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Abstract. The study presents the results of the impact of organizational culture on public rela-
tions in business organizations. The data were obtained from a survey of 415 respondents from 93 
companies in Serbia. The following statistical methods were used: descriptive statistics, correlation 
analysis, regression analysis and hierarchical regression analysis. Some of the most important con-
clusions of the research follow: In most cases, the organizational culture dimensions have a statisti-
cally significant and positive influence on the communication models of public relations (CMPR) 
dimensions and the organization – public relations (OPR) dimensions; A favorable organizational 
culture (represented through the favorable values of the organizational culture dimensions) has a 
positive impact on two-way models of communication, especially the symmetrical model, as well 
as on most of the OPR dimensions. On the other hand, an unfavorable organizational culture en-
courages one-way communication and the organization’s orientation solely for its own benefit; The 
Power Distance dimension acts in contrast to the other dimensions of organizational culture: high 
power distance impedes two-way communication and promotes the utility of the company, all of 
which causes public distrust and dissatisfaction.

Keywords: organizational culture, public relations models, organization – public relationships, 
the organization’s national origin, Serbia.

JEL Classification: D23, D83.

Introduction 

Organizational culture pervades all the actions of a company and its influence is very strong. 
Organizational culture has an influence on every form of business life. Culture represents 
what a company is itself (Pacanowsky & O’Donnell-Trujillo, 1982). Hofstede (1991) calls cul-
ture software of the mind which differentiates the representatives of different organizations. 
Successful managers should exert influence on employees so that organizational culture can 
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succeed in bringing together the beliefs and standpoints of the workers of an organization 
(Weihrich & Koontz, 1998). Supervisors have to know the meaning of a range of different 
skills that is needed in order to be prosperous in their work so they can make decisions on 
an acceptable and delicate cultural level (Javidan & House, 2001).

The results of an organization are associated with organizational culture (House et al., 
2004). There are many publications about the importance of organizational culture, and nu-
merous studies have been carried out indicating its significance, how it operates, adjusts, 
evolves, and what influence has it on the workers of a company (Hofstede, 1991, 1998, 2001; 
Deal & Kennedy, 1982; Schein, 1985; O’Reilly et al., 1991; Calori & Sarnin, 1991; Kotter & 
Heskett, 1992; Ogbonna & Harris, 2000; House et al., 2004).

Likewise, organizational culture is related to the function of PR in companies. This con-
nection is natural because PR should represent the organization’s conscience (Black, 2003), 
and organizational culture certainly shapes the work style and life of the organization. So, 
organizational culture influences public relations (Harris et al., 1999; Curtin, 2008; Johnston 
& Everett, 2012; Meng, 2014; Vance et al., 2016; Men & Jiang, 2016). It should be borne in 
mind that societal culture has an influence on public relations (Martinelli & Erzikova, 2017; 
Dhanesh & Sriramesh, 2018; Verhoeven et al., 2018; Chen et al., 2020; Bhalla & Overton, 
2019).

The aforementioned statements undoubtedly confirm the existence of the influence of 
organizational culture on PR in organizations. However, it seems that there are not enough 
studies which address the impact of organizational culture on public relations. The aim of this 
study is to explore the impact of particular dimensions of organizational culture on particular 
dimensions of PR. In addition, as representative aspects of PR, in this study, CMPR dimen-
sions and OPR dimensions are also considered. The survey was conducted in companies 
in Serbia. The study also analyzes the company’s national origin as a moderator, which will 
enable us to see the differences in the way in which organizational culture operates in rela-
tion to public relations in domestic (Serbian) and foreign companies (operating in Serbia). 
Determining the observed relationships and moderating effects, as well as understanding 
these relationships, profiles opportunities to improve the work of Public Relations (PR) func-
tions in organizations. Finally, all this contributes to creating more favorable conditions for 
achieving better business results.

The study is structured by initially providing an introduction followed by theory and 
hypothesis (a theoretical overview of the fields of interest in the work after which two hy-
potheses and one research question were set). The survey method was then presented with 
a description of the survey instruments (measures), participants and data collection proce-
dure. A summary of the results is then presented followed by the disccusion of these results. 
Finally, the conclusion and an overview of the used references are given.

1. Theoretical background and hypothesis 

1.1. Organizational culture

Culture represents a collective-directed sensation, it refers to common meanings, and cul-
tural norms manifest themselves in the style of artifacts (House et al., 1997). Cultural vari-
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ables have an impact on the social aspect because the members of the collective share a set 
of values and social identity. Additionally, attitudes have a great connection with the cultural, 
professional and educational background of employees, rooted in the company to which 
employees belongs. Because of a worldwide integration great significance is given to the com-
prehension of national and organizational culture (House et al., 2001). Culture is not the only 
factor affecting the behavior of people. Although the cultural dimension can be determined 
at the level of culture, it does not necessarily mean that it will inevitably be reflected in the 
behavior of each individual member of that culture (Hofstede, 1991). In other words, the 
analysis of the level of culture reflects the basic efforts of the country from which it originates, 
but does not foresee individual behavior. However, a significant part of the value of a national 
community is common to all its individuals, which is why it is called national culture. It is 
an outstanding aspect that identifies the profile of individual principles and also the beliefs 
of the organizational culture of the organizations that operate within its framework. 

