and are influenced by personal conditions, social systems and

estimation of relevance amdvareness.

2.2.2 Value Theory

There are described different models of vaiunethe literature, both on a personal and on a
collective basisValuescan bea good, a scale @& target. They are communicated the
social leveland serve as orientatigiasper et al., 2009, p. 328ffh doing so, they influence

the perception antiehaviourof the individual. They are quite constant and difficult to
change. Culture shapes the valoé a society and a persan, which concepts of culture

and personality are abstract concépiodbeck, 2016, p. 39fValue concepts can support
people in recognizing and assessing the behaviours of others and selecting the appropriate
responseThere are settings to distinguish fraertainvalues, which are personal and not
generalizable and have a direct bearing on the action, are-epgaific and situatiospe-

cific and are unstable in time and acti@tated(Klein, 1991, p. 25ff) Values, on the other
hand, have an orientation character and lie between person and society; they atenebject
specific and crossituational and stable over time and have an effect on the emotional level.
Stengel(1984, p. 24ff)distinguishes between the values, attitudes and behaviour. While
there are only a limited number of values, they can influence people's behaviour through a
basically- unlimited number of related attitudes. Valwas therefore be distinguished from
atitudes and behaviours as follo@dein, 1991, p. 37f)

- High level of abstraction

- Generalizable (not personal)

- Objectunspecifc

- Situation independent

- Stable within time

- Central and generally within a mental system
- High emotional involvement

- Limited number
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Viktor Frankl (2007, p. 92ffspeaks of creative values, which mean experiences and attitude
valuesto definea meaningful life. Where among the creative values, primarily the personal
action can be understood. The experience values, on the other hand, indicate an experience
of a value, such as experiencing nature and attitude valeesflected in personatifides

such as braver§fFournier, 2012, p. 14However, the transition between valaesl attitudes

is not sharply delimited and, in doubt, it must be checked by exa(is, 1991, p. 38)
Furthermore, it is possible for a term to include both components of a value and a setting.
The mediation of values societies is often done by symbols. Symbols are signs with mean-
ing content and are muliiayered in their statement and their eff@Casper et al., 2009, p.

330). Theexchangeof valuesby symbols can be done with different mediach agNeu-

berger, 1985, p. 31ff)

- Linguistic media (mythsstories, motto, slogan, legends, legends, fairy tales, hymns,
etc.)

- Interaction media (rituals, ceremonies, celebrations, promotions, layoffs)

- Objectified media (status symbols, design, architecture, logos, certificates, prices,
totems, clothing, brochuresewspapers)

By analysing the culture of an organization, it can be found these symbols on the surface,
such as company buildings, company logos, service cars, joint celebrations and meetings
(Kasper et al., 2009, p. 342thvisible to the observer are the lived norms and vaduek

as beliefs, feelings, fears, meaning, relationships, communi@attbdecision patterns, co-
operation and conflict and the "world view" of the organization. However, this means that it
is only possible to close to the norms and valuis the help of the visible symbols and

thereby capture the organizational culture.

2.2.3 Personal Value Models

Values are very individual because of their development through the personal history of
people. Cultures also develop values, which are common between the members of this cul-
ture. These cultures can be on the level of countriegnegir villages, but also on the level

of organizations, associations or interest groups. That ,niegndifferent companies also

develop their individual value scheme. Edgar Scf20i0)noted that organizational cul-

ture baseon the beliefs, values and assumptions of the founders, old and new members and
leaders and learning experiencesefatm me mber s . Due to t-he 1inc

confidence and the desire of sklffilment in their job, values do play an increasing role in
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leadership. Working on values, there could be found some roots in history like Sprangers
Types of mer§Spranger, 1928Rokeachs terminal and instrumental valfigskeach, 1973)

and Schwartz universal valug992) There are also other societal value models on Euro-
pean and on global level, which find their application in social research arfdratsarket-

ing and political reason# connectionthese value models are presented.
Spranger's Types of Men

One of the first documented value models has been developed by the German philosopher
and psychologist Eduard Spran@#928) He defined six different value attitudes of men.

These are:

- the theoretical man, who is interested in discovering the truth

- the economical or utilitarian man, whose interest are tHalibégs and methods

- the aesthetic man, who is interested predominantly in harmony and form

- the social man, who is interested to help and develop other people

- the political or individualistic man, whose interests are power, influence and self
development

- the religious or traditional man, who is interested to find the sense of life and live a
senseful life

This archetypal approach, which seems too simple for a complex theme such as the world of
personal values, was the basis for a series of fellpweseech. Based on that, Allport,
Vernon and Lindzey1960)published the first Study of Values (SOV) according to the per-
sonality theory, that people have developed specific and stable traits because of their envi-
ronment and educational and family background. The SOV identified six valuemaseg

which are describing more or less the value schemes which Spranger identified in his atti-

tudes of men. These value orientations WKr@pelman & Rovenpor, 2006, p. 16)

- theoretical (discovery of trutempiricism, intellectualism)
- economic (what isseful, resourceful, practical)

- aesthetic @rm, harmony, grace, artistry)

- social (love, altruism, sympathgaring)

- political (power, influence, leadership)

- religious (unityofl i f e, |l i febs meani ng, hol i ness)

This approach was followed up and expanded by Milton Rok@£68).
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Rokeach's Terminal and Instrumental Values

Based orthe former mentionedvalue studies, Milton Rokeadii973)developed a set of
terminal and instrumental values for his survey. Terminal values are those, what people have
as their big targets in their life und what reresa desirable final state, whereas instrumen-

tal values are those which are a kind of behaviour and are supportive for a successful life.
Terminal values

(1) true friendship, (2) mature love, (3) sedfspect, (4) happiness, (5) inner harmony, (6)
equality, (7) freedom, (8) pleasure, (9) social recognition, (10) wisdom, (11) salvation, (12)
family security, (13) national security, (14) a sense of accomplishment, (15) a world of
beauty, (16) a world at peace, (17) a comfortable life, (18) etirexlife

Instrumental values

(1) cheerfulness, (2) ambition, (3) love, (4) cleanliness, (5)cselfrol, (6) capability, (7)
courage, (8) politeness, (9) honesty, (10) imagination, (11) independence, (12) intellect, (13)
broadmindedness, (14) logic, (16pedience, (16) helpfulness, (1&sponsibility, (18) for-

giveness

Rokeach tested those valwdMichigan State University on 298 college students who were
97% white(Rokeach, 1971, p. 54fffhe ranking of th terminal values had the following
result in descending importance: Freedom, Happiness, WisdonreSgéct, Mature love,

A sense of accomplishment, True friendship, Inner harmony, Family security, A world at
peace, Equality, An eiting life, A comfortable life, Salvation, Social recognition, National
security, A world of beauty, Pleasure. This study created the basis for avideldtudy of
Shalom $hwarz(1992, p. 4ff)which worked on the question, if there are universal peftsona

values, which are independent of nationality.
Schwartz' Index of Value Type

Schwartz extended the research approach of Rokeach. He wondsetter and how social
experiences, social structure (like education, age, gender, occupation) and unique experi-
ences of people (e.g. paraftild-relation, immigration, traumado influence their value
priorities and how their personal value priority do influence their behaviour in political, re-

ligious, environmental and other aré&nhdom H. Schwartz, 1992, p. 1ffschwartz set up
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a comprehensive study, including twenty different countries and cultures, like China, Poland,
Spain, United States of America, Venezuela and Zimbabwe. He defined eleven value cate-
gories (seHdirection, simulation, hedonism, achievement, power, security, conformity, tra-
dition, benevolence, universalism, spirituality) with some single values in each group. After
empirical studies he reduced theéotten value categories, because there was no evidence
that sprituality is aseparateiniversal value category. Therefore, those within the spiritual-
ity-category included values were divided to the categories tradition (detachment), benevo-
lence (a spiritual life, meaning in life) and universalism (inner harmaxfygrwards, the

ten value categories are described in detail.

Self-direction

By seltdirection is meant, above all, the ability to control the individual life situation, be
autonomous and independent what includes the possibility of free choice, discoery, f
thinking and creatingShalom H. Schwartz, 1992, p.. ®nother term for selflirection is

also described in the literature with the term-gefficacy, which describes t as peop!l
awareness and confidence in their capabibt bring the expected performan@sandura,

1994, p. 71ff) These beliefs are determined by people's feelings and ways they think, how
they behave. Four ways lead to capability in personak$itfacy. These are initial success
stories, but also obstacles thateshé® be overcome to realize that only letegm efforts can

ensure great success. Another important factor are role models who have successfully solved
similar problems, and it is important that these role models are as similar as possible to one's
own peson. When the role model fails or the idol is very different from the person, self
efficacy will not be increase or does even decrease. Third, social acceptance and communi-
cated conviction of the environment is an important factor in the success of ia. fi&nesat-

ing a positive atmosphere and reducing stress increases the likelihood of positive interpreta-
tions of the physical reaction under pressure and the removal of negative mental attitudes.
When measuring seéfficacy, it is necessary to define a coctien to a particular field of
behaviour in order to obtain a meaningful measurelfidgiz & Hackett, 2006, p. 4ffB5tud-

ies on the fivédactormodel could show that conscientiousness and extraversion are posi-
tively related with sekefficacy in career, openness had also sometimes a positive correla-
tion, whereas agreeableness showed no relationship and neuroticism shogativa ne

lation to selfefficacy (Hartman & Betz, 20D, p. 156f) Single values in this category are
Freedom, Creativity, Independence, Choosing own goals, CuriosityreSplct{Shalom

H. Schwartz, 1992, p. 5ff)
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Stimulation

The value category stimulation subsumes those véthaéare responsible for an interesting,
versatile and exciting feeling in life. These include subjective impressionsxpedences

that activate the organism and the mind to such an extent that the person is optimally moti-
vated and has the impression of a meaningful and positive life. The intensity of the stimula-
tion is individual and biologically based, such as the désittérills and challenggsShalom

H. Schwartz, 1992, p. 7f)rhe corresponding valuese: An exciting Life, A varied Life,
Daring.

Hedonism

The term hedonism was already mentioned in ancient Greece, describing it asran inwa
value representing enjoyment and pleasure as the highes(lggkels, 2018, p. 1025ac-

rates was divided in his opinion on hedoni@udebusch, 1999, p. 4{pn the one hand he
mentioned pleasure as the supregned. On the other hand, he setue above all other
human qualities and needs. In philospptedonism has long been considered the theory of
good life, a theory that some critics and representatives of utilitarianism call into question.
They argue that a successful life requires more than pleasure and the absence of pain. How-
ever, the proponesitof hedonism argue that exclusivity of these properties has never been
postulated in hedonistic theofiildt, 2018, p. 76ff) Schwartz(1992, p. 8)defines itas a

goal for motivation for pleasure and a sensuous gratification. The conneciadrachodel

used values are: Pleasure, Enjoying Life.

Achievement

The pursuit of performance is closely linked to the topic of motivation. Her{tO&p)
described the two main categories as critical to a person's performance. On the one hand,
these are the hygiene factors that do not yet produce -@vevage perfeonance, but can

cause demotivation due to the lack of it. On the other lthagresence ohotivation factors

leadsto an increase in performance. Masld®43)differentiates the human needs for phys-
iological, safety, love and belonging, esteem andaselialization needs. Depending on the
personal level of needs, a person is able to provide more or less performance. The social
cognitive theoryAlderman, 2008, p. Gncludes personal beliefs, cognitive and emotional
variables and environmental factoffiese facrscomprisecausal attributionsvhat means,

which reasons are subjectively based on successes or failures, thi#icsd, which are
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the beliefs about personal competencies, the beliefs about learned helplessness, the way we
look at a target, e.g. aslearning experience. Further personal approaches awestsdin,

how much one considers oneself to be competent or clever, and the capacity for intrinsic
motivation, which is the ability to face a task simply for the challenge or the personal grati-
fication. SchwartZ1992, p. 8)defined as achievement values: Ambitious, Influential, Ca-

pable, Successful, Intelligent, Se#fspect.

Power

As the Milgram experiment has proven, power has a great influence on personal feelings and
action decisiongMilgram, 2017) Power also always involves the ability to influence and
control people and situations. Individuals who exercise power in organizations can use this
power not only for the benefit of the organization but also for personal gain. By dealing with
the power giva toaleaderit says a lot about hiself or heself and hé or herown values,

which affectthe lower staff levels. People are judged by society about the power they have
been given othey takethemselves. This assessment makes it easier for powedpiepe

than others to achieve prosperity and social recognition. In organizations, power is used to
enforce ideas, projects, and processes, even against the will of(Stiegrer, 2008) which
depends on the personal leadership style, whether the decision is made by one person alone
or by the joint team. Values involved according to Schw@d92, p. 8fare Social power,
Wealth, Authority, Preserving my public image,ct&b recognition. The difference to
achievement valuas that power valuef®cus on securing the leadership position in a social

system.

Security

As Maslow(1943)pointedout in his pyramid of needs, security is a basic need of the indi-
vidual. In addition, security iglsoa high value in the economic context as well as for social
and national systems. People can only devatapbe creative when their security needs are
covered. This includes health and cleanliness. Security is a value that works on different
levels. On the one hand it acts on the personal level and on the other hand on the collective
level, such as family astate. Schwartz defined the security valoeghis basis as National
security, Reciprocation of favours, Family security, Sense of belonging, Social order,
Healthy, Clear{Shalom H. Schwartz, 1992, p. 9)
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Conformity

Wheeler(1966)distinguishes between Behavioutanformity, Conversion enformity and
Compliance onformity. Behaviouraconformity exists when the person has an internal
conflict, observes the behaviour of a role model and then #uapéhaviour in order ulti-
mately to achieve inner harmony. Conversion Conformity, on the other hand, is when the
person initially has inndrarmony but, through the opposite opinions and behaviour of ex-
ternal persons through pressure and conflict, chathgesvn beliefs and behaviours in that
direction to regain inner harmony. Compliance conformity sxighen a person in internal
harmonyis exposed to external pressure and conflict over conformity or correctness. The
person changes behaviour under pressure, ultimately creating an internal conflict. The gap
between compliance with rules and codes of conduct and one's beliefs can crget®a ps
logical imbalance that can be handled by the person either by changing the own position,
convincing others of their own opinion, or by psychic or physical ref{idat & Helton,

1999, p. 92)Schwartz(1992, p. 9f)defined conformity as setfontrol in daily life and in
interpersonal contacts. The defined values are: ObedientdiSeilbline, Politeness, Hon-

ouring of parents and elders.

Tradition

Traditions exist in all areas of life, such as in religiin organizations and institutions or in
politics. Decision making is less ratiorfait much more about feelings, habits or conven-
tions(Honderich, 2005, p. 1760fJraditions work with rites and behaviours that are recog-
nized and lived in a particular society. These traditions can be recognized by symbols and
regular activities and shared experienceadifions arise in small units, such as the family

as well as in large societies such as natiBe®pleidentify themselves with the symbols,

rites or songs and texts associated with the respective group. Identification creates a sense
of connectedness and belonging. This basic fieede | o rwdichrisgosated on the third

level of Maslow's Pyramid of Nelg1943)demands respect and adaptation from the mem-
bers of the group to lived values. The group provides protection and sapdansures the
survival of the individua(Schwartz, 1992, p. 10An abandonment of traditions and non
compliance with common rules can lead to exclusion from the community. The correspond-
ing valuesare:Respect for traditions, Devout, Accepting my portion in life, Humble, Mod-

erate, Detachment.

51



10.13147/SOE.2021.023

Benevolence

Benevolence is the desire to do good for others and actively shape that desire. [Bad can

to different forms, such as mercy or benevolence, kirgloegenerosityHonderich, 2005,

p. 196f) Benevolence in the universal value sché®ehwartz, 1992, p. 113 defined as

the ability to support the growth of a person or group within the context of the need for
belonging (Schwartz, 1992, p. 11). The goal is to improve theheellg of peoplevith

whom one is irconstant contact. The assigned values of this category are: Helpful, Respon-
sible, Forgiving, Honest, Loyal, Mature love, True friendship, A spiritual life, Meaning in

life.

Universalism

The Universalism category emerged in the context of the first research by Schwartz and
Bilsky (1987) where they sought to find a distinction of the value category benevolence and
to create a more concrete and appropriate assignment of certainintleseparate cate-

gory. The reason for this wakat they found out that there are groups of people and cultures
that have collective access and are focused primarily on the common good of their own
group. By contrast, individual cultures do not differetisd much between their own and
foreign groups and cultures, but instead focus on the common welfare of all individuals.

However, the concept of "culture” is defined very differently in literature.

Kluckhohn defines the term very concise as culture behlike society as the brain does
to the individual(1954, p. 921)BYy this it can be understood that culture shapes society, just
as thinking shapes people. Therefore, the values and points adfve@llective cultures ar
assigned by Schwartz & Bilsky to the category Benevolence, while the \adlties indi-
vidual cultures are assignedtte value category Universalism, which are: Equality, Unity
with nature, Wisdom, A world of beauty, social justice, broadded, FPotecting the envi-

ronment, A world at peace, Inner harmony.

The Universal Value CategoryScheme

As alreadymentioned, Schwartz attempted to introduce another categpigituality - but
research has shown that the valassigned to this category vamydely according to the
cultural background and the thesisat spirituality is a universal value category didstahd

up the empirical test. On the one hahdgcause the spiritual valuase actually strongly
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reflected in the categories of securityadition, and conformity, and on the other hand be-
cause spirituality represents different valt@sdifferent groups and culturg¢sSchwartz,

1992, p. 10f) Therefore, the value model has been reduceldetden categories of values

and thesinglevaluesassigned to spirituality (a spiritual life, meaning in life, inner harmony,
detachment) have been assigned to the other categories (benevolence, universalism, tradi-
tion). The ten value categories witletborresponding single valuesw represent the whole

range of universal values of individuals.

Universalism | Benevolence

Tradition
Self-Direction

Conformity

Stimulation

Hedonism Security

Achievement

Figure 9: Universal Value Category Scheme
Source: own presentation according to Schwartz (1992)

Schwartz(1992, p. 14ff)found compatibilities and edlicts between the individual value
categories; for example, power and achievement are compatible with each other, others like
self-direction versus security or tradition conflict with each otheesEhhypotheses gave a
structurefor the value categoriewhere compatible values were ranked adjacent, while val-
ues that have conflict potential were placed opposite, as showre figureabove. h em-

pirical research it turned out, that tradition adiormity do overlap in some ways and have

the same agin (Schwartz, 1992, p. 32ffhe comparison of the value catego(eshwartz,

1992, p. 55jor different groups of people of different ages, employment and social relations
and political orientation could show a different expression of the significance of the value

categories.
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Corporate Value Schems

In the research work, an attempt was made to find specific value models catitrete
focus on the corporate context.

