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2016 marks the 20th anniversary of the formal launch of the International Corporate Identi-

ty Group (ICIG) at the House of Lords, Palace of Westminster (London) in January 1996.  

We as Essex Business School are proud of having the honour to host the 19th Symposium 

of the ICIG twenty years after the group’s formal inauguration.   

As a business school we are on a mission to facilitate the creation of ethical economies for 

the 21st century characterised by sustainable growth and organisations led by responsible 

leaders. The university as a whole has a legacy of inspiring social change and activism with 

a focus on human rights and progress and it has inspired generations of students to 

“challenge convention and think differently” since 1964.  

Thus, we provide a fitting backdrop for discussing the manifold challenges that organisa-

tions face in a tumultuous, paradoxical and changing world and Essex Business School at 

the University of Essex is an ideal host and place for the ICIG symposium this year.  

We wish you an inspiring, thought-provoking, and productive three days here at Essex. We 

also hope you will enjoy our campus, the lush greens of Wivenhoe Park and the hospitality 

of Wivenhoe House. Welcome to Essex! 
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Garden Suite (Wivenhoe House) 

 
Monday, 13 June 2016 

13.30 - 14.00 Registration and Coffee 

14.00 - 15.00 Welcome and introduction 

Welcome Address by Prof  Mehmet Demirbag, Deputy Dean of Essex Business School 

Welcome and introduction by the organisers: Prof John M.T. Balmer, ICIG Founder & Chairman 

(Brunel) and Dr Mario Burghausen (Essex) 

SESSION 1: THE CHALLENGE OF CORPORATE/ORGANISATIONAL MARKETING   

AND CHANGE 

Session Chair: Prof Stephen Greyser (Harvard) 

15.00 - 15.30 Corporate change and brand management: Lessons learned                 

from Habermas’s Theory of Communicative Action 

Dr Joachim Kernstock (St Gallen/KMSG) 

15.35 - 16.05 How expressions of organisational identity change over time:                      

a longitudinal study of employment ads  

Prof Arild Wæraas (NMBU) 

16.05 - 16.30 Coffee Break 

16.30 - 17.10 Keynote & Discussion  - Presenter: Prof John M.T. Balmer (Brunel) 

Reputation management from the outside and the inside: a mongrel’s view 

Dr David Bickerton, Director of Communication (BP plc) 

SESSION 2: THE CHALLENGE OF SOCIAL MEDIA AND NEW INFOMEDIARIES 

Session Chair: Prof Arild Wæraas (NMBU) 

17.15 - 17.45 Identity informed constructions of B2B marketing professionals               

during Twitter communications 

Lucill Curtis (Essex) 

17.50 - 18.20 The unknown infomediaries and their influence on evaluations                  

and outcomes of corporations  

Dr Laura Illia (IE), Dr Elanor Colleoni, (Bicocca), Katia Meggiorin (IE) and                               

Dr Alessandro Rozza (Naples)  

19.00 - 20.30 

 

Welcome Reception 

Drawing Room (Wivenhoe House) 
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Garden Suite (Wivenhoe House) 

 
Tuesday, 14 June 2016 

08.45 - 09.00 Morning Coffee 

SESSION 3: THE CHALLENGE OF CORPORATE BRAND MANAGEMENT  

Session Chair: Dr Urša Golob Podnar (Ljubljana ) 

09.00 - 09.30 Managing across a corporate and product brand portfolio:                      

evidence from a large South African service organisation 

Louise Sevel (Wits), Prof Russell Abratt (NSU/Wits) and Prof Nicola Kleyn (GIBS) 

09.35 - 10.05 Corporate brand as a contract with stakeholders – theology or                

pragmatism? 

Dr Veronika Tarnovskaya (Lund) 

10.10 - 10.40 The collage “Arts & Corporate Branding” –  Research streams, examples 

and springboard for further research 

Prof Carsten Baumgarth (HWR Berlin) 

10.40 - 11.10 Coffee Break 

SESSION 4: THE CHALLENGE OF CO-CREATION 

Session Chair: Dr Laura Illia (IE) 

11.10 - 11.40 Creating and managing brand meaning: the interactions and                 

roles of brand owners and working consumers 

Dr Cleopatra Veloutsou (Glasgow) and Dr Ian Black (Heriot Watt) 

11.45 - 12.15 Brand value co-creation with employees through the                            

Leader-Member Exchange theory: the case of a corporate brand 

Dr Khanyapuss Punjaisri (Brunel) and Prof John M.T. Balmer (Brunel) 

12.20 - 13.00 Keynote & Discussion  - Presenter: Dr Mario Burghausen (Essex)  

Businesses - The actual policy makers in the 21st century? 

Kathrin Kloppe, Consultant (German Federal Ministry of Economic Affairs and Energy) 

13.00 - 14.00 

 

Buffet Lunch 

Garden Suite (Wivenhoe House) 
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14.00 - 15.00 Panel discussion with journal editors - Moderator: TBC 

Prof Geoff Wood (British Journal of Management), Prof Ansgar Zerfass (International  Journal of 

Strategic Communication), Dr Joachim Kernstock (Journal of Brand Management), Dr Cleopatra 

Veloutsou (Journal of Product and Brand Management) 

SESSION 5: THE CHALLENGE OF CORPORATE BRAND ORIENTATION AND             

IDENTIFICATION 

Session Chair: Prof Nicola Kleyn (GIBS) 

15.05 - 15.35 ’All in a day’s work’ An ethnographic study examining the                    

adoption of brand orientation within a hospice in the East of England 

Fran Hyde (Essex) and Dr Mario Burghausen (Essex) 

15.40 - 16.10 What about middle-ranking business schools and international student                      

corporate brand identification? 

Dr Rudaina Mahmoud (Brunel), Dr Weifeng Chen (Brunel) and Prof  John M.T. Balmer (Brunel) 

16.10 - 16.40 Coffee Break 

SESSION 6: THE CHALLENGE OF CSR AND SUSTAINABILITY 

Session Chair: Prof Klement Podnar (Ljubljana ) 

16.40 - 17.10 Institutional context of CSR and satisfaction at work:                              

perceptions of employees  

Dr Urša Golob Podnar (Ljubljana ) 

17.15 - 17.45 The relative importance of sustainability as a consumer purchase            

criterion within the South African retail industry  

Ragna Nilssen (GSB), Prof Geoff Bick (GSB) and Prof Russell Abratt  (NSU/Wits) 

17.50 - 18.20 The role that the context of corporate CSR brands plays on                  

framing resilience: implications from an entrepreneurial perspective  

Dr Christine Vallaster (Salzburg)  

            19.30   Conference Dinner 

Drawing Room (Wivenhoe House) 
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Garden Suite (Wivenhoe House) 

 
Wednesday, 15 June 2016 

08.45 - 09.00 Morning Coffee 

SESSION 7: THE CHALLENGE OF CUSTOMER AND STAKEHOLDER ENGAGEMENT 

Session Chair: Prof Russell Abratt (NSU/Wits) 

09.00 - 09.30 The employees’ perception of exchange reciprocity and its influence on 

three dimensions of organizational commitment and job satisfaction 

Prof Klement Podnar (Ljubljana) 

09.35 - 10.05 Corporate customers’ corporate brand relationships influence on customer 

relationships in B2B service 

Dr Anne Rindell (Hanken) and Prof Tore Strandvik (Hanken) 

10.10 - 10.40 Corporate reputation and the role of customer experience management 

Prof Alan Wilson (Strathclyde) 

10.40 - 11.10 Coffee Break 

11.10 - 11.50 Keynote & Discussion - Presenter: Dr Mario Burghausen (Essex) 

Stakeholder Engagement: The Membership programme at                       

the British Museum   

Dr Ivi Varda, Manager (The British Museum) 

SESSION 8: THE CHALLENGE OF MULTIPLE COMMUNICATIONS 

Session Chair: Prof Alan Wilson (Strathclyde) 

11.55 - 12.25 Explaining and measuring the value of corporate communications:           

towards a multi-disciplinary framework 

Prof Ansgar Zerfass (Leipzig)  

12.30 - 13.00 Introducing an Integrated Hybrid Communication (IHC) perspective            

in the context of SMEs in Malaysia 

Dr Sharifah Syed Alwi (Brunel), Prof John M.T. Balmer (Brunel), Dr Cristina Stoian (Brunel) 

and Prof Philip Kitchen (ESC Rennes)  

13.00 - 13.15 Closing remarks 

Prof John M.T. Balmer, ICIG Founder & Chairman (Brunel) 

Dr Mario Burghausen (Essex) 

13.15 - 14.15 

 

Buffet Lunch 

Garden Suite (Wivenhoe House) 
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Purpose: “Challenges and opportunities in turbulent times”, the focus of the 2016 ICIG 

conference, addresses the ability of an organization or corporation to adapt to new environ-

mental conditions. The organizational theory is looking outward to biological, psychologi-

cal or sociological theories, among others, to explain and learn from fundamental theories. 

