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Workplace culture can be something that employees adopt without even knowing they are following or demonstrating the cultural behaviour within that organisation. Throughout your lifetime as an employee for one or multiple organisations, you will acquire pieces of culture throughout your journey that contribute to your personal growth. The word culture stems from the Latin “cultural” stemming from ‘colere,’ meaning “to cultivate.” It is the lens through which you see the world. Organisations want to have a culture whereby they prioritize making employees from all walks of life feel welcome. Individuals are celebrated and everyone feels like they have a place at the company. 
Many organisations are aware that workplace culture is becoming more talked about within peers, the internet, and studies. These organisations have now begun to release culture statements to show what culture they adopt as a company this helps with not only the recruiting of the organisation but will also help customers decide if they want to use the organisations products/services. 
A cultural statement that I felt is strong is from an employee at Etsy:
“As an Etsy employee, you can do the work you love, be yourself, and make an impact in the lives of millions. Our commitments to diversity and inclusion, team culture and the spaces where we work all reflect our mission to keep commerce human.” (Grokker, 2021). 

1.0 [bookmark: _Toc119223094]Critically assess the culture and context of an organisation 

1.0.1 [bookmark: _Toc119223095]What is culture?

Organizations do not adopt a culture in a single day, instead it is formed in due course of time as the employees go through various changes, adapt to the external environment, and solve problems. They gain from their past experiences and start practicing it every day thus forming the culture of the workplace. The new employees also strive hard to adjust to the new culture and enjoy a stress-free life. Schein (1980).
According to ERC (2019) culture is what makes each organisation unique and attractive to competitors/customers. Culture within the workplace is made up of values, traditions, beliefs, interactions, behaviours, and attitudes.

1.0.2 [bookmark: _Toc119223096]Critical assessment of the culture within TSB Bank and HSBC Bank

The banking industry, just like any other business platforms needs to have its own sales strategy in order to attract more clients as much as investors.
As the online technology and activity grows this means banks need to speed up and upgrade their online marketing techniques to cope up with increasing demand of its consumers, tight competition throughout the banking industry, the sales strategy for banking industry must also be strengthened so that their efforts can result to them being ahead of the industry when it comes to all aspects of services.
One of the strategies banks are investing into is employing and training bank tellers who are not only able to sell any kind of service the bank is offering, but also able to keep these customers satisfied and loyal customers. It is by providing customers’ that essentially leads to a business relationship that may be beneficial to both the bank and the customer. 
In banks, it is the bank tellers who are dealing closely with all its customers. One best banking industry sales strategy that is being invested upon by bank owners is to put their tellers into a rigorous training for a more effective and satisfactory customer performance. Bank tellers are the ones who suggest any service that the customer may have or no need at all but effortlessly and successfully lets customers know of the bank’s programs and their options. 
It is through the banking industry training their employees on their sales strategy, that results to bank tellers’ ability to encourage potential customers to either become new customer or sell a new product to an existing customer, this will be benefitting not only themselves, the bank, and their customers. Handy (1996). 
Through researching financial institutions there is a clear divide in the sales culture with TSB Bank and HSBC Bank. As detailed above the bank tellers are a large proportion of the sales process. This is present within TSB Bank culture. All two hundred and ninety TSB Bank branches and their staff members follow the same sales strategy throughout the organisation. 
When you walk into a branch you are met by a TSB partner at the door who will point you in the correct direction. This partner will have either business cards or a promotional leaflet. If the customer needs to use the self-service machine the partner will help them and offer the promotion to the customer and a business card. 
Sales are at the forefront of the employee’s mind when the customer walks in the door. If the customer needs to see a teller, the teller will follow the same sales process – offer the promotion and if the customer is not interested or is currently with a different provider. For example, the customers home insurance is with Admiral and isn’t due to expire for 12 months the employee will make note of this on the customers profile and give them a business card. Hofstede (2001). This allows the employee to contact the customer in the future and giving a business card allows the customer to know who they were talking to that day and a contact number if they wish to get in touch. This strategy supports Follett’s (1924) theory of all employees integrating to reach a business’s goals. In this case a customer sale. Follett (1924) also discuss group power and how coming together will achieve the end goal.  
In contrast with TSB Bank, HSBC Bank have taken a different approach in their sales strategy. Where HSBC is a global/international banking organisation four thousand branches across sixty-five separate countries – including Europe, the Americas, Africa, the Middle East, and Asia-Pacific. HSBC are on a huge scale compared to TSB Bank therefore there is possibly no need to have sales at the forefront of the tellers’ minds. In contrast with TSB bank, when you walk into a HSBC Bank branch you are met with a wall of self-service machine and no employees present (Appendix 1). The self-service machines have advertising on them and around them with new promotions created to entice the customer to ask more questions. However, the difference between TSB Bank branches and HSBC Bank branches is the face-to-face interactions (Appendix 1). 
The selling culture is present in both bank branches with an exceptional difference in sales strategy and how to approach/sell to the customer. At TSB Bank it is clear that their sales strategy is a more personal sales strategy whereby the employees speak to the customers as they walk in the door and aim to help there and then when possible. Whereas HSBC Bank branches aim to capture the customers attention using their wide range of technology through the self-service machines and interactive advertising boards and minimal employees. 
There is pros and cons of both selling strategies. Where TSB Bank branch employees adopt the face-to-face interactions and use this as a selling strategy some customers may find this ‘pushy’ and ‘salesy’. Resulting in them not being satisfied with their customer experience. In contrast to this, customers may find this comforting that their bank is trying to save them money and want their business. The employee is trained to sell in a way where the customer feels comfortable to discuss their finances and trust the employee. 
HSBC Bank branch sales strategy works well for customer on the go and customers who are up to speed with technology, whereby they see an advertisement on the self-service machine or an interactive board and can look at later that day or at their leisure/as needed. As mentioned, this works well for the population of customers that are aware of how to use different technologies, this does not work for, for example the older generation that perhaps are not as quick with technologies and would appreciate face to face interactions or help when using the self-service machines. This allows opens an avenue of what type of customer each of these banks is attracting. 
Therefore, both companies have adapted to the sales culture however their sales strategy is very different from one another with many pros and cons. 
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[bookmark: _Toc119223098]2.0.1 PESTEL

