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INTRODUCTION

This PhD dissertation is the authdrgecond thesis in Corporate Identity. He wrotefifss
one (MBA Management Project) at Bradford SchooMainagement in 1994 (University of
Bradford Management Centre at that time). Previguse had been showing interest in
communication and marketing-communication. Aftee orears’ teaching of marketing he
specialised in human resource management. Its wile “The Identity: A Behavioural
Approach” (Csordas, 1994). Although the role of éoypes was mentioned, that thesis
approached behaviour from a corporate perspedtivéid not boil down to the conclusion
that the human resource function should be invoivethe corporate identity management
process in one way or another, which is suggesyedome authors (Olins, 1995; Balmer,
1998); this time however it is one basic statentbat the HR function receives undue
attention in the corporate identity formation prexe

This section is meant to introduce the dissertatiderms of the following points:
1. Rationale of the research
2. Research areas (structure of the dissertation)
3. Methodology
4. Corporate ldentity and Economic Theories

1. Rationale of the research

There is a heightened interest towards corporaémtity nowadays; its importance is

increasingly being recognised. The reason why magagorporate identity has become

important is that business and other organisati@ve realised that it is indispensable if they
wish to create a competitive advantage.

In general, the purpose and objective of corpordémntity management is to achieve a
favourable image (Abratt, 1989; Balmer, 1995; Vagk&n, 1997, Balmer and Gray, 2000)
and reputation (Stuart, 1999; Balmer and Gray, Y0@Bich leads to competitive advantage
(Balmer and Stotvig, 1997; Balmer and Gray, 200@;:kBJacobson and Abratt, 2003;
Melewar, Bassett and Simoes, 2006) or “strategi@athge” as Fombrun (1996:80) puts it.
Competitive advantage may be achieved only if thkeholder groups are (more) favourably
disposed to an organisation (than to other orgtorss, i.e. they are willing to buy the

products & services of the organisation, to workifaand they are willing to invest in it or

trade with it (ICIG’s Strathclyde Statement, 19%gker and Balmer, 1997, Melewar and
Karaosmanoglu, 2006). Fombrun (1996:84) concludas“there is enduring economic value
in a strong corporate-level reputation”.

Reputation is a sort of capital which is managearid measurable, and it is part of the
market value of the firm (Fombrun 1996; Nyarady &zéles, 2004). They refer to the survey
carried out by CEO Magazine and Hill & Knowlton 1999, the results of which are the
followings:

*  96% of CEOs believe that reputation is importantii@ir company;

! The phrase “the author” refers to the writer d§ fBhD thesis as in the case of Anglo-Saxon acadenmiiings
the personal pronoun “I” is not in use in general.

2 Most “process models” of corporate identity, afjevin the nascent literature, e.g. Kennedy (197i) a
Dowling (1993) speak of “corporate image” as and*g@moduct”, however, Balmer and Gray (2000) mention
“competitive advantage” as the final purpose ofpihacess.



* 77% of them believe that positive reputation helpistheir products and services;

* 61% of them think that positive reputation makee tirganisation attractive for

employees;

*  53% of them believes that positive reputation iases credibility during crises.
Nyéarady and Szeles (2004:215) draw the conclusian“positive reputation = capital”. They
list various measurement systenssme of which measure reputation value, otherssurea
image and brand values. The value of corporatedbimemphasised by Anson (2000:164)
who asserts that nowadays “these assets are ofteth far more than many companies’
tangible assets”. Intangible assets, according @weib$ can be classified as ‘employee
competences’, ‘internal structures’ and ‘extern#uctures’ in the balance sheets of
companies (Sveiby, 1995). Corporate identity, brand reputation belong to the ‘external
structures’ in his system (Nyarady and Szeles, 2004

It is more and more difficult to gain competitivelvantage nowadays when products &
services are becoming more similar. In those cistances companies, wanting to gain it,
have to utilise intangibles such as corporate idgrdorporate branding, corporate image and
corporate reputation (Balmer and Greyser, 20030Alrom a practitioners’ point of view, as
products and competitors proliferate, it is the trepeated names and images will dominate
(Melewar and Saunders, 2000). According to Top&iR003:1124) consumer marketing-
oriented statement “it is difficult to differenteaproducts of increasingly similar appearance
and performance, especially in overcrowded markeBeaple are interested in the kind of
organisations they deal with: many resist buyirgrfrthose whose values are significantly
different to their own.” In general, companies hagalised that managing corporate identity
is a strategic tool to improve corporate perfornganc

The recognition of the importance of corporate tdgnhas led to the emergence of
specialised academic courses on the area. Thessesohave been offered at Strathclyde
Business School since 1991 where an Internatioeatr€ for Corporate Identity Studies was
also established. Several other leading busindssofschave also begun or are about to run
courses on corporate identity as part of their éegrourses.In Hungary there are two
institutions where corporate identity has been reffeas a distinct course, one is BGF
Business School (course leader is Péter Szeleshhandniversity of Miskolc (course leader
is the author).

In his MBA Management Project the author attemptedarify some confusions concerning
the area: at that time the concepts of “image” ‘adentity” were used interchangeably and
corporate identity was basically regarded as tbaaliself-presentation of the company, even
in the academic literature. Therefore, the authished to express that the confusion in the
terminology is at variance with the need for clederpretation; and that corporate identity
was more than just a concept to be described mbyelysual terms. The world has changed
but the concept is still fraught with confusionoféssor John M. T. Balmer, founder and head

3 Examples: Fortune/Roper Corporate Reputation Inheage Power (Landor Associates), Brand Vision
(Market Facts), BrandPerceptions and CORPercep{@pmion Research Corporation International), RQdG
(The Reputation Institute), The Reputation Repdfalker Information) and The Brand Asset Valuator&'\R).
* These schools include Bradford School of Managefi¢id), Cranfield University (UK), Erasmus Graduate
Business School (The Netherlands), Harvard BusiSebsol (USA), HEC Paris (France), Queensland
University of Technology (Australia), Loyola Unigity, Los Angeles (USA), and Waikato University (e
Zealand) (Balmer, 2001a)



of ICIG® published a paper in 2001 in order to point oet iain factors contributing to the
confusion (the “fog” as he calls it). Four factaaisjong the fifteen he identified, are
1. “The terminology”,
2. “A traditional lack of dialogue between Anglophoaed Non-Anglophone scholars
and writers”,
3. “Multifarious disciplinary perspectives re businégentity” and
4. “The traditional lack of dialogue between researshi#om different disciplines”
(Balmer, 2001a:251).
This is one reason why the author has written Bh® thesis.It containsthe first in-depth
review of the Anglo-Saxon literature ever writtarHungary(which statement is based upon
a personal interview conducted with Public Relai@xpert Péter Szeles, in January 2006;
this statement was confirmed by him in 2008). Ththar posits that standing on the same
platform in terms of terminology with those writezan be the starting point of joint research
with them. This requires (1) a clarification in rtenology in general, (2) introducing the
Anglo-Saxon approaches in Hungary.

The meaning of some related corporate-level teremsg( corporate brand, image and
reputation, organisational identity) has been rem®red, new concepts have appeared on the
horizon and received saliency (e.g. “construed mhag explained later —, which is of
particular importance in terms of employee ideadifion, and, it is the first element the
author added to Balmer’s latest ACID Test versidi)is PhD thesis, therefore, attempts to
systematically introduce those main terms and éxple way they are related to corporate
identity.

Corporate identity, originally interpreted (mairdy design and marketing experts) as a visual
self-presentation of the company, has been affebtedlifferent disciplines, with special
regard to behavioural sciences, which has lealdeartultidisciplinary approach, especially in
academic interpretations. New models have appearbe literature, part of which have been
set up by practitioners (identity consultants) gradt of which have been designed by
academics.

Finally, the role of the human factor has recettgen highlighted: definitions stress its
importance, various authors suggest that one shwtldverlook what people think and feel
about their organisations; HR-related questionehavbe asked and answered when setting
up corporate identity programs; HR may also berfedin an explicitly managed corporate
identity.

2. Research areas (structure of the dissertation)

The structure of the dissertation is tripartitestfit gives a brief overview of the terminology.
One fundamental aim (or rather mission) of thissaesh is to get the Hungarian and the
Anglo-Saxon academics and practitioners closebuitil some sort of bridge between them.
This may be reached via reviewing the literaturétem in English on corporate identity
(most of the literature on the topic is writtentims language) and positioning the dominant
Hungarian approaches in it.

® International Corporate Identity Group: the autisca member of this association.



a) Terminology (Chapter 1 and 2)

One of the main goals of the author, accordinghto dbove, is to get the terminology into
some sort of order. He will introduce the extaneipretations of corporate identity and the
related concepts (image, reputation, corporate aemgations, corporate brand,
organisational identity). Simply put, the “fog” exs in the terminology, in the author’s view,
because many people (from various disciplinary gemknds) have argued many things at
different times. The author argues that any statéroe definition in the literature may be
right, different approaches may be collated witte another if one considers the three
important interrelated aspects, as follows: (a) wehates or argues something — and, more
importantly, what his or her disciplinary backgrduis; (b) when he or she stated that — i.e.
when his or her fundamental (seminal) work wastemitand (c) where — i.e. in what country,
region or continent a particular author is from.

Finally, the author posits that the academic intgiion of corporate identity in Hungary
today broadly corresponds to that of the Anglo-®akierature at the end of 1980s and the
early 1990s. When relating to the component pantsal) of corporate identity, Hungarian
literature nearly exclusively uses Birkigt and $ad (1986) model (Culture, Design,
Communication and Behaviour) but mostly withouerehg to it.

b) Further model development (Chapter 3)

A further aim of this thesis is to introduce theeof quoted models and frameworks in the
Anglo-Saxon literature which are relatively unknown Hungary. One model the author
wishes to call attention to is the above mentiomed of Birkigt and Stadler (1986), which is
only one categorisation of the areas of corpordémtity. There are more recent ones, e.g.
Melewar and Karaosmanoglu’s (2006) sophisticated mi

Some models are further developed from time to tineeg. Bernstein’s (1984)
communications model, “The Wheel”, by Balmer anayser (2003), “The New Corporate
Communications Wheel”. Another example is Abrafi©989) influential “process model”,
“The Corporate Image Management Process”. The afuner refined this model. He based
his MBA Management Project on his new model in 19B84e new elements he added were
“Corporate Philosophy” and “Communication of thertity”. One year later, Balmer (1995)
identified “Corporate Philosophy” as a separatenelet in his further developed version and
then, three years later, “Communications” were ddale Markwick and Fill (1997). That is,
the author made exactly the same (unpublished}iaddias others made several years later.
After many modifications, Abratt himself set upimal model with co-authors in accordance
with the modern interpretations of corporate idgnBick, Jacobson and Abratt, 2003). One
merit of this framework is that it recognised amapbasised the role of human resources.

The author has singled out Balmer's ACID Test fartlier development in his PhD thesis.
The reasons for these are that (1) this model dedseveral areas of corporate identity, also
those analysed by the author, in a complex framewand (2) the author introduced a ‘way of
thinking’ similar to the ACID Test in his MBA Managent Project. The model can also be
applied to explain the terminology (the author dieaefers to it in the dissertation): the
increasingly complex definitions may be illustratby way of covering more and more
elements in the model. The main idea of the maosl¢hat there are potential misalignments
among the elements. First of all, the model distisiges between the two basic facets of
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corporate identity: Cl as “distinct attributes” §thalso corresponds to Albert and Whetten’s
tripartite criteria), called “Actual Identity, an€l as an explicit and deliberate “self-
presentation”, called “Communicated Identity” iretmodel. The main point here is that the
two facets may be misaligned, that is the commueécadentity and the actual one may not
reflect the same thing. Corporate image (“Conceigethtity”) may also be incongruent with
either the communicated or the actual one or bbhle. model, previous versions in a subtle
way and Balmer’s last version in an explicit waglates to the human factor by way of
making the organisational identity concept part toé model. The author has added
“Construed Imagé” (“Construed-Conceived Identity”) and “Informal Comnications”
(“Communicated Identity — Informal”’) to the modehd offered a new method to
operationalise the framework: further developedchiBals REDS ACID Test Process™. This
further development is a novelty: nobody had tti@édd to or change Balmer’'s ACID Test
before the author’s attempt.

c) Relationships between Cl management and HR manament (Chapter 4)

Perhaps the most important research question ofathikor has long been the role of
employees in corporate identity management. Cledhnigre are obvious references in the
literature that suggest that the role of employe®$s HR in general should not be overlooked
when discussing corporate identity and corporagmtity management. These explanations
are discussed in the brief literature review pafthesis statements 3 to 5.

The research aims at answering three researchiagngestithough the CI-HR relationship can
be examined from other angles as well, for exanfjplersonnel marketing” and “employer
branding”: the literature of these areas relatediporate identity. The three questions are as
follows.

Research question 1: The importance of corporate identity in managingmhan
resources: can human resource management berwfit d&n
explicit management of corporate identity? If shatvare those
areas?

Research question 2: The existence of people’s behaviour in corpordemniity, and
the extent to which the human resource functiomnislved
when establishing and managing identity.

Research question 3: The importance of the commonly shared values: tatvetxtent
are they taken as a basis when running an idgmiigramme”?

The above three main research areas overlap orieesino

* Terminology — Further model development: the framdwthe author designed to
collate the main conceptual categorisations isvamedel which synthesises previous
ones into a complex compound.

* Terminology — CI-HR relationships: (1) The roletbé human factor is often touched
upon in chapters dealing with terminological issualso several process models
introduced, {e.g. Kennedy’s (1977), Dowling’s (1986tuart’s (1998 and 1999) and
Bick, Jacobson and Abratt’s (2003) frameworks} el employees; (2) Each CI-HR

® Construed image (what someone believes about' stheliefs, although not called this way) was meméid in
the MBA Management Project as an element that shoeilbrought into alignment with other elements/e f
years before the invention of ACID Test and twejears before Dacin and Brown'’s (2006) Four Viewpmin
Framework which explicitly mention Construed Imagbe author designed his version in early 2006.
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research question begins with a short literatuvéeve with the purpose to elucidate
why the particular questions are asked and why #neyasked the way they are asked.

* Further model development — CI-HR relationshipg thost recent additions of the
ACID Test series all relate to the human factoooge’'s relationship with the actual
identity of the company (“Cultural Identity” — adtleby Balmer); “Construed-
Conceived Identity” that refer to how people fealdathink about the (unknown)
image of the company; and “Communicated ldentitinfermal” that is concerned
with what people say about their organisation magnay not match with the content
of formal communications.

3. Methodology

The methodology of the research is presented utideheadings of the three main areas
below:

a) Terminology: literature review + empirical research

The basis of the methodology is the analyticaleevof the Anglo-Saxon academic literature
which the author began when writing his MBA ManagemProject in 1994. The starting
point of the literature review is setting up a dafon of corporate identity reflecting the
extant approaches. This definition will be illusth by the author’'s version of Balmer's
ACID Test later (further model development). Babycahe literature of corporate identity is
reviewed; however, the author also takes the titegaof the related areas (corporate image,
reputation, organisational identity, corporate lbraand corporate communication) into
consideration. For the purpose of comparison thoaueviewed most of the Hungarian
literature. He conducted interviews with marketilegturers (heads of departments and
lecturers of courses that include corporate idgntit five leading Hungarian universities one
lecturer of organisational behaviour and one lestof public relations in August 2006. The
main question related to their definition of comueridentity and the mix they use to describe
its component parts. Corporate identity was natdlieted into Hungarian in order to avoid the
distorting connotations of the Hungarian term. Theplies were compared with the Anglo-
Saxon literature.

b) Further model development:literature review + logical deduction

There are models in the Anglo-Saxon literature the changed (additions are made,
restructured) from time to time in order to refléloé most recent developments. The reason
for choosing Balmer's ACID Test series has beerdamed. The author read all the articles
on Balmer’s ACID Test series, staring from Balmad &oenen’s (1999) first framework to
Balmer's (2005) working paper on the AD Test (4 Cs) and tried to understand the logic
behind the changes (the additions and the newtstas). Adding “Construed Image” (what
someone believes about others’ beliefs) to a fraonkewke ACID Test has been one of the
author’s ideas since 1994 when he suggested argdyse including this item. When the
author got to know the ATD Test (3 Cs), he began to suggest this image (lypkefs about
beliefs) being an additional element in the ACIDsfTa@lthough at that time he was unaware
of its official name (he was simply not aware oé thxpression “construed image”). Later,
when he found it and noticed that its initial letig also “C”, he made it be th&' £ in ‘his’

12



“AC“ID Test” model. He then found Balmer's AID Test, in December 2005, with'Being
“Cultural Identity”. (ACID Test — Cultural Identity — was not explained Bgimer (2005),
the author however inferred its meaning from thpla&xations of previous versions.) This
gave him the final impetus to set up the final°ACand ACID Tests: construed image is
closely linked to organisational identity (Duttddukerich and Harquail, 1994). In this way
he could clearly position construed image in themiework and could also distinguish
between “soft” and “hard” elements within AD Test. This distinction got the author to
identify “Informal Communication” as a separateritiy type and also to make it the basis of
operationalising the model (the 2-step RER®&thod).

¢) Relationships between Cl management and HR manament: literature
review + empirical research

The author mentioned earlier that this area ofrédsearch is discussed in the light of three
research questions. Each question has its robeicdrporate identity literature. The guiding
principle of the author’s research was considetivggfollowing, in this order: “This is what
the literature suggests”, and/or “this is what &hehor concludes from what the literature
suggests”; “Does the empirical research suppo# pinoposition?” In order to follow this
logic, the author presents a short review of tkerdiure in his PhD thesis, concerning the
above research questions.

A survey was conducted among human resource manafieompanies in Hungary. These
HR managers were contacted at the conference of ®HE9 May 2006, which also means
that the sample is not representative. Everyoneived a questionnaire in his or her
conference package, 500 questionnaires were placede packages and only 3 (three)
guestionnaires were returned. This number increts8d after several rounds of phone-calls.
The minimum acceptable sample size, accordingedipartment of Business Statistics and
Economic Forecasting, University of Miskolc, is 3ach question dealt with in the final
analysis was replied to by at least 35 people. rEtetively small sample size allowed the
author to conduct quasi-interviews with some respoits. Moreover, in order to
counterbalance the above mentioned two shortconohdgise sample, the author prepared a
case study about the corporate identity programaiesn place at Miskolc City Transport Plc
(MVK ZRt).

The structure of the sample by the explanatoryaées used was the following:
* Phase of internationalisation: 42.9% domestic, 2@@&rnational, 28.6% multinational
and 8.6% global
* Majority ownership: 47.2% Hungarian, 50% foreigml @&18% joint-venture
» Sector: 24.3% primary, 29.7% secondary and 45.98arng
* Ownership: 27.8% state-owned, 72.2% private

Empirical research methods can be categorised as

* o0bjective and

» subjective methods.
Before the 1960s only objective methods were aeckph economics. After the 1960s
subjective ones (e.g. interviews about opinionsievadso accepted. Conclusions based upon
subjective research methods cannot be regardedcastiovertible ones: they are rather

" Orszagos Humanpolitikai Egyesiilet — Hungarian Agimn of HRM
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statements that will be underpinned or refuted lay wf objective research methods. In his
PhD thesis the author uses subjective techniquasd@ting an objective research is one of
the author’s future aims.

The methodology of the research, in terms of theethesearch questions, is as follows:

Research question 1
Respondents were asked to rank eight HR relateztierias illustrated by the following table:

Criteria Specifically In the In General (In the

(in terms of which Corporate Identity may be Respondent’s Company Respondent’s Opinion)

regarded as “human resources tool”) (Fact)(12345) (Opinion) (12345)
1. Attracting People 1 = It is not typical in thg 1 = It is not typical in
2. Selecting People company represented by theyeneral, in the opinion of
3. Retaining Staff respondent that €I helps| the respondent that CI helps
4. Motivating Staff this HR function this HR function
5. Bringing about cohesion / sense of belonging ® = It is absolutely typical in 5 = It is absolutely typical if
6. Trust, loyalty the company represented bygeneral, in the opinion of
7. Harmonised employee relations the respondent that CI helpghe respondent that CI helps
8. Identification / commitment this HR function this HR function

Table 1: Questions asked in “Research question 1”

First, the “fact” (to what extent HR managers seglieit Cl programs as contributors to the
success of a given criterion in the organisati@mesented by them) and “opinion” (to what
extent HR managers see explicit Cl programs asribomdrs to the success of a given
criterion in general / in their opinion) variablgre averaged in order to compare the factual
contribution of CI to the given criteria with theotgntial contribution of Cl to the same
criteria. Second, the fact variables were dedufttad the opinion variables in order to make
the differences more noticeable (also illustratga Inistogram). Third, the variables obtained
in the previous point were standardised and plaited system of coordinates.

Research question 2

(&) The importance of employee behaviour in corgolidentity was analysed using the
following question “Does employee behaviour determine the identity rofoeganisation,
taking the example of yours as a basis (or corpadantity is rather a visual category)?” (b)
The questions relating to the involvement of the fdRction in an explicit Cl programme
were as follows: (1) Has HR played any role in ¢beporate identity programme? (Optional
roles were listed in the questionnaire); (2) “Wasehavioural audit carried out as part of
the Cl programme?” The replies obtained were psestdy means of frequency analyses and
cross tables and illustrated by pie-charts.

Research question 3

HR managers were asked if the values expressdwiflt programmes were also shared by
employees or those values are merely decided ugamamagement. The replies obtained
were processed by means of frequency analysesrassltables and illustrated by pie-charts.

8 Clis interpreted from a “self-presentation” parsiive.
° Behavioural audit is Olins’ (1995) expression halgse the current situation as to how the compeng whole
and its people behave.
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4. Corporate Identity and Economic Theory

The basic question of this section is how corpordantity can be approached from the
perspective of economic theory; or rather, whiokotly is the best foundation for corporate
identity. In general, economic growth theories hposted out that corporate value system is
an important factor in growth: classical theorieduced the factors to “acre”, “capital” and

labour. Modern theories added “institutes”. Howetke most recent theories include “value
system” as a determinant factor. The theory andtigea of corporate identity is in close

relationship with corporate values, therefore timeemence of corporate identity can be

explained by this fact from the economic perspectiv

The author is of the view that corporate identisyaamultidisciplinary area of management
cannot be totally explained on the ground of onte @conomic theory. The author asked
several corporate identity academics for some ideaserning this question. According to
one response “... little contemporary CI writingserefo economics literature. Surely, if you
can apply those theories to CI, that will be a waitribution.™® Attempt to cut the Gordian
knot seems to be a challenging job among thesarmstances. The next paragraph presents
the two economic perspectives from which, in théhads view, corporate identity can be
viewed. These schools of thought are (a) evolutyprneconomics and (b) behavioural
economics. Mueller (2004) argues that the two mdteve approaches challenging the
mainstream economics are evolutionary economicseahevioural economics.

a) “Corporate Identity” is a managerial tool used tchiave competitive (strategic)
advantage “evolutionary economics”;

b) “Corporate Identity” is a multidisciplinary areaated in organisational identity, with
special regards to people-oriented subsets of maonal identity —‘behavioural
economics”(alsoAkerlof and Kranton’s wopk

a) Corporate ldentity and Evolutionary Economics

One theoretical perspective corporate identity ésmanagerial tool used to achieve
competitive advantage) can be viewed fronewslutionary economi¢sa school of thought
referred to as ‘alternative economics’ challengihg so called mainstream (neo-classical)
economics (Frenken, 2007). Evolutionary thinking@onomics, a branch of economic theory
that views organisations in context, was fostenethke spectacular development having taken
place in natural sciences (Meyatip://bmekg.uw.h) It basically suggests, mostly following
Darwin and other ‘evolutionary biologists’ (Krugmad996), that there is a “natural
selection™® not only among biological entities but also ama@upnomic organisations. If
organisations can adapt to current environmergalds, e.g. they can make use of electronic
commerce or they can capitalise on intangibles saglcorporate identity and corporate
brands, image and reputation, then they have thacehto keep abreast of competition. If
they are not able or not willing to do so then tlaeg not ‘fit for life’, just like biological
species, therefore they will necessarily fail. Acting to Frenken (2007) evolutionary theory
implies that firms need to acquire a set of rowitleat are hard to copy by competitors. The
author interprets this statement as the need feeldping “distinct ways of doing things” in

19 Norwich Business School, University of East Anghrwich, Norfolk, UK
™ The phrase “natural selection” has been taken fefson and Winter (2002:27): “...natural selection ...
requires the failure of the less efficient firms.”)
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order to stay in (or ahead of) competition: digtingutines are means of survival in the
‘natural selection game’.

Extant definitions suggest that corporate idensitgbout distinctiveness, it is defined as a ‘set
of distinct attributes’ (sub-chapter 1.1). Parttlebse characteristics are innate, they follow
from the basic organisational values. Olins argodss writings (e.g. Olins 1978 and 1989)
that the distinct features (values) are mostly mieiteed by those of the founder. These
organisations do not have to deliberately acquistindt routines because those routines
follow from the natural characteristics of the firRichard Branson’s Virgin is one of the best
examples. It is rated as the third most admireasdraf Britain after Marks & Spencer and
Tesco and its total group turnover is over $5 dnilli The company started out from its first
record store opened on London’s Oxford Street iill@raylor, 2004). What was hard to
copy by its competitors was Virgin's way of stratahits brand (or rather its fundamental
values based on Branson’s personal traits) intoyniausinesses. This distinct way of doing
things ensures Virgin’s survival. Other distincuitioes have to be purposefully developed by
companies in order to gain the upper hand in comnpet which may or may not become
permanent attributes satisfying Albert and Whete(f985) identity criteria (sub-chapter
1.4.3)).

Admittedly, the purest reason why evolutionary eouoits has come into question for the
author is that Kenneth Ewart Boulding is said taheefounder of the evolutionary economics
movement (Wikipedia). He wrote a book in 1956¢titI'The Image: Knowledge in Life and

Society”. This book is regarded as the startingnpof nowadays’ corporate identity literature
as it will be elaborated on in sub-chapter 2.1.@wkler, the author could find no evidence
that there are links between the thoughts discuss®&bulding’s book and the evolutionary

thoughts the author found elsewhere.

b) Corporate Identity and Behavioural Economics

“Corporate ldentity” as a multidisciplinary areaoted in organisational identity is best
approach from the perspective b&havioural economicsThis school of thought “is the
combination  of psychology and economics” (Mullamat and  Thaler,
http://www.iies.su.se)i behavioural economists bring “psychological gids to bear on
economic phenomena” (Loewenstein, 1999). This coatlwn should not come as a surprise
if one considers the following definitions of ecomos. Krugman (1996) in his paper on
evolutionary economics asserts that: “Economi@bmut what individuals do... This is not to
deny the relevance of higher levels of analysid, they must be grounded in individual
behavior.” The author contends that image-makingndividual even though it can be
analysed at “higher levels” as well. AlessandriQ®2Prelates to the psychological components
of image-making in her process model (sub-chapi#83 and its explanation. Summers,
Read and Fylan (2005:3) quote Lionel Robbins’ defin of economics: “Economics is the
science which studies human behaviour as a refdtipnbetween given ends and scarce
means which have alternative uses”. Is human bebavational? Do humans behave in a
way to maximise their individual self-interest? Tlamswer to these questions divide
mainstream (neo-classical) and behavioural ecoremic

NEF (New Economics Foundatiomww.neweconomics.ojgcalls attention to the sense of
social identity in making decisions, as opposeth® neo-classical view of people carrying
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out a full rational analysis of all their availabdgtions. Putting it simple, we think: what
would other people from ‘my group’ behave in thiguation? “My group” can also be a
company having a value system with which othersng group” identifies, therefore |, who
define myself in company terms, also have to idemtith it and behave accordingly. The
author, following He and Balmer (2007:770), willfie one subset of organisational identity
as “social identity within an organisational coriteand will argue that corporate identity
should be based on organisational identity. Altevedy, “my group” can also relate to a
specific group of consumers: the research of Bblastieya and Sen (2003) is exemplary on
consumer-company identification in this regard.

Perhaps it is not surprising then that both behagloeconomists and corporate identity
academics refer to psychologists Tajfel and Tus&rork on social identity. Cornelissen,
Haslam and Balmer (2007) compare and contrastitheatre and terminology of social
identity, organisational identity and corporateniity and point out that there are obvious
interrelationships. Akerlof and Krantfn(2005a) also rely on the notion of “social ideyitit
(with special regards to the work of Tajfel) initheconomic model-making.

Further inquiry into the field of behavioural ecomos as an approach to corporate identity
seems interesting following the analysis of Fox@llivera-Castro and James (2007), who
published a book titled “The Behavioural Econona€8rand Choice”. The author will argue
in sub-chapters 1.4.4. and 3.3. that striving fopasistent corporate identity is inevitable if a
company is striving for establishing a strong coap® brand — the question may be extended
from “consumers’ brand choice” to “stakeholderstpmrate brand choice”.

2 The author found no written evidence to suppait fkerlof and Kranton belong to “behavioural ecomics”.
However, they wrote a book titled “ExplorationsHragmatic Economics” (Akerlof and Kranton, 2005b),
chapter of which introduces the notion of persadéntity (also analysed by recent corporate idgtitierature)
into economic analysis.
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1. EXTANT TERMINOLOGY AND THE RELATED CONCEPTS

This chapter introduces the nowadays accepted axadeaterpretations of corporate identity
and its related corporate-level concepts (corpdrasge, corporate reputation, organisational
identity, corporate branding and corporate commatiogs).

The term“identity” is not only used in corporate meaning but alsother areas of social
life. Considering its linguistic route, accordirg Balmer (1997), it is derived from the Latin
“idem” which means “same”. It may also be conned@dnother Latin word “identidem”
which means “repeatedly (the same, each time)’r(&ein, 1984). Balmer argues that it may
be one explanation why the concept is often usetbimection with visual symbolism (i.e.
logos and other visual identification systems) wharlarge degree of consistency can be
achieved (Balmer, 1997). Szeles seems to explamotiygins of the identity concept more
profoundly by mentioning its component parts: “ideamd “entitas” (Nyarady and Szeles,
2004); (entity may be defined as “something that a&alistinct, separate existence, though it
need not be a material existenckttp://en.wikipedia.org/wiki/Entity the key word is
“existence”). The aim of this chapter is to put teemidentityin a broader context in the light
of theextant literature

Identity in general is defined as “the individudlacacteristics by which a thing or person is
recognizedor known” (ttp://www.thefreedictionary.com/identjtyOther definitions of this
kind are as follows: “The set of behavioral or p&a characteristics by which an individual
is recognizableas a member of a groupht{p://www.answers.com/topic/ident)tyor the
“collective aspect of the set of characteristicswyich a thing isrecognizableor known”
(http://dict.die.net/identity/ If one goes further and reveals another stretmetnition of
identity will find that it is also termed as “sanems”, for example, it is “the quality of being
alike” (http://www.thefreedictionary.com/ident)tyor it is “the fact or condition of being the
same or exactly alike” htp://encarta.msn.com/dictionary 1861619974/idemtim[) also
“the quality or condition of being the same as sining else”
(http://www.answers.com/topic/identity and http://www.thefreedictionary.com/identjty
something/someone is identical with someone/somgtlelse. Taking corporations as
examples, visual signs can make it possible togm®se that a company or an organisation
(shop, subsidiary, etc.) in a given place is thaesas that in another. In short, in the author’'s
interpretationvisual signs make it possible to recognise the ‘ma@ss”. Furthermore, the
author suggests that all these seem to be anotpEmation, apart from Balmer’s previously
mentioned view, to those interpretations that egjoatporate identity with visual symbolism.

Hungarian literature on corporate identity alsovehaexamples of interpreting identity as
“sameness” dzonossay for example Szeles (1997). The Hungarian terat ih most often
used to denote “corporate identity” can be bestramslated into English as “corporate
facade” yallalati arculaf), a word stemming from “human facear€). This fact in the
Hungarian literature adds, in the author’s view,tlie visual orientation of the concept.
“Corporate Identity = véllalati arculat”?“Corporate” means “vallalati”: it should imply tha
“identity” means “arculat”. The author’s interviewsve explored that marketing academics
in Hungary mainly interpret this area as an expliself-presentation”, taking Birkigt and
Stadler's (1986) mix as a basis. Can identity, ts1 ariginal sense, be seen as a “self-
presentation”? The author contends that “self-pried®n” can enhance some aspects of the
‘naturally existing’ identity but it cannot be vied as an alternative. “Self-presentation”,
therefore should be related to as an (explicitpomate identity management or as a corporate
identity programme.
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Referring to identity as ‘individual’ and ‘persohaharacteristics is important in the light of
definitions mentioned later on in this review. Omechand, especially earlier definitions, for
example that of Abratt (1989) and Olins (1978, 198®1 1995), suggest that corporate
identity is based on the corporate personality. Téreninological closeness of corporate
personality and identity is exemplified by theditf Olins’ seminal work “The Corporate
Personality: An Inquiry into The Nature of Corparddentity” (1978). It is of note to mention
here that, in the legal sphere, companies aracin ¢alled “legal persons”. On the other hand,
according to the most common interpretation of ooape identity relates to the distinct
attributes (characteristics) of the organisation.

1. 1. Extant Academic Literature on Corporate Identty

The term “identity” according to the “Oxford Advasd Learner’s Dictionary” (1989), in
general is “who or what somebody/something isSems logical then, that corporate identity
should be “who the corporate somebody is”. Becaosapanies are “persons”, as mentioned
earlier, since they have personalities, the aubiats the word “something” from this quasi-
definition and argues that ifpersons have identities’then “corporate persons have
corporate identities” Clearly, the phrase “corporate identity” is grdad in the notion of
“human identity”. Nevertheless, Balmer (1997) armr@lissen and Harris (2001) emphasise
that the analogy of human identity should be cédiyefused. If one refers to the concept of
personal identity than he or she has to realisepssons have multiple identities (e.g. gender
identity, national identity, cultural identity, efcthis way of reasoning might be of use in
conceptualising corporate identity. The multipletuna of corporate identity, albeit in
different context will appear in the case of inwotohg and re-considering (further
developing) Balmer's ACID Test series. The authauas, based on his literature review,
that asthe academic concept of corporate identgtolves, itis getting closer and closer to
the original meaning of “identity’but in a business context.

The in-depth review of the extant literature onpowate identity reveals that academics and
practitioners increasingly view corporate idenaty referring to thelistinct attributes of an
organisation— that are, according to Balmer and Wilson (1998yted in the behaviour of
the organisation. Corporate identity, which “grewt @f a preoccupation in the design,
marketing and corporate communications communwigls the ways in which organisations
present themselves to external audiences” (CosagljsHaslam and Balmer, 2007:6), refers
to ‘what an organisation is’ (similarly to the alowefinition of the Oxford Advanced
Learner’s Dictionary) and ‘what it stands for (V&ekom, 1997; Van Riel, 1995; Balmer,
1995, 1998, 200l1a; Dacin and Brown, 2002; Topali2®)3; Cornelissen, Haslam and
Balmer, 2007). It is concerned with reality (Topali 2003), culture, strategic vision
(Melewar and Storrie, 2001) an organisation’s stygt history, business scope, products and
services and its formal and informal communicatigBalmer and Greyser, 2003) must be
meaningful to all employees and others who come icontact with an organisation
(Topalian, 2003) and must be applied with “absotigiglity” (Daffey and Abratt, 2002:91)

The above definition implies that all organisatidrave a corporate identity (Bernstein, 1984,
Abratt, 1989; Olins, 1995; ICIG’s Strathclyde Staent, 1995; Balmer and Gray, 2003) even
though not all seek to explicitly manage it. Olifi®95) argues that the key word in this

13 This definition takes Irene Thomson’s definitiahabasis: Thomson, I., PhD dissertation, Version 6
(preliminary version), January 2005, the authowydneer, verified its content in the original sources
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regard is “explicit”. The lack of managing corpaadlentity may inadvertently contribute to
the formation of a negative reputation (Kennedy, 74 Markwick and Fill, 1997).

Balmer and Greyser (2003) argue that the areaeuttity provides a new way for companies
and other types of organisations to be conceptalisomprehended and managed. Not only
individual companies may benefit from the concépitsalso holding companies, subsidiaries,
entire industries or industry-wide alliances. Farthore, apart from for-profit entities, many
of the principles may be applied to non-profit origations, cities, regions and supranational
bodies. Olins (1989) gives historical examples afirdry-identities, while, for example, the
marketing group at Bradford University School of Mdgement, together with Bradford
municipal bodies, is administering a city-ident{gity-branding) project using the general
identity and branding concepts, for example theeMiar and Jenkins (2002) model, “Place
Branding and Identity Dynamics”, that builds updme tgeneral identity and branding
principles, e.g. “5Ps of Place Branding” (Truemad &ornelius, 2006). The author wishes to
mention here that one of his later plans is to aohan, initially, literature-based survey to
compare the identity projects of Bradford and Misko

Having looked at nowadays’ common multidisciplinapproach to corporate identity and the
purpose of managing corporate identity, is impdrtarmap up the terrain by taking account
of the most exemplary definitions and related coxflevel concepts, in order to understand
the complexity of the area.

1.1.1. Complex Definitions of Corporate Identity

There is confusion of terminology in the area ofpowate identity which, according to
Thomson (2005), is the symptom of its complexityl ayrowing multidisciplinary nature.
Balmer (200l1a:252) argues that “the muddled usethef terminology has, perhaps,
contributed more to the fog surrounding the busndentity domain than any other factor”.
What are the reasons for this confusion? Therevanmey: according to Balmer and Greyser
(2003:1) for example, “the divide between practigdocs and scholars” (the practitioners’ self-
presentation approach vs. the academics’ multgliseiry approach), “the existence of
disciplinary silos”, “the divisions caused by geaginy, language and culture”. Although the
importance of corporate identity has been recognisiee confusion has also led to the
situation of having no universally agreed-uponmigbn (Thomson, 2005).

Some authors, however, are attempting to adopbader vista and formulate relatively all-
encompassing, complex definitions of corporate titen Balmer (2001a:280) offers a
detailed one:

“An organisation’s identity is a summation of thosngible and intangible
elements that make any corporate entity distiricts Ishaped by the actions of
corporate founders and leaders, by tradition and #@nvironment. At its core is
the mix of employees’ values which are expresseadrins of their affinities to
corporate, professional, national and other idaest It is multidisciplinary in
scope and is a melding of strategy, structure, cameoation and culture. It is
manifested through multifarious communications cteds encapsulating product
and organisational performance, employee commuioicatand behaviour,
controlled communication and stakeholder and nekwbscourse.”

20



This definition reveals several key points of tapit, in the author’s view (his comments are
in brackets following each point), such as:

Corporate identity is about distinctiveness (that “distinct attributes”, as mentioned
earlier);

It is also about intangible elements (not only thlegones, such as logo and other types of
corporate visual imagery) — the historiographielt stiow (Chapter 2) that the concept of
identity increasingly focuses on internal aspetthe organisation;

Employees’ values are at its core (the importanicégaking employees into account is
highlighted by this definition — this will be oné the foci of the author’s research). The
author holds the view that Topalian’s (2003) earsatement, “it must be meaningful to
all employees”, is not just a question of commutnicg i.e. employees are told the
“meaning”; it needs to meet the values origina®chby them. Balmer (Balmer, 1997:12)
refers to corporate personality as “the values bgldersonnel within the organisation”;
Strategy, structure, communication and culture thee elements of Balmer’'s corporate
identity mix Balmer (2002) — these factors can dsdound in Hungarian author Szeles’
(1998) corporate identity formula (also in Nyarahd Szeles, 2004);

Corporate identity manifested mainly through comioations (communications are

interpreted in a broad sense; employee communiwatiare highlighted; controlled
communications is mentioned as part of the totatroonications).

The most comprehensive definition of corporate fitignin the author’s view, is known as

“Strathclyde Statement” (ICIG, 1995):

“The Strathclyde Statement

Corporate identity management is concerned with
conception, development, and communication of
organisation’s mission, philosophy and ethos.

orientation is strategic and is based on a compai
values, cultures, and behaviours. The manageme
corporate identity draws on many discipling
including strategic management, marketing, corper
communications, organisational behaviour, pub
relations and design.

It is different from traditional brand marketin
directed towards household or business-to-busir
product/service purchases since it is concernedh

all of an organisation’s stakeholders and t
multifaceted way in which an organisatic
communicates.

It is dynamic, not static, and is greatly affected
changes in the business environment.

When well managed, an organisation’s identity res
in loyalty from its diverse stakeholders. As suatan
positively affect organisational performance, eits.
ability to attract and retain customers, achie
strategic alliances, recruit executives and empésy
be well positioned in financial markets, a
strengthen internal staff identification with thanf.

John M.T. Balmer
(Strathclyde Business School)
Stephen A. Greyser

and

“The Strathclyde Statement
(revised version)

the
Bwery organisation has an identity. It articulatdee
Itorporate ethos, aims and values and presents ses
yof individuality that can help to differentiate tf
noodanisation within its competitive environment.
3Vhen well managed, corporate identity can be
apowerful means of integrating the many discipli
liand activities essential to an organisation’s siescet
can also provide the visual cohesion necessary
gensure that all corporate communications &
egsherent with each other and result in an ima
witonsistent with the organisation’s defining ethosl
heharacter.

