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Abstract: This paper aims to investigate the relationships between GLOBE national culture dimen-
sions, the facets of job satisfaction and the need for achievement relation in Serbian tourism providers.
The sample consists of 120 managers in the Serbian service sector/tourism providers in Serbia (trans-
portation, utility companies, telecommunications, and banks). The results obtained proved that nation-
al culture dimensions are significant predictors of all facets of job satisfaction and that the relations
between some organizational culture dimensions and the facets of job satisfaction are moderated by
the need for achievement variable. Our results may be of interest to human resources managers in the
Serbian tourism service providers.
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1. INTRODUCTION

he last two decades were the time of political and economic changes in Serbia and many

Eastern European countries. Transitional societies have significant cultural differences that
are based on different histories and transitional pathways (Mebrahtu et al., 2000). Joint polit-
ical programs, the power, and the mobility of transnational capital, as well as the impact on
the individual national system, are comprehensive evidence that social systems fundamentally
converge in terms of the functioning of the regulatory system, and the knowledge from the
organizational level clearly indicates that national differences are what moderate the factors
that affect the way organizations work (Blyton, 2001). Feichtinger and Fink (1998) argue that
cultural and similar processes in transition countries that have a communist legacy produce
a ,,cultural shock”. In transition countries, culture shock is the product of complex economic,
social, and political forces, and an important conceptual tool for managers who are responsible
for international strategy in transition countries, as established by Fink and Holden (2002).
Managers must be aware of the cultural differences and similarities in order to be successful in
working with people from other cultures (Javidan, House, 2001; Gerhart, 2008), this is of par-
ticular importance to the service sector.

Globalization has also affected changes in the service sector. Due to the changes, but also due
to the development of tourism, an important factor in the quality of the tourist destination is
tourism providers. On the other hand, according to Kirin & Gavri¢ (2017), the main problems
of the tourism sector in Serbia relate to tourism providers (e.g. road infrastructure, renovation of
facades, traffic jams, etc.) which require large human and material resources. Zouni & Koure-
menos (2008) emphasize the importance of effective inclusion of local factors (main destination
stakeholders) in the successful operation, sustainability, and long-term viability of a tourist
destination. The authors indicate that destination competitiveness can be improved by coordi-
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nation of evaluations between the most directly involved parts of destination, tourists (tourism
demand), and tourism professionals (tourism supply). The research regarding resident attitudes
to tourism development shows positive results towards the provision of the community facility,
job creation, and the promotion of the area for tourism (Mason, Cheyne, 2000).

This paper aims to investigate the relationships between GLOBE national culture dimensions,
the facets of job satisfaction and the need for achievement and gender in tourism service provid-
ers in Serbia (transportation, utility companies, telecommunications, and banks).

Hofstede (1980) has investigated cultural dimensions in some Yugoslav republics (Slovenia,
Croatia and Serbia). After the break-up of Yugoslavia, it was determined that in Serbia power
distance (86) and uncertainty avoidance (92) indexes were very high, and individualism (25)
and masculinity indexes (43) were very low (Hofstede, 2001, p 501). Hofstede (2010) stated that
all organizations are embedded within societal cultures, which are likely to have an ambient in-
fluence on the organizations embedded within them. GLOBE project accepts Hofstede’s model
and paradigm but also presents an important point in the development of Hofstede’s doctrine.

According to Morris et al. (1994), individualism/collectivism is an important factor in under-
standing entrepreneurial behavior in the organization, but it can be assumed that corporate en-
trepreneurship depends more on collective actions and cooperative spirit than on independent/
individualistic actions (Finkelstein, 2011). The findings from Tiessen (1997) show that indi-
vidualism and collectivism neither encourage nor discourage entrepreneurship, they influence
how its functions are accomplished - individualists produce breakthroughs that collectivists
implement and improve. He suggests the best entrepreneurs need to connect with others and
with the help of others make their ideas better and achieve their goals. It can be assumed that the
same refers to intrapreneurs. National cultures are especially important for intrapreneurship in
the tourism industry, particularly for tourism providers, in order to maximize the quality of the
tourist destination. Wakkee et al. (2010) point out that in the long run entrepreneurial behavior
within existing organizations (intrapreneurship) has a positive effect on the financial perfor-
mance of organizations, and that the creation of entrepreneurial employees is important in tra-
ditional service sectors. Intrapreneurship can be developed in firms of different sizes, including
tourism and trade and it should be promoted as the key for business success (Auer Antoncic
& Antoncic, 2018). Due to all the above facts, we investigate national culture as a predictor of
job satisfaction and moderating effect of need for achievement on the relation between national
culture (as an independent variable) and job satisfaction (as a dependent variable) in the tourism
service providers in Serbia.

2. NATIONAL CULTURE, JOB SATISFACTION
AND NEED FOR ACHIEVEMENT

2.1. National culture

Among the first researchers who recognized the importance of national culture and its impact
on organizations were Kluckhohn and Strodtbeck (1961). Besides them, numerous other re-
searchers were dedicated to defining the cultural dimensions and their influence on the organ-
ization (Hall, 1976; Triandis, 1995; Hofstede, 1980, 2001; Trompenaars & Hampden-Turner,
1997; House et al., 2004; Dimitratos et al., 2011; Gerhart, 2008; Dickson et al., 2003, etc.). One
of the reasons why national culture is important is the assumption that it is a constraint on man-
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agement practices and organizational culture (Gerhart, 2008). Besides, culture is an important
factor that determines the profile of individual values, but also the values of the organizational
culture of the companies operating within it and significantly affects the organizational culture
(Hofstede 1980, 2001; Trompenaars & Hampden-Turner, 1997). National culture can be a sig-
nificant variable that influences the development of cognitive style and perception of managers
(Dimitratos et al., 2011). Dickson et al. (2003) point out that the GLOBE dimensions of culture
(Javidan & House, 2001) serve the needs of global managers to have the cultural ability or to be
sensitive to cultural differences.