Political 
The political culture within TSB Bank looks powerful within the organisation, however they are a drop in the ocean in comparison to the bigger giant: the government. Government laws affect the state of not only TSB Bank, but the whole banking sector. The government can intervene in the matters of banking whenever they want, leaving the industry susceptible to political influence. This plays a massive factor within the TSB Bank culture – although the adopt the sales strategy this needs to be met and followed by policies and procedure put in place not only by TSB Bank but most importantly by the government. 

Economical 
The banking industry and the economy are tied. How income flows, whether the economy is prospering or barely surviving during times of recession, affects how much capital TSB Bank can access. Spending habits, and the reasons behind them, affect when customers borrow or spend funds at banks.
Therefore, when inflation rapidly increases, TSB bank will experience the backlash. Inflation affects the currency and its value and in turn causes instability. This creates an atmosphere whereby the employees feel the pressure from management to ‘step up’ and ‘perform’. TSB Banks meaning of this is to help more customers become money confident, everyday TSB Bank (2021). 
TSB bank have committed to achieve operational net zero by 2030 in line with the Science Based Targets initiative. This is a partnership between CDP, the UN Global Compact, World Resources Institute (WRI) and the Worldwide Fund for the Nature (WWF) with the aim of driving ambitious climate action in the private sector. 
TSB Bank have also joined the UN’s Net Zero Banking Alliance, a coalition of banks from across the world who have committed to aligning their lending and investment portfolios with net zero emissions by 2050 or sooner.
These commitments are communicated to all TSB Bank employees, so they are aware of what the organisation is doing to be a better organisation and better for the planet. The culture the organisation has is to do better for the planet. TSB Bank (2022).