By effectively managing its corporate identity
organisation can build understanding a
commitment amongst its diverse stakeholders.
can be manifested in an ability to attract and net

ulcustomers and employees, achieve strategic all&@n

sense of direction and purpose. Corporate iderigity
vetrategic issue.
e Corporate identity differs from traditional bran
nanarketing since it is concerned with all of
organisation’s stakeholders and the multi-facetey
in which an organisation communicates.”

gain the support of financial markets and generate

en
ne
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nes

to
are
\ge
;|
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A
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<

(Harvard Business School)

Table 2: The Strathclyde State

ment (original andviged versions)
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1. 2. Corporate ldentity and Other Corporate-LevelConcepts

Corporate identity is linked to other concepts usedescribe and reveal organisations, those
that are often provided to explain the identity @gpt. The most popular of them is inevitably
corporate image that is sometimes used interchahgeath corporate identity. The author
offered examples in his MBA Management Project (@&s, 1994) to support this point.

The most common (inter-) related concepts, mentidne Balmer and Greyser (2003:4) are
as follows:

» Corporate Image (1.2.1.)

» Corporate Reputation (1.2.2.)

* Organisational Identity (1.2.3.)

» Corporate Branding (1.2.4.)

» Corporate Communications (1.2.5.)

Before addressing each of the above concepts, uti@rapresents Balmer and Greyser’'s
(2003) “Key Questions — Key Constructs” model, wéttborief explanation, to illustrate the

meanings of the most common concepts. The latetaeapon of the terms, after the

following model, has the limitations as follows:

(a) They do not attempt to encompass the totalith@given concept;

(b) They provide key points only related to corperdentity;

(c) They are only based (with some exceptions)hencorporate identity literature, although
most of the concepts have their distinct literagure

KEY QUESTIONS Explanations anticlockwise:
Corporate Identity answers questions

relating to a the distinct attributes of a
corporation;

What are the
corporation’s
digtinctive
atributes?

T whom
and what do
we cammunicats?

How are we
peresived now?

Corporate Imageis concerned with how an
entity is perceivedow,

What us aur
corporate
covenant 7

parcaived
aver tima?

Corporate Reputationis about how an
organisation is perceiveuler the long term

What are
organizational
member's
afinities?

Organisational Identity relates to the
0 members’ attitudes and affinities towards
their organisation;

Corporate Brandingis viewed as a promise
(covenant) made to stakeholders;

Corporate Communicationsare concerned
with what is communicated, to whom.
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KEY CONSTRUCTS

Corparste
Identity

Carperata
Cormmunications

Corporate
Imaga

Comorate

Corparate
Branding

Reputation

Qiganizational
ldentity

Exhibit 1: Key Questions and Key Constructs
Source: Balmer and Greyser (2003:4)

1.2.1. Corporate Image

Corporate image, according to the above short dieim is concerned withcurrent
perceptions as opposed to perceptifmmsed over timdgcorporate reputation). According to
Abratt (1989) it is believed that corporate idgntaok a big step forward when Pilditch (1970
in Abratt, 1989) articulated the difference betweerporate identity and corporate image.

The author, in his MBA Management Project (Csord®94) dealt with the distinction of
these concepts. His thesis began with these twiersess: “Corporate identity and corporate
image are not the same, the former has to do welself presentation of the company to the
public, and the latter is about the resulting petioas by the public. In spite of this easily
understandable difference, the literature oftentroaa the two terms in an interchangeable
way”. (Defining corporate identity dself-presentationwill be explained later.) One notable
misconception of its kind is the explanatory mopled forward by P. R. Smith (1993) about
the relationship of corporate identity and imagé&ownterpreted it as “Corporate Image =
Corporate ldentity + Something More” (Csordas, )994as he puts it: “Corporate image
(including corporate identity)...” (Smith, 1993:334h his, in the author’'s view, wrongly
conceived model, corporate identity is a set ofualvsual cues while corporate image is this
plus the behavioural elements, shown above theg@ate Identity” circle.
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Corporate ldentity is projected through ali the points of
public contact. Corporate Image embraces everything from the visual
impression of a corporate logo to observations and
experiences of products, services and corporate behaviour in
general.

Exhibit 2: P. R. Smith’s Misconception of Corporatéentity and Corporate Image
Source: P. R. Smith (1993:325, 333)

The traditional approach to the corporate identitycorporate image interface is best
illustrated by Chajet’s (1989) analogy: “Corporatkentity is to corporate image what
exercise is to physical fithess”. Process modelatroduced later, the most influential of
which is that of Abratt (1989) — illustrate thislagonship. Abratt’'s (1989:71) famous
definition is one of the best examples: Image isThe overall impression formed... in the
minds of audiences constitutes an image...” Topd&®03:1120) adds “expectation” to the
definition: “sum of impression anéxpectations The literature provides a plethora of
references to explain this interface; the authasdaot intend to give an overview of it, part
of which can be found in the author's MBA Manageferoject, while others are in the more
recent literature, e.g. Olins (1995:xvii), Markwi@nd Fill (1997:398), Balmer (1997:4),
Alessandri (2001), Topalian (2003:1120), etc. AdesBi (2001) puts this concept in a
psychological framework when further assuming that“learning” of perceptions works in
two stages, (1) at a low involvement level, andtf2pugh classical conditioning (part of her
process model). It has to be noted, however, thessandri's approach is rather consumer
oriented, i.e. she gives examples from the consurekaviour terrain. Her process-model is
introduced in sub-chapter 3.1.8.

Public Relations specialist Cutlip (Balmer, 199dja an interesting point regarding image.
He notes that the word image is derived from th#nbaord “imitari” (imitation) and he is
critical of most marketing authors, notably Kot{@091), who refer to image in terms of a set
of beliefs, ideas and impressions held about aaresgtion. This explanation of the linguistic
root of image can also be found in Hungarian acaddmtth’s (1991) “CSc” dissertation!
Cutlip further argues that PR people are concenuild reputation, not image, because,
according to Grunig (1993 iBalmer and Greyser, 2003), quoting Bernays (197Mage”
suggests that PR deals with shadows and illusether than reality. However, the author has
to mention here that Bernstein (1984) calls imag@ity (obviously, it seems, as a result of
interpreting ‘reality’ slightly differently). It ma be interesting to note that Hungarian author
and PR specialist, Szeles’ (1998) textbook on ¢ipécthas “reputation”, not “image”, in its
title: “Hirnév ereje” (The Power of Reputation).
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Image may be categorised in many ways. Hungarid@rature mentions multiple
categorisations (Sandor, 1997:48, 49). Taking dhgct of the imageas a basis, one can
distinguish between:

1. Product image

2. Brand image and

3. Corporate image — This tripartite categorisatioal$® mentioned by Szeles (1997).
Furthermore, image, according tofilemation may be:

1. Spontaneous image

2. Planned image
Based on théme dimensionimage can be:

1. Current image

2. Wish image
Considering thg@oint of perceptionthe image may be:

1. Self or mirror image

2. Outside image.

Balmer and Greyser (2003:174, 175) suggest andyperof categorisation. They offer four
perspectives (completed by the author's commerdsaplanations):

1. Transmitted imagegimage management categories) within which thesgirdjuish:
Projected imagethat relates to the creation and projection ofirggle image to
stakeholder groups. The author suggests that ¢leisis to be the image-category that
one refers to when he or she speaks of the oftardlenage-making” process. Only
this kind of image can be planned (compare it tarfped image” in the previous
categorisation): “The image ... can be consciouslijt mnd modified” (Coulson-
Thomas, 1986).

Visual imagesre similar to the above but achieved via visdahtities and logotypes
(the phrase “organisational imagery” is best aplie here — the author's comment).
Desired future imagéhat can be viewed as a variant of the projeateahe based on
the vision of senior management. This, in the atghopinion, is akin to the above
“wish image” and also a similar category to the Sbed Identity” in Balmer’'s ACID
Tests (a series of models, further developed byatidor, showing the multiple
identity types of the identity of an organisation).

2. Receiver-end image categories, containing four image versions
Transient imagehat refers to the immediate mental picture comestrby a receiver
through the direct observation of what the orgaisa emits (symbols,
communications, etc.). The author's comment is tthiattype is called most often “the
image”, although “marketers often fail to differex¢ between images produced by
the organisation and an image which is formed a®salt, in the mind of an
individual” (Balmer, 1997:5); in this respect, “ig@... cannot be managed directly”
(Markwick and Fill, 1997:398)Corporate reputations concerned with judgements
made about the organisation over time, as mentioneghrlier.
The brand user imagthat represents the image of the company/prochatt rost
closely corresponds to the self-image of the stakkhm (or stakeholder group)
Stereotype imageefers to the shared beliefs across all stakehgdrips. Instead of
using the explanations in the literature, the authould argue that stereotype image
describes perceptions, part of whelpriori exist in the minds of the audiences, e.g.
Italians are good at operas — and football.

3. Focus-of image categorie3he brand imagean be viewed as the perception as a
brand in relation to others in the same industrproduct class. This seems similar to
the “brand image” category, in the Hungarian classtion; here the attention is called
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to the objective of brand positioning, i.e. thertstamage is not perceived in isolation,
rather in relation to competitive brandehe industry (product class) imagehich
means the entire industry (sector). Exhibit 3 tllates the image categories:

HOLDING COMPANY
IMAGE(S)

OTHER CORPORATE,
SERVICE AND PRCDUCT
BRAND IMAGES

INTERNAL THE CORPORATION’S INTERNAL

EXTERNAL IMAGE(S) EXTERNAL

INDUSTRY
IMAGE(S)

COUNTRY-OF-ORIGIN
IMAGE(S)

Exhibit 3: The Corporation’s Images
Source: Balmer and Greyser (2003:176)

4. Construed-image categoriethat will be mentioned again when the author pseso
his new ACID Test version (ATD and ACID Tests). Construed image relates to
what one group believes another group believes \tlay organization members
believe others see their organization” (Dutton d@ngkerich, 1991). (The author’s
interpretation of the concept may be this: “l thinjou view me as a
smart/arrogant/nice person”: “this is what | thiokyour perceptions of me, in other
words, this is my construed image”.) Balmer and ySee (2003) mention six
construed image types, the author, however, intemtdgghlight the first two: they are
part of the above mentioned new versions of thehaig ACID Tests.
Construed corporate imagefers to honemployee®nvision that external audiences
perceive their organisatiofonstrued strategic corporate imagescribes hovgenior
managers envision that external audiences perceive the oratjon.
Other construed image categories mentioned aretroeds brand user image,
construed stereotype image, construed brand imadecanstrued industry (product
class) image. Although the construed image theaayg put forward by Dutton and
Dukerich (1991; and 1994, iHatch and Schultz, 1997), the author did not bé#nat
concept when writing his MBA Management ProjectiwWthstanding, he mentioned
the concept of corporate beliefs of others’ peliogistand its possible mismatch with
the real image. He further argued that if a compaogs not administer an in-depth
image-analysis, then the construed image may bertlyestarting point of any attempt
to change public perceptions: “this is what we khithers think of us because e
not know exactlyvhat they really think.”

The multiple categorisations of image show thatgens a complex phenomenon. It seems to

support Szeles’ (1997:11, 1998:156) statement abmage: “Image in general! It simply does
not exist!” (Szeles also asserts it in Nyarady Sadles, 2004)
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1.2.2. Corporate Reputation

The word “reputation” is derived from the Latin wiofreputance” which means “to reckon”
(Balmer, 1997). Other sources mention “reputo” ar 2003,
http://www.fibraco.hu/biztolm.ht)y also “reputo” and “reputare” that mean to coesid
judge fttp://archives.nd.edu/rrr.hdm

Corporate reputation, although often used synonwhyowith image (Markwick and Fill,
1997) is different from corporate image in thasinhot an immediate perception of the entity
but it is formedover a longer periodThis idea is also advocated by Schreiber (2005:5)
Bennett and Kottasz (2000), as well as Gotsi antésdii (2001). Concluding only this,
however, may let someone believe that the onlyedifice between the concepts is the time
span (immediate vs. longer period). Later, the @utlrgues that the sources of information
may be different as well. One aspect, howeverems$ of which reputation is similar to
image is that it may differ by different stakehaldeoups (Balmer, 1997).

Weigelt and Camerer (1988) define reputation assét of attributes ascribed to a firm
inferred from a firm’s past actions”. Similarly, Kta (2000) refers to it as the stakeholders
collective opinions towards an organisation based@spast record. This means (the author’'s
comment) that while image may be established ongba relatively easily via corporate
communications and visual self-presentations, @ngdis/e corporate reputation requires “past
actions”, based on which the various audienceskdhtaider groups) can form their
experiences. Markwick and Fill (1997:398) conclullat reputation “is a reflection of the
historical, accumulated impacts of previously obedr identity cues and possible
transactional experiences”. The author is of thewihat the keywords are “past” (history)
and “experience”. “Experience” is also part of Sther’s reputation formula — “Conceptual
Model of Reputation” — (Schreiber, 2005:17). Furthere, in the author’s opinion, using an
excerpt of the starting definition of corporate ntig, namely ‘it is reality and its
communication’, then communication (one sourcenfrmation — that can be altered quickly
and is rather superficial) may be substantiallyjuieftial to image, while reputation can
mostly be established or changed by way of deaith reality (another source of
information — that is rather profound and changghar slowly). In his opinion, this is the
most acceptable definition-based explanation, aljhothere may be more, why the above
public relations authors prefer reputation to image

“Our names are labels, plainly printed on the kadtééssence of our past behavior” (Logan P.
Smith — an afterthought quoted by Fombrun, 199@éis Tafterthought well illustrates the
overlap between the definitions of reputation partwiard in previous paragrapland the
Hungarian expression used to denote reputatioméhf — 'the name that brings us fame'.

Corporate reputation can be find as a final elemensome of the process models, for
example Markwick and Fill (1997), Stuart (1999),IBar and Gray (2000), Alessandri
(2001). However, Balmer argues against viewing ta&pan as a guarantee to corporate
success on its own (Balmer, 1997), therefore itukhamot be regarded as an end itself
(Balmer, 2002). According to him it is because “Hey to on-going success is whether the
organisation meets the wants and needs of keylstllex groups and networks” (Balmer,
2002:9). It is interesting to compare this statetmeith that of Schreiber (2005:4) who
suggests that “a good reputation occurs when tlganisation’s attributes (its value
proposition) are both consistent with the needs iatetests of key stakeholders and better
than the value proposition available from competitofferings”. Schreiber puts the concept
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in a competitive context, i.e. reputation can beerpreted in relation to what other
organisations offer! Balmer (2002) also mentionmpetition, in his “New Corporate Identity
Management Mix”, as being part of the element “Eorwment” of his model.

The most recent review of definitions of reputatiknown by the author, has been presented
by Barnett, Jermier and Lafferty (2006:5 to 7), wdabegorise them on the basis of reputation
being viewed as (1) “Asset”, (2) “Assessment” of) (Awareness”. Perceptions and

judgements “over time” fall predominantly into cg¢ey (2) and, to a lesser extent, category

(3).

The author’s conclusion is that it is not reputatiodeed that should be regarded “as an end
itself”. It is rather the company’s performancea(ity) and the communication that has to be
consistent with the “wants”, “needs” and ‘“interéstf the key stakeholder groups and
networks. It needs to be ensured “over time” sd tha positive perceptions, based on
experiencing the good performance, can be fornrethis respect, competitive environment
also needs to be taken into account as people we@rm perceptions of an organisation in
relation to competitive offerings. If all these asfs are managed continuously and
simultaneously then itesultshould be the formation of a positive corporafaitation.

Before going onto the next related concept, it migd interesting to briefly introduce Dacin
and Brown’s (1997, 2002) terminology @orporate associationsThey use this term as a
“generic label for all the information about a canpg that a person holds. For example,
corporate associations might include perceptianfereénces, and beliefs about a company; a
person’s knowledge of his or her prior behaviourth wespect to the company; information
about the company’s prior actions; moods and emstexperienced by a person with respect
to the company; and overall and specific evaluatioh the company and its perceived
attributes” (Dacin and Brown, 1997:69). The “geneabel” implies that it is seen as a
broader concept than the previously mentioned caitexy The above authors divide corporate
associations into two typesorporate ability (CA) associationsnd corporate social (CSR)
associations CA associations relate to those feelings ancefsethat individuals hold of an
organisation’s ability to develop and produce adpit and service, etc. CSR association, in
turn, refer to those beliefs and feelings thattesta whether the organisation is seen as acting
as a responsible entity in society.

1.2.3. Organisational Identity

“Corporate identity” vs. “organisational identity*corpus” vs. “organisation”. The Latin
word “corpus” means “body” that can be seen as.iBut the organisation, the “system of
organs”, is internal by nature. (Body cannot exidependently of organs; if the system of the
organs does not work properly then the body funatigp will not be optimal either. This
dichotomy may be well illustrated for Hungarian Be@s by translating the terms as
“testileti” and “szenezeti”.) In the author’s opinion, this linguistibarooted deduction may
reflect the fundamental, and nowadays shared, rdiffees between corporate identity and
organisational identity and the internal orientatiof the latter concept. Although, he
postulates that with time, as the multidisciplinagproach of corporate identity is evolving
and developing, the two concepts should converge.

Broadly speaking, there are two ways how orgarmsatiidentity and corporate identity are
distinguished in the literature:
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1. Organisational identity and corporate identity atdferent because not every
organisation is a corporation and the identity emids applicable to various sorts of
organisations. As Olins (1995:xviii) puts it: “Bers®e the identity resource has now
been adopted by organisations of all types, manyhei quite remote from the
corporation, the terrarganisational identitys increasingly and rightly being used.”

2. Organisational identity is different from corporatientity, in that while corporate
identity is “the task of senior management in idfgimg corporate vision and strategy
and focuses on how the latter is communicated tiraaverything the organisation
says makes on does”, organisational identity “fesusn members identification with
the organisation” (Balmer, 1997:17). Hatch and $eh(1997:357), apart from
emphasizing the above distinction, also describedifference from the point of view
of the sources of literature: “The discussion oéntity within the organizational
literature has developed around the concept of nizgdonal identity, while the
marketing literature focuses on corporate identilyganizational identify refers
broadly to what members perceive, feel and thinbualheir organizations.” That is,
while the marketing approach (corporate identity)their view, similarly to what
Balmer says, rather speaks of the ways in whichag@ment expresses the key idea to
external audiences, organisational identity hasasichlly internal and behavioural
orientation.

The author wishes to make four comments regardieglistinction described in point 2:

1. Balmer’s definition here reflects the practitiori€iself-presentation” approach that
marshals the various forms of corporate commurtnati

2. Balmer (1997:12) seems to use “organisational itdéntsynonymously with
“corporate personality” — he defines the latter capt as “the values held by
personnel” and later he speaks of “the corporatsgpality/organisational identity (an
individual’'s identification with a mix of ideolog®” (Balmer, 1997:17);

3. Kiriakidou and Millward (2000:51) contend that “@mgsational identity is at the core
of corporate identity” and ‘efforts to manage cagie identity should reflect the
organizational identity of the company’. These estagénts and Balmer’s distinction
betweencorporate identity(“the task of senior management...”) aoadjanisational
identity (“members identification with the organisationBalmer, 1997:17) have led
the author to assert that corporate identity prognas should be based upon
organisational identity.

4. At present, having known the multidisciplinary apgech to corporate identity, it
seems cynical to argue that it is an ‘externallguted’ and ‘marketing oriented’
construct; however, in 1997 the multidisciplinargture of the interpretation of
corporate identity, although it definitely existaldeady, it did not seem to be popular.

It is commonly accepted that organisational idgnsitthe approach to identity represented by
organisational behaviourists (mentioned also inni&als historiography — phase 3 — in the
subsequent chapter), the first of whom are claitodae Albert and Whetten who wrote their
seminal work in 1985 (“Organizational Identity” gighed in “Research in Organizational
Behaviour, 1985, 7:263-295 Balmer and Greyser, 2003). It was their merit gecify the
basic criteria of organisational identity, whictear

1. The criterion of claimed central charactdeatures that are seen as the essence of an

organisation,

14 «Organisational, organizational”, both spellings i use. “Organisational” is rather used in BhtEnglish,
whereas “organizational” is the form rather accéptethe USA, although British authors also givamyples to
this spelling.
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2. The criterion of claimed distinctivenegsatures that distinguish an organisation from
others, and
3. The criterion of claimed temporal continuitfeatures that exhibit some degree of
sameness or continuity over time.
The criteria answer questions to like “who we grétwho the organisation is”). The author’s
comment to the above criteria is that the first amehe basis of what is referred to as
“corporate personality” by many authors, it shoskalve as a basis for the second criterion: it
is basically the central character that ought taliséinct in order for the organisation to be
distinguishable. The third criterion has the wosdrheness” §zonossag'— the Hungarian
word that can be found in some of the interpretetiof corporate identity) in it, a phrase that
can be found in the general definition identitynael.

The complexity of organisational identity is higitited by the fact that itself is not a
monolithic phenomenon. He and Balmer (2007), follmyv Gioia et. al's (2000)
categorisation, suggest that the concept of orgtarsal identity may be divided into the
following three sub-categories (sub-concepts):

1. identity of organisations (collective organisatibiskntity),

2. identity of people within organisations (organisatl identity),

3. people’s identification with organisations (orgaisnal identification).

(1) Identity of an organisatioms argued (by Gioi&t. al.,2000; Cornelissen, 2002) to be a
metaphor coming from an individual’s identity. Idi¢yy in this sense, refers to the whole
organisation, with the underlying assumption thatrg organisation has an identity, which
defines that organisation. It defines question$ a“who we are” and “what we are”. In the
author’s words “identity of an organisation” can Wewed as the synonym of “corporate
identity” from an organisational perspective; imsthegard Balmer and Greyser’s (2003) note,
that the concepts of organizational and corpodgatity can be seen as alter egos, can totally
be accepted. (2)dentity of people in an organisatiomay be viewed as “an individual's
social identity within an organisational contextiq and Balmer, 2007:770), just as an
individual may have other identities (affinities3 aell, such as ethnical, gender, national,
professional, etc. In other words, these sociattitle categories describe who an individual
is, and who the individual is not! (3lentification with the organisatiosan be defined as
“the degree to which a person defines him or heesehaving the same attributes that he or
she believes define the organisation” (Dutton, Dicke and Harquail, 1994:239).
Organisational identification is one type of aniwdual’'s social identification and it can be
regarded as a cognitive process (He and Balmei7)200

The author argues that if companies can achieve stagree of employee identification then
“absolute rigidity” is not required in enforcing Heevioural norms formulated as part of an
identity program. Economists Akerlof and Kranto2005:10) statement seem to underpin
this point: “employees may have identities thadlé@em to behave more or less in concert
with the goals of their organizations”. They defidentity as a person’s self image (Akerlof
and Kranton 2005:12) which seems akin to the aloonged definition of identification (self-
definition of a person).
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1.2.4. Corporate Branding”

“Branding is, and has been, everywhere... Brandingag of our lives”, said Bernstein
(2003:1134) during the Third Lord Goold Memoriattiere he delivered at Bradford School
of Management in November 2000 at telmternational Corporate Identity Symposium, at
which the author was also present. Various furttatements illustrate the popularity of
branding and corporate branding: “Ubiquitous, vatest, coveted, sought and bought, brands
represent one of the most fascinating perspectivethe business environment in the twenty
first century” (Balmer and Greyser, 2003:245); “farate branding is one of today’s most
fashionable management fashions” (Morsing, 20@&eéms, however, that is more than just
a mere fashion.

The growing importance of corporate branding west #mphasised by King (1991 Balmer
and Greyser, 2003), in his seminal and classic workcompany branding”, as he called the
topic. King to corporate branding was what Olinssw@a corporate identity and what
Bernstein was to corporate communication (Balmer@reyser, 2003).

There are mangefinitionsof branding, also corporate branding. Accordingh®most recent
approach, as seen in the Key Questions — Key Gartstmodel (Balmer and Greyser, 2003),
and Balmer’'s (2002b) complex definition beloggrporate brand is basically a promise, a
corporate covenantWisual and verbal identifiers — having little imsic values on their own
(Balmer and Greyser, 2003) — help creating awaseaed recognition. Describing corporate
brand as a “promise” is increasingly acknowledggdahb increasing number of authors,
including Balmer (2002b), de Chernatony and McDdr(@003), Aaker (2004), Argenti and
Druckenmiller (2004).

The difference and the linketween corporate identity and corporate brandnegillustrated
by various statements in the literature. While oospe identity refers to the questions
“what/who we are” and “what we do”, corporate briaugdembraces issues relating to “what
we profess/promise” (Balmer, 2001a). This professipse (covenant), however, is
inseparable form the previously mentioned fundaalegtiestions of corporate identity: it
should be based on the attributes of the iderisyThomson (2005) puts it, corporate identity
is inextricably linked to corporate identity. Orxpeessing it more precisely: “Corporate
identity provides the grit around which the peafrlcorporate brand is formed” (Balmer,
2001b: 7).

The scope of this review, however, within the whailesertation does not make it possible to
give an account of the definitions of (corporateariding. Therefore, it may be sensible to
introduce thethree types of branding definitionBalmer and Greyser, 2003) — in
characterising the first two types they draw upos work of Barwiseet. al. written in 2000
(Balmer and Greyser, 2003).

1. Erstwhile “In its simplest sense a brand denotes a narogjodype, or trademark and
was originally used to signify ownership, as witle toranding of livestock” (Balmer
and Greyser, 2003:245), apparently because ahgsiktic origin, as Keller explained
in 2003: in Old Norse language the wordrdndr’ meant “to burn®® (Thomson
2005). In this sense, branding “for a number ofrgehas emphasised the aesthetic
representation of products in the creation andrpnétations of logos, names and

15 Branding has a vast literature. The author’s reviefers only to (part of) the literature oarporatebranding.
1% The author’s supervisor, Dr Ivan Fekete, calledddtfention to the German word “brenner” (to buflthere is
another German word, “Brand”, with a similar meanin
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advertising (Olins, 1989). The American MarketingsAciation’s definition of brand

is also example of this type: a brand is “a nareant sign, symbol, or design, or
combination of them which is intended to identifie tgoods and services of one seller
or group of sellers and to differentiate them frothose of competitors”
(http://marketing.about.com/cs/brandmktg/a/whatisbnag.htn) From this definition

it logically follows that “corporate branding referto the practice of using a
company’s name as a product brand name”
(http://www.infoscouts.com/misc/Corporate-brandiioph and also using the
accompanying visual identifiers for the same puepos

2. EstablishedThis relates to the added values that a brandedglto the product. Knox
(2004:106) offers a definition that falls into tloategory: “In simple terms, a brand is
an entity that offers customers (and other releyaaties) added value based on
factors over and above its functional performanc&tcording to Bernstein
(2003:1134) a “brand equals product plus valueg, it equals hard plus soft,
denotation (meaning) plus connotation (inherentbattes). A product name denotes,
while a brand name denotaad connotes. He puts forth The London Eye (the giant
Ferris wheel) as an example: it is not called “W&eel” that would refer to the
“product”, but it is called “The London Eye” thafers to the “value” (one can take a
magnificent view of London from it). Bernstein (Z)0also speaks of the dichotomy
of the terms “physical branding” (hard) and “psyidgical branding” (soft). The
author attempts to put this dichotomy in the conte#xthe current categorisation by
suggesting that “physical branding” rather refesstlie “erstwhile” type and the
“psychological branding” relates to the “establdhecategory. By doing so, he
suggests that both categories exist simultaneobshyever, the emphasis has shifted
to the latter type.

3. EmergentThis new category relates to brands at the catpdevel. “Corporate brand
values are not contrived; they need to be bond {Baimer and Greyser, 2003:246) —
perhaps this is the reason, in the author’s opijnidry corporate branding has to be
based on (actual) corporate identity. It is notpssmg then that, according to the
above authors, the role of personnel and of culisreessential in establishing,
maintaining and establishing corporate brand vallieés the employees who make the
corporate brand “bona fide” therefore their roleriscial (the author's comment). This
comment seems to be underpinned by King’'s (199Bamer and Greyser, 2003)
point who regarded staff as “brand-builders”. Hesoakmphasised the role of the
Personnel Director in this respect. According tadasier and Fill (2005) employees
should even be recognised as ‘brand ambassadors’.

Balmer’s (2002bromplex definitior{fadapted from Balmer, 2001a:281) of corporate diramn

is as follows:
“Corporate brands are to be found in organisatiortf, every hue. Corporate
brands are characterised by their cultural, intrtea tangible and ethereal
elements and demand total organisational commitmémt most instances,
creating a corporate brand involves the conscioesislon by senior management
to distil the attributes of the organisation’s idigy in the form of a clearly
defined branding proposition. This proposition niegyviewed as a covenant with
key stakeholder groups and networks. This covenaderpins organisational
efforts to communicate, differentiate and enhameelrand in the minds of such
groups. The organisation professes this covenantm®ans of a concerted
communications message across multiple channelscavhmunication. A
corporate brand covenant requires senior managenfeatty and financial
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support. On-going management of the corporate breggldes with the chief
executive officer and does not fall within the reofithe traditional directorate of
marketing. Whereas corporate identity managemermjuires organisational
congruency with the defining attributes of the ongation corporate brand
management demands organisational congruency Wghcbrporate branding
covenant.”

The author wishes to highlight the following (nd) aoints of the above definition:

» This definition includes Balmer's “Defining Charagstics of Corporate Brands”
conceptualised in the form of the acronyfTE: corporate brands areutural, Intricate,
Tangible, Ehereal and they require o@mitment from all personnel and senior
management (Balmer, 2001b:2, 2002b:5).

» Corporate branding is viewed as a corporate covemiéim stakeholders — all stakeholders.

» The definition includes “The Three Virtues of Corgi®@ Brands” — C+D+E: corporate
brands should “communicate” (the proposition cheahd consistently), “differentiate”
(the proposition from the competitors) and “enhér{ttee esteem and loyalty in which the
organisation is held by stakeholders) (Balmer, 20D2).

* The last statement (last sentence) of the aboveitef is illustrated by the author in the
following form (Exhibit 4):

CORPORATE BRAND P DISTINCT PROPOSITION
MANAGEMENT B (COVENANT)
CORPORATE IDENTITY DISTINCT ORGANISATIONAL
MANAGEMENT B ATTRIBUTES

Exhibit 4: The author’s illustration of the relatioship between corporate identity
(management) and corporate brand (management)

The objective of corporate brand managememt similar to that of corporate identity
management in that its aim is to “establish a faable disposition towards the organization
by its various stakeholders and, as such, thiskedyl to lead to a propensity to buy the
organisation’s products or services, to work orestvin the company, etc.” (Balmer,
1995:30). Because of this common objective, ancimse corporate branding is inextricably
linked to corporate identity (Thomson, 2005) — astioned earlier, the author would suggest
that corporate branding might be included in thecpss models, i.e. apart from the “identity-
image interface” and the “identity-reputation ifitee”, there should be an “identity-branding
interface”, as well as a “branding-image” and “liigg-reputation” interface — for example,
in Stuart’s (1999) model. Corporate branding isfact, part of the ACID Test: Covenanted
Identity, C — a distinct identity type (Balmer and GreyseQ20

There are manydvantages and benefitd corporate branding listed in the literatureeTh
advantagesamong others not specified here, include “atingctalented personnel” (Ind,
1997; Einwiller and Will, 2002; Olins, 2003). A ezch of MORI (Market & Opinion
Research International, now part of Ipsos Grougsaarch institute offering “a full range of
guantitative and qualitative research serviceswaB as extensive international research
capacity”, www.mori.con) undertook a research on corporate branding, baseevhich
Lewis argued in 2000 that strong corporate braredse bhenefitsin terms of public profile,
customer attractiveness, product support, visuatogeition, investor confidence,
communicating core values asthff motivationBalmer 2002b).
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Referring to the last point, the author postuldies apart from corporate branding in general,
there is a discipline within that, namélgmployer Branding”, or HR Brandingas it is more
often used in the Hungarian literature, which haslaser link to staff motivation. If the
definition of the corporate brand is based on tégnord “covenant to various stakeholders”
then the concept of employer (HR) branding shoeldte to a “covenant to employees”: “this
is what we promise/profess to employees”. In f8eckhaus and Tikoo (2004:503) suggest
that employer branding should be regarded as ‘ttaedo’promise’ made to recruits”.

1.2.5. Corporate Communications

Corporate communications, according to the Key Quies — Key Constructs model, relates
to the content of a company’s communications (trestjon of “what”) and its possible target
audiences (“to whom”). Van Riel (1995:26) provides following definition: “...corporate
communication is an instrument of management bynsed which all consciously used
forms of internal and external communication ararfumised as effectively and efficiently as
possible, so as to create a favourable basis fatiaeships with groups upon which the
company is dependent”.

The question of “what is to be communicated” igigate and depends on many factors,
company goals, etc. From the point of view of thy@d of this thesis, it is the identity (and the
brand promise) of the company that should be connrated. The question of “to whom” is
usually answered by listing the target audiencesn&ein (1984) set up an influential model,
on corporate communication, known as “The Wheé&lt is often referred to in the literature.
This model was updated by Balmer and Greyser irB20@ the new version is now called
“The New Corporate Communication Wheel”, shown bjiBit 5.

Exhibit 5: The New Corporate Communications Wheel
Source: Balmer and Greyser (2003:141)

This updated version is more than Bernstein’s (1@8#%inal model in that it also includes
“Corporate Brand”, “Business Partnerships and Aties” and “Environment”. The model
highlights the importance of identifying and priaing the main stakeholder groups and the
most appropriate communication channels for eachpgr
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The purposeof corporate communications, according to Van R2€01:157) is to Create
awareness, understanding and appreciation for ttme’$ strategic goals, ideally resulting in
the satisfaction of the interests of both the fand its environmerit Its importance comes
from the fact that it provides a link between thentity, image and reputation of an
organisation (Csordas, 1994; Markwick and Fill, Z9%tuart, 1999; Balmer and Gray,
2000)". It has to be noted, however, that the distirterditure on corporate communications
is more developed than that referring to the cafmidentity paradigm (Balmer and Dinnie,
1999).

Within corporate communicatiovarious forms (sub-categoriesan be identified. Van Riel
(1995) defines corporate communication as the ratean of

1. management communication,

2. marketing communication and

3. organisational communication.
(1) Management communicationefers to managers’ conveying information to their
employees. Its role, according to Pinaits al. (1991) is to develop a shared vision of the
company within the organisation; to establish andintain trust in the organisation’s
leadership; to initiate and manage change and tpoemr and motivate employees. (2)
Marketing communicatignwhere companies tend to spend the highest piopoof their
communication budgets (Melewar, Bassett and Sin#@36), consist “...primarily of those
forms of communications that support sales of paldr goods or services” (Van Riel,
1995:10), i.e. it incorporates elements of the mbtomal mix. (3) Organisational
communication, although initially referred to aspei relations, is sub-divided into activities
such as public relations, public affairs, enviromtaé communications, labour market
communications, investor relations and internal ieamications (Melewar, Bassett and
Simdes, 2006). In establishing the link betweenséhehree forms of corporate
communications and connecting them to corporatstiiye Markwick and Fill (1997) argue
that whereas marketing and organisational commtiaitaserve to explain the link between
corporate identity and image, as well as, betwemage and strategic management.
Management communication forms part of the linkwaetn corporate personality and
identity, and also, between strategic managemahbath personality and identity. This will
be illustrated by their process model, in sub-chiaptl.5.

Corporate communications can also be categorised as

1. formal communications VS. informal communications
2. controllable communications VS. uncontrollable caumications
3. planned VS. unplanned communications

(1) The categorisation dsrmal vs. informalill be important also from the point of view of
the author's ACID Test version, namely the T Test, where the author will call attention
to the potential misalignment of formal and infofreammunications. (2) Theontrollable
vs. uncontrollabledistinction is used by Balmer and Greyser (2002)defining the
Communicated Identity of the A Test. The author does not support it entirelyause he
asserts that what cannot be controlled cannot beagea either; nevertheless, it can be
mentioned as an exogenous factor in corporateitgienainagement. Later the above authors
omitted uncontrollable communications from explagithe communicated identity as part of
the subsequent ACID Test versions. Uncontrollaldenrmunication is also discussed by

 This link is illustrated by Csordas (1994), Markwiand Fill (1997), Stuart (1999), Balmer and G{2800) in
their process models. Other process models, ex@tiAi989; Balmer, 1995 do not include corporate
communications (sub-chapter 4.1.).
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Melewar and Jenkins (2002) in their model and byeMar and Karaosmanoglu (2006) in the
revised and further-developed version of the Meleaval Jenkins (2002) model. (3) Finally,
communication may be planned vs. unplanned. Theoaatrgues that “unplanned” is not the
same as “uncontrollable” because while the formaar be loosely controlled (by way of

managing the culture), it is, by definition, notudr of the latter form. Unplanned

communication can, however, be treated as a caiing

Balmer and Gray (2000) pay due attention to comgommunication in their process
model. They distinguish between:

* primary

» secondary and

 tertiary communication.

Primary communicationncludes products and services, as well as vaainsvioural areas
such as market behaviour, behaviour towards eme&yemployee behaviour to other
stakeholders and non-market behaviour. The elemehtsecondary communicatioare
formal communications and visual identification teyss. Tertiary communicationgnclude
word-of-mouth, media interpretation and “spin” asmmpetitors’ communication and “spin”.

Corporate communication can be found in variooporate identity mixegsub-chapter 3.2)
as well. The most popular mix, especially in thengfarian literature, is that of Birkigt and
Stadler (1986) that will be introduced in sub-clea8.2.1. The elements of the Birkigt and
Stadler mix are corporate personality, behavieommunicationsand symbolism. Various
further mixes including corporate communication asdollows:

* Olins’ (1995) corporate identity mix (elements: tahidea, productscommunications
behaviour, environment)

* Schmidt’s (1995) “structure model for holistic corpte identity development”. Elements:
corporate culture, corporate behaviour, market tmm$ and strategies, products and
servicescommunicatiorand design

 Balmer and Soenen’s (1999) mix. Elements: the sthd, mind, the voice. The last
element, “the voice”, encompasses corporate coneations.

* Balmer's (2001a, 2002a) corporate identity mix. nig@ts: culture, structure, strategy,
communication and his corporate identity management mix. Eldmeof the CI
management mix: culture, structure, strategymmunication reputations, stakeholders,
environment

* Melewar and Jenkins’ (2002) corporate identity moddements:communicationand
visual identity, behaviour, corporate culture, nerkonditions — “communication and
visual identity” is further divided into corporateommunication, uncontrollable
communication, architecture and location (similatty “environment” in Olins, 1995),
corporate visual identity

e Schmidt and Ludlow’s (2002) holistic brand modeergents: culture, behaviour, market
and customers, products and servicespmunicationdesign — at the core of the model are
vision, mission, values, differentiation factorsul{stance and expression), customer
benefits, proposition.

* Melewar and Karaosmanoglu’s (2006) model, whiclhes further developed version of
Melewar and Jenkins’ (2002) model

1.3. Conclusions

The first part of this chapter attempted to explthe concept of identity, based on the
linguistic roots of the term. It has pointed outm&oreasons for corporate identity being seen
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as a predominantly visual concept. Hungarian teohomy, which translates “corporate
identity” as “véllalati arculat”, seems to strengththis visual orientation. The author has
given references from the extant literature retptimthe modern academic interpretations of
corporate identity suggesting that corporate idgméi seen as “what the organisation is” and
the “distinct attributes” of the organisation. s respect, every organisation has an identity
(as stated e.g. by ICIG, 1995) but not every oiggtion seeks to manage it explicitly (Olins,
1995). The generally accepted purpose of corpdosetity management is to achieve a
favourable image and reputation, which can leadampetitive advantage. The author has
introduced two seminal definitions to exemplify tbemplexity of the corporate identity
concept: Balmer’s (2001a) definition and the twosi@ns of the Strathclyde Statement.

The second part has reviewed the literature conmugthe corporate-level concepts relating to
corporate identity. The basis of this review wasBa and Greyser’s (2003) “Key Concepts
— Key Construct Model”. This model interpretsrporate imageandcorporate reputatioras
perceptions, but whereas the former relates to &owrganisation is perceived now, the latter
is concerned with how it is perceived over the loagn. The author has presented various
categorisations of corporate image, among whichnstoed image” is of particular
importance from the point of view of his reconsat@n of Balmer's ACID Tests.
Organisational identityhas been introduced as a concept relating to memaiéitudes and
affinities towards their organisation, althoughds a different interpretation as well which
holds that the relevance of organisational identgmes from the fact that not every
organisation is a corporation, therefore, corpordémtity cannot be applied to them. Three
subsets of organisational identity have been puhfahe (1) “identity of organisations
(collective organisational identity)”, the (2) “idgty of people within organisations
(organisational identity)” and (3) “people’s iddation with organisations (organisational
identification)”. Corporate brandingaccording to Balmer and Greyser’s (2003) modséen
as a corporate covenant between the organisatidnitanstakeholders. Balmer’s (2002b)
complex definition explicates this concept. Theibakfinitions of corporate branding have
been classified as “erstwhile”, “establishes” aremérgent”. Finally, the complexity of
corporate communicatiorhas been demonstrated by introducing the updagedion of
Bernstein’s (1984) wheel model: “The New Corpor@mmmunications Wheel” suggested by
Balmer and Greyser (2003) and by putting forth #aeious subcategories of corporate
communication. This sub-chapter also listed theouar corporate identity mixes containing
corporate communications.
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2. HISTORY, DEVELOPMENT AND THE MAIN PERSPECTIVES

The previous chapter gave an overview of the maimidions, interpretations of corporate
identity and the related main corporate-level cptseThe literature of corporate identity is
rich; there are many, often contradictory defimp statements and approaches, which may
confuse readers. Bick, Jacobson and Abbratt (2373:8tates the followings: “It became
apparent in the literature that, despite apparifarences, most academics, corporate identity
practitioners and marketers had similar objectiid®wy used different phrases to denote the
same meaning. Unfortunately the same phrases wsed by different people to mean
different things (for example corporate identity).”