Knowing the cultural dimensions and the characteristics of different cultures can help managers
in tourism and organizations from other sectors to create a culture that contributes to employees
being motivated and satisfied (Paunkovi¢ & Jovanovi¢ 2016). Researchers emphasize the im-
portance of culture in the service sector. Nazarian et al. (2017) examine the impact of national
culture on the hotel industry. The results obtained show that culture is an important factor for
achieving a balanced organizational culture and that has an influence on performance. Studies
conducted by Hui et al. (2004) in hotel employees show that power distance has a moderate
effect on the relationship between empowerment and job satisfaction. Merritt (2000) indicates
that national culture has a greater influence than the professional culture of airline pilots. Alajmi
et al. (2011) found that national culture dimensions, power distance and uncertainty avoidance
affect the information flow and communication policy in the service sector. Pavlukovi¢ et al.
(2017) examined the impact of national culture on local residents’ attitudes towards tourism.
Based on previous studies, in the service sector in Serbia, culture dimensions are predictors of
the dimensions of entrepreneurial orientation (Nedeljkovi¢ Knezevi¢ & Pavlukovi¢, 2020).

For this study, we used the GLOBE model. The initial aim of the GLOBE (Global Leadership
and Organizational Behavior) research project was the development of national and organiza-
tional measures of culture and leadership applicable to cross-cultural research. The GLOBE
cultural dimensions are based on several studies (Hofstede, 1980; 2001; House et al., 1999;
Dickson et al. 2000). The GLOBE project has empirically established nine cultural dimensions
(for national and organizational culture) that were covered by 78 survey questions, half of them
asking subjects to describe their culture (‘as is’) and the other half refers to what should be
(‘should be’). GLOBE is a multi-phase, multi-method, and the nine “as is” GLOBE cultural
dimensions are (House et al., 2002; House et al., 2004; Vukonjanski et al., 2012):

1. Uncertainty Avoidance: The extent to which a society, organization, or group relies on
social norms, rules, and procedures to alleviate unpredictability of future events.

2. Future Orientation: The degree to which a collective encourages and rewards future-ori-
ented behaviors such as planning and delaying gratification.

3. Power Distance: The degree to which the members of a collective expect power to be
distributed equally.

4. Collectivism I (Institutional): The degree to which organizational and societal insti-
tutional practices encourage and reward the collective distribution of resources and
collective action.

5. Humane Orientation: The degree to which a collective encourages and rewards individ-
uals for being fair, altruistic, generous, caring, and kind to others.

6. Performance Orientation: The degree to which a collective encourages and rewards
group members for performance improvement.

7. Collectivism II (In-Group): The degree to which individuals express pride, loyalty, and
cohesiveness in their organizations or families.

487



5t International Thematic Monograph:
Modern Management Tools and Economy of Tourism Sector in Present Era

8. Gender Egalitarianism: The degree to which a collective minimizes gender inequality.
9. Assertiveness: The degree to which individuals are assertive, confrontational, and ag-
gressive in their relationships with others.

2.2. Job satisfaction

There are many definitions of job satisfaction. Job satisfaction is a pleasurable or positive emo-
tional state resulting from the appraisal of one’s job or job experiences (Locke, 1976). Also, job
satisfaction is an attitude reflecting how well people like or dislike their job, a person’s evaluation
of his/her job, and work context (Spector, 1997). Job satisfaction is viewed as an attitude to the job
in terms of global satisfaction or terms of facet of satisfaction including the pay, work itself, super-
vision, promotion opportunities, benefits, rewards, procedures, communication and coworkers. In
this paper, Spector’s definition will be applied.

According to Spector (1997), there are three reasons for the evaluation of the employees’ job satis-
faction. First, employees should be respected as individuals that could contribute to general organ-
izational success. Second, evaluation of the employees’ job satisfaction could serve as an indicator
of the business effectiveness among the employees. Third, the job satisfaction of the employees
might cause positive effects on the general fulfillment of the organizational goals. Job satisfaction
is linked to the motivation, productivity, efficiency, and work-related satisfaction of employees
(Hwang & Chi, 2005). On the other hand, job dissatisfaction can significantly affect the behav-
ior of employees resulting in absence from work, complaints and grievances, and termination of
employment (Sempane et al., 2002). To create value for companies and society, employers need to
generate job satisfaction because of its importance at the individual, organizational, and societal
levels, including employees’ perception of their job satisfaction (Diaz-Carrion et al. 2020).

Job satisfaction is one of the predictors of various significant organizational outcomes, including
job performance (Judge et al., 2001). One of the most significant research in this area (Judge et
al., 2001), has led to a series of conclusions about the relationship and the influences between job
satisfaction and productivity. This research shows that the greatest impact has factors related to
organizational culture and personal determinants. Hwang & Chi (2005) findings show significant
correlations between employee job satisfaction, internal marketing and performance of interna-
tional hotels. Fargher et al. (2008) investigated the relationship between culture and job satisfaction
in Eastern and Western European countries. The study points to the strong influence of national
culture on an individual’s attitude towards job satisfaction, and significant differences between
employees in Eastern and Western Europe are observed, which are primarily caused by the impor-
tance of family and religion. Sempane et al., (2002) establish a significant relationship between the
variables of job satisfaction and the organizational culture of employees within a service organi-
zation. Job satisfaction in the tourist sector in Europe varies based on the model of working condi-
tions. (Diaz-Carrion et al. 2020). Job satisfaction in service industries varies in different countries,
occupations, employment contracts and earnings levels (Bednarska & Szczyt, 2015). The same
authors summarized that gender, tenure, age and sector do not affect job satisfaction.

2.3. Need for Achievement
The need for achievement refers to a person’s responsibility for involvement in activities to
achieve the desired outcome, and it is associated with a positive mood, task interest, and organ-

izational spontaneity (Eisenberger et al., 2005). Finogenow (2017) defines the need for achieve-
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ment as a consistent concern for doing things better and a desire to accomplish excellent results
in conditions of high expectations. High achievement individuals are highly motivated by com-
peting and challenging work and they look for promotional opportunities and have a strong urge
for feedback on their achievement (McClelland, 1961). High need for achievement employees
base on their self-esteem, successful development and the utilization of their skills and talents
(Eisenberger et al., 2005: McClelland,1961). In case of low need for achievement, employees
are less interested in the activities that provide high skill and challenge at work and try to avoid
competence assessment (Eisenberger et al., 2005).