In literature, wo studiesould be found, whicmvestigated the values of American manag-
ers(Tagiuri & Guth, 1965and(Luck & Oliver, 1974) Both studies found out, that manager
values focus predominantly on Economics, Politics and Practice. HoviBrueq and Lay

(2008) doubt these results because of the influence of the corporate environment and needs,
which leads to a selection of similar personalities in the recruiting process. The pragmatic
requirements of the job also may lead to similar behaviour and v@aésle(1991, 83ff)
investigated the valugystem of entrepreneurs of small and medium enterprises in a survey
and focused on the entrepreneur's role as owner, as employer and as competitor. Requested

values were, when the entrepreneur is in the role of:

Owner. Cooperation with other companies riRapation in equity, Grade of Input of sur-
vival instruments, Grade of tax avoiding, Profit maximization, Grade of conflict avoidance,
Income difference between management and employees, Usage of power, Grad of intuition,

Participation in profit.

Employer Equal wages for equal work, Company poliggb of management or employees,
Conflict solution, Employee sacking, Respect, Employees participation in management,

Leader involvement in personal employeeds

Competitor Business with big companieéBusiness Changes, Expansion in foreign markets,
Growth.

The study foundignificant differences of value oriented business behaviour for small and
medium enterprises (SME) depending on the country size. SMEs of small countries are
working harder on finanal security and survival and rely strong on their own intuition.
SMEs in big countries let employees participate in management and share their profits more,
try to avoid conflicts and use their power, when necessary. SMEs in big countries appreciate
theiremployees and accept solving conflicts with strikes more than SMEs in small countries.
SMEs in small countries try to avoid changes, whereas SMEs in big countries try more to
find cooperation, try to grow, and making business with big companies and exparmign

markets.
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Investigating special business value studies there could be found a study of KGN

who researched the values of old Finnish family companies. He used a business value
scheme of a publication of an Finnish publication on corporate values and(Atitosien

& Jurkkari, 2003) This publication is in Finnish only. In the followivgork it is therefore

always referred to the publication of Koiranen, who has applied this model in his work. This
scheme has defined thirtyne defined business values, starting wite most frequently

named by the company owners:

Table 4: Corporate Values

1. Honesty 22.Target mindedness (ngdor achieve-

2. Credibility ment)

3. Obeying the law 23.Non-hesitancy to seize opportunity

4. Quality (in products and activities) 24.Loyalty to continue as family busines

5. Industriousness and hardworking 25. Ethics

6. Respectability 26. Continuous learning

7. Service mindedness 27.Productivity

8. Responsibility 28.Behaving and acting systematically

9. Flexibility 29.Cohesiveness

10. Stress tolerance 30.Helpfulness

11.Needsand weltbeing of personnel 31.Ecological consciousness

12.Innovativeness 32. Strive for growth

13. Autonomy or independence 33. Sense of humour

14.Visionary top management 34.Cautiousness

15. Respect for traditions 35. Risk taking

16.Good public image 36. Social status with recognition

17.Resourcefulness 37.0penness

18. Persistence 38.Social citizenship (active participatio

19. Thriftiness (economy) lobbying)

20.Harmony between owning family mer 39. Economic return to owners (dividend
bers increase in share values)

21.Politeness

Source(Koiranen, 2002, p. 182)

In addition to identifying the key valued the company owners,dranen(2002, p. 185f)

found out in a qualitative survey that valdesthe entrepreneurial families and their busi-

ness seem to be an important factor. Valuesld reflect in the strategic decisions the family

has made and present strong convictions which goals woulldttes than others. Values

are anchored as meaningful and in the feelings of the owner families and generate a further
formation of values. Valueserve as an orientation for tbecisionmaking process, even if

this meanshaving to make unpleasargasions. Inspirational values a fair basis shared
equally between entrepreneurial family, external managers and employees, can create a

strong affiliation with corporate goals.
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2.2.4 Value Studies

Based on the prevailing and recognized value models isdieetific literature, attempts

have been made since the 1970s to carry out the value studies to identifp{/aldesdual

target groups, nations, federations of nations such as the European Union, up to worldwide
studies. On the one hand, it wateimded collecting the present values, but also to be able to
follow a possible change in valugslongterm studies and, if possible, to justify political

and economic decisions. Another areampblication for the value studies is the target group

oriented approach in the arearnérketing and politics.
European Value Study

In the early seventies of the last century the European Community disatiisex is a so
called ACommon European |ldentityo I[Earsed on
pean Values Stugyoject. This is based on regularly conducted surveys, which include adult
citizens from age eighteen and older. The surveys interrogate individual opinions of religion
and morality, marriage and family, society and politics, work larsdire. After more than

twenty years of observation the results have shown a lot of differences between European
Countries buthere where found out onlitle evidence for common valuéArts & Halman,

2014, p.1ff).

In western and norérn European countries, like Germany or the Scandinavian countries,
people feel as Europeans, while people in eastern andesoktlropean countries, people
feel less European. Also quite diverse is the opinion about thefsayily life, the im-
portance of work and earning money, religiosity, the political interest or the belief in the
trustworthiness of people and their happiness.

The reasons for this lay in the different cultural developments of the countries in the past
centuries Due to the existing economic disadvantages after the fall of the Iron Curtain, the
people of the former Eastern bloc have other needs and economic contligmnmhabit-

ants of western or northern countries, wheatea lasting impact on their values. The com-
parison of valuesver the years and decades shows that with economic development a cer-

tain change of valudsecomes visible.
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On basis of the questioned value categories the few common conclusions inviéysasar
(Halman, Sieben, & Zundert, 2012, p. 132)

- Attitude to Europé the majority is for the EU, but only few feel like European
Citizens

- Importance of Family Europeans think rather traditional, female work is accepted
but children come first

- Work'i an interesting job is important but good salary is the most important factor

- ReligionT Europeans are religious, but there is an increase of personal matters

- Politics - democracy is approvetut there are only few confidencesthe govern-
ments

- Society- tolerance and solidarity is relatively high

- Well-beingi people are quite happy and satisfied

By using the Inglehart & Welzel Cultural Map, where on theis ofthe map the survival

vs. selfexpression valueare plotted and on theaxis the traditional vs. secufaational

values, different values can be queried and displayed. It could be shown that European Coun-
tries are quite heterogeneous. The northernnagsdern countries are on the upper right cor-

ner, the selexpression and rationality is high, while the eastern and s@agiern countries

tend to stay on the lower left corner, where traditional and survival valueBhar@resen-

tation of such a map lows in the next chapter.

World Wide Value Study

Since 1981 the World Wide Values study is done on basisuoffé@tors, pictured on the
Inglehart and Welzel Cultural Maf2005) It is differentiated between traditional versus
seculafrational values and survival versus setpression values. Traditional values repre-
sentthe importance of family, religion, respect of authorities and focus on nationality. Sec-
ular-rational values in contrast to traditional values have a more pragmatically and material-
istic approach and do accept things like abortion or divorce which wouldadict tradi-

tional values. People with survival values have the focus on survival and security, whereas
people with seHexpression values individualism and tolerance as well as political participa-

tion and environment protection is more important.
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Figure 10: Inglehart-Welzel Cultural Map - World Values Survey 2010° 2014
Source(Inglehart & Welzel, 2016)

In comparison with the United States, the European Union is more rational/secular but less
distinctive in seHexpression. Because the survey is done regularly the change of cultural
values can be uncovered over the decades. Over the periods, it cobkkbesd that soci-

eties with rising standard of living and knowledge development and industrialization shift
from the lower left side to the upper right side of the chart. On this fact the researchers
conclude that developing sedkpression valuesan leado more personal freedom and de-

mocracy.
Sinus Milieu

Valuescharacterize people arfilom valuesone can conclude on their shopping behaviour

or their political attitudeMarket research haaken advantage of this and is attempting to
define societabalue groups on the basis of certain value patterns, which are to be addressed
by developsuitable marketing method@sd customized products and servicagor made
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for specifictarget group. Depending on the level of education and income, differemusil
can be defined, which aldmve different value schemebhe sinus market and social re-

search(Tautscher, 201%ubdivides the groups on basis of their important values into:

- Traditionals security and status quo, sacrifice, duty, order, modest, honest,-health
caring, down to earth

- Consumer materialts: materialistic, hedonistic, socially disadvantaged, uprooted,
precarious, reactive, narreminded, fear and resentments, solidarity, protection, ro-
bust, tough

- Modern mainstreamerdarmony, private happiness, family and friend orientation,
comfort, pleaure, social integration, material security, sceptical in social changes

- Establishedperformers, leaders, statosnscious, connoisseurs, exclusiveness, dis-
tinction, selfassertion, conservative moralities

- Adaptivenavigators loyal, reliable, flexible security, achievemertriented, prag-
matic, adaptive, safeide, family and friends oriented

- Sensatiororientated fun, thrill, action, entertainment, unconventional, rebellious,
live for the here and now, want to escape reality, independent, spontanead, t

- Intellectuals open minded, pluralistic, liberal, poshaterialistic goals, cultural and
intellectual interests, authentic, academic, wide«balance

- Performers selfdetermination, flexible, mobile, looking for an intensive life, suc-
cess, fun, tghly qualified, high performer, multimedia conscious

- Cosmopolitanavantgarde nonconform, creative, individualistic, freedom, inde-

pendence, mobile socializers, global, pluralistic, cosmopolitan, digital sovereign

These groups are used to develajor-made, targegroup oriented products and offers.

However, the boundaries between the groups are blurring and changing over time.

2.2.5 Summary

In the previous chapters it could be shown that vaduesmportant for peoplend fortheir
personal oriention and that values serve as support for decisions. The scientifically docu-
mented development of personal value models dates back to the twenties of the last century.
At the beginning was the observation of great leaders from history, from wiveasde-

rived a certairsuperordinat®ehaviourapattern. This base has been further developed and

individual valueshavebeenextracted Rockeach developed the first value categavigish
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served as a basfer the Schwartz Universal Value System, whislvalid for all people,
with varying degrees of weight.

The Universal Value Model also serves as the basis for the European and Global Value
Studies, which aim to map significant changes in the value structure of societies on a politi-
cal, social and persohiavel. However, there are indications of a very high level of hetero-

geneity in the valuesf people between nations, which is mostly associated with the level of

development, income and political situation.

Table 5: Summary of personal value modelsnd value studies

Types of | Single value con{ Indexofvalue | Ly 3f SKI Sinus Milieus
men cept (Rokeach) | type (Schwartz) | materialism con-
(Spranger) cept
(European and
World wide
value Study)
- theoreti- | - 18 Terminal |- Seltdirection | - Survival val- Traditionals
cal man Values - Stimulation ues Consumer
- economi- (as final tar- | - Hedonism - Selfexpres- materialists:
cal man gets of life) |- Achievement sion values Modern main-
- aesthetic| - 18 Instru- - Power - Traditonal streamers
man mental Val- |- Security values Established
- social ues - Conformity |- Secular/ Ra- Adaptive navi-
man (helpful - Tradition tional values gators
- political traits) - Benevolence Sensation ori-
man - Universalism entated
- religious Intellectuals
man Performers
Cosmopolitan
avantgarde

Source: Research results

In the business contexdoncrete indications could be found that certain personal vafues

entrepreneurs and managers are used as denisikimg aids. At the same time, enterprise

consumer valueare used to develop new customized products for audience advertising.

Althoughthe boundaries between the milieus are blurred, different vesrebe identified

and addressed in a way that suits the target group. In general, personadneaezy stable

and change only slowly over a relatively long period of time.
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3 EMPIRICAL STUDY

The empirical part of this work is divided into the chapters "Research Design", "Survey and
Analysis" with the subchapters "Secondary daesh” and "Primary Research" at@inswers

to Key Questions and Hypothes@se chaptetConclusion“includes the gbchapters "Target
Achievement";'Findings and Scientific resufts, "Limits of Research and Recommendations”

and a short summary at the efiitie first chapter serves to agsthe contents of the research

in the scientific context and the research process. The chapters on Survey and Analysis and its
subchapters are concerned with the description of issues in secondary and primary research and
present the evaluations and tésin graphic and tabular form. Thalowing chaptes attempt

to address #hopen research questions and hmanswehypotheses and to point out the limits

of research. Afterwards, the achievement of the goals of the work will be assessed and perspec-

tives and recommendations for future research in the field will be given.

3.1 Research Design

In this work, the valuesf executives are to be determined. For this purposeeatificlitera-
tureresearch is carried oatsa secondary analysiklere, referene is made to the scientific
literature comprehensively presented in the first part of the tid@sihe one hand, this analysis
is intended to show the range of dhetical leadership models atal bundletheminto five
clusters of the most important ambst frequently occurring models. The literature is checked
for universalvalueson basis of the universal value model of Schw@r®92) and the Bsiness
value model of Koirane(2002)mentionedwithin the model descriptiorsnd these valuesre

assigned to thmainleadership clusters.

Primary research is conducted through an empirical survey of executives. An online question-
naire containing questions on personal and business \aldése persoml leadershigbehav-

iour as well aghe youth idols is the core of tlsairvey Similarly, the valueshat executives
attribute to their own products and services@esentedThe collected personal valuaad
company valueare related to the leaddrip styles and the value$ the leadership styles are
compared. A further comparison is made between the determined theoretical value pattern of

the leadership styles and the value patterns ascertained in the survey.

61



10.13147/SOE.2021.023

Table 6: Research Design

Research Design

Secondary Analysis | Clustering Leadership Styles

Literature analysis of mentioned values in Leadership styles

Assignment Values Leadership styles

Theoretical value pattern of Leadership styles

Primary Analysis Empirical Study

Demographic data

Value analysis

Leadership style analysis

Comparison Values Leadership Style

Comparison Theoretical and practical Valueadership pattern

Answers to Key Questions and Hypotheses

Target Achievement

Findings and Scientific Results

Limits of Research and Recommendations

Summary

Source: own presentation

The analysis of the results of the questionnaire leads to a statement about thieuciire sf
executives and their @aning as well as a differentiation of these vallibe Hypotheses and

Key Questions are answered and the limits of research and recommendations are presented and
the achievement of objectives is checked. On this basis, recommendations and perspectives for

further research are given.

3.2 Survey and Analysis

The empirical part ofthe dissertation is divided into secondary analysis and primary analysis.
The secondary analysis deals with the valmestioned in literature in the field of leadership
styles and the merging of them into main categories. The primary analysis shoesuttseof

the empirical survey carried out in the context of this dissertafitomanalysis of the results of
the research imainly descriptive. The survey will try to identify the value models of the par-
ticipating executives and thus provide a newtgbation to value research. Not only demo-
graphic information, but a complex query of personal vadnelsthose valudbat are important

to business leaders and the valagsociated with their own previous role models are identified.
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The results wi be linked to the results of the survey on the personal leadership style and should
lead to a statement about the value models of the individual leadership styles, which are checked
by the secondary research and the associated literature analysis eald¢hgatterns created

on this basis.

3.2.1 Secondary Research

To prepare thguestionnairéor the surey, thetheoriesof thebasic models diealership styles
and the alue schemes weeataboratedbelow, concentratednd condensed so that a clesage

for questioning and evaluation in the primary survey is possible.
Clustering of Leadership Styles

Two different factors are important if we consider leadership styles. First factor is the sum of
the personal traits of the leader which are genetic or acquired in early childhood. Those traits
are hardly changeab(@llportetal., 1960) The second fact arrAlti s t h
hough it is fundamentally based on the traits, behaviour can be changed the whole life. There-
fore, most theories base on the principle that leaders are not born bi{Ruadle et al., 2004)
Leadership styles can be classified in different ways and on different levidsraturea mu-

nicipality of leadership styles can be found. Some of them focus on a single dominant trait or
behaviour of leaders, others describe a bundle of behaviour and traits on different levels and
dimensions. Hassan, Asad and Hosh2@16)researched available literature for leadership
styles and found thirtpine different styles, which they clustered in five representative styles.
This clustering is considered as a suitable basis for this analis used for theesearctwith

few adaptionsThe order of the clusters three and four have been changed ttaeiogginal
description of Hassan et.al. for this study because of a better conclusiveness. In reviewing the
outlined leadership styles and further research Paternalistic style has been added at cluster one
whereas Headership has been deleted out oftdufour, because it must be questioned, if the

style really fits into any cluster. In the authors opinion-e&tership more a description of a
different way of communication than a special way of leadimgluster one there can be found

also stylesvho describe negative characteristics of leading, but those have been left within the
cluster one because the author agrees with Hassan et. al. about that, that those styles would be
rather autocratic either.

The main styles of cluster one, two and five the wellknown and in the theoretical described,

traditional leadership styles, autocratic, participative and laissez faire.
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Leadership Cluster 1 Cluster 2 Cluster 3 Cluster 4 Cluster 5
style Autocratic | Participative | Servant Trans- Laissez
formational faire
Similar Transactional | Interpersonal | Citizen Visionary
Styles . . : o
Taskoriented | Coaching Authentic | Charismatic
Directive Affiliative Human Achievemeniori-
o _ oriented ented
Authoritarian | Supportive
_ ) Ethical Pacesetting
Aversive Relations
o oriented Empowering
Narcissist
Consultative Distributed
Instrumental advisory
_ Intellectual
Coercive Democratic o
_ Opinion
Self-protective Expressive
o Autonomous
Authoritative | Team
o oriented Collaborative
Paternalistic
Delegative Principlecentered

Value-based

Source:own representatiomodified from:(Hassan et al., 2016)

Cluster three main style is called servant leadershighasdts basis on the theory Rbbert

GreenleafFrick et al., 2004)Servant leaghr feel responsible, support and empower their mem-

bers to reach their potential. This style often has an ethical or spiritual appgteadescribed

in the theoretical paith chapter 2.1.3n more detail.The four leadership styles, citizemu-

thentic humanoriented and ethical leadership are assigtedhis cluster category as well.

Cluster fourmain styleis the transformational leadership stfitacker & Roberts, 2004yith

four different focuses the change vs. standardization focus and the internal vs. external focus.

Further leadership styles are assigned to this category.

Theseare the collaborative sty(@rcher & Cameron, 2009yhich has the emphasis on collab-

oration between different organizai® the principleantered styléCovey, 1992)with em-

phasis on four principles wisdom, gidance, power and security and the Vahased style

(Hacker & Roberts, 2004yith the focus on the leader valuesfgeflection, balance, genuine

humility and true seltonfidence.



Table 8: Cluster of Main Leadership Styles
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CL 1:Autocratic
style

CL 2: Democratic
style

CL 3: Servant

CL 4: Transformational

CL 5:Laissezfaire
style

Decision making
process

Leader determinates alon

Policies are decided by
group discussion, leader
has moderating role

Team members and follower
decide, leader is moderator,
facilitator, servant.

Decisions are made by the
leader owith the team but al-
ways by sharing a vision of th
target/ company/ society with
the followers.

Group has no leader
participation, total
freedom

I mplementation of
techniques and ac-

Each decision and step
dictated by the leaders

Decisiongaining in dis-
cussion group. Leader ad

Decisions and steps are mag
by the team.

Leader can be directive or par,
ticipative, it depends on the

Materials are supplieq
by the leader. N par-

tivity steps vices and suggests altern needs of the follower and on | ticipation in discus-
tives. the situation. sion groups.
Execution Each step dictated by the| People are free to decide| Leader is supporting, guiding Leader is supporting and em- | No participation of

of working steps

leaders

the working steps

and acting as a role model.
Needs of the followers are re
flected and supported.

powering team members for
high expectations and higher
performances.

the leader

Appraisal and
team role of leader

Personal praise or criti-
cism, leader is no team
member

Factminded in praise or
criticism, leader is part of
the team

Relationship oriented,
friendly atmosphere, with so
cial, ethical or spiritual as-
pects.