The author argues thainy statement or definition in the literature mag tight, different
approaches may be collated with one another ifcomsiders the three important interrelated
aspects, as follows: (&yhostates or argues something — and, more importamtigt his or
her disciplinary background is; (B)vhenhe or she stated that — i.e. when his or her
fundamental (seminal) work was written; Where— i.e. in what country, region or continent
a particular author is from (Exhibit 6).

‘f/‘ flo |

CRE
BJ\¢ rv'f

WHEN WHERE
I >

Exhibit 6: The author’'s model for interpreting th¢often conflicting) approaches in the
literature (The “When-Who-Where Model”)

The tripartite structure of this chapter is asdof:

1. When (history, development): subchapter 2.1.
2. Who (main perspectives): subchapter 2.2.
3. Where (national roots): subchapter 2.3.

2.1. History and development of Cl and CI studies

The aim of this subchapter is to introduce theadnstand development of the corporate
identity concept (the question ‘gfhen’), by way of two main models:

1. Balmer’s (2003) five-stage historiography (2.1dny

2. He and Balmer’s (2007) model describing the develeqt of the concept (2.1.2.).
The question ofwho” will be discussed within 2.2, whereas the topicwafiere” will be
elaborated on within 2.3.
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2.1.1. Balmer's five-phase historiography

It is difficult to understand the terminologicafférences without knowing the historical roots
because the terminology is somewhat changing viitie.t Building on previous reviews,

Balmer (1997; 1999 irBalmer and Greyser, 2003) identifies five distipdtases in the

evolution of corporate identity. The phases arermansed by Exhibit 7.

2.1.1.1. Phase 1: the 1950’s to 1970s

In this period corporate image was considered to dbeparamount importance to
organisations. While it is not clear who discovetteel concept of “corporate image”, the 1956
work of Boulding (Balmer, 1997) and Martineau (1968Balmer and Greyser, 2003) were
very influential (Balmer, 1997). American econonasid philosopher, Boulding, noted in his
book “The image” that humans had to rely on imagiesas his conclusion that “there was an
‘a priori’ link between an individual’'s image of arganisation and that person’s behaviour
towards the organisation” (Balmer, 1997:4). It seam be an impetus for later authors to
realise the importance of managing the image of ¢bepany, because in this way
stakeholders’ (persons’) behaviours towards theamsgtion can be maintained or changed.
Two years later, Martineau (1958 Balmer and Greyser, 2003) dealt with the questibn
corporate image management and concluded that redeponage was of such importance
that it deserved the attention of senior manadganier, 1997).

Other notable events of this period were the estaient of the term “corporate identity”
and then defining the difference between corpoideatity and corporate image. It was J.
Gordon Lippincott, co-founder of the famous corperadentity consulting company

“Lippincott & Margulies”, who first coined the terrftorporate identity” (Hagley Museum

and Library, Wilmington, United Statekttp://www.hagley.lib.de.us/2206.hyif According

to Balmer (1997), this happened in 1964. Six ydatsr, Pilditch (1970) articulated the
difference between corporate identity and corparatge, as mentioned earlier.

2.1.1.2. Phase 2: the 1970’s and early 1980’s

This period witnessed a growing importancegofphic design consultancies the US.
British design, image-research and marketing communicatonsultantsshowed interest in
the area, for example Olins (1978), Bernstein (J9&6d Worcester (in the same year)
(Balmer, 1997)- the author would suggest the 19@0® earlyand mid1980’s. Increasing
attention was given to the internal environmentpocate communications, concepts of
corporate personality and, in particular, corporatntity. Academic research, Kennedy’s
(1977) work has to be mentioned here, reveatgzbrtance of personnéh image formation
(Balmer, 1997).

2.1.1.3. Phase 3: late 1980’s to c. 2000

This phase saw a heighterszhdemic interesh corporate identity, especially from
» marketergAbratt 1989; Dowling, 1986; Balmer, 1995; Van R995);

18 Lippincott and Margulies consulting company wasrfded by J. Gordon Lippincott and Walter P. Mawguli
in 1945. http://www.hagley.lib.de.us/2206.hjm
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» strategistGray and Smeltzer, 1985);

» organisational behaviourist§Albert and Whetten, 1985 iBalmer and Greyser, 2003;
Fombrun and Shanley; Mael and Ashforth, 1992; Hatath Schultz, 1997);

* psychologist¢Bromley, 1993);

* public relations specialist&Grunig, 1993 irBalmer and Greyser, 2003).

Although Pilditch (1970) made the mentioned didiort between corporate identity from
corporate image, it was this phase when corpodaetity began to take over from corporate
image. In addition, corporate identity was movimwgag from its visual design definition to
increasingly be viewed as the, distinct attribubésan organisation. There was a growing
appreciation that corporate identity is multi-famgt drawing on different disciplines
(Thomson, 2005), due to the interest in it by thev@ mentioned academic groups. This, with
special regards to the representatives of orgaomsdtbehaviour, has led to the nowadays
most widely accepted “multidisciplinary approact’the area.

The foundation of the multidisciplinary InternatadrCorporate Identity Group (of which the

author is a member) at the House of Lords (199&ade of Westminster, is an evidence of
the recognition of the growing importance of cogieridentity. The Group, headed by John
M. T. Balmer, Professor of Corporate Identity (th@y professorship of its kind), from the

very beginning included academics from the Uniwgref Strathclyde in Scotland, Erasmus
University in The Netherlands and Harvard Busingskool in the USA, as well as leading
consultants. Strathclyde Statement (ICIG, 1995)mansed the Group’s basic views on the
area.

2.1.1.4. Phase 4: c. 2000 onwards (the present)

The multidisciplinary nature of the interpretatiohcorporate identity considerably increased
at the beginning of the Z1century. Also, contacts and collaborations inadabetween
practitioners and academics, as well as betwedaereiiit nationalities. This, predominantly
fostered by the establishment of ICIG, has leche®drowing consensus on the fundamental
tenets of corporate identity and other corporatelleoncepts (Thomson, 2005). This does
not mean, however, that corporate identity and vlileous concepts are approached in a
consistent manner. Balmer and Soenen (1999) aad Bailmer (2001a) provide a list of 15
possible reasons for the misunderstandings abewtdhcepts.

Another notable happening was tltatrporate brandingreceived a heightened attention in
this stage of evolution. Several corporate idertdgsulting companies renamed themselves,
for example Wolff-Olins, and now they are callecarmt consultancies. Henrion Ludlow
Schmidt®, however, still calling itself “identity consultesi, is an example of this change,
considering the titles of the books written by fbenders — Schmidt (1995): “The Quest for
Identity”; Schmidt and Ludlow (2002): “Inclusive &nding”. The author's possible
explanation of this phenomenon is twofold: (1) Gdtancies have their backgrounds mostly
in graphic design (visual identity) (Balmer and ¥éih, 1998; Balmer, 2001a) thus corporate
branding is easier for them to cope with, alsoe¥asi control, having realised that corporate
identity has become a more complex construct; (2hyof the, mostly, academic authors in
the area are from marketing backgrounds — theyfeelynore comfortable with branding, an

¥ Henrion Ludlow Schmidt is an “identity” consultanin London, founded by FHK Henrion, Klaus Schmidt
and Chris Ludlow. The author worked for them in 200
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area the have got used to already. Thomson (20Q6®a that the usage of “corporate brand”
in the brand management literature suffers fronfugaon in terminology, often being used

interchangeably with corporate identity. It seehmt by raising point (2) the author provides
a good explanation to this!

2.1.1.5. Phase 5: the future

The final phase is the adventadfrporate marketingvhich is multidisciplinary in nature, with

more strategic focus (Thomson, 2005). The authopmion in this regard is somewhat
similar to what he suggested in point (2) abovepGrate identity is traditionally the area of
marketers, who were facing the challenge of thactdgging discussed by authors from
various disciplines. This has inevitably stretchede corporate identity concept
(“multidisciplinary approach”). Therefore, in orday stay within the relatively comfortable

context of marketing, this discipline had to sthetas well, i.e. it also had to become
“multidisciplinary in nature” so that it could acoonodate the more complex corporate
identity concept.

The establishment of a new interdisciplinary aremanagement marshalling all the concepts
is the most likely. This is to be known as “idepttudies” and/or “corporate marketing”, as
suggested by Exhibit 7, below.

STAGE 1 - 1950’s to 1970’s

CORPORATE IMAGE
FOCUS

STAGE 4 - C.2000 onwards

SIMILAR TO STAGE 3
plus
CORPORATE BRANDING FOCI

STAGE 5 - The Future?

ESTABLISHMENT OF A NEW,
INTERDISCIPLINARY AREA OF
MANAGEMENT, MARSHALING

ALL THE CONCEPTS, TO BE

STAGE 2 - 1970’s and early
1980’s
CORPORATE IDENTITY
CORPORATE PERSONALITY
and
CORPORATE IMAGE

KNOWN AS FOCI
‘IDENTITY STUDIES”

STAGE 3 - Late 1980°s to ¢.2000

ORGANIZATIONAL IDENTITY
CORPORATE IDENTITY
CORPORATE
COMMUNICATIONS
and
CORPORATE REPUTATION
FOCI

Exhibit 7: Balmer’s historiography
Source: Balmer, J. M. T. in Balmer and Greyser (206)*°

This historiography has described the evolutiorthaf approach to corporate identity, in a
chronological order, through five stages. Hungamamthor, Sandor (1997) also presents a
historical overview but that is rather general aready limited in scope. The overview of

20 Adapted from J. M. T. Balmer, “Corporate Identityi,M. J. Baker (ed.) The IEBM Encyclopaedia of
Marketing, London: International Thomson BusinesssB, 1999, pp. 732 — 746
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Szeles is different, albeit more detailed than thiatSandor (1997). Szeles discusses the
development of corporate identity practise, rathean the development of the concept
(Nyaraddy and Szeles, 2004), therefore both his ér@onk and the time scale he refers to is
different from what has been introduced in this-sbapter.

2.1.2. He and Balmer’s description of the main treds of development

It has been argued that academic research intoom@iep identity increasingly adopts a
multidisciplinary and more strategic approach toHe and Balmer (2007) suggest that the
resulting shift in the conceptualisation and patian be described by three aspects:

1. From peripheral elements to central elements (2.3.2

2. From external focus to internal focus to holistcds (2.1.2.2.)

3. From tactical to more strategic approaches (2.1.2.3

2.1.2.1. From peripheral elements to central elemén

The conceptualisation of corporate identity hasametrphosed from being concerned with
the peripheral elements of organisations (graplasigh) to the more central elements
(strategy, structure and culture) (Balmer, 1995n\Riel and Balmer, 1997; Balmer and
Wilson, 1998; Balmer, 2001a; Balmer, 2002; Biclkgalsson and Abratt, 2003). The original
visual ‘orientedness’ of corporate identity (‘it &l about logos, corporate names and other
types of visual identity’) has shifted over timewsrds its deeper and more profound
comprehension. Corporate identity was conceptuhlige terms of corporate “self-
presentation” (e.g. Markwick and Fill, 1997), whistas underpinned by corporate behaviour,
communications and symbolism (Margulies, 197Baimer and Greyser, 2003; Van Riel,
1995) — based on Birkigt and Stadler's (1986) coaf® identity mix. However, both
approaches of corporate identity mentioned aboserporate identity as ‘visual identity’ and
‘self-presentation’ — represent its observable egldtively superficial elements. As He and
Balmer (2005:5) put it, “it does not address thesgion of an organisation’s actual identity
but only focuses on the desired identity that mansnt wishes to convey”. This statement,
also suggested by Kiriakidou and Millward (2000)ndarpins the author’'s findings
concerning the recognition of commonly shared v&inecorporate identity programmes. The
possible incongruence between actual and desiredtiies will also be explained by
Balmer’s ACID Tests and its further developed vanmsiby the author (sub-chapter 3.3).

Over time, academics realised that corporate itjerdfers to those inner and deeper elements
that make one organisation distinct from anotheonggquently, corporate identity is
increasingly conceptualised as the distinctivelaites of companies.

2.1.2.2. From external focus to internal focus todilistic focus

Along with the change mentioned in the previoudisec “corporate identity management

has moved from more external-oriented to more imatieoriented and then to a more holistic,
multidisciplinary and integrated approach” (Balmk®99), although one can find examples to
internal-oriented approaches in the nascent litegads well, for example Kennedy’'s (1977)
“company personnel perception of the company”,h@ tamous Kennedy’'s process model,
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where she highlights the importance of employeesth@ process of corporate image
formation — Dowling (1986) also mentions employeethis regard.

External concerns meant overly focusing on custeraed stressing the visual aspects. This
can be found, however, in Hungarian literature e, ior example, Sdndor (1997) argues (in
a chapter that refers to corporate identity asotbjective of marketing communications) that
corporate identity is important for companies buidd direct contacts withcustomers
(services companies), it is also in significantnarketswherevisual signs(“peripheral”,
“external” oriented elements) are of importance, et

The fact that corporate identity was fundamentatiyncerned with the self-presentation of
companies, resulted in a narrow conceptualisatiaroporate identity management in terms
of graphic designandvisual identity Its rationale was that visual identity could shay
influence externally held perceptions. The deeper comprehension oftiigeim terms of
“distinct characteristics of an organisation” lemda shift of emphasis “that was to be of
seismic proportions” (He and Balmer, 2005:6): dtdhom external concerns to an emphasis
on internal concerns and to questions relatinguttue and historical development, i.e. the
source of identity.

The expansion of the focus to employees (interniahtation) is illustrated by the following
guotes: “The most important audience for any companits own staff...” (Olins, 1991);
“...employees are particularly effective spokespessdar any organisation” (Balmer,
1995:40).

He and Balmer (2007) argue that the focus hasgicdtly be expanded to stakeholder groups
and networks and should not emphasize the exclusiygortance of customers and
employees. It is not the question, they furthergesty whether organisation should pay
attention to internal and external groups but nathat all key — external and internal —
stakeholder groups are important to the manageaieuarporate identity.

2.1.2.3. From tactical to strategic approaches

The third aspect of the trend is the shift fromtitad to strategic approaches of corporate
identity. Corporate identity is now recognised astmategic issue (ICIG, 1995, Schmidt,
1995).

The underlying idea dates back to Gray and Sme(i885) who argued that corporate image
was an integral part of strategy. Several concéptuadels of corporate identity include
strategy, for example, Markwick and Fill (1997:408uart (1999:206) and Melewar and
Karaosmanoglu (2006). Balmer (2001a) also asdeatsstrategy should be a key component
of the corporate identity mix (apart from cultustsucture and communication) which means
that that the current identity of an organisatien in part, the consequence of strategic
decisions in the past.

As the authors summarise the three trends, “cotpordentity and corporate identity
management have evolved into a more strategic aalfidmciplinary approach, which
advocates a stakeholder-orientation (instead @& soktomer or employee-orientation) and,
moreover, one which is characterised by and accarsisategic role for corporate identity”
(He and Balmer, 2005:6).
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The basic trends outlined by He and Balmer (200%@) ibustrated by the author in the
following form (Exhibit 8):

Peripheral Central
elements elements
Y Y
External focus R Internal focus Holistic focus
Y )
Tactical approach Strategic approach

Exhibit 8: The author’s illustration of the trendsutlined by He and Balmer (2007)

2.2. Main perspectives of identity studies

It has been argued that there are three impotaoadly overlapping, aspects that have to be
considered if one wishes to understand the maimoagpes to corporate identity, one is the
guestion of “who and from what background” (distiplty perspectives), the other is the
guestion of “when” (history and development) ané third is the question of “where”
(countries, regions and continents). The previobapter overviewed the history and
development of identity studies using two modelalnier’'s (2003) historiography and He
and Balmer’s (2007) description of the main treaofldevelopment.

This chapter examines the main perspectives disduaghe literature, in terms of:

« Disciplinary perspectives (schools of thoufght“who” (2.2.1.)

* National roots “where” (2.3.)

This analysis draws upon Balmer and Greyser's (Z¥)3nine streams of inquiry. They
argue that the corporate identity concept has legamined in terms of (a) disciplinary and
national roots, (b) schools of thought, (c) philpisical underpinnings, (d) components, (e)
characteristics, (f) management, (g) analysisstiycture and hierarchy, and (i) relationship
with other corporate level concepts.

2.2.1. Disciplinary perspectives

Balmer and Greyser (2003:34) conclude that the ¢éexnpature of identity studies is the
“consequence of the rich disciplinary and philosoghtraditions that underpin scholarship
and practice associated with the area”. This sedtido provide a structured overview of the
most dominant disciplinary perspectives.

2L Categorisation of the main schools of thought atgesmpted by Balmer (1995). Thomson (2005) expththe
main concerns of the various schools of thouglat table-format. The author has re-edited this tabie
presented in Appendix 1.
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The author has found the followirigur dominant perspectives (approachesjhe literature
(Van Riel and Balmer, 1997; Balmer and Wilson, 19B&lmer, 2001a, 2006; He, 2004;
Thomson, 2005):

(a) The visual approaches— ‘corporate identity is mainly about visual idéoation, e.g.
logos, colours, fonts, signage, liveries, and otiwual identifiers’

(b) The communication (marketing communication, integrated communicateord total
communication) perspectives mostly advocated by marketing specialists and
practitioners in general — ‘corporate identity iboat planned communicatiorself
presentatioh— this seems to somewhat overlap with the previperspective

(c) The organisational behaviourists’ approach (organiational identity) — ‘identity is
about the internal aspects of an organisation’, and

(d) The multidisciplinary (interdisciplinary) approach — ‘corporate identity is a complex
phenomenon’.

The main implication of this list is that authorsrh these disciplinary backgrounds define

and approach corporate identity differently!

Above mentioned (a), (b), (c) and (d) will be useelow, in the case of the various
classifications, in order to demonstrate in whay wWeey can be reconciled with the categories
identified by the author.

Van Riel and Balmer (1997) attempted to establishearly classification of the main
disciplinary streams, as Exhibit 9, designed byadhbthor, illustrates it. They listed three of
them, namely

* “The graphic design paradigm”“Originally, corporate identity was synonymousthwi
organizational nomenclature, logos, company hoylgesand visual identification”
(ibid:340): (a).

* “The integrated communication paradigm®The realization by graphic designers and
marketers of the efficacy of consistency in visaadl marketing communications led to a
number of authors arguing that there should be istamcy in formal corporate
communications (Bernstein, 1986): (b).

* “The interdisciplinary paradigm? “Increasingly academics acknowledge that cormgorat
identity refers to an organization’s unique chaegstics which are rooted in the behaviour
of the members of the organization. ... the managéewiean organization’s identity is of
strategic importance and requires a multidisciplinapproach” (ibid:341). The author
wishes to remark here that “corporate identity”aisterm mainly used by marketing
specialists and designers, whereas the behavioowtd belong to the terrain of authors
coming from the behavioural sciences. The croddi$ation of these areas has resulted in
the multidisciplinary (interdisciplinary) approad]at).

Corporate identity studieg

Graphic design Integrated Interdisciplinary
paradign communication paradign
paradigm

Exhibit 9: Van Riel and Balmer’s (1997) categorisah (the author’s illustration)
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Balmer and Wilson (1998), who also quote Van Rrel 8almer’s (1997) tripartite division,
emphasise that the interest in corporate identitgecfrom two distinct but inextricably linked
areas of scholarship. They argue that while mangespecialists have focused on corporate
identity, the behaviourists have emphasised theeguinof organisational identity. “One sign
of the interdisciplinary nature of the area is thereasing recognition of the area is the
increasing recognition of the strong link betweearkating and organizational behavior with
regard to corporate identity scholarship” (Balmed &Vilson, 1998:16).

Balmer (2001a:249) speaks of “business identity’iclwh“encompasses a triumvirate of
related concepts and literature which are:

1. corporate identity (d);

2. organisational identity (c); and

3. visual identity (a).”
The markings “a”, “b” and “c” are not originally iBalmer’s text, they refer to the four main
perspectives the author referred to above. Furtbexnthe author offers the following form to
illustrate Balmer’s (2001a) classification (Exhib@):

Business identity

Visual Identity Corporate Identity Organisational Identity

Exhibit 10: Balmer’s (2001a) categorisation (the thor’s illustration)

The main difference between Van Riel and Balmern®97) and Balmer's (2001a)
categorisation is that in the latter one “Corporddentity” has replaced “Integrated
Communication Paradigm” in the former model. Haviregd “The author’s interpretative
diagram illustrating He’s (2004) statement and Thons (2005) literature review” below
(Exhibit 11) the reason for that difference will tlear.

Differently from Balmer (2001a), He (2004:45) hag sip a more detailed categorisation,
differentiating seven perspectives within “identisfudies”, which he calls the “New
categorisation of perspectives of identity studidse presents it in an illustrative form, as
follows:
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Identity studies
I

Corporate identity Organisational identity
I
I | I |
Perspective 1 Perspective 2 Perspective 3 Perspective 4 Perspective 5
Identity
Visual identity ClI: Multi- Identity Identity with
disciplinary of organisatio in organisatiol organisatio

Exhibit 11: He’s (2004) categorisation

Perspective 1: (a); Perspective 2: (d); Perspextdveo 5: (c), drawing upon what the author
called the “four dominant approaches” in the litera. The three subsets of organisational
identity have already been discussed within 2.3.

The author has attempted to collate Balmer’'s (2p@asegorisation with that of He (2004):
Exhibit 12

Identity

Visual Identity Corporate Identity Organisational Identity
(multidisciplinary’

Identity Identity Identity
of org. in org. with org.

Exhibit 12: The author’s categorisation, collatinthose of Balmer (2001a) and He (2005)

This division of the areas shows “visual identiBg a separate category. The author finds it
more useful a structure than exhibiting visual tdgnunder corporate identity because it
provides a better way to present the evolution ofporate identity leading from the
marketing communication paradigm to the modern ighgttiplinary perspective. Moreover, it
might be confusing in He’s categorisation (Exhibif that there are two corporate categories
on the same line: “corporate identity” and “Cl: nikciplinary”.

There are some basic differences between the c#&ations presented so far. Van Riel and
Balmer’'s (1997) classification includes the intégdacommunication perspective, that is,
“‘integrated communication paradigm” as they callwhereas Balmer's (2001a) and He’s
(2004) categories do not. The author finds its &xalion in what He (2004:45) states:
“Though integrated communication approach to cafmoidentity (for example: corporate
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identity as corporate self-presentation) has bedwmyaschool of thought in 1990s, it has
shifted towards a more multi-disciplinary approach.

Thomson (2005), in her literature review, providesoverview of three dominant approaches,
namely the “organisational behaviour perspectitie& “visual identity perspective” and the
“marketing communications approach”, similarly ke tdisciplinary strands put forth by Van
Riel and Balmer (1997), and also points out thatdbmmunication perspectives has finally
led to the nowadays accepted multidisciplinary pecsve.

Drawing upon He’s (2004:45) statement and Thoms@0€5) literature review, the author
has attempted to illustrate the development ofctbramunications perspectives. Exhibit 13
shows the main stages of this evolution, completi¢l the author's comments.
Stages of the The author's comments

evolution H

Marketln :-.---.---.---.-----.---.---.---.---.---.---.-----.---.---:
. g- ! Clis seen as an element of th&'®@"
Communication : :

) (Promotion)
Perspective (D) | foeeeeeeee e
l ewlving toward:
Integrated :................. ...................................... ....:
Communication ! Bernstein’s (1986) ,wheel” model is:
: : exemplar :
Perspective (b) | i T e —
, evolving toward
Total PLLLLLLPLPETELPD
Communication : Exemplified by Balmer and Gray's :

Perspective (b)

, | evolving toward

Cl: Most widely accepted academic
Multidisciplinary approach in the extant literature :

Exhibit 13: The author’s interpretative diagram uistrating He’'s (2004) statement and
Thomson’s (2005) literature review

In the light of the above diagram, the differenetwieen Van Riel and Balmer’'s (1997) and
Balmer’'s (2001a) categorisations can be undergtiérdibit 14):
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Corporate identity studies

Business identity

Graphic design Integrated Interdisciplinary Visual Corporate Organisational
paradign communication paradign identity identity identity
paradign

Van Riel and Balmer (1997) Balmer (2001)

Exhibit 14: Van Riel and Balmer’s (1997) and Balm'er(2001a) categorisations

“Corporate ldentity interpreted &stegrated Communicatioh&nd “Corporate ldentity seen
as amultidisciplinary ared should be viewed as different phases of the diaiuof the
concept, instead showing them as two distinct categ as Van Riel and Balmer (1997) did.
Organisational identity, however, is not an altéugaperspective as it may follow from the
above comparison, that is, it should not disappkeam the model. Multidisciplinary
(interdisciplinary) approach to corporate identifers to a synthesis between marketing
academics’ and organisational behaviourists’ vielgq referred to as “cross-fertilisation”),
but basically used by marketing academics. Theeeftite author proposes the following
model to compare Van Riel and Balmer’'s (1997) aranter's (2001a) classifications
(Exhibit 15):

Identity

Integrated communication
...................... paradigm
Past Graphic (Van Riel and Balmer,
...................... Design 1997 (b)
Paradigm Organisational
(Van Riel and y Identity
RO Balmer, 1997) Interdisciplinary paradigm (Balmer, 2001)
Present : (Van Riel and Balmer,

Visual identity

1997) (©)
(Balmer, 2001)

Corporate identity
(a) (multidisciplinary)
(Balmer, 2001) (b)

Exhibit 15: The author’s categorisation, collatinthose of Van Riel and Balmer (1997) and
Balmer (2001a)

There is only one task left at this point and iigut the fragments together and to attempt to
extrapolate the trends towards the future, in tienfof a complex model which comprises all
the aforementioned academic models. The authoropespthe following model to meet this
end (Exhibit 16):
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Identity

| Marketing communication
i perspective (b) Organisational
Identity
Graphic - ed ot
Design ntegrated communication —
: 2 <X H al y
Past ! Paradigm perspective (b) ,of" org.
or Identity
Visual identi Total communication | = +in” org.
Isual identity A paradigm /perspective (b)[~ 7
Identity
(a) with” org. |-
Present : Corporate identity (He, 2004)
B (multidisciplinary) (c) ~ [4 ©

Identity: multidisciplinaryand systemsapproachno isolated disciplines

(It seems to be similar to Stage 5 — future — ilmga’'s historiography)

Exhibit 16: The author’s vision for a unified (multlisciplinary and systems) approach to
Corporate Identity

This visionary model suggests that “a new, int@igismary area of management” will be
present in the future, “marshalling all the consggBalmer and Greyser (2003:6), adapted
from J. M. T. Balmer, “Corporate Identity) that imielate to all areas of organisational life.
The various disciplines will be parts of one systeDesign, employee identification,
communication, PR, marketing, etc. should form aveogent system. This concept is
expected not to be fraught with misunderstandingjrag from the conflicting interpretations
of identity. Currently, it may sound somewhat naige scholars seem to have their own
personal identities as being representatives af dpecific and distinct disciplines. However,
attitudes and approaches may change with time.

2.3. National roots
The author has already touched upon this topicisrTMBA Management Project (Csordas,
1994) when he wrote about the interpretation opemate identity by Scandinavian countries.
The rationale for dealing with this issue is the tvay corporate identity is approached also
differs in terms of geographical areas (countmestinents, etc.)
One outstanding example is the existence of th@dhreSchool of Thought of corporate

identity. The paper published by Moingeon and Rantsoa (1997): “Understanding
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corporate identity: the French school of thougist'ekemplary in this regard. They explain
that: “Since the 1970s, French researchers haveoralieed a theoretical framework built
around the concept of organizational identity. Tthisoretical framework integrates concepts
from several research disciplines, including saggl psychology, psychoanalysis, and
history. Although this approach focuses primarily inproving the understanding of the
internal functioning of organizations, the approatso helps marketing professionals who are
responsible for managing organizational image amgartzational communications.”
(Moingeon and Ramanantsoa, 1997: Abstract — ‘herdien available on Emerald Insight’)

Balmer and Greyser (2003) assert that North Amersznolars accord particular importance
to staff identification and to the conceptualisatiof identity based on theories concerning
organisational behaviour. (Balmer and Greyser, 208)3recisely refer to those scholars.)

MORI carried out a series of pan-European studiesymissioned by Henrion Ludlow &
Schmidt (now Henrion Ludlow Schmidt), in 1989, 19@hd 1993 (Schmidt, 1995)
interviewing leading managers of functional areapublic relations, corporate
communications, marketinggersonnel advertising, other), and also the Chairman of the
Board and the Managing Director. This survey res@aome national variations. Balmer and
Greyser (2003:35), following Henrion Ludlow and 8utit's “Summary of the Third Pan-
European Study on Corporate Identity (Corporatentitie in a Multicultural Marketplace),
1993”, summarise the main findings of the MORI &y in this regard: “Whereas in
Germany many respondents viewed identity as comgri;a multidisciplinary mix of
elements ..., in the U.K. and in Scandinavia visuaspntation was accorded particular
importance. Of note is that the single most aspéalentity was considered to be corporate
culture in every country apart from Belgium, whe@porate communication was singled
out. There was wide consensus too in identifyirg ain audience to which an identity is
targeted, with existing customers being identifiecll countries apart from the U.K., where
financial institutions and shareholders were seetih@ main target group.”

2. 3. 1. Hungarian Academic Approaches to Corporaté&entity

The author conducted an empirical survey relatinghte conceptualisation of corporate
identity in July to September, 2006. The intervigwestionnaires may be found in Appendix
1. In the questionnaire, the author intentionalig dot translate “corporate identity” into
Hungarian so that the terminological differencesMeen English and Hungarian (‘identity’
vs. ‘arculat’) do not distort the potential respesis The author had hypothesized that
corporate identity studies in Hungary have a stroaditional marketing bias, that is, it is
mainly seen as “ways in which organisations pregbamselves to external audiences”
(Cornelissen, Haslam and Balmer, 2007:6).

Indeed, Hungarian academic approach to corporat#itg, predominantly views the area as
‘purposeful self-presentation’ — of the personality the company (Orosdy, intervié.

According to Totth (interview) Hungarian academapprs have a somewhat practitioner
focus. Totth (interview) and Orosdy (interview) gegt that “academic approaches seek

22 The author worked for this identity consultancy2004. He asked Klaus Schmidt on 3 January 200@miail
if 1993 had been the last year when a survey d&frits was conducted. Schmidt replied that emai2®danuary
2007 mentioning that “there were no more studig¢h MORI”.

2 |n this subchapter the author refers to commeinengoy interviewees. He refers to those commesitiame
of interviewee (interview)” or “(Name of interviewginterview)”.
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complexity” and “they are more sophisticated” thawractitioners’ approaches. While the
former are rather multidisciplinary in nature (HedaBalmer, 2007), the latter seem rather
design oriented (Alessandri, 2001; Piskati, intewy)i. It also seems that practitioners do not
know the academic theories or if they do they dobetieve in it (Papp, interview).

The concept in Hungary is based, basically, on @Garauthors Birkigt and Stadler's (1986)
corporate identity mix (culture, design, behaviamd communication being mentioned as
elements in the Hungarian literature). Some acackend.g. Hoffmann (2000) and Kollin
(interview), even include those elements in theiiirdtions. Hoffmann (2000:393), however,
defines the areas of corporate identity “on thasbakexperiences”. The original elements of
the Birkigt and Stadler (1986) model will be inttmeéd in sub-chapter 3.2.1. This is an
undoubtedly useful framework. However, there areesd problems with the way some
Hungarian academics approach to the problem. Siheestarting hypothesis was that
interviewees would only mention the above mix witheeferring to Birkigt and Stadler, the
author asked them to provide references apart fedating to corporate identity mixes. From
the replies the author has drawn the conclusionBhrkigt and Stadler’'s mix is used nearly as
an only mix of Cl elements and the personalitieshef authors who set up the mix seem
unimportant. Sandor (1997) refers to them in thetrfote of his book (“Handbook of
Marketing Communication”). Two, fortunately exceptal, replies were the followings: “we
do not understand the question” (relating to witaporate identity mixes are in use), “we do
not provide references, we shape attitudes”.

There are other corporate mixes as well in thematigonal literature, as shown in sub-chapter
3.2. Papp (interview), unlike others, referred 1{m® (1989) mix (elements: product/service,
environment, information and behaviour — expressirg ‘central idea’). Szeles (interview)
supported the author’s statement relating to tleeafiBirkigt and Stadler’s (1986) model. In
spite of the traditional interpretation of corpe@ratentity, the basis of a multidisciplinary
approach exists in Hungary: (1) Szeles (intervisnyjgested that the roots of corporate
identity should be sought in behavioural scienteshe author’s subjective view his views
might somewhat be similar to those of the Frendmo8ktof Thought represented by Larcon,
Reitter, Moingeon and Ramanantsoa (1997); (2) sioteeviewees reported that, in teaching
corporate identity, they view “organisational idgyitas an area related to corporate identity;
(3) Veresné Somosi (interview) thinks it might besgible that the ‘two identities’ (corporate
and organisational) may get closer in the acade&rortd.

2.4. Conclusions

The author stated at the beginning of this chatbtatr “the literature of corporate identity is
rich; there are many, often contradictory defimgp statements and approaches, which may
confuse readers”. To solve this, the author suggéstg three important interrelated aspects:
(&) Whofrom what disciplinary background states or args@m®ething; (bWhenthat author
stated that — i.e. when his or her fundamental is@nwork was written; (c)Wherea
particular author is from. This chapter introdudbe evolution of the corporate identity
concept, based on two descriptions: Balmer's hisgoaphy and He and Balmer’s review.
Balmer’s historiography depicts the five stagesh® enrichment of the corporate identity
concept, in which stage five refers to the futurbew the establishment of a new
multidisciplinary area of management is expectecckvmarshals all the related concepts. He
and Balmer argue that the development of the cdnaégation of corporate identity can be
best described by way of three trends: the emphwssbeen shifting from (1) peripheral

52



elements to central elements (2) from external $acuinternal and then holistic, and finally
(3) from tactical to more strategic approaches.

Following the logic of the “when-who-where moddhjs chapter also overviewed the main
disciplinary approaches to corporate identity (“Whothe visual perspectives, the
communication perspectives, the organisational \ebdasts’ perspectives and the
multidisciplinary perspectives. The author contettd® Hungarian academic approaches to
corporate identity seems to be positioned withie ‘ttommunication perspectives”. Having
introduced several categorisations, the authorgefsup a complex model to describe the
evolution of the corporate identity thought. Thehau contends that the future should be an
identity concept that adopts a multidisciplinarydasystems approach and there are no
isolated disciplines. Finally it argued that theyvearporate identity is approached also differs
in terms of geographical areas (“where”).
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3. MODELS OF CORPORATE IDENTITY

This chapter has a mission which is more than sinapl objective. The author wishes to
explain to Hungarian academics that there are maogels of corporate identity, not only the
mix of “Corporate Culture, Corporate Design, Cogier Communication and Corporate
Behaviour”. When the author made a survey (persandl electronic) among Hungarian
academics, four marketing academics mentionedahithe only mix of elements/areas of
corporate identity. Only one of them reported tiwty used Olins’ (1989) mix, according to
which corporate identity consists of “Products/$=s”, “Environment”, “Information” and
“Behaviour”. It is basically the same as what theghar refers to as Olins’ (1995) mix;
however in Olins’ new mix “Information” is replaceslith “Communication” with content
left the same. One respondent argued that theyndiduse a mix in corporate identity,
although he/she referred to a mix when describimg dreas of corporate identity. One
marketing lecturer reported that they did not euaderstand the author’s question referring
to “corporate identity mix/model”; however he/éhbsted the “traditional” areas of corporate
identity.

The author asked respondents to provide referembes mentioning the corporate identity

models they apply. The rationale was that accortbrtfe first hypothesis of the author (H1),

mainly a somewhat changed version (“Corporate @alt@Corporate Design, Corporate

Communication and Corporate Behaviour”) of Birkagtd Stadler’s (1986) model is used in

Hungary but almost without anyone referring to thiginal source! Some do refébut this

is not typical. The author’s mission is to point that:

» one can argue that this model is the best oneisvented but at least one should mention
others as well and draw the conclusion that the@lpaix is still the most useful; and

 this model should not been used without referromthe original authors.

The original “Birkigt and Stadler mix” consists @& quartet of elements: Personality,

Behaviour, Communication and Symbolism. It is dé&glly one of the most popular corporate
identity mixes, as Van Riel's (1995) definition obrporate identity incorporates this mix.

Olins (1995), although he has developed his own, mixggests conducting his audits
(situation analyses) using the elements of thei@iknd Stadler’'s mix. Also, German author
Asterholt’'s model (set up in 1993) describing tlosgble overlaps between corporate identity
and personnel management (Uglyai, 2005) has iis®asBirkigt and Stadler's model.

There are many models used in corporate identigfmBr (2002a:6) categorised the main
models (called the “Examples of The Multifaceted afultidisciplinary Nature of Corporate
Identity as Conceptualised by Academics and Prawéts”). He grouped those models under
three headings: (1) “Model” which the author caRsocess Models”, (2) Audit Processes and
(3) “Articulation of the Corporate Identity Mix” wbh the author refers to as “Corporate
Identity Mixes”. The author wishes to introduce #hlution of the Process Models and the
Corporate Identity Mixes because these are thecategories in relation to which he wishes
to add some points or use them to underpin sorhesdfypotheses.

The author intends to formulate his second thasmiaBalmer's ACID Test by adding two
elements to the model and setting up a new framewehich might be more logical and
probably more applicable than the existing onentgals ACID Tests are complex models of

24 The author does not intend to reveal the gendéireofespondent.
% e.g. Gedeon Totth; Péter Szeles; Imre Sandomiméte; Marta Németh and Bernadett Kukoda, accgrttin
Péter Szeles (based on literature review and pafrsterviews)
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corporate identity. There are several complex nedethe literature, however ACID Tests,
which the author has chosen for further scrutimgyjole a useful and logical framework for
an ongoing corporate identity and brand managem®@ntjdentifying gaps to eliminate
occurring between, for example, what the compar{grganisational reality), how it presents
itself, what management think the company shoutime and what it should really become
based on analysis of the environment, as well a& wbople think of the organisation (image
and reputation). The author will argue that coresfrimage and real image may need to be
brought into alignment, and potential misalignmeaty occur between formal and informal
communications.

3.1. Process Models

This sub-chapter describes the evolution of thenm@aiocess models. The author also
designed a process model when writing his MBA Mamagnt Project (Csordas, 1994),
which was based on Abratt’'s (1989) famous model.

Process models, in general, introduce the “imagendtion process”: the way corporate
philosophies, personalities are translated intp@@te identities, leading to the formation of
an (ideally) favourable image, reputation, whichtumn, results in creating a competitive
advantage.

3.1.1. Kennedy'’s (1977) model

The earliest process model was established by Knfi®77), although she did not use the
term “corporate identity” (Exhibit 17). Her maindas was the way corporate image was
formed. The most significant element of her modakwhe box called “company personnel
perception of company” (Stuart, 1999), which ispafamount importance from the point of
view of placing employees at the heart of imagengtion.

EXTRANEOUS

INFLUENCE + 4 ¥
| | I
' ' I
Government COMPANY POLICY »| COMPANY PERSONNEL I
€9 = jegislation ~—| QBJECTIVE COMPANY CRITERIA »| PERCEPTION OF COMPANY INDIRECT
7'y EXAERIENCE
N FEEDBACK ON COMPANY OF CPMPANY
__ Prevailing N ; it POLICY AND FEEDBACK |
economy eg. — C;fma St ems_”t i AFFECTED BY REACTIONS '
orcompany OBECVES | oF EXTERNAL GROUPS I
—  pay structures | ]
Competitors' _ measurable product
- actioﬁs — attributes : :
— visible by-products I
— dividend records
Bilfurs] DIRECT FEEDBACK I
= T — EXPERIENCE TO COMPANY | |
p OF COMPANY | PERSONNEL 3
EXTERNAL GROUPS [ ————- %
PERCEPTION OF COMPANY

EXTERNAL INDEPENDENT
PUBLICS / GROUPS

i.e. no direct experience

——————— —» PROBABLE INFLUENCES OCCURING of the company

Exhibit 17: Kennedy’s (1977) model

55



Stuart (1999) argues that the main contributionthad model was the recognition of the
necessity for company policy to be based on tharosgtional reality for effective company
image formation.