This theoretical richness has been adapted to develop the concept of corporate marketing 

(Balmer 2001, Balmer, Greyser 2003, Balmer, Greyser 2006). One of the key drivers to 

explain corporate development is understanding the interactions of the stakeholders with an 

organization (Freeman, Reed 1983). The relevance of understanding stakeholder interac-

tions based on a sociological theory and its contribution to corporate marketing has been 

shown in previous work (Kernstock, Brexendorf 2009). The goal of this paper is to broaden 

and to enrich the theory of corporate marketing and by contributing to the five/seven chal-

lenges (paradoxes) of organizational and corporate marketing (Burghausen, Balmer 2012). 

As an example the legitimacy challenge, accountability, status and reputation of an organi-

zation, can be addressed by adapting perspectives on strategic vs. communicative action 

from Habermas’s Theory of Communicative Action (Habermas 1984b, 1987).   

Design/methodology/approach: This paper  is theoretical, r elying on theory and ex-

plorative and illustrative cases. It contributes to deepen the understanding of the raised 

challenges of organizational/corporate marketing and reveal and solve paradoxes.  

Findings: The key results are summarised in a descr iptive and in a normative way.  

The key finding is a grid of the seven challenges applied to strategic or communicative ac-

tion. This leads to a first step advice for managerial and practical implication how to act in 

turbulent times especially with focus on corporate marketing.  

Practical implications: Presented gr id of actions can be fur ther  developed to a man-

agement guidance. It helps avoiding ad hoc management for corporate marketing in turbu-

lent times. It advices in which cases/challenges it is recommended to apply to communica-

tive action to reach understanding with all stakeholders and in which cases/challenges it is 

advisable to act strategic.   

Originality/value:  The reader  of the paper  will discover  new perspectives on the chal-

lenges of corporate marketing and the challenges are challenged by themselves.  

Key words: corporate marketing, organizational theory. Theory of Communicative 

Action  

Paper type: Conceptual 

Corporate change and brand management: lessons learned from       

Habermas's Theory of Communicative Action 

Dr Joachim Kernstock (St Gallen/KMSG) 
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Purpose: Organizational identity is an expression of how organizational members de-

fine themselves as a collective entity and understand themselves as different from other 

collective entities. This understanding is not believed to change rapidly. According to the 

well-known definition by Albert and Whetten (1985), organizational identity is an enduring 

phenomenon, more likely to provide stability than change. However, lately, scholars have 

begun to treat organizational identity as a more unstable and flexible notion. Gioia, 

Schultz, and Corley (2000), for example, distinguish between the labels used by organiza-

tions to express who they are, and the meanings associated with these labels, arguing that 

the labels remain the same while the meanings are likely to change over time. Overall, the 

research on organizational identity change is still limited in its focus. This is unfortunate 

because changes in organizational identity ”are among the most profound that an organiza-

tion can endure” (Clark, Gioia, Ketchen, & Thomas, 2010, p. 402). The research is restrict-

ed by its tendency to focus on single organizations only, leaving out the possibility of in-

vestigating how identity change processes transcend organizational boundaries (ibid.). The 

research is also characterized by predominantly cross-sectional designs, leaving the tem-

poral dimension of organizational identity change unexplored. As a result, scholars have 

called for research that includes evidence from multiple organizations and applies a longi-

tudinal perspective (Gioia et al., 2000; Hogg & Terry, 2000). The present study examines 

the extent to which labels of organizational identity change over time. Instead of assuming 

that only meanings change over time while labels remain the same, as Gioia et al. (2000) 

do, here I assume that labels can be very different from one time period to an other. The 

study also engages with the assumption that organizational identity is an exclusively dis-

tinctive phenomenon (Albert & Whetten, 1985). Instead of assuming that labels of organi-

zational identity are unique, I seek to draw attention to similar changes occurring in multi-

ple organizations within the same time period to see if these changes may be related to 

broader societal trends. Thus, the primary objective of the study is to determine whether 

the labels change, and if they do, when major changes occur; i.e. which time period the 

change occurred and whether changes occur multiple times. This part of the study will also 

reveal which labels are more frequently used (i.e. most “popular”, or “fashionable”) within 

specific time periods. The secondary objective is to determine if changes in labels reflect 

an idiosyncratic pattern, or occur in tandem; and, if it is the latter, determine which labels 

are common labels and which ones are unique.  

Design/methodology/approach: The empir ical basis for  the study is a database con-

sisting of employment advertisements collected from the Norwegian national newspaper 

Aftenposten. Employment advertisements are chosen for this study because they tend to 

include a short text about the employer, in which the employer describes itself using values 

and characteristics that can be understood as labels, or expressions, of organizational iden-

tity (c.f. Rafaeli, 2000). The database, which includes employment advertisements from  

How expressions of organisational identity change over time:                      

a longitudinal study of employment ads  

Prof Arild Wæraas (NMBU) 
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1950 through 2015, contains 8881 ads, of which 1434 include a short self-presentation. The 

advertisements are collected in five-year increments starting in 1950, and from four issues 

each year (February, May, August, and November, respectively). The data collection is al-

ready completed and will be followed by content analysis during the spring of 2016 and 

result in several papers, one of which will be submitted to the 2016 ICIG symposium at the 

University of Essex. 

Practical implications: The study provides a cr itical analysis of the contents of organi-

zational identity labels in employment advertisements that may be of value for managers 

seeking to increase the attractiveness of their organization in the labour market. 

Originality/value: The study is based on a unique set of employment adver tisements 

and is one of the first to offer a longitudinal perspective on organizational identity change. 

Keywords: Organizational identity, employment adver tisements, longitudinal designs, 

organizational image 

Paper type: Empir ical 
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Purpose : The purpose of this research is to examine the day-to-day management of 

organisational Twitter sites from the perspective of UK marketing communications profes-

sionals, within five B2B case-study organisations. Specifically this study considers how 

marketing professionals as ‘organisational storytellers’ engage in a process to communicate 

the official organisational identity narrative to the ‘imagined audience’ (Boyd and Mar-

wick, 2010). During this process they strive to maintain an element of their personal identi-

ties, due to the less formal and brief (140 character) nature of tweets. An understanding of 

how the ‘online organisation’ is brought into being through Twitter, incorporating the in-

terplay between self, audience and organisation is therefore sought.  

Design/methodology/approach: Adopting an abductive, interpretivist r esearch design, 

this study initially analysed the content of tweets from five B2B Twitter sites over a three-

month period, utilising a corporate web identity framework (Elliott & Robinson, 2013). 

The tweet examination informed the qualitative interviews with 15 marketing professionals 

(organisational storytellers) across the five case-study organisations.  

Findings: The notion of ‘narrative public voice’ is introduced as the means for the organi-

sational storyteller to consistently unite personal and organisational identities within the 

tweets. This new concept is derived from five identity-based sensemaking characterisations 

that the organisational storytellers adopt through their ‘voice’, online, in an attempt to en-

gage the audience in reciprocal conversations within Twitter. These findings build on re-

cent conceptions of social media communications as more liberating and fulfilling for pro-

fessionals, able to interact with customers in a more ‘human’, less corporately prescriptive 

‘voice’ (Griffiths and McLean, 2015; Kelleher, 2009). Their dynamic identity forming pro-

cesses are therefore intended to provide narrative sensegiving to the online Twitter audi-

ence, which is more meaningful and engaging. 

Practical implications: Each of the five sensemaking character isations, used by the 

organisational storyteller to construct aspects of self and organisation, are intended to high-

light the dexterity and importance of online identity-based representations to senior manag-

ers, concerned with maintaining identification-based interest, and consistency. 

Originality/value: Situated in the context of B2B marketing, this paper  argues that 

through their ‘narrative public tweeting voice’ organisational storytellers strive to incorpo-

rate their personal and professional identities. The contribution that this paper makes ad-

vances the field of online organisational identity studies by confirming the existing per-

spective on the multiplicity of identity and proposing a new argument that an identity pro-

ject is not always multifaceted, but can also be unifying.  

Identity informed constructions of B2B marketing professionals               

during Twitter communications 

Lucill Curtis (Essex) 
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Keywords: Twitter , marketing professionals, personal and organisational identity, 

narrative sensemaking, sensegiving through voice  

Paper type: Empir ical 
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Infomediaries  (Deephouse & Heugens, 2009), that is, information intermediaries who 

broadcast judgments about corporations to the masses, are powerful actors who orient and 

shape public opinion about organizations. They are constituted mainly by institutional ac-

tors, such as the mass  media  (e.g., newspapers, television),  non-governmental organiza-

tions (NGOs), and governmental agencies, and can influence public opinion with regard  to  

the desirability and appropriateness of corporate actions (Pollock & Rindova,  2003). This  

happens because people often do not have first-hand knowledge about a corporation 

(Berens & van Riel, 2004) and therefore judge it positively or negatively by recalling what 

infomediaries signal in their editorials, feature articles, and rankings.  

Studies about infomediaries were conducted principally in a media landscape before the 

advent of the Internet and open publishing, when only a few actors had resources to broad-

cast to the  masses  and  people  did  not  have  the  means  to  alter  information  sent  out  

from  institutional sources. However, today, people’s opinions may have grown more inde-

pendent in relation to infomediaries than in previous years because the voice of unknown 

actors might mutate the messages initially propagated by institutionalized sources 

(Jackson,  2007). Social media are computer-mediated technologies that connect people, 

enabling users to share, create, and diffuse content and opinions (Kaplan & Haenlein, 

2010). The participation of millions of individuals who are active in the creation and circu-

lation of information (Bennett & Sedergerg, 2011) matters in this new media landscape be-

cause communications emerge from a flow of micro-interactions (Landow, 2006) within 

social media.  

