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Introduction

A company needs to be valued both internally and externally by all the stakeholders. Externally so that receivers buy its products or use its services; internally to promote the sense of belonging. In this context, identifying values, better managing them, namely representing or staging them, are important tasks in the identity/image relation. But as we work in the corporate world and not in a laboratory, several definitions of the value range coexist. The first problem we will encounter will be to agree on what a value is to know how to work on it.

An anthropological conception with Lebailly 1

What does Infraculture mean for Lebailly ? It is the infrastructure of the culture of a company; it is a system of implicit informations, a set of signs forming a structuring and symbolic system. The infraculture defines a system of order, which is forbidden required or tolerated in a human organization without it ever explicitly revealed.

The founding myth tells the origins and purpose of the company. It is in direct contact with the system values. It contains the cultural model of the company with its strategies, coping skills, positionings, interactions with the customer.

It just be analyzed as any kind of history with the GTM to identify surface features (those that can be changed infinitely), the theme (in smaller number) and values; but we also study the myth with the narrative program to decompose the actions, roles and the quest to achieve the symbolic organization of the company.

a. 3 components of infraculture (Lebailly inspired by Dumézil 2 ) :

First composent, infraculture is a system of obligations and prohibitions (as myth & vocation) of unconscious origin determines behaviours. Second composent infraculture is a typological profile i.e. a business organization defined by membership, openness and organizational sophistication. It aims to clarify the place of the company in its market to its competitors. Last composent, infraculture is a symbolic organization : Dumézil has shown that to be sustainable, many human societies built a symbolic representation of themselves structured into three equal orders: clergy, warriors and producers. Each should know and respect that of the other equally.

b. The structural anthropology 3 :

The structural anthropology confirmed that to exist socially, man must belong to a symbolic order that exceeds, integrates and recognizes him. This symbolic order participates to a social cohesion that is a necessity. For man, it is imperative for the species and its perpetual adaptation. It is neither a concept nor a nice feeling to make them more user-friendly men. Belonging to a culturally structured collective gives to every man his human status.

c. The structural anthropology applied to the business world:

Industrial change has enlarged the register of production and trade; but two ways of thinking coexist. :

• The Savage Mind allows the collective, ie social cohesion; it is she who is the infrastructure that supports the rational organization;

• The technical thought manages the production, technical and scientific progress and widespread organization of exchanges. This is the process management

In business, this symbolic organization is used as a semiotic matrix i.e. A matrix that helps production of meaning. Companies have more and more difficult to generate collective, that is to ! say to meet the objective needs of the collective. More and more employees are losing the sense of belonging to a culturally structured collective, and live like the workings of a cold machinery that grind. Staff management techniques dominate. In their race for performance, blinded by productivity, ie the primacy of technical thought, most of the business leaders forgot the teaching of structural anthropology: men have not only rational thinking (technical) governing them; they use another more discreet than Levi-Strauss called «savage mind» or symbolic thought.

This thought does not correspond to a pre-logical or immature thinking that precede rational thought (intellectual progress implies a kind of cognitive evolution); it is not the thought of the savages, but the thought in a wild state, that of the social animal, that of the collective; it is not «domesticated or cultivated thought in order to earn a return». In business, social cohesion gives the feeling of belonging and legitimacy ; this sense of belonging brings personal safety of their social being; in turn, allows them to safety do not feel / be persecuted by constant adaptations required by industrial production to satisfy the market (competition & globalization). Security also allows the psychic stability of the subject (elimination of stress) and fulfillment (necessary adaptation to the environment is seen as an opportunity).

Strong social cohesion is an objective factor of performance (productivity gains). Lebailly uses a good image to illustrate the relation between culture (collective values) and functional organization (technical values & procedure) : culture works like the keel of a tall ship. We see so little we could forget its existence; yet it gives its stability to the boat, which enables the crew to hold its heading, it facilitates upwind even in heavy weather. To complete the picture, the masts and sails blown with pride, visible from the horizon, which manage the flow of the wind, are representative of the universe of exchanges. All sailors will tell you that the crew can succeed his racing project (or crossing) that, based on joint qualities of the keel and the mast.

The originality of this model lies in its ability to constantly dialectical exchanges and culture, and prove that it is the cultural elements "invisible and unknown" that determine the quality, fluidity and efficiency of interactions.