3.1.2. Dowling’s (1986) model

Dowling’'s (1986) model (Exhibit 18) followed Kenngd model closely. One obvious
improvement was the inclusion of communication rffat company policies being
transmitted through internal aremployees’ imagef the company — transmitted through
interpersonal communications). Another point wa#tipg “organisational culture” in as an
element, which is now viewed as a common sense.ldy@gs’ image of the company,
according to Dowling, is influenced by culture amfluences external image. It is an
interesting point if one considers that nowadagsidemic attention is focused on employees’
construed image of the company (employees’ pemeptabout the company’s external
image). This image category has already been mmedion sub-chapter 1.1. and will be
mentioned as part of the author’s versions of Bebn&CID Test (ACID and ACID Tests).
The author will explain that employees’ construathge is culturally embedded and also
influences organisational culture (e.g. Dutton dhakerich, 1991; Dutton, Dukerich and
Harquail, 1994). Of course, Dowling, at that timd dot elucidate this image category; the
influence of organisational culture on employees'cgption, however, is remarkable.

Organizational

] 1 i e e (e,
Culture I External |
| Interpersonal |
I Communioation_}
S S ——
Formal ) Employee's ) External Group's | Previous |
Company _transmlttedthrou_gh_ » | Image of the _transmlttedthrough S Image of the | Product |
o internal communications interpersonal communications < ;
Policies Company Company | Experience |
_______ - |
feedback [—D————— |
- | Support by
| Members of the |
| Distribution |
Marketing L _ Channel
Media
Communication

Exhibit 18: Dowling’s (1986) model

One limitation of the model is that, according tateh and Schultz (1997), it did not include
top management as a symbol of corporate identigrefore it seems naive. They suggest, in
criticising Dowling’s model, that “top managemestas much a symbol of corporate identity
as any other device top managers use to influer@ eamployees and other constituencies
perceive, feel and think about the organization&t@h and Schultz, 1997:363). Dowling’s
model, in general, apart from some differences,rditirepresent a significant change from
Kennedy's (Stuart, 1999).

3.1.3. Abratt’s (1989) model

Abratt’s (1989) model (Exhibit 19) seems to be gnsicant shift from the previous models
(and now even this model has been further develdyeBick, Jacobson and Abratt, 2003).
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Based on a literature review, with special regaod®lins (1978), he introduced the concept
of “corporate personality”. Olins called corporgkersonality the “soul, the persona, the spirit
of the organisation” (Olins, 1995:xvii), which igmicitly managed (presented, projected) by
the organisation (Corporate Identity), which isrthperceived by various audiences. Abbratt’s
(1989) model illustrates this process:

The Corporate Image Management Process

Corporate Personality Corporate Identity Corporate Image

Corporate Philosophy Organisation's Customers

Strat F lati
rategy Formulation Systemms

Strategy Implementation Internal

I
Communication | CR)
Objectives and '\Afl\ | & | Government
Core Values Game Plan G | A
Corporate Culture E | [TJ Bankers
| S
) _'T_] I ? Influential Groups
Strategic Management » Functional > el
Communication R|O
Corporate Mission Objectives E\ | g‘ General Public
i iecti c The Media
Business Objectives
d Development of E | B
Structures and IB The Trade
| L
|
e
| S

A

FEEDBACK
Exhibit 19: Abratt’'s (1989) model

Abratt (1989) defined corporate personality as shen total of the characteristics of the
company that distinguish one organisation from la@ofalso in Csordas, 1994), based on the
analogy of human personality (human character parate character). It sounds like
nowadays’ academic definition of corporate identitistinct attributes”, “innate character”,
etc. (references in Chapter 1). Balmer’s definitoddrcorporate personality is different in that
he views personality as “the distinct mix of sultaes present within organisations”
(Balmer, 1997:14). It is of particular importan¢at Bick, Jacobson and Abratt, (2003) now
define corporate personality as “an amalgamatioralbthe sub-cultures that are present
within an organisation”, that is Abratt has distatidimself from his previous definition and
has come closer to that similar to Balmer’s. Coappmpersonality, as Balmer (1997) remarks,
has not been a widely used concept. The authoreargiat it might be because of its
somewhat muddled use, in one sense its concefuss to that of corporate identity while in
another sense it is rather close to organisaticuiare/identity.

Abratt’s (1989) model was followed by several rediersions, one of which is the author’s
(Csordas, 1994)
3.1.4. The author’s (1994) model

The author built the structure of his MBA Managem@roject (Csordas, 1994) on the model
he set up, based on Abratt’s (1989) framework (EX20).
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|| Identity ||

Corporate Corporate Behavioural Physical Communication Perceptions of
philosophy »1 personality identity: | identity / of the Identity: the Identity: The
internal and Cl internally and Image
externa externally
A
2
3
1
Feedbacks

Exhibit 20: Csordas’ (1994) model (re-edited)

Explanations: (1) Philosophy and personality carcdm@municated directly; (2) Behavioural
identity, although influences physical identity,nhcke communicated directly (the way the
company behaves, employee behaviour can be the tbdpformal communications); (3)

Behavioural identity can directly be perceived. ifTmodel does not entirely reflect the
author’s current views on corporate identity: thiay of interpreting Corporate Identity is
only one kind of the “Corporate Identity Theories™Corporate Identity as expression of
corporate personality”, according to Cornelissedh darris, 2001:64)

The author, unlike Abratt (1989), included “comnuation” (similarly to Dowling, 1986).
Balmer’s (1995) model, as if he had known aboutabthor’s framework, has some notable
similarities with it! However, while the author ilided “communication”, it is missing from
Balmer’s (1995) model (as a distinct element) bilitlve included by models set up later, e.g.
Markwick and Fill (1997%°.

3.1.5. Balmer’s (1995) model
The boxes of Balmer’s (1995) model (Exhibit 21) ab®ut the same as those of the author’s,

apart from the author’s distinction of behavioueadd physical (visual) identities within
corporate identity.

% Stuart (1998) refers to an earlier framework ablees “Stuart (1994)”, however, she does not ekhiai
earlier model and neither does she explicitly eetatits specific elements. In this way the auttarnot
obviously decide if the elements identified by Hiad already been identified by Stuart.
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FEEDBACK |
REALITY | PERCEPTION
\ 4 Y \ 4 | 4
EI?I%E)%S%EI%’ CORPORATE CORPORATE CORPORATE
AND MISSION PERSONALITY IDENTITY IMAGE
1. Establish 2. Nurture a distinct 3. Adistinct culture coupled 4. The main objective of
corporate culture with effective corporate corporate identity
identity-management management is to achieve a
results in total corporate favorable corporate image

Share ownership with

communications and customer loyalty
\—> Personnel » External Publics

Exhibit 21: Balmer’s (1995) model

He emphasised the “shared ownership” of philosaoty mission with personnel, which is a
merit of this model. One shortage of the modelthie author’'s view, might be its customer
oriented nature: the “loyalty of constituencies’giti have been a better terminology. This
model will be further developed by Balmer and Gezy003), to be shown below.

3.1.6. Markwick and Fill's (1997) model

A remarkable advancement represented by MarkwickFRaltis (1997) model (Exhibit 22) is
the inclusion of “strategic management”. Abratt §2P mentioned “strategic management”
and some related elements as part of “corporatsopality”; however strategy (strategic
management, responsibility of top management, st@) key importance, which means that
it should be included as a separate element. Anatbeelty is inserting “communication”
between corporate identity and corporate imagethasauthor had suggested three years
before Markwick and Fill set up their framework.

ENVIRONMENTAL
INFLUENCES

UNPLANNED CUES

ORGANISATION
& MARKETING

SELF-ANALYSIS
COMMUNICATIONS CORPORATE
CORPORATE :> CORPORATE :> IMAGE
PERSONALITY IDENTITY
REPUTATION
MANAGEMENT PLANNED
COMMUNICATIONS COMMUNICATIONS
ORGANISATION OBJECTIVES &
DEVELOPMENT POSITIONING
MANAGEMENT
MANAGEMENT
COMMUNICATIONS e
STRATEGIC )
MANAGEMENT < ——

RESEARCH
Exhibit 22: Markwick and Fill's (1997) model
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Communication is explained by the model on thedbatVan Riel’s (1995) tripartite division

of communication, “management communication”, “nedikg communication” and

“organisational communication”. Communication, acting to the model, may take place
also in the form of “unplanned cues”, which seembé important from the point of view of
the author’'s ACID Test version (A Test), in which he argues that unplanned (infai)m

cues may be incongruent with planned (formal) onEsvironmental influences are
mentioned here, although they will be emphasisecensibly in the next framework of Van

Riel and Balmer (1997).

3.1.7. Van Riel and Balmer’s (1997) model

Environment is a factor influencing each comporadrthe process in Van Riel and Balmer's
(1997) model (Exhibit 23). Corporate identity i€luded in the model in the form of a box
titled “Cl mix” that contain elements found in Bigk and Stadler's (1986) mix (nota bene,
Van Riel’s definition of corporate identity reflacthis mix).

Cl-mix Organizational
=
performance
Behaviour * financial
—— =P performance
Culture Corporate Corporate
history strategy reputation » sales
Communications| | g i

« environment

* HRM

Symbolism

- etc

j j j j j

Environment

Exhibit 23: Van Riel and Balmer’s (1997) model

The model recognises that there is a two-way wmeiahip between corporate reputation and
various areas of business, among otheusnan resource managememhe model does not
emphasises its existence, a version of it “updabsdiilia, et. al. (2004f" even omits it. The
message of this updated version is that it calemabn to a potential “gap” between Identity
and the Environment, not covered by Van Riel antinBa lllia et. al. (2004:12) argue that
corporate identity, apart from its role in creatiagoositive image and reputation, “is also
relevant because it is a core element of organisaitifitness for change. Identity is therefore
a management function which contributes to stratdgtisions taken to adapt to changes.

2" The author does not exhibit their model becausts shinor difference in outlook from Van Riel aBalmer's
(1997) framework.
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3.1.8. Stuart’s (1998 and 1999) models

Stuart’'s 1998 model, based on her unexhibited eerfiom 1994, follows Abratt's (1989)
framework relatively closely (Stuart 1999) (ExhiB#). The content of the boxes of Abratt’s
model is simpler; one main change to it is theusidn of corporate culture and corporate
symbols under corporate identity. Another significenprovement is the communication part
between corporate identity and corporate image.

e s

-~ ~
. : e ~N
Corporate personality Corporate Identity ¥ gfcf)a,;kenng Corpsrste Image
- MUnjcas:
I Marketing NiCationg | o
G te Missi & PORN PG \ " 3
orporate Mission orporate Culture =
P p feedback Strategy = i
|
Corporate Interna_l |{| i
Corporate Strategy Corporate Symbols Marketing Persoﬂa\ catons| £ I
Philosophy —- ormunt R o
. Employees K o
view of c o
[RE— i E
P —— Corporate |dentity g
Core values * L
\ ¢
\ S
~ feedback P
~ -

~N—_——— -

Exhibit 24: Stuart’'s (1998) model

From Kennedy (1997) and Dowling (1986) she takesittea ofemphasising employees’
perceptions(“employees’ view of Corporate ldentity”) on corpte image. This view is
transmitted through “personal communication” (thehar's comment: “which is a kind of
informal communication by nature”), while the compacommunicates its identity also
formally (“marketing communications”). Marketing monunications also influences
employees’ perceptions the form of “internal marketing”.

Stuart (1999) calls her new framework “Towards &ntkeve model of corporate identity
management process” (Exhibit 25). The main featafédee model are that (a) it draws upon
Abratt’'s (1989) framework plus inserting “corporateategy” as a separate element between
corporate personality and identity, as Van Riel Batiner (1997) did, but in a more elaborate
form; (b) its corporate identity element is basead Birkigt and Stadler's (1986) mix,
following again Van Riel and Balmer (1997); (c) porate personality, strategy and identity
are seen as part of “organisational culture” — #eems to reflect the view of Hatch and
Schultz (1997) who argue that culture should b& s&ea context, not a variable of corporate
identity; (d) the communication element includesn\Riel's communication categories; (e)
the environmental influences (Van Riel and Balni®97) are also part of the model; (f) both
corporate reputation and image appears in the agher (Markwick and Fill put reputation
within the box of image; Van Riel and Balmer usel/@eputation). The author refers back to
Balmer and Greyser’s (2003) “Key Concepts — Key &acts” model and concludes that it
is correct in Stuart’'s model that image (‘the wag are currently perceived’) precedes
reputation (‘the way we are seen over time’).
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‘ Environmental Forces ‘

Exhibit 25: Stuart’'s (1999) model

Stuart (1999) explains her own model, also Bickobaon and Abratt (2003) summarise the
key points of the Stuart (1999) model, however,attor found it better to provide his own

explanation. The author proposes that probably aratp brand could be included in the
model between identity and image and thus thefadercould be called “identity / brand /

image interface”.

3.1.9. Balmer and Gray’s (2000) model

Balmer and Gray (2000) placed the main emphasi&atal communications”: breaking it
down to “primary”, “secondary” and “tertiary” commications (Exhibit 26) — these types are
explained within the model. This can even be cathalr “total communication mix”. The
model begins with corporate identity (not with merality and strategy — Balmer in 1997
regarded corporate personality as a “not widelylusmcept” — strategy and culture are under

the heading “corporate identity”).
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Exogenous Factors

STAKEHOLDERS 4‘——~—‘] i
Primary L S
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(i) Values & purposes

(i) Corporate strategy

(iii) Organisational culture
(iv) Organisational structure

Environmental forces
The five environmental
calegories have an impact on

Primary communication
(i) Producis & services
(ii) Market behaviour
(ii) Behaviour towards emplayees
(iv) Employee behaviour to
other stakeholders
{v) Non-market behaviour

Secondary communication
(i) Formal, corporate &
communications (advertising,

Tertiary communications

(i) Word-of-mouth

(i) Media interpretation and spin

(iii) Compelitors — communication
and ‘spin’

Stakeholders
(1) individuals (increasingly are seen
to belong to multiple stakeholder

Corporate image

(i) The immediate menta!
picture that individuais
or individual stakeholder
groups have of an
organisation

Corporate reputation
(i) Evolves over time as a

result of consistent
d

Competitive advantage

(i) The reputation of the company in
the eyes of individuals and
stakeholder groups will influence
their willingness lo either provide
or withhold support for the company

Exogenous factors
Perceptions of the organisation
and therefore the strength of

all parts of the process PR, graphic design, sales groups both within and outwith performance reinforce ! ive advantage can be
elucidated above promolions, eic.) the organisation. Traditionally, by the three types of ~ infiuenced by a number of factors
(ii} Visual identification stakeholders are as ication shown including:
systems beionging to one stakeholder group) above (i) Country of origin, image

(i) Customers and reputalion
(iif) Distributors and retailers

(iv) Suppiiers

(v) Joint-venture partners

(vi} Financial institutions and analysts
(vii) Shareholders

(viii) Government & regulalory agencies
(ix) Social action organisations

(x) General public

(xi) Employees

(i} Industry image and reputation
(iii) Images & requiations of
alliances and partnerships efc.

Exhibit 26: Balmer and Gray’s (2000) model

The environmental factors, first exhibited in VarelRand Balmer's (1997) framework, are
categorised here as “political”, “economic”, “ethiit “social and technical” and other
“environmental forces”. Another new aspect of thedel is the inclusion of “competitive
advantage” in order to emphasise that attainingvaurable image (reputation) is not an end
in itself.

3.1.10. Alessandri’s (2001) model

Alessandri’'s (2001) framework seems over-simpleh{&ix 27), in the light of the evolution

of the process models presented so far. The audgards one point worth for particular
attention; it is adding psychological consideragidn the process-model. She analyses the
way how the public forms perceptions because‘key to explaining why a firm’s corporate
identity has the power to produce positive or nggatesults, and why the corporate identity
is truly within the control of the firm. The thedieal explanation offered here assumes that
this »learning« of perceptions works in two stagés:at a low-involvement level; and (2)
after an image has been formed through classicalittoning” (Alessandri, 2001:178).
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Exhibit 27: Alessandri’s (2001) model

She recognises that “these two theories have rest beplicitly linked with corporate identity
before, it seems appropriate to borrow theoriesftioe psychological literature to explain the
symbolism, in particular the visual symbols, asatsx with corporate identity” (Alessandri,
2001:178, 179). The author adds that theories dhalsb be borrowed from the literature of
cultural anthropologyas they also deal with identity, identificationdasymbolism, however
in their case business and non-business orgamsa#ie not typical people groups. Balmer
made a point about it (Balmer and Greyser, 2002¢rsé¢ years after the author had already
invited guest lecturers from the area of cultunatheopology to present at his lectures on
corporate identity.

3.1.11. Bick, Jacobson and Abratt’s (2003) model
Having revised the process models, Bick, JacobsdnAdratt (2003) offer their totally new

framework, called their “Z1 Century Model of the Corporate Identity Managentertcess”
(Exhibit 28).
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Exhibit 28: Bick, Jacobson and Abratt’s (2003) mdde

This seems to take the various results of prevauthors into consideration: “corporate
culture/personality is shown as impacting on aflemss of the corporate image management
process” as “the organisation derives its charemties from the mix of cultures which
pervade the organisation”. Personality is descrdeeda reflection of the underlying cultures
of the various members of the organisation”, amdtat)y is a separate variable. The author
suggests that the definition of personality showtso reflect “individuality” and
“distinctiveness”. In this way it can be regardedtlae basis “corporate identity” in a more
comprehensible way. They also put “reputation” aeparate element (as Stuart, 1999) and
refer to “competitive advantage” as the end ofgglfecess (as Balmer and Gray, 2000).

The attention has to be highlighted which is gitethe various business areas, including the
human resource function

The author wishes to remark that more process marl be found in the literature but the
referred ones are those he got access to andrikes ttan demonstrate the evolution of views,
attitudes and explanations associated with theocatp identity management (sometimes
called the “image formation process”).

3.2. Corporate Identity Mixes

‘Mixes can be viewed as the elements or areasdidapline or, more precisely, a particular
way to categorise the numerous elements pertaiairtpat discipline. Those elements can
also be referred to as tools of reaching specifialg (the author’s definition). Everyone
knows the so-called “Marketing Mix”, which has fogroups of elements, referred to as the
4Ps. Much less people know that it was created bZafdthy in 1960 (Balmer, 2006) and
even less know that it is a simplification of a nopiginally devised by Borden (ibid). While
in marketing it is seen as the only mix being ie newadays, in corporate identity there are
many mixes. Nevertheless, aforementioned Birkigt Stadler's (1986) mix, at least as far as
Hungarian literature is concerned, is apparently ehly mix used, based on the author’s
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research (interviews with Hungarian academics angbwing the literature offered by them).
What aggravates the problem is that most acadamigghat mix without referring to it: (1)
one respondent reported that they did not refearfoparticular author), they shape attitudes;
(2) another respondent did not even understandqtlestion relating to what corporate
identity mix was. This is why the author has a moissto introduce a wider horizon of
corporate identity models to the Hungarian acadewoidd.

3.2.1. Birkigt and Stadler’s (1986) mix

The elements have been identified earlier. The ia#tes the following shape (Exhibit 29):

Corporate

Behaviour

Corporate

5
@ personality &
s

&

oy
Bm oo

Strategy Marketing

INTERNAL EXTERNAL
Exhibit 29: Birkigt and Stadler’s (1986) mix

The model at that time represented a “distincttsiwfay from a categorisation of corporate
identity in purely visual terms” (Balmer, 2001a:26The model revealed three main channels
that transmit the internal aspects of the orgamisah order to create an image in the minds
of external target audiences. Later corporate ityemtixes did not specify “corporate image”
as a separate element. Szeles (in a personal iewgnargued that it is a merit of this
otherwise already outdated model.

3.2.2. Olins’ (1989 and 1995) mixes

The Olins (1995) mix (Exhibit 30) is the successbia previous version, namely the Olins
(1989) model. In that “communication” was named“iasormation”. According to Olins
(1995) an explicit corporate identity can projeourf things (central idea): (1) ‘who the
company is’, (2) ‘what it does’, (3) how it doesand (4) ‘where it wants to go’, by means of
(a) ‘products and serviceswhat the company makes or sells, @rvironments’ where it
makes or sells it, (ctommunications’ how it explains what it does and (thehaviour: how

it behaves to its employees and the world outside.
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Olins call attention to the fact that these elerme@aime together in various proportions, there
may be a dominant factor. some companies are mamdyn by theirproducts(Sony); in
other organisationsnvironments crucial in projecting the central ideas (seegicompanies);
again other companies usemmunicationsas the prime means by which corporate identity
emerges (Coca-Cola, companies making ‘life-styleddpicts). Behaviour may also be
dominant in services companies, where especiatigtfine employees have an important
role.

PRODUCT¢

CENTRAL
IDEA

BEHAVIOUR

ENVIRONMENT

COMMUNICATION

Exhibit 30: Olins’ (1995) mix (re-drawn by the autr)
Olins’ model is has a strong marketing orientafiothat implicitly customers are seen as the

main (or, better to say, the only) audience. Olhmyever he set up this corporate identity
mix, he still used Birkigt and Stadler’s one in posing the situation analyses (audits).

3.2.3. Schmidt's (1995) mix

Founder of Henrion Ludlow Schmidt identity consoltg, Schmidt (1995), set up a corporate
identity mix (Exhibit 31).
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Communications
& design

Products ﬁurpurute Corporate

& services culture behaviour

Exhibit 31: Schmidt’s (1995) mix

Corporate culture is defined here as an elementacong the mission, goals, philosophy,
also the principles and value systems, as welhastltural surroundings and the resulting
mutual differences. Corporate behaviour covers eygas’ and managers’ behaviour and that
of the company as a whole. “The market dimensiomains all the conditions, goals and
strategies which relate to the market or resultnfrid’ (Schmidt, 1995:37). The product
element means what follows from its common-sensanimng, however, environmental
design, architecture and interior design can alsosbbsumed into this dimension. In
communications and design (communications not beastyicted to verbal and non-verbal
communications but including content and subjecttenadesign is seen as a conceptual
framework. Later version of this model is the hindisnodel of corporate branding (Schmidt
and Ludlow, 2002).

3.2.4. Balmer’s, including Balmer and Soenen’s (199, mixes
Balmer and Soenen’s (1999) are said to be thetfirstake a clear distinction between (1) the

elements of the corporate identity mix and (2) #ements required of its management.
Exhibit 32 shows their model.
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Soul
Core Values
Cultures
Internal images
Employees affinities

Voice

Controlled
communication
Non-controlled
- communication
Symbolism
Personnel & corporate
Mind behaviour
Vision & philosophy Indirect communication
Strategy
Products & services
performance

Corporate performance
Brand architecture
Corporate ownership

Exhibit 32: Balmer and Soenen’s (1999) identity mix

(1) “The soul” comprises subjective elements ofpooate identity; “the mind” consists of
elements concerning conscious decisions made by otganisation; and “the voice”
encompasses the multi-faceted way an organisatiomnmunicates (“total corporate
communications”: Balmer and Gray, 2000). (2) Thepooate identitymanagementnodel
will be introduced after Balmer’s (2001a) identityx.

Later Balmer (2001a), based on his literature reyviet up his new corporate identity mix.
This review revealed that ‘corporate identity chamqogrammes’ were used to assist in
‘strategy formulation’, ‘culture change’, ‘effecvcorporate communications’, ‘acting as a
platform in corporate = communications’, ‘articulain a corporate strategy’,
‘articulating/changing organisational culture’, afehsuring that the organisation’s visual
identity is fashionable’. The model, called “ThewiNddentity Mix”, comprising strategy,

culture, structure and communication (as mentidngtie complex definition in sub-chapter
1.1.1)) is the following (Exhibit 33):

(@ THE NEW
IDENTITY MIX

OOMMUNICATION

Exhibit 33: Balmer's New Identity Mix
Szeles also includes structure, culture and comeation in his ‘corporate identity formula’

(in Hungarian: “Az arculat képlete”) (Szeles, 19%eles és Nyarady, 2004), he even
establishes a mathematical relationship betweesléments.
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Balmer and Soenen (1999) and Balmer (2001a, 2082gjest that by including additional
elements their models they can be interpreted dentity management mix”-es. These
elements are “environment” (environmental forcésfakeholders” (the changing needs and
preferences of stakeholders — the author’'s exptamdiased upon the original one) and
“reputations” (encompasses that of the holding camgpand subsidiaries/units, country-of-
origin, partners/alliances): these factors needate cognisance of in order to manage
corporate identity efficiently (Exhibit 34).

(b) THE NEWIDENTITY

ENVIRONMENT

Environment

Exhibit 34: Balmer and Soenen’s (1999) identity magement mix and Balmer’s “New
Identity Management Mix” (the author has chosen titustrate them together)

3.2.5. Melewar and Jenkins’ (2002) and Melewar andaraosmanoglu’s
(2006) mixes

Melewar and Jenkins (2002) model resembles tha&abimidt (1995) in content with the
exception of “products/services” not being foundhis model (Exhibit 35).

The author is not going to explain each dimensibe, regards most of them as
straightforward. Several points, however, needdatded. Apart from conscious (planned,
controlled, formal, explicit) communication, this odel also contains uncontrolled
communication, leaving “corporate communication” the “controlled” meaning. The
dimension of “architecture and location” is simitar that of Olins’ (1995) “environment”,
although the former is broader a concept than dkterl Olins mainly refers to the created
environment of the company which includes architextLocation is also important. Melewar
and Jenkins (2002) contend that there is an incrgastention given to the influence of
location on how corporate identity is perceivedeyigive the example of the role of feng-
shui being taken seriously in the success of catpamage. Another important point is the
division of behaviour into three separate dimersi@me of which iemployee behaviour
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Corporate/ marketing
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Exhibit 35: Melewar and Jenkins’ (2002) mix

One of the components of corporate culture is “oigational imagery and history”. In
explaining this dimension Melewar and Jenkins (3@baws upon the ideas of Moingeon and
Ramanantsoa (1997 — French School of Thought). Hngye that rites, myths and taboos
(common organisational imagery) constitute theuraltof the organisation, also the visual
part of the identity and they are very difficultrtieasure. They also suggest that while history
plays an important role in defining the identitiyetlatter also influences the former in that it
contributes to the development of perceptions atidres of the members of the organisations
Moingeon and Ramanantsoa (1997).

In analysing the “nature of industry” one has tateto the generic identity of the industry

(tobacco industry, for example, has to strugglehwtlie negative connotations of being
harmful for health; oil industry is often accusddwer-polluting the air and water).
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Exhibit 36: Melewar and Karaosmanoglu’s (2006) mix

There are some obvious differences between MelawdrJenkins’ (2002) and Melewar and
Karaosmanoglu’s (2006) mixes. Melewar and Karaosmglandivides “communication and
visual identity” into “corporate communication” aridorporate design”, in which way the
model becomes similar to Birkigt and Stadler's @P&ameworkplus corporate structure,
industry identity and corporate strategy (theseetisions have come in the place of “market
conditions” — which the author interprets as a mfyeen the marketing orientedness of the
corporate identity concept, while the sub-composerit the new dimension have strong
marketing implications). Another salient differenisethe rich explanation of the corporate
culture element, including the country-of-originteady mentioned by Balmer in his above

“new identity mix”, also in “The New Corporate Coramications Wheel” (Balmer and
Greyser, 2003:141)
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3.2.6. Other corporate identity mixes

There are mixes not illustrated diagrammatically ffee author has not found the source
including that form of presentation), and there al® mixes which the author found in
shortened forms. The brief discussion of these snate below:
» Szeles’ mix, based on Rebel (Nyarady and Szeldé®})2ot illustrated but deserves
due attention) comprises the following dimensions:
Internal (content) elementsiself image’, ‘words-actions-physical appearance’,
‘corporate culture’ and ‘corporate structure’
External (formal) elements:‘visual roles (aspects) of words-actions-physical
appearance’, ‘visual roles (aspects) of corporaltie’ (Nyarady and Szeles, 2004)
* The Mitsubishi model of Japan (Balmer, 2001a),dimensions of which are
- ‘the mind identity’ (what the organisation is strig to achieve)
- ‘the strategic identity’ (the type of strategy amnat causing mind identity to
become a reality) and
‘the behaviour identity’ (the range and types ohdaour undertaken by the
organisation)
» Steidl and Emory’s (created in 1997) mix (called tiAustralian model”), consisting
of the following dimension:

- ‘the mind’ (the philosophy and strategy)

- ‘the spirit’ (the values and the responses thes&eamong stakeholder groups)

- ‘the body’ (surprisingly, according to Balmer, ibes not encompass organisational
structure: he is of the view that a broader intetqtion that in fact encompasses that
dimension would be appropriate — he does not peowidre explanation) (Balmer,
2001a)

Like in the case of the process models, there maymore corporate identity mixes.
Nevertheless, the author believes, he has been Mw@blprovide comprehensive and
comprehensible overview of the most outstandingetsouh the literature.

3.3. Balmer’'s ACID Tests

This sub-chapter introduces Balmer’s ACID Testesenf corporate identity management. It
summarizes the evolution of the ACID Tests, ratihan introducing each model in details,
starting from the ACID Test, formulated in 1999, to the A Test', set up in December
2005. Then, the author attempts to set up a couakpAC’ID Test” and “ACID Test”
model and call attention to its possible implicaidor academics and practitioners.

“Acid test” is a commonly used term. “Acid testaghrase that can also refer to a foolproof
test that will accurately determine the validity sdmething”, according to the Wikipedia
Dictionary (Wikipedig). It states that “the origins come from the golgshr in the United
States. Gold does not react to most acids (unli@stmetals) but does to aqua regia”. The
acid test was then used to confirm if gold was @wdédound. Nowadays, the following
definitions of acid test exist, for example: (1)iddest: a rigorous and conclusive test to
establish worth and value” (Collins Shorter Dictaoy, in: Balmer and Soenen, 1999); (2)
“Acid test: a conclusive test of success and val{@@incise Oxford Dictionary, 1999, in:
Balmer and Greyser, 2003).
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ACID Test is an acronym. It encapsulates sevemlcalled, »identity« types which need to
be scrutinized as part of the strategic plannirgg@ss or whenever the organisation comes to
a strategic fork in the road: mergers, acquisitiahgestitures and changes in status being
cases in point.” (Balmer, 2005:6)

The ACID tests, interpreting Corporate ldentityaifisingle pragmatic” (Balmer and Greyser,
2002:2) and multifaceted framework, provide a caghpnsive and comprehensible method to
corporate identity management: the main idea ofntloelel(s) is that there are several facets
(called “identity types”, “elements”, “identity diemsions”, or “areas”) of a company’s
identity, the balance of which has to be scruthiggap-analysis, see in Exhibit 38) and
restored from time to time, due to the change oé ftbrganisational reality (e.g.
products/services, strategies, management, steyatte.) and the external (e.g. competitive,
economic, social, legal, market, etc.) environmeng. “what the organisation is” may be
incongruent with “what it says”; or management’sien may be too idealistic to serve as a
basis for a corporate identity programme; employeag not identify with the organisational
reality, etc. The author posits that an additiomad identity types can be included in the
model and a more logical framework may be set up.

ACID Tests, which reflect the complexity and ricka®f corporate identity, can be viewed as
“a benchmark against corporate identity managemedtices can be checked”. (Balmer and
Soenen, 1998

3.3.1. ACID Tests: Past and Present

Past: ACID Test, AC?D Test" and ACID Test . Present: AAD Test . The numbers refer
to the ‘number of Cs’ in the models.

3.3.1.1. Past: ACID Test

According to Fox, Balmer and Wilson (2001a:5) “thés a strong desire by both practitioners
and academics of corporate identity managemerdgdore a method that reveals a company’s
identity and prescribes an appropriate programméngirovement thereafter. Methods of
revelation and measurement have been conceivedxghored by several authors (...). Many
of these models and techniques are conceptualkedhan research undertaken within identity
consultancies whose approach is often biased t@ewaslial identity and communication
management. Consequently existing techniques tdtena functional, piecemeal approach to
corporate identity management, and give inadeqaténtion to the other, equally salient,
perspectives that the area embodies. However r@esaarch has attempted to bridge this
divide and culminated in the developmentBafimer and Soenen’s ACID Test of Corporate
Identity Management (1999).”

The first ACID Test (Exhibit 37) was put forward By M. T. Balmer and G. B. Soenen, in
their paper “The ACID Test of Corporate Identity Ma@ement”, in 1999 (Balmer and
Soenen, 1999), following a research within a me@porate identity consultancy.

2 This statement originally refers to the first ACTRst" version (Balmer and Soenen, 1999). However, this
statement seems to reflect the basic characteCtbA ests in general.
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Exhibit 37: ACID Test', Balmer and Soenen (1999)

The ACID Test, instead of viewing corporate identds a monolithic phenomenon,
differentiates between four identity types. Thentity types can be incongruent with some or
all others. Therefore, managing the identity of aiganisation here means bringing the
various identity types into alignment and/or avoglpotential misalignments. In describing a
later version, AGID Test", Balmer (2005) explains that a dynamic (not agm)fcongruency
has to be attained between the identity dimensions.

The four identity types are as follof¥s

» Actual identity: What the organisation is (The reality of the oigation — internal values,
behaviours, activities, markets performance, pmsitig)

* Communicated ldentity: How the organisation is perceived by its varioubligs and
how the organisation communicates (Corporate Imaged Corporate Reputations, and
Total Corporate Communications).

» Ideal Identity: The optimum positioning of the organisation in merket or markets
taking cognisance of its strengths and abilitieaddition to environmental considerations
(The Optimum positioning)

» Desired Identity: The identity which the chief executive and manageinoard wishes to
acquire (Corporate Owners and senior managemenhyis

The importance of the “Communicated Identity” hase stressed in order to understand the
evolution of the models. This is the type that adie includes all other types appearing in
AC?D"™, ACID™, AC’ID and ACID Tests; new “C"-s come, in these models, from
“Communicated Identity”. (In AGD Test", the 4" “C” — Cultural Identity — stems from the
“Actual ldentity”.) In the ACID Test “Communicateldentity” encompasses both “how the
organisation is perceived” and “how it communicéatésis a “dual concept” as the authors
put it. (Balmer and Soenen, 1999:83) It seems &giben, that perceptions, termed as
“image”, or “reputation” (for example Balmer, 199%ill be separated from the model and
shown as another identity type, named “Conceivedtity”, in AC?ID Test".

Clearly, there are predecessors of ACID Tests. Rakom (1997) quotes from Birkigt and
Stadler's paper, published in 1995, who made diffee between “Ist-identitat” (Actual
Identity) and “Soll—identitat” (Desired ldentityYfan Rekom (1997) further argues that an
organisation’s factual identity (Actual Identity)apimpose constraints on the communication
of the company (Communicated Identity). In otherdasp the Communicated Identity has to

% The author repeatedly describes the various ietypies of the ACID Test models, drawing upon ahiginal
texts where that particular model was introducdtk fleasons are, on the one hand, that if the g¢iscriof the
same identity type differs as the models evolveust be the intention of the author(s), and orother, as new
identity types are identified (e.g. Conceived ldgnCultural Identity), the description of the gimal ones (e.g.
Communicated Identity and Actual Identity) musioathange accordingly.
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be balanced with Actual Identity. The fit betwegnfactual and communicated identities is
regarded as a crucial factor determining the affeness of communication by Van Riel
(1995). The author also called attention to potmfaps between areas of identity (Csordas,
1994) in his MBA Management Project, which will beentioned before introducing his
model version.

The author finds it important to emphasise thanial and Soenen (1999:90) mention four
guestions the ACID Test compels management to agdd@ne of these questions is this:
“What image is communicated by informal and forncaimmunications (total corporate
communication)?” The author will propose that thengistency of “total corporate
communication” should be scrutinised by identifyinfprmal and formal communications as
two distinct identity types and the potential migaient between them should be found and
eliminated.

Balmer and Soenen (1999:85), provided a 3-stageepsoof application of the ACID Test

(1) “Reveal the 4 identities”, (2) “Examine therfiarfaces” (gap analyses) and (3) “Diagnose
the situation”. This model, named the “RED ACID Tpsocess”(“The 4+6 Principle” — 4
identity types and 6 interfaces: Balmer and So0ei889:88, Exhibit 38), seems to be the
predechssor of what is later called the “REDS” awen later the “REDSACID Test
Process”.
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Interface The RED ACID Test: EXAMINE the interfaces

Is the organisation’s positioning optimal? Do internal values,
employees behaviour, product and services performance,
market coverage, management policies reflect this ideal?

g

Gap Analysis

Are all the organisation’s communications portraying the
organisation as it truly is? Does the Corporate reputation
reflect the organisational reality? Do third parties (eg... the
press) give a realistic account of the organisation?

Does the reality of the organisation accurately reflect top
management's vision?

To what extent is the ideal positioning possible in light of the
organisation's, industry's and country's reputation?
To what extent can the current reputation be improved?

Are the corporate mission and management vision strategically
sound, and do they fully exploit the firm's capabilities and
market's opportunities?

Is the corporate mission and management vision effectively
communicated, both internally and externally? Are the
corporate reputation and total corporate communication
policies congruent with the management vision?

REREE

A = Actual Identity C = Communicated Identity [ = Ideal Identity D = Desired Identity

Exhibit 38: Gap analyses of the ACID Test, Balmemé&Soenen (1999)

3.3.1.2. Past: AGID Test'"

In AC?ID Test, therefore, “Conceived Identity” is addexthe ACID Test model, leaving
“Communicated Identity” for only what it means (fmdhe organisation communicates”) and
identifying ‘public perceptions’ as the new idewntitype. The structure of the new model,
including Conceived Identity (, takes the following shape (Exhibit 39):
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C

COMMUNICATED

C2

CONCEIVED

DESIRED

Exhibit 39: AC?ID Test ", Balmer and Greyser (2002)

Actual ldentity, that is the current attributes the organisatibrinclude elements like
corporate ownership, leadership style, organisatistructure, business activities, markets
covered, product range, services. This term alscorapasses the values held by
management and employees. It is an important elefr@an the point of the evolution of
the models because in the AQ Test" this element will be referred to a§, Ce. “Cultural
Identity”.

Communicated ldentitywhich encompasses the range of controllable coneation (e.

g. advertising, sponsorship and public relatioms) reon-controllable communicatiofe.g.
word-of-mouth, media commentary, and the like).

Conceived Identity,j.e. perceptual concepts, corporate image, corpargputation and
corporate branding. The latter concept is introduae asubset of perceptiorfsin this
model version. This is worth mentioning becauss thithe element, that, in the AD
Test™, will be referred to as “Covenanted Ident@y)” and will be described as a distinct
identity typeestablished by the compafig the form of a “corporate promise”).

Ideal Identity, which refers to the optimum positioning of the amggation in the market
(or markets) in a given time frame. The author gs¢gthat the word “market” should be
replaced by “target audience” because “market” senmather refer to customers’ market
(also labour market, etc.). However, there areena#is (e.g. interest groups) to whom an
organisation has to be positioned but they shooldbe called “markets”. Ideal Identity
should normally be based on the knowledge of gjiatplanners and others about the
capabilities and prospects of the organisatiorha d¢ontext of the general business and
competitive environment.

Desired Identity,this identity type is something that “lives in theart and minds of
corporate leaders”, it is their vision the orgatiea The main difference between this and
Ideal Identity is source of the two identity typ&ghereas Ideal Identity normally emerges
as a result of research and analysis, Desireditdenather reflects the vision of the CEO
than a rational analysis of internal and exteraetdrs.

It should be noted here that Szeles (1998:112) @gdsaribes the situation as “ideal” if three
image-types, namely “ldeality”, Identity” and “Im@gmatch.

% MORI's definition of reputation and brand seem$éorelevant here: “Reputation is the totality mfagional
and intellectual disposition towards an organisat®eputation and brand are not the same thingaddyo
speaking, the brand relates to the experienceganaation provides (to both customers and empk)yead
the emotional and rational associations this evdkBYORI, Reputation Centre)
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3.3.1.3. Past: AGID Test '

In AC’ID Test (Exhibit 40), Balmer and Greyser (2003)s¢alBalmer and Stuart, 2004;
Balmer, 2005) identifiy “Covenanted Identity¥Cas a distinct identity type, having taken it
out of “Conceived Identity, (& (Exhibit 39). Covenanted Identity refers, inghand the
subsequent models, to the corporate brand (“copa@/enant” is referred to synonymously
with “corporate promise”. Table IIl in Balmer and&yser, 2006:736), which is no longer
defined as a “perceptual concept”, like image agpltation, thus it cannot any longer be
interpreted as part of the “Conceived Identity”.IBar (2002:6) defines brand (corporate
brand) as follows: “The conscious decision by senm@anagement to distil the attributes of
the organisation’s identity in the form of a clgadefined branding proposition. This
proposition may be viewed as a covenant with kakestolder groups and networks”.

C3

A

ACTUAL

\ )
e
{ (o

C3

CS
Exhibit 40: AC3ID Test', Balmer and Greyser, (200%)

The short definition (broad description) of theritty types in AGID Test™ are as follows:
* Actual Identity: “What we_emphaticallyare” (corporate identity: multidisciplinary)

« Communicated Identity: “What we_stateve are” (corporate communications)

» Conceived Identity: “What we are thougho be” (corporate reputation)

» Covenanted Identity: “What we_promisdo be” (the corporate brand promise)

» Ideal Identity: “What we_needo be” (strategy)

3L «Balmer (2002)" refers to the date of registratifrthe trademark.

