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Day 1 – Thursday 22nd March 

 
08.45 - 09.10 Arrival & Registration (Annan Suite) 
 
09.10 - 09.30 Welcome - Shaun Powell & John Balmer (Beauly Suite) 
 
09.30 - 10.30 Session 1 (Chair - Shirley Leitch)  
 

a) Marketing as a Comprehensive Component of Corporate Leadership - Klaus-Peter Wiedmann, Leibniz 
University of Hannover, Germany. 

 
b) Balmer’s ACID Tests: Past, Present and a Possible Future - Tamás Csordás, University of Miskolc, 

Hungary. 
 
10.30 - 10.55   Refreshments  
 
10.55 - 12.25   Session 2 (Chair: John Balmer) 
 

a) Organisational Identity and the Creative Brand - Shaun Powell, Heriot Watt University, Edinburgh. 
 
b) The Interaction between Organisational Identity and Corporate Reputation - Eva Goutzamani, Athens 

University of Economics and Business, Greece. 
 
c) Relationship Outcomes as Determinants of Reputation - Peggy Simcic Brønn, Norwegian School of 

Management, Oslo. 
 
12.25 - 13.45 Lunch (Esk Suite) 
 
13.45 - 14.30   Nokia Guest Presentation (Chair: Nicola Marziliano)  

 
Louise Proddow (VP NET Marketing) - 30 minute presentation followed by 15 minutes for open 
discussion 

 
14.30 - 15.35   Session 3 (Chairs: Klaus-Peter Wiedmann & Temi Abimbola) 

 
a) Corporate Brands with a Heritage - Mats Urde (Lund University), Stephen A. Greyser (Harvard 

Business School), John M.T. Balmer (Bradford University).  
 
b) Corporate Behaviour vs. Brand Behaviour – Towards an Integrated View? - Tim Oliver Brexendorf & 

Joachim Kernstock, Competence Centre of Brand Management, University of St. Gallen, Switzerland. 
 
15.35 - 16.00   Refreshments 
 
16.00 - 17.00  Session 4 (Chair: Stephen Greyser) 
 

 
a) Understanding the Pitfalls of Corporate Rebranding - Manto Gotsi & Constantine Andriopoulos, Brunel 

University, London. 
 

b) CSR Expectations: the Focus of Corporate Marketing - Urša Golob & Klement Podnar, University of 
Ljubljana, Slovenia. 

 
19.45  Symposium Dinner - Tempus Restaurant (George Hotel, George Street) 

 



 
 

Day 2 – Friday 23rd March 
 
09.15 - 10.45  Session 5 (Chairs - Johan van Rekom & Wim Elving) 
 

a) Retooling the Corporate Brand: A Foucauldian Perspective on Normalisation and Differentiation - 
Shirley Leitch & Judy Motion, University of Wollongong, Australia. 

 
b) A Constructionist Philosophy for Approaching Corporate Identity: An Evolving Corporate Marketing 

Perspective - B.O. Otubanjo & T.C. Melewar, Brunel University, London. 
 

c) Corridors of Power? City Branding in the Street - Myfanwy M. Trueman & Alison J Killingbeck-Widdup, 
Bradford University with Nelarine Cornelius, Brunel University, London. 

 
 
10.45 - 11.15  Refreshments 
 
11.15 - 12.45  Session 6 (Chair - TC Melewar) 
 

a)   Corporate Reputation, Identity and Image - Findings of an Empirical Study on the United Kingdom’s 
Armed Forces - John R Thomson, Napier University, Edinburgh & Bill Donaldson, Robert Gordon 
University, Aberdeen. 

 
b)   Internal Branding to Ensure Employees’ Brand Promise Delivery - Khanyapuss Punjaisri & Alan M. 

Wilson, University of Strathclyde, Glasgow. 
 
c) E-Viral-Dialogue, Evangelism and Advocacy: A Customer Oriented Approach to Nurturing Corporate 

and Brand Reputation – Temi Abimbola, Warwick University. 
 

12.45 - 14.00  Lunch  
 
14.00 - 15.30  Session 7 (Chair - Bill Donaldson) 

 
a) Hilton. The Siamese Twins Syndrome and the Shared Ownership of Corporate Brands - John M.T. 

Balmer & Irene Thomson, Bradford University. 
 
b) Corporate Brand Identification Hierarchy: Legalisation, Realisation, Actualisation - John M.T. Balmer 

& Mei-Na Liao, Bradford University. 
 
c) An Empirical Case Study of Building a Business School Brand: a Multidisciplinary Approach to 

Corporate Branding in the Context of Corporate Marketing - Weiyue Wang & John M.T. Balmer, 
Bradford University. 

 
d)   Communicating the Creative Service Brand – Shaun Powell &  Chris Dodd, Heriot Watt University, 

Edinburgh. 
 

15.30 - 15.55  Refreshments 
 
15.55 - 16.50  Symposium Summary – Discussion 
 

Panel:  Shirley Leitch (Session 1); John Balmer (Session 2); Nicola Marziliano (Nokia Session); 
Temi Abimbola (Session 3); Stephen Greyser (Session 4); Johan van Rekom & Wim Elving 
(Session 5); TC Melewar (Session 6); Bill Donaldson (Session 7). 

 
16.50 – 17.00  Symposium Closure: John Balmer & Shaun Powell 



 
 
Post symposium report written for ICCOMS by Dr Chris Dodd (School of Management 
and Languages - Heriot Watt University) 
 
 
9th International Symposium of the International Corporate Identity Group 
Balmoral Hotel, Edinburgh, UK. 
 