In recent years the need for achievement has gained importance in the study of entrepreneur-
ship. Based on the research that highlights the importance of matching the need for achievement
and business goals, the need for achievement is positively related to entrepreneurial persistence
and business goals are moderators on the relationship between the need for achievement and
persistence (Wu et al., 2007). Auer Antoncic & Antoncic (2018) indicate positive relationships
between the need for achievement of the female entrepreneur and intrapreneurship, and be-
tween intrapreneurship and firm growth.

Within this study we hypothesize:

H1: National culture dimensions significantly predict facets of the job satisfaction.

H2: The need for achievement moderates the regression between national culture dimension
and the facet of job satisfaction.

H3: Gender moderates the regression between national culture dimension and the facet of job
satisfaction.

3. METHOD
3.1. Participants and data collection

The research was carried out in organizations in Serbia (Vojvodina, Belgrade, Sumadija, South-
ern, Eastern, and Western Serbia). The survey was conducted by the respondents completing
the questionnaire by using the standard pen—and—paper procedure. The sample consists of 120
managers from the service sector in Serbia (transportation, utility companies, telecommunica-
tions, banks). 65 of the respondents are male and 55 are female. According to respondents’ age
levels, results are presented in Table 1.

Table 1. Respondents age levels

Age % Male Female

<29 17% 60% 40%
30-39 33% 67% 33%
40-54 40% 47% 52%

59 > 11% 31% 69%

Source: Authors calculation

This sample is part of a wider study that included 340 respondents (managers) from differ-
ent sectors - Industrial, Trade, Service sector, Public administration, Agriculture (demographic
question). Collected data were analyzed by using the Statistical Program for Social Sciences.
Statistical analyses were primarily focused on determining the moderator’s effects of the Need
for Achievement on the correlation between the national culture dimensions and job satisfac-
tion, as the main constructs of the research.
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3.2. Survey instruments
Standard instruments are used to measure national culture, job satisfaction and need for achievement.

We used the GLOBE project instrument for measuring the national culture dimension “as is”
since the GLOBE project presents an additional, expanded model of cultural measures (Venaik/
Brewer 2008). The “should be” part of the instrument is used only in order to compare the val-
ues obtained from this part of the GLOBE instrument with the values from the “as is” part of
the instrument. The GLOBE questionnaire has 34 items and the answers are measured on the
7- point Likert scale. These instruments measure nine organizational culture dimensions: Un-
certainty Avoidance, Future Orientation, Power Distance, Collectivism 1, Humane Orientation,
Performance Orientation, Collectivism 2, Gender Egalitarianism and Assertiveness (House et
al. 1999, 2002, 2004).

Job satisfaction is measured by the Job Satisfaction Survey (Spector 1985). The questionnaire
has 36 items related to nine facets of job satisfaction, and answers are measured by a 6-point
Likert scale. Dimensions of job satisfaction are defined and described in the following way
(Spector, 1985; Vukonjanski et al., 2012): JS1- Pay (Pay and remuneration), JS2 — Promotion
(Promotion opportunities), JS3 — Supervision (Immediate supervisor), JS4 — Fringe Benefits
(Monetary and nonmonetary fringe benefits), JS5 — Contingent Rewards (Appreciation, recog-
nition, and rewards for good work), JS6 — Operating Procedures (Operating policies and proce-
dures), JS7 — Co-workers (People you work with), JS8 — Nature of Work (Job tasks themselves),
JS9 — Communication (Communication within the organization).

We used the Need for Achievement Questionnaire (Wu et al., 2007), measured by a 5-point
Likert scale. Need for Achievement instrument measures: need to face challenges, need to learn
constantly, need for personal growth and need to succeed.

4. RESEARCH RESULTS

The descriptive statistics for the items and the dimensions of the observed questionnaires: “as
is” dimensions of the national culture (NCi, i=1,2,3,4,5,6,7,8,9), the facet of job satisfaction (JSj,
7=1,2,3,4,5,6,7,8,9) and Need for Achievement (NA) are shown in Table 2. The table shows the
names of all dimensions, abbreviation for each dimension that we shall use later in the paper,
mean, standard deviation of all the items and dimensions, as well as Cronbach’s alpha for each
dimension. The Cronbach’s alpha values vary in the range from a a = 0.606 to o = 0.874.

Table 2. Descriptive Statistics

Abbrev. |N Min. Max. Mean Std', .
Deviation
Uncertainty Avoidance | NCI 120 1.00 6.75 3.1437 1.29708 723
Future Orientation NC2 120 1.00 6.40 2.2767 1.02414 771
Power Distance NC3 120 3.40 7.00 6.1617 .83748 725
Collectivism 1 NC4 120 1.00 6.25 3.6375 1.06602 .699
Humane Orientation NC5 120 1.00 6.80 3.2867 1.27411 .801
Performance Orientation | NC6 120 1.00 6.67 3.0694 1.31066 736
Collectivism 2 NC7 120 2.50 7.00 5.2271 92070 653
Gender Egalitarianism | NCS8 120 1.60 5.20 3.3667 78701 .655
Assertiveness NC9 120 2.00 7.00 4.0500 .81610 .606
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Pay JS1 120 1.00 6.00 2.9187 1.28467 |.788
Promotion JS2 120 1.00 6.00 3.3583 1.17338 .680
Supervision JS3 120 1.00 6.00 3.5583 1.31520 746
Fringe Benefits JS4 120 1.00 5.50 2.8667 1.17972 736
Contingent Rewards JS5 120 1.00 6.00 2.9979 1.31671 780
Operating Procedures JS6 120 1.00 6.00 3.2646 .94062 .649
Coworkers JS7 120 1.00 6.00 4.3250 1.13417 767
Nature of Work JS8 120 1.00 6.00 44542 1.26979 |.834
Communication JS9 120 1.00 6.00 3.8000 1.30634 |.764
Need for Achievement NA 120 1.00 5.00 4.0896 .90505 .874

Source: Authors calculation

The national cultural dimension NC3 (Power Distance) has the highest value (6.16), followed by
NC7 (Collectivism 2, 5.22), and the lowest value has NC2 (Future Orientation, 2.27). In terms
of job satisfaction, the highest value has dimension JS8 (Nature of Work, 4.45), followed by JS7
(Coworkers, 4.32), and Dimension JS1 (Pay, 2.9) has the lowest value.