79



» Desired Identity: “What we_longto be” (CEO vision/leadership) (Balmer, 2005:6)

One main difference between the A_™ and ACID™ Tests is that the various identity

types in the latter (Actual, Communicated, Concgjv€ovenanted, Ideal and Desired) are

described in terms of:

a) dimensions (author’s remark: this means the coftfleatacteristics of the identity types, as
in the case of the previous models),

b) stakeholders (author’s remark: this means the Btd#éer groups involved) and

c) key concepts (author’s remark: this means the kegsarelating to Corporate Identity, part
of which can be found in Balmer and Greyser’s (308&y Questions — Key Constructs”
explanatory model).

Another difference is that, whereas the explanatictCommunicated Identity” in the ATD
Test™ also included “non-controllable” communicatioapart from “controllable”
communication, in the case of the AD Test" “Communicated Identity” refers only to
“controllable” communication channels. This seeowdal, in the author’s view, because, as
the name implies, the “non-controllable” channeks @most out of reach of the organisation
(although their alignment with other dimensions nbayattempted). Furthermore, the author
will suggest that there should be a distinction,tiie Communicated Identity, between
“formal” (advertising, sponsorship, public relat®or “corporate public relations” as it is
added here) and “informal” communication (latteaisout the style of negotiation, speeches
of the CEO, communications of front-line people, eh the author’'s view).

Actual Identity, according to the A Test" description, “also encompasses the values held
by management and employees”. This is more expliaixpressed by stating, that:
“Especially important is employee identificationtivthe company. In terms of organizational
culture, the organization is best viewed as a elust sub cultures some of which have their
roots outside the organization” (Balmer and Stu@&@04). The key concepts include
“organizational identity” and “corporate identityln AC*ID Test', as the author interprets
the evolution of the ACID Test models, the “orgatianal identity” element of “Actual
Identity” will be identified as “Cultural Identity(C*)”

3.3.1.4. REDS ACID Test Process (REDSAC®ID Test Process)

Before moving onto A@D Test™ the author would like to give a brief oview of Balmer’s
REDS AC®ID Test Process™ as a method to operationalisd@#D Test™ framework?

It is a five-stage process (as opposed to the tae process introduced in the description
of the first ACID Test™), explained as follows (Bar and Greyser, 2003; Balmer and
Stuart, 2004; Balmer, 2005):

1. R = Reveal the identity types

2. E = Examine the key identity interfaces

3. D = Diagnose the problem areas, perhaps rank ierord
4. S' = Select the interfaces to be brought into aligntm

5. §* = Strategy develop a strategy to bring key idegtiinto alignment.
In selecting (§ and prioritising the identity types, Balmer susigetaking into account what
is urgent, desirable and feasible. He later offesmplification of the model by introducing

32 The author first found the REB$ethod, in Balmer and Greyser (2003), as “REBSID Test Process” and
then later, in Balmer and Stuart (2004), named REESID Test Process™, addressing the new framework
with C.
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“current concerns” and “future concerns” (“currengapshot” and “future snapshot”) (Balmer,
2005:9). The author, however, when introducing A@FID Test will attempt to contribute
some ideas concerning a more simple way to prseritne interfaces within the same model,
thereby providing some hints to practitioners d@ndsome extent, academics.

3.3.1.5. Present: ACGID Test"

This model is introduced in the Appendix of WorkiRgper No 05/43. It is referred to as
Balmer, 2005: “Corporate Brands: A Strategic Mamaget Framework”, in the following

form (Exhibit 41):

/\

COMMUNICATED

/\

CULTURAL

COVENANTED

CONCEIVED
K

Exhibit 41: AC'ID Test", Balmer (2005), AGID Test " is also designed in this format

(Covenanted Identity being regarded as a ‘guidinghit’ for CI and brand managers)
This model introduces a new identity type, “Cultudentity, C”. The author has not found
the relationships between the identity types tlausefaborated, i.e. what misalignments may
occur between the new and the existing elementheys were explained in the previous
versions, although Kiriakidou and Millward (200@lready using Balmer and Soenen’s
(2999) terminology, put forth their point on managidiscrepancies between the Actual and
Ideal identities of the organisation as perceivgceimployee$® They argue, based on their
research, that these perceptions have an impaemmioyees’ attitudes to and identification
with the organisation: that is on Cultural Identity

The author expects that the following potential atiggments might be highlighted in the

future:

* Cultural — Actual: Employee identification may be incongruent withriwas aspects of
the organisational reality, its business activitée®l strategy. People may feel adversely
about some aspects that affects their attitudesdamdification.

* Cultural — Communicated: There may be a disagreement among employees onantiat
how the company communicates externally and intigrif them). In the latter respect,
the ‘double role of employees’ needs to be mentor(@) they are members of the

% Empoyees’ perception is part of Conceived Iderititthe author’s opinion.

81



organisation — in this regard they are the maintrdautors towards a favourable image;
and (2) they are also one of the target audientleeobrganisation — in this regard they are
external perceivers. They may not agree upon wieicbmpany ‘states it is’, especially
having experienced the organisational reality asnbers. Van Rekom (1997) refers to
Merkle who stated in 1992 that idealistic messagemlly ignored the cultural values and
employees’ attitudes. Employees may dissociate setras from corporate advertising
(Van Rekom, 1997). He provides the example of Then@erzbank in Germany that had
to withdraw its slogan “The bank that knows itstongers”. The bank aimed at attracting
the general public but the employees were notyeelling to deal with numerous small
private customers, they rather wished to servébbgness accounts.

Cultural — Conceived: Identification problem may occur with a companyihg bad
external image and reputation. This evokes the emnof “construed image”, as
employees, for instance, may form perceptions abowt the company is perceived by
external audiences — “external construed image® @uthor's ACID Test versions, the
AC’ID and ACID Tests include “construed image”, termed as “Garesl-Conceived
Identity”. Conceived Identity covers, in the autloview, the direct perceptions of the
employees about their company, also about theapaarcies mentioned by Kiriakidou and
Millward (2000). The author does not totally agvéth Hatch and Schultz (1997:357) who
explain that: “Organizational identity refers brbatb what members perceive, feel and
think about their organizations” — what th&yerceive, feel and think’should refer to
“perceptions”, that is “Conceived lIdentity”, whicim turn, may influence “Cultural
Identity” (attitudes and identifications — organieaal identity).

Cultural — Desired: If employees get to know senior management’s mistog. because it
is overt enough for them (e.g. in the form of vigrission statements), the basis of their
identification, that is the values they hold, may ihcongruent with what management
wishes the company to be. This interface might mesdiriakidou and Millward’s (2000)
research question the most accurately. The authdypothesis No. 3 is in close
relationship with this interface. Two aspects an@ortant in this regard: (1) according to
Alessandri’'s (2001) process-model (sub-chapter83.lcorporate identity programmes
begin with mission; (2) mission statements (whidiflect the managements’ desired
identity) usually ignore cultural values and empgley’ attitudes. It seems logical then that
corporate identity programmes tend to ignore engxgyvalues and attitudes.

Cultural — Ideal: Employees’ identification may be incongruent withat the company
needs to be, the latter needs changes in the vhklds new values, however, may not
serve as a basis of identification: employees nwdyaocept them, etc.

Cultural — Covenanted: the corporate brand promise and people’s ideatiio may
have a gap that needs to be bridged: “...employeesxected to align with the corporate
moral brand” (Morsing, 2006). Employees should eVes recognised as ‘brand
ambassadors’ (Hardaker and Fill, 2005; Dutton, Dickeand Harquail, 1994). As Dave
Cote, Chairman and Chief Executive Officer of Homel, puts it: “Every Honeywell
employee is a brand ambassador” (Cote, 2004). Staement, recognised as part of
“Communicated” and “Desired” identities, describése situation of “Cultural” and
“Covenanted” identities being harmonised. Ind (183Y, who stated that “People are the
corporate brand”, and King (1991) also recognisedmmployees’ importance in corporate
branding. Taking a holistic view, the alignmentloése identity types, perhaps, should not
be mentioned separately; however, the establishwoietite corporate brand (Covenanted
Identity) ought to be based on the balance amohgthér identity types. This view,
however, does not take into account that emplogbesl|d also be regarded as one target
audience of the corporate covenant, as the “emplaygnding” literature suggests.
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The last source of information the author found AZYD Test is the referenced as:
“(Balmer, 2005) — Working Paper (05/43)".

The following table (Table 4) summarises the evotlubf ACID tests from “ACID Test” to
“ACID Test”:

ACID Test" AC?ID Test AC’ID Test AC’ID Test™
Actual Actual —— » Actual Actual
*Cultural
(c?

Communicated——» Communicated— yCommunicated———-—pCommunicated

Coznceived—>C02nceived—|>Coznceived
(C) () (%)
\‘Covenanted—»Covenanted
(3] ()
Ideal Ideal > |deal Ideal
Desired —— »{ Desired——»| Desired Desired

Table 3: Evolution of the ACID Tests — The authoristerpretative framework
(Past and Present)

3.3.1.6. A Possible Future: AGD Tests

In this part of the sub-chapter the author attertptset up his conceptual frameworks of the
ACID Test (ACID and ACID Tests). These tests are not based on researlike Balmer’s
research-based tests. Nevertheless, the authos ligitehis logical frameworks may generate
some useful insights and they may help academitisein research work and practitioners in
their management and consulting activities.

AC®ID Test is different from AGD Test" in that the author added the “construed image” as
a new identity type that he calls “Construed-Conegildentity, C" (Exhibit 42)
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COVENANTED
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Exhibit 42: The author’s ACID Test, taking Balmer (2005) as a basis

In his MBA thesis the author wrote the followingRelated to personali{}, Kotler (1991)
introduces the theory of self-concepts. Accordiadnim a person has got an (1) actual self-
concept (how he views himself), (2) ideal self-agptc(how he would like to view himself),
(3) others’ self-concept (how he thinks other see ’huith two more concepts, added by the
author of the MBA thesis: (4) “how others reallyesa@m (his real image) and (5) how he
wants others to view him (his targeted image)” (@as, 1994:9) He also called attention to
the potential gaps to be bridged between the aloowneepts (with special regards to the
importance of thepotential gap between 3 and #h which sense it may be perceived as a
predecessor of the ACID Tests. These five pointsesehat overlap with Dacin and Brown’s
(2006) “Four-Viewpoints Framework”: (1) Who we ag an organisation; (2) What does the
organisation want others to think about the orgdims; (3) What does the organisation
believe others think of the organisatidn(4) What do stakeholders actually think of the
organisation.

The concept of “construed image” (referred to athéds self concept” by the author in his
MBA Management Project; and “Point 3” in Dacin dbwn’s “Four-Point Framework”) is
not new in the literature, it just has not been iputhe ACID Tests. Dutton, Dukerich and
Harquail (1994:248.) define construed image (thega& of “construedxternalimage’™®)
“members’ beliefs about outsiders’ perceptions feé brganization”. Balmer and Greyser
(2003) speak of construed corporate image/conststiedegic construed image (and also
other construed image types, not mentioned hehal, telate to how employees/senior

% That is, human personality — although Balmer (1997.3 and 2001) warns against ,taking analogybeh
the human and corporate personalities too fartyaes Cornelissen and Harris (2001).

% Dacin and Brown had already come up with thiséssten they asked ,How do construed corporate
associations (...) influence the corporate associatield by constituents?” (Dacin and Brown, 20026D)
% The author takes the view, that one should alsalspf “internal construed image” as companies isbo$
different sub-cultures that have images and coedtimnages of each other; employees and senior reareg
may also have images and construed images abdubéaar.
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management envision external perceptions. The astinggests that, within the ACID Test
framework, these two facets of the “construed ima&geld be analysed:

1. Construed corporate image(how employees envision external perceptionsjnaty be
perceived, in the author’'s view, as a bridge betw&gonceived Identity” and “Cultural
Identity”. For example, Lievens, van Hoye and Ang@®07) suggest that employees’
identification with the organisation has to do wite construed image. The bridging
function is interpreted, by the author, as shownwdExhibit 43):

CONSTRUED-

CONCEIVED

Exhibit 43: Relationship between image categoriegdeCultural and Actual Identities
(The author's ACID Test)

1) Conceived — “Construed Conceivedfrom the point of view of the new identity
type the real perceptions (Conceived Identity) $ithdwe regarded as a starting point,
that may be seen as the “reality”. Bernstein (198d)s image “reality”. It is then
perceived and interpreted by organisation memiggoagtrued Image);

2) “Construed-Conceived” — Cultural: “Construed-Conceived Identity” influences
members’ identification with the organisation: Meér, Karaosmanoglu and
Paterson (2005:61) suggest, referring to Christease Askegaard (2001) as well as
Dutton and Dukerich (1991), that “employees’ ownerpretations of how their
organisations are perceived by outsiders affe@otganisations actual identities” —
in the context of AGID Test this works through “Cultural Identity, G and
“Construed-Conceived” identity is embedded in adt(culturally determined);

3) “Cultural — Actual”: Employees’ identification has an impact on Actlgsntity in
that the organisation is operated by people, thethvay do it (e.g. run various parts
and activities, provide services, etc.); aé organisation itself, everything it is
about, has an impact on to what extent and how @&yepk identify with the
organisation.

2. Strategic construed corporate image (how senior management envision external
perceptions): for example, in the lack of imagelgsis, management camly rest on what
they perceive the image is (instead of what thé ineage is). Strategic construed image
obviously has relevance also in the case whendhkimage is known. In this way it can
be referred to as their opinion about the percapti8ut if real image is not known, then it
may be the “construed image” (“Construed-Conceilgshtity”) that will be reconciled
with all other identity types.

3.3.1.7. A Possible Future: A@D Tests

The author proposes that “Communicated Identityduth be divided into “formal” (or
controllable, planned) and “informal” (or non-caritable, unplanned) sub-types. The author
has already referred to Balmer and Soenen’s (1988jhtioning informal and formal
communications. When describing AD Test" Balmer speaks of “controllable” and “non-
controllable” communications. Later however, he yonimentions “controllable”
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communication in explaining Communicated IdentityBhattacharya and Sen (2003:78) do
not make a strict demarcation between these conuatiom types. They speak of “less
controllable” and “more controllable” communicatoo$ corporate identity. The author
suggests the ‘formal-informal’ distinction be amulito the AEID Test. This version
constitutes the author's second hypothesis (H2)t ih ACID Test is a new, logical and
useful framework.

Hatch and Schultz (1997:362) also make a differdsetereen — “unplanned appearances by
top management” and “conscious corporate strateggxXternal communications”. Authors,
like Melewar and Jenkins (2002) and Melewar andakamanoglu (2006) stress the
importance of uncontrolled communications; these fisovms of communication are displayed
as separate dimensions in their models. Melewarkardosmanoglu (2006:851) argue that
several models “overlook the fact that ... corporatage is a total product of controlled and
non-controlled messages”. They suggest that tlea & of importance, yet is still under-
researched. The author basically argues that theag be considerable misalignments
between controlled (formal) and non-controlled gmfial) communications, and that this
misalignment has to be managed somehow.

Informal communication may also comprise speeciendoy senior managements, gossips,
informal chats about corporate issues, etc. Onecoasider Gerald Ratner's cdSavhen the
company’s (and the brand’s) image (i.e. “Conceilgehtity” and, probably, other identity
types) and the CEO’s remarks, may have been inoengr Also, employees’ uncontrolled
communication, that takes place when they inteséttt external stakeholders (Moingeon and
Ramanantsoa (1997), may have adverse effects om#ge. These informal contents may
not match what the formal communication says.

The author asserts that informal communicationsp d&besired Identity and “Construed-
Conceived Identity”, are “soft” in nature, they arelturally/emotionally based and may be
covert. Whereas Actual Identity, Cultural Identitfyormal communications (original
Communicated Identity), Conceived Identity (“image’ stated earlier, called “reality” by
Bernstein, 1984) and Ideal Identity are rather Kedge/information/analysis (reality) based
and are rather “hard” in nature.

Therefore, the author puts forth the following wine ACID Test could be structured
(Exhibit 44):

37“Informal” and “non-controllable” may be differeri¥on-controllable communication, apart from menber
communications, also includes outsiders’ commuidoat

38 http://en.wikipedia.org/wiki/Doing_a_Ratnerhe origin of the phrase is an incident in 199Which Gerald
Ratner, the son of the founder of Ratners Jewellaade a speech at the Institute of Directors Wieesaid:
“...People say, 'How can you sell this for such a lowg?' | say, because it's total crap.”
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C3

CS

COMMUNICATED
(FORMAL)

C ™
Exhibit 44: The author's ACID Test, taking ACID Test" (Balmer and Stuart, 2004) as a
basis

The identity types in the ATD Test model, to be reconciled for the consistenrporate

brand promise, (Covenanted Identity) @re as follows (following Balmer, 2005):

Outer Circle (reality based, rather overt, information/knowledigesed, explicit):

* Actual Identity: “What we_emphaticallyare” (corporate identity: multidisciplinary)

« Communicated Identity, (formal), C: “What we formally statewe are” (formal
communications)

« Conceived Identity, G “What we are thoughto be” (corporate image and reputation).
Again: “Image is reality...” (Bernstein, 1984)

» Ideal Identity: “What we_needo be” (strategy) (Balmer, 2005)

Inner Circle (culture based, rather covert, vision based, intjlic

« Cultural Identity, C % “Who we are” (organisational identity)

« Construed-Conceived Identity, C: “What we think others thinkf us”

» Desired Identity: “What we_longto be” (CEO vision/leadership) (Balmer, 2005:6)
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« Communicated Identity (informal) C® “What we informally statewe are” (informal
corporate communications) — embedded in culturevasidnary thoughts/expectations.

3.3.1.8. Possible implications of ABID Test for practitioners

Balmer (2005), when discussing the REFBocess, suggests the interfaces to be reconciled
should be selected based on setting up a priamiyng them. Instead of “taking into account
what is urgent, desirable and feasible” the auéttampts to offer a new way of prioritisation
by way of introducing the “two-step REBSnethod”: (1) “The inner and outer circles
concept”, (2) “The four interfaces concept” (Exlsbd5 and 46):

1. The two circles conceptit may be considered that identity types onitiveer circle and
those on theuter circle may be reconciled separately first (step 1) amrdrétonciliation
of the two circles can be done after (step 2). ifimer circle may be divided into two
halves: upper (employees) and lower (senior managgmEmployees could, perhaps, be
involved in the vision-making process (Desired kitgh by asking them about their
opinion about the desired position of the compdayway of questionnaires whereby they
can choose from statements asking possible wayghorfuture). Communicating the
vision to them may also be part of this processefimal aspects of the Communicated
Identity). Alternatively, senior management’s visimaking might be easier if they are
aware of the attitudes of employees to the org#oisdeforehand. By dividing the inner
circle into upper and lower halves, the “Commuradaldentity (formal)” is also divided
into two halves: upper — what employees say infdgnabout the organisation (based on
their attitudes, identification), lower: what senimanagement says informally about it
(based on their probably idealistic vision). Thatmanagement should not communicate
an unrealistic vision if they know it is at varianwith employees’ attitudes. This leads to
the suggestion that managers had better know aoployees’ attitudes via e.g. internal
surveys, performance appraisal interviews. Likewisiee dotted line also divides
“Construed-Conceived ldentity” into two halves: thpper half being the “construed
corporate image” and the lower half being the tefyec construed corporate image” — do
senior management perceive the external imageiseirsame way employees do? If not,
where may it lead? (Exhibit 45)

EMPLOYEES' CULTURAL
INFORMAL
COMMUNICATIONS
(G, GOS3IP CONSTRUED
GRAPEVINE By
NEGOTIATING STYLE) L

21 COMMUNICATED CONSTRUED-)} ~ 19

(INFORMAL) CONCEIVED
MANAGEMENT'S STRATEGIC
INFORMAL CONSTRUED IMAGE
COMMUNICATIONS
(E.G. SPEECHES )
DOING-A-RATNER)
DESIRED

Exhibit 45: The inner circle of the ACID Test (the upper and lower halves)
2. The four interfaces concept:The ACID Test version below illustrates the author’s view

on this type of prioritisation. It divides the idén types into four areas, each of which
have one element from the outer circle and one ftbeninner circle:(1) “Corporate
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Identity” in a multidisciplinary sense, i.e. “what the ongsation is” and to what extent
employees identify with this reality: “Actual” antCultural” Identities, (2) “Total
Corporate Communications” “Communicated ldentity (formal)”, and “Communiedt
Identity (informal)” (3) “Management Positioning® “Ideal” and “Desired” Identities and
(4) “Perceptions™ “Conceived” and “Construed-Conceived” ldentitieBhe practical
implication of the division is that the two identitypeswithin one area at a time should be
reconciled in the first instance (step 1) and ttlenincongruence between the four areas
afterwards (step 2). As far as the discrepancy &etwthe “conceived” and “construed-
conceived” identities is concerned, it might befuké relate to what Dutton, Dukerich
and Harquail (1994:249.) suggest: “Sometimes a@arorgtion’s reputation and insiders’
construed external images are closely aligned. Vimeorganization’s reputation is widely
disseminated through extensive press or mediatitterfor example, the organization’s
reputation is likely to be highly correlated withet external image of the organization
construed by insiders.” This implies that the opigosiay be true. That is, there may be a
considerable gap between the two identity types$ bz to be eliminated. The four
interfaces concept is illustrated by Exhibit 453Ip|ws
c

PERCEPTI

COMMUNICATED
(FORMAL)

C3
Exhibit 46: AC?ID (the four interfaces concept)
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3.3.1.9. Possible implications of ABD Test for academics

The new framework may evoke ideas for research tleegnew interfaces and their potential
misalignments may be subject to scrutiny. The auttmuld like to illustrate a definition of
corporate identity, based upon that of Thomson %206 the light of the A@D Test, by way
of the following versions of the new framework (lxts 47 a, b, ¢ and d):

(@)

(©)

(b)

a)

b)

) Exhibit 47 (a) and (b): ACID (interpretative versions)

Corporate Identity is concerned witieality (Topalian, 2003), i.e. “what the
organisation is”, its “distinct attributes” (Van ki 1995; Balmer 2001a; Topalian,
2003), strategy, history, business scope, product rangk sanvices — “Actual
Identity”, and culture (Melewar and Storrie, 2001) — “Cultural IdentityThus
Corporate ldentity could also be interpreted asttiat + Cultural” identities,
especially if one considers Balmer’s (2001a:28@)nden: it is “a summation of
those tangible and intangible elements that makecarporate entity distinct. ...
At its core is the mix of employees’ values... lmsiltidisciplinary in scope and is
a melding of strategy, structure, communicationsl amlture”. Mentioning
“communications” leads us to point b.

Corporate ldentity is concerned withality (Topalian, 2003)culture (Melewar
and Storrie, 2001), (...), anits formal and informal communicatior{fBalmer and
Greyser, 2003).

(d)

) Exhibit 47 (c) and (d): AGID (interpretativeCVersions)
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c) Corporate Identity is concerned with reality (Topa) 2003), culturestrategic
vision (Melewar and Storrie, 2001), strategy, (...), arslfdarmal and informal
communications (Balmer and Greyser, 2003): “Stiategsion” might be best
described by “Desired Identity”.

d) If one considers that strategy (part of Actual kitgh should be based on a
profound environmental analysis, carried out bgtegic planners, then, probably,
“Ideal Identity” should also be part of the pictur€orporate strategy and
environmental analysis is among the “Concepts” déal Identity in the
description of AGID Test" (Balmer and Stuart, 2004:5).

Appendix 2 shows another version for A Test that is closer to the AID Test in outlook,
recognising Covenanted Identity as having a cemtdal (guiding light for corporate brand
managers — mariners on the ocean of brand andredepdentity management). In this model
the inner and outer circles changed place, emphagsditat, in the author’s view, the “reality-
based” identity types need to be in direct proxymatthe Covenanted Identity.

In conclusion, the possible future evolution of BCTests is summarised in Table 5:

AC’ID Test AC®ID Test AC®ID Test
Actuat Actual Actual
Cultural Cultural “ultural
(ch (ch (c?

Communicated —» Communicated——3p Communicated
(formal)

ommunicated

(informal) ()

Conceived ——pConceived——pConceived
() \ () (S)
Construed-ConceivedConstrued-Conceived

(%) "C)
Covenanted Covenanted Covenanted
() () O ©
Ideal Ideal Ideal

Desired ———» Desired— Desired

Table 4: Evolution of the ACID Tests — An Interprative Framework
(Present and a Possible Future)

3.4. Conclusions

Chapter 3 has introduced and explained the key lmaafecorporate identity: the various
process model from Kennedy’'s (1977) model to Bikcobson and Abratt’s model (2003).
This section has emphasised that certain modeldidiig the role of personnel in the image
formation. The author has also put forth the mddeldesigned in 1994 based on Abratt’s
(1989) model. That model included elements that &atyrors put in their models only later:
“corporate philosophy” became part of Balmer’'s mddel995, whereas “communication”,
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although being part of Kennedy's (1977) and DowBn{l986) models, was included by
Markwick and Fill (1997).

One mission of this chapter has been to explain Bikigt and Stadler's (1986) mix,
comprising “Personality, Communication, Behavio@ymbolism”, on which the nearly
exclusively mentioned “Corporate Culture, Corpor@@mmunication, Corporate Behaviour
and Corporate Design” model is not the only corfgordentity mix although it tends to be the
case in the Hungarian literature: one can regaad the best model but at least let him or her
take cognisance of the existence of other mixegedls

This sub-chapteTrMhas also introleJMced Balmer’'s AT#3ts of corporate identity management,
from ACID Test' to ACID Test', calling this series of models the “past and pr&se
frameworks.

The author has put forth final re-considered versiof the ACID Test models. He has
suggested, on a logical basis, thatCand ACID Tests, which he calls “a possible future”,
could be set up. In establishing the T Test he argues that it is AD Test' plus
“Construed-Conceived Identity,C(construed image).

The author's versions have culminated in the °IBC Test. That is, A&D plus
“Communicated Identity” being divided into “formaL;"™” and “informal, C” identity types.
The author has also argued that the new framewbiGSID Test may provide hints to
practitioners (e.g. concerning REf)Sand academics alike: namely, by illustrating some
definitions of corporate identity.

The author hopes that, by way of summarising th@uten of Balmer's ACID Tests and

proposing new frameworks, he might contribute te thetter understanding of corporate
identity management and also provide some hint®tlh academics and practitioners.
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4. RELATIONSHIP BETWEEN Cl MANAGEMENT AND HR MANAGE MENT

Perhaps the most important research question ofathkor has long been the role of
employees in corporate identity management. Onen meason for this is his professional
background: he studied human resource managemeBraalford University School of
Management in the academic year 1994/1995 and #ircehe has taught human resource
management and related topics at University of bliskDepartment of Human Resources.
Another reason, in close relationship with the pres one, is his interest in the behavioural
aspects of corporate identity. The title of his MBAanagement Project (Csordas, 1994),
“The Identity: A Behavioural Approach”, also supfsothis point, although this thesis did not
boil down to the conclusion that the human resoduwretion should be involved in the
corporate identity management process.

This time, however, he is primarily interestedhistparticular issue. His research interest has

primarily been evoked by the following statementsghie literature:

» Several corporate identity mixes, e.g. Birkigt éi@dler (1986), Schmidt (1995), Olins
(1995) contain “behaviour”.

* Olins (1995) points out that corporate identity,caam others, is a “human resources tool”.

* Smith (1993) emphasises the role of corporate imadermonising employee relations
and boosting recruitment.

» Pan-European surveys, carried out by MORI, in 19881 and 1993 (Schmidt, 1995)
point out that issues like “behaviour of staff’,tdf motivation”, “attracting potential
employees”, “trust/loyalty... and confidence... amongff$ are areas corporate identity
may affect.

e Olins (1995) argues that a “small working partybsid be set up that runs a corporate
identity programme, instead of having the programmjacked and run by a specific
department (e.g. PR or Marketing), and this gradugpuil consist of representatives form
areas like marketing, design, communicationstamdan resources

» Both Olins (1995:46) and Balmer (1998) suggest tihiatgroup should be headed by a, so
called, “identity manager” who has background iosth activities, that is, also in human
resources.

e Olins (1995) recommends that, apart from design emehmunications audits (which
means “situation analysis” in this case: ‘thishe tvay we currently look and behave’), a
behavioural audit needs to be administered. Withi behavioural audit Olins (1995)
suggests considering several questions relatedintah resource management, questions
that can be best answered by the human resourceduin

Basically the above examples, that will be mentibagain in the literature reviews below,
have led the author to scrutinise the involvemérihe human resource function in corporate
identity programmes by asking representatives, ipd&ieads of human resource departments
of companies. This is a novelty: this is the flP6ID research, to the current knowledge of the
author, in which HR managers are asked about théaeships between corporate identity
management and human resource management. Thaalesalls attention to the fact the
HR function should be given more role in corporatentity schemes, companies should
recognise that corporate identity management exepissitive influence on HR management
and should make use of this knowledge. Finally, legge values should receive due attention
in Cl schemes.

Having mapped up the terrain concerning the rolethefhuman factor in corporate identity,
the author has found that most statements reléditige human factor in the CI literature can
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be grouped around three questions. It has led birtheé choice to analyse them in one
academic piece of writing. The thressearch questionsare as follow:

1. The importance of corporate identity in managingnho resources: can human
resource management benefit from an explicit mamagé of corporate identity? If
so, what are those areas?

2. The existence of people’s behaviour in corporagmtitly, and the extent to which the
human resource function is involved when estabiglaind managing identity.

3. The importance of the commonly shared values: tatvextent are they taken as a
basis when running an identity programme?

Each of the above points has its root in the cateoidentity literature. The guiding principle
of the author’s research is considering the follaysgi, in this order:
1. “This is what the literature suggests”, and/or stig what the author concludes from
what the literature suggests”;
2. “Does the empirical research support this propasiti
In order to follow this logic, the author intends present a short review of the literature
concerning the above research questions.

4. 1. Literature concerning the “Cl — human factor” relationship

Before discussing the results of the empirical aed® the author provides short literature
reviews concerning the “Cl — human factor” relasbip. The author recognises the fact that
this relationship may be described by other aréassearch, such as “personnel marketing”
and “employer branding”. Before discussing the erogl findings, the author wishes to
prove that his points of interest are rooted inliteeature of corporate identity.

4.1.1. Literature concerning empirical research qustion No. 1.

The aim of this sub-chapter is to support the psdjmm thatmanaging human resources can
indeed benefit from an explicit corporate identitpnagement (or from its expected result, a
favourable corporate image)The following statements/sources of the litemtseem to
support this point:

Olins (1995:xix) asserts that corporate identity & design, marketing, communication and
human resources tool”, that is he views the expfionanaged corporate identity as a resource
from which these areas can benefit. It has to ldedhbere that Olins, from a marketing
practitioner’s perspective, equates corporate itjemnd its explicit management (“self-
presentation”). The fact that corporate identitgsurts areas like corporate visual symbolism
(design), marketing and communication, has beerlwichentioned. However, it seems that
corporate identity being a tool for human resoutoeshas not received much attention.

It has already been argued earlier that “in gendh& purpose and objective of corporate
identity management is to achieve a favourable emagAbratt, 1989; Balmer, 1995; Van
Rekom, 1997, Balmer and Gray, 2000)”. AccordingSmith (1993:334, 335 and 336)
corporate image can help to “harmonise employesiogls”, and “boost recruitment”, that is,
“Corporate identity helps recruitment by strengihgran organisation’s ability to attract (and
keep) the best people... A clear, strong and coherleatity communicates positive
messages to potential employees”. The Strathclyaer@ent (ICIG, 1995) also suggests that
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managing corporate identity has an ability to attyaotential employees (and also to retain
them).

Gregory and Wiechman (1999) explain that recruiing keeping quality employees may be
easier with the help of corporate image. Retentdrskilled employee as a benefit of
corporate identity management is a point also niid@almer and Gray (2000).

MORI, Market & Opinion Research International, ngart of Ipsos Group, is a research
institute offering “a full range of quantitative égualitative research services, as well as
extensive international research capacityiv(v.mori.con). They carried out a series of pan-
European studies in 1989, 1991 and 1993 (Schni@5)1 interviewing leading managers of
functional areas, also the Chairman of the Board te Managing Director. One of the
functional areas was “Personnel”. Schmidt (1995:1Eported that: “It was surprising that
none of those responsible for personnel arguedtapeausly that corporate identity would
increase staff motivation, help with recruitment express corporate culture and values.”
Nevertheless, the researchers’ hypotheses were thesyy expected that corporate identity
provided help with issues associated with recrgitemployees and maintaining a good
working culture. The author wishes to highlighttti#R-related issues were only a partial
focus of the survey. When respondents, in 1993eveasked about “benefits of a strong
corporate identity”, also “staff motivation” was nt@ned as one of the benefits. It was
emphasised by especially German and Austrian masiatiee same who defined corporate
identity mainly as the “expression of -culture/valphilosophy” and “internal
projection/behaviour of staff’. When managers weaitso asked about satisfaction with
current performance of the corporate identity, tyuestions referred to personnel: “attracting
potential employees” and “staff motivation”. Thde@f corporate identity in internalisation
was another section in the research report andgbattreferred to the question: “In what
ways corporate identity can be important in thiategt?” Among others, corporate identity
was reported to be important in that it “motivatesfies employees”. The last part, of interest
for the author, was on the ways the managers thaagporate identity could help in times of
recession. The following three answer options ideth employees: “trust/loyalty among
customers/staff”, “confidence among customers/siadireholders” and “staff motivation”.
Recently, Slovenian author Podnar (2005) has usesl durvey to map up corporate
management practice in Slovenia.

In summary, many authors suggest that an explicitly managegdocate identity may help
human resource management in some way or andikplicit research questiondo human
resource managers view that an explicitly managegporate identity really helps human
resource management in their organisatamdin general (in their opinion)Riscussionin:
sub-chapter 4.2.2.
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4.1.2. Literature concerning empirical research qustion No. 2.

The aim of this part of the thesis is to suppoet thilowing hypothesisif the behaviour of
employees has a definite significance in corpoldentity, as several models suggest, by
containing this element, then, in the author’s vidve human resource function is involved to
some extent when establishing and managing identity

The existence of the behavioural aspect in corpadantity basically refers to the recognition

that corporate identity is more than a corporater@gch to design. The internal reports of

MALEYV on corporate identity suggest that “anothielesof corporate identity is the behaviour

of employees” (Csordas and Fekete, 1997). The wsramrporate identity mixes mention

“behaviour” in two ways: one is ‘the behaviour dfetcompany as a whole’ and/or the

‘behaviour of people’ working for the organisatiorhe following corporate identity mixes

include behaviour:

» Birkigt and Stadler's (1986) corporate identity mix Elements: corporate personality,
behaviour communications and symbolism;

* Olins’ (1995) corporate identity mix — Elementsntral idea, products, communications,
behaviour environment. By behaviour he means that of sklafl.989 he defined corporate
identity as “the way in which an organisation digtiishes itself from other organisations,
i.e. how it looks and how it behaves” (Olins, 1989)

e Schmidt's (1995) “structured model for holistic porate identity development” —
Elements: corporate culturesorporate behavioyr market conditions and strategies,
products and services, communication and desiga.“€brporate behaviour” element in
Schmidt’'s mix, however, includes also the behavaiithe company as a whole;

» Balmer and Soenen’s (1999) model — Elements: “thd”sthe mind” and “the voice”;
“The voice” includegpersonnelnd corporatéehaviour

e Schmidt and Ludlow’s (2002) holistic brand moddtlements: cultureyehaviour market
and customers, products and services, communicat@sign — at the core of the model
are vision, mission, values, differentiation fastgsubstance and expression), customer
benefits, proposition. This model is based upom8dtis (1995) corporate identity mix;

* Melewar and Jenkins’ (2002) corporate identity mixElements: communication and
visual identity, behaviour corporate culture, market conditions. Melewar and
Karaosmanoglu’s (2006) corporate identity mix, agntioned earlier, is a further
developed version of the previous model. The “behat element, in both mixes, consists
of “corporate behaviour” (which is about the beloavi of the company as a whole),
“management behaviour” aridmployee behaviour”.

Various “process-models”also highlight the role of employees or the hummasources

function, as follows:

* Kennedy (1977:126) was the first to emphasise thportance of employees, their
perceptions about their company, in the corporat@ge formation process. In the
“Objective Company Criteria” box of her diagramgsbut “pay structures” as a distinct
element.

» Dowling (1986) also speaks of the employees’ imaighe company in his model.

e Stuart (1999), within the “corporate identity” bok her model, mentions the behaviour of
management and employees, although it is clear ghatapplies Birkigt and Stadler’'s
(1986) mix.

* Bick, Jacobson and Abratt (2003) set up a new catpadentity process-model, in search
of conceptualising corporate identity. This is gised form of Abratt’s (1989) famous and
seminal model, which did not mention employeeswmnan resources explicitly. The new
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model (“A 2003 Model of the Corporate Identity Mgement Process”: Bick, Jacobson
and Abratt, 2003:851), however, includes humanuess in an explicit form!

Olins (1995:46) argues that a “small working parsyiould be set up that runs a corporate
identity programme, instead of having the programmoreby a specific department (e.g. PR
or Marketing), and this group should consist ofrespntatives form areas like marketing,
design, communications ariman resourceslhis working party should be headed by an
identity manager who should have a design, comnatioit, marketing or human resources
background. The latter point is supported by Bal(®€©8) as well.

Olins (1995:44), when suggesting a process fortiataup and managing the programme” of

corporate identity, points out that it should begith “investigation, analysis and strategic

recommendations” (Olins, 1995:46). As part of ttisge he proposes that three audits ought

to be carried out: communication audit, design aadd behavioural audit. The word audit

heremeans mapping up and analysing ‘the way the cognpammunicates, the way it looks

and the way it behavesow. He lists some issues to consider, part of whieters to the

behaviour of the whole company, also part of whiglates to individual behaviour. However,

what is interesting here is that there are humanuree issues he offers for consideration,

guestions that seem to form the background of iddal behaviours. These points are as

follows:

* “Does the company invest in the development of feeop other than in their
performance?”

» “Does it set personal performance objectives ares doappraise performance regularly?”

» “Does it reward people in relation to their perfamse?” (Olins, 1995:50)

The author concludes that there must be some fodraison between those “starting up and

managing” the programme and the human resourcdidumdf these questions are to be

accurately answered.

Hungarian author, Szeles (1997) suggests thatrteznal identification of employees is
getting more and more important. It is their bebavy; their identification with the company
that brings about the convincing power that presém identity of the company towards the
outside world. He further argues that the two aspedé identification are ‘readiness to
perform’ and ‘job satisfaction’.

Hatch and Schultz (1997) claim that bridges needetbuilt between various departments in
the organisation, namely marketing, production, ligpukelations anchuman resourceThe
reason for this seems to be that image dependsieomuality of employees (Balmer and
Wilson, 1998; Ind, 1997).

In summary, various statements in the literature suggest émaployee behaviour is an
essential part of corporate identity, while othstggest that the human resource function
should be involved in corporate identity programniesplicit research questions(1) do
human resource managers believe that employee ibelhas or should be part of corporate
identity; (2) is the human resource function inwalvin corporate identity programmes?
Discussion in: sub-chapter 4.2.3. (4.2.3.1 and 3.2).
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4.1.3. Literature concerning empirical research qustion No. 3.

The aim of this part of the thesis is to suppoet &luthor’'s hypothesis which suggests that
commonly shared values ought to be taken as a ld®® running an identity programme,
that is, employees’ values should not be overloottedng an explicit self-presentation
programme of the company.

This hypothesis is in close relationship with faarlier statements in this PhD thesighe
four statements basically suggest that employeedueg, their identification with the
company is at the core of corporate identity:

1. “...ideally, corporate identity programmes are bagpdn organisational identity” (the
author’s statement). Kiriakidou and Milward (20Gf)ggest that efforts to manage
corporate identity should reflect the organisatiodantity of the company;

2. He and Balmer (2005:5), argue that corporate itdefdioes not address the question
of an organisation’s actual identity but only foesson the desired identity that
management wishes to convey” — this is also sugddsy Kiriakidou and Milward
(2000:51): “This means the visible expression obeganisation’s identity reflects the
values actually held by organizational membersrastcbnly the desired and idealized
efforts of the management board”.

3. In terms of the ACID Tests (AID and onwards — the author's versions), total
corporate communications — consisting of formal gamications (¢) and informal
communications (&) — should be aligned with cultural identity*(€ being interpreted
as ‘organisational identity in ACID Test’);

4. It is employees’ behaviour and identification witte company that brings about the
convincing power that presents the identity of cbexpany towards the outside world
(Szeles, 1997).

5. Balmer’'s (2001a:280) definition of identity (intracked in subchapter 1.1.1. in this
thesis) includes the following statement: “At itere is the mix of employees’
values...”

6. Two aspects have been considered to be importaht negard to the fit between
“Cultural Identity” and “Desired ldentity” (in thauthor's explanation of Balmer’'s
AC*ID Test): (1) according to Alessandri’s (2001) pss-model (sub-chapter 3.1.8.)
corporate identity programmes begin with missia2y) hission statements (which
reflect the managements’ desired identity) usuafipore cultural values and
employees’ attitudes (Van Rekom, 1997). It seergicéd then that corporate identity
programmes tend to ignore employees’ values anddsgs.

