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ABSTRACT

Organization culture is the key component of the companies and provides competitive advantage and uniqueness (Barney, 1986). Equality and the fair management create strong organization culture, which is one of the most important tools in maintaining organizational effectiveness, competitiveness and increase employee satisfaction (Lund, 2003). Strong organizational culture boosts teamwork, common shared values, security and esteem by the peers in the organization. In long run, employees become loyal, committed and show increased performance (Kerr & Slocum, 2005). In other words, a well-established and fair organizational culture becomes a tool to minimize inequalities (Barney, 1986).
Given these advantages, defining and measuring organization culture is of importance for managers in all industries. To achieve this, culture in an organization culture should be defined clearly and followed precisely (Schein, 1990). However, this is not easy since it has been studied and defined by various disciplines, to name few; physiology, anthropology and sociology. Several schemes and scales have been used to measure it (Allaire & Firsirotu, 1984). Moreover, distinct scales have been used in different industries based on characteristics, values, symbols, and assumptions of that particular industry (Gordon, 1991). In this sense, hospitality industry by being amalgam service sector, which is heavily reliant on human capital, has its own unique features (Kotler et al., 2002). Perhaps because of the perils there is comparatively fewer research published in this industry (Deal & Kennedy, 1982).
Moreover, developing a peculiarity of hospitality industry organizational culture scale is essential for adaptability and generalizability among similar industries. Therefore, this paper aims to stress the influences of business environment and industry characteristics on organizational culture and highlights the importance of developing a hospitality industry specific organizational culture scale. Implications for organizational culture studies also discussed.
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