In Table 3 we give the average values of the “as is” and the “should be” dimensions of national
culture in Serbia (tourism providers) and for the overall GLOBE Data (Javidan & House 2001).

Table 3. National culture dimensions

Overall GLOBE Data
Tourism providers (Javidan & House, 2001)
As s Should Be
As I Should Be Highest Lowest Highest Lowest
score Score score Score

Uncertainty Avoidance 3.14 5.60 5.37 2.88 5.61 3.16
Future Oriented 2.28 6.23 5.07 2.88 6.20 2.95
Power Distance 6.16 2.98 5.80 3.89 4.35 2.04
Collectivism 1 3.64 4.88 5.22 3.25 5.65 3.83
Humane Orientation 3.29 6.28 5.12 3.18 6.09 3.39
Performance Orientation 3.07 6.52 4.90 2.88 6.58 2.35
Collectivism 2 5.22 575 6.03 3.53 6.52 4.06
Gender Egalitarianism 3.37 4.97 4.08 2.50 5.17 3.18
Assertiveness 4.05 2.72 473 3.38 5.56 2.66

Source: Authors calculation

Table 4 presents gender differences in perception of national culture and job satisfaction of tour-
ism providers in Serbia.

Table 4. Gender differences

National culture Male Female Job satisfaction Male Female
Uncertainty Avoidance 3.23 3.04 Pay 3.27 2.50
Future Oriented 241 2.12 Promotion 3.54 3.15
Power Distance 6.14 6.19 Supervision 3.76 3.32
Collectivism 1 3.77 3.48 Fringe Benefits 3.07 2.62
Humane Orientation 3.46 3.08 Contingent Rewards 3.38 2.55
Performance Orientation |3.39 2.69 Operating Procedures 3.34 3.17
Collectivism 2 5.23 5.22 Coworkers 4.46 4.16
Gender Egalitarianism 3.28 3.47 Nature of Work 4.60 4.28
Assertiveness 3.99 4.12 Communication 3.86 3.73

Source: Authors calculation
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In Table 5 we give the Pearson coefficients of the correlation between national culture dimen-
sions and the facet of job satisfaction.

Table 5. Pearson coefficients of the correlation between national culture and job satisfaction

NC1 NC2 NC3 NC4 NC5 NC6 NC7 NC8 NC9
JS1 383" 404" -.390" 289" 345" 525" 117 -.033 -.035
JS2 198" 3017 -.328" 3737 299 3277 129 .045 024
JS3 308" 379" -413" 203" 354" 343" 160 071 -.033
JS4 404" 385" -262" 202 299 A14” 205 -113 120
JS5 .370™ 326" -361" 325" 433" 439" 141 132 055
JS6  [-.011 -.039 -.036 125 .084 .035 -.149 079 -126
JS7 230" 238" - 191" 235" 282" 248" 200 159 .000
JS8 1857 213 -.089 .070 116 212 2317 135 .080
JS9 341" 267" -.364" 189" 321" 395" 369" .036 057

**  Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).

Source: Authors calculation

By the multiple regression method, we also investigated the contribution of all the independent
variables of national culture dimensions to the total R-square in the regression with the facet of
job satisfaction as a dependent variable. The dimensions of the national culture are the best pre-
dictor for Pay (R?=0.336). This tells us that 34% of the variation in pay can be predicted using
GLOBE dimensions of national culture. National culture is not a predictor of JS6 (Operating
Procedures) and JS8 (Nature of Work). Multiple regression analysis is presented in Table 6 and
Figure 1.

Table 6. Multiple regression analysis

Dependent | Independent p t Sig. R? F Sig.
NC1 071 .654 514
NC2 .102 951 344
NC3 -132 -1.182 .240
NC4 .067 751 454
JS1 NC5 .021 207 .837 336 6.198 .000
NC6 337 2.879 .005
NC7 .038 465 .643
NC8 -.105 -1.276 .205
NC9 -.158 -1.964 .052
NC1 -.160 -1.369 174
NC2 .064 .557 .578
NC3 -.261 -2.177 .032
NC4 283 2.952 .004
JS2 NC5 .086 798 427 238 3.822 .000
NC6 .058 462 .645
NC7 129 1.461 147
NC8 -.020 -225 .822
NC9 -.042 -484 .629
NCl1 .000 -.002 .998
NC2 176 1.570 119
NC3 -.333 -2.842 .005
NC4 .013 141 .888
JS3 NCs5 129 1.213 228 270 4.521 .000
NC6 -.038 -.309 758
NC7 174 2.011 .047
NC8 -.027 -.316 753
NC9 -.135 -1.607 11
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NC1 192 1.679 .096
NC2 159 1.419 159
NC3 -.016 -.134 .893
NC4 -.031 -.327 744
IS4 NC5 .040 375 708 267 4.453 .000
NC6 182 1.481 141
NC7 114 1.319 .190
NC8 -.158 -1.835 .069
NC9 .011 136 .892
NC1 .064 .564 .574
NC2 -.045 -406 .686
NC3 -.091 -783 436
NC4 .140 1.504 136
JS5 NCs 215 2.048 .043 287 4.919 .000
NCé6 193 1.589 115
NC7 107 1.252 213
NC8 076 .896 372
NC9 -.047 -.568 571
NC1 -.034 -.264 792
NC2 -.142 -1.129 .261
NC3 .025 190 .850
NC4 157 1.491 139
JS6 NCs .095 .801 425 .079 1.050 406
NC6 .085 .619 .537
NC7 -.149 -1.536 127
NC8 .066 .683 496
NC9 -127 -1.343 182
NC1 .025 208 .836
NC2 .032 264 792
NC3 -.020 -156 .876
NC4 117 1.164 247
JS7 NC5 151 1.332 186 162 2.363 .018
NCé6 .049 .374 709
NC7 195 2.102 .038
NC8 .149 1.620 .108
NC9 -.065 -716 475
NC1 .055 439 .661
NC2 137 1.119 .265
NC3 105 818 415
NC4 -.056 -.548 .585
JS8 NC5 -.024 -.203 .840 127 1.773 .081
NCé6 151 1.126 .263
NC7 .201 2.133 .035
NC8 .165 1.752 .083
NC9 .030 326 745
NC1 .090 817 416
NC2 -.065 -.602 .549
NC3 -.289 -2.559 012
NC4 .022 .248 .804
JS9 NC5 .100 980 .329 324 5.848 .000
NC6 .087 740 461
NC7 .373 4.484 .000
NC8 -.013 -157 .876
NC9 -.048 -.590 .556

