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ABSTRACT

The topic of the project is ‘A Study on ‘Organizational Culture’ and its
Impact on employees’ behaviour’. It brings out the behavioural aspect of the
employees working in Hyundai Motors India Ltd. The main objective of the
study is to find the overall performance of the employees. The research
design used in this study is descriptive research design. Data from 140
people were collected as population study. Data was collected by survey
method through structured questionnaire with close ended questions. The
primary data was obtained through questionnaire and secondary data from

the company records and through internet.

The purpose of the survey process is to provide a more accurate
assessment of the existing culture from the employees’ point-of-view and also
to assess their behaviors with respect to that of the existing culture. The
culture ofan organization consists of the values and beliefs of the people in an
organisation. The organizational culture usually has values and beliefs that
support the organizational goals. Organizational culture has an impact on

employee’s satisfaction.

The analysis was done through simple percentage analysis and
weighted average method. From the analysis it was found that the employees
of HMIL were much satisfied with their interpersonal relationships, co-
ordination and integration between various departments of the organization,
and also the rewards & incentives given by their management. But the
management has to provide more practical sessions in training programmes
to improve their performance in their respective fields. Such training
programmes will help them to enhance their knowledge in the respective
fields.
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CHAPTER-1

INTRODUCTION

1.1 INTRODUCTION

A hotel's culture is the character and personality of the hotel
organization. It is what makes the hotel business unique and is the sum of its
values, traditions, beliefs, behaviours and attitudes. A positive hotel culture
attracts talent, engages hoteliers in their work and affects performance.
Hospitality is one of the world's fastest expanding sectors today. Hospitality
management include hotels, events, travel & tourism, luxury services, food
services and other related industries. Travel and tourism are the most

important contributors to the global economy.

The word hotel is derived from the french hotel coming from the
same origin as hospital, which referred to a french version of a building
seeing frequent visitors and  providing care, rather than a place
offering accommodation. Hotels can be categorized in a variety of ways, such
as by size, location, services, starrating and amenities. Hotels
are most commonly categorized by the level of service full or limited and

property type full-service resort, limited-service hotels.
1.2.1 TYPES

Hotel operations vary in size, function, and cost. Most hotels and major
hospitality companies that operate hotels have set widely accepted industry

standards to classify hotel types. General categories include the following:

1.2.2 INTERNATIONAL LUXURY

International luxury hotels offer high-quality amenities, full-service
accommodations, on-site full-service restaurants, and the highest level of

personalized and professional service in major or capital cities.

Example. Brands include:
Grand Hyatt, Conrad, InterContinental, Sofitel, Mandarin Oriental, Four

Seasons, The Peninsula, Rosewood, JW Marriott and The Ritz-Carlton.


https://en.wikipedia.org/wiki/Grand_Hyatt
https://en.wikipedia.org/wiki/Conrad_Hotels
https://en.wikipedia.org/wiki/InterContinental_Hotels_%26_Resorts
https://en.wikipedia.org/wiki/Sofitel
https://en.wikipedia.org/wiki/Mandarin_Oriental_Hotel_Group
https://en.wikipedia.org/wiki/Four_Seasons_Hotels_and_Resorts
https://en.wikipedia.org/wiki/Four_Seasons_Hotels_and_Resorts
https://en.wikipedia.org/wiki/The_Peninsula_Hotels
https://en.wikipedia.org/wiki/Rosewood_Hotels_%26_Resorts
https://en.wikipedia.org/wiki/JW_Marriott_Hotels
https://en.wikipedia.org/wiki/The_Ritz-Carlton

1.2.3 LIFESTYLE LUXURY RESORTS

Lifestyle luxury resorts are branded hotels that appeal to a guest with
lifestyle or personal image in specific locations. They are typically full-service
and classified as luxury. A key characteristic of lifestyle resorts is focus on

providing a unique guest experience as opposed to simply providing lodging.

1.2.4 UPSCALE FULL SERVICE

Upscale full-service hotel often provides a wide array of guest services
and on-site facilities. Commonly found amenities may include: on-site food
and beverage (room service and restaurants), meeting and conference

services and facilities, fitness centre, and business centre.

1.2.5 BOUTIQUE

Boutique hotel are smaller independent non-branded hotels that often
contain mid-scale to upscale facilities of varying size in unique or intimate
settings with full-service accommodations. These hotels are generally 100

rooms or fewer.

1.2.6 ECONOMY AND LIMITED SERVICE

Small to medium-sized hotel establishments that offer a very limited
number of on-site amenities and often only offer basic accommodations with
little to no services, these facilities normally only cater and market to a specific
demographic of travelers, such as the budget-minded traveller seeking a "no

frills" accommodation.

1.2.7 MOTEL

A Motel, an abbreviation for "motor hotel", is a small-sized low-rise
lodging establishment similar to a limited service, lower-cost hotel, but
typically with direct access to individual rooms from the car park. Motels were
built to serve road travellers, including travellers on road trip vacations and

workers who drive for their job (travelling salespeople, truck drivers, etc.).



1.2.8 MICROSTAY

Hotels may offer rooms for micro stays, a type of booking for less than
24 hours where the customer chooses the check in time and the length of the
stay. This allows the hotel increased revenue by reselling the same room
several times a day. They first gained popularity in Europe but are now

common in major global tourist centre.

1.2 COMPANY PROFILE

Accor S.A. is a French multinational hospitality company that owns, manages
and franchises hotels, resorts and vacation properties. It is the largest
hospitality company in Europe, and the sixth largest hospitality company
worldwide.

