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Abstract:
As the values of digital culture of an organization should be actionable, distinctive, and linked to results, the aim of the research
was to show that the impact of the digital culture on the organizational success through its outcome can encourage persistent
striving for customer-focused, scalable results. To that purpose
there was experimental online research provided in 114 SMEs in
Serbia in 2019. Methods used are descriptive statistics, ANOVA
test and Pearson’s correlation. Key results support the hypothesis
of the paper that the Digital culture with its values, impact, speed,
autonomy and openness influences the output of the organization
measured through the impact on its factors, agility, collaboration,
customer focus, diversity, execution, innovation, and integrity,
fast-growing and financial performance. The authors hope that
such a system of interrelated values and digitally enabled practices can be remarkably effective when management of the organization gets it right. The realities of how companies talk about
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their culture is consistent with a prominent theory that defines
organizational culture as a set of norms and values that are widely shared and strongly held throughout the organizational output,
quality, productivity and safety improvement. The contribution
of the paper is the research of the core values of the digital culture
in direction to capture the values to the distinctive essence of an
organization, providing the clearly link to business outcomes.
Keywords: organizational behavior, digital culture, transformation, change
management, data & analytics, communication, innovation, SMEs.
JEL: D23, 033

1. INTRODUCTION
Many companies around the world are growing their digital cultures
within the technology and business transformation. Launching technology
projects is just the starting point. To move from building systems and processes to building capabilities is the main goal, building a culture where innovation is the norm and where employees constantly seek learning making
the most of the best new technologies and growth (Westerman, Bonnet &
McAfee 2014; Winter 2017; Wojcicki 2014; Dweck 2007).
The right culture for the digital age matches the speed and innovative nature of digital-native companies while avoiding the locker-room culture that can
prevail at some of them. It promotes rapid experimentation with products and
business models while staying true to valuable capabilities that help the company
thrive. Culture is a core executive responsibility. It takes continuous performance
management at all levels, the commitment of everyone across the company to live
by the culture the organization wants to achieve.
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There are number of good examples in the organizational culture improvement, among which is very popular, “The Culture 500”. This is an in-
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teractive index, used in USA companies. shows’ how companies perform
across the cultural values that matter most to employees, such as respect, collaboration, and diversity (Guiso, Sapienza & Zingales 2015). Culture Champions are likely to share the strong financial performance compared with
companies in their industries, female leadership (Chatman &. O’Reilly 2016;
Verbeke, Volgering & Hessels 1998; O’Reilly & Chatman 1996), psychologically safe environments. Company practices often conflict with corporate
values. Closing the gap starts with communication. (O’Reilly, Chatman, &
Caldwell 1991; O’Reilly, Caldwell & Chatman 2014).
All that is good in a traditional company’s culture makes a good base
for a digital-ready culture development, as new practices while fine-tuning
others, communicating the desired values. A digital-ready culture can be
a winning formula for competing with fast-moving digital entrants in any
industry in the combination with a traditional company’s assets and competencies (Zakic, Popović & Miškić 2019; Radovic-Markovic, Grozdanic,
Kvrgic & Markovic 2012; Radovic-Markovic, Jevtic, Grozdanic, Markovic &
Vucekovic 2014; Radovic-Markovic, Grozdanic & Jevtic 2014b).
All this activities and trends motivated the authors to research the issues of the digital culture and their impact on the business outcomes of an
organization. The paper is structured so that, after the abstract, introduction
and literature framework, the key results of the research are presented with
discussion and conclusions. The newest sources of literature are used in the
research and presented at the end of the paper.

2. LITERATURE REVIEW
A definitions of the digital culture often include a set of values and norms
that guides human and technology interactions. It’s present in the espoused
values of management, the unspoken assumptions of employees, new ICT
technologies implementation and the commonly accepted behaviours that
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have helped an organization succeed in its chosen environment. It assumes
the set of cultural elements that are essential to help companies become agile,
innovative, and fast-growing.
According to the review of the management literature on digital culture, examined published frameworks and stories of digital companies’ cultures, and the identification a small set of self-consistent values and practices
of digital culture, digital leaders of the organization typically focus on has
further key values:
− Impact: radically changing the world through constant innovation.
Creating impact, assuming that profit will follow,
− Speed: helping organizations stay ahead of competitors and keep up
with rapidly changing customer desires by moving fast and iterate,
− Openness: Share advice and information openly engaging broadly
with diverse sources of information rather than keeping knowledge
to oneself and striving for big impact. The companies encourage people to seek out relevant data and expertise wherever it resides, and
− Autonomy: Autonomy means not relying on formally structured coordination and policies, but giving the freedom to do what’s right for
the organization and its customers without waiting for formal approval at every turn. The workers have the latitude to focus on the
tasks that they believe matter most to customers.
High-performing digital companies most often define their values as:
−
−
−
−

Rapid experimentation,
Self-organization,
Data-driven decision-making, and
Obsession with customers and results.