In  this  paper, we study infomediaries in this new media landscape and their effect on eval-

uations and outcomes of corporations. We ask how unknown individuals (i.e., unknown 

actors who are not typical infomediaries) can intervene in creating and propagating infor-

mation about organizations to the point of influencing organizational evaluations and out-

comes. We believe that studying this particular new form of info-mediation may be crucial 

because it has recently been acknowledged that in the new media context people’s evalua-

tion of corporations changes (Orlikowski & Scott, 2015; Orlikowski & Scott, 2014). It  

mainly depends on the flow of communications that are significantly re-configured by pro-

ducers (Bruns, 2007), that is, users who can easily produce and consume content (e.g., re-

views or opinions) that may influence people’s opinions  (Dellarocas,  2003). Such an ap-

proach that entails exploring how unknown  producers might represent a new form of info-

mediary has the advantage of understanding that communications about corporations today 

do not stay the same once published or are not mediated only by powerful traditional info-

mediaries. Also, such research can explain what has happened recently to organizations 

such as Abercrombie and Fitch  (Robson, Campbell, & Cohen, 2013), Barilla (Davies, 

2013), Kenneth Cole & Co. (Yhar, 2013), and Domino’s Pizza (Seijts & Bigos, 2011),   

The unknown infomediaries and their influence on evaluations                  

and outcomes of corporations  

Dr Laura Illia (IE), Elanor Colleoni, (Bicocca),  Katia Meggiorin (IE) and                               

Alessandro Rozza (Naples)  
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which have experienced lower sales or drops in share prices due to social media conversa-

tions initiated by unknown individuals.   

Our hypotheses about this new form of infomediary are tested through the study of Twitter 

conversations about an Italian bank. We chose Twitter, an online micro-blogging service  

that enables people to exchange 140-character messages called tweets, because it allows  

people to establish friendships with other users without time, identity, organizational, or 

geographic bonds. Therefore, it is the social medium that might best allow unknown indi-

viduals to reach the masses, even beyond their circle of friends. Through this empirical 

study, we explore how the widespread circulation of tweets containing the name of the 

bank may report individual experiences and carry mutable evaluative accounts about the 

bank to the point of influencing the bank’s outcomes.   

Findings  from  the  empirical  study  highlight  that  unknown  producers  may  become 

infomediaries not because of their own characteristics, but rather because of the character-

istic of their hashtags. When their hashtags become popular communication episodes (i.e., 

communications that  bridge  other  conversations  or  reach  many  users),  their  conversa-

tions  may  damage  a corporation’s outcomes. From a theoretical point of view, these find-

ings contribute to the body of literature  that  explores  how  infomediaries  influence  peo-

ple’s  evaluation  of  corporations  (e.g., Deephouse & Carter, 2006; Rindova, Williamson, 

Petkova, & Sever, 2005; Martins & Rindova, 2012; Carroll & McCombs, 2003). Our con-

tribution is to provide initial hypotheses about how in the new media landscape people’s 

evaluation of corporate actions may not be propagated only by well-defined institutional 

actors, but also by unknown actors.  

This  paper  is  structured  as  follows.  First,  we  illustrate  our  conceptual  framework. 

We explain how infomediaries have been studied so far and the new social media land-

scape.  We also explain why it is necessary to move beyond the current theorizing about 

infomediaries. Second, we hypothesize that unknown producers might reach the masses 

and influence people’s opinion about an organization and its outcomes. Third, we develop 

an empirical exploration of our hypotheses. Finally, we discuss our findings and consider 

implications of our model for future studies about infomediaries and their effects on peo-

ple’s evaluation of corporations.  
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Purpose:  The objective of this study is to understand how a large service organisation 

with a multiple brand portfolio manages its portfolio of corporate and product brands. 

Design/methodology/approach: We employed an interpretivist paradigm in this 

study. We were interested in understanding how a large organisation with a strong focus on 

corporate and product branding optimised the management of its entire brand portfolio. 

Tsogo Sun is a leading hotel and casino group that predominantly operates in Southern Af-

rica, but with some presence in the rest of Africa, the Seychelles and the United Arab 

Emirates. The hotel brand portfolio comprises 15 owned brands and one managed brand 

under license. In addition to reviewing secondary information about the company including 

research surveys, press releases and advertisements as well as using internal documentation 

and organisational archives, we interviewed ten of the organisation’s senior directors and 

managers. Interpretive content analysis was used to organise the empirical data into key 

themes pertaining to the management of the corporate and product brand portfolio. 

Findings: Although all the respondents were in agreement that corporate and product 

brands should be actively managed, view on how best to achieve this differed. Most of the 

respondents believed that corporate branding decisions were ultimately the responsibility 

of the CEO. In order for the corporate brand to deliver on the brand values, communication 

needed to be made available consistently and on time, and disseminated in an authentic 

manner. Most believed that in building the product brands, the corporate brand was also 

strengthened. All respondents were in agreement that the brands influenced each other. 

Some respondents believed that more focus was required on positioning the product 

brands, whilst others thought that focus should be placed on the corporate brand and that 

by emphasising the appropriate corporate brand values and behaviour, the product brands 

would benefit as a consequence.  All had positive views about the impact of the clear set of 

brand values that span Tsogo Sun and its role in aligning stakeholders. 

Practical implications: We use our  findings to present a brand management frame-

work to assist organisations who have a portfolio of brands to manage their corporate brand 

strategy. The framework underscores the importance of ensuring that the corporate brand 

becomes the strongest brand in the portfolio and that product brands are optimised to be 

strong in and of themselves, while at the same time supporting the corporate brand. 

Originality/value: We present a study of how a large service organisation with multi-

ple brands manages its corporate brand and brand portfolio. We also provide a framework 

to assist organisations to optimise managing their corporate brand in aligned with a product 

brand portfolio. 

 

Managing across a corporate and product brand portfolio:                      

evidence from a large South African service organisation 

Louise Sevel (Wits), Prof Russell Abratt (NSU/Wits) and Prof Nicola Kleyn (GIBS) 
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Purpose: The purpose of this paper  is to explore the nature of brand contract in B2B 

from two perspectives: the theological and pragmatic. 

Design/methodology/approach: A review of the branding literature challenges the 

dominant notion of the brand covenant as a firm driven, unilateral promise, referred to as a 

theological contract. The study adds to this the pragmatic perspective of a social contract, 

as deployed by the social sciences and IMP literatures. A tentative framework of a dialecti-

cal contract is developed through drawing on three cases of Chinese suppliers for the focal 

firm, IKEA. 

Findings: First, both types of contract are identified in the firm’s practices. Second, the 

specific goals and roles of managers and suppliers in each contract are defined. The theo-

logical contract is used by managers to strengthen suppliers’ beliefs in the company’s vi-

sion and mission, while the pragmatic one is employed by both parties for the implementa-

tion of the brand’s norms and brand equity. Third, a new framework for and the definition 

of a dual, dialectical brand contract in B2B are developed. 

Practical implications: Managers are advised to mediate between the theological 

pledge of their brand and its pragmatic implementation. 

Originality/value: The paper  challenges the dominant theological discourse in extant 

branding literature and puts forward a dialectical approach as a new proposition. 

Keywords: Pragmatism, Social contract, Core values, Corporate brand, Brand cove-

nant, Christian  theology 

Paper type: Case study 
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Motivation: At a fir st glance, ar ts and business are two separate wor lds with different 

goals, rules and mechanism. But a closer look to the history and the present (e.g., Baum-

garth 2014a, b) shows a great potential of arts for business in general and branding as well 

as corporate branding in particular. Companies like Würth, BMW, dm, Louis Vuitton or 

Vitra among others use intensively arts in their corporate brand management. The goal of 

this paper is to present an overview of different relationships between arts and corporate 

brands, identify the main research streams and mention practical examples. The paper uses 

the idea of a collage, which is a technique of art production, where the artwork is made 

from an assemblage of existing elements, thus creating a new arts piece and meaning. This 

collage “Arts & Corporate Branding” should stimulate further research on the interface of 

arts and (corporate) branding. Due to the page limits, the collage is not included in this ab-

stract and the abstract only mentions real examples without further explanations or refer-

ences. 

Sections: The collage is based on six over lapping sections, which are sketched below. 

(1) Arts as metaphors: Arts is often a metaphor to describe, to analyse and to sharpen cor-

porate organizations and leadership. For example, orchestra and jazz music are often used 

metaphors for the description of organizations (e.g. Dennis/Macaulay 2010; DePree 1992; 

Drucker 1998; Hatch 1998; Hatch/Weick 1998). A further research stream use arts and 

artist’s careers as inspiration and blueprints for leadership (e.g. Anderson et al. 2010).  