Accor operates in 5,300 locations in over 110 countries. Its total capacity is
approximately 777,714 rooms. It owns and operates brands in many
segments of hospitality:

Luxury (Raffles, Fairmont, Sofitel), premium (MGallery, Pullman, Swissétel),

midscale (Novotel, Mercure, Adagio), and economy (ibis, hotelF1)

The company is headquartered in Issy-les-Moulineaux

o Gérard Pelisson
o Paul Dubrule

Founders

Founded 1967; 56 years ago[1]
Paris, France

In 1967, Paul Dubrule and Gérard Pélisson founded the hospitality group
Société d'investissement et d'exploitation hoteliers (SIEH) and opened the

first Novotel hotel outside Lille in northern France.


https://en.wikipedia.org/wiki/G%C3%A9rard_Pelisson
https://en.wikipedia.org/wiki/Paul_Dubrule
https://en.wikipedia.org/wiki/Accor#cite_note-forbes-1
https://en.wikipedia.org/wiki/Paris
https://en.wikipedia.org/wiki/Hospitality_company
https://en.wikipedia.org/wiki/Raffles_Hotels_%26_Resorts
https://en.wikipedia.org/wiki/Fairmont_Hotels_and_Resorts
https://en.wikipedia.org/wiki/Sofitel
https://en.wikipedia.org/wiki/MGallery
https://en.wikipedia.org/wiki/Pullman_Hotels_and_Resorts
https://en.wikipedia.org/wiki/Swiss%C3%B4tel
https://en.wikipedia.org/wiki/Novotel
https://en.wikipedia.org/wiki/Mercure_(hotel)
https://en.wikipedia.org/wiki/Adagio_(hotel)
https://en.wikipedia.org/wiki/Ibis_(hotel)
https://en.wikipedia.org/wiki/HotelF1
https://en.wikipedia.org/wiki/Issy-les-Moulineaux
https://en.wikipedia.org/wiki/Paul_Dubrule
https://en.wikipedia.org/wiki/G%C3%A9rard_P%C3%A9lisson
https://en.wikipedia.org/wiki/Novotel
https://en.wikipedia.org/wiki/Lille

1.3 PRODUCT PROFILE

Created in 1967 in France, the company grew into what became the Accor
group in 1983, and Novotel remained a pillar brand of Accor's multi-brand

strategy. Novotel manages 559 hotels in 65 countries (2021).

The first Novotel was launched in Lille, France, in 1967. It was inspired by
American motels with comfortable rooms, a restaurant and parking. By 1970,
seven Novotel hotels were in operation, and the group raised the funds to

develop internationally.

By 1975, Novotel opened 60 hotels in France and 13 in Europe.[5] Novotel
bought Mercure in 1975, and Sofitel in 1980. In 1981, Novotel entered the

Asian market with the opening of a hotel in Singapore.

Novotel caters to business and leisure travelers, with hotels located in the
heart of major international cities, business districts and tourist
destinations.[26] Novotel manages 559 hotels in 65 countries (2021).
Since 2010, Novotel also includes the apartment hotel brand Novotel Suites,
with 34 hotels worldwide (2018).[2]

1.3.1 MANAGEMENT

Hotel management is a globally accepted professional career field and
academic field of study. Degree programs such as hospitality management
studies, a business degree, and/or certification programs formally prepare

hotel managers for industry practice.

Most hotel establishments consist of a general manager who serves as the
head executive (often referred to as the "hotel manager"), department heads
who oversee various departments within a hotel, middle managers,
administrative staff, and line-level supervisors. The organizational chart and
volume of job positions and hierarchy varies by hotel size, function, and is

often determined by hotel ownership and managing companies.


https://en.wikipedia.org/wiki/Lille
https://en.wikipedia.org/wiki/Novotel#cite_note-tourspain_RET-59-60-5
https://en.wikipedia.org/wiki/Mercure_(hotel)
https://en.wikipedia.org/wiki/Sofitel
https://en.wikipedia.org/wiki/Singapore
https://en.wikipedia.org/wiki/Novotel#cite_note-26
https://en.wikipedia.org/wiki/Apartment_hotel
https://en.wikipedia.org/wiki/Suite_Novotel
https://en.wikipedia.org/wiki/Novotel#cite_note-accor_data-2
https://en.wikipedia.org/wiki/Hospitality_management_studies
https://en.wikipedia.org/wiki/Hospitality_management_studies
https://en.wikipedia.org/wiki/Business_degree
https://en.wikipedia.org/wiki/Middle_manager
https://en.wikipedia.org/wiki/Middle_manager
https://en.wikipedia.org/wiki/Administration_of_business

1.3.2 DEVELOPMENT

Year

2021

2020

2019

2018

2017

2016

2015

2014

2013

2012

2011

Development since 2011

Hotels

S5

542

536

527

492

464

448

428

414

401

395

Rooms

108,272

105,559

104,835

102,795

98,903

92,843

89,219

83,340

79,220

76,383

74,502



1.4 OBJECTIVES OF THE STUDY
This study is undertaken with the following objectives.
1. To assess the existing culture of the organization and to find its impact on

employees’ behavior.

2. To analyze the overall performance of the employees.
3. To learn the employee’s relationship with their peers.

4. To study the employees feel about the management.

1.5 NEED OF THE STUDY

1. Organizational culture affects all aspects of your business, from punctuality
and tone to contract terms and employee benefits.

2. When workplace culture aligns with the employees, they're more likely to
feel more comfortable, supported and valued.

3. It creates a sense of belonging and security for staff because they feel as
ifthey are part of the business.

4. This can help improve team work and to raise and increase motivation.

1.6 SCOPE OF THE STUDY

1. The findings of the study reveal that respondents have satisfied with
organizational culture.

2. Organizational culture may well be a system of philosophies,

ideologies, values, assumptions, beliefs, attitude and expectation that knit

the organization together and shared by its employees.

3. Organizational culture has primarily been viewed as an internal
phenomenon,having an impact on staff behavior and attitudes.

4. The culture creates the environment in the organization and influences
thenature of the long-term plans that move the organization toward its vision.
5. The management can create the work environment in which their
employeeswill thrive.