Organizational culture is in direct association with worker contentment (Moynihan & 
Pandey, 2007). Companies with a high number of content employees are likely to be more 
efficient than companies with a few content workers. There is a very important study in this 
area (Judge et al., 2001) that presents that the determinants related to organizational culture 
and individual factors have the biggest influence.

1.2. Public relations models

One of the tasks of the PR service in organizations is to manage the communication which 
takes place between the organization and the target public. In doing so, there are various ways 
to manage this communication, referred to as public relations work models. 

According to Grunig and Hunt, (1984), there are four typical PR communication service 
models:

1.  Public information (one-way communication). Here, communication moves in the 
direction organization – public, and feedback is not considered. The truthfulness of 
the information being posted is important. This is especially true in cases of unfortu-
nate events, campaigns for some medical issues, etc.

2.  Press agentry/publicity (one-way communication). An idea, product or person is pro-
moted through publicity. Often, the truth is not so important, so exaggeration may 
arise. Feedback is not considered.

3.  Two-way asymmetrical (two-way communication). This model is based on persua-
sion, such as buying or voting. Although the organization takes public opinion into 
account, this is primarily to meet its own goals. Information is collected from the 
public, only to formulate messages that will most easily convince the public of what 
the organization wants to achieve. Here, feedback from the public is not used to cor-
rect the goals and strategies of the organization.

4.  Two-way symmetrical (two-way communication). The organization enters into dia-
logue with the public. Both sides adjust their attitudes, change their behavior and 
come to a mutual understanding. This result in appropriate solutions for both the 
organization and the public, and the benefits are mutual.
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In the first and second models, communication is always one-way: direction organiza-
tion – public. These models can be described as involving speech rather than listening. In 
the third and fourth models, communication is two-way: direction organization – public 
and public – organization. According to Grunig and Hunt (1984), only a double symmetrical 
model is completely correct and only through it can top results be achieved in the field of PR. 
This model is ideal and has the most pronounced ethical features, since power and influence 
are equally distributed (Windahl et al., 2009). Wilcox and Cameron (2009) also point to the 
significance of feedback and the greater efficiency of two-way communication in relation to 
one-way communication. However, Black (1993) states that it is achievable to accomplish 
high-quality PR with the application of any of these four models. Also, according to the same 
author, it is possible that the best PR programs use elements from all four models. Likewise, 
at different times, different models can be effective.

1.3. Organization – public relationships

The public have started to pay increasing consideration to companies, in order to get some-
thing for the society in return (Gordon, 2011). Stakeholders estimate organizations in terms 
of how they relate to ethical issues, environmental decisions and the wider community. Situ-
ation like this is common in every country. Companies have become responsible for society 
and the preservation of the environment. The companies themselves notice these tendencies 
and have become familiar about their wide impact on the community.

In that sense, companies should attach particular importance to business ethics and cor-
porate social responsibility, which will in turn contribute to increasing the level of trust in the 
organization (Wilcox & Cameron, 2009). Berger and Reber (2006) consider the main task of 
public relations that of building and defending the reputation of the organization, as well as 
of establishing strong links in the relation organization – target public.

Likewise, public relations have a very significant strategic component in organizations in 
the US and Western Europe (Grunig et al., 1995). In these countries, public relations make 
up the bulk of organizational communications, through which organizations form strong 
relationships with key audiences, which certainly contributes greatly to the achievement of 
their mission and strategic goals. In the reference (Penning, 2011), examined was how stock-
holders (investors) value public relations communication. It was found that investors value 
information from PR professionals (directly from a company) more than that from news 
media and other sources.

1.4. Societal culture, organizational culture and PR

The Global Public Relations Framework indicates that PR practice is influenced by the po-
litical system, economic system, media, societal and organizational culture and activism 
(Sriramesh & Verčič, 2009, 2019). Among cultural factors, public relations practice can be 
influenced by: the level of public stratification, uncertainty acceptance, role identification 
that is established on gender, collectivism, power distance, long or short-term orientation to 
life, mutual trust, as well as certain unique characteristics. All these cultural and other fac-
tors of the global public relations framework, as well as the interconnections between them, 
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must be taken into account when conducting public relations practice research (Dhanesh 
& Duthler, 2019). Similarly, Erzikova, Waters and Bocharsky (2018) indicate that there are 
mutual influences between reporters, PR practitioners, internal factors and external factors. 
According to the same authors, it is important to study these influences in different countries 
and cultural settings.