Theme: ‘Corporate Marketing and the Branding of the Organisation’ 
 
 
During March I had the pleasure of accepting an invitation to join the delegates at the 9th 
International Symposium of the International Corporate Identity Group, organised and hosted 
by Dr Shaun Powell (Heriot Watt) with consulting support from Professor John Balmer 
(Bradford) and Professor TC Melewar (Brunel). The two-day symposium aimed to reflect the 
upsurge in scholarly interest in corporate marketing and the branding of the organisation.  The 
relevance of the symposium location was not lost on delegates.  Held in the imposing 
surroundings of the Balmoral Hotel with views across Princes Street Gardens to Edinburgh 
Castle, there could be few more relevant backdrops than this thousand year old symbol of 
Edinburgh’s status and continued success as a world brand player.   
 
The event embodied a friendly collegiate spirit, bringing together pre-eminent authors in the 
field from around the world, such as Stephen Greyser (Harvard), John Balmer (Bradford) and 
Klaus-Peter Wiedmann (Leibniz, Hannover), within a supportive environment alongside other 
experienced post-doctoral researchers and doctoral students. This approach worked well, with 
presentations typically receiving critical appreciation that allowed further discussion and the 
transfer of insight and value throughout the group.   
 
 

 
 
Picture: from left to right Dr. Shaun Powell (Heriot-Watt), Prof. John Balmer (Bradford), Prof. Klaus-Peter 
Wiedmann (Leibniz, Hannover) and Prof. Stephen Greyser (Harvard) 
 
The content of the presentations was varied and challenging. The symposium began and 
concluded with discussions on the collective understanding of corporate and organisational 
marketing, both within and outwith the active body of researchers in the field.  This discussion 
was evident within a number of presentations that considered alternative and developmental 



understandings of corporate marketing and branding for both theoretical and practitioner 
benefit.  More specific topics included Organisational Identity, Employee Identity, Corporate 
Reputation, Organisational Creativity, Internal Branding, Communicative Branding, Corporate 
Branding, Services Branding and Corporate Social Responsibility, with insights offered from a 
range of practitioner contexts including creative industries, telecommunications, luxury hotels, 
local councils, the armed forces, business schools, universities and marketing agencies.   
 
We were also treated to a presentation from an industry leader via Louise Proddow (Vice 
President for Marketing at Nokia). Louise presented an overview of a brand merger between 
Nokia and Siemens which she and her team had been planning for the past 6 months, due for 
launch only a few days after the symposium. The presentation also covered some of the 
problems and pitfalls in the process. 
 
Personally, I was particularly intrigued by a couple of themes.  First, Mats Urde (Lund), 
Stephen Greyser (Harvard) and John Balmer (Bradford) explored ‘Corporate Brands with a 
Heritage’, offering insights originally developed through in-depth analysis of European 
monarchies to develop a definition of the heritage brand.  This would seem to offer clear value 
to corporate marketers looking to unlock a seemingly under-utilised resource.  Second, 
Myfanwy Trueman, Alison Killingbeck-Widdup (Bradford) and Nelarine Cornelius (Brunel) 
explored the notion of city branding.  Myfanwy presented Bradford as a context to explore the 
value of identifying urban corridors that, through focused regeneration involving local 
communities, may help to foster re-juvenated identities at a personal and social level.  This 
could ultimately transform the conceptualisation of a city’s brand from the inside out. John 
Thomson (Napier) and Bill Donaldson (Robert Gordon) also presented interesting and topical 
empirical research looking at the corporate reputation, identity and image of the United 
Kingdom’s armed forces, which stimulated a great deal of discussion. I’m confident that the 
delegates will remember this event fondly and leave with extremely positive impressions of 
both Edinburgh and Heriot-Watt.  The symposium’s success was not least due to the hard 
work and diligence of Shaun and his team, which included volunteer student members from 
his own ‘Corporate Marketing’ class at the University.   
 
 
 
 
 

                    
 
       Professor Stephen Greyser (Harvardl)                         Delegates enjoying a lunch in the Balmoral Hotel 
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Day 1 
 
Session 1  
 

a) Marketing as a Comprehensive Component of Corporate Leadership - Klaus-Peter Wiedmann, Leibniz 
University of Hannover, Germany. 

 
b) Balmer’s ACID Tests: Past, Present and a Possible Future - Tamás Csordás, University of Miskolc, 

Hungary 
 
 
 
Session 2  
 

a) Organisational Identity and the Creative Brand - Shaun Powell, Heriot Watt University, Edinburgh-  
 
b) The Interaction between Organisational Identity and Corporate Reputation - Eva Goutzamani, Athens 

University of Economics and Business, Greece  
 
c) Relationship Outcomes as Determinants of Reputation - Peggy Simcic Brønn, Norwegian School of 

Management, Oslo  
 
 
Session 3  

 
a) Corporate Brands with a Heritage - Mats Urde (Lund University), Stephen A. Greyser (Harvard 

Business School), John M.T. Balmer (Bradford University)  
 
b) Corporate Behaviour vs. Brand Behaviour – Towards an Integrated View? - Tim Oliver Brexendorf & 

Joachim Kernstock, Competence Centre of Brand Management, University of St. Gallen, Switzerland  
 
 
Session 4  

 
a) Understanding the Pitfalls of Corporate Rebranding - Manto Gotsi & Constantine Andriopoulos, Brunel 

University, London  
 

b) CSR Expectations: the Focus of Corporate Marketing - Urša Golob & Klement Podnar, University of 
Ljubljana, Slovenia 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



Day 2 
 
Session 5  
 

a) Retooling the Corporate Brand: A Foucauldian Perspective on Normalisation and Differentiation - 
Shirley Leitch & Judy Motion, University of Wollongong, Australia  

 
b) A Constructionist Philosophy for Approaching Corporate Identity: An Evolving Corporate Marketing 

Perspective - B.O. Otubanjo & T.C. Melewar, Brunel University, London  
 

c) Corridors of Power? City Branding in the Street - Myfanwy M. Trueman & Alison J Killingbeck-Widdup, 
Bradford University with Nelarine Cornelius, Brunel University, London  

 
 
 Session 6 
 

a) Corporate Reputation, Identity and Image - Findings of an Empirical Study on the United Kingdom’s 
Armed Forces - John R Thomson, Napier University, Edinburgh & Bill Donaldson, Robert Gordon 
University, Aberdeen  

 
b) Internal Branding to Ensure Employees’ Brand Promise Delivery - Khanyapuss Punjaisri & Alan Wilson, 

University of Strathclyde, Glasgow  
 
c) E-Viral-Dialogue, Evangelism and Advocacy: A Customer Oriented Approach to Nurturing Corporate 

and Brand Reputation – Temi Abimbola, Warwick University  
 
 
Session 7  

 
a) Hilton. The Siamese Twins Syndrome and the Shared Ownership of Corporate Brands - John M.T. 