6. The management can

e Enhance employee relationship

e Provide constructive feedback to their performance



CHAPTER-2

REVIEW OF LITERATURE

2.1 REVIEW OF LITERATURE

(Vanhaverbeke et al 2021) The theoretical review will cover the below
theories related to performanceand organization culture. This study is based
on three major theories namely, The Schein’s theory of organizational culture,
Theory X and Theory Y by Mc Gregor, the theory of open-book Management
by john stack. Organizational culture is the atmosphere that pervades the
interior of company orassociation. Organizational culture was also identified
as what was conveyed to the individuals with the organization, what they
experienced, believed and demonstrated (Nadler M & Nadler D., 1998).
Theories of organizational culture attempt to explain the phenomena that
occur in and around individuals. The conceptual study regarding
organizational culture is often called the phenomenon of interest. Rather than
a mathematical formula, the study of organizational culture includes shared
understanding, intangible values and assumptions, and the effects culture has
on human behavior. Understanding the phenomenon of organizational culture

allows companies tostrengthen their working environment.

(Van de Vrande 2020) The culture of an organization has an important on its
performance, organization culture can be the psychology, behaviors,
experiences, beliefs and the value of an organization. The morals, values,
ethics and ideals could be personal as well as cultural. The study is aimed at
investigating the impact of organizational culture on employee’s performance
and job satisfaction.Organizational culture is the norms and values shared by
members of an organization that controls the way they interact with one
another and stakeholders outside the organization. The study reveals that
organizational culture fosters performance and satisfaction. Further, it was
discovered that the organizational culture determines if the level of
employee’s performance and job satisfaction either increases or decreases.
From the observation and findings, this can be said to be true because the

type of organizational culture practiced in the organizational determines the



relationship between the employees and managers, in the organization, how

acquainted the employees is with his/her job and how they are motivated.

(Bogers 2019) A Google scholar search of “Open innovation”, up until
January of 2020, delivers over 3.9 million results, and Hendry Chesbrough’s
2003 book has gathered more than 20,441 citation (Open Innovation, 20220).
Ol implies that companies should look for external ways to search for and use
ideas that lie beyond their recognized boundaries (Chesbrough, 2006). As the
interest in exploring this new paradigm has continued to increase, related
literature has also increased, highlighting its benefits and advantages. More
importantly, any recent arguments regarding innovation in large corporation
are eventuallylinked to the topic of Ol. Granting a business access to a much
larger pool of external knowledge and ideas makes it a more attractive
venture to pursue. Thus, many organizations have begun to adopt the Ol
model as an essential organizational adaptation to environmental shifts.
Through open innovation, customers can be creatively engaged in the design

and production of the product.

(Canik 2018) One stream of research in the organizational culture literature
focuses on how culture shapes employee value, cognition, and behavior in
organizational settings. In Smircich’s (1983) view, organizational culture
expresses the values of social ideals and the patterns of beliefs that are
shared by organizational members and manifested by symbolic devices such
as myths, rituals, stories, legends, and specialized languages. Harris (1994)
investigated how organizational culture influences mental schema employees
use to make sense of organizational phenomena and to formulate responses,
such as ‘| think it means this and | would be inclined towards this response”
(p. 309). He identified categories of “in-organization” schemas that capture the
range of knowledge needed for the sense-making effort and concluded that
organizational culture is reflected in the emergence of congruent schemas
among the members which are similarly salient to organizational stimuli (i.e.,
con cepts, events, people, and groups), and which shape and are shaped
by the social sense-making process of intrapsychic mental dialogue between

self and others. Jones, Jimmieson, and Griffiths (2005) conducted a

8



longitudinal study on how employees’ perception of organizational culture
values influences their readiness to change and ultimately the success of
organizational change implementation. Similarly, studies have found that
organizational culture influences many other aspects of employees’ cognitive,
attitudinal, and behavioral outcomes (Lund, 1986; Douglas, Davidson, &
Schwartz, 2001; Schrodt, 2002)

(Muffatto 2017) Organizational culture has the potential to affect a range of
organizationally and individually desired outcomes. According to Ritchie
(2000), organizational culture affects such outcomes as productivity,
performance, commitment, self-confidence, satisfaction and ethical behaviour.
Similarly, more recent writers have stated that organizational culture impacts
on any organization, its employee performance and job satisfaction and
ultimately its financial performance. Furthermore, it has also been noted that
organizational culture helps management to find out the suitable strategies
and policies which can drive employees to contribute themselves and lead to
organizational performance. With the ever changing technology and fast
paced business arena, organizations today are grappling to find new and
innovative ways of improving performance with the minimal addition of cost.
Many organizations have now turned to explore the sociological aspect of the
business in order to improve profitability. Culture is one aspect that is not

tangible, yet it plays a very important role to the success of any organization.

(Enkel, 2016) Academic literature shows that employee resistance and the
absence of commitment have both been recognized as obstructions to the
adoption of OI (Chesbrough and Crowther, 2006; Lichtenthaler and
Lichtenthaler, 2009; Popa et al., 2017; Van de Vrande et al., 2009). More
importantly, organizational culture and employee’s characteristics both
complement each other. In fact, generally, employees with knowledge and
talent are driven by commitment, which serves as an important condition for
an innovative culture, in which they are recognized as intangible assets that
the organization employs to maintain its competitiveness (Muffatto, 1998;
Michie and Sheehan, 2003; Papa et al., 2018). Open-border organization

culture is a vital competency when it comes to Ol adoption (Lin et al., 2019).

9



In open-border cultures, ideas that come from external resources are as
valuable as those from internal resources with regards to Ol (Chesbrough,
2006). According to Ferraris et al. (2020) in an open innovation paradigm, it is
critical to have an innovation-oriented culture in addition to examining different
solutions for production processes in order to create value. Hence, innovation-
oriented cultures enable organizations to create and commercialize new

technologies regularly (Buschgens et al., 2013).