Visionary, motivating, inspira-
tional, intellectual inspiring,
empowering but also challeng
ing atmosphere.

Rare comments on
activities and paiti-
pation of events.

Impact

Aggression between grou
members, hostile, compet
itive atmosphere but also
sometimes apathetic, sul
mission or demand for at-
tention toward the leader

Friendly, factminded at-
mosphere, equdlased re-
lations between group
membersand leader

Relationship oriented,
friendly atmosphere, with so
cial, ethical or spiritual as-
pects.

Visionary, motivating, inspira-
tional, intellectual inspiring,
empowering but also challeng
ing atmosphere.

Aggressive atmos-
phere between group
members

Source(Lewin et al., 1939and Frick(2004)and Bass & Riggi¢2006)
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In the Managerial Grid (Blake & Mouton, 1994) tinee Leadership clusters can be assigned
to these different orientations on basis of the descriptions found within the literature.

Table 9: Assignment of Leadership Clusters in the Management Grid

Cluster 1 Cluster 2 Cluster 3 Cluster 4 Cluster 5
Autocratic Participative | Servant Transformational | Laissezfaire
9/1 5/5 1/9 9/9 1/1

Source: own representation

This scheme is used as the basistier survey in primary research and the questions to the
leadership behaviowaredeveloped and evaluated on thessis of clusters one to fivihat are
the five main styles of leadership, autocratic, participative, servant, transformational and lais-

sezfaire.
Adaption of Value Schemes

As preparation for the primary researdte individual personal value$ Schwatz (1992)with

the ten defined categories were adopted, as well as the sch&orasfen(2002) In the first
step,both schemes were compared by assigning a value of the business value scheme to the
respective personal valuen Schwartzo schemepectloe caal be
category seldirection and in thecategory achievement. For this analysis, -sedpect is

counted only in the first value categdiself-directioro.

In many cases, there could be found pairs of terms, which have same or similar m@&eings.
other values were assigned to the adequate\ategory in a separate lifidhe personal values

of Schwartz, if formulated as property words, were converted into houns to ensure consistency
and an easier translation into German. The changed words are marked with an Asterisk

exception ar@nly the more complex value terms, which were adopted without change.

In terms of business values, the terms "loyalty to continue as family business" have been short-
ened to "loyalty" and "harmony between owning family members" to "harmony". This is be-
causehe survey in this study also addresses managers of small, medium and large companies.
On this basis it could be generated a value scheme, which indicates both, personal and business

values with using the universal value categories. This tablkesentshe basis for the survey.
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Table 10: Comparison UniversalPersonalValues and Business Values

Value Category

Personal values

Business values

Self-direction

Visionary Top Management

Freedom

Creativity Innovativeness
Resourcefulness

Independence* Autonomy / Independence

Choosing own goals Target mindedness

Curiosity*

Selfrespect

Stimulation An exciting life
A varied life Flexibility
Daring Risk taking
Hedonism Pleasure Sense of humour
Enjoying life
Achievement Ambition* Industriousness and hard working
Influence*
Capacity* Stress tolerance
Success* Economic return
Intelligence*

Persistence

Selfrespect (¥i isnot counted!

Respectability

Quiality (products andctivity)

Power Social power Social citizenship

Wealth Strive for growth

Authority

Preserving the public image Good public image

Social recognition Social status with recognition

Non-hesitancy to seize opportunity

Security Family security Needs and wellbeing of personnel

National security Cautiousness

Reciprocation of favours Credibility

Sense of belonging

Health*

Social order

Cleanliness* Behaving and acting systematically
Conformity Obedience* Obeying the law

Self-discipline Productivity

Politeness Politeness

Honouring of parents and elders
Tradition Respect for tradition Respect for traditions

Devoutness*

Accepting the portion in life

Thriftiness

Humbleness*

Service mindedness

Modesty*

Detachment

67




10.13147/SOE.2021.023

Benevolence| Helpfulness Helpfulness
Responsibility Responsibility
Forgivingness
Honesty Honesty
Loyalty Loyalty
Mature love
True friendship cohesiveness

A spiritual life
Meaning in life
Universalism| Equality

Unity with nature

Wisdom Continuoudearning
A world of beauty

Social justice Ethics
Broadminded Openness

Protecting the environmern Ecologicalconsciousness
A world at peace
Inner harmony Harmony

Sourcermodified fromSchwartz1992)& Koiranen(2002)

In the next stepterature about the main leadbip styles was examined in order to find either
mentioned values or an accurate description of vallles.styles differentiate in four main
points, namely in the way, how leaders make decisions, how they implement processes and
activities, how they appise their team members and how they see their own role in their team.
As a result of these four points this leads to specific imgacthe teamand the work result

and can also be a part of success or fail
Text analysis

The text analysisfausedleadeship literature revealhosevalues which were assigned to the

five considered leadership styles dhd value categories determined, which are:

LS1 (Autocratic Leadership stylehamed values: economic return, responsibility, ‘veodk-
ing, target mindeéness, behaving and acting systematically, risk taking, stress tolerance, strive
for growth, respect for traditiorisValue focus on Achievement, Power, Security, Conformity

and Tradition

LS2 (Participative Leadership stylehamed values: honesty, creitltly, helpfulness, respon-
sibility, continuous learning, loyalty, harmony, autonomy, politeness, openness, wellbeing of

personnel Value focus on Benevolence, Security, Skfection, Universalism
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LS3 (Servant Leadership Stylenamed values: Honestyelpfulness, responsibility, social
citizenship, ethics, ecological consciousness, harmony, sex@®&ation, humbleness, social
justice, persistence, wellbeing of personnel, spirituality, a world of peatdue focus on

Benevolence, Security, Univetisan, Tradition

LS4 (Transformational Leadership Styiepamed values: Visionary innovativeness, continu-
ous learning, risk taking, strive for growth, influence, flexibility, stress tolerance, openness,
autonomy, targemindedness, quality, respectabiligredibility, sense of humour, hardwork-
ing, wellbeing of personnel, ndresitancy to seize opportunity, intelligence, creativityalue

focus on Sekdirection, Stimulation, Achievement, Power, Security, Benevolence and Univer-

salism

LS5 (Laissefaire Leadership Style) named values: Freedoimvalue focus on selflirection

but actually no real value focus
Analysis Method

Every reference of a value in the leadership style literature was given one point in the value
table(Table 11) Every value could get a point only once although if it were named more often
or in different papers. The points were summarizéhin the specific value categories

The points per value category deddershipstyle were summed and a value factor in percent
have beemleterminedThe point distribution and the calculation for the individual vakres

the value categories are shown abte 11. A summary of the totat@e of the weighting of

value categoriefor the certain leadership styles a pecentage basis can be foundable 12.

In figure 11 below the percentages for the ten value categories of each leadershapestyle
plotted and show individual pattexn
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Value Category | Personal values Business values CL1 CL2 CL3 CL4 CL5
autocratic | participative | servant transformational | laissezfaire
Self-direction Visionary Top Management 1,00
freedom 1,00
creativity innovativeness 1,00
resourcefulness 1,00
independence Autonomy / independence 1,00 1,00
choosing own goals | target mindedness 1,00 1,00
curiosity 1,00
selfrespect 1,00 1,00 1,00
Summary 1,00 2,00 1,00 7,00 1,00
Value factor in % 12,50 25,00 12,50 87,50 12,50
Stimulation an exciting life
a varied life flexibility 1,00
daring risk taking 1,00
Summary 2,00 0,00
Value factor in % 0,00 0,00 0,00 66,67 0,00
Hedonism pleasure sense of humour 1,00
enjoying life
Summary 0,00 0,00 0,00 1,00 0,00
Value factor in % 0,00 0,00 0,00 50,00 0,00
Achievement ambition industriousness and hanarking | 1,00 1,00
influence 1,00
capacity stress tolerance 1,00 1,00
success economic return 1,00 1,00
intelligence 1,00
persistence 1,00
selfrespect * respectability 1,00
guality (products and activity) 1,00
Summary 4,00 0,00 0,00 7,00 0,00
Value factor in % 50,00 0,00 0,00 87,50 0,00
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Value Category | Personal values Business values CL1 CL2 CL3 CL4 CL5
Power autocratic | participative | servant transformational | laissezfaire

social power social citizenship 1,00 1,00 1,00

wealth strive for growth 1,00 1,00

authority 1,00

preserving the public image| good public image 1,00

social recognition social statusvith recognition | 1,00

Non-hesitancy to seize opportuni 1,00

Summary 5,00 0,00 1,00 3,00 0,00
Value factor in % 83,33 0,00 16,67 50,00 0,00
Security family security wellbeing of personnel 1,00 1,00 1,00

national security cautiousness 1,00 1,00 1,00

reciprocation of favours credibility 1,00 1,00

sense of belonging 1,00 1,00

health

social order 1,00 1,00

cleanliness behaving and acting systematica| 1,00 1,00
Summary 2,00 4,00 4,00 4,00 0,00
Value factor in % 28,57 57,14 57,14 57,14 0,00
Conformity obedience obeying the law 1,00

selfdiscipline productivity 1,00 1,00

politeness politeness 1,00 1,00 1,00

honouringof parents and elderg
Summary 2,00 1,00 1,00 2,00 0,00
Value factor in % 50,00 25,00 25,00 50,00 0,00
Tradition respect for tradition respect for traditions 1,00

devoutness 1,00 1,00

accepting the portiom life thriftiness 1,00

humbleness service mindedness 1,00 1,00 1,00

modesty 1,00

detachment
Summary 2,00 1,00 4,00 1,00 0,00
Value factor in % 33,33 16,67 66,67 16,67 0,00
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Value Category | Personalvalues Business values CL1 CL2 CL3 CL4 CL5
Benevolence autocratic | participative | servant transformational | laissezfaire

helpfulness helpfulness 1,00 1,00 1,00

responsibility responsibility 1,00 1,00 1,00

forgivingness 1,00

honesty honesty 1,00 1,00

loyalty loyalty 1,00 1,00

mature love 1,00

true friendship cohesiveness 1,00 1,00 1,00

a spiritual life 1,00

meaning in life
Summary 1,00 5,00 7,00 3,00 0,00
Value factor in % 11,11 55,56 77,78 33,33 0,00
Universalism equality 1,00 1,00

unity with nature

wisdom continuous learning 1,00 1,00

a world of beauty

social justice ethics 1,00 1,00 1,00

broadminded openness 1,00

protecting the environment | ecological consciousness 1,00

a world at peace

inner harmony harmony 1,00 1,00
Summary 0,00 3,00 5,00 3,00 0,00
Value factor in % 0,00 33,33 55,56 33,33 0,00

Sourceresearch results




10.13147/SOE.2021.023

Table 12: Value - Leadership Clusteri Results

Value CL1 CL2 CL3 CL4 CL5
c autocratic | participative | servant | transformational laissez
ategory

faire
Self-direction | 12,50/ 25,000 12,5006 | 87,500 12,5000
Stimulation 0,007 0,007 0,000 66,606 0,007
Hedonism 0,00% 0,007 0,007 50,00% 0,00%
Achievement | 50,00/ 0,00% 0,00% 87,500 0,00%
Power 83,330 0,000 16,66 | 50,000 0,00
Security 28,570 57,186 57,186 | 57,1806 0,00%
Conformity 50,00% 25,000 25,006 | 50,000 0,007
Tradition 33,3 16,60 66,60 | 16,6 0 0,007
Benevolence | 11,16 55,56% 77,786 | 33,30 0,007
Universalism | 0,000 33,30 55,5606 | 33,3 0,00%

Sourceresearch results

The analysis shows, that each leadership cluster has different value categories. Considering the
text analysis, it can be said, that autocratic style has the emphasis on the categories power
(83,33%), achievement (50%), conformity (50%) and tradition (33%)ich shows a quite
traditional view of leadership and is suitable e.g. in emergency situations or with members with

low maturity and a high task structure.

Participative style on the other hand has the focus on security (57,14%), benevolence (55,56%),
universalism (33,3%), setfirection (25%) and conformity (25%). In this value system the

democratic and caring aspects of this leadership style can be seen.

Servant leadership focuses on benevolence (77,78%), tradition (66,67%), security (57,14%),
universalism (55,56%), conformity (25%) values. Here also the caring and supporting character

of leadership are in foreground, with the focus on social, religioatharal targets.

Transformational leadership style has the value emphasis edireelfion (87,50%), achieve-
ment (87,50%), stimulation (66,67%), security (57,14%), hedonism (50%), power (50%), con-
formity (50%), benevolence (33,3%) and universalism @,)3 This style represents the most

challenging value system because of the broadness of the value categories.

The laisse#aire style on the contrary has no value category at all. The only single value which

could be found in text analysis was freedom.
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Figure 11: Value orientation of leadership clusters
Sourceresearch results

The figure show clearly that every leadership style has its own value scheme which differs
significantly from the other leadership styles already could be shown on the table above
While autocratic style is located on the area tradition, conformity, security, power and achieve-
ment with a strong focus on power, participative style has an emphasis on benevolence and

security.

Compared to this styles servant leadership and transformideadarship overlay wider value

areas. Servant leadership stresses benevolence, tradition, security and universalism while trans-
formational leadership has the major value area betweedisstfion, stimulation, hedonism,
achievement, power, security,idormity and benevolence. On this basis it can be assumed that
those leadership styles which have a very wide field of value categories, are the most challeng-

ing for the leaders.

On this secondary analysis of leadership styles and value orientationrtaeypesearch ques-

tionnairefor an empirical survefias been developed, formulated and carried out.

74



10.13147/SOE.2021.023

3.2.2 Primary Research

This chapter is about the presentation of the questionnaire and the resultswiéye The
quantitative survey was carried out in Maand April 2017 in Austria and neighbouring coun-
triesamong manager&n online questionnaire was developed and was sent directly to selected
companies and to different disseminatdifse questionnaire was available in German and Eng-
lish. Disseminators we the Danube University Krems, the University of Applied Sciences
Burgenland, the chamber of commerce Austria and their nine branches in the federaf states
Austria, different regional organisations, like the Wirtschaftsforum Waldviertel and the Dan-
ubeMoldau region. The survey was also published on online platforms like XING, LinkedIn
and SurveyCircle. The survey target group were managers of diffen@amagement levels. 189
persons took part, 118 participants completed the survey fully. 71 male éech&l@d people
participated, four people did not specify their S@xrly the results of these 118 persons were

included in the evaluation.
Demographicdata

In this chapter the demographic data of participantprasentedThemanagement level of the
peron and the data of the company, like company size and industries have been surixyed wit

the questionnaire and are also part of the description.

Age

The questionnaire was restricted to four main age groups in the age group, namely group one
from 18 to 35years, group two from 36 to 50 years, group three from 51 to 65 years and group
four over 65 years. In addition, the participants were given the opportunity not to indicate their

age. These people fall into the category "not specified".

As a result, thewsvey has reached those age groups who typically work in management posi-
tions.25,4% of the attending managers were between 18 and 35 years old, 43,2% were between
36 and 50 years, 28% were between 51 and 65 years and three were over 65 years old. One

person did not specify his/her age.
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Figure 12: Age
Source: research results
In the age group of 18 to 35 year olds there is a balanced gender ratio, with a slight female

overhang. In the age group of 36 toysarolds, there is a clear overhang of the male portion.

Regions

Participants of the survey came mainly from Austria, followed from Germany. Only a few
guestionnaires were answered by people from Hungary, Switzerland an@htigfore, there
will be no regional distinction in the evaluation, because the saisipbo small and the partic-

ipants came mainly from the Germapeaking area.

88

N — —

AUSTRIA GERMANY HUNGARY SWITZERLAND ITALY

Figure 13: Countries
Source: research results

88 (74,6%) of the surveyods participants can

from Hungary, 1 (0,8%) from Italy and 1 persof®,85%) from SwitzerlandiFor a more precise
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determination of the origin of the participants in Austria, the federal states were queried in the

guestionnaire.

Vorarlberg m 1
Salzburg m 1
Oberosterreichm 1
Karnten m 1
Austria, without a specified regiormm 2
Tirol mm 2
Burgenland m—— 7
Steiermark S 10
Wien mEEEEEEaaaassss—— 20
NiederOsterreich I —— . 4 3

0 5 10 15 20 25 30 35 40 45 50

Figure 14: Regional distribution in Austria
Source: research results
The pictureshowsa strong easivest gradient in the participatiomhe largest number of par-
ticipants came from Lower Austria, followed by Vienna, Styria and BurgenlEmeneigh-
bouringcountries were not divided into regions in the survey, one partici@anédBavaria,
this was assigned to Germany in the evaluafiare to thesmall amounbf participants from

countriesoutside of Austria and Germanyo differentiation can be made on this basis.

Educational Level

The educational background of the participants was egidrhe results show that the educa-

tional level of the participanis quite high.

Table 13: Highest Educational Level

Educational Level Frequency Percent
University (Master,..) 42 35,60%
University undergraduate (Bachelor) 23 19,50%
High school or higher \@ational secondary school 18 15,30%
College 13 11,00%
apprenticeship or vocational secondary school 12 10,20%
University (Doctorate) 9 7,60%
compulsory school 1 0,80%
Total 118 100,00%

Source: research results
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Almost 63% of the persons who took part in this survey laatestiary education arat least
an undergraduatuniversity degree. More tha% have aertiary education and only one

person is on the primary education level.

m Tertiary education m Secondary education ®Primary education

Figure 15: Distribution of Educational Levels
Source: research results

There is little difference in education between men and women iobtberved groupOver
60% of men and 67% of womdsave university educatiomvhile about 40% of men and 30%
of women havesecondary educaticas the highedevel. Onewoman hasherhighest leveln

primary education.

80,00%
70,00%
60,00%
50,00%
40,00%
30,00%
20,00%
10,00% 2.33%

0,00% e
primary secondary tertiary

50,00% 50,00%

30,23%

I no spec. ®#male +female

Figure 16: Educational Leveli Gender distribution
Source: research results
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Thus, it can be stated that the vast majority of executives have veryedaodtional back-
ground Women in management positions tend to be more likehat@ a university degree

while menalready have chances to getmanagement positiongth secondary education

Management Level

In order to determine the management level, the categories, owners, managing directors, divi-
sional managers, department heads and others were suriteyed. requested in the cover
letter that the questionnaire should be passed on to leaders as thieseraim target group of

the survey. The evaluation shows that this goal could be achieved to a large extent. Only just
under 6% of respondents did not work in a managerial capabivge individuals who did not

find themselves in these categories couldher define their position in the "Other" category.

On this basis, the categories team leadereamployeewere added to the evaluation.

35,00%
30,00%
25,00%
20,00% 16,95%
15,00% o
10,00%

5,00%

0,00%

28,81%
%00’ 24,58%
20,34%

Owner CEO Head of Division manager Teamleader Employee
Department

Figure 17: Management Level (%)
Source: research results

In the group of respondents there almost 17% owner of a coary, more than 20%are
CEOs, 24,5% are Division Manageand nearly 29% are Heads of a department. 3,4% are

Team mangers, the resof participantdhave other duties and are named as employees.