Balmer & Irene Thomson, Bradford University  
 
b) Corporate Brand Identification Hierarchy: Legalisation, Realisation, Actualisation - John M.T. Balmer 

& Mei-Na Liao, Bradford University 
 
c)  An Empirical Case Study of Building a Business School Brand: a Multidisciplinary Approach to 

Corporate Branding in the Context of Corporate Marketing - Weiyue Wang & John M.T. Balmer, 
Bradford University  

 
d) Communicating the Creative Service Brand, Shaun Powell & Chris Dodd, Heriot Watt University, 

Edinburgh  
 

 

 
 
 
 
 
 
 
 



 
Marketing as a Comprehensive Concept of Corporate 

Leadership 
 

 
Reviewing the “official definition of marketing“ empowered by the American Marketing Association 
 
 
Klaus-Peter Wiedmann, Institute of Marketing and Management,  
Leibniz University Hannover 
 
 
Abstract 
The discussion of broadening and deepening marketing has a long tradition, and has led, for instance, to 
the understanding of marketing as a comprehensive concept of corporate and organizational leadership 
which also found its way to implementation in practice. However, an initiative to support research in the 
area of corporate and organizational marketing, as aspired with the help of the “International Centre for 
Corporate & Organizational Marketing Studies” seems to be necessary against the background of recent 
developments within important associations of marketing scholars. Especially, the attempt of providing 
an official definition of marketing within the American Marketing Association (AMA) should be 
emphasized as an example of reducing the meaning of marketing too far.   

In the present paper the official AMA definition of marketing in reviewed critically against the 
background of a list of requests on the part of companies´ practice as well as societal demands. 
Subsequently, a reconstruction of modern marketing thought is sketched which is summarized in a 
proposal of a workable definition with regard to corporate marketing. Reducing the perspective on 
corporate marketing, and therefore seeing marketing only from the micro-level of firms respectively 
business companies, is, of course also a quite narrow view. However, it seemed to be necessary to start 
with in a first step - which only was attempted by the author.   

For a first and brief insight into the discussion it might be helpful to contrast between the official 
marketing definition of the AMA and the definition presented by the author: 

a)  AMA’s definition:  „Marketing is an organizational function and a set of processes for creating, 
communicating, and delivering value to customers and for managing customer relationships in ways 
that benefit the organization and its stakeholders.“ 

b)  Wiedmann’s definition, only focussed on corporate marketing: “Marketing is  

• a comprehensive – normative, strategic, and operative - concept of corporate leadership which is  
• consequently anchored within the whole corporate culture, and 
• focusing on the systematic and bottleneck-oriented creation and implementation of the exchange 

processes with all relevant stakeholders, and along the whole company 
• to build and maintain corporate value along with continuously creating a progress in fulfilling 

the stakeholders needs in line with overall quality of life and a desirable societal development.” 
 
All components mentioned in the corporate marketing definition are illustrated with the help of concrete 
examples of practical implementation.  

 

 



Balmer’s ACID Tests: 
Past, Present and a Possible Future 

 
Tamás Csordá, University of Miskolc, Department of Human Resources, Miskolc, 

Hungary 
 

 

Purpose – The purpose of this paper is to introduce the evolution of Balmer’s ACID Test series, in a 
comprehensible framework (past and present), and to propose a new final version (possible future) that 
may provide new insights for research and practical work to both academics and practitioners. 

Methodology/Approach – This paper is based upon a review of literature, with special regards to the 
ACID Tests. One of the elements has already been suggested by the author in his MBA Management 
Project (1994), in which he argued that there are areas of mismatch which need to be eliminated for a 
consistent corporate identity projection. 

Findings –The author suggests, based on logic and literature review, that “construed image” 
(“construed-conceived identity”) should be an element of the ACID Test and “non-controllable” 
communication should be included as a separate identity-type. 

Practical/Managerial implications – The main implication of the final version (AC6ID Test) is that it 
adds to the applicability of the “REDS2 ACID Test Process™” by suggesting two ways of prioritising 
the identity-types that are to be brought into alignment. 

Originality/value – The author recognises that Balmer’s ACID Tests are trademarked and the 
recommended new elements have long been found in the literature, although not as part of the ACID 
Tests. The final version is original in that, apart from the suggested identity-types, it presents a new, 
consistent, logical and thus comprehensible structure. It may be a starting point for new research. 

Keywords – Corporate identity, Construed image, REDS2, Informal / Non-controllable communications 

Paper type – Viewpoint 

 

 

 

 

 

 



Organisational Identity and the Creative Brand 

Shaun Powell, Heriot Watt University, Edinburgh 

 
Dr Shaun Powell is a lecturer within the School of Management and Languages at Heriot Watt 
University, Edinburgh. His current research interests include the marketing of services and he 
specialises in corporate marketing, corporate identity and corporate branding. He is also the co-founder 
of the International Centre for Corporate Marketing Studies (www.corporate-marketing.org) 
 
Purpose  - Worldwide, the creative industries are growing faster than other economic sectors and the 
management of creative, Small to Medium Sized Enterprises (SMEs) is often conducted via intuition 
and informality. In addition, such organisations are knowledge based and therefore mainly rely on their 
own employees and internal processes for enhancing creativity in their work, which in turn enhances 
their creative reputation and strengthens their organisational brand. This research uses an interpretative 
and inductive case study approach, based upon thematic network analysis, to empirically explore 
organisational identity and creativity. Its aim is to uncover their relationship with the creative brand, 
within a business-to-business context. 
 