Social
The culture within TSB Bank is to not only work hard individually, but to work hard as a branch also. This culture means that employees come together and work as a team to achieve the end goal. Cultural influences, such as buying behaviours and necessities, affect how people see and use banking options. People turn to banks for advice and assistance for loans related to business, home, and academics. Consumers seek knowledge from bank tellers regarding saving accounts, bank related credit cards, investments, and more. This then has a knock-on effect for the culture within TSB Bank as employees will be aware of individual customers needs and know how to approach the customer to produce a sale of a product. 
Technology
TSB Bank praise themselves on face-to-face customer interactions, however technology is taking over and the clear culture within TSB Bank is ‘digital first’. TSB Bank offer a mobile app along with internet banking. For example, if you walk into a TSB Bank branch and ask to open a new account you will be escorted by a member of staff to the ‘interaction zone’ where the employee will get you to scan a QR code from an information leaflet and apply for the product either on the TSB Bank website or download the TSB Bank mobile app to open a new product. 
The self-service machines allow you to pay in cash and cheques meaning you don’t need to wait for a teller, and you can be quickly in and out the branch. This is a culture TSB Bank want to create so employees can spend more time helping customers with queries, in appointments or on demand opening products for new customers. 
Environmental 
With the use of technology, particularly mobile banking, and internet banking this means a significant cut back in paper and use for paper. With customers being able to open new products online this stops the ‘paperwork’ as customer are electronically agreeing to the terms and conditions, these are then available through email or an internet banking inbox. TSB Banks culture is most definitely to reduce the use in paper and are currently promoting to plant a tree for every new mortgage customer TSB Bank (2019). 
Legal 
The Legality of the banking industry goes hand in hand with the political culture within TSB Bank, this is because the bank must follow strict laws, policies, and procedures within the working environment. The culture within TSB Bank shows that this is important to the bank as an organization, but also each individual employee to remain employed. Aguilar (1967).

[bookmark: _Toc119223099]2.0.2 SWOT

Strengths 
By adopting the TSB Bank culture this gives the organisation a chance to make a profit which then in turns means, salary increase, possible bonus and better rates on products for customer. This will also create a team player environment as employees will all be working towards one goal. Whether this goal be to help more customer at the self-service machines or to help more customer on demand opening new products using the QR codes this will create a team player environment. 
Weaknesses 
Although the employee banking targets are long behind us now due to the amount of mis-selling this caused over the previous years, the sales strategy may cause a pressurised culture for either or both the individual employee and a branch if there are certain types of appraisal. Through showing the customer what is available to them and giving them all their options may come across to the customer that employees are pushing a product onto them. This is where TSB Banks training comes into practice. Employees need to use their training to show the customer that they are not ‘just selling’ they are genuinely wanting to help the customer save money or make money. 
As mentions the TSB Bank culture is to help the customer at first point of contact in the quickest and most efficient way – this could be by using the self-service machines. The customer may indeed feel they are not receiving a great customer experience when direct to use machine or not given the help to use the machine. 

Opportunities
Through TSB Bank employees adopting the culture whereby they help the customer at first point of contact for example, customer would like to apply for a loan and there is an employee free to help this customer do their application either on their own device through internet/mobile banking or a face to face, sit down appointment. This interaction therefore makes TSB Bank money if the customer takes the loan out with the. This all comes back to the employee receiving a salary increase or a bonus. This culture within TSB Bank shows great opportunities for not only the branch to be recognised but also the individual employee to be recognised and could lead to possible promotions. 
Threats 
Many mainstream banks are now adopting equal sales strategies which means these banks could have the same culture within them. This leads to more competition and rivalry between the high street banks. Many other high street banks are bigger than TSB Bank which means they have more money to invest into their technology and may be able to give their customers better rates on lending and savings. 
(Appendix 2)

[bookmark: _Toc119223100]2.0.3 Five Forces

Porter's Five Forces is a model that identifies and analyses five competitive forces that shape every industry and helps determine an industry's weaknesses and strengths. Five Forces analysis is frequently used to identify an industry's structure to determine corporate strategy. These five forces are:
1. Competition in the industry
2. Potential of new entrants into the industry
3. Power of suppliers
4. Power of customers
5. Threat of substitute products
Porter (1979).
Competition is a culture present within TSB Bank branch, whether this is between TSB Bank branches or individual employees to be ‘the best’ or between rival banks. This is a culture which can be both healthy and unhealthy for all employees involved. 
With the rise of online banks popping up in the industry and giving customers a quick and efficient customer experience, along with the growing cashless society this can be both potential risk and threat to TSB Bank. Although all banks need to follow the same legal requirements these banks seem to have more power as they can reach a new and younger audience. 
Through the way they advertise their brands using popular social media platforms like Instagram, Snap Chat, Tik Tok, Twitch, Twitter etc they reach young adults and children who may not even have a bank account yet. These banks have the power of choosing what customer they would like to have and the power of the suppliers as they are being innovative by marketing in this manner.   

[bookmark: _Toc119223101]3.0 Critically appraise the cultural and ethical behaviour present in TSB Bank. 

[bookmark: _Toc119223102]3.0.1 Culture within the management at TSB Bank.