Source: Authors calculation

The variable NC6 (Performance Orientation) has the greatest influence on variable JS1 (Pay).
The variable NC4 (Collectivism 1) has the greatest influence on variable JS2 (Promotion). The
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variable NC3 (Power distance) has the greatest influence on variable JS3 (Supervision). The
variable NC5 (Humane Orientation) has the greatest influence on variable JS5 (Contingent Re-
wards). The variable NC7 (Collectivism 2) has the greatest influence on variables JS7 (Cowork-
ers) and JS9 (Communication).
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Figure 1. Multiple regression

Source: Authors calculation

Further results reveal that the correlation coefficient between national culture dimensions and
the facet of job satisfaction in low Need for Achievement (NA) and high Need for Achievement
sub-samples. In Table 7 we give the Pearson coefficients of the correlation.

Table 7. National culture dimensions and the facet of job satisfaction in low and high Need
for Achievement sub-samples

Need for Achievement| NCI1 NC2 NC3 NC4 NC5 NC6 NC7 NC8 NC9
JS1 300" 353" | -.360™ .075 381" 408 .085 -.028 -172
JIS2 173 318" -.148 .061 .380™ .198 173 -.058 .015
JS3 .295° 3817 | -430" | -.026 426" 321" 145 -.009 -171
JS4 .299* 237 -.159 .017 .300" 122 213 -.183 .048
Low NA JS5 293" 189 -343" | -.073 429" 276 .027 119 -.070
JS6 -.061 -.059 -.100 .106 .300" 112 -.241 140 -.184
JS7 155 .053 -.153 -.088 234 143 .050 .088 -.050
JS8 145 145 -.089 -128 -.039 181 120 211 .005
JS9 392" 185 =314 -.182 354" 31 409™ .050 .086
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JS1 A417 | 4257 | -400™ | 433" | 300" | .589" | .289° -.023 124
JS2 211 282" | -486™ | .601™ 234 407 141 132 .041
JS3 335" | 4067 | -4277 | 469 .310° 404 140 .149 143
IS4 ATTT | 4897 | =357 | 343 | 2947 | 6297 254 -.053 207
High NA JS5 A227 | 4207 | -382" | 635 | 4357 | 559 314 147 191
JS6 .016 -.047 .056 114 -.104 -.058 .016 .040 -.059
JS7 .300° 410" | -268" | 550" | 349" | 376" | .343" 214 .044
JS8 240 3157 -135 314 3017 .302° 324 .045 167
JS9 3217 3477 | -454" | A498” 324 497" 323 .018 .022
**  Correlation is significant at the 0.01 level (2-tailed).

* Correlation is significant at the 0.05 level (2-tailed).

Source: Authors calculation

In Table 8 we give the Pearson coefficients of the correlation between national culture dimen-
sions and the facet of job satisfaction for gender, men and women sub-samples.

Table 8. National culture dimensions and the facet of job satisfaction
for men and women sub-samples

Gender NC1 NC2 NC3 NC4 NCS NC6 NC7 NC8 NC9
JS1 A67 | 4697 | -412 233 311 A465™ 180 -.084 -170
JS2 131 .290" -.097 384 228 159 196 -.094 -.097

JS3 328" | 3917 | -.398™ .108 337 288" 261" .012 -220
IS4 A436™ 315° -.143 .064 221 226 .259° -171 .003

1;1/[:25 JS5 .386™ 287" -216 .309° 361" 266 232 .089 -.070
JS6 -.103 -.147 -.076 144 113 .029 -177 106 -.180
JS7 .240 218 -.093 195 168 162 267" -.022 -.083
JS8 241 211 .036 218 048 141 .349™ .063 .063
JS9 368" | .369™ -214 186 193 310" 448" -.019 .057
JS1 272" 244 =392 | 3097 334" 514" .005 120 190
JS2 259 276" | =597 | 3447 3557 | 495 017 .260 192
JS3 272" 3227 | -4497 | 286 .343" .360™ -.038 210 244
JS4 358 | 457 | -420™ | 3187 3717 | 6407 .109 011 316"
Women - . - . . o . .
N=55 JS5 357 326 -.609 315 .507 .613 -.035 327 311

JS6 078 077 .014 .090 .017 -.012 -112 074 -.055
JS7 207 234 -278 242 383" 298" 117 373" .097
JS8 .103 180 -225 -.105 171 253 .040 .260 124
JS9 308" 116 -.532" 188 483" | 519" 246 115 066
**  Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).

Source: Authors calculation

We used hierarchical regression analysis in order to investigate the moderating effect of Gender
and Need for Achievement on the regression between dimensions of national culture (as an in-
dependent variable) and the facet of job satisfaction (as a dependent variable). The hierarchical
regression analysis consists of three steps. In the first step, national culture is a predictor, in the
second step national culture and moderator (Gender or Need for Achievement) are predictors,
and in the last step, an interactive variable is added into the model. The moderating effect was
tested by examining the change in the R-squared attributable to the interaction term. If the
interaction term added at the final stage of the regression analysis produced a significantly in-
creased amount of variance explained in the outcome variable (R-squared), we could say that
the moderator effect occurs between national culture dimensions and facet of job satisfaction.
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Table 9 shows the results of the examination of the moderator effect of Need for Achievement
on the influence of dimensions of national culture and facet of job satisfaction. In Table 9, only
the results related to R- square and F-change statistics that support H3 are presented.