30,00% 26,769%91% 27,91%
25,000, 22 94% 22,54% 22,54%
20,00% 8,60%
' 13,95%
15,00%
0,

10,00% 6,98% 5o 65%

5,00% , 1,41%

0,00% | —

Owner CEO Head of Division manager Teamleader Employee
Department

mmale (%) m female (%)
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Figure 18: Management Leveli Gender distribution
Source: research results

The gender distribution shows clear differences in terms of ownership. Almost 24% of male
respondents own the business, while just under 7% of women interviewed are company owners.
The CEOs also have a lower imbalancéawourof men, which is shifting twards women in

the positions of Head of Department, Division Manager and Team Leader. In the case of per-
sons without a managerial function, predominantly women are mentioned,méiytb be due

to the fact that the assistants were handed over the questadny the actual leader.

Company size

The questionnaire asked for the number of employees in their company. For this purpose, four
groups were predefingavhich follows largely the definition of the European Commission for
small and medium enterprisé3ME) (European Commission, 2008) basis ofthe number of

employees
Number of Frequency Percent Valid Cumulative Percent
Employees Percent
0-1 4 3,4 3,4 3,4
2-50 47 39,8 39,8 43,2
51-250 23 19,5 19,5 62,7
over 251 44 37,3 37,3 100,0
Total 118 1000 100,0

Source: research results

Group 1: 0 to 1 employees, which corresponds taalbegory of sole proprietors, Group 2 2

50 employees, Group 3: 5250 employees, whereby Group 2 and 3 represent small and me-
dium-sized enterprises and Group 4: more than 251 employees, which show the large compa-
nies.Nearly 63% of participants woiik small and medium compasisvith less than 250 em-
ployees, 37% work in enterprises with more than 251 employees.
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m0-1

2-50
m51-250
mmore than 251

51-250, 23; 20%

Figure 19: Company Sizei Number of Employees
Source: research results

The majority of femal@xecutivesvorks in small businesses up to 50 employees and in large
companies over 251 employees. None of the women surveyed work imn@aonausiness. In
percentage terms, twice as many men work in mididiss companies with between 51 and
250 employees. Four peopleutd not be assigned to any gender; this could slightly distort the

relationship between the sexes.

30 26 27
25 21
20
15 15
15
10 7
3
S m 2
o I I -
0-1 2-50 51-250 mehr als 251

mfemale mmale mno specification

Figure 20: Company Size- Gender distribution
Source: research results

Industry sectors

The study covered companies and organizationsaeibdisciplines and sectors. For the clas-
sification the NACE scheme of Euros(&tatistik Austria, 2019)was used with few adjust-
ments.Sports andnarketing were mentioned separately, mining was not extra nameatieand

service category covers all other services not listed initedcategories.
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The result shows thabmpanies in the sengandustryhavethe highest sharef 1525%, fol-
lowed by energy compani€$0,17%) consultingcompaniesbanks and mechanical engineer-

ing branchesThe lowest proportion of participants was in the sectors sports and entertainment,

arts and culture, factlf management and electronics sectors.

Sports/ Entertainmentmm 0,85%
Arts/ Culture/ Design s 0,85%
Real Estate/ Facility Managemermmm 0,85%
Electronic/ Electrical engineeringmm 0,85%
Federal Administration m 1 69%
Logistics/ Transport/ Traffic mmmmmm 1, 69%
Marketing mmmmm 1, 69%
Education/University s 1,69%
Food/ Agriculture mEEE—— . 3 39%
Hospitality/ Tourism - 3,39%
Craft/Production nE S 4 24%
Medicine/ Pharma m s 5 08%
IT/ Internet/Telekommunication EEE 5 03%)
Trading M. 5 03%0
Building construction/architecturc N 5 3%
Mechanical engineeringnm . /3%
Bank/ Insurance mES 7 63%
Consulting N S 479

Energy/ Environment/ Ecology . 10,17%
Services I 15 25%

0,00% 2,00% 4,00% 6,00% 8,00% 10,00% 12,00% 14,00% 16,00% 18,00%

Figure 21: Industry sectors
Source: research results

Summary of Demographic and Company data

About one third of the participants were female and two thirds were malethings work for

a company that has less than 250 employthas,meangor small and mediursized enter-
prises. Almost tw-thirds of the participants graduated atréversity. The analysis of the par-
ticipantés data shows a credible picture
the survey group is middiaged, male, weléducated and working in higher management
Thus, the target group targeted in the study coelddhieved.
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Value analysis

In the survey pople were askedn basis of a lkdert scalehow important the personal values
are in their personal life and how important business values are in their busindgselfaad

to rank the importance of the values their personal and their business life.

The values based on the Schwar t Kooaenscleme er s a
for business valueés a third important part of this value survey, the role models of childhood
were asked. The partgants should name three important valtre they connectwith this

model. Those three componeritersonal, business and role model valuessultin a com-
prehensive picture of the personal value structure, whichcalssidersalsothe influence of

the past and the current valuegersonal life and leadership.

The last point in the value category were questions about products and services provided by
their companies. People should answer value oriented questions and they should also specify

three valuesr properties of their products. the question was open without support.
Personal Values

Participants were asked how importaersonalaluesare to them in theiprivate life They
could choose between "very important”, "quite importdig’ss important” or "not important”.
It was also possible to give no answer, but all valid datasets were answered. There was also the

possibility to mention more values, of which three participants made use.

They namedamily, participation and moratourage.n the evaluation, the rating "very im-
portant” was assigned the value 4, "quite important” the value 3, "less important” the value 2
and "not important” the value The valuesvere added and divided by the number of ratings.
Subsequently, theesults of the individual value categories are presented and a summary of the

entire value scheme is given.

Value Categoryl: Self-direction

The value category Setfirection consists of the individual valuEszedom, Creativityinde-
pendenceChoosing ow goals, Curiosity and Setéspect.
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Freedom
Frequency Percent Valid Percent Cumulative Percent
Valid very important 86 72,9 72,9 100,0
quite important 28 23,7 23,7 27,1
less important 3 2,5 2,5 2,5
not important 1 ,8 ,8 3,4
Total 118 100,0 100,0
Creativity
Frequency Percent Valid Percent Cumulative Percent
Valid very important 53 44,9 44,9 100,0
quite important 51 43,2 43,2 55,1
less important 11 9,3 9,3 9,3
not important 3 2,5 2,5 11,9
Total 118 100,0 100,0
Independence
Frequency Percent Valid Percent Cumulative Percent
Valid  very important 67 56,8 56,8 100,0
quite important 39 33,1 33,1 43,2
less important 12 10,2 10,2 10,2
Total 118 100,0 100,0
Choosing own goals
Frequency Percent Valid Percent Cumulative Percent
Valid  very important 68 57,6 57,6 100,0
quite important 37 31,4 31,4 42,4
less important 11 9,3 9,3 9,3
not important 1 8 8 11,0
no specification 1 8 8 10,2
Total 118 100,0 100,0
Curiosity
Frequency Percent Valid Percent Cumulative Percent
Valid very important 44 37,3 37,3 100,0
quite important 50 42.4 42.4 62,7
less important 21 17,8 17,8 17,8
not important 3 2,5 2,5 20,3
Total 118 100,0 100,0
Self-respect
Frequency Percent Valid Percent Cumulative Percent
Valid very important 82 69,5 69,5 100,0



quite important
less important
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Total

118
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100,0

10.13147/SOE.2021.023

30,5
6,8
7,6

Source: Research results

When the valuesf the selfdirection category are compared to each other, it can be realized

that freedom and sedfisteem are the most important valf@msrespondents, followed by the

ability to choose one's goals and independence. OnlyfaHew creativity and curiosity.
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Figure 22: Comparison Selfdirection value category

Source: Research results

Value Category 2: Stimulation

Self-respect

no specification

This category of valuaacludes the personal characteristics of "an exciting life", "a varied life"

and "dar.

ng" . o

Table 15: Importance of Stimulation category values

An exciting life

Frequency Percent Valid Percent Cumulative Percent
Valid very important 16 13,6 13,6 100,0
quite important 39 33,1 33,1 86,4
less important 48 40,7 40,7 40,7
not important 14 11,9 11,9 53,4
no specification 1 8 8 41,5
Total 118 100,0 100,0
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A varied life

Frequency Percent Valid Percent Cumulative Percent
Valid very important 33 28,0 28,0 100,0
quite important 62 52,5 52,5 72,0
less important 20 16,9 16,9 16,9
not important 3 2,5 2,5 19,5

Total 118 100,0 100,0

Daring

Frequency Percent Valid Percent Cumulative Percent
Valid very important 41 34,7 34,7 100,0
quite important 52 44,1 44,1 65,3
less important 21 17,8 17,8 17,8
not important 4 3.4 3,4 21,2

Total 118 100,0 100,0

Source: Research results

Daring has the highestsultfor thosevaluesthat are considereasvery important, but when
you sum upbothlines,those that are very important and quite importdating and a vaed
life are more or lessnthesameevel.

70
62
60
52
39 41
40
33
30
20 21
20
16 14 I I
10
3 4
0 - L
An exciting life A varied life Daring

Every important ® quite important ®less important mnot important  no specification

Figure 23: Comparison Stimulation value category
Source: Research results
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Value Category 3: Hedonism

This category of valuescludes the persongbluesi p| easur eo

Table 16: Importance of Hedonism category values
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and fnNenjoyi

Pleasure

Frequency Percent Valid Percent  Cumulative Percent
Valid  very important 26 22,0 22,0 100,0
quite important 62 52,5 52,5 78,0
less important 23 19,5 19,5 19,5
not important 5 4,2 4,2 25,4
no specification 2 1,7 1,7 21,2

Total 118 100,0 100,0

Enjoying life

Frequency Percent Valid Percent  Cumulative Percent
Valid very important 57 48,3 48,3 100,0
quite important 36 30,5 30,5 51,7
less important 17 14,4 14,4 14,4
not important 8 6,8 6,8 21,2

Total 118 100,0 100,0

Source: Research results

In the value categofyedonismthe most important value was "enjoying life". If one counts the

valuesof "very important” and "quite important” together, the result is a similarly high total.
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Figure 24: Comparison Hedonism value category
Source: Research results
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The achievement category consists of the vaduelsition, influence, capacity, success and in-

telligence. Schwartz's value scheme has additionally the valuaéspEct", but as this value

is also in the firstvalue at ego-diyr éstei é6no,

"self-direction” value category and scored there.

Table 17: Importance of Achievement category values

for

t his

wor k,

Ambition
Frequency Percent Valid Percent Cumulative Percent
Valid very important 37 31,4 31,4 100,0
quite important a7 39,8 39,8 68,6
less important 26 22,0 22,0 22,0
not important 8 6,8 6,8 28,8
Total 118 100,0 100,0
Influence
Frequency Percent Valid Percent Cumulative Percent
Valid very important 17 14,4 14,4 100,0
quite important 52 44,1 44,1 85,6
less important 37 31,4 31,4 31,4
not important 11 9,3 9,3 41,5
no specification 1 8 8 32,2
Total 118 100,0 100,0
Capacity
Frequency Percent Valid Percent Cumulative Percent
Valid very important 40 33,9 33,9 100,0
quite important 68 57,6 57,6 66,1
less important 8 6,8 6,8 6,8
not important 2 1,7 1,7 8,5
Total 118 100,0 100,0
Success
Frequency Percent Valid Percent Cumulative Percent
Valid very important 44 37,3 37,3 100,0
quite important 58 49,2 49,2 62,7
less important 14 11,9 11,9 11,9
not important 2 1,7 1,7 13,6
Total 118 100,0 100,0
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Intelligence
Frequency Percent Valid Percent Cumulative Percent
Valid very important 64 54,2 54,2 100,0
quite important 44 37,3 37,3 45,8
less important 9 7,6 7,6 7,6
not important 1 ,8 ,8 8,5
Total 118 100,0 100,0

Source: Research results

In the value category "achievement” the value intelligence is rated the highest, followed by
success, capacity and ambition. Influence is only mentioned 17 times as very important. How-
ever, if one sumapthe value®f very important and quite importaimtelligence, capacity and

success are almost equal.
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Every important ®quite important ®less important mnot important  no specification

Figure 25: Comparison Achievement value category
Source: Research results

Value Category 5: Power

Valuesof the value category "power" include social power, wealth, authority, preserving the

public image, angocial recognitioras single values

Table 18: Importance of Power category values

Social Power

Frequency Percent Valid Percent Cumulative Percent
Valid very important 6 5,1 5,1 100,0
quite important 27 22,9 22,9 94,9
less important 68 57,6 57,6 57,6
not important 17 14,4 14,4 72,0
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Total 118 100,0 100,0
Wealth

Frequency Percent Valid Percent Cumulative Percent
Valid very important 6 5,1 5,1 100,0
quite important 23 19,5 19,5 94,9
less important 71 60,2 60,2 60,2
not important 18 15,3 15,3 75,4

Total 118 100,0 100,0

Authority

Frequency Percent Valid Percent Cumulative Percent
Valid very important 10 8,5 8,5 100,0
quite important 45 38,1 38,1 91,5
less important 46 39,0 39,0 39,0
not important 17 14,4 14,4 53,4

Total 118 100,0 100,0

Preserving my public image

Frequency Percent Valid Percent Cumulative Percent
Valid very important 12 10,2 10,2 100,0
quite important 40 33,9 33,9 89,8
less important 52 44,1 44,1 44,1
not important 13 11,0 11,0 55,9
no specification 1 8 8 449

Total 118 100,0 100,0

Social recognition

Frequency Percent Valid Percent Cumulative Percent
Valid very important 23 19,5 19,5 100,0
quite important 66 55,9 55,9 80,5
less important 23 19,5 19,5 19,5
not important 6 51 51 24,6

Total 118 100,0 100,0

Source: Research results

In this value category, it is noticeable that there are only a few "very important” reviews. Most
of the participants rated the valugssociated with "power" as "less important”. This is espe-
cially noticeable in the valued "social power" and "wedit. The onlysinglevalue to which
greater importance is attached is the value of "social recognition" when adding "very important”

and "quite important” ratings.
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Figure 26: Comparison Power value category
Source: Research results

Value Category 6: Security
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Table 19: Importance of Security category values

Family security

y

Frequency Percent Valid Percent Cumulative Percent

Valid very important 93 78,8 78,8 100,0

quite important 20 16,9 16,9 21,2

less important 2 1,7 1,7 1,7

not important 2 1,7 1,7 4.2

no specification 1 ,8 ,8 2,5

Total 118 100,0 100,0

Sense of belonging
Frequency Percent Valid Percent Cumulative Percent

Valid very important 42 35,6 35,6 100,0

quite important 52 44,1 44,1 64,4

less important 22 18,6 18,6 18,6

not important 2 1,7 1,7 20,3

Total 118 100,0 100,0

Reciprocation of favours
Frequency Percent Valid Percent Cumulative Percent

Valid very important 12 10,2 10,2 100,0

quite important 42 35,6 35,6 89,8

less important 44 37,3 37,3 37,3

not important 17 14,4 14,4 54,2
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39,8

National Security

Frequency Percent Valid Percent Cumulative Percent
Valid very important 49 41,5 41,5 100,0
quite important 48 40,7 40,7 58,5
less important 15 12,7 12,7 12,7
not important 4 3,4 3,4 17,8
no specification 2 1,7 1,7 14,4

Total 118 100,0 100,0

Health

Frequency Percent Valid Percent Cumulative Percent
Valid very important 109 92,4 92,4 100,0
quite important 6 5.1 5,1 7,6
less important 3 2,5 2,5 2,5

Total 118 100,0 100,0

Social order

Frequency Percent Valid Percent Cumulative Percent
Valid very important 28 23,7 23,7 100,0
quite important 66 55,9 55,9 76,3
less important 19 16,1 16,1 16,1
not important 5 4,2 4,2 20,3

Total 118 100,0 100,0

Cleanliness

Frequency Percent Valid Percent Cumulative Percent
Valid very important 34 28,8 28,8 100,0
quite important 62 52,5 52,5 71,2
less important 18 15,3 15,3 15,3
not important 3 2,5 2,5 18,6
no specification 1 8 8 16,1

Total 118 100,0 100,0

Source: Research results

In the value category "Security”, the value of health is the one that received the most votes in
the "very important” area. There was no participant in the survey who rated this value as "not
important” and only three persons who attached little importentieis value. Second most
important is the safety of the family. Again, there were only four people who rated this value
"less important” or "not important” and one person who did not score. The value of "reciproca-
tion of favours” is the least importantthis category. "Social order" and "cleanliness” are also

rated "very important” to a lesser extent, but these two values, together with the'sahses
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of belonging" and "National security" are similar in their meaning when adding the Wadugs

important” and "quite important".
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Figure 27: Comparison Security value category
Source: Research results

Value Category 7: Conformity

The value category "Conformity" includes the individual valisdedience”, "seltliscipline”,
"politeness" andHonouringparents and elders”. Schwartz sees in the value categories "Con-
formity" and "Tradition" a common origin, which is why he represents the two categories build-
ing on each other in his stahaped value scheme. In this work, however, the two categories
are ewaluated and presented separately from each other.

Table 20: Importance of Conformity category values

Obedience
Frequency Percent Valid Percent Cumulative Percent
Valid very important 6 51 51 100,0
quite important 38 32,2 32,2 94,9
less important 51 43,2 43,2 43,2
not important 23 19,5 19,5 62,7
Total 118 100,0 100,0
Self-discipline
Frequency Percent Valid Percent Cumulative Percent
Valid very important 32 27,1 27,1 100,0
quite important 71 60,2 60,2 72,9
less important 14 11,9 11,9 11,9
not important 1 ,8 ,8 12,7
Total 118 100,0 100,0
Politeness
Frequency Percent Valid Percent Cumulative Percent
Valid very important 70 59,3 59,3 100,0
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less important
not important

Total

10.13147/SOE.2021.023

41 34,7 34,7 40,7

6 51 51 51

1 ,8 ,8 5,9
118 100,0 100,0

Honouring of parents and elders

Frequency Percent Valid Percent Cumulative Percent
Valid very important 43 36,4 36,4 100,0
quite important 47 39,8 39,8 63,6
less important 22 18,6 18,6 18,6
not important 6 51 5,1 23,7
Total 118 100,0 100,0

Source: Research results

In the value category "conformity"”, above all, the value "politeness" has been named as a very

important single value. The least importaais the valued' b e d i ethepagticipahtsyHon-

ouringof parents and elders" and "sdlscipline™ are in the middle range. This ranking is main-

tained even when adding the valtesry important” and "quite iportant”.