(2) Arts as valuable information: One important characteristic of arts is the debate about 

society, ecology and political topics. Hence, companies can benefit from the collaboration 

with contemporary arts and artists (e.g., street arts; Baumgarth 2015) in order to identify 

‘weak signals’ (e.g., ZEVS & Lavazza). For example, the German corporate brand Dorn-

bracht cooperated with artists in order to understand the meaning of the bath room in the 

future. Also, the use of arts techniques like collages or sculptures can help to gain im-

portant stakeholder insights. The literature discusses this topic by the term arts-based re-

search (e.g. Baumgarth/Yildiz 2016; Barone/Eisner 2012; Leavy 2009; McNiff 1998).  

(3) Arts as part and shaper of corporate culture: One important facet of a corporate brand is 

the close relation to the corporate culture as the internal basis or driver of corporate identi-

ty. Arts is firstly an important part of the symbolic level of the corporate culture and its vis-

ual identity. Furthermore, an active management of the corporate brand is often connected 

with a change of corporate culture. The literature on organizational aesthetics and arts-

based learning (e.g. Berthoin Antal/Strauß 2013; Carr/Hancock 2003; Darsø 2004; Lin-

stead/Höpfl 2000; Richards 1995; Strati 1999; Schiuma 2011) offers a lot of frameworks, 

concepts and tools for effective arts-related change management. Finally, an arts engage- 

The collage “Arts & Corporate Branding” –  Research streams,            

examples and springboard for further research 

Prof Carsten Baumgarth (HWR Berlin) 
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ment of companies can increase the employee’s satisfaction and their commitment. Com-

panies like Detecon, Allianz and Wiltmann are as best practices elements of this section of 

the collage. 

(4) Arts as CSR: Several companies use arts and sponsorship of arts and cultural institu-

tions and events as a type of CSR activities. The motives are legitimation, reputation and 

philanthropy. Typical variations are corporate collections (e.g. Conzen/Salié 2012; Jacob-

son 1993; Kottasz et al. 2000, 2008), arts sponsorship (e.g. Mermiri 2010, O’Hagan/

Harvey 2000, Schwaiger et al. 2010) and arts awards. Examples, which are presented in the 

collage, are the corporate collection by Würth, the sponsorship of the dance festival Col-

ours by Mercedes-Benz Bank and the Max Mara Art Price for Women. 

(5) Arts as differentiator: Similar to section four, corporate brands integrate arts in their 

external communication with several stakeholder groups in order to increase brand aware-

ness and to create a differentiated corporate image. A strong and robust theoretical and em-

pirical mechanism of this section is the so-called arts-infusion hypothesis (e.g., Hagvedt/

Patrick 2008, 2011; Huettl/Gierl 2012; Lee et al. 2015). Real examples, which are dis-

played in the collage, are the arts car by BMW, the corporate collection by Ritter Sport, the 

arts museum and other activities by Louis Vuitton as well as the corporate architecture by 

Vitra. 

(6) Arts as a tool of employer branding: The last section of the collage visualizes the use of 

arts for employer branding. The idea of employer branding is to win and to oblige the best 

employees. Practical examples for this section of the collage is the corporate theatre ap-

proach “Abenteuer Kultur (adventure culture)” by dm and the employer advertising cam-

paign “Denken ist Handeln (Thinking is acting)” by BCG. 

Summary and outlook: This shor t guided tour  of the collage “Arts & Corporate Brand-

ing” underpins the potential of arts for corporate branding. However, this collage is so far a 

patchwork of different ideas, research streams and practical case examples. Therefore, the 

next step is to combine these sections with robust corporate brand frameworks. Further-

more, research should conduct empirical, qualitative and quantitative, research in order to 

analyse the impact of arts on the corporate brand in all six sections of the collage. In addi-

tion to that, the sections 2 – 6 are often based on collaborations between companies and 

artists. Hence, a fruitful and important research field is a deeper understanding of the barri-

ers, drivers and management of so-called arts-brand-collaborations (e.g., Baumgarth/

Sandberg 2016).  

Continued on page 30... 
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Creating and managing brand meaning: the interactions and                 

roles of brand owners and working consumers 

 Dr Cleopatra Veloutsou (Glasgow) and Dr Ian Black (Heriot Watt) 

Traditionally brand management was seen as a process initiated and primarily performed 

by managers who were expected to make decisions on the development and management 

of the brand’s meaning. This was achieved, partly by developing and supporting brand 

identity (Aaker, 1996; Kapferer, 2008) and partly by managing the overall brand reputation 

through actions and communication initiated by completely (or strongly) controlled sources 

(Clark & Montgomery, 1998; Basdeo et al., 2006). This literature stated that other stake-

holders were primarily observers in the brand meaning development process. Recent work 

shows these other stakeholders, including consumers (da Silveira, Lages & Simões, 2013), 

engage in extensive debates with the organisation on what the brand is (Aula & Mantere, 

2013) and are actively involved in brand development including its meaning (Vallaster & 

von Wallpach, 2013). Here, consumers are empowered by these creative opportunities, par-

ticularly where they voluntarily offer their labour as working consumers (Cova & Dalli, 

2009).  Similarly, brand communities strive to play an active role in the strategic and tacti-

cal decisions affecting the brand (Cova & Cova, 2002) and to co-produce the brand offer-

ing (Cova & Dalli, 2009).  

Very little research investigates the consumer’s contributions to the development of brand 

meaning, the coordination and management of the process of brand meaning co-creation 

and the role of brand strategists, a gap this paper looks to fill.  Projecting consistent signals 

across the various symbolic sources is of great importance in forming a coherent reputation 

(Cai, 2002) and since consumers may create independently of the producer’s objectives 

and strategy (Cova and Dalli, 2009), the co-creation of brand meaning needs coordination 

(Cova, Dalli & Zwick, 2011). This is potentially a role for brand strategists (Konecnik et 

al., 2013). Research is required on this and how shared culture and values are transmitted 

and maintained, especially where large numbers of individuals are engaged in developing 

and signally the brand’s identity (Harris & de Chernatony, 2001).  Further, the conditions 

under which brand reputations and identities, are formed, reformed and deformed in this 

multiplayer environment, require more attention. 

This paper contributes by providing insights into the management of the brand meaning co-

creation process, in a context of highly involved and empowered working consumers. It 

explores the organisation and structures used, and the roles that the brand centre and work-

ing consumers undertake. It reports on the tensions, collaborations and manner under 

which brand materials were created, appropriated and modified as well as the resultant 

movement and development of brand meaning. It also investigates issues of brand meaning 

control.  

The research focuses around Yes Scotland, a political brand created and managed between 

2011-2014 as part of the campaign for Scottish independence. Data was collected for over  

Continued on page 32... 
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34 months through participant ethnography centred on a local, geographically bound 

group, Yes Edinburgh North & Leith (YENL). Data collected included observational field 

notes, interviews and a comprehensive library of locally produced marketing and branding 

materials.   

The findings show that consumers undertook significant amounts of labour and performed 

specific roles, such as art director, copy editor and production co-ordinator when creating 

and managing brand meaning and undertook this outside the direct control of Yes Scot-

land’s head office (the national brand owners). As the campaign developed and the grass-

roots strategy pursued by Yes Scotland was enacted, local groups affiliated to the national 

campaign, increasingly produced their own Yes branded materials (including online).  This 

co-creation employed symbols and messages provided by the national brand owners, 

though as the campaign progressed and became more focussed in local communities, brand 

identity was increasingly constructed using symbols and messages chosen and developed 

locally or from other affiliated campaign groups.  The data highlights examples where, 

driven by the volunteer’s skills, professional experience and deep acceptance of the core 

brand values, working consumers (Cova & Dalli, 2009) had different and perhaps greater 

ambition and vision for the brand than the head office. Indeed, local working consumers 

believed they had greater insight into their target market and greater skill to deliver and 

extend the brand’s original vision than the central brand owners.   

This work was typically performed in groups with fluid memberships where decisions 

though made collectively, individuals asserted influence through their level of commit-

ment, professional experience and interpersonal skills.  The response of the original brand 

owners appears to have been supportive, with the Yes Scotland Chief Executive declaring 

six months before the vote, that he was proud to have lost control of the campaign 

(Gordon, 2014).  Together, the actions performed and the commitment to brand manage-

ment activities shown moves some working consumers from a productive and facilitative 

role to a strategic role in the development and management of brand meaning. The phe-

nomenon was observed to the extent that it can be argued that brand ownership was pre-

dominantly transferred to the working consumers. 