The literature of organisational identity providas ample source of employee identification.
Some authors of that area, like Hatch and Schi®®7), compare corporate identity and
organisational identity. The author could have emothe way of approaching this topic from
an in-depth review of the organisational identitgrhture. However, his intention was not
this, he rather regards organisational identityaaontext, and apart from taking examples
from the organisational identity literature, he dses on that of the corporate identity
literature.

Balmer (2001a), in his definition mentioned abovthim point 5, suggests the same as Abratt
(1989) who claims that personnel’s values are athidart of an identity formation process.
Kiriakidou and Millward (2000) elucidate this comte They argue that in managing

corporate identity, the actual identity of an origation has to be taken into consideration
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(point 5 above). They also call attention to mamaget’s ignorance of cultural values when
establishing vision and mission statements. Thigr,ras “identity gap”, to the incongruence
between ‘cultural values of employees’ and ‘actdenhtity’ or ‘cultural values of employees’
and ‘corporate mission/vision’ (Kiriakidou and Miéard, 2000:51). Aforementioned official
version of ACID Test (AGD Test, first proffered by Balmer, 2005) illustatthis “identity
gap” as this is the first model in the series fhieks “Cultural Identity” out of Actual Identity,
that is, it accentuates the fact that employees nwyidentify with or develop negative
attitudes towards organisational reality (sub-cbagt3).

In summary,if (1) employees’ values, their identification tvithose values are at the core of
corporate identity and if (2) corporate identity magement is a managerial responsibility,
then it seems logical that management should tad&etvalues into account when running an
identity programmeExplicit research questionare values shared by the employees taken as
a basis when running corporate identity programnigs@ussion in: sub-chapter 4.2.4.
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4. 2. Empirical research concerning empirical reseah questions No. 1 to 3.

The objective of this sub-chapter of the thesitoisntroduce and discuss the results of the
empirical research related to the aforementioneskthesearch questions.

4.2.1. Findings concerning empirical research quasin No. 1.

The summary of the literature review regarding log tresearch question was this: “many
authors suggest that an explicitty managed corpomdéntity may help human resource
management in some way or another”. The aim ofghixhapter is to discuss is in what way
the empirical research underpins this proposition.

Table 5 and Diagram 1 present the averages of rgnksn by respondents to each
aforementioned criterion. Colunffract” describes to what extent respondents consider that
explicitly managed corporate identity supports ®asi criteria associated with human
resource managementhis or her specific organisationvhile column“Opinion” represents

HR managers’ opinions concerning to what extentagad corporate identity has an impact
on the listed criterian general Opinions refer to the degree corporate identiggpammes
shouldinfluence those criteria.

Criteria Fact (averages) Opinion (averages)
Attracting people 3.81 4.42
Selecting people 3.19 3.83
Retaining staff 3.11 3.57
Motivating staff 3.14 3.59
Cohesion / sense of belonging 3.68 3.97
Trust, loyalty 3.38 3.73
Harmonised employee relations 3.03 3.32
Identification / commitment 3.68 4.00
Average 3.38 3.80

Table 5: Fact and Opinion averages

Diagram 5 shows the Fact and Opinion averages loETa
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Diagram 5: Fact and Opinion averages

In the case of each criterion, averages in the fi@pi’ column are higher than those in the
“Facts” column, which indicates HR managers’ vidvoat corporate identity having greater
potential to help human resource related issues tiva actual case. As far as the averages,
regarding the factual situation, are concerned,traiting people” (Fact column: 3.81),
bringing about “Cohesion / sense of belonging” (Femlumn: 3.68) and “Identification /
commitment” (3.68) got the highest average ranKsust, loyalty” was ranked as average
(Fact column: 3.38), whereas the rest of the caitglained lower grades. “Harmonised
employee relations” was regarded as an area leggioged by an explicitly managed
corporate identity programme (Fact column: 3.03)iclv might come as a surprise because it
sounds similar to categories like identificatiord &ense of belonging.

The author’s explanation to “Attracting people” tgiranked the highest is that a favourable
corporate image, the expected result of corpordémtity management, has the greatest
potential in causing people to join the companyeasployees: an explicitly managed
corporate identity sharpens the organisation’s Hogality, distinctive profile in the public
eye, which has a strong power to attract employedge respondents’ view internal aspects,
such as cohesion, identification (and trust/loyalgre also supported, although to a lesser
extent than attracting potential employees, by apli@t corporate identity programme.
Selecting, retaining and motivating staff receivedisiderably lower ranks than the previous
criteria, probably because they are not perceigegr@as significantly influenced by corporate
identity programmes in the specific organisatioggresented by respondents. In the case of
Miskolc City Transport Plc the distinct corporatientity does not exert influence on retaining
staff as it belongs to larger employers in the orgi“Harmonised employee relations”
received the lowest rank. The explanation can bg thhile the rest of the criteria are about
“employee-company” relationships (identification thvithe company, being loyal to the
company, etc.), whereas “Harmonised employee ogigtiseems to have been perceived as
“employee-employee” relationship which, in the apmof the respondents, may not have
been directly affected by corporate identity mamagyet.
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As stated before, averages representing Opinianslarays higher than those representing
Facts. That is, respondents think that corporagatity management programmes in general
have higher impacts on the listed areas than ircifspetheir organisations. The next
interesting question is thectual differencedvetween Facts and Opinions, that is how much
more corporate identity programmes may influenceséhcriteria in general, than in the
specific organisations, in the opinion of the resgents. Table 6 presents this information
below:

Criteria Differences between Fact
and Opinion averages
Attracting People 0.61
Selecting People 0.64
Retaining Staff 0.46
Motivating Staff 0.46
Cohesion / sense of belonging 0.30
Trust, loyalty 0.35
Harmonised employee relations 0.30
Identification / commitment 0.32
Average 0.43

Table 6: Differences between Fact and Opinion avges

Diagram 6 illustrates the values (differences betweact and Opinion averages) in Table 12.

0,70
0,60
0,50 -
0,40
0,30 + |
0,20 -

Differences between averages

Criteria

Diagram 6: Differences between Fact and Opinion azges

Differences associated with “Attracting” (Differe;0.61) and “Selecting people” (Difference
0.64) are the highest, albeit the latter receivedhmiower “Fact” value than the former. This
means that they are those two areas where corpmiatéity programmes may have the
greatest potential in supporting HR activities. §édéwo criteria, however, are different in
nature. While in the case of “Attracting people’thex the company’s “high-quality,

distinctive profile in the public eye” plays an iontant role, “Selecting people” benefits from
the opportunity that corporate identity can offdudher aspect of decision: “Does the person
to be selected fit in the existing or intended oogpe identity of the organisation?”

“Retaining” (Difference 0.46) and “Motivating staffDifference 0.46) are the second in the
hierarchy of differences. Considering that theyevgiven low Fact values (Facts 3.11 and
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3.14), an explicitly managed corporate identitygoean, taking the opinion of respondents
into account, may be highly influential in theirsea. “Trust, loyalty” (Fact 3.38) and
“Identification / commitment” (Fact 3.68) could bseen as belonging to the same group in
terms of differences (Differences 0.35 and 0.3€pHesion / sense of belonging” (Difference
0.30) and “Harmonised employee relations” (Differer0.30) seem to possess the same,
lowest, difference between Fact and Opinion avexdgedifferent reasons. While corporate
identity programmes can greatly help create “Caireand sense of belongingideedin the
specific organisation, as shown by the high FatievéFact 3.68), “Harmonising employee
relations” (Fact 3.03) is not a criterion actuatifjuenced much by those programmes and is
not seen as an area corporate identity programareda@ much about.

Facts and Opinions can be best compared if theesahf the different variables are
standardised (Table 7) and presented in a syst@m-ofdinates (Diagram 7):

Fact Opinion Fact Opinion

Criteria (averages) |(averages) |(st.averages) |(st. averages)
Attracting People 3,81 4,42 1,42 1,83
Selecting People 3,19 3,83 -0,61 0.09
Retaining Staff 3,11 3,57 -0,87 -0,71
Motivating Staff 3,14 3,59 -0,78 -0,63
Cohesion / sense of belonging | 3,68 3,97 0,98 0,50
Trust, loyalty 3,38 3,73 0.01 -0,23
Harmonised employee relationg 3,03 3,32 -1,14 -1,44
Identification / commitment 3,68 4,00 0,98 0,59
Average 3,38 3,80

Deviation 0,31 0,33

Table 7: Facts and Opinions (standard averages)

Attracting people
2 _
.

1,5 4
— - Cohesion / sense of
Identification / commitment | .
1 belonging

Selecting people 0,5 -
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L
-1,5 -1 -0,5 0,5 1 1,5 2

-0,5 -
* *
Retaining staff 1
Motivating staff

-1,5
Harmonised 2
employee relations

Opinion

Diagram 7:Facts and Opinions (standard averages)
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Right upper section includes those criteria (“Attiag People”, “Identification /
commitment” and “Cohesion / sense of belonginghe case of which respondents reported
that corporate identity programmas fact support HR areas in their organisatiargl in
general (in their opinion) explicitly managed camgie identity has a positive influence over
those areas. Left lower section, however, refersiteria that are basically not supported by
corporate identity programmes in respondents’ asgdions andhey do not even thirtkose
areas are affected by corporate identity programnmesgeneral: “Retaining Staff”,
“Motivating Staff” and “Harmonised Employee Relatss.

“Selecting people” is a special criterion in thiense: they do not believe that in their
organisation managed corporate identity assists ¢hterion, however, corporate identity
management should provide some help with this pesrea in their opinion. The main

practical implication of this finding is that comade identity should be paid attention when
establishing schemes for selection; perhaps cagpadantity should be kept in mind when
setting up person specificatidis

They see “Trust, loyalty” as being supported bypooate identity, in their organisation;
nevertheless, it is not an area corporate ideptibgrammes have too much to do about in
their opinion.

4.2.2. Findings concerning empirical research quasin No. 2.

Literature review regarding this part was summariae follows: “various statements in the
literature suggest that employee behaviour is &ergml part of corporate identity while
others suggest that the human resource functionldgHme involved in corporate identity
programmes.” These are basically two statementshwéiie subjects of scrutiny in this sub-
chapter. Issues concerning employee-behaviour aadysed in sub-chapter 4.2.2.1; the
involvement of the HR function will be addressedut-chapter 4.2.2.2.

4.2.2.1. Employee behaviour as part of Cl programmnse

Behaviour, in general, usually refers to corporasgdaviour and/or employee behaviour,
although in most of the models they are not difideted categorically. Aforementioned
models of Melewar and Jenkins (2002) and Melewa Haraosmanoglu (2006) include
“employee behaviour” as distinct categories. Theth@ts doctoral research relates to this
particular issue.

One question was asked about employee behaviatneiguestionnaire. Its purpose was to
explore if employee behaviour is essential frompbmt of view of corporate identity. More
specifically, the purpose was to explore if HR ngara accord importance to it: if it should
be paid attention when running a programme. Keefliagcorporate identity models in mind
it sounds common sense, nevertheless the quest®riohbe asked. Table 8 describes this
particular question:

Question: Does employee behaviour determine the idgty of an organisation, taking the example of
yours as a basis (or corporate identity is rather aisual category)?

39 person specification is set of criteria used byriagers to decide what qualities applicants tchosen
should meet. Aspects like “fitting the identitytbe organisation” could be on criterion.
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Possible responses as found in the questionnaire Abbreviations in analysis

[ ]Yes, itis true in general, thus it is true for tist employee behaviolrYes”
is a factor that bears upon corporate identity

[ ] No, employee behaviour has no bearing upon corpadantity in our| “No”
organisation.

[ ] No, it is not true in our case, albeit it would dygpropriate if employee “No, albeit it would be

behaviour had a bearing upon corporate identity appropriate”

[ ]1don’t know “I don't know”

Table 8:Does employee behaviour determine the identity mioaganisation (responses and
abbreviations)

The frequency table and diagram below presentsdlevant frequencies and percentages
(Table 9 and Diagram 8).

Responses Frequency | Percent
“Yes” 25 67.6
“No” 6 16.2
“No, albeit it would be appropriate” 6 16.2
Total 37 100.0

Table 9: Does employee behaviour determine the tdgmf an organisation..;

16.2%

O“Yes”

16.2% B “No”

O“No, albeit it would be
appropriate”

Diagram 8: Does employee behaviour determine theniity of an organisation. ;.

The above frequency table and the diagram botheptbat the majority of respondents
(67.6%) argued that in their organisations emplogebaviour is a determining factor in
corporate identity. 32.4% of the respondents regbttiat employee behaviour had no bearing
upon corporate identity in their organisation, altgh half of them indicated that it would be
appropriate if it had. Nobody marked the “I don'iokv” option.
In the subsequent part of this sub-chapter theoautitends to analyse this question, by
means of cross-tabulations, in the light of foupleratory variables:

1. Phase of internationalisation (domestic, intermatipmultinational, global)

2. Majority ownership (Hungarian, foreign, joint-veng

3. Sector (primary, secondary, tertiary)

4. Ownership (state-owned, private)

According to thé'phase of internationalisation”companies may be domestic, international,
multinational and global. Cross-table in AppendiXl ©lemonstrates the distribution of
responses in the light of the “phase of internatiisation”. Thirty five respondents positioned
their organisations against this explanatory védeiadwo of them failed to mark it.

Counts/frequencies in the “Total” column show themier of respondents within this
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explanatory variable group (as in the case of mlbs-tables). Diagrams 9, 10, 11 and 12
illustrate the percentages.

One trend seems obvious from the analysis: the mi@anisations are internationalised, the
larger percentage of them has declared that emglbgbaviour is, in fact, part of corporate
identity in their specific case (domestic: 53.3%ternational: 71.4%; multinational: 80%;
global: 100%), probably because the attitude ofemoternationalised companies to corporate
identity has changed, following the paradigm shiftroduced in sub-chapter 2.2., that
discussed the basic trends: “from peripheral elésném central elements”, from “external
focus to internal focus to holistic focus” and ‘tiaal to more strategic approaches” (He and
Balmer, 2005).

Phase of Internationalisation: Domestic

26.7% O“Yes

& “No”
53.3%

O “No, albeit it would be

0,
20% appropriate”

Diagram 9: Does employee behaviour determine theniity of an organisation.

53.3% of the respondents representing “domestigjamisations reported that employee
behaviour was an essential aspect of corporatditgewhereas 46.7% indicated that is was
not, although in the opinion of more than half th@émvould be appropriate if employee
behaviour were regarded as an important factor.

Phase of Internationalisation: International

0% e
O “Yes
28.6%

= “No”

71.4% O “No, albeit it would be
appropriate”

Diagram 10:Does employee behaviour determine the identity mfoaganisation..g

According to 71.4% of respondents from “internasiBnorganisation employee behaviour
was a significant part of corporate identity.
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Phase of Internationalisation: Multinational

10%
10%

O“Yes”
B “No”

O“No, albeit it would be
appropriate”

80%

Diagram 11: Does employee behaviour determine the identity ofnaorganisation.. 4

In the case of “multinational” companies this pettege is even higher, it reaches 80%.

Phase of Internationalisation: Global

0%
%

O“Yes”
7] “No”

O“No, albeit it would be
appropriate”

100%

Diagram 12: Does employee behaviour determine the identity ofnaorganisation.. s

This diagram, describing “multinational” companiasfiows the highest percentage, 100%.
Clearly, if the sample size were bigger, this petage were somewhat smaller than that,
however, the author believes that the basic tremaldvstill be the same.

The second explanatory variable wasajority ownership”, in terms of which there are
Hungarian, foreign organisations and joint-ventui®@scause none of the respondents, but
one, belong to the “joint ventures” category, therent research question will not be analysed
in this respect. Cross table in Appendix 5.2 sunearthe main relationships between this
explanatory variable and the current research guresbDiagrams 13 and 14 illustrate the
appropriate percentages below:

Majority Ownership: Hungarian

23.5% O“Yes”

.HNOH
52.9%

0O“No, albeit it would be

23.5% appropriate”

Diagram 13: Does employee behaviour determine thentity of an organisation.
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According to 53% of HR managers in Hungarian orgaiions argued that employee
behaviour was an important component of corpordéatity and 47% of them were of the
view that it was not. Half of the 47% thinks thatthough employee behaviour was not
recognised as part of corporate identity in theganisation, it should be.

Majority Ownership: Foreign

11%

D HYeSH
11%

H“No”

0O“No, albeit it would be
78% appropriate”

Diagram 14: Does employee behaviour determine thentity of an organisation. z

A considerably higher percentage, 78% of respoisdantforeign companies reported that
employee behaviour bears upon corporate identidged. Category “nd® is again divided
into two equal parts: according to 11% of the reslemts claimed that employee behaviour
had no impact on corporate identity, and anothét $liggested that it should have an impact
on corporate identity, however, currently it is tiod case.

Explanatory variable‘sector” comprises options “primary”, “secondary” and ‘“iery’.
Cross-table in Appendix 5.3 presents the dataimgldb these categories. Diagrams 15, 16
and 17 illustrate the relevant percentages below:

Sector: Primary

D UYeSH
33.3%

44.4% BNo’

O“No, albeit it would be
appropriate”

22.2%

Diagram 15: Does employee behaviour determine tthentity of an organisation. g

It may have been expected that organisations, m@&esely HR managers in organisations,
operating in the primary sector would not considerthe same extent as their colleagues in
organisations belonging to the other two sectomspleyee behaviour to be an inherent
component of corporate identity. Only 44.4% of theatieved that employee behaviour has a
definite significance in corporate identity in therganisation. 55.5% of them thought that
corporate identity was an area in the success ahndmployee behaviour did not take part. It
is remarkable; however, that 33.3% of the respotsdemre on the view that it would be
appropriate if the importance of employee behavioworporate identity were recognised.

0 Category “no” = “No”plus “No, albeit it would be appropriate”
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Sector: Secondary

8.1% 0 “Yes”

8.1%
m “No”

0 “No, albeit it w ould be

81.8% appropriate”

Diagram 16: Does employee behaviour determine thentity of an organisation.g

The overwhelming majority of respondents from oifgations operating in the secondary
sector (81.8%) argued that employee behaviour wasgaificant element in corporate
behaviour. Only 16.2% of them were of the opposiev about their organisations. One
should not draw a far-reaching conclusion fromdigsion into twice 8.1% because these
represent one respondent each.

Sector: Tertiary

11.8% O “Yes”
17.6% & “No”
70.6% O “No, albgit it would be
appropriate”

Diagram 17: Does employee behaviour determine tthentity of an organisation. 49

It may come as a surprise that HR managers refgnegesrganisations in the tertiary sector
reported in a lower proportion, than in the secopdactor, that employee behaviour was an
essential component of corporate identity, andniagority of respondents within category
“no” (17.6%) thought that it would not be appropeiaf employee behaviour gained
significance in corporate identity. Only 11.8% d&fet managers believed that employee
behaviour should be regarded as an influentialofaict corporate identity. The author had
expected that it would be this explanatory variabléhe case of which the importance of
employee behaviour would be the highest because rote of front-line people is
considerable. Exploring the possible reasons far phenomenon will be matter of a later
research of the author.

The last explanatory variable‘iswnership”, according to which there are “state-owned” and
“private” organisations. The aim of the subsequesttion is to explore if there is any

difference in the results taking this variable abasis. Cross-table in Appendix 5.4 and
Diagrams 18 and 19 present the relevant frequeaci@percentages below:
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Ownership: State-Owned

D w ”
30% Yes
. HNOH

70% O*“No, albeit it would be
appropriate”

Diagram 18: Does employee behaviour determine tthentity of an organisation. 44

70% of human resource managers from state owneahisagion claimed that employee
behaviour was indeed an important element of catpadentity and 30% contended that the
success of corporate identity did not depend onl&wep behaviour but it would be

appropriate if it were included. Option “No” wastmoarked by any respondents.

Ownership: Private

11.5% O “Yes”
19.2% " “No”
69.2% O “No, albeit it w ould
be appropriate”

Diagram 19: Does employee behaviour determine tthentity of an organisation. 4,

It seems that ownership is not an explanatory ian terms of which the proportion of
“Yes” answer significantly differs. Nevertheless,hilg in the case of state-owned
organisations all those who did not regard empldyelgaviour as a determinant element of
corporate identity in their firm thought that enyge behaviour should be part of it, in the
case of private companies a bit more than one tfithose answering “No” believed that it
should be appropriated if employee behaviour weoegnised as a component of corporate
identity. The reason for this might be that the benmof private companies was more than 2.5
times higher than that of state-owned companges,probably respondents representing
private organisations, where managing corporatetityehas a deeper root than in the case of
state-owned organisations, had a clearer view abwmatrole of employees in corporate
identity.

4.2.2.2. The involvement of the HR function in Cl ppgrammes

This sub-chapter aims at taking a closer look at ittvolvement of the human resource
function in corporate identity programmes. Two diges relate to this issue: (1) the first
guestion (first part of the analysis) refers to IHRnagers’ view concerning the extent to
which the HR function was involved in corporatentiy programmes in general, while (2)
the purpose of the second question is to investigdiether “behavioural audit” (Olins, 1995)
exists or not in the organisations representedhieyréespondents, as part of the corporate
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identity programme$’ The subsequent section introduces findings coiragrthe first

guestion mentioned above (Table 10).

Question (1): Has HR played any role in the corpori identity programme?

Possible responses as found in the questionnaire

Abbreviations in analysis

[ ] Yes, a team was set up for the corporate ideptitgramme, in which
or someone else from the HR department took part.

“HR involved in running
programme”

[ ] The HR function implemented specific tasks raisethe course of thg
corporate identity programme.

D

“HR implemented
tasks”

specifig

[ ] Various HR-related issues were raised in the eoofsthe corporate
identity programme but the HR function was not estied with dealing

with them (e.qg. they were solved at the level gheen unit).

“HR-related issues  wer
raised; HR was not entrusted

9]

[ ] The HR function did not take part at all in thermarate identity
programme.

“HR did not take part at all”

[ ] The HR function was not involved in the programmlbeit it should
be (i.e. in the next corporate identity programnpesent tense is used)

“HR not involved, albeit if
should be”

[ ]1don’t know

“l don’t know”

Table 10:Has HR played any role in the corporate identityggramme... (responses and

abbreviations)

The frequency table and diagram below presentsdlevant frequencies and percentages
regarding the first question, namely “HR manageisiv concerning the extent to which the

HR function was involved in corporate identity pragymes in general”, whether the HR
function got any role in the corporate identity gramme (Table 21 and Diagram 20).

Responses

“HR involved in running programme” 7
“HR implemented specific tasks” 8
“HR-related issues were raised; HR was not entrust®# |5
“HR did not take part at all” 1
“HR not involved, albeit it should be” 5
“l don’t know” 2
Total 3

Frequency Percent

18.9
21.6
13.5
27.0
13.5
5.4
100.0

0

7

Table 11: Has HR played any role in the corporatkentity programme?

“1 The author asked the three specific questionsed:ta behavioural audit

, proposed by Olins (1986)

suggested four new questions. However, very fewaredents reported that in their organisations bielaal
audit was conducted as part of the programme. Tdrexehis doctoral thesis will exclude the anaysi those
questions; it will only focus on the existence on+existence of behavioural audit.
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O “HRinvolved in running programme”

5.4%

0,
18.9% m “HR implemented specific tasks”

0O “HR-related issues w ere raised; HR
w as not entrusted”

O “HR did not take part at all”
21.6%

B “HR not involved, albeit it should be”

13.5% @ “Idon’t know”

Diagram 20: Has HR played any role in the corporatéentity programme?

27% of human resource managers reported that HRhbatleen involved in the corporate
identity programme at all. This might not be swpg if one considers that managing
corporate identity is in general the terrain of keding and public relations in practice. 18.9%
of HR managers stated that the HR function had leevlved in running the programme,
which is not high but it is remarkable all the sarB&.6% of the respondents claimed that
HR’s role had been performing specific tasks seth@ course of the corporate identity
programme. Some respondent suggested (13.5%)dhats HR related issues had emerged
as part of the programme which were not to be deidit the human resource function, they
were rather solved at other functional levels. ™ame proportion of human resource
managers (13.5%) argued that although human resofwaction had not played a role in the
corporate programme but it should.

The deeper analysis of the involvement of HR functtbegins again withphase of
internationalisation” (Appendix 5.5, Diagrams, 21, 22, 23 and 24). Unifoately these are
the cross-tables where the disadvantages of th# sample size can be observed the best.
The “Total” number of respondents within the vasotategories is distributed among six
answer options, which may result in low frequenanethe case of a given answer.

Phase of internationalisation: Domestic

O “HRinvolved in running
programme”

6.7% B “HR implemented specific
tasks”

O “HR-related issues w ere

0,
26.4% raised, HR not entrusted”

13.3% 0O “HR did not take part at all”
6.7% B “HR not involved, albeit it
should be”

26.4%

O I don’t know”

Diagram 21: Has HR played any role in the corporatéentity programme?
In domestic organisations, a bit smaller percen{2§e4%) of respondents claimed that the
HR function had not been involved in the corpoidntity programmes as in the case of the
total sample. The same proportion of them repatttet although HR had not been involved,
it should be involved when running a programme3%3o0r the human resource managers
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reported that the HR function had had to carrytasks emerged in the programme. 6.7% of
them mentioned that the various HR-related taskisniod affected the HR function itself (they
were solved at unit-levels). Another 6.7% of thgpendents did not know if HR function was
involved or in what way it took part in the corptradentity programme.

Phase of internationalisation: International

O“HR involved in running programme”
0%
14.3%
j 14.3% B “HR implemented specific tasks”
0%
O“HR-related issues were raised, HR
not entrusted”

O“HR did not take part at all”

14.3%

B “HR not involved, albeit it should be”

57.1%
01 don’'t know”

Diagram 22: Has HR played any role in the corporatéentity programme?

HR did not take part at all according to 57.1% bé trespondents from international
companies. The remaining part of the “pie” is stareequal proportions (14.3%) between
respondents: the one who argued that the HR funtizml been involved in the programme,
the one who had asserted that HR should be invalvedme way or another and who had
claimed that HR-related issues were actually raizedt was not the HR function that had to
deal with them. (One drawback of the sample siz¢hé case of a question with six answer
options, is salient here as the 14.3% represemtsespondent only.)

Phase of internationalisation: Multinational

0%

0%

20% 20% B “HR implemented specific tasks”

O“HR involved in running programme”

O“HR-related issues were raised, HR
not entrusted”

O“HR did not take part at all”
20%

B “HR not involved, albeit it should be”

01 don't know”

Diagram 23: Has HR played any role in the corporatéentity programme?

Like in the case of domestic organisations, 20%hef respondents in multinational ones

claimed that the HR function had played a rolenm ¢orporate identity programme, although
the same proportion asserted the opposite of ihehathat the HR function had not been

involved in the programme at all. According to dret20% of human resource managers HR
related had actually emerged but they had not t&ifiethe human resource function.
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Explanatory variable: Global

O“HR involved in running programme”

B “HR implemented specific tasks”

33.3% 33.3%
O“HR-related issues were raised, HR
not entrusted”

O“HR did not take part at all”

0%
B “HR not involved, albeit it should be”

0%

0,
0% 33.3% @1 don't know”

Diagram 24: Has HR played any role in the corporatéentity programmes

The author does not wish to draw conclusion froma fimding as the three slices of the pie
chart represent one respondent each.

The findings are presented in the light ‘ohajority ownership” below (Appendix 5.6,
Diagrams 25 and 26)

Majority ownership: Hungarian

O“HR involved in running programme”

5.9%

17.6% B “HR implemented specific tasks”

O“HR-related issues were raised, HR
11.8% not entrusted”

O“HR did not take part at all”
5.9%

B “HR not involved, albeit it should be”

35.3%
01 don't know”

Diagram 25: Has HR played any role in the corporatéentity programmeg

HR function did not take part at all in the corgeraentity programme according to the
majority (35.3%) of human resource managers reptege Hungarian organisations. A
relatively high proportion (23.5%) of them assertledt although the case is this, HR should
be involved in it. 17.6% of the respondents stadked the HR function had been involved in
running the programme; while 11.8% of them repotteat it had carried out specific tasks
coming up as a result of the programme. 5.9% ofitlmaan resource managers argued that
albeit there were HR related issues in connectih the corporate identity programmes, the
HR function did not have to deal with them. Anotbe3% did not know the answer.
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Majority ownership: Foreign

O“HR involved in running programme”
5.6%

5.6% B “HR implemented specific tasks”

16.7% O“HR-related issues were raised, HR

not entrusted”
O“HR did not take part at all”

B “HR not involved, albeit it should be”

22.2%
01 don't know”

Diagram 26: Has HR played any role in the corporatéentity programme?

Respondents from foreign companies, in about theesaroportion as in the case of
Hungarian ones, (16.7%) reported that the HR fonchiad been involved in the corporate
identity programme. A relatively high proportiomeothird, (33.3%) of them stated that the
job of the HR function had been to perform spedifisks they received as a result of the
programme. 22.2% of the respondents stated thatsswith human resource relevance had
been handled without having to involve the HR fiorct 16.7% of the human resource
managers argued that HR had not been involved, atlach is about half of the similar slice
of the Hungarian organisations’ pie chart. Both ‘Biiould take part in the programme, albeit
it did not’ and “l don’t know” options were chosely one respondent that is 5.6% of the total
respondents in this category.

“Sector” is the next explanatory variable. The resultsda@monstrated by Appendix 5.7 and
illustrated by Diagrams 27, 28 and 29.

Sector: Primary

O“HR involved in running programme”

0%
B “HR implemented specific tasks”

O“HR-related issues were raised, HR
not entrusted”

O“HR did not take part at all”

B “HR not involved, albeit it should be”

0%

01 don't know”

Diagram 27: Has HR played any role in the corporatéentity programmeg

According to one third of the respondents claimeat the HR function had not played any
role in the corporate identity programme. The rmfsthe managers, in equal proportion
(22.2%), stated that the HR function had been wealin running the programme, also that
the job of the HR function had been to carry owdcsjic tasks in relation to the programme,
and finally that the HR function should take particorporate identity programme.
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Sector: Secondary

O“HR involved in running programme”

9.1% 0%

18.2%

B “HR implemented specific tasks”

18.2% O“HR-related issues were raised, HR

not entrusted”
O“HR did not take part at all”

27.3%
B “HR not involved, albeit it should be”
27.3%
O1 don't know”

Diagram 28: Has HR played any role in the corporatedentity programme?y

In the case of this sector, the HR function tookt pa the corporate identity programme
according to 18.2% of the managers and the sanmogion of them mentioned that it had
been completely excluded from the programme. 2708%he respondents reported that the
various HR-related issues had been solved withavinly to involve the HR function. Again
the same percentage of the respondents statedfhbad had to implement tasks coming up
as a result of the running the programme. One refgd within this category stated that HR
should be involved.

Sector: Tertiary

O“HR involved in running programme”

11.8%
17.6% B “HR implemented specific tasks”
11.8%
y O“HR-related issues were raised, HR
not entrusted”
17.6% O“HR did not take part at all”

B “HR not involved, albeit it should be”

0,
29.4% 11.8%

01 don’'t know”

Diagram 29: Has HR played any role in the corporatedentity programme?;q

The highest proportion (29.4%) belongs in this dasthe HR function’s not taking part at all
in the corporate identity programme. 17.6% of thenan resource managers reported that the
HR function had been in fact involved in running throgramme. Another 17.6% of them
argued that HR had carried out specific tasks.%108 the respondents stated that, although
the HR function had not taken part in the progranmmany way, it should play some role in
it. 11.8% of them did not know the answer to thastigular question.

The last explanatory variable belonging to thissgioa is “ownership”. The analysis done
using this variable is presented in Appendix 5.8 #aostrated by Diagrams 30 and 31.
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Ownership: State Owned

O“HR involved in running programme”

B “HR implemented specific tasks”

O“HR-related issues were raised, HR
not entrusted”

O“HR did not take part at all”

B “HR not involved, albeit it should be”

0% 01 don't know”

Diagram 30: Has HR played any role in the corporatéentity programme?;

According to 30% of the respondents from state-alvmganisations the HR function’s job
was to perform various tasks given as a resulthef dorporate identity programme. The
involvement of the HR function in running the cori@ identity programme was marked by
20% of them and the same proportion mentioned ithaad not played any role in the
programme. Another 20% was of the view that theftifittion should be involved in some
way or another. Only one respondent did not knavatiswer to this question.

Ownership: Private

O“HR involved in running programme”
3.8%
11.5% 19.2% B “HR implemented specific tasks”

O“HR-related issues were raised, HR
not entrusted”

26.9% 19.2% O“HR did not take part at all”

B “HR not involved, albeit it should be”

19.2%

01 don't know”

Diagram 31: Has HR played any role in the corporatéentity programme?,

The majority (26.9%) of the respondents in thissgaty of companies claimed that HR had
not taken part in the corporate identity progrananall. Those who stated that it had actually
been involved in running the programme, repres@r%. Another 19.2% of them reported

that although HR-related issues were raised byt wWexe not solved with the help of the HR

function of the organisation. Again the same propor of human resource managers
mentioned that the HR function had implemented ifpeasks coming up in the course of

the programme. 11.5% of them argued that the HRtiimm had not been involved in the

corporate programme at all, albeit it should bee @espondent did not know the answer in
this case as well.

The next section of this sub-chaptern the HR involvement aims at investigating whethe

organisations conductetbehavioural audits in the course of their corporate identity
programmes.
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Question (2): Was a behavioural audit carried out a part of the corporate identity programme?

Possible responses as found in the questionnaireo(need for abbreviation)
1 HYeSH

"No”
[ 1“1 don’t know”

Table 12: Was a behavioural audit carried out... (pEnses)

Table 13 contains the general findings concernhig tesearch question and Diagram 32
shows the relevant percentages.

Responses Frequency Percent

“Yes” 6 16,2
“No” 22 59,5
“l don’t know” |9 24,3
Total 37 100.0

Table 13: Was a behavioural audit carried out..?

16.2%

O“Yes”
. HNOH
0O“l don't know”

59.5%

Diagram 32: Was a behavioural audit carried out..?

An overwhelming majority (59.5%) of the respondeimly claimed that no “behavioural
audit” was carried out within the corporate idgnprogramme, while 24.3% of them stated
that they did not know if this activity was part tife programme. 16.2% of the human
resource managers did not know if a behaviourait avats conducted or not.

This question will be analysed in the following 8@, by means of cross-tabulations, in the
light of the aforementioned four explanatory valgsb The analysis begins with explanatory

variable“phase of internationalisation” (Appendix 5.9), illustrated by Diagrams 33, 34, 35
and 36.
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Phase of internationalisation: Domestic

26.7% 13.3%
. 0

O“Yes”
. UNOH
0O“l don't know”

60%

Diagram 33:Was a behavioural audit carried out..,?

Behavioural audit is carried out by 13.3% of doneesbmpanies and not carried out by 60%
of them, in the opinion of human resource manametise sample. 26.7% of the respondents
did not know if this kind of analysis is done iretbrganisation represented by them or not.

Phase of internationalisation: International

14.3% 14.3%

O “Yes”
m “No”

0O “l don't know ”

71.4%

Diagram 34:Was a behavioural audit carried out..3?

An outstanding 71.4% of the managers argued thaabeural audit was not conducted in
their organisations. The remaining 28.6% is equalgred by those who stated that this

analysis was not carried out in the companies sgmted by them and those who did not
know the answer.

Phase of internationalisation: Multinational

20% 10%

O “Yes”
& “No”

O “ldon’t know”

70%

Diagram 35:Was a behavioural audit carried out..;4?

About the same proportion of the human resourceagens (70%) claimed that behavioural
audit was not conducted in their organisationsna$e case of international companies. The
main difference is in the composition of the renragnrsegment (30%). One third (10%) of the
respondents stated that behavioural audit was wodthird (20%) claimed that it was not
conducted in the organisation they worked for.
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Phase of internationalisation: Global

0,
33% O"Yes”

. “NO"
0Ol don’t know”

0% 67%

Diagram 36:Was a behavioural audit carried out..5?

The ‘majority’ of human resource managers from glotompanies in the sample reported
that behavioural audit was and a lower percentéagymed that it was not carried out in their
organisations. Because of the low number of glaoahpanies in the sample, one may not
draw far-reaching conclusion in the light of thigkanatory variable.

The author had expected that, as in the case ologagbehaviour being recognised as part
of corporate identity, the question of behaviowadlit would follow the same trend. That is,
from domestic to global the proportion of “Yes” wdilbe larger and larger. The empirical
results do not show this trend. Exploring the rea®so this will be an issue of a later research.

The data analysis against explanatory varidibbd@jority ownership” is demonstrated by
Appendix 5.10 as well as Diagrams 37 and 38. Thsvanof the respondent representing a
joint venture is shown in the table below, howeWwes,or her answer will not been interpreted
separately.

Majority ownership: Hungarian

5.9%
29.4%

D UYeSH
. “NO"
0Ol don’t know”

64.7%

Diagram 37:Was a behavioural audit carried out..¢?
64.7% of Hungarian companies do not carry out bieliaal audit as part of their corporate

identity programme, only 5.9% of them does. 29.4%4he respondents did not know the
answer to this question.
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Majority ownership: Foreign

22.2% 27.8%

O“Yes’
. UNOH
0Ol don’t know”

50%

Diagram 38: Was a behavioural audit carried out.;.?

In the case of foreign companies, as the author dévgubcted, a larger proportion of

respondents (27.8%) argued that behavioural awdipdrt of their corporate identity

programme and only half of the managers assertgdhils sort of analysis was not conducted
in their organisations. 22.2% of them did not kndwehavioural analysis was done in the
organisation they were from.

“Sector” is the next explanatory variable. Appendix 5.14 dhiagrams 39, 40 and 41
demonstrate the findings in relation to this vaeab

Sector: Primary

0%

D uYeSﬂ
. nNOH
0Ol don’t know”

Diagram 39: Was a behavioural audit carried out.g ?

None of the respondents representing an organisatiothe primary sector argued that
behavioural audit was carried out in the coursthefcorporate identity programme. 66.7% of
them chose answer “No”, while the rest of the humesource managers did not know if
behavioural audit was done or not in their orgdiosa.

Sector: Secondary

18.2%

O“Yes’
. UNOH
0Ol don’t know”

Diagram 40: Was a behavioural audit carried out. . ?
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18.2% of the organisations are claimed to do behsal audit as part of their corporate
identity programme. The proportion of those orgamiss in the case of which behavioural
audit is not conducted is 45.5%. Unexpectedly, B6df the respondents did not know
whether or not behavioural audit was carried odheorganisations they worked for.

Sector: Tertiary

0,
11.8% 23.5%

D UYeSH
. “NO"
0Ol don’t know”

64.7%

Diagram 41: Was a behavioural audit carried out. ;4?

The proportion of the “Yes” answer is the largel.5%) in the case of companies operating
in the tertiary sector, although that of the “Ngjtion is nearly as high as in the case of
organisations in the primary sector (64.7%). Ormaamrkable difference here is that human
resource managers representing organisations itethary sector are surer about whether a
behavioural audit is carried out than their collesgyin the other two sectors.

These results are in accordance with the authapeaations. It is the tertiary sector where
the existence of behavioural audit is the mostciipi (It is worth re-stating that the
aforementioned ‘significance of employee behaviourcorporate identity’ in the tertiary
sector was less than in the secondary sector, wtaetilicts with the author’'s original
expectations.) The existence of behavioural awdgamewnhat less typical in organisations
operating in the secondary sector and, finallyisitotally non-existent in the case of the
primary sector.

Finally, the issue of behavioural audit is examimgth regards td'ownership” (Appendix
5.12; Diagrams 42 and 43):

Ownership: State-owned

20% 10%

O“Yes”
. HNOH
0O“l don't know”

70%

Diagram 42: Was a behavioural audit carried out. 3,7
The findings suggest that behavioural audit is cotet in 10% of state-owned organisations.

In the case of 70% of them, there was no analyssvk as behavioural audit within the
corporate identity programme. 20% of the HR marggeuld not answer this question.
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Ownership: Private

26.9% 19.2%
.J70

O“Yes”
. HNOH
0O“l don't know”

53.8%

Diagram 43: Was a behavioural audit carried out. ;5?

As expected, private organisations seem to be ras@e of the importance of this kind
analysis than state-owned ones, although the atarBomed ‘significance of employee
behaviour in corporate identity’ in their case didt differ from that in the case of state-
owned organisations. Almost one fifth (19.2%) ofe thespondents here claimed that
behavioural audit was done in their organisationd 83.8% of them argued the opposite.
More than one quarter (26.9%) of the managers dicknow whether behavioural audit was
carried out in the organisations represented by thenot.

4.2.3. Findings concerning empirical research quasin No. 3.

The summary of the literature review concerning tresearch question was this: “if (1)
employees’ values, their identification with thosdues are at the core of corporate identity
and if (2) corporate identity management is a managresponsibility, then it seems logical
that management should take those values into atcedhen running an identity
programme”. The objective of this sub-chapter iscteeck if, taking human resource
managers’ viewpoint as a basis, corporate ideptilgrammes are based on values identified
only by managers or the values shared by emplayeeslso taken into consideration.

Table 14 introduces the question relating to tlyisdthesis.

Question: Has the corporate identity programme beerbased on values shared also by employees |or
the programme expresses values identified by manageonly?