SYNTHESIS

The structural anthropology applied to the business world: 

b. Values in sociology

Flori studied the evolution of the notion of "value". He notices that it first passes from the individual to the collective5 . Values thus pass from individual values such as bravery, brutality and force to values of social class withbeing valiant, honor and courtesy then, to more collective values with protection of the weak, humility and piety. Becoming axiological beliefs, values are intended to serve the collective in a defined space-time as viable and resistant guides. But subjected to the criticism of reality, values are adapted, transformed or even disqualified. So according to this evolution of values we can identify 2 types :

• Individual values described as descriptive : they are not necessarily shared and relate to individual behaviors and attitudes

• Social class (collective) values described as prescriptive : they prescribe to individuals behaviours and attitudes in line with what is permitted by society.

A semiotic conception

Estonie

Etre antirusse ne fait pas recette

Tallinn n'aime guère sa communauté russophone. Les entrepreneurs estoniens, eux, ne boudent ni ses médias ni ses consommateurs.

Postimees (extraits) Tallinn

V u les montants qui y sont injec- tés chaque année -presque 500 000 euros en 2012 -, la chaîne de télévision en langue russe, Pervõi Baltiiski Kanal (PBK), devrait être rebaptisée "Tallinn numéro un" et celle qui s'appelle Tallinna Televisioon devrait être plutôt numéro deux.

Depuis le scandale Savisaar en décembre 2010 [Edgar Savisaar, chef du parti centriste Keskerakond, a été accusé de financer sa campagne électorale avec de l'argent venant de Russie], il n'est un secret pour personne que son parti, qui détient le pouvoir à Tallinn, est prorusse. Ce constat est plutôt regrettable, mais les habitants de Tallinn doivent s'en accommoder. La chaîne PBK n'est pas seulement une chaîne en langue russe qui finance ses émissions avec l'argent public, elle est carrément hostile à l'idée que l'Estonie et la Lettonie soient des Etats indépendants. Et la façon dont elle a traité le retrait de la statue du Soldat de bronze [symbole de la victoire de l'Armée rouge sur le nazisme] du centre de Tallinn en 2007 rappelait étrangement les clips de propagande soviétique dénonçant la violence policière des "forces impérialistes" contre les manifestants pacifiques.

Les nouvelles sur PBK n'ont rien pour nous remonter le moral : selon cette chaîne, l'économie estonienne est en baisse constante, la société est immobile, les droits de l'homme sont bafoués, les gens fuient le pays en masse. Que la réalité et les statistiques ne confirment pas ces assertions n'intéresse pas les journalistes de PBK.

Que ce soit en Estonie ou en Lettonie, les nouvelles ont souvent la même tonalité. Ce qui s'explique : cette chaîne soutient les mêmes forces politiques -le maire de Tallinn [prorusse] et celui de Riga [russophone]. Margus Merima, le représentant de PBK en Estonie, admet froidement que "ce n'est que du business" et que "celui qui paie commande aussi la musique". La surreprésentation de Keskerakond sur PBK n'est donc pas "un pur hasard", comme il le prétend.

Il serait toutefois naïf de penser que tout cela soit entièrement financé par le Kremlin ou par quelque force obscure. Non, il suffit de regarder les pauses de publicité pour se convaincre que les entrepreneurs estoniens sont largement représentés parmi les annonceurs sur cette chaîne. "Ce n'est que du business." En effet.

Advertising for a bank, Tagline : What world do we want to build ? More fair ? More what ? More caring? More human? Advertising for Lancia, Tagline : stop the ugly The three definitions of value according to sémiotiques are (1) the value as a differential effect of meaning (differentiation in the discourse), (2) the value as what defines the desirable, negotiable or contestable property of an object (usage value) and (3) the value as a component of an ethical aim, moral standards, an aesthetic system (core value).

By working on a good number of corporate identities, it has been observed that collective identity articulates a principle of differentiation (differentiating from competitors) and a principle of sharing similar traits (belonging to). Greimasian semiotic analyze these two principles as the resulting of ! values articulation. In this framework we note that (1) the value as differential effect of meaning seems adequate to the psychological conception in which people arbitrate and prioritize (2) usage value is similar to the technique or descriptive value (3) core value is similar to the collective or prescriptive.

a. Semiotic data

Information is sensory but the meaning is about the sensible world. The difference between sensory information and meaning of the sensible world allows the formation of value systems. So there are (equi)valences between the material world and sense. Valences relate to awareness of objects and form the foundation of beliefs that offers discoures. Valences are therefore a prerequisite for setting values.