80

70

60
51

50

40 38

Obedience

71 70

47
a1 43

32
30 3 -
20 14
10 6 I 6 6
1 1
. - . ]

Self-discipline Politeness Honoring of parents and
elders

mvery important ®quite important ®less important ®not important

Figure 28: Comparison Conformity value category

Source: Research results

Value Category 8Tradition

The valuesrespect for tradition”, "devoutness”, "accepting the serving in life", "humébs”,

"modesty" and "detachment” are included in the value category "traditional".
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Table 21: Importance of Tradition category values

Respect for traditions
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Frequency Percent Valid Percent Cumulative Percent
Valid very important 17 14,4 14,4 100,0
quite important 53 44,9 44,9 85,6
less important 44 37,3 37,3 37,3
not important 4 3,4 3,4 40,7
Total 118 100,0 100,0
Devoutness
Frequency Percent Valid Percent Cumulative Percent
Valid very important 10 8,5 8,5 100,0
quite important 28 23,7 23,7 91,5
less important 29 24,6 24,6 24,6
not important 49 41,5 41,5 67,8
no specification 2 1,7 1,7 26,3
Total 118 100,0 100,0
Accepting my portion in life
Frequency Percent Valid Percent Cumulative Percent
Valid  very important 75 63,6 63,6 100,0
quite important 40 33,9 33,9 36,4
less important 2 1,7 1,7 1,7
not important 1 8 8 2,5
Total 118 100,0 100,0
Humbleness
Frequency Percent Valid Percent Cumulative Percent
Valid very important 18 15,3 15,3 100,0
quite important 43 36,4 36,4 84,7
less important 41 34,7 34,7 34,7
not important 12 10,2 10,2 48,3
no specification 4 3,4 3,4 38,1
Total 118 100,0 100,0
Modesty
Frequency Percent Valid Percent Cumulative Percent
Valid very important 23 19,5 19,5 100,0
quite important 53 44,9 44,9 80,5
less important 36 30,5 30,5 30,5
not important 5 4,2 4,2 35,6
no specification 1 8 8 31,4
Total 118 100,0 100,0
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Detachment

Frequency Percent Valid Percent Cumulative Percent
Valid  very important 5 4,2 4,2 100,0
quite important 40 33,9 33,9 95,8
less important 53 44,9 449 44,9
not important 19 16,1 16,1 61,9
no specification 1 ,8 ,8 45,8

Total 118 100,0 100,0

Source: Research results

The most i mportant single value in this <ca
valueswere very rarely mentioned in the "very important” area. The vdtlmsutness" and
"detachment" were most often referreda®"not important” or "less important”, followed by
"humbleness". In the midfield are "respect for tradition” and "modesty".
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Figure 29: Comparison Tradition value category
Source: Research results

Value Category:Benevolence

Valuesof benevolenceategoryarehelpfulness, responsibility, fgivingness, honesty, loyalty,
mature love, true friendship, a spiritual life, and meaning in life ".
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Table 22: Importance of Benevolence category values

A spiritual life
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Frequency Percent Valid Percent Cumulative Percent
Valid very important 14 11,9 11,9 100,0
quite important 23 19,5 19,5 88,1
less important 31 26,3 26,3 26,3
not important 45 38,1 38,1 68,6
no specification 5 4,2 4,2 30,5
Total 118 100,0 100,0
Meaning in life
Frequency Percent Valid Percent Cumulative Percent
Valid very important 37 31,4 31,4 100,0
quite important 40 33,9 33,9 68,6
less important 26 22,0 22,0 22,0
not important 12 10,2 10,2 34,7
no specification 3 2,5 2,5 24,6
Total 118 100,0 100,0
Helpfulness
Frequency Percent Valid Percent Cumulative Percent
Valid very important 62 52,5 52,5 100,0
quite important 51 43,2 43,2 47,5
less important 4 3,4 3,4 3,4
not important 1 8 8 4.2
Total 118 100,0 100,0
Responsibility
Frequency Percent Valid Percent Cumulative Percent
Valid very important 82 69,5 69,5 100,0
quite important 32 27,1 27,1 30,5
less important 3 2,5 2,5 2,5
not important 1 ,8 ,8 3,4
Total 118 100,0 100,0
Forgivingness
Frequency Percent Valid Percent Cumulative Percent
Valid  very important 40 33,9 33,9 100,0
quite important 59 50,0 50,0 66,1
less important 17 14,4 14,4 14,4
not important 1 8 8 16,1
no specification 1 8 8 15,3
Total 118 100,0 100,0
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Honesty
Frequency Percent Valid Percent Cumulative Percent
Valid very important 100 84,7 84,7 100,0
quite important 15 12,7 12,7 15,3
less important 2 1,7 1,7 1,7
not important 1 ,8 8 2,5
Total 118 100,0 100,0
Loyalty
Frequency Percent Valid Percent Cumulative Percent
Valid very important 83 70,3 70,3 100,0
quite important 31 26,3 26,3 29,7
less important 4 3,4 3,4 3,4
Total 118 100,0 100,0
Mature love
Frequency Percent Valid Percent Cumulative Percent
Valid very important 89 75,4 75,4 100,0
quite important 20 16,9 16,9 24,6
less important 6 51 51 51
not important 1 8 8 7,6
no specification 2 1,7 1,7 6,8
Total 118 100,0 100,0
Friendship
Frequency Percent Valid Percent Cumulative Percent
Valid very important 78 66,1 66,1 100,0
quite important 35 29,7 29,7 33,9
less important 5 4,2 4,2 4,2
Total 118 100,0 100,0

Source: Research results

The highest value in the "very important” area was the single value "honesty", followed by
"mature love", "loyalty", "responsibility" and "friendship”. "Loyalty" and "friendship” were
rated by no one as "not important”. At the bottom of the rating scédesigiritual life". Only

14 people rated thigalueas "very important”, but 45 people thought it was "not important".
Also, the value "meaning in life" is consideragrather unimportant. In the midfield are the

values'helpfulness" and "forgivingness

98



10.13147/SOE.2021.023

120
100
100 89
. 82 83 78
60 45 51
0 40
40 3 3* - 32 31 35
2 0
20 14 12 L7 15
i 5 II3 44 31 |11 21 Z 612 5
0 - - _ —— ™ H_ ]
.&Q &Q S . S (] B
&\& Q\{x \\\\Qjo ~o\\© &% &%d \\%‘d @\04 &%\Q
oS N 5 & & & N S &
& s Q\aq Ry & @pg\ <
S D < >
kot N & <

mvery important ® quite important ®less important mnot important  no specification

Figure 30: Comparison Benevolence value category
Source: Research results

Value Category:Universalism

The value category "universalism” includes the vallgegiality”, "unity with nature”, "wis-
dom", "a world of beauty", "social justice”, "broad mindedne§s'gtecting the environment”,

"a world at peace "and" inner harmony

Table 23: Importance of Universalism category values

Equality
Frequency Percent Valid Percent Cumulative Percent

Valid very important 54 45,8 45,8 100,0

quite important 45 38,1 38,1 54,2

less important 14 11,9 11,9 11,9

not important 4 3,4 3,4 16,1

no specification 1 ,8 ,8 12,7

Total 118 100,0 100,0

Unity with nature

Freguency Percent Valid Percent Cumulative Percent
Valid  very important 40 33,9 33,9 100,0
quite important 47 39,8 39,8 66,1
less important 21 17,8 17,8 17,8
not important 7 5,9 5,9 26,3
no specification 3 2,5 2,5 20,3
Total 118 100,0 100,0
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Wisdom
Frequency Percent Valid Percent Cumulative Percent
Valid  very important 34 28,8 28,8 100,0
quite important 61 51,7 51,7 71,2
less important 15 12,7 12,7 12,7
not important 7 5,9 5,9 19,5
no specification 1 8 8 13,6
Total 118 100,0 100,0
A world of beauty
Frequency Percent Valid Percent Cumulative Percent
Valid very important 13 11,0 11,0 100,0
quite important 36 30,5 30,5 89,0
less important 57 48,3 48,3 48,3
not important 11 9,3 9,3 58,5
no specification 1 8 8 49,2
Total 118 100,0 100,0
Social justice
Frequency Percent Valid Percent Cumulative Percent
Valid very important 52 441 441 100,0
quite important 50 42.4 42,4 55,9
less important 12 10,2 10,2 10,2
not important 4 34 3,4 13,6
Total 118 100,0 100,0
Broad-mindedness
Frequency Percent Valid Percent Cumulative Percent
Valid very important 61 51,7 51,7 100,0
quite important 48 40,7 40,7 48,3
less important 9 7,6 7,6 7,6
Total 118 100,0 100,0
Protecting the environment
Frequency Percent Valid Percent Cumulative Percent
Valid very important 62 52,5 52,5 100,0
quite important 49 41,5 41,5 47,5
less important 3 2,5 2,5 2,5
not important 3 2,5 2,5 5,9
no specification 1 8 8 3,4
Total 118 100,0 100,0
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A world at peace
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Frequency Percent Valid Percent Cumulative Percent
Valid  very important 97 82,2 82,2 100,0
quite important 17 14,4 14,4 17,8
less important 3 2,5 2,5 2,5
not important 1 ,8 ,8 3,4
Total 118 100,0 100,0
Inner harmony
Frequency Percent Valid Percent Cumulative Percent
Valid very important 60 50,8 50,8 100,0
quite important 43 36,4 36,4 49,2
less important 12 10,2 10,2 10,2
not important 1 8 8 12,7
no specification 2 1,7 1,7 11,9
Total 118 100,0 100,0

Source: Research results

In the value category "universalism”, the value "a world at peace" was rated as the most im-
portant value by the participants of the study. Other valaasideredasvery important were
"protecting the environment”, "broadindedness” and "inndrarmony”. In the midfield are

"equality" and "social justice". In the lower raraye"a world of beauty”, "wisdom" and "unity

with nature”.
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Figure 31: Comparison Universalism value category
Source: Research results
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Afterwards all 56 valuesf the universalalue scheme of Schwartz with the respective values
of the given points are presented in the four value categories "very important”, "quite im-

portant”, "lessmportant” and "not important” (§ure 33). Furthermore, figure 3hows the

ranking of personalaluesin the "very important” section of the survey.

It has to be taken into account that the least important vikeeSdetachment” or "social
power" were the least mentioned in the category mentioned above, but in the area "not im-
portant” therecan be othevaluesthe most frequent mentionell may be another ramg by

adding the categories "very important” and "quite important” or "not important” and "less im-

portant".

Thiswould resultin an alignment of the valués the midfield Thispossibility of presentation
is shown in figure 34 andgure 35. However, since it is desirable for this evaluation to recog-

nize the clearest possible tendencoesy the extreme valuesre used for comparisons.
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Figure 32: Comparison Personal values
Source: Res®ch results
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Not surprisingly healthis the most important valu®r personal life, followed by honesty,
world at peace, family security alale. The least important personal values in this suavey

detachment, social power and weaftillowed by obedienceauthority and devoutness.
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Figure 34: Very and quite important personal values
Source: research results

Considering the sum of the two categoftiesry important” and "quite importaniti absolute
numbershealth is also at the forefront of the very important values, followeddngeptingny

helping in life", honesty, freedom, responsibility, loyalty, family security, helpfulness and

friendship.
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Figure 35: Less and not importantpersonalvalues
Source: research results
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Looking only at sum of the less important and not imporahies this also results in a slight
shift in the order of value®lative to the overall score. Here, wealth, social poderoutness,
a spiritual life, obedience, detachment, a world of beauty, preserving my public image, authority

and exiting life are the least valued values.
Business Values

In the survey, articipants were asked how important business valtee$o themn their role

as leadersBasis were the 39 business values of Koirafiéey could again choose between
"very important”, "quite important”, "less important” or "not important”. It alas possible to
give noanswer;all valid datasets were answerddher was also the possibility to mention
more values, of which three participants made Tikere wasiamed experience, sustainability
and humor aslsoimportant valuesThe evaluation was done in the same way as for the per-

sonal values.

Businessvalue Cate@ry 1. Self-direction

The business value category "saiffection” includes the individual valuégisionarytop man-
agement", ihnovativenes$ "resourcefulness”, "autonomy / independence” and "target mind-

edness".

Table 24: Importance of Selfdirection businesscategory values

Visionary Top Management

Frequency Percent Valid Percent Cumulative Percent
Valid very important 48 40,7 40,7 100,0
quite important 47 39,8 39,8 59,3
less important 20 16,9 16,9 16,9
not important 2 1,7 1,7 19,5
no specification 1 .8 ,8 17,8
Total 118 100,0 100,0

Innovativeness

Frequency Percent Valid Percent Cumulative Percent
Valid very important 55 46,6 46,6 100,0
quite important 55 46,6 46,6 53,4
less important 6 51 5,1 5,1
not important 1 ,8 8 6,8
no specification 1 8 8 5,9
Total 118 100,0 100,0
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Resourcefulness

Frequency Percent Valid Percent Cumulative Percent
Valid very important 57 48,3 48,3 100,0
quite important 52 44,1 44,1 51,7
less important 5 4,2 4,2 4,2
not important 2 1,7 1,7 7,6
no specification 2 1,7 1,7 59
Total 118 100,0 100,0
Autonomy-Independence
Frequency Percent Valid Percent  Cumulative Percent
Valid very important 40 33,9 33,9 100,0
quite important 62 52,5 52,5 66,1
less important 13 11,0 11,0 11,0
not important 3 2,5 2,5 13,6
Total 118 100,0 100,0
Target mindedness
Frequency Percent Valid Percent  Cumulative Percent
Valid very important 82 69,5 69,5 100,0
quite important 34 28,8 28,8 30,5
less important 2 1,7 1,7 1,7
Total 118 100,0 100,0

Source: research results

The most important value in this category was the participants' target orientation in the com-

pany. Nobody rated this value as "not important”. Other important vateegsourefulness

and innovativeness. In the back field aresionary top management and autonomy.
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Figure 36: Comparison Seltdirection business value category
Source: research results
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Business Value Category 2: Stimulation
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Business valueis the stimulation category include flexibility and risk taking.

Table 25: Importance of Stimulation business category values

Flexibility
Frequency Percent Valid Percent  Cumulative Percent
Valid  very important 68 57,6 57,6 100,0
quite important 45 38,1 38,1 42,4
less important 4 3,4 3,4 3,4
not important 1 ,8 ,8 4,2
Total 118 100,0 100,0
Risk taking
Frequency Percent Valid Percent  Cumulative Percent
Valid very important 17 14,4 14,4 100,0
quite important 70 59,3 59,3 85,6
less important 30 25,4 25,4 25,4
no specification 1 ,8 ,8 26,3
Total 118 100,0 100,0

Sourceresearch results

For the survey participants, flexibility was the most important value in this category. Few, on

the other hand, rated the value "risk taking" as "very importaot'confirmed it as quite im-

portant
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Figure 37: Comparison Stimulation business valueategory
Source: research results
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Business Value Category 3: Hedonism

The business value category hedonism contains only one value. This is the value "sense of

humaur".

Table 26: Importance of Hedonism business category values

Sense of humour

Frequency Percent Valid Percent Cumulative Percent
Valid very important 60 50,8 50,8 100,0
quite important 49 41,5 41,5 49,2
less important 8 6,8 6,8 6,8
not important 1 ,8 ,8 7,6
Total 118 100,0 100,0

Source: research results

60 participants rated the vallgense of humar" as "very important”, 49 as "quite important".
Only for 9 people the value was "less important” or "not important”.
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Figure 38: Comparison Hedonism business value category
Source: research results

Business Value Category 4: Achievement

Business value category achievement valnelideindustriousnesandhardworking stress

tolerance, economic return, persistence, respectability and quality.
Table 27: Importance of Achievement business category values

Industriousness

Frequency Percent Valid Percent Cumulative Percent
Valid very important 52 44,1 44,1 100,0
quite important 56 47,5 47,5 55,9
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not important

Total
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9 7,6 7,6 7.6
1 8 8 8,5
118 100,0 100,0

Stress tolerance

Frequency Percent Valid Percent Cumulative Percent
Valid very important 35 29,7 29,7 100,0
quite important 66 55,9 55,9 70,3
less important 14 11,9 11,9 11,9
not important 2 1,7 1,7 14,4
no specification 1 ,8 ,8 12,7
Total 118 100,0 100,0
Economic return
Frequency Percent Valid Percent Cumulative Percent
Valid very important 38 32,2 32,2 100,0
quite important 69 58,5 58,5 67,8
less important 11 9,3 9,3 9,3
Total 118 100,0 100,0
Persistence
Frequency Percent Valid Percent Cumulative Percent
Valid very important 57 48,3 48,3 100,0
quite important 56 47,5 47,5 51,7
less important 5 4,2 4,2 4.2
Total 118 100,0 100,0
Respectability
Frequency Percent Valid Percent Cumulative Percent
Valid very important 42 35,6 35,6 100,0
quite important 52 44,1 44,1 64,4
less important 22 18,6 18,6 18,6
not important 1 8 8 20,3
no specification 1 8 8 19,5
Total 118 100,0 100,0
Quality
Frequency Percent Valid Percent Cumulative Percent
Valid very important 87 73,7 73,7 100,0
quite important 27 22,9 22,9 26,3
less important 4 3,4 3,4 3,4
Total 118 100,0 100,0

Source: research results
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The value of "quality" is very important to respondents. By a long way then follow the values
"persistence” and "industriousness". Less importantragpéctability” andstress toatrance”

as well as "economic return".
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Figure 39: Comparison Achievement business value category
Source: research results

Business Value Category 5: Power

The individual valueof the business value category "Power" include "social citizenship",
"strive for growth"”, "good public image", "social status with recognition" and "nonhesitancy to

seize opportunity".

Table 28: Importance of Power business category values

Social Citizenship

Frequency Percent Valid Percent Cumulative Percent
Valid very important 65 55,1 55,1 100,0
quite important 43 36,4 36,4 44,9
less important 10 8,5 8,5 8,5
Total 118 100,0 100,0

Strive for growth

Frequency Percent Valid Percent Cumulative Percent
Valid very important 19 16,1 16,1 100,0
quite important 63 53,4 53,4 83,9
less important 33 28,0 28,0 28,0
not important 2 1,7 1,7 30,5
no specification 1 8 8 28,8
Total 118 100,0 100,0
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Frequency Percent Valid Percent Cumulative Percent
Valid very important 48 40,7 40,7 100,0
quite important 53 44,9 44,9 59,3
less important 14 11,9 11,9 11,9
not important 3 2,5 2,5 14,4

Total 118 100,0 100,0

Social status with recognition

Frequency Percent Valid Percent Cumulative Percent
Valid very important 11 9,3 9,3 100,0
quite important 57 48,3 48,3 90,7
less important 41 34,7 34,7 34,7
not important 8 6,8 6,8 42,4
no specification 1 8 8 35,6

Total 118 100,0 100,0

Nonhesitancy to seize opportunity

Frequency Percent Valid Percent Cumulative Percent
Valid very important 74 62,7 62,7 100,0
quite important 42 35,6 35,6 37,3
less important 1 8 8 8
not important 1 8 8 1,7

Total 118 100,0 100,0

Source: research results

The most important value in the power sector in the corporate context was to seize opportunities
without hesitation for executives. The second most imporahte was "social citenship”,
followed by a "good public image". Less important to the respondents wstsitiedor growth

and their own social statugth recognition
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Figure 40: Comparison Power business value category
Source: research results

Business Value Category 6: Security

The business valu@s the category "security" are assigned to "the needs and wellbeing of per-

sonnel", "cautiousness"”, "credibility" and "behaving and actingesatically".