Table 9. Hierarchical regression analysis (R square and F-change) for Need for Achievement
Dependent variables

Independent
variables

1 NC2
R2 106 057
Fch 14.035%* 7.114%*
2 NA
R2 107 103
F ch .053 6.028*
3 Interac NA
R2 139 140
F ch 4.403* 5.014*
1 NC3
R2 108
Fch 14.263**
2 NA
R2 116
Fch 1.057
3 Interac. NA
R2 159
F ch 6.016*
1 NC4
R2 .084 139 .041 106 .055 .005 .036
F ch 10.781%* | 19.024** [5.085* 13.935%%* 6.877** |.579 4.383*
2 NA
R2 .098 142 .049 106 .096 .055 .055
Fch 1.801 429 955 .001 5.231* 6.251* 2.349
3 Interac NA
R2 132 219 .100 .235 203 .140 183
F ch 4.559* 11.358%* 16.551* 19.675%* 15.716%* | 11.370%* | 18.244**
1 NCs
R2 .007
Fch .834
2 NA
R2 .035
Fch 3.401
3 Interac NA
R2 .075
F ch 5.019*
1 NCé6
R2 171
Fch 24.423%%*
2 NA
R2 172
F ch .040
3 Interac_ NA
R2 220
F ch 7.235%%*

Source: Authors calculation

JS1 JS2 JS3 JS4 JSS JS6 JS7 JS8 JS9

Need for Achievement is the moderator of relations between NC2 (Future Orientation) and JS5
(Contingent Rewards) and JS7 (Coworkers); NC3 (Power Distance) and JS2 (Promotion); NC4
(Collectivism 1) and JS1 (Pay), JS2 (Promotion), JS3 (Supervision), JS5 (Contingent Rewards),
JS7 (Coworkers), JS8 (Nature of Work) and JS9 (Communication); NC5 (Humane Orientation)
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and JS6 (Operating Procedures); NC6 (Performance Orientation) and JS4 (Fringe Benefits) in
the tourism service providers in Serbia.

The results of the examination of the moderator effect of respondents’ gender on the influence
of dimensions of national culture and facet of job satisfaction are shown in Table 10. In Table

10, only the results related to R- square and F-change statistics that support H4 are presented.

Table 10. Hierarchical regression analysis (R square and F-change) for Gender

Dependent variables
Independent Jst Js2 JS3 Js4 JS5 JS6 Js7 Js8 JS9
variables
1 NC2
R2 108
F ch 14.263%*
2 NA
R2 154
F ch 6.343%
1 NC2
R2 107 171
F ch 14.086** 24.423%*
2 NA
R2 137 206
F ch 4.105* 5.060*
1 NC2
R2 .025
F ch 3.046
2 NA
R2 .065
F ch 4.940%

Source: Authors calculation

Gender is the moderator of relations between NC3 (Power Distance) and JS2 (Promotion); NC6
(Performance Orientation) and JS2 (Promotion) and JS4 (Fringe Benefits); NC8 (Gender Egali-
tarianism) and JS7 (Coworkers) in the tourism service providers in Serbia.

5.  DISCUSSION

The main goal of this research was to investigate the contribution of all the independent var-
iables, dimensions of National Culture, to the total R-square in the regression with the aspect
of Job Satisfaction as a dependent variable, and the moderating effect of Gender and Need for
Achievement in the relation between National Culture and Job Satisfaction in the tourism ser-
vice providers in Serbia.The results obtained confirm that dimensions of national culture are
predictors of job satisfaction (Hypothesis One). Also, the results confirm that the Need for
Achievement (Hypothesis Two) and Gender (Hypothesis Three) are moderators on the rela-
tions between National Culture dimensions and the aspect of Job Satisfaction in the tourism
service providers in Serbia. These findings are discussed in more detail below.

5.1. National culture as a predictor of job satisfaction in tourism service providers

GLOBE national culture is a significant predictor of all facets of job satisfaction except Operating
Procedures (JS6) and Nature of Work (JS8). Pay and remuneration satisfaction is in direct propor-
tion to the degree to which a collective encourages and rewards tourism service provider employees

for performance improvement and high standards. The greatest influence on promotion opportu-
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nities satisfaction has the degree to which organizational and societal institutions encourage and
reward tourism provider employees’ integration into groups and collective actions. The greatest
influence on immediate supervisor satisfaction has the degree to which tourism provider employees
accept an unequal distribution of power and status privileges. The greatest influence on satisfaction
with appreciation, recognition, and rewards have the degree to which a collective encourages and
rewards tourism provider employees or fairness, kindness, generosity, and altruism. The greatest
influence on co-workers’ satisfaction and job tasks themselves have the degree to which tourism
provider employees express pride, loyalty, and cohesiveness in their organizations or families.

5.2. Uncertainty avoidance

In the general sample “as is” value of Uncertainty Avoidance (NC1) is 3.80, and “should be” is
5.60. Taking into consideration the values of Overall GLOBE Data, tourism provider employ-
ees’ values are similar to “as is” lowest score and “should be” highest score. Tourism provider
employees strive to a higher level of uncertainty avoidance, as part of national culture. It can be
concluded that there is a strong tendency towards a system that is more orderly and system-ori-
ented towards planning and moderate risks. On the other hand, this situation is probably a con-
sequence of a long period of socialism. It is possible that for this reason employees rely on the
past, the period when there was a sense of security, orientation towards rules, and social order
(Grachev et al., 2007). Uncertainty avoidance has statistically positive and significant correla-
tions with all facets of job satisfaction, except Operating Procedures (JS6). Hence, the increase
of the perception of Uncertainty Avoidance is accompanied by the increase of satisfaction with
all aspects of the job, except satisfaction with operating policies and procedures.

5.3. Future orientation

In the general sample “as is” value of Future Orientation (NC2) is 2.28, and the “should be” val-
ue is 6.23. Based on Overall GLOBE Data, tourism provider employees’ value “as is” is lower
than the Overall lowest score and the “should be” value is similar to the highest Overall score.
In the general sample, Future Orientation has the lowest value of all national culture dimen-
sions. The future orientation dimension is a reflection of the internally consistent set of practices
and values that influence the way the society defines success and adapts to external challenges
and the way the society manages relationships with its people (Jesuino, 2002). Weaker Future
Orientation societies value instant gratification and place higher priorities on immediate re-
wards. Organizations have a shorter strategic orientation, emphasize leadership that focuses
on repetition of reproducible and routine sequences (House et al., 2004), and that influence
intrapreneurship. Accordingly, reflections of tourism provider employees on the desired state
in the future are reflected in planning, visionary leadership, long-term success, organizations
with a long-term strategic orientation, collective safety nets (House et al., 2002; House et al.,
2004). The significant difference between “as is”” and “should be” values indicates that tourism
provider employees do not expect fast results, but they are ready for change and investments for
future payofts over immediate consumption. Future Orientation has statistically significant and
positive correlations with all facets of job satisfaction, except Operating Procedures (JS6). The
increase of the perception of Future Orientation is accompanied by the increase of satisfaction
with all aspects of the job, except satisfaction with operating policies and procedures.