Dhanesh and Sriramesh (2018) state that multinational corporations must certainly take 
into account the characteristics and specificities of the culture of the host country (if they 
are to maintain their reputation and business results). This is especially pronounced in the 
field of crisis communication. Finally, a survey conducted in companies in Russia (Lumbar 
Globočnik et al., 2019), shows the impact of societal culture on PR strategies. More specifi-
cally, societal culture has a considerable impact on two-way symmetrical, asymmetrical, ethi-
cal, unethical, interpersonal, and mediated communication and conservation strategies, while 
influences do not exist on one-way communication and cultural interpretation.

What is most important for this research are the references that deal with the direct ef-
fects of organizational culture on certain aspects of public relations. According to Sriramesh 
et al. (1996), evidence has been identified that indicates the link between the attitude of the 
organizational culture to PR and the communication practices of an organization. In PR it is 
shown that culture is neither necessary nor sufficient for excellence. Nevertheless, excellence 
in PR will expectedly exist in organizations with participatory culture, while in authoritarian 
culture excellence is most likely to be absent.

Twenty years later, in a study carried out by Erzikova and Berger (2016) the influence of 
organizational culture on public relations was confirmed. This research found the existence 
of male-dominated social, professional and gender stereotypes. Yeo and Pang (2017) wrote 
about the relationship between organizational culture and PR. Their study aims to under-
stand the role of cultural values and their impact on public relations in Singapore. Because 
Singapore displays a hybrid culture their research aims to see the way that multiculturalism 
operates, discovers whether the values that have a bigger impact on organizational commu-
nication mirror the ones in an individualistic or collectivist society. The relationship between 
organizational culture and PR was also established by the authors Thurlow et al. (2017). In 
their research, they found that excellence in an organizational context may serve to evaluate 
the performance of public relations. Accordingly, Meng and Berger (2019) found that there 
is a strong influence of leader achivement and organizational culture on PR managers’ work 
commitment, trust and job satisfaction.

According to the previous discussions, the hypotheses that are set in this study are:
H1: A significant interaction can be found between the organizational culture dimensions 

and the CMPR dimensions and the OPR dimensions.
H2: A significant predictive effect can be found of the organizational culture dimensions 

on the CMPR dimensions and the OPR dimensions.
The study also examines the moderating effect of the organization’s national origin. So, 

one research question is set:
RQ: Is there a moderating influence of the organization’s national origin on the relation-

ship between the organizational culture dimensions and the CMPR dimensions and the OPR 
dimensions?
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2. Methodology

2.1. Research instruments

Organizational Culture. In this study, as an instrument for measuring organizational culture, 
the GLOBE project was used (House et al. 1999, 2002, 2004). The GLOBE project set up 
the dimensions of organizational culture that can be viewed in two ways: determining the 
real state (“state as it is”) and determining the desirable state (“state as it should be”). In this 
research, the first part of the questionnaire for the measurement of organizational culture 
was used (the state “as is”). This questionnaire comprises 34 questions with a seven-point 
Likert scale. The completed questionnaires were handled in line with the GLOBE Syntax. The 
GLOBE measures nine dimensions of organizational culture: Uncertainty Avoidance, Future 
Oriented, Power Distance, Institutional Collectivism (Collectivism 1), Humane Orientation, 
Performance Orientation, In-Group Collectivism (Collectivism 2), Gender Egalitarianism 
and Assertiveness (House et al., 2004; Javidan et al., 2004). A brief description of the meaning 
of these dimensions can be seen in the study (Rajković et al., 2020).

Public Relations Models. The instrument given in the paper (Grunig et al., 1995) was ap-
plied for measuring CMPR. The questionnaire consists of sixteen items distributed in four 
dimensions (Public Information, Press Agentry, Two-way Asymmetrical and Two-way Sym-
metrical). Answers by the respondents were given on a seven-point Likert scale. This way of 
measuring models of public relations and putting them in relation to other variables can be 
found in a reference (Vasquez & Taylor, 2000).

Organization – Public Relationships. By the PR Relationship Measurement Scale (Hon 
& Grunig, 1999), examined were the relations between the organization and public. The 
questionnaire comprises thirty items arranged in six dimensions (Control Mutuality, Trust, 
Commitment, Satisfaction, Exchange Relationship and Communal Relationship). The re-
spondents gave their answers on a seven-point Likert scale. Hon and Grunig (1999) consider 
this concept to be a firm sign of the effectiveness of PR.

2.2. Sample

The sample was collected in organizations in Serbia. The survey was conducted by the re-
spondents completing the questionnaires. In doing so, Google surveys were used through 
social networks, WhatsApp and Viber applications. Prior to submitting the questionnaire 
electronically, respondents were informed of the content and objectives of the survey. Direct 
interviews were also made with PR and marketing practitioners in Serbian organizations. PR 
and marketing practitioners were selected as respondents because the research is related to 
the field of PR, which is exactly what the respondents do professionally in their day-to-day 
business. In addition, these respondents have insight into the organization’s work methods 
and value systems. Because of this, respondents, as experts, were able to objectively express 
their judgment about the state of organizational culture, models of public relations and OPR, 
in their organization.