The emphasis on data and results drives:
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− Accountability,
− Encouraging persistent striving for customer-focused, and
− Scalable results.
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Many companies around the world are growing their digital cultures. (Helsper & Eynon 2010; Grozdanic Grozdanic, Radovic-Markovic, Papic,
Kvrgic & Jevtic 2012; Grozdanic, Radovic-Markovic, Jevtic, & Vukosavljevic 2013; Grozdanic, Radovic-Markovic & Jevtic 2013b; Popovic, Kvrgic, Corić, Avakumovic & Milosević 2020; Dimitrijevic, Vukadinovic & Grozdanic 2017). While changing culture is never easy, the
start growing strong cultural roots for a digital transformation of the
organization can help some of the following activities:
− Reformation of the vision around radical impact,
− Visible promotion new values and practices,
− Selective approach in choosing where to start, as not every unit of a
company needs a digital culture,
− Paying the attention to ICT,
− Provision of the right tools to make data-driven decisions, or to
make collaboration with people around the world easy, and
− Transparency about goals and performance, output, quality, and
safety to help collaboration in the problems fixing and productivity
raise.

3. METHODS AND MATERIALS
3.1. Sampling and data

The aim of the research was to communicate the impact of the digital couture s values on the company’s outcomes. The hypothesis is that the
digital culture values have the impressive impact on the factors of the organization s success.
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− Based on the theoretical framework (Cameron, Quinn & DeGraff
2006; Bennett, Maton & Kervin 2008; Bawden 2008) as the values
of the digital culture of the organization are defined: Impact, Speed,
Openness and Autonomy. Digital culture with its factors is independent variable in the research,
− Based on the theoretical framework (Aguinis & Lawal 2013; O’Reilly
& Chatman 1996) as the organization’s outcome success is defined:
Agility, Collaboration, Customer focus, Diversity, Execution, Innovation, Integrity, Fast-growing, Financial performance and Respect.
Organization’s outcome with its factors is treated in the research as
dependent variable.

There were 114 SMEs organizations from Serbia in 2019 included in the experimental online questioner for the purpose of the research in this paper.
Using descriptive statistics the sample can be presented as follows:
In Figure 1 are given descriptive statistics for the main industry activity of
the companies, and they are: manufacturing– 58 organizations, or 50.87% of
total number of the interviewed companies, services - 37 or 32.45% and ICT
sector - 19 or 16.66% of the total number 114 SMEs.
Figure 1. Frequencies and percentage representation of the main
activity of the company
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According to the legal form, all 114 companies or 100% belong to independent private enterprises. According to the number of employees, all 114
companies, or 100% belong to a group of small and medium enterprises of
10 to 250 employees.
In Figure 2 basic desscriptive survey statistics according to the position of
the surveyed companies, owner - 59 or 51.75% and manager / director - 55
or 48.24% of the total number of 114.

Figure 2. Frequencies and percentage representation according
to the position of the respondents

Figures 3 provides basic descriptive statistics for the revenues of the surveyed companies in 2019. Less than €100,000 revenues had 27 companies
or 23.68%, from €100,001 to €500,000 - 34 or 29.82%, from 500 001 to
€2,000,000 - 28 or 24.56% and over 2,000,001€ revenues had 25 companies
or 21.93% of the total number of 114.
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Figure 3. Frequencies and percentage representation according
to the company’s revenue in 2019

In Table 4 descriptive statistics according to the source of income in the
surveyed companies is presented, so 94 companies or 82.45% earned
income on domestic market, 20 or 17.54% of the total sample on foreign
market.
Table 1. Descriptivne statistics according the Sources of business
income in 2019.