Design/methodology/approach - The paper begins by identifying and defining the creative industries 
and workers from a UK perspective. The second section focuses upon creativity and organisational 
identity and their potential relevance for the creative brand. The third section outlines the 
methodological aspects of the study conducted, outlining the inductive case study approach. This 
incorporates interviews and thematic network analysis with the aid of various qualitative data software 
packages.  
 
Findings - The inductively generated theme and sub themes presented within this paper uncovers and 
explores some of the subtle complexities involved when taking a mainly internal, employee perspective 
to creativity and the creative brand. It also helps to draw attention to some of the potential barriers to 
achieving a desired or effective creative brand. Results indicate the importance of individual identity 
and identification in relation to the organisational brand. These aspects also present a particular 
dilemma for creative SMEs due to conflicting single visions and differing forms of individual egos 
within the creative environment. 
 
Originality / value - By taking a rigorous exploratory and inductive approach the potential effects of 
organisational identity on creativity and the ensuing brand have been identified. Practitioners within the 
creative industries can potentially benefit from the observations because they are empirically based than 
purely theoretical. These also go beyond those identified within previous studies within these same 
creative industry sectors. 
 
Keywords: Organisational identity, branding, creative, knowledge workers/economy. 
Paper type:  Research paper. 
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The interaction between organisational identity and 

corporate reputation 
 

Eva Goutzamani, Athens University of Economics and Business, Greece 
 
In a society which is characterized by rapid changes, mass communication and automation, where the 
content of identity, image and reputation is formed on a symbolic level through mental processes, the 
need to better understand their formation and interplay becomes a priority issue. 
 
Relevant literature has identified the role of image, identity and reputation and has acknowledged their 
implications on all levels of organizational life. However, in-depth studies dedicated in explaining and 
interpreting the relationship between these concepts are scarce and no effort has been done to providing 
an explanatory account of how this complex construct functions and its implications on organizational 
entities. What organizational insiders perceive as their core identity usually varies significantly with its 
external overall evaluation (reputation) shaping thus a gap between internal and external perceptions. 
 
This gap in theory is important since intangible assets, nowadays, emerge as the dominant components 
of sustainable competitive advantage. The purpose of this thesis is to shed light on the identity-
reputation construct and draw upon several theoretical resources for its explanation. A series of 
hypothesis are developed and tested based on extended literature review. Regarding its methodological 
approach, a research design is proposed combining focus groups and an online questionnaire-based 
survey. 
 
This study has both academic and professional implications. It signals the beginning of a conversation 
among frameworks, the introduction of a new concept and aims to contribute to the conceptual 
decoding of identity, image and reputation. From a practitioner’s standpoint, it can potentially answer 
some empirical questions and help organizations bridge the gaps between perception and reality. 

 

 

 

 

 

 

 

 



Relationship Outcomes as Determinants of Reputation  
 

 
Peggy Simcic Brønn, Norwegian School of Management, Oslo 

 
 
Purpose: This paper investigates the basis of reputation building through a relationship approach.  The 
quality of relationships is a determinant of reputation; therefore the purpose is to see if there is a 
correlation between reputation and the perception of the firm on a number of relationship outcome 
variables.  
 
Design/methodology/approach: The research was conducted on two groups of stakeholders from a 
collection agency (a typical outsourcing firm) over a period of two years. A questionnaire was 
developed based on the work by public relations researchers on measuring relationship outcomes. 
Analysis consisted of descriptive statistics with means and standard deviations. Analysis of Variance 
(ANOVA) was used and regression analysis was then performed to investigate the effects of the 
questions on the dependent variable. 
 
Findings:  The findings from the study showed correlations between a number of the statements 
measuring the relationship outcome variables and the firm’s perception among its stakeholders. The 
most important finding in this study was the significant correlation between the outsourcing firm’s 
treatment of its clients’ customers and the impact on the clients’ reputation.  
 
Research limitations/implications:  While it has been used by the original designers in at least two 
countries, the questionnaire’s Norwegian translation is a challenge.  
 
Practical implications:  Results indicate a firms’ quality of stakeholder relationships and provide the 
basis for a firm’s corporate branding strategies.     
 
Originality/value: This research adds to previous corporate identity-building work and provides 
valuable insight into the dynamics of an outsourcing relationship. 
 
Key words:  relationships, stakeholders, reputation, corporate branding, and corporate identity 
 
Classification: research paper 

 

 

 

 

 

 

 



CORPORATE BRANDS WITH A HERITAGE 
 

Mats Urde (Lund University), Stephen A. Greyser (Harvard Business School), John 
M.T. Balmer (Bradford University) 

 
 
Purpose 
The purpose of this empirically-based conceptual paper is to explore, investigate, and define heritage as 
a part of corporate brand identity.  
 
Our goals are to uncover heritage and to better understand how to activate, nurture, and protect heritage 
in the process of corporate branding. 
 
Methodology  
We first recognized the value of heritage when we studied monarchies as corporate brands. This lengthy 
case study led us to seek and study other brand situations where heritage seems to play an important 
role and adds value. The approach we used to develop the concept of heritage brands is multiple case-
design, asking primarily “how” and “why” questions. We also use multiple sources of evidence: 
literature study (broad approach), archival studies, and interviews.  
 