A total of N = 415 valid questionnaires were collected from 93 organizations. There 
were in total 60.7% respondents who work in Serbian organizations and 39.3% who work 
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in foreign companies that operate in Serbia. Most of the respondents were women (61.2%). 
35.81 years was the average age of the respondents. Out of the total number of respondents, 
35% were at an operational position, 37% were at the managerial position, while 28% were 
at top management positions. 86.5% of the PR and marketing practitioners were employed 
by private organizations, while 13.5% of them were employed by state-owned organizations.

3. Results

3.1. Descriptive statistics

Table 1 presents the descriptive statistics and refer to all the dimensions of the observed ques-
tionnaires (Organizational Culture, Models of Public Relations, the PR Relationship Mea-
surement Scale). Full names, short names of the dimensions, the mean value, the standard 
deviation, and Cronbach’s alpha can be found in Table 1 (in this case from 0.703 to 0.944).

Table 1. Mean values, standard deviation and Cronbach’s alpha for all dimensions 

Dimensions Short
name No. Min. Max. Mean Stand. 

Dev.
Cron.
a

Uncertainty Avoidance CUL1 415 1.00 7.00 3.6305 1.26539 .703
Future Oriented CUL2 415 1.00 7.00 4.4434 1.46105 .725
Power Distance CUL3 415 1.00 7.00 4.0715 1.47150 .717
Collectivism 1 CUL4 415 1.00 7.00 4.5343 1.18421 .764
Humane Orientation CUL5 415 1.00 7.00 4.8157 1.34171 .855
Performance Orientation CUL6 415 1.00 7.00 4.6066 1.54177 .885
Collectivism 2 CUL7 415 1.00 7.00 4.8547 1.46493 .704
Gender Egalitarianism CUL8 415 1.00 6.75 3.8946 .91479 .837
Assertiveness CUL9 415 1.50 7.00 4.8398 1.29808 .780
Public Information MOD1 415 1.00 7.00 3.7265 1.24002 .756
Press Agentry MOD2 415 1.00 7.00 4.5928 1.32235 .799
Two-way Asymmetrical MOD3 415 1.00 7.00 4.0331 1.36244 .785
Two-way Symmetrical MOD4 415 1.00 7.00 4.2163 1.31844 .834
Control Mutuality REL1 415 1.00 7.00 4.8477 1.41132 .927
Trust REL2 415 1.00 7.00 5.1562 1.33977 .926
Commitment REL3 415 1.00 7.00 5.1667 1.21598 .911
Satisfaction REL4 415 1.00 7.00 5.1219 1.28427 .944
Exchange Relationship REL5 415 1.00 7.00 4.1916 1.25940 .793
Communal Relationship REL6 415 1.00 7.00 5.0694 1.33500 .826

3.2. Correlation analysis

Table 2 presents the coefficients of correlation between the organizational culture dimensions 
and the CMPR dimensions and the OPR dimensions. Pearson’s correlation was used.
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Table 2. Coefficients of correlation between the organizational culture dimensions and the CMPR  
dimensions and the OPR dimensions

MOD1 MOD2 MOD3 MOD4 REL1 REL2 REL3 REL4 REL5 REL6

CUL1 –.067 .034 .230** .327** .376** .413** .411** .426** .005 .363**

CUL2 –.196** –.057 .334** .424** .529** .556** .513** .539** –.011 .443**

CUL3 .247** .266** –.067 –.224** –.333** –.320** –.265** –.282** .191** –.346**

CUL4 –.064 –.004 .318** .453** .526** .529** .514** .532** –.040 .424**

CUL5 –.163** –.099* .248** .432** .611** .596** .519** .578** –.051 .511**

CUL6 –.157** –.106* .253** .428** .631** .631** .548** .578** –.066 .525**

CUL7 –.162** –.108* .292** .483** .657** .660** .599** .627** –.077 .588**

CUL8 –.040 –.054 .200** .206** .237** .202** .218** .245** –.018 .183**

CUL9 –.102* –.033 .274** .417** .544** .552** .515** .548** .026 .497**

Note: *p < 0.05; **p < 0.01.

3.3. Regression analysis

Table 3 presents the results of the regression analysis, with the predictive effect of the organi-
zational culture dimensions (independent variables) on the CMPR dimensions and the OPR 
dimensions (dependent variables). This was examined using multiple regression analysis.

Table 3. Regression analysis (independent variables: the organizational culture dimensions; dependent 
variables: the CMPR dimensions and the OPR dimensions)

Dep. CUL1 CUL2 CUL3 CUL4
Indep. 
CUL5 

β
CUL6 CUL7 CUL8 CUL9 R2 F Sig.