(Austin 2015) However, recent literature on Ol has posited that open-border
organization culture is a key challenge to the implementation of the Ol
paradigm (Nagshbandi et al., 2015). This has been categorized into three
differentprocesses. The outside-in process enhances the organization’s own
knowledge by combining suppliers, customers, and external knowledge
sourcing (Laursen and Salter, 2006; Lettl et al., 2006; Piller and Walcher,
2006). In addition, the inside-out process is also used by companies as a
means for Ol. It refers to growing technology by offering internal ideas to an
external environment. Finally, the coupled process combines the outside-in
process with the inside-out process (Enkel, 2009). Adopting these processes
guides organizations as they compete with their rivals by enabling them to
keep up with the pace of technological advancements and protect their
competitive advantage (Canik et al., 2017). Furthermore, an advantageous
organizational culture enables an organization to identify dynamically
changing problems when adapting to the integration of external and internal
organizational resources, employees, and rules to support the external
adaptation (Pool, 2000); simplify the Ol adoption process and make external
collaborations effective (Boschma, 2005). On the other hand, a negative
culture can constrain and hinder collaborations, thus restricting the adoption
of Ol.

(Ke and Wei 2014) argued that there is a one-to-one correspondence
between the behaviors of top management and the characteristics of
organizational culture such as power sharing behavior and power sharing

culture, participative behavior and participative decision making culture, and

10



transformative vision and risk tolerance culture. Although the assumption that
top management is the main shaper and builder of organizational culture has
been taken for granted by functionalists who focus on the consequence of
organizational culture, Tsui, Zhang, Wang, Xin, and Wu (2006) argued that
there is still significant debate on the issue of whether leaders, especially top
executives, can create or change organizational culture, and offered a
contingency perspective. Nonetheless, the instrumental role of top
management in shaping organizational culture has been supported by some
empirical evidence (Hartog, Muijen, & Koopman, 1996; Jaskyte, 2004; Tsui et
al., 2006.

(Quinn’s 2013) value-based organizational culture framework has been
widely adopted and adapted in quantitative studies of organizational culture
and has served as a useful tool for empirically testing a wide range of
relationships between organizational cultural values and organizational and
individual behavior (e.g., Buenger, Daft, Conlon, & Austin, 1996;
Vandenberghe & Peiro, 1999; Jones et al., 2005; livari & Huisman, 2007).
Just like the definition of culture itself, there are a number of alternative
organizational cultural value dimensions and frameworks in the literature,
including the six- dimension framework by Hofstede, Neuijen, Ohayv, and
Sanders (1990), the five value dimensions by Tsui et al. (2006), and a number
of others as reviewed by Cameron and Quinn (2005). In addition, Quinn’s
(1988) framework has evolved over the years with different labeling for the
fourcultural value orientations (e.g., Quinn & Rohrbaugh, 1983; Quinn, 1988;
Quinn & Spreitzer, 1991; Cameron & Quinn, 2005). However, the
characteristics of the basic framework remain largely unchanged. We use Van
Muijen et al.’s (1999) adaptation of Quinn’s (1988) original CVF in this study
because we believe it is more parsimonious and appropriate for the objectives
and the context of this study, given our task of integrating multiple theoretical

frameworks.

11



(Schein 2013) defines culture as a pattern of shared basic assumptions that
the group learned as it solved problems of external adaptation and internal
integration that has worked well enough to be considered valid and, therefore,
to be taught to new members as the correct way to perceive, think, and feel in
relation to those problems. In the last decade, it has been used by some
organizational researchers and managers to indicate the climate and
practices that organizations develop around their handling of people or to
refer to the espoused values and credo of an organization. Mullins (1999,
p.53) defines organizational culture as the collection of traditions, values,
beliefs, policies, and attitudes that constitute a pervasive context for

everything one does and thinks in an organization.

12



CHAPTER-3
RESEARCH METHODOLOGY

3.1 METHODOLOGY

Every research work has been based on data collection. Purpose of data
collection is to assure that the needy data are collected accurately and
reasonable. Primary source of data collection was used. The primary data
include some structured questionnaire that was framed and received answer
from the respondents. A pre study which took the term of test-retest method
was made. Primary data collected from the questionnaire were examined,
summarized, and interpreted accordingly with the help of descriptive statistical
techniques such as total, cumulative percentage and simple percentage. Chi
square used to measure the discrepancy between observed and anticipated
frequency and to prove the level of significance in testing mentioned

hypotheses.

3.2 RESEARCH DESIGN

Descriptive studies are undertaken in many circumstances. When the
researcher is interested in knowing the characteristics of certain groups such
as age, sex, educational level, occupation or income, a descriptive study is
necessary. Descriptive studies are well-structured. It tends to be signed & its
approach cannot be changed every now and then. It is, therefore necessary
that the research give sufficient thought to framing research questions and
deciding the types of data to be collected of the producers to be used for their

purpose.

3.3 SOURCES OF DATA

Data collection is the term used to describe a process of preparing and
collecting data.

* Primary Data — Questionnaire collected from respondents.

» Secondary Data - Websites and online journals, Published reports &

Review of literature from published articles.
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3.4 DATA EDITING AND STATISTICAL TOOLS

Primary data source was applied for the collection of the data. Data collected
are edited and coded by using the tabular columns. This helps in converting

the gathered data into a tabulated grouped data.

> Percentage Analysis is applied to create a contingency table from the
frequency distribution and represent the collected data for better

understanding.

> Chart Analysis is applied for better understanding of the percentage

analysis and it is done via pie, bar charts etc.

3.5 QUESTIONNAIRE DESIGN

The questionnaire for the research study is to be structured in which different
types of questions like open ended and close ended are covered. The
guestions will be designed as an opinion, multiple choices. A closed-ended
guestion is one where the respondent is given a range of answers and has to
make a choice of one or more. The questions in the questionnaire were

arranged in a sequential manner grouped under the different factors of study.

3.5.1 MULTIPLE CHOICE QUESTIONS

A multiple-choice question refers to one which provides several set
alternatives for its answers. Thus, it is a middle ground between free answers

and dichotomous question.

DICHOTOMOUS QUESTION

The dichotomous question is a question which can have two possible
answers. Dichotomous questions are usually used in a survey that asks for a
Yes/No, True/False or Agree/Disagree answers. They are used for clear

distinction of qualities, experiences or respondent's opinions.

14



3.6 SAMPLE SIZE

A survey is collected as a questionnaire as size containing 122 samples

through google forms.

3.7 PERIOD OF STUDY

The period of time taken to conduct the survey and preparation of the

research paper is 3 Months at Novotel, Chennai.