According to McGregor (1960) model of Theory X and Theory Y there are two contrasting sets of assumptions that managers make about their people:
Theory X – people dislike work, have little ambition, and are unwilling to take responsibility. Managers with this assumption motivate their people using a rigid "carrot and stick" approach, which rewards good performance and punishes poor performance.
Theory Y – people are self-motivated and enjoy the challenge of work. Managers with this assumption have a more collaborative relationship with their people and motivate them by allowing them to work on their own initiative, giving them responsibility, and empowering them to make decisions.
Though the managers assumptions about what motivates their team will likely have the biggest impact on which of these two approaches the manager takes, the managers choice can also be shaped by several other factors. These include your organizational structure (tiered or flat), the type of work that your people do (repetitive or challenging), and their skill level (amateur or experienced).

TSB Bank management adopt McGregor’s (1960) Theory Y, this is shown in their Do What Matters plan where the bank has a detailed five-year plan on not only what they want to achieve as an organisation but also how they currently look after their employees and are focusing and planning to continue this and make better.  TSB Bank says that they want to be a truly inclusive workplace – somewhere where their colleagues will feel they belong and can bring their whole selves to work. In January 2022, TSB Bank introduced their new parental policy giving all parents, regardless of gender, equal leave with their child. This makes us one of the first major employers in financial services to offer inclusive leave. This is just one example of how they want to be a better organisation for their employees. This culture of wanting to do better to not only make money and grow as a business but also wanting to do better for their employees and reward them shows through the way the employees work. 

Connor Tinch from TSB Bank HR Operations said “It’s very important today to have equal opportunities for parental leave. Looking after a baby is a full-time job, so it allows couples to plan properly for having, or adopting, children and freeing up so many new possibilities for primary and co-parents. It’s reassuring to see TSB align their HR policies to recognise equal opportunities and better inclusion.”

This kind of support from the organisation as brand filters down to the management styles and they way the mangers lead their employees and colleagues. 

[bookmark: _Toc119223103]3.0.2 Ethics of TSB Bank.

According to George (2018) Ethics is the study of what is right or wrong in human conduct. This is a branch of Philosophy which studies moral principles. Hence, Ethics is also known as Moral Philosophy.
By researching TSB Banks Do what matters plan (appendix 2) is clear they have a focus on making sure the organisation and all employees do the ‘right’ thing. This is demonstrated through their pledge to help the planet, their inclusion policies, creating an inclusive workplace, closing the Gender Pay Gap, Vulnerable Customer Policy and creating a safe space for domestic abuse victims. These are just some of the ways TSB Bank look to be human as an organisation and clearly understand right from wrong. The importance of this is focused on through employee training and day to day job roles.
Coming back to the sales strategy – although employees are aware that the organisation needs to make money it would be ethically wrong of these employees to mis-sell to their customers. No banks now have targets due to the huge misjustice that many customers faced and paid the price for over being mis-sold a product that they did not need, nor could afford.   

[bookmark: _Toc119223104]Conclusion
[bookmark: _Toc456901523]
In conclusion it is clear that all organisations have a culture within them, and new employees recruited into that particular organisation or industry are trained to adopt and participate in such cultures. If employees do not follow culture, they can be made to feel like ‘outsiders’ or not ‘part of the team’. Therefore, there are pros and cons to the employee participating in the culture depending on what the culture is and if the employee feels this is culturally or ethically right. Although culture is what makes an organisation unique and stand out it, this could be for the wrong reasons and ultimately have an impact on the organisation’s reputation, which then can cause a downward trend. On the opposite side is an organisations culture is ‘ethically right’ the company can grow and become more successful. This is why culture within organisations is very important to the growth and success and many organisations, both new to the market and organisations that have been around for centuries are now learning this and starting to share their culture with the wider world.  