The Rorschach test is a nice example to explain this process. We see a figure + color + densities + paper which are sensory informations. Our brain will process this information and make sense of this painting belongs to the sensible world that is to say significance relates to the sensible world. If I say, I see a black ink stain on paper or if I say I see a mask (or butterfly), I do not give the same value to sensory information that I received.

There is indeed a difference between sensory information received and given meaning. This gap allows me to assign a value to the processed information. But to give this value it was necessary to ask valences or equi-valences of form + color + densities + paper = stain or butterfly ? Similarly, in this India ink, we usually give to white paper (that is to say the absence of ink and figure) the meaning of water (mist, waterfall). It therefore raises an equivalence between a lack of expression and meaning.

b. Values and valences

For many companies, there is match between the design/manufacturing of products/ services and the perception/use of these same products/ services by the receiver (consumer, user, follower...). Procedures, practices and business organization use values that will also be used for receivers. The suitability of internal usage and core programs of the company with those proposed to receivers cause partial or total adequacy of external usage core values. For others, there is a fairly large gap between the internal and external values. Linking Company valences with those of the receiver to allow equi-valences which, in turn, allow better management (used or not) the same values internally and externally (example of an advertising for Doctors Without Borders (Médecins Sans Frontières) using internal value, solidarity, as external value). Defining the internal values of the company can afford to use externally.

Point de vue

Nous ne sommes pas des héros

Les journalistes qui travaillent dans les zones en guerre sont certes courageux. Mais qui sont les vraies victimes dans un ? se demande le grand reporter Robert Fisk.

The Independent (extraits) Londres I l a fallu beaucoup de courage pour entrer dans Homs. A News d'abord, puis à la BBC, et ensuite au petit nombre et de femmes qui y sont allés pour faire connaître au monde les souffrances de la ville. En revanche, la semaine dernière, je n'ai pu m'empêcher de me dire que nous avions appris très vite le nom de Paul Conroy, l'indomptable photographe britannique qui a été blessé, alors que nous n'avons rien su des treize volontaires syriens qui ont apparemment été tués par des tireurs d'élite et des obus en tentant de le sauver. Ce qui n'est bien sûr pas sa faute. Mais je me demande si nous connaissons les noms de ces martyrs -ou si seulement nous voulons les connaître.

Tout cela a un côté un peu colonialiste. Nous sommes désormais si habitués aux exploits hollywoodiens de ces trompe-lamort que sont les correspondants de "guerre" qu'ils sont, d'une certaine façon, devenus plus importants que les gens qui font l'objet de leurs reportages. Hemingway est censé avoir libéré Paris -enfin, surtout le Harry's Bar -mais qui, parmi nos lecteurs, se souvient du nom de tel ou tel Français mort dans ces combats ? Je n'ai pas oublié Terry Lloyd, mon téméraire collègue de la télévision, tué par les Américains en Irak en 2003, mais qui peut citer le nom de l'un des 500 000 Irakiens morts des suites de l'invasion (hormis Saddam Hussein, évidemment) ? La même année, le correspondant d'Al-Jazira à Bagdad a été tué lors d'une frappe aérienne américaine. Que ceux qui se souviennent de son nom lèvent la main. Réponse : Tareq Ayoub. Il était palestinien.

Le gilet pare-balles est aujourd'hui le symbole de presque tous les journalistes de la télévision présents dans des zones en guerre. J'en ai porté un pendant la guerre de Bosnie. Mais le spectacle de ces reporters en combinaison bleue, occupés à interviewer les victimes de la guerre, lesquelles ne bénéficient pas de ce genre de protection, suscite en moi un malaise grandissant. Je sais que les assureurs insistent pour que les correspondants et les équipes de tournage s'affublent de ces machins. Mais dans les rues, c'est une autre impression qui domine : comme si la vie des journalistes occidentaux était intrinsèquement plus précieuse, plus digne d'être préservée que celle des civils "étrangers" qui souffrent autour d'eux. Robert Fisk ! GUIBOURGÉ JÉRÔME, ASSOCIATE RESEARCHER AT THE SEMIOTICS LABORATORY, CERES -EA 3648, UNIVERSITY OF LIMOGES