Keywords: Brand co-creation, Brand communities, Working consumers, Political Market-

ing 
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Brand value co-creation with employees through the                            

leader-member exchange theory: the case of a corporate brand 

Dr Khanyapuss Punjaisri  (Brunel) and Professor John M.T. Balmer (Brunel) 

Research purpose: Employees, who are at the inter face between customers and 

brands, play a crucial role in shaping consumers’ brand experiences that facilitate subjec-

tive and psychological meaning processes (Gambetti and Graffigna, 2015; Prahaland and 

Ramaswamy, 2004). The role of employees has been made more important as corporate 

branding involves multiple stakeholders who interact with employees across an organisa-

tion, whose behaviours influence and shape brand experiences of those stakeholders 

through their social interactions within the network. Hence, involving employees in brand 

value co-creation in the first instance could lead to positive brand experiences in different 

brand-stakeholder encounters. Yet, little has been done to provide insights into the role of 

employees in the value co-creation process although they affect customers’ consumption 

experiences. Furthermore, leaders play a prominent role in facilitating the trusting work 

environment, which is argued to be critical for co-creation to exist (Ind et al, 2013). Still, 

there has been no study to empirically understand how leaders could affect their employ-

ees’ brand value co-creation behaviours through the employees’ perceived quality of the 

leader-employee relationship. This study, thus, seeks to bridge existing co-creation litera-

ture with the leadership literature, the leader-member exchange (LMX) theory and the co-

work trust in particular, within the corporate branding context to understand how and why 

an organisation can facilitate their brand value co-creation behaviours. By doing so, this 

study aims to understand how the relationship quality between leader and employees af-

fects employees’ trust in both their leader and co-workers, and then their brand value co-

creation behaviours.   

Design/methodology/approach: This study aims to conduct a mixed-method research 

study, starting with qualitative in-depth interviews with management and employees to val-

idate relevant constructs and, particularly, the employees’ brand value co-creation behav-

iour measurement scale, which will be adapted from Yi and Gong (2013) customer co-

creation behaviours. The quantitative research will follow the qualitative research, adopting 

a survey method to collect the data from the employees. This study emphasises the role of 

employees in delivering the brand promise. The hotel industry is labour-intensive, under-

lining the role of employees in representing the corporate brand values and identity. Hence, 

the employees in this study will be those who are at the interface between the corporate 

brand and customers and work in a hotel brand. They should be drawn from 4-star hotels or 

higher as these hotel brands are believed to be vigilant of their brand promise delivery, and 

of customer brand experience. The data from respondents will be treated with confidential-

ity and anonymity, which will also help increase the response rate.  

Expected findings: The findings are expected to identify the impact of the perceived  

relationship quality between leader and employees on employees’ trust in leader and in co-

workers. The impact of this relationship quality on employees’ brand identification will  

Continued on page 34... 
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also be identified. Then, the extent to which brand identification influences employees’ 

brand value co-creation behaviours will be identified as well as both types of trust on brand 

value co-creation behaviours of employees.  

Practical implications: Management would be able to understand the impor tance of 

their relationship with employees influences employees’ trust in leader, and how that has a 

spill-over effect on their trust in co-workers. Ultimately, management could acknowledge 

how leadership shapes the trusting work environment, which would affect employees’ 

brand identification, and ultimately their engagement in brand value co-creation behav-

iours.  

Originality/value: To our  best knowledge, this paper  is the fir st to explore the value 

co-creation concept within the corporate service branding context from the employees’ per-

spective. It is also the first to bridge the leadership theory to employees’ brand value co-

creation behaviours through the trust concept and the social identity theory.  

Keywords: brand value co-creation, leader-member exchange, brand identification, trust 

Paper Type: working (empir ical) paper   
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’All in a day’s work’ An ethnographic study examining the                    

adoption of brand orientation within a hospice in the East of England 

Fran Hyde (Essex) and Dr Mario Burghausen (Essex) 

Purpose/background: Following the recent call by Baumgar th et al. (2013) for  fur ther  

in-depth research into the notion of brand orientation (Urde, 1999) and adopting a corpo-

rate-level perspective on the phenomenon as suggested by Balmer (2013), this paper spe-

cifically seeks to explore how brand orientation is constituted by a Third Sector Organisa-

tion (TSO) in the United Kingdom (UK). TSOs are situated in neither the public nor pri-

vate sectors but instead occupy a third sphere of society operating in an economy set apart 

from for-profit and publically funded organisations (Jenei and Kuti, 2008; Giddens, 2000). 

In particular the research focuses on the institutional identity work of a newly formed mar-

keting and communications team within a charitable hospice who set about fostering brand 

orientation within the organisation by implementing five core brand values as guiding prin-

ciples. By considering how this new team try to instil the five values into the mind-set of 

the wider organisation of the hospice the paper aims to add insight into the limited under-

standing of brand orientation in TSOs (Stride, 2006). More than 180,000 TSOs exist in the 

UK, delivering services in areas such as health, welfare and education (National Audit Of-

fice, 2015). As the sector grows and due to structural changes in the commissioning of con-

tracts and provision of social services in the UK (Aldridge, 2013; TSRC, 2014), an in-

creased level of competition (e.g. for funding, government contracts and voluntary support) 

within the sector (and with for-profit providers) puts pressure on these organisations to ad-

just the way they operate and interact with stakeholders (Borgstrom and Walter, 2015). 

Consequently, there is growing recognition by both the academic community (Chapleo, 

2015; Lee, 2013; Hankinson, 2000) and practitioners (Liu et al, 2013; Maier et al, 2014) 

that TSOs, like the hospice, increasingly seek to adopt brand orientation as a possible an-

swer to these pressures. However, despite these developments and general recognition, lit-

tle is known about the micro-level foundations and processes implicated in the adoption of 

an organisation-wide (corporate) brand orientation by such organisations (Lee, 2013; Lu-

carelli and Hallin, 2015).  

Design/methodology/approach: Adopting the theoretical framework of Actor-Network 

Theory (Latour; 2005) a three-month ethnographic study was undertaken situated in the 

marketing and communications team of a local hospice in the East of England. Through 

participant observation and interviews with key informants material was collected such as 

photographs, screen shots, documents, emails and 44 miscellaneous items. A fieldwork 

journal was kept and empirical material was systematically combined with observational 

notes adopting a reflective mode. Interpretive engagement with the data unfolded iterative-

ly throughout the research, gradually leading to emerging ideas on which substantiated ex-

planations could be built. 

Findings: During fieldwork the real practical issues, tensions and times of celebration 

in the diverse daily work of the team were witnessed as they endeavoured to implement the 

Continued on page 36...  
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five core values as a basis for brand orientation within the hospice. At times it seemed as if 

the team were a lone voice battling to practically integrate and physically achieve this ori-

entation both internally and vis-à-vis other stakeholders. For example efforts to incorporate 

the hospices value of passion about the care being provided was truly tested after securing 

substantial funding for a project launching the first Advanced Care Planning Register for 

terminally ill patients which involved working collaboratively with a number of stakehold-

ers. Lengthy consideration of appropriate marketing collateral as well as careful negotia-

tion of and with the local professional medical hierarchy was observed as the team and 

hospice tentatively interacted in this healthcare market for the first time. In another project 

the team were responsible for marking a significant organisational anniversary, which was 

also felt by the hospice’s senior leadership team to be an opportunity to reinforce the core 

value of respecting, appreciating and acknowledging the work of other organisations and 

individuals. In realising this project the team demonstrated what it meant to really champi-

on brand orientation, enlisting support from senior members of the hospice and navigating 

a number of complex emotional attachments to the hospice held by both employees and 

volunteers.  

Practical/theoretical implications: In theoretical terms the findings of this study sup-

port the extant literature, which suggests the importance of senior management within the 

internal buy in process of aligning core values with brand orientation. Importantly this 

study develops the existing suggestion of complex interactions associated with multiple 

stakeholders, proposing that stakeholder relations are further complicated by the existence 

of market factors. As such for practicing managers the results outline a requirement for 

consistent tenacity and creativity by those charged with aligning and assembling activities 

with a wide range of stakeholders, in addition to an acknowledgment that market interac-

tions form a major consideration for TSOs in brand orientation work.   

Originality/value: This paper  provides a major  contr ibution through its in depth ex-

amination of the daily practices of a team in one setting and the insights this provides into 

the vital, non-negotiable importance of values in brand orientation and in turn institutional 

identity work within TSOs. In addition this study is original in its contribution because of 

its unusual context of a hospice, the range of stakeholders involved and its acknowledge-

ment of the effects of emerging market factors on brand orientation work within TSOs 

(Stride, 2006).  

Keywords: Third Sector  Organisations; Corporate (Brand) Values; (Corporate) 

Brand Orientation  

Paper type: Empir ical 



ICIG Symposium 2016                                                                                                                                  37 

 

References 

Aldridge, S. (2013) Third sector as public service providers: an overview. Paper 9 in The 

third sector as a public provider. ESRCTSRC co-centre seminar series. Available at:  http://

www.birmingham.ac.uk/generic/tsrc/documents/tsrc/reports/seminar-one-sector-as-pubserv

-provider.pdf. [Accessed on 12/12/2015] 

Balmer, J. M. T. (2013) Corporate brand orientation: What is it? What of it? Journal of 

Brand Management 20(9): 723–741. 

Baumgarth, C., Merrilees, B. and Urde, M. (2013) Brand orientation: Past, present, and fu-

ture. Journal of Marketing Management 29(9-10): 973–980. 

Borgstrom, E. and Walter, T (2015) Choice and compassion at the end of life: A critical 

analysis of recent English policy discourse. Social Science & Medicine. 99-105 

Chapleo, C (2015) Brand ‘infrastructure‘ in non profit organization: Challenges to success-

ful branding? Journal of Marketing Communications. 21(3): 199-209 

Giddens, A. (2000) The Third Way and its Critics. Cambridge: Polity Press 

Hankinson, P. (2000) Brand orientation in charity organisations: Qualitative research into 

key charity sectors. International Journal of Nonprofit and Voluntary Sector Marketing 5

(3): 207–219 

Jenei, G. and Kuti, E. (2008) The third sector and civil society. Chapter 2 in Osborne, S 

(2008) The Third sector in Europe. Abingdon: Routledge. 