Table 29: Importance of Security business category values

Needs and wellbeing of personnel

Frequency Percent Valid Percent Cumulative Percent
Valid very important 68 57,6 57,6 100,0
quite important 42 35,6 35,6 42.4
less important 7 5,9 5,9 59
no specification 1 ,8 8 6,8
Total 118 100,0 100,0
Credibility
Frequency Percent Valid Percent Cumulative Percent
Valid very important 100 84,7 84,7 100,0
quite important 17 14,4 14,4 15,3
not important 1 ,8 ,8 8
Total 118 100,0 100,0

Cautiousness

Frequency Percent Valid Percent Cumulative Percent
Valid very important 14 11,9 11,9 100,0
quite important 62 52,5 52,5 88,1
less important 38 32,2 32,2 32,2
not important 4 3,4 3,4 35,6
Total 118 100,0 100,0
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Behaving and acting systematically

Frequency Percent Valid Percent Cumulative Percent
Valid  very important 40 33,9 33,9 100,0
quite important 61 51,7 51,7 66,1
less important 15 12,7 12,7 12,7
not important 2 1,7 1,7 14,4
Total 118 100,0 100,0

Source: researalesults

The most important value selected by executives in this category is credibility. The second most
important value is the needs and wading of the staff. Less important is the ability to behave

and act systematically and thaitousness.
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Figure 41: Comparison Security business value category
Source: research results

Business Value Category 7: Conformity

The valuesf the business value category "conformity" include the valolesying the law",
"productivity" and "politeness". The category iscalsonsidered again, as with the personal

valuecategoris, separated from the category "tradition".

Table 30: Importance of Conformity business category values

Obeying the law

Freguency Percent Valid Percent Cumulative Percent

Valid very important 42 35,6 35,6 100,0
quite important 59 50,0 50,0 64,4

less important 15 12,7 12,7 12,7
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14,4

Productivity

Frequency Percent Valid Percent Cumulative Percent
Valid very important 50 42,4 42,4 100,0
quite important 63 53,4 53,4 57,6
less important 4 3,4 3,4 3,4
no specification 1 ,8 ,8 4,2
Total 118 100,0 100,0
Politeness
Frequency Percent Valid Percent Cumulative Percent
Valid very important 67 56,8 56,8 100,0
quite important 42 35,6 35,6 43,2
less important 8 6,8 6,8 6,8
not important 1 8 8 7,6
Total 118 100,0 100,0

Source: research results

For the executives surveyed, the value "politeness" was the most important in the management
context. Behind this were ranked "productivity" dtheying the law". As has been shown in
other categoriebefore soft skills, such as politeness, are more important to managers than

subject or factual skills.
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Figure 42: Comparison Conformity business value category
Source: research results

Business ValueCategory 8: Tradition

The valueof the business value category "tradition” include the vdiespect for tradition”,

"thriftiness" and "service mindedness".
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Table 31: Importance of Tradition business category values

Respect for Tradition
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Frequency Percent Valid Percent Cumulative Percent
Valid very important 22 18,6 18,6 100,0
quite important 38 32,2 32,2 81,4
less important 49 41,5 41,5 41,5
not important 9 7,6 7,6 49,2
Total 118 100,0 100,0
Thriftiness
Frequency Percent Valid Percent Cumulative Percent
Valid very important 15 12,7 12,7 100,0
quite important 65 55,1 55,1 87,3
less important 34 28,8 28,8 28,8
not important 3 2,5 2,5 32,2
no specification 1 ,8 ,8 29,7
Total 118 100,0 100,0

Service mindedness

Frequency Percent Valid Percent Cumulative Percent
Valid very important 64 54,2 54,2 100,0
quite important 47 39,8 39,8 45,8
less important 5 4.2 4.2 4.2
not important 1 8 8 5,9
no specification 1 8 8 51
Total 118 100,0 100,0

Source: researalesults

In this category, service mindedness was the highest rated by respondents. Only far behind

follow the respect for traditions and thriftiness. While overall, thriftiness is considered to be

more important, at least for a majority of participantsergls respect for traditions is consid-

ered less important or not important by nearly half of respondents.
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Figure 43: Comparison Tradition business value category
Source: research results

Business Value Category 9: Benevolence

Valuesin the benevolence businegalue category include "helpfulness”, "responsibility”,

"honesty", "loyalty" and "cohesiveness".

Table 32: Importance of Benevolence business category values

Helpfulness

Frequency Percent Valid Percent  Cumulative Percent
Valid very important 77 65,3 65,3 100,0
quite important 35 29,7 29,7 34,7
less important 5 4.2 4.2 4.2
not important 1 8 8 5,1

Total 118 100,0 100,0

Responsibility

Frequency Percent Valid Percent  Cumulative Percent
Valid very important 89 75,4 75,4 100,0
quite important 27 22,9 22,9 24,6
less important 2 1,7 1,7 1,7

Total 118 100,0 100,0

Honesty

Frequency Percent Valid Percent  Cumulative Percent
Valid very important 95 80,5 80,5 100,0
quite important 22 18,6 18,6 19,5
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less important 1 ,8 8 8
Total 118 100,0 100,0
Loyalty
Frequency Percent Valid Percent  Cumulative Percent
Valid very important 80 67,8 67,8 100,0
quite important 35 29,7 29,7 32,2
less important 2 1,7 1,7 1,7
no specification 1 ,8 ,8 2,5
Total 118 100,0 100,0

Cohesiveness

Frequency Percent Valid Percent  Cumulative Percent
Valid very important 65 55,1 55,1 100,0
quite important 50 42.4 42.4 449
less important 2 1,7 1,7 1,7
not important 1 8 8 2,5
Total 118 100,0 100,0

Source: research results

In the value categoryenevolence, it can be seen that all valaes fundamentally perceived
as very importanin the corporate contexThe most important value for the respondents is
honesty, followed by responsibility, loyalty and helpfulness. The lowest gradesgaebory

"very important” hashe value cohesiveness.
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Figure 44: Comparison Benevolence business value category
Source: research results

Business Value Category 10: Universalism

The business category universalism includes the valfiesntinuouslearning, ethics, open-

ness, ecological consciousness and harmony.
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Table 33: Importance of Universalism business category values

Continuous learning
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Frequency Percent Valid Percent Cumulative Percent
Valid very important 71 60,2 60,2 100,0
quite important 42 35,6 35,6 39,8
less important 4 3,4 3,4 3,4
not important 1 ,8 ,8 4,2
Total 118 100,0 100,0
Ethics
Frequency Percent Valid Percent Cumulative Percent
Valid very important 59 50,0 50,0 100,0
quite important 45 38,1 38,1 50,0
less important 11 9,3 9,3 9,3
not important 2 1,7 1,7 11,9
no specification 1 ,8 ,8 10,2
Total 118 100,0 100,0
Openness
Frequency Percent Valid Percent Cumulative Percent
Valid  very important 70 59,3 59,3 100,0
quite important 44 37,3 37,3 40,7
less important 3 2,5 2,5 2,5
no specification 1 8 8 3,4
Total 118 100,0 100,0
Ecological Consciousness
Frequency Percent Valid Percent Cumulative Percent
Valid very important 49 41,5 41,5 100,0
quite important 54 45,8 45,8 58,5
less important 13 11,0 11,0 11,0
not important 1 8 8 12,7
no specification 1 ,8 ,8 11,9
Total 118 100,0 100,0
Harmony
Frequency Percent Valid Percent Cumulative Percent
Valid very important 38 32,2 32,2 100,0
quite important 59 50,0 50,0 67,8
less important 17 14,4 14,4 14,4
not important 3 2,5 2,5 17,8
no specification 1 8 8 15,3
Total 118 100,0 100,0

Source: research results

119



10.13147/SOE.2021.023

In the business value category universalism, the valmegnuous learning and opegss were

rated highest, ftlowed byethics. The valuescological consciousness andrnany were rec-

ognized as being important and very important, dretranked at the lower end of the scale

within the category.

80
70
60
50
40
30
20
10

0

71 70
59 59
54
45 49
42 i
38
17
11 13

4 21 3 1 11 I3 1

. __ - | —_— |
Continous learning Ethics Openness Ecological Harmony

consciousness

mvery important ® quite important ®less important mnot important  no specification

Figure 45: Comparison Universalism business value category
Source: research results
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100 120

In business context, the values credibjlitgnesty responsibility andjuality are named as the

most important values absolute figuresThe least important values asecial status with

recognition, cautiousness, thriftiness and risk taking. Something unexpected is that the strive

for growth is also one of the least important values in business.
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Figure 48: Most important business values
Source: esearch results

Again, onsidering the sum of the twaategories'very important” and "quite importanth
absolutenumbershonestyand credibility arat the forefront of the vernynportant valuesfol-

lowed byresponsibility target mindednesson-hesitancy to seize opportunitipyalty, cohe-
sivenessguality, opennesandflexibility . The value model of the executives therefore contains
above all confidenebuilding and connecting qualities as well as those values, which make it

possible to reat flexibly on challenges and possibilities in business life.
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Figure 49: Less and not importart business values
Source: research results
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Thesum of the less important and not importated valuesn absolute numbers, respect for
tradition, social status with regnition, cautiousness, thriftiness and the strive for growth are
again ranked as the least important values. Risk taking, respectability, a visionary top manage-

ment, harmony and obeying the law are also at the bottom of the scale.
Values of Role models

Thethird quesibn in thequestionnairén thevalue categoryeferredto the personal role models
of childhood of the managers. It was an open question and the answers were assigned to eight
role model categories, which are family, literature, sports, seaiélonment, politics, religion,

medicine and music. Nineteen persons did not answer the question.
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Figure 50: Role Model Categories
Source: Research results

Most role models of the respondents are from family. 21 males and 16 females had their role
model in thiscategory, which means about 18% of men and more than 13% of women. In their
own gender the ratio is about 30% for male and 37% for women. Mentioned were fathers,
mothers, parents, grandfathers, grandmothers, grandparents and occasional sisters, brothers, u
cles. Thesecondlargest group was literature. Here also movie heroes on TV or cinema are
included. In this category Winnetou, Wickie, Pippi Langstrumpf and Knight Rider occur re-
peatedly. The third important category was sports although obviouslyfantyen, because

there were fifeen male counts but only one female. Other categories like social environment
(e.g. teacher, youth group leader), politics (e.g. Nelson Mandela), religion (e.g. Dalai Lama),
medicine (e.g. Albert Schweitzer) or music (e.g. Byellercury) had only few counts. On this
basis, respondents were asked, which three most important traits and values they would connect

with their personal role model. The most important mentioned values were honesty, risk taking
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ambition, choosing own @ds, capacity, social justice. Also humour, pleasure, intelligence,
success, helpfulness, wisdom and broadmindedaressdmired on the role models. Further
named values were love, power (8x), loyalty, creativity (7x), caring, independence, individual-

ity and selfconfidence (6x).
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Figure 51: Single role model values
Source: research results

In total, 311 valueswere mentioned by the participants of the surddiythree mentioned val-
uesper person were treated as equivalent and couftethese valueshiave been assigned to

one of the ten universal value categories.
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Figure 52: Role model value categories
Source: Research results

125



10.13147/SOE.2021.023

The most important value category among the role masleéshevolence, followed by achieve-

ment and universalisms the leastmportantvalue categorieariseconformity and security.

Table 34: Role model value category

Value Category Number Value Category Sum
1 Self-direction 47
2 Stimulation 25
3 Hedonism 20
4 Achievement 51
5 Power 23
6 Security 7

7 Conformity 5

8 Tradition 12
9 Benevolence 73
10 Universalism 48

Sum 311

Product values

Source: research results

In the survey, the executives were asked what qualities the products or services produced in

their company have. The twenfiye descriptions of produgiroperties are also adapted to the

universal value categories. The executives agreed that their products are of high quality. Over

91% supported this opinion. Other important features were flexibility (75.43%), autonomy
(74.36%), service orientation (72%j and exciting (72.03%). At the lower end of the scale are

the product characteristics in the areapmifituality (42.16%), authority (51.69%), preservation

of traditions (52.75%), support for harmony (56.78%) and the increase of personal influence

(57.84%). The remaining characteristics are in the middle field.
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Support spiritual life T 42 16%
Give authority I 51,69%
Supporting in preserving tradition S 52 75%
Lead to peaceful life and inner harmorny N  56,78%
Increases personal influenc S 57 ,84%
Provide pleasure and joy N  53,69%
Help people to stay healthy or get wel N 62,50%

Support creativity I  63,56%

Ensure compliance with laws and regulatio I  64,19%

Support the feeling of community N  64,19%

Support financially nEEEEEEEEEE  64,33%

Make attractive I  65.04%

Give distinction and elevates the social standi I 65,04%
Increase safety I  65,25%

Protect the environmen

65,25%
Enhance knowledgcn  65,68%
Necessary for efficient productior  65,89%
Give self-esteem IS 69,07 %
Are thrilling I 69,49%
Give joy and pleasurc N 69,70%
Are exciting I 72,03%
Necessary for service orientatio I 72,67 %
Support autonomy and freedor N 7 4,36%
Give customers more flexibility HEE———  75,42%
High quality I 01, 31%

Figure 53: Values of products and services
Source: research results

In the questionnaire, the participants were asked in an open question, which three qualities they

particularly appreciate about the grwts or services of their company. A total of 319 properties
were listed, which could be assigned to a total of 21 values.

This resultshows that quality, service and customer orientation as well as the protection of the
environment are important and uatl product features. Creativity and social responsibility are
also very important. Since the companies and organizations of the participants were very het-

erogeneous, these valugsould be given a very special priority, regardless of the product or
senice.
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Figure 54: Appreciated values on products and services
Source: Research results

Comparison of personal, business and role model values

Following the evaluation of the individual values, the categories of personal values, the values
that are important in theorporate context and the valubat are linked to the role models are

to be compared. It should be checked whether there are strong deviations or matches between
the value categories hefhe personal, business and role model values have been concentrated
and summedp on the ten universal value categoriesr the comparison of personal values,
business valuesnd the valuesf role models, the total sums were calculated filoerassiged

points and the percentage share of the respective value category was calculated. These percent-
ages were comparéa the table and the figure below

Table 35: Personal, business and role model values

VValcatNr. [Val Cat Role Role % Business |Business |Personal [Personal

1 Self-direction/47 15,11% 282 13,24% 400 15,65%

2 Stimulation |25 8,04% 85 3,99% 90 3,52%

3 Hedonism |20 6,43% 60 2,82% 83 3,25%

4 Achievement/51 16,40% 311 14,60% 202 7,90%

5 Power 23 7,40% 217 10,19% 57 2,23%

6 Security 7 2,25% 222 10,42% 367 14,36%

7 Conformity |5 1,61% 159 7,46% 151 5,91%

38 Tradition 12 3,86% 101 4,74% 148 5,79%

9 Benevolence[73 23,47% 406 19,06% 585 22,89%

10 Universalism(48 15,43% 287 13,47% 473 18,51%
Sum 311 100,00% 2130 100,00%  |2556 100,00%

Sourceiown calculation
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The percentages in the above table are transferred to a line chart for better companability

visibility. The comparison othevalue categorieshowsdifferences but also some similarities

bet ween personal, business and role model 6s
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Figure 55: Comparison of personal, business and role model value categories
Sourceresearch results

The valueschemes show, that there are similarities of personahdsssand role model values

in seltdirection, benevolence and tradition, whereby the latter is low devel. Differences
consistin achievement, power, security and conformity. A possible explanation could be that
achievement is distinctive at a role deb and also in business categories but not in personal
life. Security is important for personal life as already been stated by M&s8@¥)and, with

some limitations also in business life. On the otiard, it seems not to be an important value

for a role model. Conformity and tradition work the same way. Both have generally minor
importance but especially with the role model, because humans would usually not adore those
traits on an idol. Stimulatioand Hedonism play a role especially with the role model but on a

low level and it seem not to be important values in personal and business life.

A certain bias in the weighting results from the different nusxieindividual valuegper value
category. Br example, there are only two or three individual vaineke categories of hedon-
ism or stimulation, but nine individual valumsthe categories Benevolence and Universalism.
However, a weighting of the value category according to the numberiatima valuesvould

be massively distorting in the other direction and would overvalue individual values. Because
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the Universal Value Scheme includes this unequal allocation to the categadeghere are
obviously more universally important valufes people who can be assignedtéstaincatego-

ries,the categorization is maintained in the evaluatiorihis basis
Leadership styleanalysis

A hypothesis of the work was that leaders with different leadership styles also have different
value patterns. In addition, questions about management style were asked in the survey and
compared with the personal value systBeuople were asked twenty questions about their lead-
ership styles. Answer possibiliapplsyowe(r3 pmd
Al do rather not applyo (2 points) and Al d
to one of the five different leadership styles as can be seen in the table below. Answer points
were subsumed under the respective LS Styple the average of each Leadership style was

calculated.

Table 36: Questions of Leadership style and assignment

Question LS
Cluster|

1. || do thedecisions without consulting nstaff members 1;4
2. || consult my staff members, afterwards | take my decision 2:4
3. My staff members decide autonomous, | am only advising them. 3
4. My staff members have complete freedom in their decisions. 5
5. || make plans, lists and job descriptions, which everyone must comply. 1
6. My staff members develop processes aodking documents completely independeg 5;3;4
7. || check each instruction on compliance 1
8. |l set up specific goals and check them regularly 14
9. || am part of the team 2:3:4
10|l listen well and | am open for any suggestions of my staff members 2;3
11]l acknowledge my staff members with praise 1;2;3;4
12|If it is necessary, | also provide critique 1;2;4
13|l do communicate my goals openly and regularly to my staff members 2;4
14|l keep in contact with my staff members and know thesblems and needs 2;34
15|l challenge and encourage my staff members to reach extraordinary goals. 4
16It is important for me, to support my employees in their professional developmer| 2;3;4
17|We have established a friendly cooperative atmosphere 2;3
18)Competition between team members promotes the capability of the organisation 1;4
19/The wellbeing of our employees is more important for me than target achieveme 3
20/My main priority is target achievement, no matter how. 1

Sourceresearch results
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I n evaluation two datasets were excluded, t
fully applyo or Al do not applyo, which wol
analysis. Analysis of theanswershowed, that mostgpticipants had a participative leadership

(LS2) style (68), 23 people had a servant leaderflt§8) style, 16 had a laissdaire (LS5)

style and five in each case had either an autodtfit) or a transformational leadersk{ipS4)

style.
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Figure 56: Distribution of Leadership styles of survey
Source: research results

Three 3% of men and 7% of womare autocratic leaders in this survey group. Participative
leadership style is the most common and the allocation between men and women is nearly the
same.The secondeadingleadership style is servant leadership and the allocation between the
genders is also nearly equal. Transformational leadership style is, together with autocratic lead-

ership style the least common. Lais$aze leadership style has eepominant male share.