c. Examples

The company that use user studies to design its services; they are the first to be motivated by productivity and quality of such services. They seek to adapt the conditions for the emergence and existence of its values to user requirements; they are seeking to generate equivalence between these two worlds (that of the company and that of the user). There are also cases where the company will exert pressure to impose its values (hence external) internally in the company (see Nike). Companies that entrust customizing the service to the consumer because he knows who he is and what he wants. Here there is more integration of part of the valuation of the object by the recipient more than the equi-valences search. For others, there is a fairly large gap between internal / external values; for example, those who value their products with pleasure, sensuality...

d. Company identity and its environment

A company should be able to streamline its transition from a system closed on itself to a system open on the environment because it can force this company to adapt its social system and its organizational structure. Nowaday we can see how environmental pressures are pushing companies towards flexibility. They must manage the change of their social structures (organization & system) and they can't ignore the values and culture of the society-ies in which they operate. Values circulate increasingly between the contemporary company (role of digital media) and its environment (HR motion and adaptation to the environment). Company must be aware of changing values and their mouvement.

e. Culture, values, identity and meaning

Company the social actor are bound by an identity issue based on the relation between collective values and technical values. Company whether economic, social or territorial, is part of a cultural area with which it is in interdependent relation. This spacetime is called semiosphere and has a dynamic i n 4 p h a s e s : i n n o v a t i o n , f a m i l i a r i z a t i o n , universalization and exclusion. We apply this dynamic to values. In History we can find different examples of changes in collective values. We chose two examples (1) the abandonment of Wergeld is an innovation and (2) organ donation with the evolution of values "dignity" and "respect for life" allows familiarization of the donation value. Interdependencies values (mapping possible of the connections).

1.The Wergeld : Among the Germans and Vikings, the Wergeld (literally human price) correlated the harshness of the penalty for a crime with the social importance of the victim. Simmel shows that abandonment is an innovation insofar, at that time were substituted a principle of equality that of social inequality in place; in other words, to deliver justice, we passed the unequal value of people to equal value even though the societal context did not favor this development. (Georg Simmel, German, 1858-1918 philosophy & social). ! 2. The organ donation : The study of the history of organ donation, that is to say the free consent of his/her own body, is another example of the evolution of a value. In this case, social, societal and religious traditions of our societies are opposed to the Health and utilitarian view of the bodies to resolve the shortage of organs; for some, the body is still invested with love and dignity, for other rescue/relief lives through organ harvesting from cadavers is a good deed. Puybasset shows that "changes in the reference values" as "those of the rejection of the exploitation or instrumentalization of the human being", that is to say, the dignity of being and respect for life, allows familiarization of the Don value.

Companies need to worry about evolution of collective and technical values. For a company, it is necessary to undertake checks on current values and their respective contents. It seems equally imperative to know how to harmonize the two types of values (collective and technical).

To manage values, as designers, we have to remember that (1) we use them to create the design of products and services, (2) we decline them in the themes and expressions (see our other publication about the GTM) according to targeted receivers, (3) they allow us to unify all communication and (4) they act on the motivations of peuple.

f. Values interdependency, example

The proposed merger of two dairy c o o p e r a t i v e s . T h i s t y p e o f cooperative is based on the same set of collective values (solidarity, collegiality, territoriality) and in many cases, growth resulted from the merger with others who share the same territory. The merger responds to competitive imperatives (economy of scale or sectoral crises) because against the competition, it also needs to strengthen its performance. Collective values are the same from one cooperative to another, but what changes the relation they have with the technical values. In this merger project, on one hand, one determined its technical values by the collective (cooperative X) while the other (Y) did the opposite and, on other hand at the level of manufactured products, the first valued them for sensations in the mouth and nose, an aesthetic valuation, while the second used a practice valuation, negation of the first. Despite the differences between the values valuations, we read in these percentages, some agreement in terms of intensity of commitment to defend the collective values (Y position is not the inverse of X).

g. Values evolution, example

Nowadays you can easily find the values expressed on websites. In general, these expressions are insufficient for a thorough study.

Lafarge: rebalancing expressed by the Lafarge Company through the various updates to its website. In 2005 the speech was focused primarily on efficiency and result. These seem to call for more technical than collective values (expressed by "multi-local management"). With also some confusion between qualifying and value. 