3.2. Cross-tabulation
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In Table 2 are given cross-state values for the Main activity of the company and the Company’s revenue in 2019. It can be concluded that there are
the most the manufacturing companies with the company’s revenue in 2019
from €100,001 to €500,000. At least are companies with the Main IT activities of the company with the company’s revenue in 2019 over €2,000,001.
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Table 2. Cross-tabulated values for the Main Activity of the Company and
the Company’s revenue in 2019.

In Table 3 are given cross-state values for the Main activity of the company
and Sources of business income. It can be concluded that the Main activity
of the company are most of those working in manufacturing 50 of them,
with domestic market as the Sources of business income. At least are those
companies with the Main IT activity and foreign market as the Sources of
business income.

Table 3. Cross-tabulated values for the Main activity / Sources of business
income of the company
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In Table 4. the values of the descriptive statistics for Digital culture (DC) are
presented.

Table 4. Descriptive statistics for Digital culture (DC)

In Table 5 the values of the descriptive statistics for the Organization’s output
(OO) are presented.

Table 5. Descriptive statistics for the Organization’s output (OO)
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3.3. Correlation and regression analysis

Pearson’s correlation values are given in Table 6.

Table 6. Pearson’s Correlation
Digital culture (DC)
Digital culture (DC)
Organization’s output (OO)

Organization’s output (OO)

1.0000
0.9108

0.9108
1.0000

Correlation coefficient - the link between the Digital Culture (DC) as independent variable and Organization’s Output (OO) as dependent is 0.9108
and it is strong. Determination coefficient – exactly how it can be predicted that the Organization’s output (OO) relative to Digital Culture (DC) is
82.95%.
The statistician’s score is given in Table 7 and it is [F(1,112)=545.3312, p<0,0001].

Table 7. ANOVA for Digital Culture (DC) variable
Source
Model
Error
C. Total

DF Sum of Squares Mean Square
1
72.540071
72.5401
112
14.898263
0.1330

F Ratio
545.3312
Prob > F

113

<0.0001*

87.438333

111

Digital Culture Impact...

J. Avakumović, J. Popović, M. Beslac, G. Coric

In Table 8 is determined the size of the contribution of the factors of the independent variable to the factors of dependent variable.

Table 8. Contribution Coefficients
Term
Intercept
Organization’s
output (OO)

Estimate
-0.099529

Std Error t Ratio
0.173942
-0.57

Prob>|t|
0.5683

Std Beta

0.9833164

0.042108

<0.0001*

0.910832

23.35

VIF
0
.
1

Based on data from Table 8 a regression equation can be formed, which
reads:
y1=-0.099529+0.9833164∙x2
or
Digital culture (DC)=-0.099529+0.9833164∙Organization's Output (OO)

For the variable Organization’s Output (OO). In Table 9 a basic evaluation of the model was performed. The determination coefficient is 0.829614,
which means that with 82.96% variability, the dependent variable of Organization’s Output (OO) can be explained by the independent, Digital culture
(DC) variable. The connection between the variables is strong.
Table 9. Evaluating models for variables Organization’s Output (OO)
RSquare
RSquare Adj
Root Mean Square Error
Mean of Response
Observations (or Sum Wgts)

112

0.829614
0.828093
0.337834
4.050439
114
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The statistician rating was given in Table 10 and it is [F(1,112)= 545.3312,
p<0,0001].

Table 10. ANOVA for variable Organization’s Output (OO)
Source
Model
Error
C. Total

DF Sum of Squares
1
62.239702
112
12.782776
113
75.022478

Mean Square
62.2397
0.1141

F Ratio
545.3312
Prob > F
<0.0001*

3.4. Key results
Table 11 specifies the size of the contribution of an independent variable
Digital culture (DC) to the dependent variable Organization’s Output (OO).
Based on this data, the hypothesis H: Digital Culture Level (DC) can be verified, significantly affecting the level of Organization’s Output (OO).
Table 11. Contribution Coefficients
Term
Intercept
Digital
culture
(DC)

Estimate Std Error t Ratio Prob>|t| Std Beta VIF
0.7741097 0.143824
5.38 <0.0001*
0
.
0.8436898