We obtained that the Need for Achievement moderates the relation between Future Orientation and
Contingent Rewards (JS5) and Coworkers (JS7). In the high Need for Achievement sub-sample,
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relations between Future Orientation and Contingent Rewards (.420**) and Coworkers (410**) are
significant and positive and in the low sub-sample coefficients are positive, but not significant. A
high value of the Need for Achievement can help managers in the tourism service providers in Ser-
bia to be more motivated to face the challenges and to learn, which may help them to achieve suc-
cess. Also, it can encourage tourism provider employees to perform future-oriented behaviors such
as planning and delaying gratification. High achiever tourism provider employees pursue oppor-
tunities to create long term competitive advantages that enable intrapreneurship, appreciation and
recognition from coworkers and supervisors, and rewards, as a measurement for accomplishments.

5.4. Power Distance

In the general sample “as is” value of Power Distance (NC3) is 6.16, and the “should be” value is
2.98. Based on Overall GLOBE Data, tourism provider employees’ value “as is” is higher than
the Overall highest score and the “should be” value is similar to the lowest Overall score. In the
general sample, Power Distance has the highest value of all National Culture dimensions. Hof-
stede (1981; 2001) first identified a high-power distance in Serbia. Serbia, and other countries
with a high value on power distance, are characterized by social, economic, and political strat-
ification, and those in power expect and accept obedience (Javidan et al. 2006). Societies with
high Power Distance have a large middle class and higher public corruption, do not ensure equal
opportunities and the power is seen as a source of corruption, coercion, and dominance (House
et al., 2004). Power Distance has statistically significant and negative relations with all facets of
job satisfaction, except Operating Procedures (JS6) and Nature of Work (JS8) where coefficients
are negative, but they are not significant. The increase of the perception of Power Distance is
accompanied by the decrease of satisfaction with all aspects of the job, except satisfaction with
operating policies and procedures and satisfaction with job tasks themselves.

Multiple regression shows that Need for Achievement is a moderator of relations between Power
Distance (NC3) and Promotion (JS2). In the high Need for Achievement sub-sample, the coeffi-
cient between Power Distance and Promotion (-.486*%*) is negative and significant and in the low
sub-sample coefficient is negative, but not significant. In the high value Need for Achievement
sub-sample, the increase of the perception of power distance is followed by a faster decrease of
satisfaction with promotion opportunities than in the low Need for Achievement sub-sample. In
tourism service provider in Serbia, especially in the utility companies (state owned), promotion
opportunities partly depend on personal connections and political authorities in the broader
community. This practice has a long tradition in Serbian organizations since the period of so-
cialism. High achiever tourism provider employees prefer conditions that will enable their need
to face challenges, to learn constantly and to succeed as a measurement for accomplishments,
and as a result, they will be more satisfied with equal promotion opportunities.

Multiple regression shows that Gender is a moderator of relations between Power Distance and
Promotion (JS2). In the Female sub-sample, the correlation coefficient is negative and signif-
icant (-.597*%), and in the Male sub-sample coefficient is negative but not significant (-.097).
Promotion satisfaction of women tourism provider employees depends on equal promotion op-
portunities. In Serbia, men are more involved in politics and probably have/rely more on social
connections than women. It could be assumed that men in Serbia value social and political con-
nections and even support such a grounded system that affects social status and prestige; unlike
women who do not support inequalities and believe that promotion opportunities should depend
on results and achievements.
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5.5. Collectivism 1

In the general sample “as is” value of Collectivism 1 (NC4) is 3.64, and the “should be” value is
4.88. Taking into consideration the values of Overall GLOBE Data, the values of tourism provid-
er employees are similar to “as is” lowest score and “should be” highest score. Serbia is consid-
ered to be a collective society, but values “as is” show differently. Based on “should be” tourism
provider employees’ traditional institutional values are still important (which have roots in so-
cialism). In their opinion, goals and group interest “should be” over individual goals and interests
and important decisions ,,should be” made by the group (Javidan, House, 2001). Collectivism
1 has statistically significant and positive correlations with all facets of job satisfaction, except
Fringe Benefits (JS4) and Operating Procedures (JS6) where coefficients are not significant. The
increase of the perception of Collectivism 1 is accompanied by the increase of satisfaction with
all aspects of the job, except satisfaction with monetary and nonmonetary fringe benefits and
operating policies in tourism provider employees.

Multiple regression shows that Need for Achievement is a moderator of relations between Collec-
tivism 1 and Pay (JS1), Promotion (JS2), Supervision (JS3), Contingent Rewards (JS5), Coworkers
(JS7), Gender Egalitarianism (NCS), Assertiveness (NC9). In the high value Need for Achieve-
ment sub-sample, the increase of the perception of institutional collectivism is followed by a
faster increase of satisfaction with Pay, Promotion, Supervision, Contingent Rewards, Coworkers,
Gender Egalitarianism, and Assertiveness than in the low Need for Achievement sub-sample.
Under the increase of institutional collectivism, high achieve tourism provider employees feel the
responsibility to achieve good relationships and communication with supervisors and all cowork-
ers with modesty and tenderness. They tend to promote intrapreneurship to achieve opportunities
and rewards as an organization. Their expectations of pay are related to the Serbian economy.

5.6. Humane Orientation

In the general sample “as is” value of Humane Orientation (NC5) is 3.29, and the “should be”
value is 6.28. The “as is” value is similar to the lowest Overall GLOBE Data and the “should be”
value is higher than Overall highest score. Kabasakal & Bodur (2004) indicate that social cul-
ture based on bureaucratic practice, formal relationships, and formalized procedures is typical
in cultures with low human orientation. According to the opinion of tourism service provider
employees, the well-being of others “should be” individual responsibility, and has high value
towards altruism, kindness, love, and generosity in society (Triandis, 1995). Humane Orien-
tation has statistically significant and positive correlations with all facets of job satisfaction,
except Operating Procedures (JS6) and Nature of Work (JS8) where coefficients are positive but
not significant. The increase of the perception of Humane Orientation is accompanied by the
increase of satisfaction with all aspects of the job, except satisfaction with operating policies and
job tasks in tourism provider employees in Serbia.