Findings 
We first state that it is not necessary to be a heritage brand for a company to be successful. By the same 
token, being successful does not mean that a company necessarily is a heritage brand. 
 
Our principal finding is the development of a set of criteria defining heritage brands. These are: track-
record, longevity, core-values, expressed heritage, identity (internal and external), and iconic status. The 
more these characteristics surround and characterize a brand, the more likely it is that brand has what 
we call a high heritage quotient.  
A separate finding concerns the management of heritage brands. We call this heritage brand stewardship. 
This mind-set is characterized by a sense of responsibility, continuity, and adaptability  
 
Managerial implications 
In this study we have used different keys to unlock the value of heritage.  We consider brand heritage to 
be an often unrecognized and frequently under tapped corporate asset.  
Our paper poses three questions for executives responsible for corporate marketing and corporate 
branding: 

• Do we recognize the heritage quotient in our organization? 
• Are we using heritage as part of corporate positioning to customers and non-customer 

stakeholders?  
• If we are using heritage are we unlocking and extracting its full value for the present and for the 

future? 

 
 
 
 
 
 



Corporate behaviour vs. brand behaviour - 
towards an integrated view ? 

 
Tim Oliver Brexendorf & Joachim Kernstock, University of St. Gallen, Switzerland 
 
Purpose 
 
The authors point out the differences and similarities between corporate behaviour and brand behaviour 
within the scope of corporate brand management. 
 
Methodology/ 
Approach 
  
Despite the statement of van Riel/Balmer regarding the growing interest in studying corporate 
behaviour (van Riel/Balmer 1997, p. 341), approaches for managing corporate behaviour are rare. 
Based on literature review and applied research with nine companies in the field of behavioural brand 
management, we identify the differences between corporate behaviour based on a corporate identity 
perspective and brand behaviour based on a perspective of brand management. Historically, both 
concepts have been developed separately. In recent discussions of corporate brand management, 
however, both concepts are becoming increasingly interlinked and complementaries between both 
concepts have been discovered. 
 
Originality/ 
Value 
            
The discussion of the corporate behaviour within the concept of corporate identity is underdeveloped. 
On the other hand, some authors have started to link theories of corporate identity with theories of brand 
management. This paper develops a conceptual framework between corporate identity and brand 
management from a behavioural perspective in the context of corporate brand management.  
 
Managerial  
Implications 
 
Developing a theoretical concept and framework which helps companies to deduce an aligned 
behaviour based on corporate and brand identity levels. 
 
Keywords:  Corporate behaviour, brand behaviour, employee behaviour, corporate brand 
management, corporate identity. 
 
Classification:  Conceptual paper. 

 

 

 



Understanding the Pitfalls of Corporate Rebranding 

Manto Gotsi & Constantine Andriopoulos, Brunel University, London 

 

Purpose – Although recent conceptual frameworks portray corporate rebranding as a challenging 
process, empirical studies in this area are scarce. Building on the work of Hatch and Schultz (2003), the 
aim of this paper is to generate empirical insights into the key pitfalls involved in the corporate 
rebranding process.   
 
Design/methodology/approach – Our exploratory qualitative study involved fourteen personal semi-
structured in-depth interviews with executives involved in the corporate rebranding of a leading 
telecommunications firm, and a review of relevant archival materials.  
 
Findings - Our analysis highlighted common reports of four key pitfalls in corporate rebranding.  These 
include: flawed executive perceptions of external audiences’ expectations towards the new corporate 
brand; flawed translation of the new corporate brand into new labels and meanings; problems in 
endorsing “on brand” employee behaviours; over-emphasis on external communications. 
 
Research limitations/implications – A single case study but one which provides empirical insights that 
advance theoretical thinking in corporate re-branding, and highlights interesting avenues for further 
research. 
 
Practical implications – Our study highlights: the importance of marketing research in designing new 
corporate brands; the value of engaging staff in the rebranding process from a very early stage; the need 
to ensure that internal processes and systems encourage employees to endorse the new corporate brand 
values through their attitudes and behaviours.   
 
Originality/value –  The value of this study is heightened by recognition that corporate rebranding 
campaigns are not only expensive exercises, but also critical for sustaining competitive advantage in 
light of changing corporate priorities. This is one of very few papers that provide insights on the pitfalls 
in corporate rebranding. 
 
Keywords Corporate Rebranding, Pitfalls, Internal Branding 
 
Paper Type Case Study 
 

 
 
 
 
 
 
 
 



CSR Expectations: the Focus of Corporate Marketing 
 

Urša Golob & Klement Podnar, University of Ljubljana, Slovenia 
 

 
Purpose – This paper aims to investigate the link between individuals’ expectations of CSR and their 
readiness to support socially responsible behaviour of companies.  
 
Methodology/Approach – The data to examine the research questions were collected with an on-line 
survey at 354 respondents from different backgrounds. The sample was 57% female and 43% male with 
66% of respondents aged between 20-40 years. We conducted descriptive statistics, exploratory factor 
analysis, multiple regression analysis and confirmatory analysis. 
 
Findings – CFA confirmed the 4-dimensional model as defined in theory. The regression results show 
us that only expectations of ethical-philanthropic CSR tend to have a significant positive influence on 
both types of intended CSR support by consumers. Expectations of economic CSR show a weak 
negative influence on personal consumer behaviour component. 
 
Research limitations – A bigger and more representative sample could provide more relevant results, 
especially in terms of managerial implications. In addition, further research could include qualitative 
methods which would help us to articulate real consumers’ expectations of CSR. 
 
Practical/Managerial implications – Our model suggests that only ethical and philanthropic 
responsibilities seem to lead to a competitive advantage which is based on desired customer response 
and reward. 
 
Originality/value of paper – In our paper we empirically consider the acknowledged Carroll’s 
classification of CSR which has been investigated among consumers only once. In addition, we link it 
with the readiness to support socially responsible behaviour of companies in general. 
 