3.8 HYPOTHESIS
* CHI-SQUARE TEST

* CORRELATION
3.9 TOOLS FOR ANALYSIS
» Percentage analysis

* Chi-square analysis

» Correlation

3.9.1 PERCENTAGE ANALYSIS

Percentage refers to a special kind of ratio in marketing comparison between
two or more data to describe Relationships. Percentage can be used to

compare the relative terms. The distribution of two or more series of data.

Percentage analysis = (No. of Respondents/ Sample size) *140
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3.9.2 CHI-SQUARE TEST

A Chi-square test is a statistical hypothesis test in which the sampling
distribution of the test statistic is a chi-square distribution. The formulae used

to calculate the chi — square value is

(Observed value - Expected value)?

Xzzz

Expected value

X 2 = Pearson’s cumulative test statistic, when asymptotically approaches a
¥ 2 distribution.

O = an Observed Frequency.

E = an expected frequency, asserted by the null hypothesis

n = the number of cells in the table

3.9.3 CORRELATION

This is one of the statistical tools used to measure the relationship between
two or more than two variables. The measure of correlation is coefficient of
correlation. Of the several mathematical methods of measuring correlation,
Karl’'s Pearson method popularly known as Pearson coefficient of correlation,
is most widely used in practice. The correlation coefficient is popularly
denoted as R. The correlation coefficient R value should be between -1 to +1.
The value is 0 means there is no relationship between the variables. The
values + ve means there is a positive relationship between the variables. The
value is — ve means there is a negative relationship between the variables.

Mathematically solved by using this equation.

o n(Txy) - (Zx)(Xy)
v [nEx2 - (£x02] [ nEy? - (Sy)?]
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CHAPTER- 4
DATA ANALYSIS AND INTERPRETATION

4.1 PERCENTAGE ANALYSIS:

TABLE 4.1: SHOWING GENDER OF THE RESPONDENTS

Gender No. of Respondents % of Respondents
Male 80 57.1%

Female 60 42.9%

TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Gender

80

60

40

20

Female Male

Count of Gender

CHART 4.1: SHOWING GENDER OF THE RESPONDENTS
INTERPRETATION

57.1% of the respondents are Male and 42.9% of the respondents are

Female

Therefore most of the respondents are male
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TABLE 4.2: SHOWING AGE OF THE RESPONDENTS

Age (in years) No. of Respondents % of Respondents
Above 50 years 41 29.3%
25-50 years 51 36.4%
18-25 years 48 34.3%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Age

60

40

20

Below 25 ¥rs 25-50%rs Above 50 Yrs

Count of Age

CHART 4.2: SHOWING AGE OF THE RESPONDENTS
INTERPRETATION

34.3% are at the age group of the respondents are below 25Years, 36.4%
of the respondents 25-50 Years and 29.3% of the respondents are above
S0Years

Therefore most of the respondents are at the age group between 25-
50Years.
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TABLE 4.3: SHOWING MARITAL STATUS OF THE RESPONDENTS

Marital Status No. of Respondents % of Respondents
Married 60 42.9%
Unmarried 80 57.1%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Marital Status

20

G0

40

20

Unmarried Married

Count of Marital Status

CHART 4.3: SHOWING MARITAL STATUS OF THE RESPONDENTS
INTERPRETATION

42.9% of the respondents are Married and 57.1% of the respondents are

Unmarried.
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TABLE 4.4: SHOWING DEPARTMENT OF THE RESPONDENTS

Department No. of Respondents % of Respondents
Housekeeping 44 31.7%
Front Office 31 21.3%
F&B Service 25 18%
Culinary 15 10.8%
A&G (Admin & General) 24 17.3%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Department
50

40
30
20

10

0
AEG (Admin & General) Front Office Housekeegping Culinary FE&B Service

Count of Department

CHART 4.4: SHOWING DEPARTMENT OF THE RESPONDENTS

INTERPRETATION
31.7% of the respondents are working in Housekeeping, 21.3% of the
respondents are working in Front Office, 18% of the respondents are

working in F&B Service, 10% of the respondents are working in Culinary

and rest 17.3% of the respondents are working in A&G.
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TABLE 4.5: SHOWING WORK EXPERIENCE OF THE RESPONDENTS

Work Experience No. of Respondents % of Respondents
Fresher 72 51.4%
2—4Yrs 34 24.3%

Above 5 Yrs 34 24.3%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Work Experience
20

60

40

20

Fresher (0- 1%rs) 2-4%rs Above 5yrs

Count of Work Experience

CHART 4.5: SHOWING WORK EXPERIENCE OF THE RESPONDENTS

INTERPRETATION

Majority of respondents are Freshers with 51.4% and 24.3% of respondents
having 2-4 Years of experience, remaining 24.3% of respondents having

above 5Years of experience.
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TABLE 4.6: SHOWING DESIGNATION OF THE RESPONDENTS

Particulars No. of Respondents | % of Respondents
Associate 58 41.4%
Team Leader 31 22.1%
Executive 31 22.1%
Assistant Manager 12 8.6%
Manager (HOD) 08 5.7%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Designation at Novotel
60

40

20

Associate Executive Team leader Assistant Manager (Head
Manager ofthe
Department)

Count of Designation at Movotel

CHART 4.6: SHOWING DESIGNATION OF THE RESPONDENTS
INTERPRETATION

Majority of respondents (41.4%) are beginners (Associate), 22.1% of
respondents are Team Leaders, 22.1% of respondents are Executive,
8.6% of respondents are Assistant Manager and remaining 5.7% of

respondents are Managers.
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TABLE 4.7: SHOWING SATISFACTION WITH CURRENT BENEFITS

Particulars No. of Respondents % of Respondents
Highly Satisfied 78 55.7%
Satisfied 50 35.7%
Neutral 09 6.4%
Not Satisfied 03 2.1%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Are you satisfied with Current benefits (Pay,
Insurance, Leaves) at Novotel ?

a0
60
40

20

Satisfied Highly Satisfied Meutral Mot Satisfied

Count of Are you satisfied with Current benefits (Fay, Insurance, Leaves) at Novote| ?