Possible responses as found in the questionnaire Abbreviations in analysis
[] Yes, corporate identity has been based on valdd hlso by| “Yes”
employees

|| No, corporate identity has been based on valwgifted by managery. “No”

[ ] No corporate identity has not been based on vahedd also by| “No, although it should be”
employees, although it should be

[ ]I don’'t know “I don’t know”

Table 14: Has the corporate identity programme bdsased on values shared also by
employees... (responses and abbreviations)

The frequency table below describes the relevaguencies and percentages (Table 15);
Diagram 44 illustrates these values.
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Frequency Percent

“Yes” 10 27.0
“No” 18 48.6
“No, although it should be” |3 8.1

“l don’t know” 6 16.2
Total 37 100.0

Table 15: Has the corporate identity programme bdmsed on values shared also by
employees...7?

16.2%
27%

O “Yes”

m “No”

0O “No, although it should be”
O “l don’t know ”

8.1%

48.6%

Diagram 44: Has the corporate identity programmednebased on values shared also by
employees...7?

The diagram above speaks for itself. In the lightttos simple analysis, the following
statement seems true: “although (1) employees’egltheir identification with those values
are at the core of corporate identity and (2) caaf@oidentity management is a managerial
responsibility, management in general does not th&se values into account when running
an identity programme”. Nearly half (48.6%) of thespondents claimed that corporate
identity programmes were based upon values idedtily managers. At the same time,
however, it has to be noted that a bit more tham qurarter (27%) of the respondents argued
that employees’ values were considered to be ‘&tthe” also when running the programme.
8.1% belong to the ‘no but not hopeless’ category B6.2% could not answer the question.

The following cross-table and diagrams provide aalysis using “phase of internalisation”
(Appendix 5.13; Diagrams 45, 46, 47 and 48)

Phase of internationalisation: Domestic

20% 20%
O“Yes”
E“No”
20% O“No, although it should be”
0Ol don’t know”

40%

Diagram 45: Has the corporate identity programmednebased on values shared also by
employees...?

124



Only 40% of respondents representing domestic carapa&laimed that the corporate identity
programme had not been based on employee valuestegh of the options were chosen in
equal proportions (20%). Putting it differently, %600of the managers reported that their
organisation’s corporate identity programme hadnbkeased only on values identified by
management; however, one third of them statedthiapractice should be changed.

Phase of ownership: International

0% " ”
O “Yes

%

m “No”
42.9%

57.1% 0O “No, although it
should be”

O “lIdon’t know”

Diagram 46: Has the corporate identity programmednebased on values shared also by
employees...?

Only “Yes” and “No” answers were given by HR managevorking for international
companies. A remarkable 42.9% of them reportedvhhtes held by employees were taken
into account when running the programme. Resposdioin the rest of the organisations
within this category (57.1%) stated that employakies had not been at the core of corporate
identity management.

Phase of internationalisation: Multinational

20%
30% O“Yes”
B “No”
O“No, although it should be”
0Ol don't know”

0%

50%

Diagram 47: Has the corporate identity programmednebased on values shared also by
employees...?

The proportion of those respondents, in the caseultinational companies, who argued that

employees’ values had been taken into accounteisséime as that in the case of domestic
companies (20%). 30% of the respondents did noivkhe answer to this question.
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Phase of internationalisation: Global

0%
%

O“Yes”

B “No”

O“No, although it should be”
0l don’t know”

Diagram 48: Has the corporate identity programmednebased on values shared also by
employees.. .8

Having known that global companies are under-rgmtesi in the sample, a tentative
conclusion can still be drawn: according two thafdthe respondents (66.7%) employees’
values are at the core of the explicitly managepgaate identity. “No, although it should be”
and “l don't know” options were not chosen. Appendi.14 and Diagrams 49 and 50
introduce findings, taking explanatory variateajority ownership” as a basis:

Majority ownership: Hungarian

17.6%

29.4% O,Yes”

B ,No”

17.6% 0O,No although it should be”
0,1 don’t know”

35.3%

Diagram 49: Has the corporate identity programmednebased on values shared also by
employees...

29.4% of human resource managers representing Hangarganisations argued that taking
employees’ values as a basis of corporate ideptdagrammes was typical and 35.3% of them
stated the opposite. 17.6% of the respondentstedd@at, although this has not been the case
in their organisations, corporate identity prograesnshould take employees’ values into
consideration. Another 17.6% of them did not knbe &answer to this particular question.

Majority ownership: Foreign

11%
0% 27.8% O, Yes’
B ,No”
0O, No although it should be”
O, don’t know”

61.1%

Diagram 50: Has the corporate identity programmednebased on values shared also by
employees...7?
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The “Yes” option was chosen in a bit lower propmmtiby respondents from foreign

organisation than by those from Hungarian ones.t\Whaoticeable is the proportion of those
answering “No”: 61.1% of the respondents reporteat the corporate identity program had
been based upon values identified by managersrrdthe values held by employees being
taken into consideration. Nobody in this categdryuight that employees’ values should be
taken as a basis when running a corporate ideptdgramme; 11% of them chose the “I

don’t know” answer.

The “sector-based analysis is presented below (Appendix Sailaagrams 51, 52 and 53)

Sector: Primary

22.2% 22.2%

O,Yes”

0% B ,No”

0O, No although it should be”
O, don’t know”

55.6%

Diagram 51: Has the corporate identity programmednmebased on values shared also by
employees...&

More than half (55.6%) of the HR managers repothed corporate identity programme in
their organisation had ignored values held by eyg#s. 22.2% of them, which is an
expected proportion in the primary sector, clainikdt the program had been based on

employees’ values. The same proportion of respdsdéind not know the answer to this
particular question.

Sector: Secondary

9.1%

O,Yes”

B ,No”

0O,No although it should be”
0,1 don’t know”

Diagram 52: Has the corporate identity programmednebased on values shared also by
employees...®

In the case of organisations operating in the s#mgn sector, equal proportions of
respondents suggested that employees’ values leaddme had not been taken into account
when running the programme. What is outstanding herthat, compared to the primary
sector, the proportion of those according to whbomtalues shared by employees had been
recognised as important in the corporate identibgpamme is more than double. 9.1% of the
managers could not answer this question.
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Sector: Tertiary

17.6% 17.6%

0O, Yes”

@ No”

17.6% 0 ,No although it should be”
0O, don’t know”

47.1%

Diagram 53: Has the corporate identity programmednebased on values shared also by
employees...13

Interestingly, the proportion of “Yes” (17.6%) idet lowest in this sector. The same
percentages were given to the “I don’t know” and;MlIthough it should be” options. In the

case of the other two sectors no respondents feadipinion that employees’ values should be
taken into account. Somewhat less then half (47.@P4he respondents contended that in
their organisations these values are not regardednportant when running an identity

programme.

Finally, the last research question is analysethenlight of the last explanatory variable,
which is shown by Appendix 5.16 and illustratedlbggrams 54 and 55.

Ownership: State-Owned

10% O,Yes”
B,No”
0O ,No although it

should be”
O, don't know”

30%

Diagram 54: Has the corporate identity programmednebased on values shared also by
employees...;3

60% of human resource managers representing siatedoorganisations suggested that the
corporate identity programmes in their case hadbs&n based on values shared also by
employees but in the half of them believe that ehssould not be ignored. 30% of the
respondents claimed that values shared by empldakbeen taken into consideration when
running the corporate identity programme.
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Ownership: Private

O,Yes”
B ,No”
0O,No although it

should be”
0,l don’t know”

57.7%

Diagram 55: Has the corporate identity programmednebased on values shared also by
employees...;3

The corporate identity programme has been basedalues also shared by employees in
somewhat smaller proportion (26.9%) in the casprivhite companies than in the case of the
state-owned ones. The most outstanding differemawever, is that respondents in category
“no” (“No” plus “No although it should be”) firmlyasserted that the corporate identity
programme in their case had been based only ovallnes held by management and nobody
argued that employees’ values should also be tateraccount.

4.3. Corporate identity program at Miskolc City Transport Plc (case study)

This case study has been additionally preparedpwolg the author's PhD Open
Discussiori”> The reasons why this case-study is added are(thahe sample size of the
empirical research was relatively small and (2)as not representative.

The aim of this case study is to introduce the cafe identity (program) of Miskolc City
Transport PIE. (Miskolc Varosi Kozlekedési ZRt, MVK Zrt.): it Wiseek links between the
relevant case-related facts and the various poaited in the literature review chapters.
Moreover, the author tried to get answers to hiestjans concerning the relationship between
corporate identity and human resources.

This company has been chosen rather subjectivedyreviewer originally suggested that the
author should prepare the case study about MALE\hdddan Airlines Plc; however,

Miskolc City Transport Plc seemed a better choime arious reasons, for example, this
company has undergone two corporate identity prograo far, as opposed to MALEV,

which underwent only one. Both companies have highbility and both are services

companies where staff behaviour is of paramounbiance.

The methodology can be divided into primary andadary data collection:
» Secondary: an in-depth examination of online anqep&#ased company materials;
* Primary: interviews with the managers responsibletiie first and second corporate
identity programs, one of whom was a questionnmaspondent in the main empirical
survey.

“2 by reviewer’s request
3 Miskolc City Transport Closely-Held Public Limita€ompany — all company names are the author’s
translations.
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This case study will overview the first attemptdevelop a remarkable and understandable
corporate identity for the company and then it witblain the development of the currently
existing corporate identity. To understand the fmlkhe first corporate identity programme, a
short introduction of the company history is neeegs

4.3.1. History of Miskolc City Transport Plc

The establishment of the first scheduled bus tramspetwork was attempted in 8 June 1903
in Miskolc but at that time tram, operated by Migkd@ramway Community Company
(Miskolci Villamosvasut Kozosségi Vallalat), was popular among people that no other
transport vehicle had the chance to compete wifloritalmost fifty years. Miskolc Motor
Vehicle Transport Company (Miskolci Gépkocsikoziegs Vallalat) was founded in April
1949 in order to organise the bus transport. Inaheimn of 1951 five bus services were
operated by the company, which were followed by ldnench of newer services in the
subsequent years.

Miskolc Motor Vehicle Company and Miskolc Tramwapy@munity Company merged in
1954 leading to the foundation of Miskolc Transp@ompany (Miskolci Kdzlekedési
Véllalat, MKV), the legal predecessor of MiskolayTransport Plc.

The local government of Miskolc established MiskGity Transport Plc in 1994. The task of
this new organisation was to satisfy the demandafonodern and economically operating
public transport in Miskolc and its surroundingsiskblc City Transport Plc is a traditional
organisation and, following from the nature ofbissiness, it is in a monopolistic position in
the region: it has no competitors from which it hasdifferentiate itself. Achieving a
favourable image and reputation has always beesxpactation against the firm. However,
the idea of launching a corporate identity progemerged when a marketing group was set
up in 1997.

4.3.2. What made the innovation necessary?

Converting the company to a plc form made it lggalbssible to involve external financial
resources in its economic operation, which, in toequired some sort of rationalisation in the
company, mainly in the structure of the working angation: decisions were made to
redistribute activity areas among organisationaksuand to eliminate parallel activities.
Rationalisation also aimed at preparing the firmagotential privatisation. A further crucial
problem to be solved was the low utilisation: thiésation percentage was the highest in the
case )(H the Debrecen transport company (33%) antbttest in the case of the Miskolc one
(29%)"™".

The radical, mainly structural, changes in the canys Actual Identity needed fundamental
changes in its Communicated Idenftity(even before the ACID Test the author had asserte

“ Utilisation percentages: Debrecen: 33%; Szegeth; F&cs: 32%; Gyr: 30%; Miskolc: 29%.

> The fact that the company launched its first @igpam in 1997 does not mean that it had not had a
Communicated Identity before. It did have a Comroatad Identity before that year as well which infafly
(unintentionally, or rather in an unplanned waynoounicated the company’s deeper identity. (“...all
organisations have a corporate identity even thawglall seek to explicitly manage it”, the autistated
earlier.)
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in his lecture notes that ‘corporate identity wasut reality and its communication’) that is,
an the intentionally developed corporate identitgswio be launched. Previous corporate
identity could be characterised by the followinglgems to be solved:

» The quality of the services was rather poor, it tmtle improved. The change had to
be communicated by means of a corporate identibgram as “identity is about...
emphasising that change has taken place” (Olir85:x&).

* The visual identity, before the change, was ratfoégctic and the different colours did
not match. For example, the staff wore grey-bludoams, whereas the dominant
corporate colours were dark blue, yellow. In gehdhe staff uniforms were
heterogeneous (bus drivers: grey trousers andyjetisan drivers: dark-blue trousers
and grey jersey). At the same time, because th&restjamount of staff uniform was
not ensured, they were allowed to wear informalhae in 20% of their working time.
Another visual identity problem was that the colofithe newly purchased trams was
red that did not fit in the traditional yellow tramage.

* Front-line people were not trained in behaviourlyojob descriptions and other
regulations contained instructions about the exgukecbehaviours (e.g. polite
communication).

Some renewals took place in the company even béfi@éaunch of the corporate identity
program, with special regard to tram transporterml and external cleaning of the vehicles
became a priority activity. The vehicles were dated for national holidays; and several
trainings for drivers dealt with the analysis opanger complaints.

These initiatives were undoubtedly remarkable; hawethey did not achieve the expected
results in the lack of an orchestrated corporagatity program

4.3.3. Corporate identity program at Miskolc City Transport Plc

This part of the case study is divided into twotgafirst the corporate identity program
launched in 1997 will be presented subsequentB.34L.) and the second corporate identity
scheme launched in 2006 (4.3.3.2.).

4.3.3.1. The first corporate identity program

Olins (1995:10) suggests that “... in everything tinganisation does, ... it owns, and ... it
produces it should project a clear idea of whet &nd what its aims are. The most significant
way in which this can be done is by making evenghin and around the organisation ...
consistent in purpose and performance and, wheseighappropriate, in appearance too.
Outward consistency of this kind will only be ached ... if it is the manifestation of an
inward consistency... This consistency of purposévdsrfrom the vision or the central idea
and is always the base from which a successfutitgggrogramme can be developed.”

The main values the corporate identity programtbagmphasise were as follows:

» Passenger orientation

» Distinct appearance

» Traditional and

» Environmentally friendly organisation.
The above values can be seen as the tangible gwritvision” or “central idea” of the
company (best described as “Ideal” or “Desired'ntitees in ACID Test terms). They were
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identified by the management, the interviewee rahrbecause they were in charge of
formulating the corporate strategy. It seems toabehallenging future research topic to
contrast this, perhaps idealistic, vision with therent values shared by the staff (Cultural
Identity).

Communicating any of the above values cannot be ae@ successful image-making process
if the basic activity (broadly the products andvemss) of the company (i.e. “what it does”
and how it does it, as Olins puts it; or in othanres, the “Actual Identity”, as it is suggested
by the ACID Test) is not perceived positively by thpinion formers inside and outside the
company. Therefore, the management’s first task twasnprove the services, in terms of
quality and quantity, provided by Miskolc City Tiport Plc. The main changes in the
services were can be briefly summarised in theWahg points:

« “Pay driver” system was introductd

» Drivers were authorised to check tickets (whichuresd communication skills)

» Day-cards and tourist cards were introduced

» Combined pass purchasers began to receive freddines

* New, environmentally friendly buses were purchased

 Two low-floor buses were also purchased in ordeensure safe and comfortable

journey for disabled people.

A new company symbol was designed, as it is gelyetfa cornerstone of corporate identity
programs, the basic colours of which were blueloyeband green. The reason for the choice
was simple: buses are blue, trams are yellow (meg#) and nature is green. It was the
modern stylised abbreviation of the company nane Herved as a basis for the new
logotype. Practically, it only expressed the conypaas modern, it ran buses and trams (no
trolleys) and it paid attention to be environmeugtdtiendly. The slogan, which usually
appears under it, expresses the reliability ofdbimpany to passengers as a corporate brand
promise or “corporate covenant” {Gn the ACID Test): “The reliable travel-mate” (“A
megbizhat6 atitars”).

@ TEL46/340-211/154  [5] 3502 MISKOLC 2 P26
= PAN: 447348-201 sl mrvkroPmeilmatay.n

., UJGYORI FOTER

Exhibit 48: The 1997 Logo and Some of Its Applicaris

Bernstein (1984) suggests that companies can expghesr inner character by way of
behavioural cues apart from the visual ones. Frdr géint of view the latter are more
important than the former. Moreover, Olins (1995¢9phasises that in some companies
identity is especially determined by “the way in ighh they behave... A common
characteristic of such organisations is that thesmost junior staff who have the most contact
with the outside world and are therefore largelgpamsible for establishing how the

“® This terminology is actually in use on London Tspart buses and double-deckers.
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organisation as a whole is perceived.” In shortyvises companies have to pay much
attention to their “behavioural identity” (Csordd$94; Csordas and Fekete, 1997).

Apart from the vehicles and their visual outlodkisithe front-line people who are the face of
Miskolc City Transport Plc for passeng®€rsTheir behaviour and communication exerts a
major influence on how this “organisation as a wehd perceived”, that is why paying
attention to people’s behaviour was very importantheir program. A behavioural change,
therefore, was a cornerstone of the corporate itgestheme; however, it is usually very
difficult to change the way people behave becaheg bften regard it as an offence against
their personality.

People in MALEV Hungarian Airlines Plc., whose nwatiion levels were rather low, had to
work according to new behavioural regulations frome day to another. Both companies
inherited their basic characteristics (the essefitckeir distinct identities) from their tradition
as a ‘socialist large company’. The situation ogkéilc City Transport Plc, however, seemed
to be somewhat even more difficult than that of MALbecause, while the latter operates in
the capital of Hungary, the former is located ire trelatively underdeveloped North-
Hungarian region. The company has a strong retipiower: it is one of the biggest
employers in the region. That is why the questiamengspondent (who was the same person
as one of the interviewees) reported that corpodatetity (in terms of the result of an explicit
program) had almost nothing to do with “retainingople” in the specific case of Miskolc
City Transport Plc, although in general a strond distinct corporate identity should support
this particular HR function.

The company management decided, under those citanoces, to organise personality
development trainings for front-line people. Obly training was not provided for the

whole staff due to financial constraints. Bus drsvbegan receiving it from 1999: every one
of them had to take part in half-day training aienployment where they were taught what
expectations and behavioural norms they had tdifgrenith.

The author wishes to digress at this point. It w&sntioned earlier in this PhD thesis (Chapter
1.2.3.) that there are two people-related subsktslemtity. One is “people’s identity in
organisations” — which is a kind of social identfbehavioural economics also refers to this
category: point 4. in the Introduction), that igople proudly acknowledge that they are
Miskolc City Transport Plc employees; and the otlher“people’s identification with
organisations”, defined as the degree to which MskCity Transport Plc people define
themselves as having the same attributes theyvieetlefine the organisation (Gio&. al.
2000, Duttoret. al. 1994). The author is of the view that if this kioflidentification is the
basis of any other sorts of identifications (e.dentification with behavioural norms).
Nevertheless, the interviewee reported that it massurveyed at the company.

4.3.3.2. The present: the second program

The company changed its (Communicated) corporat&iiy in 2006 because the old one was
found rather obsolete, it did not reflect the modeulture and way of thinking, in other
words, it did not reflect the modern Actual Ideytif the organisation. In ACID Test terms,
there was a misalignment between these two idedititgnsions (as it is the starting point of

“"In this respect this statement is rather marketirignted (the question of “who” in Chapter 3) hesmis
implies that passengers are almost the only taygetp of the company.

133



identity programs in many cases — however, it mighinteresting to discover to what extent
modernity belongs to Actual and to Desired or Iddehtities). Another reason was that the
company became a closely-held public limited comngpavhich had to be shown in the new

logo.

Miskolc Varosi

Kozlekedesi Zrt.
Exhibit 49: The New Logo

First of all, it is worth explaining what this neworporate symbol is trying to reflect.
Environment protection was expressed previouslyhieygreen colour in the logo. This time
however, apart from the purchase of new Neoplaed (35 of them, equipped with EURO 4
engine), environmentally friendliness, as a corf@uabjective, was also put into practice by
giving priority to tram transport: the yellow inneircle represents the intended core activity
(trams) surrounded by blue ‘wings’ (buses). The pany has launched the “Tram Grand
Project” (“Villamos nagyprojekt” — one of the gramdojects), the objective of which was
explicitly contributing to the environment protemti

Miskolc City Transport Plc conducted a survey aignith mapping up the loyalty of its clients.
They called the method they used the “Dominant Ligylndex”. Its result showed that a
general objective should be improving clients’ Satition level which requirement was then
made part of the mission statenf@nThis statement also remarks that committed aricepo
employees are indispensable if passenger satisfiaets well as reliable and safe transport are
to be achieved. Changing employee behaviour, m t@&quires the development of front-line
people, which is also an objective set forth in thission statement. Developing front-line
people is in general a subset of HR developmentiwkhould be the terrain of the HR
department. The personal interview revealed thihoagh the company, in fact, has a
personnel department, it rather deals with admatise matters; training staff in corporate
identity matters was organised by the marketingadepent (which is responsible for
launching and managing the corporate identity mogr Employees receive information
about the company, its mission, vision and strategyuding the basic corporate goals in the
course of those trainings. The interviewee repottet the company values are not at
variance with the basic values of the employeafdabh it can be regarded as a subjective
statement, the objective way to answer this questiould be a survey among employees).

The development of human resource management ig@ge specified in the Corporate
Strategy (2007-2010). Its main areas include thenda of personal career management
programs and the reconsideration of the motivatisiem.

8 Mission and vision statements are part of the mate strategy (2007-2010). This strategy inclustaeral
points that exert a major influence on corporaénfity.
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4.3.3.3. The way ahead

Miskolc City Transport Plc became a member compariMiskolc Holding in summer 2006.
This practically means that its corporate identignnot develop independently of that of
Miskolc Holding, although apparently it is not alem what way it will influence the
company's corporate identity issues.

The current strategic period lasts until 2010: (thegree of the) realisation of the goals set up
in the strategy will obviously instigate changessarious areas which will influence several
aspects of corporate identity management.

4.4. Conclusions

This chapter has dealt with three fundamental ssok the interrelationship between
corporate identity management and human resouroageanent:

1. Do human resource managers view that human resmanagement can benefit from
an explicit management of corporate identity?

2. Do they think that employee behaviour is a fundatadessspect of corporate identity;
and to what extent do they regard the human resowrnetibn being involved in
establishing and managing identity.

3. To what extent are the commonly shared valuestficse shared by employees) taken
as a basis when running an identity programme?alernatively, is the identity
programme exclusively based upon values identligthe management?

Human resource managers view that “Attracting R&Eppldentification / commitment” and
“Cohesion / sense of belonging” are those areat dha mostly assisted by an explicit
corporate identity programme, as far as both tlwsfand their opinions are concerned.
“Retaining Staff”, “Motivating Staff” and “Harmongxl Employee Relations” are those areas
that are not helped either factually or in genbygah corporate identity programme. “Selecting
people” is a special criterion in this sense: tliey not believe that in their organisation
managed corporate identity assists this criterlumwever, corporate identity management
should provide some help with this specific are¢higir opinion. They see “Trust, loyalty” as
being supported by corporate identity, in theiramigation; nevertheless, it is not an area
corporate identity programmes have too much tolawtin their opinion.

As far as employee behaviour being an essentigcasyd corporate identity, the majority of
human resource managers (67.6%) contended thheindrganisations employee behaviour
was a determining factor in corporate identity.432. of the respondents reported that
employee behaviour had no bearing upon corporaetitgt in their organisation, although
half of them indicated that it would be appropriété had.

Regarding the involvement of the human resourcetiom in corporate identity programmes,
27% of human resource managers reported that HRhbableen involved in it at all. The
author argued that it might not come as a surpfisee considers that managing corporate
identity is in general the terrain of marketing gmublic relations in practice. 18.9% of HR
managers stated that the HR function had beenvadah running the programme, which is
not high but it is remarkable all the same. 21.6%he respondents claimed that HR'’s role
had been performing specific tasks set in the eofsthe corporate identity programme.
Some respondent suggested (13.5%) that variousHked issues had emerged as part of the
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programme which were not to be dealt with the humemource function, they were rather
solved at other functional levels. The same progordf human resource managers (13.5%)
argued that although human resources function r@dplayed a role in the corporate

programme but it should.

Another point the author examined in this regard e existence of a behavioural audit as
part of the programme. According to an overwhelmimgjority (59.5%) of the no
“behavioural audit” was carried out within the corgte identity programme, while 24.3% of
them stated that they did not know if this actiwtgs part of the programme. 16.2% of the
human resource managers did not know if a behaad@udit was conducted or not.

Concerning values held by employees being takera dsasis of a corporate identity
programme, the author contended that “althoughe(iployees’ values, their identification
with those values are at the core of corporatetityeand (2) corporate identity management
is a managerial responsibility, managemargeneraldoes not take those values into account
when running an identity programme”.

The last sub-chapter was a case-study prepared taiecompletion of the questionnaire
survey which discussed the main issues of the twvporate identity programs of Miskolc

City Transport Plc. The first scheme was based an basic visionary value statements
identified by the management. Employee behaviows wegarded as a key factor; trainings
were organised, especially to front line peoplee ompany is a large employer in the
region, therefore a strong and distinct corpordemniity had no particular role in retaining

people according to the interviewee. The seconémmehcame into existence together with
several grand projects, one of which was the “T€@mand Project” which served as means to
reach the objective of being an environmentallerfdly corporation. Several HR-related
activities came into question as part of the cajeondentity program but, because the
personnel department rather performs administratsis, they were not involved in the
program; rather the marketing department was ingehaf those tasks.
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SUMMARY

This dissertation is the first PhD thesis on cogp@identity in Hungary and the first one in
the world that sought links between corporate itenand economic theories (more
specifically, evolutionary and behavioural econahicFirst, it has introduced the most
common approaches found in the extant literatuognting out that academic approaches
have become more and more complex and they haesgdiet from earlier definitions that
used to describe corporate identity as an ex@alitpresentation. The author concluded that
by focusing on rather internal aspects of the asgdion, the concept of corporate identity is
getting closer to the original meaning of “identityrherefore, the author suggests that
Hungarian authors take cognisance of this trend évihey do not wish to follow it. There
are corporate-level concerns that are often meatiaiong with the identity concept which
are also described, mentioning some terminologyichwvimay be new in the Hungarian
literature, such as “corporate associations”, “tomesl image”, “identity of/in/with the
organisation”, “corporate covenant”’, etc. A frameko(the “Who-When-Where Model”),
has been added to the literature review in ordent&rpret the often conflicting statements
and definitions in the literature. The author dfésd the main perspectives of the corporate
identity thought (visual perspectives, communiaaiperspectives, organisational identity and
the multidisciplinary approach to corporate identand designed a complex framework to
describe the evolution of the perspectives. Thelutem of the concept has also been
explained by means of corporate identity models Heek relationships between its key
elements. The chapter on the main models alsodaslthe author’'s new version of Balmer’s
ACID Test series, the essence of which is the 8iolu two new dimensions, “construed
image” (“construed-conceived identity”) and “infoancommunication” within a new and
apparently more logical framework. The last chaptehe thesis explicates the author’'s main
hypotheses concerning the possible relationshigs/de® corporate identity and human
resources, keeping in mind that there are othemtpaf contacts as well (e.g. personnel
marketing, employer branding organisational idgnttc.). The author will deal with these
issues in his later works.

Summary of the research results

The results of the research can be summarisesartliesis statements:
T1: Terminology

T2: Further model development

T3 to T5: Relationships between CI management eRartdnagement

Terminology

Although the Anglo-Saxon (mainstream) academicditge interprets Corporate Identity as a
multidisciplinary and complex phenomenon, in Huiygtire “self-presentation” approach is
dominant, mainly based on Birkigt and Stadler's8@RCI mix. The research results are
summarised in the following basic thesis statement:

T1: In order to support the terminological convergace, a comprehensive model of the
development of conceptual categorisations has besat up, which is new not only in the
Hungarian literature but also in the Anglo-Saxon ore.

This statement has been supported by the folloarggments:
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1. The Anglo-Saxon literature/approach (or rather, litezgature written in English) can be
regarded as “mainstream”.

2. There has been a great difference between the mo@adad practitioner approaches in the
Anglo-Saxon literature since the 1990s. While theademic perspectives are
multidisciplinary and complex, practitioners mainigw Cl as “self-presentation”

3. The author's empirical study has also revealeddifference between the academic and
practitioner approaches to corporate identity.

4. A "multidisciplinary approach” to corporate idemtimeans that it is no longer described
exclusively in marketing and/or design terms. Itl&fined as a concept based on various
disciplines. The most powerful contributor to therporate identity concept is
undoubtedly organisational behaviour.

5. Organisational identity, promoted by organisatiori@haviourists, has also been
mentioned as an area related to corporate idebjyitgome Hungarian authors as well.
Nevertheless, in Hungary there is a strict demamcdietween scholarships in these two
identities.

6. In the author’'s view, the definition of corporatéentity is getting closer, although in a
corporate context, to the original meaning (basfinition) of “identity”, Therefore, the
author suggests making a distinction between “aaeadentity” (which every company
has) and “corporate identity management” or “cosp®identity program” (explicit self-
presentation)

7. As a synthesis of the previous two pointszan be stated thatxplicit self-presentation
has to reflect organisational identi(iiriakidou and Milward, 2000).This request is
expressed also via the need to eliminate the incemge between “communicated
identity” and “cultural identity” in the case of Baer's AC'ID and the author's own
permutations.

8. Having synthesised the various categorisationshef ¢orporate identity thought, the
author has set up a model which introduces thosegeoasations in a logical and
comprehensive framework.

2. Further model development

The second thesis statement is related to refiBaimer’s ACID Tests.

T2: The most recent version (ACID™) of Balmer's ACID Test series has beer
completed by the author by adding “construed Image” (C°) and “informal

communication” (C°), which have lead to setting up his new versionhé ACID Test.
Balmer's “REDS*™ ACID Test Process” is then adapted to this finaVersion, called the
“two-step REDS” method. In this way the more complex ACID Test may be applied
more efficiently in practice than the former versias.

The novelty of AC®ID Test can be introduced in terms of its @Jded elementsand (2) its
new structure. There aréwo added identity types:C° = “Construed-Conceived Identity”
(construed image) and °C= “Communicated Identity — Informal” (informal
communications). Ample evidence were introduced stpport the necessity of both
dimensions, here only some important aspects well Highlighted. Construed image
(Construed-Conceived Identity) was part of the aushideas for possible gap analyses in his
MBA Management Project (1994). It is also part oacih and Brown’'s (2006) “Four-
Viewpoints Framework”. Dutton, Dukerich and Hardusiggest that employee identification
is influenced by what they think about the imagehaf organisation (their construed image).
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Employee identification, in turn, affects organisaél reality — that is, Actual Identity
(Melewar, Karaosmanoglu and Paterson, 2005). Ka@k and Millward (2000) also speak
of the importance of corporate identity as perogisy employees and the effect of this
perception on actual identity (at that time actdantity included the cultural aspects). The
other element ismformal communication. Balmer and Soenen (1999), in their discussion of
the original ACID Test, referred to tmempound of formal and informal communications
as “total communications” (Communicated Identity). The author, however, called
attention to a possible misalignment between foravad informal communications. The
structure of the final version of the author is based onA@ID Test (Balmer and Greyser,
2003): it is a four-pointed framework outside theoicircle structure. Its essence is that it
differentiates betweerfhard identity dimensions” (outer circle) and“soft identity
dimensions” (inner circle). The hard factors are reality antbimation/knowledge based,
explicit, overt, etc., whereas the soft ones attully/emotionally based, implicit, covert,
etc. Practitioners may focus mainly on hard factors(those are what they can control
relatively easily),while academics may rather focus on soft dimension@he corporate
identity literature suggest that the academic pmtpes have shifted towards the inner
aspects of the organisations — e.g. He and Bal2@0/)With the help of the new
framework the “two-step REDS™ method, offered by the author, may be interpreted
according to two concepts:

1. The “Two Circles Concept™: in selecting/prioritising (5in REDS) the identity
types to be reconciled with one another, one mangider to bring hard dimensions,
on the outer circle, into alignment (Step 1) anentisoft dimensions, on the inner
circle, (Step 1) and then to eliminate misalignrsdygtween the two circlers (Step 2.)

2. The “Four Interfaces Concept”: first the different hard-soft pairs within one area
should be reconciled concentrating on only onerfiate at a time (Step 1): Actual-
Cultural (Do employees identify with the actualntiey of the organisation? If not:
take steps to get the two identities closer.), Comoated Formal-Informal (Do the
formal and informal communication project the saimag about the organisation? If
not: take steps to get the two dimensions clos&tdal-Desired (Is management’s
vision of the organisation’s identity based onaaéil considerations? If not: take steps
to get the two identity types closer) and ConceiGeastrued Conceived (Do people
organisation view their organisation’s image cowesigy with the real external image?
If not: take steps to make the two identity typeswerge) — and then the four
interfaces (areas): Corporate Identity, Total Coapo Communications, Management
Positioning and Perceptions (Step 2). In this waythe first step only one interface
should be dealt with and then the misalignment olfy dour areas should be
eliminated.

Relationships between Cl management and HR managemte

The author’'s aim was to answer three research iqueswith respect to the relationships
between CI management and HR management. The chsemults (thesis statements) are
also presented in this structure.

Research question 1:The importance of corporate identity in managingnan
resources: can human resource management beoefitn explicit management of corporate
identity as the literature sugge&df so, what are those areas? Having revieweddhgorate
identity literature the author identified eight aseof human resources that are claimed to
benefit from (the outcome of) an explicitly managedporate identity program.
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The following thesis statement can be formulatedtlom basis of the empirical research
findings.

T3: Although the relevant literature suggests thatan explicit Cl program may exert
positive influence on (1) attracting people, (2) $ecting people, (3) retaining staff, (4
motivating staff, (5) cohesion / sense of belongin{p) trust and loyalty, (7) harmonised
employee relations and finally (8) identification /commitment, in fact the areas that can
really benefit from a CI program, according to HR managers, are (1) attracting people
(2) selecting people, (5) cohesion / sense of begiog and (8) identification /
commitment.

“Retaining Staff”, “Motivating Staff” and “Harmonegxl Employee Relations”, although also
listed in the literature as HR functions positivalfected by the result of an explicit corporate
identity program, are basically not supported bypocate identity programmes in the
respondents’ organisations atitey do not even thinthose areas are affected by corporate
identity programmes in general. “Selecting peojded special criterion in this sense: they do
not believe that in their organisation managed @aie identity assists this criterion;
however, corporate identity management should geogome help with this specific area in
their opinion. These results, gained through aestibje research, will be verified by objective
methods (this is part of the author’ future reskangjectives).

Research question 2The existence of people’s behaviour in corpordentity, and
the extent to which the human resource functianuslved when establishing and managing
identity.

Thesis statement four, in the light of the reseédiraings, may be worded as follows:

T4: Although, in accordance with some statements ithe literature, HR managers
regard employee behaviour as a factor which determes a firm’s identity, the HR
function is not involved to a great extent in Cl pograms; basically no behavioural audit
is conducted.

Numerous corporate identity mixes are mentioneth@literature that include “behaviour”
which is interpreted as ‘company and employee hbehavor only ‘employee behaviour'.
This research relates to employee behaviour only.

The majority of the HR managers (67.6%) argued thatheir organisations employee
behaviour is a determining factor in corporate tdgn32.4% of the respondents reported that
employee behaviour had no bearing upon corporatntitg in their organisation.
Nevertheless half of them (16.2%) indicated th&hoagh it is not the case, it would be
appropriate if employee behaviour were an imporfactor in corporate identity programs.

The literature also suggests the involvement ofiBorporate programs. Once it emphasises
the importance of the participation of the humasotgce function in corporate identity
programs, the author found it challenging to tbesise statements. 27% of human resource
managers reported that HR had not taken part ircoingorate identity program at all. This
might not be surprising if one considers that mamagorporate identity is generally the
terrain of marketing and public relations in preeti18.9% of HR managers stated, however,
that the HR function had been involved in runnihg programme, which is not high but it is
remarkable all the same. 21.6% of the respondelsisned that HR’s role had been
performing specific tasks set in the course of toeporate identity programme. Some
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respondent (13.5%) suggested that various HR tklestsues had emerged as part of the
program, however, they were rather solved at dilnestional levels instead of including HR.
The same proportion of human resource managerS%3argued that although HR had not
played any role in the corporate program it shootit be neglected when running a
programme.

Olins (1995:44), when suggesting a process fortistaup and managing the programme” of
corporate identity, points out that it should begith “investigation, analysis and strategic
recommendations” (Olins, 1995:46). As part of thtage he proposes that, among other
audits, a behavioural audit should be carried dime question is whether this kind of
behavioural audit, relating to behaviour, is cafait in the various organisations within their
corporate identity programs.

The empirical study has proven that in fact not ynemmpanies conduct behavioural audits:
An overwhelming majority (59.5%) of the respondeimtsly claimed that no “behavioural
audit” was performed within the corporate idenptpgramme, while 24.3% of them stated
that they did not know if this activity was part tife programme. 16.2% of the human
resource managers did not know if a behaviourait aues conducted or not.

Research question 3:0nce several Cl definitions (and other statementshe
literature) refer to employees’ values as a cowofaof corporate identity (e.g. Balmer,
2001a:280 — “At its core is the mix of employeealues...”), then those values should be
taken into consideration when running corporatatitie programs. The question is if they are
really taken into account, or the explicit “selepentation”™s are rather based on values
formulated by management.

The author has come to the following conclusion:

T5: Although employees’ value mix is at the core aforporate identity according to some
complex definitions, these values do not receive duattention when running explicit
corporate identity programs.

The author asserts in his PhD thesis that idealtparate identity programs should be based
on the identity (in a broader sense) of an orgdioisae.g.. Kiriakidou and Millward
(2000:51) argue that “efforts to manage corpordamtity should reflect the organizational
identity of the company”. They also suggest thatahtual identity of the organisation (which
included employee values at that time) should lkertanto consideration when managing
corporate identity. Abratt (1989) argues that thwakies are at the heart of the identity
formation process. Szeles (1997) also suggestsitthatemployees’ behaviour and their
identification with the company that brings aboheé tconvincing power that presents the
identity of the company towards the outside woAdtn Rekom (1997) contends that
corporate missions/visions, which are claimed tdhieebasis of the CI formation process (e.g.
Alessandri, 2001; Szeles, 1998), tend to ignoraucall values and the attitudes of employees.

One question was examined in this regard: Does geament pay attention to what these
values are, or is the corporate identity prograiit bpon the “desired” and “idealistic” values

set up by management? The results of the empiresdarch suggest that: “although (1)
employees’ values, their identification with thosdues are at the core of corporate identity
and (2) corporate identity management is a maragesponsibility, management in general
does not take those values into account when rgnamidentity programme”. Nearly half

(48.6%) of the respondents claimed that corpordémtity programmes were based upon
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values identified by managers. At the same timeydwer, it has to be noted that a bit more
than one quarter (27%) of the respondents argusdethployees’ values were considered to
be “at the core” also when running the programm#%8Bbelong to the ‘no but not hopeless’
category and 16.2% could not answer the question.

A case-study, analysing the corporate identity pragm of was Miskolc City Transport
Plc, was prepared after the author's Open Discussiobecause of the shortcomings of the
main questionnaire survey. This summary relatebeddR implications only; it does not give
an overview of the whole case-study.

Miskolc City Transport Plc is a services companiieve, following Olins’ (1995) statement,
staff behaviour is a key factor. Employees needdep to or rather identify with certain
behavioural norms, which has to be based on tdemtification with the whole company.
This identification, however, was overshadowed lhgirt low motivation levels, due to the
specific situation of the company (“large sociatismpany tradition” and “being located in a
depressed region”). Attention is being paid to pe’spidentification otherwise those norms
could be applied and controlled with ‘absolutedity’ only. Staff training had, and currently
has, a major role in making employees express tam mlentity-values (identified by the
strategy makers) via their behaviour.

“Retaining power” was one of the HR areas the audéxamined by way of his research in
terms of the influence an explicit corporate idgntnay exert on specific areas of human
resource management. Earlier statement in therthéise suggested that: “In the case of each
criterion, averages in the ‘Opinion’ column arehegthan those in the ‘Facts’ column, which
indicates HR managers’ view about corporate idght@ving greater potential to help human
resource related issues than the actual case.adtespecially true in the case of “retaining
power” where the factual values were two figuragdothan opinion values (in all other cases
the difference was only one). The interviewee reggbm this regard that although in general
a strong and distinct corporate identity shouldpsupthis particular HR function, corporate
identity (in terms of the result of an explicit gram) had almost nothing to do with
“retaining people” in the specific case of Misk@ay Transport Plc as this company is one
of the biggest employer in the region. It calleation to the need for exploring other factors
(apart from corporate identity) influential to aesfic HR area.

Last, but not least, the personal interviews reagk#hat, although the company, in fact, has a
personnel department, it rather deals with admatise matters; training staff in corporate
identity matters was organised by the marketingadepent (which is in charge of launching
and managing the corporate identity programs). Bygas do receive information about the
company, its mission, vision and strategy, inclgdime basic corporate goals as part of those
trainings. The interviewee reported that the compaalues are in fact not at variance with
the basic values of the employees (although ithmnegarded as a subjective statement, the
objective way to answer this question would beraesuamong employees).