Keywords: Corporate social responsibility, corporate marketing, consumer expectations, consumer 
intentions, competitive advantage 
 
Paper type: Research paper 
 

 

 

 
 
 
 
 
 
 



Retooling the Corporate Brand: A Foucauldian  
Perspective on Normalisation and Differentiation  

 
Shirley Leitch & Judy Motion, University of Wollongong, Australia 

 

 
Purpose: To demonstrate the rich contribution that Foucauldian theory can make to corporate brand 
practice.  
 
Approach: Foucault wrote that: 

 I would like my books to be a kind of tool-box which others can rummage through to find a tool 
which they can use however they wish in their own area… I write for users, not readers 
(Foucault, 1974, pp. 523-524).  

In this paper we draw out of the Foucauldian tool-box those tools that have practical applications for the 
work of corporate branding.  
 
Findings: From a Foucauldian perspective, corporate branding is a discourse practice concerned with 
the production of meanings, the strategies of power deployed within relationships, and the propagation 
of knowledge (Foucault, 1978). Taking these three dimensions of discourse as out starting point, we 
build on earlier work to provide a framework for addressing the tension between normalization and 
differentiation within brand strategy. 
 
Practical/managerial implications: Foucault challenged us to ‘think differently’ about the world. In 
this paper we similarly challenge practitioners to think differently about the world of corporate branding 
and offer tools that will enable practitioners to translate this new thinking into new ways of designing 
and communicating the corporate brand.  
 
Originality/value: The value of Foucauldian theory for analyzing and critiquing the development of 
systems of thought has been widely acknowledged. However, there have been few attempts to draw out 
the practical applications of Foucauldian theory (Anon).  This paper, therefore, makes a highly original 
contribution to corporate brand scholarship. 
 
Category: Conceptual paper 
 
Keywords: Foucault, normalisation, differentiation, brand strategy 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



A Constructionist Philosophy for Approaching Corporate 
Identity: An Evolving Corporate  

Marketing Perspective  
 

B.O. Otubanjo & T.C. Melewar, Brunel University, London. 
 

The debate over the meaning of corporate identity has gradually witnessed a shift from the search for a 
universal definition to an attempt to create a deeper understanding of its meaning. Reflecting this shift 
are a number of social theory models compartmentalising and describing common assumptions in 
author perception of the concept.  
 
This paper explores these models, acknowledges their significance and limitations and compliments 
them by introducing Saussure’s ‘sign’ constructionist philosophy firmly supported by a semiotic 
method of interpretation. The implication of adopting this philosophy for theory and practice is 
highlighted and discussed. 
 
Keywords: corporate identity, meaning, construction, sign, interpretation 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Corridors of Power? 
City branding in the street 

 
Myfanwy M. Trueman & Alison J Killingbeck-Widdup, Bradford University with 

Nelarine Cornelius, Brunel University, London. 
 

Purpose: Most post industrial cities have a complex web of business and community needs, a 
diverse architectural heritage, and aspirations that may conflict, as they compete for trade, inward 
investment, and reputation. But urban decline can devalue city brands, undermine regeneration and 
destroy the confidence of local communities. Consequently this exploratory research examines how 
stakeholder perceptions of cities can be enhanced by visual evidence of change in the street 
environment along urban corridors that, in turn, can link disparate neighbourhoods and communities. 
It examines the potential role of corridors in the management of place brands, and examines whether 
improvements along these street environments can encourage a sense of identity, brand ownership 
and civic pride.  Finally reference is made to a survey of community perceptions about Bradford, 
UK; and a visual audit of four main corridors through the city that affect its reputation and brand.  
 
 
Methodology/ Approach: Conceptual review and contextual development based on literature and  
theoretical application to urban corridors in Bradford,  UK and elsewhere 

 
Findings: Although urban corridors have often been neglected by city planners, if ignored they can 
have a negative impact on efforts to re-position the city and rejuvenate the brand. Conversely a 
revitalisation of these corridors involving local communities can encourage business confidence, 
brand ownership and civic pride. These corridors provide a key role as gateways to the city and 
provide vital linkages to the outside world for business and commerce. 

 
Implications: These findings can influence decision making for policy makers who all too often 
hire advertising agencies to re-brand cities using a top down rather than bottom up approach, 
ignoring corridors, linkages and local communities. Hence to manage city brands effectively these 
gateways and their users are a fundamental part of brand identity and provide a facility for 
differentiation as well as rejuvenation. However further work is needed to explore brand perceptions 
of business communities along about the street environment along these major corridors, and their 
role in revitalising and re-positioning brands, particularly where these corridors link diverse 
communities, architecture and business practice. 
Original value of paper: Although previous research has recognised the importance of city brands 
and economic regeneration, little has focused on the role of urban corridors that influence brand 
perceptions. Similarly efforts to improve corridors and city brands are unlikely to be sustained 
without the involvement of local communities. 

      
       Key Words: urban corridors, regeneration, inner cities, branding 

 
 
 
 
 
 



Corporate reputation, identity and image – findings of an 
empirical study on the United Kingdom’s  

Armed Forces 
 

John R Thomson, Napier University Business School, Edinburgh 
Bill Donaldson, Aberdeen Business School, Aberdeen 

 
 
 

This paper reports on a study that explores how difficult or otherwise it is to create, maintain and sustain 
the corporate reputation, identity and image of the UK’s Armed Forces in a dynamic and ever changing 
global and operational environment.  
       
The aim of this paper is to understand the complexity of attempting to apply the existing concepts and 
theories relating to reputation, identity and image in a diverse and complex organisation such as the 
Ministry of Defence (MOD) and in the context of its equally diverse publics and stakeholders.   
 