Latour, B. (2005) Reassembling the Social. An Introduction to Actor-Network-Theory. Ox-

ford: Oxford University Press. 

Lee, Z. (2013) Rebranding in brand-oriented organisations: Exploring tensions in the non-

profit sector. Journal of Marketing Management 29(9-10): 1124–1142. 

Liu, G., Eng, TY. & Sekhon YK (2013) Managing Branding and Legitimacy: A Study of 

Charity Retail Sector. Nonprofit and Voluntary Sector Quarterly. 43(4): 629-651 

Lucarelli, A. and Hallin, A. (2015) Brand transformation: a performative approach to brand 

regeneration. Journal of Marketing Management. 31(1/2) 84-106 DOI: 

10.1080/0267257X.2014.982688  

Continued on page 38... 



 38                                                                                                                                 ICIG Symposium 2016 

 

...continuation from page 37 

Maier, F., Meyer, M and Steinbererithner, M. (2014) Nonprofit Organizations Becoming 

Business-Like A Systematic Review. . Nonprofit and Voluntary Sector Quarterly. 1-23 

National Audit Office (2015) What are third sector organisations and their benefits for 

commissioners. Available at: http://www.nao.org.uk/successful-commissioning/

introduction/what-are-civil-society-organisations-and-their-benefits-for-commissioners/

[Accessed 14/12/2015] 

Stride, H. (2006) An investigation into the values dimension of branding: implications for 

the charity sector. International Journal of Non Profit Sector Marketing 11: 115-124 

TSRC. (2014) Third Sector Research Centre  2008-2013 Report. Available at: http://

www.birmingham.ac.uk/generic/tsrc/publications/2008-2013-report.aspx 

[Accessed 11/12/215] 

Urde, M. (1999) Brand Orientation: A Mindset for Building Brands into Strategic Re-

sources. Journal of Marketing Management 15(1-3): 117–133. 



ICIG Symposium 2016                                                                                                                                  39 

 

What about middle-ranking business schools and international stu-

dent corporate brand identification? A conceptual framework of inter-

national student identification with UK middle ranking business 

school corporate brand 

Dr Rudaina Mahmoud (Brunel), Dr Weifeng Chen (Brunel)  and Prof  John M.T. Balmer  

Purpose: Typically, management and marketing research on business schools focus 

on so-called ‘top’ business schools. Yet, most business schools can be characterised as be-

ing ‘middle-ranking’. As such, this revelatory study – informed by social identity/self-

categorisation theory uncovers the main determinants of middle ranking business school/

international student identification in the UK.   

Methodology: A theory building case based survey under taken among international 

students at a London based middle ranking business school informed this study  

Findings: The results of our  survey under taken from middle ranking business schools 

in London inform a theoretical framework of middle ranking business school/international 

student identification which is composed of five main corporate brand attractiveness di-

mensions: brand similarity, brand distinctiveness, association with metropolitan city brand, 

Higher education brand and campus atmosphere. However, it was found that corporate 

brand attractiveness works as a mediator (but not a moderator) vis-à-vis the five dimen-

sions.   

Originality/value: This study – focusing on a middle ranking business school corporate 

brand, internationalisation/international marketing– appears to be the first of its kind. It is 

one of the first attempts that provide a theoretical undertaking regarding the main determi-

nants of international student identification with a middle ranking business school corpo-

rate brand 

Practical implication: Arguably, the findings of this study are a foundational signifi-

cance in theory building terms. The instrumental contributions of this study stress the effi-

ciency of business school managers to focus on corporate brand building and corporate 

brand communication activities. 

Key words: middle ranking business schools, corporate brands, corporate brand 

identification, internationalisation, international marketing 

Paper type: Empir ical 
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Purpose: The aim of this paper  is: (1) to explore the perceptions of CSR among em-

ployees, (2) to see how these perceptions of CSR are related to the institutional factors that 

have the potential to affect CSR of a certain company as well as (3) to explore the relation 

CSR might have with the perceived satisfaction with job-related aspects. We build our con-

ceptual model on the notion of embeddedness (Dacin et al., 1999) which allow us to con-

sider how CSR is perceived to be shaped by the institutional context which creates back-

ground factors that shape organisation’s actions (macro perspective) as well as how CSR 

then creates context for the employees within organisation being an embedded kind of cor-

porate practice (micro perspective; e.g., Balmer et al, 2007; Dacin et al., 1999). Employees 

are increasingly being aware of the growing responsibilities of companies, both externally 

and internally and CSR can be seen as a force that influences employees' perceptions and 

behaviours; for example satisfaction with different aspects of their jobs (Tamm et al., 

2010).  

Design/methodology/approach: The data for  our  study are based on a quantitative 

research approach. The questionnaire was designed also containing questions about CSR, 

institutional factors and job satisfaction. Out of the initial representative sample for Slove-

nian population we selected those respondents that were in the working relationship 

(N=482). CSR was measured as perceptual phenomena based on the argument that percep-

tions of CSR have “direct implications for employees’ subsequent reactions (El Akremi et 

al., 2015) such as work-related satisfaction. Perceived satisfaction at work was measured 

on the processual (i.e. task-related) and relational level (i.e. relationships related) level. We 

included such contextual variables as: trade unions presence and activeness, perceived suc-

cess of the company, industry type, and perceptions about companies being followers and 

adopters of practices defined by the leaders on the market (Campbell, 2007). The initial 

analyses made so far were based on factor analyses and correlations and will be upgraded 

in the next step of this study. 

Findings: As this research is in its pr imary stage only some preliminary findings can 

be mentioned. CSR perceptions seems to be clearly structured around internal and external 

dimension depending whether it is aimed at internal stakeholders (employees) or external-

ly. The relations between contextual factors and perceived CSR were not yet fully tested 

but some turned out to be statistically significant with one or both CSR dimensions (e.g., 

trade union presence, perceived success of the organisation, following behaviour/practices 

of stronger competitors).  

Practical implications: The ways how employees perceive CSR activities which are 

directed toward external and internal stakeholders can help determine organisations in what 

ways CSR can add to their value creation for different stakeholders as well as for itself. As 

employees feel better in organisations that commit themselves more to CSR, this indicates  

Institutional context of CSR and satisfaction at work:                              

perceptions of employees  

Dr Urša Golob Podnar (Ljubljana ) 
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that CSR can be considered as means for co-shaping satisfaction with job-related issues 

among employees. Another interesting implication originates from the result showing that 

both external and internal CSR as perceived by employees are quite strongly related to 

each other. We could assume that in addition to organisation’s role to engage into external 

CSR aimed at external stakeholders, external CSR can offer indirect benefits to employees 

(which might result in higher commitment and identification of employees as well as other 

beneficial outcomes). Furthermore, the study offers an illustration of how organisations 

need to consider embeddedness as a factor of CSR practices on a macro as well as corpo-

rate level.  

Keywords: CSR, employees, perceptions, institutional context, satisfaction at work, 

quantitative study 

Paper type: Empir ical 
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Purpose: The concept of Sustainability has received growing attention: no longer  is 

Sustainability purely a ‘nice to have’, but it is becoming a license to do business (Carter & 

Easton, 2011).  However, while corporations are investing in sustainability practices to 

maintain the reputation of the Corporate brand, the question is whether consumers support 

these organisations in their purchases?   Prior research suggests that, although a large per-

centage of consumers consider themselves supportive of sustainability, this does not neces-

sarily translate into related purchase behaviour (Vermeir & Verbeke, 2006; Ramirez, 

2013).   Baalbaki (2012) found that quality, sustainability, social influence and leadership 

are the true dimensions of consumer based brand equity. However another study found that 

consumers do not necessarily value a company’s efforts to present itself as more sustaina-

ble, and that these efforts could even lead to a deterioration of its financial brand value 

(Nguyen et al, 2015). The purpose of this study is to understand the relative importance of 

sustainability as a criterion in the consumer purchase decision making process, comparing 

Clothing and Food purchases.  

Design/methodology/approach: A mixed method approach was followed, using a focus 

group to determine the key purchase criteria for both Food and Clothing as the qualitative 

study, and then a quantitative study using an online survey, from a convenience sample of 

558 respondents. The data was analysed using Adaptive Conjoint Analysis, where respond-

ents made trade-off choices between purchase criteria, to determine the importance of sus-

tainability in purchase decisions relative to other criteria.   

Findings: The findings showed that sustainability-related factors, though considered 

during the purchase decision, played a noticeably less important role than ‘other factors’, 

such as Quality and Price.  However, the results also indicated that sustainability related 

factors were rated as more important in Food than in Clothing.  The leading purchase crite-

ria for Clothing were, in order of importance: Fit, Price (i.e. value for money), and Quality; 

whilst those for Food were: Quality, Convenience and Price.  Interestingly, women rated 

sustainability-related criteria in Food as being significantly more important in the purchase 

decision than men did.  In addition, the customer expectations of retailers with regard to 

investing in sustainability incorporated all three components of social, environmental and 

economic initiatives, which could build brand loyalty and hence the corporate brand. 

