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Summary:

-   The organizational culture as a phenomenon in the organization is complicated in characteristics 

dimensions and functions. It has a vital role in the life of the organization .It  represents one of the 

organization characteristics  and components. The organizational culture is the main determinant of 

organization management behavior, its manager and clients whether in short or long term. It is a 

mirror reflecting various aspects of the organization as well as its visible and invisible activities , it 

gives the organization its : identity , values orientations, tangible and intangible outcomes . It is one 

of essential of walls and the climate which prepare the intelligence ,superiority and excellence of 

the organizational. It's the atmosphere that generates strategies, plan and structures of the 

organization ,as well as the method which guarantee it's leadership , improvement of operations 

,adaptation ,integration , The organizational culture gives organizations the ability to deal with risks 

and challenges being more flexible  . It creates a team spirit and teamwork enhancing the 

management and the commitment , supporting loyalty , contributing in the building of ethical 

valuable climate which directs employees toward outstanding performance whether in : quality , 

cost, timing , location or value.  Therefore, TQM represents an integrated process involving all staff 
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and activities and the various levels of the organization and customers who deal with the 

organization so that their work will be in the form of a series , any defect in any episode of them is 

considered as a weakness affecting the total quality because the chain are interdependent and the 

total quality is the creation and the developing of a base of values and beliefs resulting from the 

organizational culture. Therefore, the appropriate organizational culture of quality is one of the 

requirements of total quality in all parts of the organization. This is why the administration is 

obliged to  promote an appropriate culture that corresponds with the objectives and directives of 

total quality management. 

Key words: Culture. Organizational culture, Quality. Total Quality Management. the culture of  

TQM. 
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