An in-depth review was carried out of the prevailing literature in the fields of corporate reputation, 
identity, image and branding in parallel with a review of the MOD and its constituent parts; namely, the 
MOD itself as one of the Departments of State, the Royal Navy (RN), Army, and the Royal Air Force 
(RAF).  
 
The resultant qualitative research consisted of twenty-one in-depth interviews of key strategic level 
policy makers, decision makers or commanders within the MOD and the UK’s Armed Forces based in 
the UK and overseas.   
 
Key Words 
 
Corporate reputation, identity, image, branding, publics, stakeholders. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Internal Branding to Ensure Employees’ Brand Promise 
Delivery 

 
Khanyapuss Punjaisri & Alan Wilson, University of Strathclyde, Glasgow 

 

Purpose 
This paper assesses the perceptions of service personnel towards their role in delivering the corporate 
brand promise. The paper also considers the specific elements of internal communication and training 
required to support the delivery of the corporate brand promise through service personnel. 
 
Methodology/Approach 
The paper is based on a combination of qualitative and quantitative research. The qualitative in-depth 
interviews were undertaken in six luxury hotels in Thailand with 20 senior managers and 30 customer-
facing staff. The findings of this preliminary research revealed areas to be further investigated in the 
quantitative phase which involved the self-completion of 680 questionnaires by customer-facing 
employees in 5 of the Thai hotels.  
 
Research Limitations 
The research was undertaken with the staff of the hotels rather than with customers. Whether staff 
deliver the brand promise was based on the staff’s own perceptions, this may differ from the perceptions 
of the customers.  
 
Values of the Paper and Managerial Implications 
In looking at the role of service personnel in the delivery of on-brand behaviour, the majority of 
research has focused on the views of senior managers. This paper contributes to the existing knowledge 
of services branding as it discerns the perception of customer facing employees regarding their 
perceptions of their role in delivering the brand promise. The paper also highlights the barriers to be 
overcome and the activities required of the organisation to assist employees in delivering the corporate 
brand promise. The paper therefore explores elements of internal communications, training, leadership 
and personal development. 
 
Keywords: services branding, employees, internal communications, on-brand behaviour, 
corporate branding 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



E-Viral-Dialogue, Evangelism and Advocacy: A Customer 
Oriented Approach to Nurturing Corporate and Brand 

Reputation 
 

Temi Abimbola, Warwick University 
 

 
Purpose 
This research will develop a theoretical model for the discourse on customer evangelism, advocacy, 
participation and e-dialogue. It will also outline empirical tests that are designed to assess the impact of 
these aspects of consumerism on corporate and brand reputation in technology firms. The impact and 
ability of consumers to represent and evangelise on behalf of their favoured brands has grown 
enormously. Customers are able to disseminate their own views and opinion about a brand to thousands 
of viewers via blogs sites, YouTube, MySpace and similar social and viral-culture sites. Viral-Culture 
and evangelism is increasingly recognised as an important success factor in corporate and brand 
communications. 
 
Research Method 
Following initial literature and theoretical development, an abductive methodological approach – 
involving inductive processes (for generating meaningful explanations) and deductive processes (the 
development of theoretical underpinnings, hypotheses and empirical tests) will be presented as 
appropriate for the study.  
 
Findings 
In an economic environment underpinned by intangibility, viral-culture and social-media dialogue 
bolstered by digital information democracy, traditional firms’ media communications about the 
corporations and brands can now be viewed as a monologue in which companies with the biggest 
budget can develop and disseminate views about their organisations and its brands.  
 
Originality Value 
This research is innovative in nature and its essence contributes to research and practice by articulating 
and integrating the concepts of consumer brand advocacy, brand evangelism, and participation in the 
context of technology firms and brands. 
 
Keywords: E-viral Dialogue, Viral-Culture Brand evangelism, Participation, Brand Advocacy, Open 
and Closed brands, Word-of-mouth Communications, Technology Brand. 

 
 
 
 
 
 
 



Hilton. The Siamese Twins Syndrome and the Shared 
Ownership of Corporate Brands 

 
John M.T. Balmer & Irene Thomson, Bradford University 

  
 
We outline our preliminary findings from a qualitative, in depth, case-study which examines the 
phenomenon of co-ownership of corporate brands. To date, this aspect of branding has not been the 
subject of empirical scrutiny even though the shared ownership of institutional brands is a characteristic 
of the contemporary business environment. We examine the Hilton corporate brand: an organisational 
brand whose ownership was, until recently, shared between the Hilton Hotels Corporation (HHC), 
within the confines of the USA and Mexico, and the UK – owned Hilton International (HI), which 
operated the brand in the rest of the world. Our initial insights from the literature and from interviews 
with senior executives in HHC and HI reveal that current approaches to the management of the Hilton 
corporate brand are narrowly (if not simply) conceived. This, along with cultural and structural 
differences militates against a standardisation of the delivery of the brand promise. 
 
Taking a retrospective view of Hilton we found there to be a changing dynamic re: the corporate 
identity/corporate brand dyad in the context of brand formation and maintenance: both appear to be 
mutually dependent. It is also inferred that corporate brand management requires a multidisciplinary 
approach, with the dynamic alignment of other elements such as corporate strategy and corporate 
communications. We propose that brands sharing industry and structural characteristics similar to 
Hilton (categorised as a familial brand) should be based on a ‘tightly coupled’ double model. It is 
double to the extent that (a) there should be a singularity of brand promise from both organisations and 
(b) the identity of both entities should be tightly aligned with the brand promise in order to achieve 
synchronization between promise and performance.  The lack of such aberration can lead to “The 
Siamese Twins Syndrome.” This institutional abnormality occurs when there is a critical misalignment 
between the corporate identities (the two Hiltons) and the corporate brand. As such, it is akin to two 
minds attempting to control a single body: very much like Siamese Twins. 
 