Practical implications: The implications for  retailers are to ensure that consumers are 

fully aware of their sustainability initiatives.  Doing the right thing from a sustainability 

point of view as a business then lies in delivering product that has sustainable attributes, 

but not at the cost of other criteria, such as quality, style or price.  It is also advisable to 

demystify sustainability, by informing the consumer about sustainability initiatives in the 

customer’s language.  The study feedback highlighted the importance of trust and transpar-

ency, so  

The relative importance of sustainability as a consumer purchase            

criterion within the South African retail industry  

Ragna Nilssen (GSB),  Prof Geoff Bick (GSB) and Prof Russell Abratt  (NSU/Wits) 
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companies need to avoid ‘green washing’ any products. Companies should dedicate them-

selves to articulating benefits and developing offerings that are environmentally, economi-

cally and socially sound. 

Originality: The paper  provides quantitative insights as to the relative importance of 

sustainability as a purchase criterion for two different product groups.  It also develops 

marketing frameworks for refining existing sustainability strategies to informed customers, 

and marketing frameworks for establishing new markets where customer expectations on 

sustainability are unknown.  The frameworks incorporate product inputs, communications 

suggestions, and suggestions to reinforce brand trust and love.  

Key words:  Sustainability, consumer  purchasing, retailing 

Paper type:  Empir ical 
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In this paper, corporate CSR brands are defined as companies that, whilst selling their ser-

vice or product, improve a social problem or act in a socially and/or ecologically responsi-

ble way. Corporate CSR brands are typically characterized by hybrid business models that 

blend entrepreneurial goals with a successful economic (profit, market share, etc.) and so-

cial return (Westley & Antadze, 2010). Corporate CSR brands are developed by CSR en-

trepreneurs (Vallaster et al., 2012) and design their corporate identity around CSR, because 

they have been founded with CSR in mind and embrace CSR as part of who they are and 

what they do. CSR entrepreneurs develop new ideas for themselves and for their environ-

ment because they aim to find innovative ideas to find solutions to local problems in a re-

sponsible way (Alvord, 2004). However, very often these solutions are retained on a local 

level and attempts to scale them up to have a greater impact on society very often fail due 

to a lot of resistance these CSR entrepreneurs face from various angles (Westley & An-

tadze, 2010). However, there exist these successful Corporate CSR brands, led by entrepre-

neurs who change dying institutions into dynamic, creative organizations and who trans-

form their environment by creating socially and ecologically innovations (Habisch, 2011). 

In an attempt to find answers to the question as to why some CSR entrepreneurs manage to 

develop successful Corporate CSR brands (while others are not), we believe that the con-

cept of “resilience” has some explanatory power.   

Resilience in the entrepreneurial literature: Only recently, entrepreneurial researchers 

have adapted the concept of “resilience” and started to analyse the role of resilience on 

both an individual and organizational level to successfully re-position oneself or the organ-

ization during or after situations of crisis and difficulties. For instance, Bullough, Renko 

and Myatt (2014) research the role of resilience on entrepreneurial activities in particularly 

difficult situations in the warrior destroyed Afghanistan. Their research shows that self-

confidence is one key factor in developing resilience. Other researchers like Cannon & Ed-

mondson (2005) or Ayala & Manzano (2014) show that resilient entrepreneurs are charac-

terized by their hardiness, resourcefulness and optimism, which are predicted to be key 

drivers of business success. On an organizational level, researchers – mainly drawing on 

the resourced-based perspective on strategy development - have identified elements like 

strong organizational culture, adaptability, network (e.g. Habisch, 2011) as key drivers for 

organizational resilience. While considerable knowledge regarding resilience on an 

“entrepreneurial” / individual and organizational level exist, only little efforts have been 

made to adapt the concept to what we define here as the “corporate CSR brand context”.   

Our findings, based on qualitative approach (in-depth interviews with 20 owners of Corpo-

rate CSR brands, with headquarters in Central Europe, across selected industries like tour-

ism, technology and food) show that an in-depth understanding of the context in which 

Corporate CSR brands move is crucial for identifying the role that resilience plays for Cor-

porate CSR brands.   

The role that the context of corporate CSR brands plays on framing 

resilience: implications from an entrepreneurial perspective  

Dr Christine Vallaster (Salzburg)  
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The way resilience is framed due to the context corporate CSR brands: We have identified 

the following dimensions along which characterize the role of resilience during the devel-

opment of corporate CSR brands: Redundancy, System effects, Stability, and Timeframe 

for decision-making.  

Redundancy refers to the correlation between corporate brand strategy and resilience in a 

system. The strategy context tends to be high in resilient and low in vulnerable situations, 

as there are various factors such as market characteristics, market position, the firm’s fi-

nancial situation, and other resources and capabilities that are all weakly correlated yet rel-

evant for decision-making and its outcomes (Vuori and Vuori, 2014). Knowing this rela-

tionship, the majority of our respondents understand the ‘feedback loops’ in which process-

es and events happen in the economic and social-ecological systems, which in turn re-

percuss back corporate brand strategy and resilience, and so on.  

System effects relate to the fact that resilience exists at multiple levels or scales: individual, 

organisations, community, system, society, etc. Corporate brand CSR entrepreneurs widely 

know what happens when these different system components interact, how this can lead to 

‘emergent properties’ that have unintended consequences on the corporate brand strategy 

or can be unpredictable. Considerations around unintended consequences, uncertainty etc., 

have consequences for the kinds of ‘managerialist’ notions that still pervade mainstream in 

the CSR corporate branding development discourse.   

Stability refers to permanence or persistence in the structure of the environment. Typically, 

the context in which corporate CSR brands manoeuvre is less stable and our respondents 

emphasize the “high unpredictability” of success.   

Timeframe for decision-making refers to the amount of time a decision-maker(s) has to 

make their decision. In the corporate brand CSR context, even though the environment can 

change radically over a few years, our respondents mentioned that they are pressured not to 

miss a single window of opportunity and therefore are more likely to measure decision-

making timescales with a ‘long-term / transformational’ perspective rather than with the 

stopwatch.   

To sum up, corporate CSR brands face different contexts in which they have to manoeuvre 

compared to “conventional” corporate brands. This gives specific “texture” to the role that 

resilience plays in the development of a strong corporate CSR brand.     

 

Continued on page 46... 
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Purpose: The social exchange theory (Homans, 1958; Blau, 1964) can be considered as 

one of the fundamental theoretical pillars of (corporate) marketing theory (Jančič, 1999). 

Exchange is a central concept in marketing, and it may well serve as a foundation for that 

elusive general theory of marketing (Bagozzi, 1975, p. 38). Both the organizational com-

mitment and psychological contracts literature has emphasized the importance of employee 

perceptions of the exchange relationship with the organization (Shore et al., 2006). Within 

the context of internal marketing the relationship between employees and their organiza-

tions has often been described as an exchange relationship. Exchange relationship between 

the employee and organization for which he/she works for rests on the norm of reciprocity 

(Emerson, 1976, see also Wikhamn and Hall, 2012). According to Blau (1964), social ex-

changes entail unspecified obligations such that when an individual does another party a 

favour, there is an expectation of some future return. According to Shire et al. (2006) a bet-

ter understanding the nature of the exchanges involved in employees’ relationships with 

their employers appears to be useful in predicting employee behaviour. Although the norm 

of reciprocity has been a universal principle, the degree to which people apply reciprocity 

principles vary (Cropanzano and Mitchell, 2005, p. 878) and that’s why more research 

within different contexts is needed (Wikhamn and Hall, 2012). The aim of this paper is to 

explore the role of social exchange relationships in explaining employee behaviours within 

organization and to explore how employees’ perception of exchange reciprocity with their 

firm influence their organizational commitment and job satisfaction. We build our model 

on the notion of Cropanzano and Mitchell (2005) and their call for further research in so-

cial exchange relationships within the organizational and specific cultural contexts. Up to 

date, research on reciprocity in social exchange within the organizational context is rather 

scarce.   

Design/methodology/approach: The data for  our  study are based on a quantitative 

research approach. The questionnaire was designed also containing questions about per-

ceived exchange reciprocity between employees and its firm, organizational commitment 

and job satisfaction. Out of the initial representative sample for Slovenian population we 

selected those respondents who are employed (N=482). Exchange reciprocity was meas-

ured as perceptual phenomenon from the employee’s side of view. Organizational commit-

ment was measured by adopted scale developed by Allen and Meyer (1990) as a three-

dimensional concept, measuring affective, normative and continuance commitment. Per-

ceived satisfaction at work was measured on the processual (i.e. task-related) and relational 

level (i.e. relationships related) level.   

Findings: Preliminary analysis shows that there is a clear  positive relation between 

employees’ perception of exchange reciprocity and affective and normative organizational  

The employees’ perception of exchange reciprocity and its influence on 

three dimensions of organizational commitment and job satisfaction 

Prof Klement Podnar (Ljubljana) 
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commitment as well as job satisfaction, which is in accordance with results of some previ-

ous studies (e.g. Wikhamn and Hall, 2012), however no positive relation with continuance 

commitment has been found.  