CHART 4.7: SHOWING SATISFACTION WITH CURRENT BENEFITS

INTERPRETATION

Over 55.7% of respondents are Highly Satisfied, 35.7% of respondents

are satisfied, 6.4% of respondents are neutral and 2.1% are not satisfied

with their Current benefits.
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TABLE 4.8: SHOWING THE CAREER SATISFACTION OF THE RESPONDENTS

Particulars No. of Respondents % of Respondents
Above 75% 86 61.4%
50% - 75% 42 32.1%
Below 50% 09 6.4%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Career satisfaction

Below 50%

5.4%

50% - 75%
321%

Above 75%
81 4%

CHART 4.8: SHOWING CAREER SATISFACTIONOF THE RESPONDENTS

INTERPRETATION

From the above table it is clear Majority of respondents 61.4% are
satisfied with their job, 32.1% of respondents are satisfied between 50%
- 75% and 6.4% respondents mentioned they have below 50% of Job

Satisfaction.
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TABLE 4.9: SHOWING WORK PREFERENCE OF THE RESPONDENTS

Particulars No. of Respondents % of Respondents
To Work Independently 78 55.7%
As a Team 62 44.3%
TOTAL 140 100%
SOURCE: PRIMARY DATA
Count of How do you prefer
As a team

To work independently

VD
44 3%

CHART 4.9: SHOWING WORK PREFERENCE OF THE RESPONDENTS

INTERPRETATION

From the above table it is clear that 55.7% of the respondents wish to

work Independently, 44.3% of respondents like to work as a Team.
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TABLE 4.10: SHOWING WORK LIFE BALANCE OF THE RESPONDENTS

Particulars No. of Respondents % of Respondents
Highly Satisfied 75 53.6%
Satisfied 42 30.0%
Neutral 21 15.0%
Not Satisfied 02 1.4%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Rate your Work Life Balance
g0

60

40

20

Satisfied Highly Satisfied Meutral Mot Satisfied

Count of Rate your Work Life Balance

CHART 4.10: SHOWING WORK LIFE BALANCE OF THE RESPONDENTS

INTERPRETATION

From the above table it is clear that 53.6% of respondents are Highly
Satisfied with their Work Life Balance, followed by 30% of respondents
are Satisfied, 15% of respondents are neutral and 1.4% of them are not
Satisfied with their Work Life Balance.
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TABLE 4.11: SHOWING CULTURE AND EMPLOYEE ENGAGEMENT
OF THE RESPONDENTS

Particulars No. of Respondents % of Respondents
Regularly 99 71.2%
Occasionally 42 25.9%
Rarely 04 2.9%
Never 00 0.0%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Culture and Employee Engagement activities at
Novotel?
100
78

50

25

Reqgularly Occasionally Rarely

Count of Culture and Employee Engagement activities at Movotel?

CHART 4.11: SHOWING CULTURE AND EMPLOYEE ENGAGEMENT
OF THE RESPONDENTS

INTERPRETATION

From the above table it is clear that 71.2% of respondents mentioned
Culture & Employee Engagement Activities are regularly happening at
Novotel, 25.9% of respondents said activities are occasionally happening

and 2.9% of respondents mentioned activities happen rarely at Novotel.
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TABLE 4.12: SHOWING TENURE OF THE RESPONDENTS

Particulars No. of Respondents | % of Respondents
More than 5 years 99 62.9%
Between 3 — 5 years 42 22.9%
Between 1 — 2 years 04 13.6%
Less than a year 01 0.7%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of How long do employees typically stay with Novotel ?

100
75
50

25

Between 1-2 Years  Between 3-5Years More than 5¥ears Less than a Year

Count of How long do employees typically stay with Movotel ?

CHART 4.12: SHOWING TENURE OF THE RESPONDENTS

INTERPRETATION

From the above table it is clear that 62.9% of respondent’s stay’s more
than Syears with Novotel, 22.9% of respondents stay between 3-5
Years, 13.6% of respondent’s stays between 1-2 Years with Novotel,

and 0.7% Employees stay less than a year.
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TABLE 4.13: SHOWING REWARD’S & RECOGNITION OF THE
EMPOLYEES

Particulars No. of Respondents % of Respondents
Regularly 106 75.7%
Occasionally 29 20.7%
Rarely 05 3.6%
Never 00 0.0%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Reward's & Recognition Program at Novotel

125
100
[k
50

25

Regularly Qeccasionally Rarely

Count of Reward's & Recognition Program at Movotel

CHART 4.13: SHOWING REWARD’S & RECOGNITION OF THE
EMPOLYEES

INTERPRETATION

From the above table it is clear that over 75.7% of respondents
mentioned R&R Programs are regularly happening at Novotel, 20.7% of
respondents mentioned occasionally happening, Over 3.6% of

respondents said R&R will happen rarely at Novotel.
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TABLE 4.14: SHOWING SERVICE TO COMMUNITY

Particular No. of Respondents | % of Respondents
Yes (CSR, Etc....,) 135 96.4%
No 5 3.6%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Does your company give back to the community?
150

50

Yes (CSREtc...) Mo

Count of Does your company give back to the community?

CHART 4.14: SHOWING SERVICE TO COMMUNITY
INTERPRETATION

From the above table it is clear that 96.4% of respondents Novotel
commits to give back to the company and over 3.6% of respondents

mentioned it's not happening at Novotel.
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TABLE 4.15: SHOWING INVOLVEMENT OF THE RESPONDENTS

Particulars No. of Respondents % of Respondents
Highly Satisfied 91 65.0%
Satisfied 37 26.4%
Neutral 12 8.6%
Not Satisfied 00 0.0%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Rate your Involvement of work at Novotel

100
75
50

25

Satisfied Highly Satisfied MNeutral

Count of Rate your Involvement of work at Movotel

CHART 4.15: SHOWING INVOLVEMENT OF THE RESPONDENTS
INTERPRETATION

From the above table it is clear that Majority of respondents 65% are
highly satisfied with Involvement of their work, 26.4% of respondents are
satisfied, and over 8.6% of respondents mentioned they are neutral at

their Involvement of work.
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TABLE 4.16: SHOWING OVERTIME WORKING OF THE EMPLOYEES

Particulars No. of Respondents % of Respondents
Regularly 85 60.7%
Occasionally 42 30.0%
Rarely 11 7.9%
Never 02 1.4%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of How often do you work overtime at Novotel ?

