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ABSTRACT

Diversity in workforce has demanded the need to develop inclusive culture that suffices the needs, 
interests, and emotions of all equally. High-performing organizations have incorporated emotions in 
their mission, creating an emotional culture that accentuates emotional intelligence of their talent force 
rather than suppression of emotions. The chapter explains how and why organizational cultures are 
transforming into inclusive emotional cultures. Through an analysis of cases of Indian multinationals, 
the antecedents and outcomes of Inclusive emotional culture is described through Inclusive Emotional 
Culture Framework model. Views of HR managers are expressed through content analysis qualitative 
technique. The chapter provides a key to sustainable development of Indian businesses amidst the dol-
drums of global business environment through inclusive emotional culture integrating values of long-
term sustenance and development.

INTRODUCTION

Sustainability through inclusiveness, emotional intelligence capabilities and values- driven business pro-
cesses are the main agendas of sustainable development in the twenty-first century. The present era has 
seen a revolution in the science of emotions and sustainability through emphasis on emotional culture and 
emotionalytics. Although there have been fast advancements in technology and digitization, yet organiza-
tions shifted focus from perfect rationality organisational culture to bounded rationality-oriented culture. 
Massive disruption in HR practices and composition of organisational culture has been characterising 
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organisations under the influence of global integration over the last two decades. Building an inclusive 
emotional culture has been the trend in the 21st century in order to achieve the goals of sustainability. It 
is not just the cognitive culture (shared intellectual values, norms, artefacts, and assumptions that serve 
as a guide for the group to think and behave), but importantly the emotional culture (the shared affective 
values, norms, artefacts, and assumptions indicating which emotions people have and display at work 
and which ones are been suppressed) that governs how innovative, team-oriented, customer-focused, or 
competent the employees are supposed to be (Barsade & O’Neil, 2016). Robust transitions in structure, 
culture and climate of business organisations has brought about shifts in demographic and psychographic 
trends of the workforce including their motives, emotions, expectations and work engagement levels.

Workplace dynamics constituting diversity in terms of gender, age, culture, emotions, innovative 
and motivational drives have called for a re-emphasise on aspects related to human capital manage-
ment practices and crafting of an inclusive emotional culture, which caters to the needs of the highly 
diversified workforce. Inclusive culture that recognises, addresses and appreciates the emotions of every 
employee on an everyday basis can be instrumental in building engagement, leadership, ownership, in-
novation and high performance at every level of the organisation. High performing organizations such 
as Google, Apple, Coca Cola, PepsiCo, Southwest Airlines, HCL Technologies, Whole Foods Market, 
The Container Store, Zappos, Happiest Minds, Mahindra, Sap Labs India, Intuit India, Adobe India and 
many others have incorporated emotions in their mission statement. Some others like Cisco Finance, 
Ubiquity, C&S Wholesale Grocers, Camden Property Trust, Vail Resorts and many start-ups, emphasize 
the importance of fun to innovate and succeed. By doing so, they create an emotional culture that not 
only appreciate their emotions and feelings but enhances the Emotional intelligence of their talent force 
rather than suppressing.

A lot of disruption in HR practices has been happening in the new millennium in most organisations. 
To sustain, grow and remain competitive, it is crucial to retain talent force. However, the question arises, 
what exactly is the sustainable solution for talent acquisition, retention, high engagement and performance? 
Despite the hefty investments into HR strategies for accentuating employee satisfaction, commitment 
and productivity, engagement levels across the United States’ workforce have remained stagnant and 
those worldwide considerably low. Survey reports state that the United States witnesses $450 billion to 
$550 billion of lost productivity and labour turnover due to low satisfaction among employees every year 
(Head, ACC, & Freedman, 2014). Hence the question arises- Why are employees detached from their 
jobs, their bosses and each other? How can organizations re-design their HR practices so as to build high 
performance work teams and a culture of commitment? How is it that the Indian businesses are soaring 
high despite the global slowdown? What is the secret behind the sustainable growth of Indian businesses?

Shaver P. et al. (1987) found that people can reliably distinguish among 135 emotions. But under-
standing the most basic ones like-joy, love, anger, fear, sadness is the initial step for any leader to manage 
his team and build a positive emotional culture. Thus, the present chapter presents a detailed literature 
review on the concept of emotional culture, dimensions of emotional culture and how to build positive 
emotional culture. The constructs of emotional intelligence and emotional labour have been thoroughly 
dealt. Through case based and content analysis qualitative study, practices building a sustainable emo-
tional culture in Indian organisations have been discussed.

India is the fastest growing economy with a GDP rate of 8.4 percent in 2018. According to the World 
Bank, India overtook China to become the fastest-growing major economy in the world as of 2015 (ET, 
2015). The robust growth in India’s economy, businesses, literacy rate, technology, research, socio-cultural 
factors and the demographic dividend has placed this country in an envious position on the world map. 
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