Conclusion

If, like Sainsaulieu, we define "the company as a system of collective action geared towards production", we must reflect on the conditions and means necessary for the proper functioning of such a system. Sociologists have noted that the issue of identity of the subjects and of the collective, which is still relevant today, was a co-construction and a principle necessary for the production of common sense "the main cultural challenge of the company to come". The human sciences have shown that underlying this issue, the question of values ! ! arises at two levels: internally between the individual and the company understood as a collective and, externally between this collective and society. It then appears necessary to identify the values, to trace their durability, to divide them into technical and social values, then to manage the whole at the level of discourse. For this management, the collective must agree on their identification and content and then coordinate the technical values ! !among themselves but also with social values, which also need to be harmonized; finally, it is preferable to check that they will generate sufficient differentiation with the other brands present in the same market. To respond to this perpetual quest for meaning, semiotics offers a set of tools conducive to the identification and management of values !!to (re) define the common good of the company. 

More about values : Guibourgé
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  Values are revealed by a set of convergent aspirations and become a referential that guides all of the individual's activité. They are located at a more general level than the motivations. They are more stable and structuring than attitudes because less willing to volve. They are subject to individual arbitrations. Schwartz et Sagiv observe that values have socio-cultural impact through a process of socialization without strict déterminisme. The socio-cultural heritage leads to a transfer of values, but we can change their prioritization based on our trajectory of life and perception of our environment. For these autors the values are at the base of our motivations and our actions and are shared data so they are subject to arbitration by individuals or groups. Schwartz et Sagiv built a theoretical model of relations among motivational types of values : Higher-order values types Bipolar value dimensions Schwartz et Sagiv built also a values structure prototype average across 20 countries with two dimensional smallest space analysis : ! GUIBOURGÉ JÉRÔME, ASSOCIATE RESEARCHER AT THE SEMIOTICS LABORATORY, CERES -EA 3648, UNIVERSITY OF LIMOGES 4 Schwartz Shalom H., Sagiv Lilach, «Identifying Culture-Specifics in the Content and Structure of Values», JCCP vol. 26-1, Sage, Thousand Oaks, 1995, pp.. 92-116.
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  GUIBOURGÉ JÉRÔME, ASSOCIATE RESEARCHER AT THE SEMIOTICS LABORATORY, CERES -EA 3648, UNIVERSITY OF LIMOGES In 2010, appeared primarily what Fontanille called ethical properties (3 of 5): respect, independence and confidence. These properties were articulated in a discourse related to group practices across the expression "some strong commitments". Each of these commitments referred to a link opening a new window in which were presented examples of implementation of the said properties in the world: actions towards local communities, human resources policy, security measures : Health 02/09/2011 -Zambia -Responding effectively to medical emergencies; Housing of the poor 08/07/2011 -Philippines -Houses for the poor; Security 12/04/2011 -Korea -A security center for local communities… The company is awakening to the values by the ethical issues raised by its interventions around the world thus in a large cultural diversity. In 2012, it expresses the overcoming of these ethical issues through the claim of social values it articulates in the last paragraph with the technical values already set in 2005. ! GUIBOURGÉ JÉRÔME, ASSOCIATE RESEARCHER AT THE SEMIOTICS LABORATORY, CERES -EA 3648, UNIVERSITY OF LIMOGES

  Jérôme, «L'entreprise entre valeurs techniques et sociales» in Valeurs, aux fondements de la sémiotique, L'Harmattan, Paris, 2015, pp. 609-622. Guibourgé Jérôme, Design phase 1, améliorer sa conception, L'Harmattan, Paris, 2021. Bibliography : BOUDON Raymond, Le sens des valeurs, PUF, Paris, 1999. DURKHEIM Emile, Les formes élémentaires de la vie religieuse, PUF, Paris, 1998. FLOCH Jean-marie, Sémiotique, marketing et communication, PUF, Paris, 2005, p.131. ! GUIBOURGÉ JÉRÔME, ASSOCIATE RESEARCHER AT THE SEMIOTICS LABORATORY, CERES -EA 3648, UNIVERSITY OF LIMOGES

  

About chivalry and knights, Jean Flori, L'Essor de la chevalerie, Paris, Droz, 1986.