Key Words: Corporate Brands, Corporate Brand Typology, Corporate Brand Architecture, Hilton 

 
 
 
 
 
 
 
 
 
 



Corporate Brand Identification Hierachy: Legalisation, 
Realisation, Actualisation 

 
John M.T. Balmer & Mei-Na Liao, Bradford University 

 
Purpose: We investigate student corporate brand identification among the degree awarding institution 
(a UK University) and two service providers (a leading UK business school and its overseas 
collaborative partner institute).  
 
Methodology: A theory-building case study 
 
Findings: Initial findings indicate that the strength of identification to a corporate brand.  This is 
predicated on awareness, knowledge and experience of a brand. The data revealed three types of 
corporate brand identification. This reflects different types of institutional relationship within the three 
institutions examined. We categorise these as follows: brand member (a contractual/legal relationship 
with a corporate brand); brand supporter (a trusting corporate brand relationship) and brand owner (an 
emotional ownership/relationship with the corporate brand). In explaining the above we view the above 
states in terms of a corporate brand identification hierarchy which we label legalisation, realisation and, 
finally, (brand) actualisation. Legalisation is where both corporate brand manifestations and student 
identification with the corporate brand are low and characterises an institutional concern with financial, 
functional and legal matters. Realisation is where both corporate brand manifestations and student 
identification with the corporate brand are moderate in degree and characterise an institutional concern 
with the symbolic and the promotional management of a corporate brand. Actualisation is where both 
corporate brand manifestations and student identification with the corporate brand are high and where 
undergraduates have a proprietorial/emotional relationship with the brand. Institutionally, there is a 
concern with brand values and the ‘the corporate brand promise’. Senior managers should strive for 
brand actualisation. 
 
Research Limitations: A single, exploratory, case study whose findings might not, necessarily, be 
generalisable. 
 
Practical Implications: We conceptualise that a bureaucratic/product management approach is more 
likely to result in low brand identification (legalisation); that a diplomatic/communications focussed 
approach is more likely to result in moderate brand identification (realisation) and finally, that a 
custodial/brand values and promise focussed approach is more likely to result in high brand 
identification (brand actualisation). These three different management styles characterised the above 
which are analogous to the tripartite categorisation of product/sales/marketing-led institutions.  
 
For students studying overseas a greater reliance needs to be placed on symbolic/communication 
management in instilling a sense of identification with UK based brands. The absence of such 
identification creates a void that is likely to be filled (in terms of identification) with the local service 
provider. Institutional hierarchy is not necessarily reflected in brand strength and prestige.  These 
categorisations can have a utility in diagnosing the approach, and thereby potential weaknesses of 
corporate brand management.  
 
Originality/value of paper: Examines multiple student identification (towards a University, Business 
School and a non degree-awarding Overseas Institute).  
 
Key Words: Business Schools, Corporate Branding, Corporate Brand Identification, Franchising, 
Higher Education, Universities. 
 



An empirical case study of building a business school 
brand: a multidisciplinary approach to corporate 
branding in the context of corporate marketing 

 
Weiyue Wang & John M.T. Balmer, Bradford University 

 
 
Purpose: to reveal institutional corporate brand building within a leading British Business School. 
 
Methodology: An explanatory single case study. 
 
Findings: Revealed that institutional corporate brand building is dynamic and holistic in character. Our 
study showed that that effective corporate brand building entailed having a concern with/orchestrating 
nine distinct management themes/concerns relating to stakeholders, communications, strategy, 
resources, etc. As such, this study confirms the extant (conceptual) literature on the area which stresses 
the multidisciplinary nature of corporate brand management as well as the efficacy of corporate 
marketing. 
 
Research implications: corporate brand management is a multidisciplinary in character: very much like 
what has been advocated in relation to corporate marketing.  
 
Managerial implications: The research corroborates the conceptual literature that stresses the strategic 
importance/multidisciplinary nature of corporate brand management. As such, institutional brand 
management and marketing (corporate marketing) needs to marshal a wider palette of disciplines than 
has currently been the case. The study provides the managerial approach of brand management that 
could be applied by other British business schools.   
 
Originality/value: Understood to be the first empirical study examining corporate brand building within 
Business Schools/Higher Education generally.  
 
Research limitations: the meaningful insights from our single case study may usefully be augmented by 
other, similar, case studies. Our research specifically relates to the British Higher Education Sector and, 
as such, our insights may be verified as to their applicability to other sectors and industries.  
 
Article type: empirical research / case study 
 
Keywords: Corporate Brands, Corporate Brand Management, Corporate Marketing, (British) Business 
Schools, Higher Education.  
 

 
 
 
 
 
 
 



Communicating the Creative Service Brand  
 

Shaun Powell & Chris Dodd, Heriot Watt University, Edinburgh  
 

 
Opportunities to develop and grow through their current and future work experience are strong 
motivators for creatives across all levels of the organisation. During the earlier years of the creatives’ 
employment, access to experts and significant levels of knowledge and experience are very much 
desired. Therefore creative organisations that promise to offer a culture capable of transmitting 
knowledge and experience in a capable and supportive manner are likely to be deemed highly desirable.  
 
This paper notes that the search for knowledge, development and growth also has a definite dynamic 
component, with issues such as growth restraint, glass ceilings, challenge and organisational loyalty 
frequently cropping up. In addition a number of differing forms of rewards are found to come into play, 
which follow a typical cycle within a creative context. Managers attempt to tackle these issues to 
varying degrees of success, with organisational reputation and aspects of communication also having 
their parts to play. 
 
This paper discusses these aspects, based on a set of case studies using an inductive approach to the data. 
The findings and their relevance within the context of communicating a creative service employer brand 
are explored. 
 
 
Keywords: Creative industries, service brands, communication, organisational identification, 
organisational marketing, employer branding. 
 
 

 
 
 