100
75
50

25

Qccasionally Regularly Rarely Mever

Count of How often do you waork overtime at Movotel ?

CHART 4.16: SHOWING OVERTIME WORKING OF THE EMPLOYEES

INTERPRETATION

From the above table it is clear that Majority of 60.7% of respondents
mentioned regularly they do Over time at Novotel, 30% of respondents are
Occasionally do Overtime, 7.9% of respondents rarely do over time at

work, and 1.4% never did over time at Novotel.
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TABLE 4.17: SHOWING THE ABILITY TO MANAGE WORK OF THE
RESPONDENTS

Particulars No. of Respondents % of Respondents
Regularly 97 69.3%
Occasionally 41 29.3%
Rarely 02 1.4%
Never 00 0.0%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Ability to manager your work ?

100
75
50

25

Regularly Qccasionally Rarely

Count of Ability to manager your wark ?

CHART 4.17: SHOWING THE ABILITY TO MANAGE WORK OF THE

RESPONDENTS

INTERPRETATION

From the above table it is clear that Over 69.3% of respondents able to

manage their work, 29.3% occasionally they can manage their work and

1.4% of Employees are not able to manage their work.
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TABLE 4.18: SHOWING SKILLS & ABILITIES OF THE RESPONDENTS

Particulars No. of Respondents % of Respondents
Strongly Agree 94 67.1%
Agree 41 27.1%
Neutral 09 5.7%
Strongly Disagree 00 0.0%
Disagree 00 0.0%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Utilization of Skills & Abilities of Employees at Novotel

100

75

a0

25

Agree Strongly Agree MNeutral

Count of Utilization of Skills & Abilities of Employees at Movotel

CHART 4.18: SHOWING SKILLS & ABILITIES OF THE RESPONDENTS

INTERPRETATION

From the above table it is clear that 67.1% of respondents Strongly agree
that their skills & abilities are utilized by Novotel, 27.1% of respondents
slightly agreed, and over 5.7% of respondents are neutral/ not sure their

skills & abilities are utilized at Novotel.

34



TABLE 4.19: SHOWING WORK RELATED SUGGESTIONS OF THE
RESPONDENTS

Particulars No. of Respondents| % of Respondents
Strongly Agree 92 65.7%
Agree 40 28.6%
Neutral 07 5.0%
Strongly Disagree 01 0.7%
Disagree 00 0.0%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Work related suggestions are Valued

100
75
50

25

Agree Stronagly Agree Meutral Strongly Disagree

Count of Work related suggestions are Valued

CHART 4.19: SHOWING WORK RELATED SUGGESTIONS OF

THE RESPONDENTS

INTERPRETATION

From the above table it is clear that Over 65.7% of respondents strongly

agreed that their work related suggestions are valued at Novotel, 28.6% of

respondents slightly agreed, 5% of respondents are neutral and 0.7% of

respondents strongly disagreed that their Work related suggestions’ are

not valued at their work place.
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TABLE 4.20: SHOWING CLEAR AND CONSISTEL OF THE
RESPONDENTS

Particulars No. of Respondents | % of Respondents
Strongly Agree 98 70.0%
Agree 35 25.0%
Neutral 06 4.3%
Strongly Disagree 01 0.7%
Disagree 00 0.0%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Does Accor has Clear and Consistent set of VValues

100

Ta

a0

25

Agree Strongly Agree Meutral Strongly Disagree

Count of Does Accor has Clear and Consistent set ofValues

CHART 4.20: SHOWING CLEAR AND CONSISTEL OF THE
RESPONDENTS

INTERPRETATION

From the above table it is clear that Majority of 70% respondents strongly

agreed that Accor have clear and consistent set of Values, 25% of

respondents are slightly agreed, 4.3% of respondents are natural and

0.7% of respondents strongly disagreed that Accor don’t have set of

values.
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TABLE 4.21: SHOWING THE CO ORDINATE WITH OTHER
DEPARTMENTS OF THE RESPONDENTS

Particulars No. of Respondents | % of Respondents
Strongly Agree 91 65.0%
Agree 32 22.9%
Neutral 10 7.1%
Strongly Disagree 02 1.4%
Disagree 05 3.6%
TOTAL 140 100%

SOURCE: PRIMARY DATA

Count of Easy to Co ordinate with Other Departments (Front
Office, Housekeeping, F&B, Finance & A&G)

100

75

50

25

Strongly Agree Adgree Meutral Disagree Strongly Disagres

Count of Easy to Co ordinate with Other Departments (Front Office, Housekeeping, F&B, Finance &

CHART 4.21: SHOWING THE CO ORDINATE WITH OTHER
DEPARTMENTS OF THE RESPONDENTS

INTERPRETATION

From the above table it is clear that around 65% of respondents strongly
agreed for easy coordination with other departments, 22.9% of
respondents slightly agreed, over 7.1% of respondents are neutral, 1.4%
of respondents strongly disagreed and remaining 3.6% of respondents
Disagreed that they don’t have proper or Easy coordination with other

departments.
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4.2 HYPOTHESIS

HO: There is no significance difference between the gender and career
satisfaction.

H1: There is a significance difference between the gender and career
satisfaction.

4.3 CHI-SQUARE

Gender * Careersatisfaction Crosstabulation

Count
Careersatisfaction
50%-75  Above 75 Below 50 Total
Gender Female 21 33 6 60
Male 24 53 3 80
Total 45 86 g 140
Chi-Square Tests
Asymptotic
significance
Yalue df (2-sided)
Pearson Chi-Soguare 3.056% 2 217
Likelihood Ratio 3.047 2 218
M ofValid Cases 140

a.1 cells (16.7%) have expected count less than §. The
minimum expected count is 3.86.