0.036129

23.35 <0.0001*

0.910832

1

Based on data from the previous table, a regression equation can be formed
that reads:
y2=0.7741097+0.8436898∙x1
or
Organization's Output =0.7741097+0.8436898∙Digital culture (DC)
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4. DISCUSSION AND CONCLUSIONS
The aim of the research was to show that the impact of the digital culture on the success of the organization thorough its outcome can be accountable, encouraging persistent striving for customer-focused, scalable results.
The hypothesis is confirmed by the key results of the research in the paper.
The authors hope that such an system of interrelated values and digitally enabled practices can be remarkably effective when management gets
it right. The realities of how companies talk about their culture is consistent
with a prominent theory that defines organizational culture as a set of norms
and values that are widely shared and strongly held throughout the organizational output, quality, productivity and safety improvement (Deal & Kennedy 1992; Goffee & Jones 1996; Groysberg, Price, and Jo-Jud Cheng 2018).
A company’s core values should capture its unique identity, the enduring essence of the company that distinguishes it from competitors (Whetten
2006). When employees identify with a distinctive culture, they are more
likely to incorporate core values in their daily activities and pursue their organization’s goals (Dutton, Dukerich & Harquail 1994; Riketta & Van Dick
2005). A distinctive corporate culture can also differentiate an organization
from competitors and provide a source of sustainable competitive advantage
(Barney 1986). In fact, this research on the 114 companies shows that striving for integrity and stability in a company’s culture does not hurt self-reported measures of innovation, profitability, and customer satisfaction.
Become a digital-ready organization without sacrificing important
values and the practices that set digital companies apart is in a center of the
activities of many traditional SMEs. The speed with which digital companies
create and test innovations is the greatest advantage.
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It is also important to preserve practices that promote integrity and stability,
as it is the value of the organizational output. The customers, employees,
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regulators, and shareholders would respect these qualities and the practices
that support them.
Wherever possible, strict rules and controls must give way to broader guidelines and transparent monitoring. This transparency encourages higher performance and improves collaboration (Kvrgic, Popovic & Coric
2020; 2018; 2012; Jevtic, Dedjanski, Beslac, Grozdanic & Damnjanovic
2012; Jevtic, Dedjanski, Beslac & Grozdanic 2012b; Jevtic & Grozdanic 2014; Jevtic, Zakic, Popovic, Coric & Kvrgic. 2020).
This research opened some future topics to be explored too. First, it is another unforeseen opportunity emerged from the many process improvements
identified by employees. About that speak the opportunities brought by the
usage of the chat bots and the country’s biometric identity system, along with
product simplification and some partnering, creations of a digital bank for
instance, that requires virtually no intervention from employees. At near-zero marginal cost, for example the digital bank’s processes make it possible to
serve hundreds of millions inhabitants who could not be served profitably by
traditional banking processes, etc.
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UTICAJ DIGITALNE KULTURE NA REZULTATE
POSLOVANJA ORGANIZACIJA MSP
Sažetak:
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Kako vrednosti digitalne kulture organizacije treba da budu merljive i
povezane sa rezultatima, cilj ovog istraživanja je bio da se uputi na mogući uticaj digitalne kulture na uspeh preduzeća kao organizacije podsticanjem na bolju komunikacijua sa klijentima. U tom cilju je sprovedeno
2019 godine empirijsko online istraživanje na uzorku od 114 preduzeća
u Srbiji. Metode deskriptivne statistike, ANOVA test i Pirsonova korelacije su korištene u radu. Ključni rezultati podržavaju hipotezu rada da
digitalna kultura kroz vrednosti: uticaja, brzinw, autonomijw i otvorenosti utiče na rezultate u poslovanju orgnaizacije koji se mere uticajem na
njene faktore, agilnost, saradnju, orijentaciju na klijenate, raznolikost,
izvršenje, inovacije, integritet, brzi rast i finansijske performanse. Autori se nadaju da takav sistem međusobno povezanih vrednosti i digitalno omogućenih praksi može biti izuzetno efikasan kada je menadžment
organizacije efikasna u komunikaciji digitalne kulture i rezultata poslovanja. Izjave preduezća o vrednostima digitalne kulture treba da su teo-
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rijski uokvirene i usklađene kao skup normi koje se široko dele i snažno
održavaju kroz proizvodnju, kvalitet, produktivnost i unapređenje bezbednosti. Doprinos rada jeste u kvalitativnom uticaju istraživanja osnovnih vrednosti digitalne kulture u pravcu njihove suštine sa raznim faktorima poslovanja preduzeća, pružajući jasnu vezu sa poslovnim ishodima.
Ključne reči: organizaciono ponašanje, digitalna kultura, transformacija,
upravljanje promenama, podaci i analitika, komunikacija, inovacije, msp.
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