MOD1 –.002 –.212 .243 .112 –.113 .065 .024 –.021 .051 0.098 4.843 .000
MOD2 .034 –.036 .281 .106 –.052 .021 –.057 –.067 .077 0.091 4.475 .000
MOD3 .031 .179 .051 .187 –.058 –.101 .091 .119 .099 0.162 8.653 .000
MOD4 .088 .083 –.039 .200 .015 –.083 .175 .103 .125 0.293 18.586 .000
REL1 .041 .081 –.019 .064 .125 .146 .251 .083 .050 0.479 41.141 .000
REL2 .074 .121 –.011 .062 .065 .149 .262 .041 .063 0.484 41.984 .000
REL3 .119 .095 –.016 .133 –.026 .018 .283 .079 .120 0.414 31.649 .000
REL4 .117 .105 –.009 .114 .092 .018 .214 .095 .129 0.462 38.507 .000
REL5 –.008 .029 .216 –.012 .033 –.005 –.115 –.027 .162 0.056 2.656 .005
REL6 .143 –.004 –.124 .001 .017 –.052 .357 .083 .165 0.382 27.647 .000

3.4. National origin of companies and their moderating effects

Table 4 shows the correlation coefficients between the organizational culture dimensions and 
the CMPR dimensions and the OPR dimensions, especially for Serbian and foreign compa-
nies, are shown in. The sample included 252 domestic (Serbian) companies (NDOM = 252) 
and 163 foreign companies (NFOR = 163).
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Table 4. Correlation coefficients between the organizational culture dimensions and the CMPR dimen-
sions and the OPR dimensions, for domestic companies (DOM) and foreign companies (FOR)

NoC MOD1 MOD2 MOD3 MOD4 REL1 REL2 REL3 REL4 REL5 REL6

CUL1 –.013 .009 .267** .381** .443** .433** .419** .434** –.025 .414**

CUL2 –.231** –.155* .352** .494** .567** .587** .535** .546** –.070 .462**

CUL3 .203** .309** –.171** –.325** –.438** –.443** –.392** –.368** .172** –.433**

DOM
CUL4 –.103 –.067 .326** .516** .531** .529** .532** .556** –.074 .474**

CUL5 –.237** –.188** .265** .459** .624** .604** .525** .590** –.131* .492**

CUL6 –.226** –.239** .269** .470** .673** .677** .579** .588** –.125* .542**

CUL7 –.208** –.163** .332** .528** .690** .683** .608** .636** –.152* .605**

CUL8 –.037 –.056 .194** .213** .252** .203** .231** .249** –.056 .161*

CUL9 –.142* –.095 .276** .474** .595** .597** .557** .599** .005 .509**

CUL1 –.143 .071 .164* .230** .263** .379** .400** .416** .058 .270**

CUL2 –.134 .094 .279** .288** .458** .506** .490** .543** .099 .402**

CUL3 .309** .206** .133 –.029 –.138 –.094 –.074 –.151 .213** –.170*

FOR
CUL4 .003 .095 .291** .335** .514** .530** .489** .500** .024 .324**

CUL5 –.031 .053 .191* .369** .584** .584** .520** .572** .102 .543**

CUL6 –.033 .143 .211** .337** .544** .538** .504** .569** .048 .484**

CUL7 –.077 –.004 .205** .384** .591** .616** .582** .610** .074 .547**

CUL8 –.047 –.049 .219** .200* .214** .201** .199* .239** .040 .230**

CUL9 –.022 .074 .246** .289** .438** .462** .455** .474** .077 .465**

Note: *p < 0.05; **p < 0.01.

The moderating effects of the companies’ national origin in the relation of the organiza-
tional culture dimension and the CMPR dimensions and the OPR dimensions were shown 
using hierarchical regression analysis. Table 5 shows the results of these tests. In this table, 
only the results for couples with moderating effects are shown: R square change and F-change 
values in these cases, as well as correlations of the given pairs for both relevant groups (do-
mestic and foreign companies).

Table 5. Hierarchical regression analysis of the moderating effects of National origin of companies in 
observed relations (only the results where there are moderating effects)

Number Ind. Dep. R square 
change F-change

Correlations

Domestic
NDOM = 252

Foreign
NFOR = 163

1 CUL1 MOD4 0.008 3.655 .381** .230**

2 CUL1 REL1 0.011 5.113 .443** .263**

3 CUL1 REL6 0.010 4.755 .414** .270**

4 CUL2 MOD2 0.014 6.073 –.155* .094
5 CUL2 MOD4 0.012 6.106 .494** .288**

6 CUL3 MOD3 0.021 9.118 –.171** .133
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Number Ind. Dep. R square 
change F-change