Table 37: Gender allocation of Leadership styles

LS Style
LS 1 LS 2 LS 3 LS 4 LS 5
Count| % | Count | % Count | % Count | % Count| % Total
S | male 2 3 41 58 14 20 3 4 11 15 71
e | female | 3 7 24 57 9 21 |2 5 4 10 42
X | No 0 0 |3 100 | O 0 0 0 0 0 3
spec
Total 5 4 |68 59 23 20 |5 4 15 13 116

Source: research results

131



10.13147/SOE.2021.023

It is difficult to make a final conclusion about male and female preferences in leadership style
because of the small sample. It may be a certain tendency that women tend more to the auto-
cratic leadership style than men and on the other hand, mensakjissezfaire stylemore

frequently
Comparison Personal and business Values and Leadership Styles

On the basis datasets, different leadership styles were congreagdedvith regard of value
categories in personal and in business areas and compared to each other.
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Figure 57: Comparison of Persmal Values and Leadership Style
Source: research results

Although the small sample does not allow final statements, a certain patternssenb&he

figure above shows different value pattern of each leadership style in the field of personal val-
ues. LS1 has low results in stimulation, hedonism and power and peaks-diresgion,
achievement, security, conformity, benevolence and univensaliS2 has its lowest points in
power and tradition, but is generally quite consistent. LS3 is high hdisetition, achievement,
security, benevolence and universalism. LS4 is quite high in all categories but lowest in power
and tradition. LS5 has ifgeaks in selfirection, hedonism, benevolence and universalism, is

very low in power and the other value categories are also generally low. The range between
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lowest value and highest are from about 55% up to 88%. Considering business value categories

andleadership style it shows a different picture.
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Figure 58: Comparison of Busiress Values and Leadership Style
Source: research results

Considering the different leadership styles and their value category schemes, the first thing to
notice is that lines are approacieach other, more than in the comparison of personal values.
The range of value importance also increased to a range between 70% up to 94%. Autocratic
leadership style again has its lowest point on hedonism, but now stimulation, achievement,
power, secuty, and benevolence are high. Universalism has decreased. Which could mean,
that business needs are steering these vdlassezfaire style again is the bottom line except

in hedonism. Participative and servant leadership style now have quite siahilarschemes
whereby servant leadership style in every category is slightly higher than participative style.
Transformational leadership style has a unique peak in stimulation, apart from that, it follows

more or less the value schemes of participativie.sty
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Comparisontheoretical Leadership Values and survey results

As a basis for the comparison between the vadfigssadership styles communicated in theory
and the results of th&urvey, the table of valuesieveloped in the secondary analydiable
12)is used.

Resultsof thesurveywere ranked between 1 to 10, whereat 10 is the most frequently mentioned
value and 1 is the least mentioned value. In a second step the results of the business values of
the different leadership styles were also ranketthis way and on this basis business values in
leadership theory and leadhip practice were compared.

As can be seen in the graphs below, literature mentions and practical results differ in many
points. These discrepancies may come from concentiatitigpical and prominent character-

istic of this leadership style in literature whereas in reality a leader mostly cannot be attributed
into a single leadership style. Because of being too focused on leading, some value categories
were not yet regarded iroe leadership literature at least for certain leadership styles, like

laissezfaire style

Autocratic Leadership style

The peculiarity on autocratic style is, that stimulation, security and benevskesitetgplay a

much bigger role in reality than ingbry, whereas conformity, tradition and power do not.

autocratic theory == == e gutocratic business reality

Self-direction
10

Universalism 8 Stimulation
"
6 - ’,
Benevolenc 4 / Hedonism
Q:--~_-~al ,/
N\ /

S\

Tradition Achievement

Conformity (V4 Power

Security

Figure 59: Autocratic theory and reality pattern
Source: Research results
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The table compares the ten value categories for autocratic leadership style in theory and prac-
tice. For this purpose, the number of mens of the respective valugesleadership theorywas
collected and weighted as a percentage. Likewise, the ratings of the ohthessurvey of

those participants who have an autocratic style of leadership were weighted. From this, a rank-
ing for theory and practice was generated from 1 (lowest) to 10 (most frequent). @ nartky

ings were compared ifigure 59. The same system was applied to the other four leadership

styles considered.

Table 38: Ranking Autocratic theory and reality

Value Cat autocratic autocratic autocratic busi- autocratic busi-
theory (%) theory ness reality(%) ness reality
Self-direction 12,50% 5 81,25% 5
Stimulation 0,00% 1 84,38% 8
Hedonism 0,00% 1 75,00% 1
Achievement 50,00% 9 83,33% 7
Power 83,33% 10 83,00% 6
Security 28,57% 6 85,00% 9
Conformity 50,00% 9 78,33% 4
Tradition 33,33% 7 78,33% 4
Benevolence 11,11% 4 88,00% 10
Universalism 0,00% 1 78,00% 2
Source: Research results
ParticipativeLeadershipstyle
participative theory == === Participative reality
Self-direction
10
Universalism 8 Stimulation
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Figure 60: Participative theory and reality pattern
Source:Research results
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In participative leadership, tradition and security seem to have not the importance in reality as
literature may suggest, on the other hand hedonism and achievement may have a significant
higher importance. Conformity, benevolence, uniakse and selflirection match in theory

and reality.

Table 39: Ranking Participative theory and reality

Value Cat participative | participative | Participative Participative
theory theory rank- reality reality ranking
ing
Self-direction 25,00% 7 83,75% 6
Stimulation 0,00% 1 79,60% 3
Hedonism 0,00% 1 86,03% 9
Achievement 0,00% 1 83,39% 5
Power 0,00% 1 78,75% 2
Security 57,14% 10 82,72% 4
Conformity 25,00% 7 84,07% 7
Tradition 16,67% 5 73,41% 1
Benevolence 55,56% 9 91,76% 10
Universalism 33,33% 8 85,15% 8

Source: Research results

Servant Leadership style

servant theory «==e=e= Servant reality
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Figure 61: Servant theory and reality pattern
Source: Research results
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Servant leadership style would imply that tradition and universalism are most important and

stimulation and achievement are not, but as the shaws is there no correspondence in these

four value categories.

Table 40: Ranking Servant theory and reality

Value Cat servant theory servant theory | servant reality Servant reality
ranking ranking
Self-direction | 12 50 4 86,52% 6
Stimulation | 0,000 1 80,43% 3
Hedonism 0,00% 1 88,04% 9
Achievement | 0.00% 1 85,14% 5
Power 16,66 5 79,57% 2
Security 57,1%% 8 86,68% 7
Conformity | 25 0% 6 87,32% 8
Tradition 66,600 9 75,00% 1
Benevolence | 77,784 10 93,70% 10
Universalism | 55 5@ 7 83,91% 4

SourceResearch results

Transformational Leadership style

More correspondendian in the previous leadership stytam be found in transformational

leadership in theory and realitheck This may be the case, because this leadership theory

works with the whole value rang@nly the benevolence categagemso be under empha-

sized in theory.

e transformational theory == = e Tranformational reality
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Security

Figure 62: Transformational theory and reality pattern
Source: Research results
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Value Cat | Transformational | Transformational | Transformational | Transformational
theory theory ranking reality reality
Self-direction | 87, 50% 10 84,00% 5
Stimulation 66,67% 8 87,50% 9
Hedonism 50,00% 6 85,00% 8
Achievement | 87 50% 10 84,17% 6
Power 50,00% 6 82,00% 3
Security 57,14% 7 82,50% 4
Conformity 50,00% 6 85,00% 8
Tradition 16,67% 1 76,67% 1
Benevolence | 33,33% 3 89,00% 10
Universalism | 33 33% 3 81,00% 2

Source: Research results

Laissezfaire Leadership style

And nearlyno correspondence can be found in laida@gz leadership style, because literature

again do not yet focus on valuestio¢ leading person. Only freedom could be found as a value

of this leadership style in literatureuBthisdoesnot mean in realitythat laisse#aire leaders

do lack of values.
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Figure 63: Laissezfaire theory and reality pattern
Source: Research results
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Table 42: Ranking Laissezfaire theory and reality

Value Cat laissezfaire laissezfaire laissezfaire laissezfaire
theory theory ranking | reality reality

Self-direction 12,50 10 81,00% 8
Stimulation 0,00 1 75,83% 5
Hedonism 0,00 1 85,00% 9
Achievement 0,00 1 76,94% 6
Power 0,00 1 72,00% 2
Security 0,00 1 74,58% 3
Conformity 0,00 1 75,56% 4
Tradition 0,00 1 68,89% 1
Benevolence 0,00 1 87,00% 10
Universalism 0,00 1 81,00% 8

Source: Research results

A methodical problem in this analysis and in the graphical representation is, that many value
categories have reached a high percentage, but because of the ranking methodndethdts
direct comparisoran be distorted. So it is possible that a value, which has reached a high level
can have a low ranking only because there are some other values only a slightly higher in the

percentage result. It is important to keep this fachiimd when considering these results.

3.3 Answers to Key Questions and Hypotheses

Basd on the results of the workg question of which personal value models were theoretically
developed in the past could be answered in the theoretical part of theAlapethe question

of whether there are value models that are equally applicable to all people. This could be posi-
tively answered with the Universal Personal ValMeslel by Shalom Schwartz. This however

with the restriction that the importance of thdues are weighted differently depending on

personal experience and cultural character.

The question of value models in the corporate context could also be answered positively. The
business valueschema used in this work is based on the universadmedrgalue scheme. The
guestion of whether the valuesthe company context apply to all sectoasinotbe answered
conclusively due to the small sample in the survey, but what has been shown is that the values
mentioned for each of the participantstihe survey had a certain meanidgthin the frame-

work of the theoretical part, the development of leadership culture and leadership theories as
well as the various leadership styles could be comprehensively presented. In the secondary

analysis, an attept was made to examine existing and used literature on leadership styles for
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valuescommunicated there. Some important vakkmdd be found and a certain value structure

per management style derived from it. However, the comparison made in the ptodyy
between the valuasbtained in theory and those that emerged from the survey showed certain
deviations that may arise from the restricted choice of literature in the theoretical area, but also
from a methodological blurring in the context the quoeswithin the survey. In the theoretical

part, the key factors and the tasks of leadership were disci$segdersonal valuesf execu-

tives could be surveyed as part of the survey, as well as their significance in the context of the
company. A compasbn was made between personal values, vdhagsare important in the
company's management and the vathes they associate with their previous role models, and
that both consistency and differences were identiedilarly, the survey identifiethe values
associated with executives using their products or sendeethe evaluation of the figures
could show, the requested target groupanagers of different industries and on different man-

agement levels was reached by the survey.

Hypothess H1 of this work was that personal value models correspotitetbusiness values

of leaders antélypothesisH2 was,thamanager 6 s per sonal values a
els of their childhood and that personal values and business values are shtépeddiyes.

The results showed interesting and sometimes surprising results. Benevolence and universalism
categories were quite high ranked, in both, personal and in business life, what was not expected
to this extent. Values were generally high rankethis study group, although there were dif-
ferences between personal and business valuestnhe value categories, like tradition, self
direction and to some extent in benevolence and universtiem are similaritiesBut there

are also some remarkaldlé#ferences. Security show a high peak in the personal value category,
which is in accordance wi(l987)where sebtlatgi¢ definéds h i
as one of the basic needs in human lifebusiness security is also important, however, not

with the same emphasis.

Though, security has no importance or is at least not admired or consciously observed on the
role model, what makes sense, because heroes are usually not admired for beaeyghe.

The same goes with conformity, which has obviously no relevance on role models but is some-
what more important for business and private live, although on a low level. This seem also not

a big surprise, because conformity fosters social interaatitaang people in private and busi-

ness life. Achievement and Power has been rated high on the role model and in business, but

especially power has obviously little importance in personal life. In business life, however, it

can be a crucial factor for stess. Benevolence, followed by universalism anddsedttion

140



10.13147/SOE.2021.023

have the highest joint amplitude, therefore, these values should be a dominant influence in the
manager 6s | ife. On this point it would be
strive or if this values are actually lived by the person. Interegtisimulation and hedonism
doplay a certain role on the role model but only little in personal and businesdthizugh it

must be taken into account here that due to the small number of individual values, a certain
distortion arises in the evaluatidn.general, it can be said, that, considering the results, that a
pattern is noticeable. Except of security amhformity, which are categories to ensure the
survival within the environment and the society and therefore show a deviation upwards, role
models do play a fundamental role in shaping the personal value model. Role models of the
examined target groups camainly from family or literature. Honesty is one of the most cited

single value in all three categories.

HypothesisH3 deals with the value structure of the different leadership styles and Hypothesis
H4 supposes that the theoretical value structureaddrship styles is supported by the results

of the survey.Different leadership styles did show different value schemes; though different
leadership styles were getting closer in business matterdigsition, benevolence and uni-
versalism were those vad categories, which were highest ranked whereas tradition were low
ranked in every leadership style. Hedonism seemed to be an important value category for all
except for autocratic leaders. Laisdare style had the lowest level of value schemes, except

in hedonism. Gender allocation of participants was about one third women and two third men.
Female leaders seemed to tend more to an autocratic style than men and men tended more to &
laissezfaire style in this study. Although because of the small samptgeneral statement can

be given at this time. Proportional distribution between male and female in participative, servant

and transformational style is fairly even without significant deviation.

HypothesidH3, that different leadership styles would dp different value schemes could be
proven only to a certain extent, because value schemes actually do differ, but show similar
pattern. A survey with a bigger sample could lead to more accurate results. Reality check of the
text analysis of values ofdéership style descriptions in literature and the survey came to the
result that there are some differen¢eg). These deviations probably result, among others,
from the concentration on main points in leadership literature to make clear, where thad focus
the leadership style is, but this does not mean by implication that a leader do not have certain
other values as well, what could be shown in this survey. What became visible is, that transfor-
mational leadership style work has the most overlaps bettheeny and reality and laissez

faire style obviously is rarely described by values.
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Hypothesis

Result

Remarks

H1: The personal value model
scheme of questioned executives
corresponds to the business value
model scheme

Is truefor parts of the
value categories

Seltdirection, universalism and
benevolence are common peak
stimulation, hedonism, conform-
ity and tradition are common
depths.

H2: The personal and business val
schemeof the questioned executive
show a similar piéern as the role
model scheme

It is true for parts of the
value categories

Self-direction, universalism and
benevolence are common peaks
but strong differences in power,
achievement, security

H3: The value structure of different
leadership styles diffeirsonsiderably
from each other.

It is true, that different
leadership styles have
different value struc-
tures

There are sometimes similar pat
terns. But the sample is too sma
for a final statement.

H4: The value structure of theoreti-
cal leadership styles also lived in
reality by the leaders with the samg
leadership style

It is true only true to a
small extent.

There are some similarities, esp
cially with the transformational
leadership style, but there are al
severe differences, which could
be basedn too few values men-
tioned in literature.

Source: researalesults

Thus, hypotheses one, two and four could only be provedrts of the studyHowever, hy-

pothesis three could be confirmed. A closer look at the different manifestations of these hy-

potheses requires furtheesearcton this topic and a more comprehensive and detailed study.

Due to the increasing importance of vahesed leadership, further research in this area seems

promising.

142



10.13147/SOE.2021.023

4 CONCLUSION

4.1 Target Achievement

The topic and the questions at the beginning of the abdktthe valueof executives could

be worked outlearly and comprehensivie the context of this thesi8Vhen asked whether

there are special value models in the corporate contexthusieessvalue model based on
Schwartz's value model could be found. On this basis, a good comparison between the personal
value level and the valu@s the organizational level could be created.

Central themesf the researchvere the presentation of leaderskigory with the different
leadership styles, the tasks of leadership and the key factors for successful leadership. Con-
nected and accompaniwdth this, theissuesof power, motivation and communicationlead-
ershipas well as the corporate culture wedgli@ssedA comprehensive literature review has
shown adetailedpicture of the current state tife artin leadershipesearch.

In the theoretic part of the workédevelopment of different value theories was preseiiteel.
universal models found for the presentation of personal valgsaluesn the corporate con-
text in the literaturedlid serve as a suitable basis foeempirical survey. In addition, an over-
view was given of large, partly global value studies usqmblitics and the economy. Thus, the

comprehensive meaning of ttepicsof personal valuesould be emphasized and presented.

In the empirical survey, the personal value structure of executives coulkklségateds well

as their valuet the ara ofleadership. Thgathereddata to thesalue structure suggests that
valuesplay an important role in botpersonal life and professional lifer leaders and manag-

ers There seem to be a need faraalaption of ertain personalaluesto the profgsional con-

text sometimesbut a complete reversal of valugsuld not be observed in any categdbne

might therefore assume that executives work long term in those companies that support their
values.Executives also attribute special valuesther products, highlighting the quality of
products and servicesvhich, on the one hand, indicates a certain pridiesproducbr service

and one's own work and thaality is seen as one of the most important outputs in manage-

ment.

The role modls of dildhood seem to havesagnificantinfluence ontie later value structure.
However, t could be shown that in those value categories where personal safety is in the fore-

ground, there are deviationstiween those valuesdmired on the role modahdthe personal
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values.ldols are admired for their courage, commitment and performance, but not for caution

or restraint.

It was assumed at the beginning of the wémkt different leadership styles also result in dif-
ferent value patterns. For this purpose ntfamagement literature was examif@dtheexplicit
naming of values. Different value schemes per leadershipcsiyld beidentified, which dif-

fered significantly from each other. In the survey, the leadership style of the participants was
surveyed anthis value pattern was presented for each management style.

A comparison of the actual valuesthe individual leadership styles with the valéiesnd in
the literature revealed some similarities, but also significant deviations, wdmche justited

in the size of the sample, the walyassignment ofeadership styles the surveybut alsan

the limitedmentioningof valuesin the literatureThe results of the survey paint a clear picture
of the importance of valuas leadership. Thus, thenportance of this topic for both further
research and practice could demonstrated and strengthen&tius, the importance of this
topic for both further research as well as for the practice coutbim®nstrated and strength-

ened.

4.2 Findings andScientific results

The comparison of the value definition of the different leadership styles showed a clear result
that different leadership styles in the literature are also attributed to different value patterns.
Each style of leadership has a clear value pattern. For example, for autocratic executives, the
Hedonism value category is low, while this category has been rated highly by all other leader-
ship styles. All executives have in common that they value thedBetftion and Benevolence
value categories as very highower seems to be of little importance to executives in personal
life, with the exception of those with transformational leadership style. In the professional con-
text, however, all except the laigsiire leaders confirm the importance of power. In general
terms, the patterns of values a personal level are more fragmented than at the management
level. Nevertheless, the differences between the leadership styles continue to belVisgae.
individualvalueschemesor the different leadership styles are one of the most important results

of this work and should be repeated and refined in furdsarctwith larger samples.

However, the analysis of the leadership literature showed dinetgd value awareness in the

scientific literature of the classical leadership theories compared to the survey. In the autocratic
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leadership style literature speaks of the highest value categohievement, power, conform-

ity and tradition while the surveydund achievement, security and benevolence as the most
important value categories. In participative leadership, on the other hand, theory neglects the
value categories hedonism and achievement, while overvaluing security and tradition. Even
with the servanleadership style, the theory assumes an ideal image with peaks in the area of
benevolence, universalism, tradition and security, but neglects hedonisrohaekemenval-

ues. The most congruent pattdretween theory and practice can be found atrémsforma-

tional leadership style. Here oritybenevolenceategory could be foural strong upward de-
viation in practice. Apart from freedom, the lais$aize leadership styltheory does not attrib-

ute any values to this stylelowever, the survey showeldat executives with this leadership

style also pursue a particular value model that strongly emphasizes the value categeries self

direction, hedonism, universalism and benevolence.