Multiple regression shows that Need for Achievement is a moderator of relations between Humane
Orientation and Operating Procedures (JS6). In the low value Need for Achievement sub-sample,
the increase of the perception of Humane Orientation is followed by a faster increase of satisfac-
tion in tourism provider employees. In the high Need for Achievement, the sub-sample relation
is negative and not significant. The increase of Humane Orientation in low achieve tourism
provider employees is accompanied by the increase of satisfaction with Operating Procedures.
These results can be explained based on high achievers’ ambition, goal-orientation, task-orien-

500



TOURISM PROVIDERS, ACHIEVEMENT, CULTURE AND JOB SATISFACTION IN SERBIA

tation, and tendency to succeed in a competitive environment. In relation to a set of standards,
they tend to overachieve and push limits. At some point that can mean they are less human-ori-
ented. Required rules and procedures can affect intrapreneurship. Also, they want to compete
with others, more than to help others to achieve. In case of low need for achievement, employees
are less interested in the activities that provide high skill and challenge at work and try to avoid
competence assessment (Eisenberger et al., 2005). That makes them more human-oriented and
ready to help others and to receive help if needed. Required rules and procedures ensure security,
and predictability, give them a sense of stability and that affects their satisfaction.

5.7. Performance Orientation

In the general sample “as is” value of Performance Orientation (NC6) is 3.07, and the “should be”
value is 6.52. “As is” value is higher than lowest Overall GLOBE Data and “should be” value is lower
than Overall highest score. Tourism service provider employees think that collective ,,should” encour-
age more and reward members for performance improvement. Based on the current situation, social
and family relations and seniority and experience are more important than results, education and
learning and taking initiative (House et al. 2004). Performance Orientation has statistically significant
and positive correlations with all facets of job satisfaction, except Operating Procedures (JS6). The
strongest relation is with Pay (JS1, 0.525**) and the weakest with Nature of Work (JS8, 0.212%).

Multiple regression shows that Need for Achievement is a moderator of relations between Perfor-
mance Orientation and Fringe Benefits (JS4). In the high Need for Achievement sub-sample, the
relation between Performance Orientation and Fringe Benefits (.629**) is positive and significant
and in the low sub-sample coefficient is positive, but not significant (.121). In the high value Need for
Achievement sub-sample, the increase of the perception of Performance Orientation is followed by
a faster increase of satisfaction with monetary and nonmonetary fringe benefits. High achievement
tourism provider employees expect that organization invests in training and education, to promote
performance improvements and intrapreneurship. They are more satisfied in organizations that give
performance feedback and reward performance with monetary and nonmonetary fringe benefits.

Multiple regression shows that Gender is a moderator of relations between Performance Orientation
and Promotion (JS2) and Fringe Benefits (JS4). In the female sub-sample, Performance Orientation
is followed by a faster increase of satisfaction with promotion opportunities and monetary and non-
monetary fringe benefits. In the male sub-sample, the relation is positive, but not statistically signif-
icant. Also, in the male sub-sample the value of culture dimension Performance Orientation (3.39)
is higher than in the female sub-sample (2.69). In this case, encouragement and rewards for perfor-
mance improvement do not affect male satisfaction. That could mean that they simply do as best as
they can, in any conditions. On the other hand, females are ready to improve their performance. If
the organization encourages and rewards results, they expect promotion opportunities and fringe
benefits for their efforts. A tourism service provider organization that rewards performance has more
satisfied female employees.

5.8. Gender Egalitarianism

In the general sample “as is” value of Gender Egalitarianism (NC8) is 3.37, and the “should be”
value is 4.97. “As is” value is between lowest and highest Overall GLOBE Data and “should
be” value is lower than Overall highest score. Tourism service provider employees value equal

opportunities for all and more women in positions of authority.

501



5t International Thematic Monograph:
Modern Management Tools and Economy of Tourism Sector in Present Era

Multiple regression shows that Gender is a moderator of relations between Gender Egalitari-
anism and Coworkers (JS7). In the female sub-sample this relation is positive and significant
(.373**) and in the male sub-sample, the relation is negative and not significant (-.022). In the
female sub-sample increased perception of Gender Egalitarianism is followed by increased sat-
isfaction with Coworkers. Women in tourism service provider organizations, where is a lack of
gender barriers, feel safer and more satisfied with the people they work with.

6. CONCLUSION

This paper has investigated the influence of national culture on the facets of job satisfaction in tour-
ism service provider managers. Our results provide empirical evidence that GLOBE national cul-
ture is a predictor of all facets of job satisfaction except Operating Procedures and Nature of Work.
National culture dimensions influence all facets of job satisfaction except Operating Procedures. In
the general sample, dimensions of national culture that do not influence the facets of job satisfaction
are Gender Egalitarianism and Assertiveness. GLOBE national culture value “should be” is an im-
portant factor that influences the job satisfaction. Results also prove that the Need for Achievement
is a moderator of some relations between the national culture dimension as an independent variable
and job satisfaction as a dependent variable. Also, high value of Need for Achievement increases
the level of satisfaction with many facets of the job and it is very important for intrapreneurship
development. Low value of Need for Achievement increases the level of satisfaction only with Op-
erating Procedures. We prove that Gender is a moderator of some relations between the national
culture dimension as an independent variable and job satisfaction as a dependent variable. Women
in tourism service provider organizations have a higher level of satisfaction with facets of the job.

In modern conditions of constant changes, the increased need for the development of the service
sector and destination competitiveness, an important factor in the quality of the tourist destination
and one of the main destination stakeholders are tourism providers. National culture is especially
important for intrapreneurship in the tourism industry, particularly for tourism providers, in order
to maximize the quality of the tourist destination. This paper, among other things, provides insight
into the possibilities and conditions for the development of intrapreneurship in the tourism sector
providers. Besides that, managers should take into consideration that there are no applicable actions
to eliminate national culture influence on the job satisfaction. The influence could be managed to
some extent with organizational culture.
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