Correlations

Domestic
NDOM = 252

Foreign
NFOR = 163

7 CUL3 MOD4 0.021 9.417 –.325** –.029
8 CUL3 REL1 0.022 10.513 –.438** –.138
9 CUL3 REL2 0.031 14.537 –.443** –.094

10 CUL3 REL3 0.020 9.235 –.392** –.074
11 CUL3 REL4 0.009 4.226 –.368** –.151
12 CUL3 REL6 0.020 9.737 –.433** –.170*

13 CUL4 MOD4 0.009 7.893 .516** .335**

14 CUL4 REL6 0.009 4.618 .474** .324**

15 CUL5 MOD1 0.008 3.324 –.237** –.031
16 CUL5 MOD2 0.013 5.309 –.188** .053
17 CUL5 REL5 0.012 5.128 –.131* .102
18 CUL6 MOD2 0.032 13.698 –.239** .143
19 CUL7 REL5 0.011 4.415 –.152* .074

4. Discussion

4.1. The correlation analysis – checking H1

Table 2 shows that in most cases the organizational culture dimensions have a statistically 
significant and positive impact on the PR dimensions. Thus, hypothesis H1 is confirmed. At 
the same time, these results show a similarity with those gained in previous research into 
the impact of organizational culture on PR, for example (Sriramesh et al., 1996; Harris et al., 
1999; Curtin, 2008; Erzikova & Berger, 2016; Yeo & Pang, 2017; Thurlow et al., 2017).

From the organizational culture dimensions, CUL7 – Collectivism 2 (In group) has the 
strongest impact. This dimension of organizational culture is comprised of items such as 
employee loyalty to the organization, employee pride because of working for the organiza-
tion, manager pride in individual employee achievements, and, finally, organization loyalty 
towards employees. An organization that places value on these aspects of social relations 
within its framework is very likely to apply two-way communication models, especially the 
symmetrical model (the strongest positive correlation in influencing the CMPR dimensions 
is between the dimensions CUL7 – Collectivism 2 and MOD4 – Two-way Symmetrical). 
Likewise, internal, mutual loyalty between the organization and employees is mapped to ex-
ternal loyalty between the organization and the public. Then there are strong positive correla-
tions with most of the OPR dimensions. Practically, this means that in such conditions, there 
is appreciation of public opinion from the organization, a fair attitude from the organization 
to the public, the realization of long-term duties on the part of the organization, and the 
satisfaction of the public in working with the organization as well as the honest, benevolent 
external action of the organization.

End of Table 5
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Most other organizational culture dimensions have a similar impact, particularly the di-
mensions CUL6 – Performance Orientation, CUL5 – Humane Orientation, and then CUL2 – 
Future Oriented, CUL9 – Assertiveness and CUL4 – Collectivism 1. Generally, a favorable 
organizational culture, presented through loyalty between the organization and its employees, 
fostering efficiency and performance enhancement, nurturing quality interpersonal relation-
ships, planning for the future, fostering collective loyalty, and such like, has a positive impact 
on two-way communication models, especially the symmetrical model, as well as most of 
the OPR dimensions. Exceptions to this kind of organizational culture exist for two dimen-
sions of CMPR (MOD1 – Public Information and MOD2 – Press Agentry) and one dimen-
sion of the OPR dimensions (REL5 – Exchange Relationship). The aforementioned three 
dimensions have largely negative, often statistically significant correlations with most of the 
organizational culture dimensions. This means that an unfavorable organizational culture, 
lacking the above desirable elements, creates the conditions for the use of one-way com-
munication, the concealment of unfavorable information, a lack of mediation between the 
management and the public, a focus on avoiding negative publicity, and the orientation of 
the organization solely for its own benefit and short-term effects. These results can be con-
sidered consistent with those of the references (Cameron & McCollum, 1993; Seltzer et al., 
2012), which identified a link between two-way symmetrical communication and favorable 
organizational culture.

A total exception to the previously described influences of the organizational culture 
dimensions occurs for dimension CUL3 – Power Distance. This dimension acts in the oppo-
site way: it has significant and statistically positive effect on the dimensions MOD1 – Public 
Information, MOD2 – Press Agentry and REL5 – Exchange Relationship, and a negative and 
in most cases statistically significant effect on the other dimensions. The high power distance 
in an organization seems to impede two-way communication, especially symmetrical com-
munication. Similarly, an increased power distance drives the organization into behavior 
that does not respect public opinion, lacks fair relations regarding the public and neglects 
continuing public service responsibilities. Therefore, the existence of a high power distance 
in an organization is also reflected on the external plane, as a rule by the public recogniz-
ing the power distance as a negative phenomenon. This is accompanied by a lack of public 
confidence in the organization, reduced public satisfaction with the organization, as well as 
doubts about the organization’s sincerity. In contrast, a high power distance encourages one-
way communication and directs the organization’s focus to its own advantage. This is logical 
given the very nature of the power distance in organizations and society: unequal distribution 
of power, focus on authority, the power and benefits enjoyed by a narrow circle of individuals, 
and the absence of equal relations.