Academic implicationf this thesis:

* It has introduced the international terminology sfbadefinitions, complexity of the
concept, new conceptualisations).

» It has put forth the “Who-When-Where Model” whichrges a “map” if someone wishes
to find his or her way through the maze of therditere definitions and statements.
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» |t offers a new, also future-oriented, frameworktiogé categorisation of the disciplinary
perspectives.

» |t points out that plenty of models can be usedafmademic interpretations and research;
Birkigt and Stadler’s (1986) framework, althougfluential, is only one of them.

« The further development of the ACID Tests (AT Test) allows for a new framework for
academic research and it can be applied to illiest@rporate identity definitions.

Implications for practitioners:

» This thesis makes it clear that the success ofrelynmarketing-oriented management of
corporate identity may be implausible without asalg the deeper aspects of the subject
matter.

« The author's version of the ACID Test (AD Test) adds to the applicability of the
REDS method.

* The dissertation highlights that there are areasravlcorporate identity management can
assist human resource management indeed.

» The dissertation calls attention to the fact tharenemphasis should be placed on the
involvement of the HR function in corporate idepfrogrammes.

» Values held by employees should be identified ajpanmh those held by management (e.qg.,
by way of questionnaire surveys, interviews, etc.)

This PhD thesis is originaln that:

» This is the first PhD dissertation in corporatenitity literature in Hungary and the first
one in the world that sought links between corpordéntity and economic theories

* It has set up three new frameworks (models) — sjpecial regards to the “further
development” of Balmer’'s ACID Tests.

It has provided a new perspective for analysingdhelR relationship.

» It has contributed to offering academics a commiatfgrm of understanding in order to
avoid confusion, due to (1) impreciseness of “Téreninology”, (2) “A traditional lack of
dialogue between Anglophone and Non-Anglophone lackoand writers”, (3)
“Multifarious disciplinary perspectives re businedentity” and (4) “The traditional lack
of dialogue between researchers from differentiplises” (Balmer, 2001:251).

The author hopes that this PhD thesis will be aomepntribution towards the improvement
of conceptualising corporate identity in Hungamyddhe corporate identity concept will not
be treated superficially by Hungarian academicsrddeer, the author hopes that the “two
identity concepts”: ‘corporate’ and ‘organisaticnaentities will converge, in spite of the
difference between their Hungarian - translatiarg], last but not least, the role of human
resources will not be neglected in the future, ciheeliterature in general and this empirical
research specifically has suggested that it shioeilhken seriously into consideration.
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FURTHER RESEARCH OBJECTIVES

The author is planning to continue his researdhenfollowing directions:

Continuing literature review in areas related to coporate identity; discovering new
models and establishing logical relationships betwiiose models.

Continuing seeking links between corporate identityand economic theories.This
might be a useful contribution to the existingrhtieire/scholarship of corporate identity.
The author wishes to carry out an in-depth reviéwlerlof and Kranton’s work, and the
related literature listed among their references.

Further research into the HR-CI relationship. (1) Reviewing the HR literature as well
for Cl-related statements; (2) Scrutinising theHR-relationship on the basis of “best
practices” in several companies in the sample isfRD research — interviewing people
responsible for corporate identity programs in #ane companies; (3) finding new
perspectives in the CI-HR relationship, conductoweper surveys; (4) verifying the
results of the subjective methods by way of obyectnes; (5) Involving Akerlof and
Kranton’s work in the research who suggest peoptiEsatities and group identifications
lead to increased motivation (they refer to “mdiivaal capital)” and can help the HR
function (e.g. “Bringing the concept of identitytanthe economics of organizations can
change our understanding of policies such as inmepy and supervision” Akerlof and
Kranton 2005:10; “...identity is an important suppkamh to monetary compensation”,
Akerlof and Kranton 2005:11;)

Testing the ACID Test in cooperation with Professor John M. T. Bémer, with
special regard to the new identity types: “Congtruémage” and “Informal
Communications”; doing further literature reviewtins area

Further development of other existing models in thditerature, e.g. Bernstein’s (1984)
Wheel Model, further developed by Balmer and Grey2@03)

Administering a Bradford-Miskolc comparative study with Trueman (head of the city
identity / city branding program at Bradford Unisgy School of Management). Bradford
has several similarities with Miskolc: industryheic minority, size of population, efforts
to improve city identity/branding, etc. Trueman,her paper (co-authored by Cornelius)
referred to the A@D Test (Trueman and Cornelius, 2006). Perhapsait aiso be a case-
study for testing the AUD Test

Testing the influence of corporate identity on theeconomic performance of a
company, measuring the return on money invested in cotpoigentity. Methods and
formulae listed by Nyarady and Szeles (2004) camidszl to measure reputation. Also,
the effect of corporate identity on competitive adtage may be tested: Balmer and Gray
(2000) argue in their process model that achieemygpetitive advantage is the final goal
of corporate identity management.
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Appendix 1

= .-F'OCUS: THE

CSIRATEGIC - . h D L GUITURAL e COMMUNICATIONS | FASHIONABILITY. = | ORGANIZATION'S
FOCUS =0 .l FacUs - LEOCUs e oo pFOGUS o 0 o LINTEBNAL AND -
. el e b e e e R e ETERNAL
- STAKEHOLDER"S
5.The Corporate-Communications
School:
3.The Behavioral School: Communicating the organization’s Ll Fe
Nurturing a distinct _>| mission and philosophy through formal T
organizational cultural mix corporate communications policies ¥
1.The Strategic School: y T I .

Articulation of corporate mission
and philosophy

2.The Strategic-Visual School:

1
Effecting strategic change L ]
through visual means Y A v \ ¢
A TheVisuakBshavioral 6. The Visual-Communications S
School: School: !
Communlcalylng_w.sualiy the : Communicating the organization’s 7.The Design-as- #7
organization’s distinct culture mission and philosophy visually £oehiah Sthaci: -
Keeping visual elements Ll i
fashionable

Appendix 1.1.: School of Thoughts (Balmer, 1995)

School of Thought Concerned With
Strategic guestions relating to corporate strategy and mositg
Behavioural the role of the employeespecifically withemployee relationsind internal

public relations. The inseparability of corporaderitity and corporate culture
is frequently cited in the literature

Communication School The importance of corporate communications as éhieny a corporation does
in some way communicates the organisation’s idgntitneffective
communications may result in negative stakehol@éecgptions.

Design-As- graphic design to signal changes in corporateegjyat
Strategy

T T Design-As- visual symbolism to encapsulate and communicateetisential values that

Design Behaviour underpin corporate identity.

Schools of| Design-As- noting that visual symbolism can be an effectivenoanications tool in

Thought” | Communication | encapsulating organisational reality.

Design-as- ensuring that corporate graphic design is keptidasile
Fashion School

Appendix 1.2.: Schools of Thoughts. Source: Thomg@005:17) — re-edited by the author
(“the role of employee” and “employee relations” ahighlighted by the author)
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Appendix 2

INTERJU KERD OiV

A kérdéiv célja, hogy PhD disszertacio céljaihoz feltérképezze gyarszagi oktatast
(megkozelitést) £orporate Identity (vallalati arculat) témakorben. A kérdésekre vald
valaszadas onkéntes, és a valaszado neve nenakdig$izertacioban megemlitésre.
Seqitségét éte is nagyon kdszéndm.

1. Oktatott tananyag

1.a. Kérem, hogy adja meg azt az egy vagy néhanyigenzé tankonyvet ill.
tankdnyvfejezetet, amelyet a Corporate ldentity okatdsahoz hasznalnak — ami
legjobban kifejezi az oktatasuk allaspontjat!

1.b. Kérem, hogy adjon meg néhany cikket, amelyet@orporate ldentity oktatasahoz
hasznalnak — ami legjobban kifejezi az oktatdsuk &spontjat!

(1.c. Milyen tétel utal az arculatra a vizsgatételsrban? Milyen valaszt varnak r4?)

156



2. Kutatas

2.a. Torténik-e (tortént-e) kutatas Corporate Identty targykorben az On tanszékén?

2.a.a. Ha igen, mire vonatkozik/vonatkozott konkréan?

2.b. PhD (egyéb akadémiai) kutatas valdsult-e mego@porate Identity témakorben
(esetleg folyik-e jelenleg)?

3. A Corporate Identity megkozelitése az oktatdsban

3.a. Kérem, definialja a Corporate Identity-t! Tobbféle szempontot emlithet, ami fontos
az On szamara.

3.b. Van-e valamilyen kulonbség a gyakorlati szakmgpractitioners”: cégek,
tanacsadok, stb.) és az akadémigacademics” oktatok, kutatdk) CI definicidi k6zott?

3.b.a. Ha igen mi?
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3.c. Az arculat Iényege szerint mennyire sz6l (14§-osztalyozva) az aldbbiakrol?

Periférikus elemek (vizualis) Kdzponti elemek
Kils6 fokuszu Bels fokuszu Holisztikus fokuszu
Taktikai Stratégiai

3. d. Alkalmaznak-e az oktatdsban modell(eke)t, m{ek)et (amik akar a Cl elemeit
tunteti fel, barmilyen folyamatot tikroz, vallalati alkalmazasrél szdl, stb.). Mik ennek az
elemei?

3. e. Mi ennek a modellnek, mixnek a forrasa, melgzakirodalombal idézik? (Ha tébbet
megjeldl az ebéz6 pontban, esetleg azoknal is érdekel.)

3.f. Mely kilféldi szerzék nevei fordulnak elé a corporate identity oktatasakor
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3. g. Milyen kapcsolatban allnak a Corporate Identiy-vel az Onok oktatasaban az
alabbi (néhol hasonl6 vagy atfed) fogalmak?

Megnevezeés

Megjegyzés(mit oktatnak eifl, hogyan kapcsolédik a Cl-
hez, egyéb szempont, stb.)

1. Corporate Image
(vallalati imazs)

2. Corporate Reputation
(vallalati reputacio)

3. Organisational Identity
(szervezeti identitas)

4. Corporate Branding
(Vallalati markézas)

5 Corporate Communications
(vallalati kommunikacio)

6. Visual Identity
(vizudlis arculat)

7. Corporate Personality
(Véllalatszemélyiséq)

8. Marketing
(marketing)

9. Corporate Culture
(Véallalati kultara)

10.Egyéb

Tovabbi megjegyzések:

Még egyszer kdsz6ndm a segitségét ééraforditasat.
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Appendix 3

CULTURAL

ACTUAL

CONSTRUED-
CONCEIVED,

COMMUNICATED,
(INFORMAL)

COMMUNICATED,
(FORMAL)

COVENANTED CONCEIVED
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Appendix 4

PhD kutatasi kérdoiv

Ez a kérdéiv tudoméanyos célokat szolgal, a doktori kutatdsonte sziikséges. Kitdltése dnkéntes. A

kérdéiv anonim modon kerul feldolgozasra, konkrét egyedadatok semmilyen formaban nem kerilnek a

nyilvanossag elé.

A kérdbiv a véllalati arculat HR vonatkozasairdl sz6l ésakbbi harom nagy hipotézis csoport (I.-111.)
verifikaciojat célozza, kiegészitve egy negyedtkyabbi kérdések” kategériaval (1V.). A kérdéscspk az
alabbiak:

I. Az arculat (identitas, Corporate Identity, Cl) jelentésége a human giforrdsok menedzselésében:
az arculat tzleti partnere-e a HR tevékenységnek

Il. A human tényedre val6 odafigyelés az arculat kialakitasa és meneskelése soran, a HR funkcio
bevontsaga az arculati folyamatb&™ a HR (izleti partnere-e az arculatnak?

lll. A kozOsen (alkalmazottak altal is) elfogadott értélend fontossaga: mennyire veszik ezt alapul az
arculatkialakitas soran?

IV. Tovabbi kérdések: HR Branding, arculat-kultdra szorossag

Az egyes kategoria cimek alatt altalanos ,magydtéataadok, hogy értse, mire vagyok és miert kivanc
ezaltal megkdnnyitsem On szamara a valaszadast.

Kérem, valaszoljon az alabbi kérdésekre az On alt&épviselt cégre vonatkozoan!

1.
2.

Az On cégénél kit tudnék arculati kérdések ligyébefelkeresni (opcionalis)?

Cég neve (elhagyhato): (mely a disszertaciéban nem kertil
megemlitésre, a késteket tikosan fogom kezelni, illetve semmilyadat nem kerll harmadik fél kezébe!)

Cég mérete (teljes cég, illetve cégcsoport szinteaolgozok szama alapjan:

6 f
(2.a. Cég mérete azon egység szintjén, ahol atatirprogram lezajlott/zajl®, a dolgozék szama alapjan:
8)
Arbevétele (teljes cég, illetve cégcsoport szinteBP05-ben: forint

(3. a. Arbevétele 2005-ben azon egység szintjél,agharculati program lezajlott/zajlik:

forint)
A nemzetkozivé valasnak melyik fazisa jellemizaz On altal képviselt cégre?
[ ] Hazai cég [ ] Nemzetkozi vallalat [ ] Multinacionalis vallalat [ ] Globalis
véllalat
Amennyiben kilfoldi a vallalat vagy kulféldi érddisgggel is rendelkezik, mekkora a hazai vallatztré
Dolgozoi létszama: 6; f 2005-0s arbevétele:

forint?

Tdbbségi tulajdon szerint a cég:
[ ] Magyar [ ] Kulfoldi [ ] Vegyes
Kérem tiintesse fel a cég szektorbeli hovatartozadat
[ ] Primer szektor [ ] Szekunder szektor [ ] Tercier szektor
Tulajdon szerint a cég:
[] Allami []Magéan
Mélyrehat6 arculati (arculatkialakitasi/valtasi) pr ogram a cégnél (melyre a kérdliv kérdései utalnak):
[ ] folyamatban van; [ ]az elmdlt 1-2 évben zajlott le []3-5 éve zajlott le;

[ ]6-10 évben zajlott le [ ]11 éve vagy anndl régebben zajlott le

(Konkrét arculati kérdések tekintetében szeretmgkneasodik fordulés megkérdezést lefolytatni. Aziegjeldlt személy felé nem adom ki,
nem emlitem a mostani kéiigdben leirtakat.)

Segitségét megkdszénom:
dr. Csordas Tamas, Miskolci Egyetem, Huméaéfdras Tanszék
Mobil telefonszam: 30 / 915-48-27; email ciatkcst@uni-miskolc.hu
Postacim: 3515 Miskolc-Egyetemvaros

49 Tudatos arculatkialakitési vagy arculatvaltasi paog
pl.a Daimler-Chrysler esetében ez a Mercedesitdse esetleg elmaradhat
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I. Az arculat (identitas, Corporate Identity, Cl) j elentésége a human diforrasok menedzselésében: az
arculat Gzleti partnere-e a HR tevékenységnek

Magyarazat: Wally Olins londoni arculati tanacsado szerint gazulat (identitds) design, marketing,
kommunikaciés ébuman efforras eszkdz”, azaz egy megtervezett és menedzseltatabiaculat segiti a HR
tevékenységet. Ezt hipotézisként felfogva az Idésnen arra keresem a vélaszt, hogy ez igaZamazgére
nézvdlletve altalanos véleménye alapjast azaz egy tudatosan megtervezett/menedzselaal@asznara van a
HR tevékenységnek, segiti azt.

1. kérdés: Kérem, 1-5-ig osztélyozza az egyes szemfokat (1: nem jellemé, hogy az arculatnak — =
megtervezett és menedzselt arclilathatasa van az adott tén§iezazOn Altal képviselt cégnél/Altalaban,
személyes véleménye szerinb: teljes mértékben jellerdzhogy az arculatnak hatasa van az adott témgezz
On Altal képviselt cégnél/Altalaban, személyeswéteye szeriit Tovabbi szempontokat is meg tud emliteni a
tablazat als6 2 sordban, ha Ugy érzi van még dhfRuteriilet, amit egy tudatosan megtervezett/meredtdzs
arculat segiteni tud.

Szempontok Az On cégénél| Altalaban
(azaz az alabbiak tekintetében mondhat6-e, hogy egyegtervezett/menedzselt (12345) (vélemény)
arculat HR eszk6z) (12345)

1. Személyzet vonzasg@zaz egy megtervezett/menedzselt arculatd cdy job
munkaeévonzo képességgel rendelkezik)
Megjegyzés:

2. Személyzet kivalasztaséazaz a felveeridszemély arculatba vald illeszkedése
egy tovabbi kivalasztasi szempont a meglemellett)
Megjegyzés:

3. Személyzet megtartasgazaz egy megtervezett/menedzselt arculati cdy job
munkaeé megtarté képességgel rendelkezik)
Megjegyzés:

4. Személyzet motivalasgazaz egy megtervezett/menedzselt arculati cégnél
emberek motivaltabbak)
Megjegyzés:

5. Személyzet dsszetartasanak/0sszetartozasanakésé (az arculatnak hatasa van
az Osszetartas/0sszetartozas érzésre)
Megjegyzés:

6. Bizalom, lojalitds (azaz egy megtervezett/menedzselt arculatnakipdetésa van
a munkavallaléi bizalomra, lojalitasra)
Megjegyzés:

7. Harmonikus munkavallal6i kapcsolatok(egy jol megtervezett/menedzselt
arculatnak pozitiv hatasa van a kapcsolatok harkosnioltara)
Megjegyzés:

8. Azonosulas / elkbtelezettsé@ggy jOl megtervezett/menedzselt arculatnak pozitjv
hatdsa van a munkavallal6k céggel valdé azonosulasrisanta vald elkotelezettségre)
Megjegyzés:

9.

10.

Altalanos megjegyzésdként, ha a fenti két oszlop értékei eltérnek):

%1 Hiszen minden szervezetnek van arculata, de nemegyik foglalkozik vele tudatosan. A kérdések ambtakra vonatkoznak: arculati
(arculatkialakitasi/arculatvaltasi) program keretgéinegtervezett, kidolgozott és addlsiekben menedzselt (a kdrnyezet valtozasat
figyelembe ve¥, ahhoz i@nként hozzaigazitott) arculat
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II. A human ténye#re valé odafigyelés az arculat kialakitasa és menesklése soran, a HR funkcié
bevontsaga az arculati programba: a HR (zleti partere-e az arculatnak?

Magyarazat: Az alabbi kérdésekkel arra keresem a véalaszt, hddiR megjelenik-e egy arculati (Corporate
Identity, CI) programban, ismét hipotézisként fgifa a szakirodalmi megallapitasokat.

Ad. 2. kérdésTdbb, arculatra vonatkoz6 definicié és modell ise@gy cég, tobbek kézott, munkavallaléi
magatartasaval is kifejezheti ,maglizenetét” (éitékéapkarakterét, személyiségét, stb.).

Ad. 3. kérdésFeltételezem, hogy ha az emberi magatartas famtsati tényed, akkor az erre hato véllalati
funkciénak, a HR-nek valamilyen helyet kell kapamarculati folyamatban (programban). A mar entlitéally
Olins odaig elmegy, hogy javasolja HR szakemberwé®lét az arculati programért félelcsapatban (nem
javasolja az arculati program egyetlen osztalyzadit). Ebben a kérdésben arra vagyok kivancsy, éog
megjelenik-e a gyakorlatban, illetve milyen mértékb

Ad. 4. (a, b, c) kérdésVally Olins javaslata szerint egy arculati programegalapozasaként végezni kell
vizualis, kommunikacids és viselkedési auditot (¢hetvizsgalatot / -elemzést), azaz ,jelenleg ez a
formavilagunk (logo, stb.)”, ,igy kommunikalunk” éez jellemz alkalmazottaink viselkedésére, ezen téfiyez
hatarozzak meg azf=,viselkedési audit”).

2. kérdés. Az On cégének példaja alapjan egy cégeatatat meghatarozza-e az alkalmazottak
magatartasa,(vagy az arculat inkabb egy vizualis formavilagomatkoz6 kérdéskor?)

[]lgen, altalanossagban igaz, igy rank nézve isy haglkalmazotti magatartas arculatot meghatéré@zyed
[ ] Nem, az arculat sikere céguink esetében nem fliggrheri magatartastol

[ ] Nem igaz rank nézve, de az lenne a helyes, hecatatban nalunk is benne lenne az emberi magatarta
[ ]Nem tudom

3. kérdés. Kap-e (kapott-e) a HR valamilyen szerepaz arculati programban?

[ ]lgen, az arculati program végrehajtasara alalgyltasapat, melyben részt vettem, illetve a HR dgzth

részt vett valaki

[]lgen, egyes tevékenységeket/feladatokat, melyeka@dati program kapcsan vetek fel (pl.
személyzetfejlesztés/tréning), a HR osztalykellett végrehajtani. Mit konkrétan?

[ ]lgen, tudomasom szerint a legutdbbi arculati progfolyaman felmerlltek HR-es kérdések/feladatok,
csak azokkal nem a HR osztalyt biztak megdhapl. adott egység szintjén oldottak meg)

[ ]Nem, a HR semmilyen médon nem volt (nincs) érirtzeaarculati programban.

[ ] Nem, deszerintema HR-t be kellene vonni az arculati programba.

[ ]Nem tudom

4. kérdés.Tud-e arrdl, hogy a cégnél, az arculati program kapsan végeztek-e viselkedési auditéinég ha
nem is igy hivtak)melynek soran az alabbi HR-es vonatkozasu kérdésalelyikét feltették? (Az ,audit” szé
jelentésatt, Olins nyoman, kb. ,helyzetvizsgélat”, azaz ,elfemz6 a munkavallaléi viselkedésre, illetve ez all
a hatterében”)

4. a. Végeztek-e viselkedési auditot, tudomasa sirer az arculati program kapcsarf?
[ ]lgen [ JNem [ ] Nem tudom
Ha valasza ,igen”, kérem, térjen at a 4. b. kérel@sa ,nem” vagy ,nem tudom”, a 4.c. kérdésre!

4. b. Az aldbbi kérdések felmeriltek-e a ,viselkeds audit” soran? Tobbet is x-elhet.
Az Olins altal javasolt kérdések:

[ ]1. Befektet-e a cég az emberek fejlesztésébe Eyeatfejlesztés)?

[] 2. Allitottak-e fel teljesitmény kdvetelményekatieljesitményt értékelik-e?

[ ]3. Az embereket a teljesitményiik szerint kompegaizal

Egyéb kérdések (szempont: az Olins-féle és sajatrkiések dleljék fel a teljes HR spekrumot):
Felmeriiltek-e az alabbi kérdések a viselkedési auid soran?

[ ]4. A kivalasztas szempontrendszerét attekintetfk-

[ ]5. Megelégedettség vizsgalatot végeznek-e?

[ ]6. Alkalmazotti elkotelezettséget/azonosulastgaiata torténik-e a cégnél?

[ ]7. Figyelmet forditanak-e a csapatérzés vizsgalasa,mi tudat” kialakitasara?

4. ¢ (Amennyiben a 4.a. kérdésre tehat ,nem” vagy ,itedom” volt a valasz)
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Véleménye szerint sziikséges-e az, hogy viselkeddsiitot végezzen egy cég az arculati program kapasa
[ ]lgen: szerintema(z)1 2 3 4 5 6 whuz&érdéseket kellene megfogalmazni ennek kap¢shbet is
bekarikazhat). Szerintem még a kovetkkgrdéseket is fel lehetne

tenni:

[ ] Nem. Vélaszat esetleg indokolhatja:

[ ] Nem tudom eldonteni

lll. A kozosen (alkalmazottak altal is) elfogadottértékrend fontossaga: mennyire veszik ezt alapul az
arculatkialakitas soran?

Magyarazat: John M.T. Balmer, a ,Nemzetk&zi Vallalati Arcul@soport” (International Corporate Identity
Group) alapitdja és vedige arculati definicidinak egyikében az szerepetiyh@z arculat kozéppontjdban a
munkavallalok értékmixe all”. Balmer szerint, tobdh a ,szervezeti arculat” Iényege a munkavallaléi
azonosulas; mig a ,vallalati arculat”; menedzsnfeleiésség, azaz a tudatosan kialakitott arculat &feleti
szinten megallapitott értékeket tikrozi.

5. kérdés: 5.aMennyire tartja igaznak az On altal képviselt céugeve/Altalaban az alabbi allitast? 1-5-ig
osztalyozza (1: nem tartom igaznak ... 5: teljes ékixen igaznak tartom)

Allitas Az On Véleménye

1. Egy jol mikdds arculat alapja a munkavéllaléi azonosulas.”

2. ,A munkavallal6i azonosulas alapja a munkavallalégedettség.”

3.,Az arculati programban megfogalmazott magatadaabéalyokat kénnyebb betartatni
értékekkel/célokkal azonosul6 munkavallaléval, nmeam azonosuléval.”

4. Az arculati programban megfogalmazott magatadaabalyokat konnyebb betartatni
elégedett munkavallaléval, mint elégedetlennel.”

5.b. Forditottak-e figyelmet az arculati program sean a munkavallal6i azonosulasra?

[ ]lgen [ JNem [ ]Nem, mert tudjuk, hogy munkavallaléink azonosuléaiékeinkkel/céljainkkal, ezt

egyéb felméréssel ellériztik. [ ] Nem, mert felmérés nélkil is tudjuk, hogy munkéaléink azonosulnak
[ ] Nem tudom

5.c. Forditottak-e figyelmet az arculati program soan a munkavallaloi elégedettségre?

[ ]lgen [ INem [] Nem, mert tudjuk, hogy munkavallaléink elégedete#t egyéb

felméréssel ellasriztik ] Nem, mert felmérés nélkil is tudjuk, hogy munkéatéink elégedettek
[ ]Nem tudom

6. kérdés.Az arculati programra vonatkozéan, tudomasa szerintfigyelembe vették-e azt, hogy az arculat
altal kifejezni kivant értékeket a munkavallalok atal is igaznak vélt értékekre épitsékyagy csak a vezetés
altal meghatarozott értékeket kozvetiti az arcllanegfelet valaszt x-elje be!

[ ]lgen, a munkavallalok altal is igaznak vélt értékeépitették/épitik az arculatot

[INem, az arculat a menedzsment altal meghatarémétekre alapul(t)

[ ] Nem a munkavallalok altal is igaznak vélt értéleepitették/épitik az arculatot, de igy kellengyhiegyen
[ ]Nem tudom

IV. Tovabbi kérdések: ,HR Branding’-re, illetve ,ar culat és kultira szorossag”-ra vonatkozéan

7. kérdés.Hogyan értékeli az On altal képviselt cég image-& munkaerépiacon (1-5-ig osztalyozva, 1:
rossz ... 5: kivalo)?1 2 3 4 5 (megf@iéarikazza be — elektronikus kitéltés esetén hiadayn
Megjegyzés:

8. kérdés.Munkaer épiaci image, HR Branding
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8.a. Van-e kulon szervezeti szint program arra, hogy a cég javitsa image-ét a munkaépiacon?[ | Igen
[ ]Nem

8.b. Ha ,igen”:
e Hogyan, milyen eszkozokkel teszik ezt?

» Hasznaljak-e erre a ,HR Branding” (HR vagy munkadadérkazas) kifejezést (vagy szinonimajdt)gen
[ ]Nem
Ha igen, mely kifejezést hasznaljak erre?

8.c.Ha ,nem”, sziikségesnek tartja-e, hogy legyen kgkarvezeti szifitprogram arra, hogy a cég javitsa
image-ét a munkaépiacon?

[ Jlgen [ ]Nem []Nem, mert a cégnek e nélkiil is markans poziciajaarmunkaépiacon [_| Nem
tudom

9. kérdés. Arculat-kultira szorossag: Mennyire tarfa igaznak az On altal képviselt cégre nézve/Altakian
az aldbbi allitdst?1-5-ig osztalyozza (1: nem tartom igaznak ... Geteimértékben igaznak tartom)

) Az On cégénél| Altalaban
Allitas (vélemény)

1.,Az arculat kbzéppontjdban a szervezeti kult(td al

2. ,Minden arculatvaltds egyben kultdravaltast igjgl”

3. ,Minden kultdravéltads egyben arculatvaltast is matan von”

10. kérdés.Ha megjegyzése van barmivel kapcsolatban azitalekozil, kérem, itt jelezze!

11. kérdés (potkérdés a 2006. 06. 29. —ig beérkezsthany kérdéiv széveges megjegyzései kapcsan):
Az On cégére nézve az arculat (annak kialakitasmngire vizulis (logo tervezés, ennek rahelyezése
kiilénbos feluletekre, stb.), illetve mennyire komplex, meélyatd (folyamat)? Osztalyozza 1-5-ig (1 = csak
vizualis, 5 = mélyrehato):
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Appendix 5

) Responses
Explanatory variable: “phase

of internationalisation” “Yes” |“No” “No, albeit it would Total
be appropriate”

Count (frequency) 8 3 4 15
Domestic @ L T

% within “phase of 55 50, | 50 092679 100.0%

internationalisation

Count (frequency) 5 2 0 7
International 0 S o

% within “phase of 2, 0. | 55 goy00 100.0%

internationalisation

Count (frequency) 8 1 1 10
Multinational o S o

% within “phase of g, o0, | 10 09410.0% 100.0%

internationalisation

Count (frequency) 3 0 0 3
Global o S o

% within “phase of 1,5 500005 | o 100.0%

internationalisation

Count (frequency) 24 6 5 35
Total

% within “phase of
internationalisation”

Appendix 5.1.: Does employee behaviour determine ithentity of an organisation..

68.6% | 171%) 14.3% 100.0%

) Responses
e e “No, albeit it would be Totl
majority ownership “Yes” |“No” app’r opriate”
Count (frequency) 9 4 4 17
Hungarian % within —*majority | o, g0, | 93 50,23 50% 100.0%
ownership”
Count (frequency) 14 2 2 18
Foreign % within —“majority | ;7 a0, | 19 19411.10 100.0%
ownership”
Count (frequency) 1 0 0 1
Joint venture % within *majority |, 600 006 | 0% 100.0%
ownership” ' '
Count (frequency) 24 6 6 36
% of Total % within - “majority o201 70016 706 100.0%
ownership” ' ' '

Appendix 5.2.: Does employee behaviour determineitkentity of an organisation.s.
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Explanatory variable:
“sector”
) Count (frequency)
Primary —
% within “sector”
Count (frequency)
Secondary —
% within “sector”
_ Count (frequency)
Tertiary —
% within “sector”
Count (frequency)
Total

% within “sector”

Responses

»Yes” |.No” ;l\pl)g,ropﬁ;?:’i’t
4 2 3

44.4% 22.2%) 33.3%

9 1 1
81.8%/9.1% | 9.1%

12 3 2

70.6%)17.6%)11.8%
25 6 6
67.6%)16,2%)16.2%

be Total

9
100.0%
11
100.0%
17
100.0%
37
100.0%

Appendix 5.3.: Does employee behaviour determineitfentity of an organisation.,.

) Responses

Explanatory variable:
“ownership” Yes” |.No’ »NO,

Count (frequency) |7 0 3
State-owned 0 ithi

oo o within 20 006/ 0% | 30.0%

ownership

Count (frequency) |18 5 3
Private 0 ithi

i Wt 69 206 19,206 11.50%

ownership

Count (frequency) |25 5 6
Total % within

“ownership”

69.4% 13.9%|16.7%

appropriate”

would be Total

10

100.0%

26

100.0%

36

100.0%

Appendix 5.4.: Does employee behaviour determineitkentity of an organisation.s.
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Explanatory
variable: “phase
of int.”

Domestic

International

Multinational

Global

Total

Responses

“HR “‘HR
involved in [implemented
running specific
programme” |tasks”

Count >

(facy)

%  within

“phase of 20.0% 13.3%

int.”

Count 0

(facy)

%  within

“phase of 14.3% 0%

int.”

Count 4

(facy)

%  within

“phase of 20.0% 40.0%

int.”

Count 1

(facy)

%  within

“phase of 33.3% 33.3%

int.”

Count

(facy) ' !

%  within

“phase of 20.0% 20.0%

int.”

“HR- “HR

related did “HR not

issues not | involved, don't | Total
were take |albeit it Know”

raised, part | should

HR not  at be”

entrusted” | all”

1 4 4 1 15
6.7% 26.7926.7% 6.7% | 100.0%
1 4 1 0 7
14.3% 57.1%44.3% 0% 100.09%
2 2 0 0 10
20.0% 20.020% 0% 100.0%
0 0 0 1 3

0% 0% 0% 33.3%4.00.0%
4 10 5 2 35
11.4% 28.6%4.3% 5.7% | 100.0%

Appendix 5.5.: Has HR played any role in the corjbe identity programmes?
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Explanatory
variable:
“majority
ownership”

Hungarian

Foreign

Joint-venture

Total

Count

% within
“majority
ownership”

Count

% within
“majority
ownership”

Count

% within
“majority
ownership”

Count

%  within
“majority
ownership”

Responses

“HR “HR
involved in |implemented
running specific
programme” |tasks”
3 2
17.6% 11.8%
3 6
16.7% 33.3%
0 0

0% 0%

6 8
16.7% 22.2%

“HR-

related “HR “HR not

issues did not involved, don't | Total
were take albeit it Know”

raised, part at should

HR not all” be”

entrusted”

1 6 4 1 17

5.9% 35.3% 23.5% 5.99% 100/0%
4 3 1 1 18
22.2% 16.7% 5.6% 5.69 100/0%
0 1 0 0 1

0% 100.09d0% 0% 100.0%

5 10 5 2 36
13.9% 27.8% 13.9% 5.6% 100,0%

Appendix 5.6.: Has HR played any role in the corjabe identity programmes?
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Explanatory
variable: “sector

Count
Primary \(Zoithin
“sector”

Count
Secondary %

within

“sector”

Count
Tertiary % .

within

“sector”

Count

Total %
within
“sector”

Responses

“HR
involved in
running

programme

”

22.2%

18.2%

17.6%

7

18.9%

“HR- “HR
“ related did “HR not
HR . .
. issues not involved
implemented k Ibei
specific were take |albeit
tasks” raised, part | should
HR not  at be”
entrusted” | all”
2 0 3 2
22.2% 0% 33.3122.2%
3 3 2 1
27.3% 27.3% 18.2%9.1%
3 2 5 2
17.6% 11.8% 29.4%1.8%
8 5 10 5
21.6% 13.5% 27.0%3.5%

' don't |Total
know”
0 9
0% 100.0%
0 11
0% 100.0%
2 17

11.8%)|100.0%

2 37

5.4% | 100.0%

Appendix 5.7.: Has HR played any role in the corjbe identity programme;?

Responses
HR- HR R ot
Explanatory “HR “HR related did U ed
Yarlable:_ § involved i implemented issues werenot . T don't Total
ownership running specific raised, HR take " " know”
programme” | tasks” not part be”
entrusted” |at all”
Count 2 3 0 2 2 1 10
State-owned | ithi
,fgwne‘r";';?g} 20.0% 30.0% 0% 20.0920.0% | 10.0% 100.0%
Count 5 5 5 7 3 1 26
Private 0 ithi
,{‘;Wﬂe‘r";';?g} 19.2% 19.2% 19.2% 26.99%41.5% | 3.8% | 100.0%
Count 7 8 5 9 5 2 36
Total 0 ithi
“/O"W”e‘r";';?;)’,? 19.4% 22.2% 13.9% 25.0943.9% | 5.6% | 100.0%

Appendix 5.8.: Has HR played any role in the corjbe identity programmes?
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Explanatory variable:
internationalisation”

“phase of

Domestic

International

Multinational

Global

Total

Appendix 5.9.:
Explanatory variable: “majority
ownership”
Hungarian
Foreign

Joint venture

Total

Count (frequency)

% within “phase
internationalisation”

Count (frequency)

% within “phase
internationalisation”

Count (frequency)

% within “phase
internationalisation”

Count (frequency)

% within “phase
internationalisation”

Count (frequency)

% within “phase
internationalisation”

Responses

Was a behavioural audit carried ouf,.

Count (frequency)

% within
ownership”

“majority

Count (frequency)

% within
ownership”

% of Total

“majority

Count (frequency)

% within
ownership”

“majority

Count (frequency)

% within
ownership”

“majority

| :nowgon:t Total
> |0 4 15
Of 13.3% 60.0% 26.7% | 100.0%
1 5 |1 7
Of 14.3% 71.4% 14.3% | 100.0%
1 7 |2 10
of 10.0% 70.0% 20.0% | 100.0%
> o |1 3
Of 66.7% 0% 33.3% | 100.0%
6 |21 |8 35
Of 17.1% 60.0% 22.9% | 100.0%
Responses
wves® [No® “klnown dont | Total
1 11 |5 17
5.9% | 64.7%  29.4% 100.0%
5 |9 4 18
27.8% 50.0% | 22.2% 100.0%
13.9% 25.0% | 11.1% 50.0%
o |1 0 1
0% | 100.0% 0% 100.0%
6 |21 |9 36
16.7% 58.3% | 25.0% 100.0%

Appendix 5.10.Was a behavioural audit carried out..3?
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Responses

Explanatory variable: “sector” Total
“Yes” |“No” |“l don’t know”
) Count 0 6 3 9
Primary - ,
% within “sector” |0% 66.7% 33.3% 100.0%
Count 2 5 4 11
Secondary e |
% within “sector” |18.2%)| 45.5%) 36.4% 100.0%
) Count 4 11 2 17
Tertiary = ,
% within “sector” |23.5% 64.7%11.8% 100.0%
Count 6 22 9 37
Total — |
% within “sector” |16.2%) 59.5%)24.3% 100.0%
Appendix 5.11.Was a behavioural audit carried out..4?
Responses
Explanatory variable: “ownership” Total
“Yes” “No” |“l don't know”
Count (frequency) 1 7 2 10
State-owned
% within “ownership 110.0%) 70.0% 20.0% 100.0%
; Count (frequency) 5 14 7 26
Private
% within “ownership” 119.2%) 53.8% 26.9% 100.0%
Count (frequency) 6 21 9 36
Total
% within “ownership 116.7%) 58.3% 25.0% 100.0%

Appendix 5.12.Was a behavioural audit carried out..5?
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Responses

Explanatory variable: “phase “No, “I don't Total
of internationalisation” “Yes” “No” although it know”
should be”

Count (frequency) 3 6 3 3 15
Domestic 0 S @

% within “phase of|,, 401 15 004 20.00% 20.0% | 100.0%

internationalisation

Count (frequency) 3 4 0 0 7
International 0 ithi u

% within “phase of ,, g/ 57 194 0ot 0% 100.0%

internationalisation

Count (frequency) 2 5 0 3 10
Multinational 0 ithi u

% within “phase of ,, q. 50 004 00 30.0% | 100.0%

internationalisation

Count (frequency) 2 1 0 0 3
Global 0 ithi “

% within “phase  of ¢ 79 33 304/ 004 0% 100.0%

internationalisation

Count (frequency) 10 16 3 6 35
Total 0 . .

% within _“phase of| g co/ 45 705 8 69 17.1% | 100.0%

internationalisation”

Appendix 5.13.: Has the corporate identity progrararheen based on values shared also by
employees...?

Responses
Explanatory variable: | don't
PRI it Total
majority ownership Yes” | .No” gﬂguﬁlgﬁygh it ow”
Count (frequency) 5 6 3 3 17
Flungarian % within “majority | »q 40, 35 304 17.6% 17.6% | 100.0%
ownership” ' ’ ’ ' '
Count (frequency) 5 11 0 2 18
Foreign % within *majority | 57 go 61 196 0% 11.1% | 100.0%
ownership”
Count (frequency) 0 0 0 1 1
Jont-venture % within “majority | o, | gop | qop 100.0% | 100.0%
ownership” ' '
Count (frequency) 10 17 3 6 36
Total % within “majority | 7 go, 47 204 8 396 16.7% | 100.0%
ownership”

Appendix 5.14.: Has the corporate identity progrararhbeen based on values shared also by
employees...?
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) Responses
Explanatory variable:

“sector” wes “Nov | ‘No. although it “I dont Total
should be” know”
Count 5 5 0 ) 9
i (frequency)

Primary ; —
Yo WIthin 55 206 55.6% 0% 22.2% 100.0%
sector
Count 5 5 0 1 1
(frequency)

Secondary ; —
% Within | 4g 506 4550 0% 9.1% 100.0%
sector
Count 3 8 3 3 17

_ (frequency)

Tertiary ; —
% Within |2 606 47.19% 17.6% 17.6% 100.0%
sector
Count 10 18 3 5 37
(frequency)

Total . —
% WIIN 52 006 48.6% 8.1% 16.2% 100.0%
sector

Appendix 5.15.: Has the corporate identity progrararheen based on values shared also by
employees...?

) Responses
Explanatory variable: N T P Total
“ownership” wyaern unan | NO, although it |“ on'’t
P VeS| Ve should be” know”

Count (frequency) |3 3 3 1 10
State-owned 0 ithi

% _ within |54 604 30,09 30.0% 10.0% 100.0%

ownership

Count (frequency) |7 15 0 4 26
Private 0 ithi

0 _ Within |55 996 57.79% 0% 15.4% 100.0%

ownership

Count (frequency) |10 18 3 5 36
Total 0 ithi

e _ WIthin 5 806 50.0% 8.3% 13.9% 100.0%

ownership

Appendix 5.16.: Has the corporate identity progrararheen based on values shared also by
employees...3?
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