Inference: a.l cells (16.7%) have expected count less than 5. The
minimum expected count is 3.86. Since p value (0.218) is greater than
0.05 at 5percent level of significations we reject the null hypothesis and
accept the alternate hypothesis. Hence there is a no significance

difference in Gender & Career Satisfaction in our organization.
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4.4 CORRELATION

HO: There is no significance difference between work life balance and

Involvement of work at Novotel.

H1: There is a significance difference between work life balance and

Involvement of work at Novotel.

Correlations

Workkifebalane

Invalvermentofw

e ork
Waorkkifebalance Pearson Caorrelation 1 547
Sig. (1-tailed) =.001
¥ 140 140
Involvemnentofwork  Pearson Correlation 5477 1
Sig. (1-tailed) =.001
M 140 140

** Correlation is significant at the 0.01 level (1-tailed).

INFERENCE: There’s a positive and significant correlation between

works life balance and involvement of work.
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CHAPTER-5
FINDINGS, SUGGESTIONS AND CONCLUSION

5.1 FINDINGS

X Majority (55.7%) of the respondents strongly agreed that they are

satisfied with Current benefits.

< Majority (61.4%) of the respondents strongly agreed that they are
highly satisfied with their Career.

X Half (55.7%) of the respondents to work Independently.

X Sizable number (53.6%) of the respondents agreed that they are

highly satisfied with their Work Life Balance.

X Majority (71.2%) of the respondents agreed that the Culture and

Employee Engagement activities are regularly happening.

X Majority (62.9%) of the respondents typically stay with Novotel for

More than 5Years.

<> Majority (75.7%) of the respondents agreed that the Rewards &

Recognition™ program happens regularly at Novotel Sipcot.

<> Majority (96.4%) of the respondents agreed that Novotel supports

give back to the commity.

X Majority (65%) of the respondents are highly satisfied with their

Involvement of Work.
X Majority (60.7%) of the respondents do overtime Regularly.
X Majority (69.3%) of the respondents able to manage their work.

X Majority (67.1%) of the respondents agreed that the company

utilizes their skills and abilities effectively.

X Majority (65.7%) of the respondents Strongly agree WORK
RELATED SUGGESTIONS ARE VALUED
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< Majority (70%) of the respondents strongly believe Accor have clear

& consistent set of values.
<> Sizable number (65%) of the respondents agreed that it's easy for
them to coordinate with other departments.

5.2 SUGGESTIONS

> In training programmes practical sessions must receive greater
emphasize.
> The management may enhance the frequency of employee’s

feedback on their performance.

> Now, only the employees who belong to committees can participate
in decision-making. The management may encourage all the employees to
participate in decision-making process.

> Reduce workload of the employees by hiring additional staff to
reduce pressure on employees.

> Majority of team shared they prefer to work independently; we can

motivate employees to work as a team to achieve organisational goal.

5.3 LIMITATIONS OF THE STUDY

» ltis difficult to elicit responses from employees who do night shifts.

»  The attitude of the worker changes from time to time. Hence the
result of theproject may be applicable only at present.
» We cannot get exact information because some of the employees

arereluctant to share the information.

5.4 CONCLUSION

The study about the organizational culture and behaviour on employees
reveals that the workers were satisfied with their ability, co-operation,
team work, involvement, supervisors, utilization of their skills and rewards
etc. They are highly satisfied with the current culture of HMIL.Because of
this favourable culture the employees’ show positive behaviours like high
involvement, highly commitment to the organization, highly motivated and

highly flexible to the organizational changes etc.
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1.

b)

a)
b)

ANNEXURE:

QUESTIONNAIRE

Gender
Male

Female

Age

18-25 Years
25-50 Years
Above 50 years

Marital Status
Married

Unmarried

Department
Housekeeping

Front office

F&B Service

A&G ( Admin & General)

Work Experience
Fresher (0-1 Years)
2-4 Years

Above 5 years
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a)
b)
c)
d)

Designation at Novotel
Associate

Team Leader
Executive

Assistant Manager

Manager (Head of the Department)

Are you satisfied with current benefits (Pay, Insurance, LeavesO0 at

Novotel?
Highly Satisfied
Satisfied
Neutral

Not Satisfied

Career Satisfaction
Above 75%
50% - 75%
Below 50%

How do you prefer
To work independently

AS a team

. Rate your Work Life Balance

Highly Satisfied
Satisfied
Neutral

Not Satisfied
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11. Culture and Employee Engagement activities at Novotel?

a) Regularly

b) Occasionally
c) Rarely

d) Never

12. How long do employees typically stay with Novotel?

a) Morethan 5 Years
b) Between 3-5 Years
c) Between 1-2 Years
d) Lessthan ayear

13. Reward’s & Recognition program at Novotel

a) Regularly

b) Occasionally
c) Rarely

d) Never

14. Does your company give back to the community
a) Yes (CSR, Etc....)
b) No

15. Rate your Involvement of work at Novotel

a) Highly Satisfied
b) Satisfied

c) Neutral

d) Not Satisfied
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16. How often do you work overtime at Novotel?

a) Regularly

b) Occasionally
c) Rarely

d) Never

17. Ability to manager your work?

a) Regularly

b) Occasionally
c) Rarely

d) Never

18. Utilization of Skills & Abilities of Employees at Novotel
a) Strongly Agree

b) Agree

c) Neutral

d) Strongly Disagree
e) Disagree

19. Work related suggestions are Valued
a) Strongly Agree

b) Agree

c) Neutral

d) Strongly Disagree
e) Disagree
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20. Does Accor has clear and consistent set of values
a) Strongly

b
c
d

e

) Agree

) Neutral

) Strongly disagree
)

Disagree

21. Easy to Co-ordinate with other Departments (Front Office, Housekeeping,
F&B, Finance & A&G)

a) Strongly Agree
b) Agree

c) Neutral

d) Disagree
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