From the CMPR dimensions and the OPR dimensions, the dimensions REL2 – Trust, 
followed by REL1 – Control Mutuality, REL4 – Satisfaction and REL3 – Commitment are 
under the strongest influence of the organizational culture dimensions. Thus, a companies’ 
organizational culture is strongly mirrored in the relationships of that organization and its 
target publics. In this way, organizational culture goes beyond the organization itself and 
acquires an external character and significance. Practically, the organizational culture of an 
organization will greatly depend on the attitude of that organization towards the target pub-
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lic, as well as the relationship of the target public with that organization. A similar result can 
be seen in the reference (Wang & Chaudhri, 2009), which emphasizes the importance of 
corporate social responsibility and its connection with organizational culture. Ultimately, it 
has been demonstrated here that a favorable organizational culture engenders greater public 
trust, public satisfaction, and public commitment to further collaboration. It should also be 
noted that from the CMPR dimensions, the strongest (positive) correlations exist with the 
MOD4 dimension – Two-way Symmetrical.

On the other hand, the dimensions under the weakest influence of the dimensions of 
organizational culture are REL5 – Exchange Relationship, then MOD2 – Press Agentry and 
MOD1 – Public Information. These three dimensions have mostly negative correlations, 
except for the CUL3 – Power Distance dimension, which was discussed earlier. A negative 
(statistically significant) impact exists on the MOD1 dimension – Public Information. Thus, 
a favorable organizational culture will diminish the chances of the neutral provision of in-
formation, the concealment of unfavorable information, a biased evaluation of PR activities, 
a lack of mediation between management and the public, and the like.

Based on the aforementioned, it is easy to conclude that organizational culture has a 
greater impact on the OPR dimensions than on the CMPR dimensions. The OPR reflect more 
closely and more directly the philosophy of the organization, social relations and the way the 
organization works (in other words, the organizational culture), than the CMPR themselves. 
The CMPR are, in a way, a tool for realizing communication and relations between orga-
nizations and the public. It can be said that the connection between organizational culture 
and OPR is essential, while that between organizational culture and CMPR is technical, or 
instrumental.

4.2. The regression analysis – checking H2

The results of the regression analysis are shown in Table 3, in order to explore the predic-
tive effects of the organizational culture dimensions on the CMPR dimensions and the OPR 
dimensions. The CUL7 – Collectivism 2 (In group) dimension has the strongest predic-
tive effect, a result that is consistent with the results of the correlation analysis. In light of 
this, the explanation is analogous. The predictive effects of the other organizational culture 
dimensions are fairly evenly distributed. At the same time, the results are compatible with 
that gain in the correlation analysis. For example, the CUL3 – Power Distance dimension 
has a statistically significant and positive predictive effect on MOD1 – Public Information, 
MOD2 – Press Agentry and REL5 – Exchange Relationship.

There is a difference in a slightly lower predictive effect of the CUL5 dimension – Hu-
mane Orientation, as well as the enhanced predictive effect of the CUL8 dimension – Gen-
der Egalitarianism. Based on this result, it is clear that gender equality in the organization, 
the equal distribution of men and women in leadership positions, as well as equal condi-
tions and incentives for advancement, are certainly of significance and exert an influence 
on establishing two-way communication and organization – public quality relations. In 
addition, while the CUL9 – Assertiveness dimension showed statistically significant effects 
in the correlation analysis, the regression analysis has further highlighted the predictive 
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effect of this dimension. It is interesting to note that between the CUL9 – Assertiveness 
dimension on the REL5 – Exchange Relationship dimension exists a statistically significant 
and positive predictive effect. Although the correlation analysis did not show any statisti-
cally significant correlation between the two dimensions, in the regression analysis, due to 
the effect of a number of independent variables, the predictive effect of the CUL9 – Asser-
tiveness dimension turned out to be both statistically significant and positive. This means 
that the pronounced presence of assertiveness in an organization may result in improved 
relations between the organization and its target public, based primarily on the interests 
of and benefits to the organization.

According to Table 3, R2 have relatively high and statistically significant values, ranging 
from 0.056 to 0.484. Hypothesis H2 is thus confirmed. Observed in terms of the individual 
dependent variables (the CMPR dimensions and the OPR dimensions), those dimensions 
under the strongest predictive effect of the organizational culture dimensions are REL2 – 
Trust, followed by REL1 – Control Mutuality, REL4 – Satisfaction and REL3 – Commit-
ment. On the other hand, the dimensions of REL5 – Exchange Relationship, followed by 
MOD2 – Press Agentry and MOD1 – Public Information are under the weakest predictive 
effect of the organizational culture dimensions. The findings shown here are completely in 
accordance with those shown by the correlation analysis.