[bookmark: _Toc119223105]References

Blaisdell, J. (2014). McGregor’s Theory X & Y [YouTube Video]. In YouTube. https://www.youtube.com/watch?v=NK8-LhqF4N0
Boogaard, K. (2020, March 23). The 4 types of corporate culture, explained. Work Life by Atlassian. https://www.atlassian.com/blog/teamwork/types-of-corporate-culture
Caramela, S. (2018). The Management Theory of Mary Parker Follett. Business.com. https://www.business.com/articles/management-theory-of-mary-parker-follett/
CFI Team. (2022, October 10). Ethical Banking. Corporate Finance Institute. https://corporatefinanceinstitute.com/resources/esg/ethical-banking/
Dininni, J. (2011, August 28). Management Theory of Charles Handy. Business.com; business.com. https://www.business.com/articles/management-theory-of-charles-handy/
ERC. (2019, February 1). Workplace Culture: What It Is, Why It Matters, and How to Define It. Www.yourerc.com. https://www.yourerc.com/blog/post/Workplace-Culture-What-it-Is-Why-it-Matters-How-to-Define-It#:~:text=Culture%20is%20the%20character%20and%20personality%20of%20your
George, A. A. (2018, July 30). Ethics – Definition and Concept Made Easy; With Examples. ClearIAS. https://www.clearias.com/ethics-definition/
Grokker. (2021, May 11). Workplace Culture Statement Examples. Www.grokker.com. https://www.grokker.com/blog/workplace-culture-statement-examples
HSBC Bank. (2022). Global Directory - HSBC International Services. Internationalservices.hsbc.com. https://internationalservices.hsbc.com/global-directory/
https://www.accaglobal.com, A. (2019). What is ethics? | ACCA Global. Accaglobal.com. https://www.accaglobal.com/gb/en/about-us/regulation/ethics/what-is-ethics.html
Lumen. (n.d.). McGregor’s Theory X and Theory Y | Organizational Behavior / Human Relations. Courses.lumenlearning.com. https://courses.lumenlearning.com/wm-organizationalbehavior/chapter/mcgregors-theory-x-and-theory-y/
Mailchamp. (2022). New Social Media Apps Every Business Owner Should Know About. Mailchimp. https://mailchimp.com/en-au/resources/new-social-media/?gclid=6d91ab7168ea1be1dbb2c81fdb166cd9&gclsrc=3p.ds&msclkid=6d91ab7168ea1be1dbb2c81fdb166cd9&utm_source=bing&utm_medium=cpc&utm_campaign=OMD_AOC_BING_SEARCH_UK_EN_NB_ACQ_MIXED_N%2FA_UK&utm_term=social-media%2F&utm_content=NB_SocialMedia-DSA
Mindtools. (2022). Theory X and Theory Y: Understanding People’s Motivations. Www.mindtools.com. https://www.mindtools.com/pages/article/newLDR_74.htm#:~:text=Theory%20X%20and%20Theory%20Y%20were%20first%20explained
peterdy. (2022, October 27). PESTEL Analysis. Corporate Finance Institute. https://corporatefinanceinstitute.com/resources/management/pestel-analysis/
Scott, G. (2022, August 1). Porter’s 5 Forces Explained and How to Use the Model. Investopedia. https://www.investopedia.com/terms/p/porter.asp
TSB Bank. (2020). Do What Matters.
TSB Bank. (2021). TSB Money Confidence Barometer.
TSB Bank. (2022a). Branch Locator. Www.tsb.co.uk. https://www.tsb.co.uk/branch-locator/
TSB Bank. (2022b). The Do What Matters Plan | People | TSB Bank. Www.tsb.co.uk. https://www.tsb.co.uk/do-what-matters/people/
Value Dimensions of Culture. (2019). Github.io. https://saylordotorg.github.io/text_leading-with-cultural-intelligence/s04-11-value-dimensions-of-culture.html







[bookmark: _Toc119223106] Appendix 1

[image: It's meant to be the bank that's on your side, but TSB is losing customers  and being taken over | This is Money]
TSB Bank (2022)
[image: HSBC to close 82 UK branches; revamps network for digital age]
HSBC Bank (2022)
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	Strengths 
	Weaknesses

	· Organisation makes profit from sales. 
· Creates a team player environment. 
· By helping customers use the self-service machines means employees have more time to help with queries or spend with customer in appointments.
	· Employees may feel pressured into selling products/have targets. 
· Customers may feel there is no customer service - as the employee only has sales on their mind. 
· Pointing/showing customers to the self-service machines may cause customer to feel undervalued.
· Create rivalry between branches. 

	Opportunities
	Threats

	· If the bank makes a profit this could mean salary increase/bonus. 
· Create opportunities for employees to move into management. 
· Create opportunities and praise for the branch.
	· All mainstream banks are moving towards technology and may be more advanced. 
· Other banks may have better rates for customers due to them being a bigger bank. 
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Appendix B: Do What Matters 2025: Planet
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