However, the analysis of the leadership literature showmedpmparison wh the survey, a

very limited awareness of values in gaentificliterature of classical leadership theories. The
present work has shown that executives have certain, individual and often diffelent
schemes that influence their leadergb@iaviourto a certain extent. Here, it seems expedient

to continue to research and give more importance to the area of personal values in leadership in
future publications. The comparison with the practice in the survey conducted showed that val-

ues in general, bbton a personal and professional level, are important for managers.

The results and the relationship between personal values and professionatealdsbow

that these valueseem tanfluence leadership style and leaderdb@haviouy whichis an im-

portant result of this workAs values change very slowly, as the comparison of values between
executives and their role models has shown, and this can also be observed in corporate cultures,
the value worlds of corporate culture, leaders, and employeesidi®ak close as possible to

each other to avoidonflicts in the corporate conteaad enhancthe efficiency of cooperation.

Executives act as role models for their employees and consciously and unconsciously transmit
their values to employees throudieir actions. For example, an organization that works in the
social field will develop very different values than a stgrtcompany in IT or a construction
company that carries out largeale construction projects. This means that an organization
shouldhave a clear idea of its own desired and actually lived values and on this basis should
develop acorporatevalueschemeThis value guidshouldto be integrated into the corporate
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mission statemerand shouldebecomea central part of the admissipnocedure for manag-

ers. Ultimately, this can also be a parameter for hiring employees.

With the study, the value schemes of executives could be determined on the personal and pro-
fessional level. These basic data provide the basis for further studiesulthtierive a link
between the individual value systems and personal leaddrshgviourand could provide an

approach to personality development and leadership improvement.

An important finding of the work was also the information which role modelsieadee and

from which environment they come. Thus role models in the family play an important role, but
even imaginary idols from the media or literature shape the value image of executives. In this
area, a peer group could further investigate whethee the difference in the admired charac-
teristics of heroes and family members between leaders an@aners, and a comparison of
priorities. This would give an indication of whether executives are already "made" by the early
influence or whether latenfluences give rise to the desire for leadership.

The advantage of a vakagiented organizational strategy and employee recruitment can result
in lower turnover of both management personnel and employees, since friction losses can be

avoided through simdlr value schemes.

Leadership that steers the company on the basis of existing and desired values and where exec-
utive values align with those of the company can more easily lead to clear, shared goals and a
coordinated approach without gross differencesplegees who can also identify with the or-
ganizational values will be more motivated to achieve their goals. Ultimately;lvataeel lead-

ership can make a significant contribution to the physical and mental health of executives and
employees, because th@ader alignment of value systems means better identification with the

workplace, products and services and strengthens one's own role understanding.

The realization that values are an integral part of their personal worldview for all people, and
that thesevalues are integrated intbe personality from childhood to adolescence, and that
they continue to have a great impact on professional activity supports the theory that it is effi-

cient and effectivéor successfuleadership to act in accordance with 'sr@vn values.

Mental health is an important factor for loteym job satisfaction. One of the reasons for this
satisfaction is the fact that personal values match those in the company. This congruence is also
transferred to the employees in terms of ngamaentbehaviourand thus an increase in em-

ployee motivation is possible. A consideratminvaluesin one's own workspace but also at
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company level can strengthen the quality of cooperation as well as increase efficiency. It is
therefore worthwhile to fagcs on and take into account the values of the people involved for

corporate leaders and executives.

The survey carried feedback from some of the interviewed leaders who expressed a strong in-
terest in the issue of leadership valaed the results of thisork. This reinforces the author's

belief that this subject should be the subject of further intensive study.

In summaryijt can be concludedhaton the basisf scientific literature analysisnthesurvey

with leadership interviews, arah the hypothesis analysighe presentwvork wassuccessful

1 To elevate the valueof executivesand tocompare them with the valuedisted in
the management literatureand thudor the first time depict particular value pat-
terns for leadership styles
To discoverthat different leadership styles are based on different value patterns

1 Todemonstrate that there is an influence of personal valuem leadershipbehav-
iour, which can be a critical factor in ahieving corporate goals, in reruiting pro-
cesses, and iemployee motivation.

1 Toshow that the existing leadership literature hasargely overlooked the factor of
personal valuesso far.

1 To outline the relationship betweenchildhood idol6 salues personal values, and
those valueghat are important to a leader in a professional context, and identify
botha ¢ ¢ o r dand moterdia areas of conflict

4.3 Limits of Research and Recommendations

There are some limitations of this study. First of with 118 full dataset# is a too small
samplefor a general statement. The sample does also not allow valid statements for subsets like
gendereducational backgrounghdustriesor countries. Also considered must be the influence

of personal and businessstrictions and the possibility of socially accepted answers and an
exaggerated opinion of participants as well as different possible perspectives, like the perspec-
tive of the leader for himself or for his employees.

For thecomparison ofvalue patterns in different leadership styleshiaory and reality the

ranking method stresses the importance of single value schemes, so thisl@différences
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in percentagekead to high or low results. Another survey with a larger sample esitd

more clarification in this case.

For further research it is recommended to increase the sampteexteind it to other countries.
As a result, statements about courgpgcific value structuresf executives coulthe madeas
well as statements abadifferent industries or educational backgrounds of leaders and manag-

ers.

This work deliberatelgonsciously refrained from looking at the individual persarthe per-

sonal level between persdnaluesand leadership style. Instead it was attempoeaap this

within the ten value categories for the entire group of participants. As a result, in a comprehen-
sive study, correlations could blerived between thgersonalaluesandthe individualper-
sonality structure, as well as the leadership and Idlaigesty/les of each leader. However, this
requires the query of a precise personality profile, which would reqooperation between
economistssocial scientists and psychologists.

4.4 Summary

In the first stepin the theoretical part wagorked outherelevant literaturgéo presentommon
leadership theories and leadership styles and to identify the tasks and key factors in the man-
agement of employees and companies. The topic of corporate culture wakaison this

part In the second step, value thgdound in the literature was pointed out and various value
models and value studies were shown. In the empiricaltipartirst step was theecondary

analysisof literature.

The comparison of the value schemes of Schwartz and Koiranen created tlier blasisom-
parability of personal and business value woofleaders By clusteringthe foundleadership
stylesin five main leadership stylesere identified anavorked out The literature analysis of

the leadership styles themselves showed that different leadershiphstydedso assigned dif-
ferent valuesThe primary analysief the surveyshowed that the valudégalth, honesty and a
world at peace are among the masportant individual valuesn the personal level, whereas,

for example, wealth or social power seem to be of little importance. At the corporate value
level, credibility, honesty, responsibility and quality kamghest. Social status, cauisness

andthriftiness on the other hand, rank at the lower end of the scale.
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Executives are particularly proud of the quality of their products and ser@oegaring the
value categories, it could be shown that the categories benevolence, universalismdind self
rection are ofpecialimportance both on the personal as well as on the conmgéawant level,

but tradition, conformity or hedonism are only of minor importance. The agtegourity is
very important in the personal area and to a certain extentnalBe corporate context, while
these values are not admired at role models, on the otherPawdr is not a desirable value

in the personal area, bitiis in the professional fieldndalso atrole modelsThe same applies

to the category achievement.

The comparison opersonal and professional value categowéh the dfferent leadership
styles showthat there are different valuper management style. In the corporate context, this
difference is lesstressedbut still recognizableAn importart finding of this work is that per-

sonal valuesnfluence leadership behaviour and thus the achievement of corporate goals and

employee motivation.

The value pattesifound in the leadership literature aooimpared with the value patteraf
the empirical study showertain similarities but also discrepanciesadershighas been insuf-
ficiently focused on the subject of personal valsedar.Personalvalue structure of leaders
could be a potential research focus footlher more comprehsive study to refine the results.

The individual analysisf leadership style and the comparison of the persalaé structure
and the associated identification of corr@ati with any personality traits could be also a fur-
ther field of researchandit is recommended tbe done interdisciplinary by scientists with

psychological background.
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Werteorientierung von Fuhrungskraften

Willkommen bei der Umfrage zu Werten von Fuhrungskraften

In dieser Umfrage werden im Rahmen einer
Dissertation die Werte von Fuhrungskraften
erhoben.

Die Umfrage dauert etwa 20 Minuten und ist
vollkommen anonym.
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Werteorientierung von Fuhrungskraften

Auf den nachsten Seiten werden verschiedene
Werte von Menschen aufgezahlt. Bitte geben Sie bei
jedem Wert an, ob dieser fir Sie personlich sehr
wichtig, eher wichtig, weniger wichtig oder nicht
wichtig ist.
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Werteorientierung von Fuhrungskraften

Personliche Wertorientierung (1 von 5)

Freiheit

Kreativitét

Unabhangigkeit

Die Mdglichkeit eigene Ziele zu wahlen
Neugier

Selbstachtung

ein aufregendes Leben

ein abwechslungsreiches Leben
Mut

Vergniigen

das Leben genieRen

Ehrgeiz

Einfluss

Leistungsféhigkeit

Erfolg

Intelligenz

sehr wichtig

OFONONOHONONOLONOLONCHONCLONOLO)

* 1. Wie wichtig sind Ihnen persénlich folgende Werte und Eigenschaften:

eher
wichtig

OERJOEIOLAOEFOLIOEAOELIO K]

weniger
wichtig

O0O0OO0OO0OO0OO0OO0OO0OO0OO0OO0O0O

nicht
wichtig

OERJOEIOELIOLAOKAOENOENOK S

keine
Angabe

O0O0O0O0O0OO00O0O0OO0O0O0OOO0O0O0OO0
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Werteorientierung von Fuhrungskraften

Personliche Wertorientierung (2 von 5)

* 2. Wie wichtig sind lhnen persénlich folgende Werte und Eigenschaften:

eher weniger nicht keine
sehr wichtig  wichtig wichtig wichtig Angabe

Macht O O O O O
Reichtum /\_/ ’\‘\ (,_J \_:J \,:J
Autoritt C O O O
Erhaltung des 6ffentlichen Images ’;/ ( ;J (“J l:)
soziale Anerkennung ‘:;x \’M ) \/H\ C J
nationale Sicherheit ‘(_} \TJ‘ /) U
die Erwiderung von Gefallen '/:\r (7,\ :j ) /i\
Sicherheit der Familie O O O O
Zugehbrigkeitsgefiihl O O O O O
soziale Ordnung Lﬁ) C/ {\J :/\‘
Gesundheit C :,\ ’\,\ \/;3 /J\‘
Sauberkeit O O O O O
Gehorsamkeit (J L‘ (;) \) (g )
Selbstdisziplin O O O

Hoflichkeit O QO O 3
Ehrung von Eltern und &lteren Personen !: , C\ ':) ’\j [:\,7

Vi
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Werteorientierung von Fuhrungskraften

Personliche Wertorientierung (3 von 5)

* 3. Wie wichtig sind Ihnen persénlich folgende Werte und Eigenschaften:

eher weniger nicht keine
sehr wichtig  wichtig wichtig wichtig Angabe

Respekt vor Traditionen f:‘ \/3 /) n: \) f\)
Glaubigkeit O O O O O
Zufriedenheit mit dem persénlichen Leben \i C?J C ) C‘
Demut L/ ( ;J L ) ‘*:"
el ® O O O
ein spirituelles Leben ‘(_; \T)‘ /) @)
der Sinn des Lebens '/:\r (7,\ :t‘ /i\
innere Harmonie /: (\:j \J CJ
Distanz {:> /j O \:) \‘)
Hilfsbersitschatt O O O O
Verantwortung C ":\‘ ( 7\ ( ;3 ( J\‘
Vershnlichkeit O O O O O
Ehrichkeit O O O Q O
Loyalitit O O O

Liebe O QO O @
Freundschaft ’: ' [\H\ '7/‘ f\] [\D

Vi
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Werteorientierung von Fuhrungskraften

Personliche Wertorientierung (4 von 5)

* 4, Wie wichtig sind Ihnen persénlich folgende Werte und Eigenschaften:

eher weniger nicht keine
sehr wichtig  wichtig wichtig wichtig Angabe

Gleichheit/ Gleichberechtigung O O O O O
Einheit mit der Natur ’\J‘ ’;_) (_\ \:) '\,:‘]
Weisheit O @) O O O
Schnheit (allgemein) O O O O O
soziale Gerechtigkeit \i\ ‘\K\ \’M) (A\ T J
Offenheit O O O O O
Schutz der Umwelt C '/:\' /:\ CJ /]
Frieden (:} /:/ [:) . C)

Sonstiges (bitte angeben)

Vil
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Werteorientierung von Fuhrungskraften

Personliche Wertorientierung (5 von 5)

* 5. Wenn Sie sich an |hre Kindheit bzw. Jugend erinnern, welches war |hr gréfites Vorbild aus Familie,
Literatur, TV, Kino oder Sport?

* 6. Welche drei Eigenschaften beschreiben diese Person aus Familie, Literatur, TV, Kino oder Sport am
besten?

1 | |
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Werteorientierung von Fuhrungskraften

Es werden nun verschiedene Unternehmerwerte
angefihrt. Bitte geben Sie bei jedem Wert an, ob
dieser fur Sie als Fiihrungskraft im Unternehmen
sehr wichtig, eher wichtig, weniger wichtig oder nicht
wichtig ist.
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Werteorientierung von Fuhrungskraften

Im Unternehmen (1 von 3)

* 7. Wie wichtig sind lhnen als Vorgesetzter im Unternehmen folgende Werte und Eigenschaften:

eher weniger nicht keine
sehr wichtig  wichtig wichtig wichtig Angabe

N N\ ' ,\ N\

Ehlichkeit ) ) ) ) )
Glaubwiirdigkeit O O O @) O
Befolgung von Gesetzen "\ \i) j] \H‘ \r‘
Qualitit O O O O
FleiR @) Q O O O
Ehrenhaftigkeit @) O O O O
Serviceorientierung (: /, )

Verantwortung ': ) (’\J

Flexibilitat O O O O [
Stresstoleranz ‘:) \k, ( J (\J :/ )
Bediirfnisse und das Wohlergehen der Mitarbeiter C\, :;‘ '\7\‘ ‘:w
Innovationskraft (‘ @ /Q\ C/‘
Unabhéngigkeit/ Autonomie (J ’;‘,\; \(,) \) €
Visionéres Topmanagement 'jr j/\ ‘/—,‘

Respekt fiir Traditionen O O O

Gutes Image in der Offentlichkeit ’;, f\:\ ' 7) Lj [\:\'

Xl
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Werteorientierung von Fuhrungskraften

Im Unternehmen (2 von 3)

* 8. Wie wichtig sind lhnen als Vorgesetzter im Unternehmen folgende Werte und Eigenschaften:

eher weniger nicht keine
sehr wichtig  wichtig wichtig wichtig Angabe

Einfallsreichtum C‘ \/3 /) \/\ \) f\)
Ausdauer und Besténdigkeit /\,/ ’\‘\ (,_J \_:J \,:J
Sparsamkeit \f, C,:] C ) C‘
Harmonie L/ ( ;J L ) ‘*:"
Héflichkeit O O @) O
Zielorientiertheit ‘(_; \T)‘ /) @)
Nutzung von Chancen (7,\ ‘l\ﬁ,‘ /i\
Loyalitit O @) O O
Ethik O @) O O O
Lebenslanges Lernen Lﬁ) C/ {\J :/\‘
Produktivitt/ Leistungsfahigkeit O O O O @)
Systematische Arbeitsweise C_\ _, \/‘) (ﬂ) \\
Zusammenhalt (J L‘ (;) \) (g )
Hilfsbersitschatt O O O

Okologisches BewuBtsein O O O O
Wachstum ’: ' [\H\ '7/‘ f\ij [\:J

10
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Werteorientierung von Fuhrungskraften

Im Unternehmen (3 von 3)

* 9. Wie wichtig sind lhnen als Vorgesetzter im Unternehmen folgende Werte und Eigenschaften:

eher weniger nicht keine
sehr wichtig  wichtig wichtig wichtig Angabe

N\ ~ N N N\

Humor L ) L A) () L \_/
Vorsicht /\_) ’;_) (/J \:) \,:]
Risikobereitschaft ‘j\ \() C\] (ﬁ‘ (‘
Sozialer Status und Anerkennung (:) (/;, /() (“J \:)
Offenheit O QO O O Q
Soziale Verantwortung O O O (D :\,\J
Wirtschaftliche Rentabilitat/ Gewinn O O O O O

Sonstiges (bitte angeben)

11
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Werteorientierung von Fuhrungskraften

Auf den nachsten zwei Seiten finden Sie
Beschreibungen von Eigenschaften. Bitte
bewerten sie diese, ob sie vollstandig, eher, eher
nicht oder gar nicht auf lhre Produkte oder
Dienstleistungen zutreffen.

12
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Werteorientierung von Fuhrungskraften

Produkte (1 von 2)

* 10. Wenn Sie an die Hauptprodukte oder Dienstleistungen in lhrem Unternehmen denken, welche
Aussagen treffen darauf zu?

Trifft Trifft weniger
vollstandig zu  Trifft eher zu zu Trifft nicht zu

Schont / schiltzt die Umwelt O O O Q

Hilft Menschen gesund zu werden oder zu bleiben

erhoht die Sicherheit von Menschen oder Tieren )

Hat hohe Qualitéit O ) O)

Unterstiitzt die Kreativitat

Unterstiitzt Eigenstandigkeit und Freiheit L)

Edaubt dem Kunden mehr Flexibilitat

Schenkt Freude

ist aufregend @)

ist spannend

verleiht Ansehen und erh6ht den Status f\/d ('\J

verleiht oder erhht Attrakivitt O O O O
erhoht den Selbstwert K ) B D B
erhoht den Einfluss \ ( / (,\ \)

13

XV



10.13147/SOE.2021.023

Werteorientierung von Fuhrungskraften

Produkte (2 von 2)

* 11. Wenn Sie an die Hauptprodukte oder Dienstleistungen in Ihrem Unternehmen denken, welche
Aussagen treffen darauf zu?

Trifft Trifft weniger
vollstandig zu  Trifft eher zu zu Trifft nicht zu

verleiht Autoritit O O @ O

steigert Wissen

unterstiitzt in finanzieller Hinsicht ¢ )
unterstiitzt das Gemeinschaftsgefiihl ( )

ist wichtig fiir die Einhaltung von Gesetzen und Vorschriften

ist notwendig fiir eine effiziente Produktion L)

unterstiitzt Traditionen

ist notwendig fiir serviceorientierte Dienstleistungen

unterstiitzt ein spirituelles Leben

fiihrt zu einem friedvolleren Leben und innerer Harmonie

Schenkt Genuss und Vergniigen () () ()

Sonstiges (bitte angeben)

14
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Werteorientierung von Fuhrungskraften

* 12. Welche drei Eigenschaften schatzen Sie besonders an den Hauptprodukten bzw. Dienstleistungen
Ihres Unternehmens?

1 | |
2 | |

15
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Werteorientierung von Fuhrungskraften

Auf den nachsten zwei Seiten finden Sie Aussagen
zum FUhrungsverhalten. Bitte bewerten sie diese,
ob diese vollstandig, eher, eher nicht oder gar nicht
auf lhr FUhrungsverhalten zutreffen.

16
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