4.3. The company’s national origin as a moderator- answer to RQ

The results of examining the moderating effects of the company’s national origin on the 
observed relationships can be seen in Tables 4 and 5. Based on the results obtained, it can be 
concluded that company’s national origin as a moderator exists in a number of cases and is 
expressed as the average. This answers our RQ. Generally, when considering this moderat-
ing effect, the correlations are significantly stronger for domestic (Serbian) companies. The 
overall conclusion is that organizational culture has a greater impact on public relations in 
Serbian companies than in their foreign counterparts. This phenomenon can be explained 
by the greater presence and importance placed on public relations in foreign companies. It 
may also be linked to the longer tradition and more standard approach of public relations in 
foreign companies than in Serbian ones. In foreign companies, where the way PR functions 
is established based on certain standards, organizational culture has little influence on the 
choice of the CMPR and the way in which the OPR is realized.

This is especially true for the influence of the CUL3 – Power Distance dimension and 
the CUL5 – Humane Orientation dimension. In Serbian companies, high power distance 
adversely affects two-way communication and the OPR. Likewise, in Serbian companies, low 
people orientation can significantly encourage the establishment of one-way communication, 
as well as the organization’s dominant orientation towards its own interests and benefits. 
From the CMPR and the OPR dimensions, the moderating effect described is most strongly 
manifested for the MOD4 – Two-way Symmetrical, REL6 – Communal Relationship and 
MOD2 – Press Agentry dimensions.
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Conclusions

In most cases, the organizational culture dimensions have a statistically significant and posi-
tive impact on the CMPR dimensions and the OPR dimensions. In doing so, there is a greater 
impact on the OPR dimensions than on the CMPR dimensions. CUL7 – Collectivism 2 (In 
group) has the strongest impact, but all the other dimensions also have a strong impact. Thus, 
internal loyalty between the organization and its employees is transferred to external loyalty 
between the organization and the public. In general, a favorable organizational culture (rep-
resented through the favorable values of the organizational culture dimensions) has a positive 
impact on two-way communication models, especially the symmetrical model, as well as 
on most of the OPR dimensions. At the same time, a favorable organizational culture has a 
negative impact on three dimensions: MOD1 – Public Information, MOD2 – Press Agentry 
and REL5 – Exchange Relationship. It follows that an unfavorable organizational culture (rep-
resented through the unfavorable values of the dimensions of organizational culture) encour-
ages one-way communication and the organization’s orientation solely for its own benefit.

Given that high power distance is a characteristic of an unfavorable organizational cul-
ture, it is important to emphasize that the CUL3 – Power Distance dimension works in 
contrast to the other organizational culture dimensions: high power distance impedes two-
way communication, leading to the organization’s lack of respect for public opinion, and the 
absence of fair relations toward the public. This causes certain negative reactions from the 
public towards the organization: mistrust, doubt in its sincerity, dissatisfaction, rethinking 
of long-term relationships.

An examination of the moderating effect of a company’s national origin has shown that 
organizational culture has a greater impact on public relations in Serbian companies than in 
foreign ones. Foreign companies have a longer tradition in the realization of public relations, 
which means continuity, greater persistence, and a more established and set functioning of 
the PR service. In such stable conditions, organizational culture does not have as much influ-
ence on public relations, or more precisely, it does not have as much influence on the choice 
of the CMPR and the way of realizing the OPR. The impact of the CUL3 – Power Distance 
dimension is again emphasized here, because in Serbian companies the high power distance 
has an extremely adverse effect on two-way communication and the OPR.

The significance of this study is that the influence of individual dimensions of organiza-
tional culture on the dimensions of PR (CMPR dimensions and OPR dimensions) has been 
determined. In this way, the directions and strengths of the interconnections between the 
precisely defined dimensions are viewed more accurately. Also, introducing the analysis of 
the moderating effect of company’s national origin showed the differences in the way the 
organizational culture impacts on public relations in Serbian and foreign companies operat-
ing in Serbia. One of the limitations of the research may be that the results obtained relate 
primarily to Serbia and specific transitional conditions. Nevertheless, it can be assumed that 
similar relationships between the observed dimensions exist in other countries, especially 
those countries which share similar economic and social conditions.

The general recommendation for leaders and managers is to continually strive for the 
improvement of organizational culture, thus creating more favorable conditions for the 
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implementation of two-way symmetrical communication and the establishment of high-
quality OPR. In particular, it is necessary to develop internal trust and loyalty between the 
organization and its employees, increase the concern for people, foster good interpersonal 
relations and gender equality in the organization, continuously improve performance and 
efficiency, and plan for the future. Most importantly, external communication and OPR can 
be significantly improved by establishing and maintaining a low power distance within the 
organization. All of these recommendations apply primarily to organizations and leaders in 
Serbia, but because of their universality, they may be applicable under general conditions.

The limitation of the research can be found in the fact that the obtained results present 
the situation in Serbia. Nevertheless, similar relationships of the observed dimensions can be 
expected to exist in other countries, especially in those with similar levels of economic and 
social development. The proposal for further research is to examine the impact of leadership 
on public relations practice, and then to examine the impact of public relations practice on 
job satisfaction and organizational commitment, employee trust at work, and similar. It is 
also possible to examine the opposite direction of influence: how public relations can act to 
create a more favorable (desirable) organizational culture in organizations.
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