Practical implications: This study has practical implications for  CEOs, corporate 

marketers and human resource managers to understand the way how employees perceive 

the reciprocity in exchange with their employer and how this variable influences the work-

related behaviour such as organizational commitment and job satisfaction. It brings atten-

tion to organizational initiatives which will foster such a corporate identity, where reci-

procity will be the norm and a part of the organizational culture. Corporate identity itself 

can be seen as a part of exchange process between employee and employer among other 

exchange values, which go beyond the solely salary and other financial benefits for em-

ployees. As such, perceived reciprocity in exchange can be seen one of the primary con-

cerns of the managers within the corporate marketing and human resource management 

domain.      

Keywords: corporate marketing, social exchange theory, employees, perceptions, or -

ganizational commitment, satisfaction at work, quantitative study 

Paper type: Empir ical 
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Corporate customers’ corporate brand relationships influence on cus-

tomer relationships in B2B service 

 Dr Anne Rindell (Hanken) and Prof Tore Strandvik (Hanken) 

Purpose: This paper  examines how customers’ corporate brand relationships formed 

over time affect the initiation of a customer relationship in the context of a B2B service 

market. Rindell (2013) define consumers’ corporate brand relationships as a mental rela-

tionship the consumer/customer has with a certain corporate brand over time. The term 

consumer brand relationship is thus basically equivalent to a consumer’s perception of a 

company’s corporate image over time. The service provider in this paper, selling solutions 

implemented as projects, has two types of customers: one-time customers that have little 

experience of such service solutions, and expert buyers with a lot of experience of this spe-

cific service solution and therefore have a customer relationship with the service provider. 

The research question therefore is ‘how do customers’ corporate brand relationships influ-

ence the initiation of customer relationships in B2B service’. From a theoretical point of 

view, two streams of research, corporate brand relationship research and customer relation-

ship management/relationship marketing research is combined to further the understanding 

of sales success due to customers’ corporate brand relationships. 

Corporate brand relationships - In the branding literature a growing stream of research has 

focused on consumer brand relationships (Fetscherin & Heinrich 2014, Fetscherin & Hein-

rich 2015). Fetscherin and Heinrich claim that “While academia and practitioners have 

paid huge attention to customer relationship management (CRM) in the past, consumer 

brand relationships management (CBRM) is still in its infancy” (Fetscherin and Heinrich 

2015, p. 388). Brand relationships have since the 1990’s been studied through the lens of 

multiple constructs, like brand personality, brand trust, brand love, brand commitment, and 

has emerged to a multidisciplinary, multidimensional and multi-conceptual field of re-

search (Fetscherin and Heinrich 2014). However, the time dimension of brand relationships 

has not gained much attention, especially not in B2B service settings. 

Customer relationship management - From the service provider’s point of view relation-

ship marketing represent the company’s perspective on managing customers. Relationship 

marketing can be defined as the deliberate management of customers and other stakehold-

ers so that relationships with them are initiated, cultivated and dissolved in such a way that 

the company achieves and maintains its competitiveness. (Strandvik 1998)  Initiation en-

tails the whole process of discovering potential customers, selecting suitable prospects, ap-

proaching them, negotiating with them and closing a deal with them. In the relationship 

marketing literature concerning B2B settings, brands have not played any significant role, 

although there are indications that brand issues, and especially corporate brand images may 

influence the initiation (and continuation) of customer relationships (Edvardsson, 

Holmlund & Strandvik 2010). Hence, here exists an interesting area for further research.  

Continued on page 52... 
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Integrating brand relationships and customer relationships as perspectives - Although the 

two research perspectives both use the relationship metaphor, there is considerable differ-

ences in what a relationship entails respectively. Customer relationships are considered as 

expressions of business activities, starting when the business relationship is initiated and 

ending when the business activities end. Brand relationships may however exist irrespec-

tive of customer relationships, which represent the most interesting research issue from a 

relationship marketing perspective. A company’s brand relationships may stimulate or hin-

der the initiating of customer relationships, may influence the continuation of customer re-

lationships as well as have an effect on endings of customer relationships. Consumers, us-

ers, potential customers and customers have a brand relationship with a certain company 

whether the company knows about it or not.  

Design/methodology/approach: The empir ical context is a company that offers work-

space design based on customer processes in the customer’s built environment. Qualitative 

data collected among one-time customers and expert customers is used to analyse how the 

corporate brand relationship influences on the initiation of the customer relationship. In 

this study brand relationships are restricted to those of the service provider’s potential cus-

tomers that actually have become active customers. 

Findings: Findings show the impor tance of understanding customers’ corporate brand 

relationships and how they have evolved over time as premises for customer relationships. 

Differences in one-time customers’ and expert customers’ brand relationships in regard to 

information search, preferences, view on competence and communication as initiation of 

business relationships were found.  

Practical implications: For  managers the study shows the impor tance of corporate 

branding as a premise for business relationship initiation and continuation in a B2B con-

text. Customers corporate brand relationships evolve over time based on multiple touch-

points. They may precede considerably customer relationships but also influence remarka-

bly on the continuation of the business relationship, and lives on also after business rela-

tionships.   

Originality/value: The paper  connects brand relationships with customer  relation-

ships in a B2B context. Additionally, the paper presents a definition of customer brand re-

lationships based on how corporate brand relationships evolve over time. This approach is 

novel, since it focuses on the time dimension in customers (not consumers) corporate (not 

product) level brand relationships  
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Customer experience has been defined as the customer’s direct and indirect experience of 

the service process, the organisation, the facilities and how the customer interacts with the 

organisation’s  representatives and other customers (Walter et al., 2010). Managing these 

interactions end-to-end over the telephone, online, and face to face to provide a seamless 

and consistent experience is critical to the corporate reputation of any organisation. The 

importance of effective customer experience management (CEM) and the reputation it cre-

ates as a source of competitive advantage has been well documented in many service in-

dustries including retailing, public transportation, hospitality and vehicle repair (Verhoef et 

al.(2009); Rawson(2013); Clatworthy (2012) Johnston and Kong (2011).   

Customer experience management and its resultant impact on corporate reputation requires 

organisations to look at the various steps of the customer journey from the customer’s 

viewpoint rather than from an internal operational perspective. Verhoef et al. (2009) sug-

gests that a company needs to know what is important to customers at each stage of the 

journey and each “touchpoint” that they experience.  Therefore identifying the key criteria 

and putting in place measurement tools to assess whether these criteria are being delivered 

is critical to the effective management of customer experience and the reputation created. 

Improving the customer experience is not a straightforward task, Meyer and Schwager 

(2007) stress that it only happens when customer experience becomes a top priority and an 

organisation’s work processes, systems and structure change to reflect that.  All parts of the 

organisation have a role in delivering the experience and it cannot be seen as a task to be 

undertaken only by the customer service department or people with front line exposure to 

customers alone.  Developing a reputation as being customer oriented is a long term task 

and organisations frequently need to validate how their CEM program is unfolding so that 

areas requiring more focus or refinement can be identified.  

The author in collaboration with DHL Freight, Ovum and Gallup Germany have worked on 

developing a CEM Maturity Evaluation Framework to assess both the level of employees’ 

customer experience aspirations as well as their perceptions of their organisation’s current 

performance in managing the customer experience. Aspirations are assessed over five key 

dimensions: 

1. Vision, Values and Brand 

2. Customer Centricity 

3. Visionary Leadership 

4. Employee Engagement 

5. Tools and Processes 

Corporate reputation and the role of customer experience 

management 

Prof Alan Wilson (Strathclyde) 
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The evaluation framework then uses multiple attributes to assess employees’ perceptions of 

the actual performance of the organisation along these 5 dimensions. Any gaps between the 

aspirations and perceived performance provide an indication of the maturity of the organi-

sation in the context of CEM.  The outputs can then help to define the efforts required to 

close these gaps and so improve the organisation’s CEM capabilities and skills.   

This paper sets out to explain the evaluation tool and consider the findings from its use in a 

number of organisations to report on the implications for corporate reputation.    
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Purpose: Explaining the value of communication for  organisations continues to be 

one of the most important challenges for professionals and scholars in the field of corpo-

rate / organisational marketing and communication. Empirical surveys across Europe and 

Asia-Pacific  show that communication professionals use varying rationales to explain the 

value of their work to top executives (Macnamara et al. 2015; Zerfass et al. 2015). These 

range from building reputation, brands and identity (Balmer et al. 2013) to gaining thought 

leadership or boosting sales and employee motivation. Others claim that organisational lis-

tening linked to crisis prevention and innovation are most relevant contributions of com-

munication to the bottom line (Macnamara 2016). The multitude of stories told by the pro-

fession creates uncertainty among business leaders and hinder institutionalization of pro-

fessional communi-cation. The problem is reinforced by academic research traditions 

which tend to ask similar questions in various disciplines (marketing, human resources, 

communication science, …) and provide solutions without reflecting insights derived in 

other fields (Dühring 2015). 

Design/methodology/approach: This paper  repor ts results from a multi-step research 

project which a) explores theories and concepts that explain communication value and b) 

builds a framework which identifies and systematises generic communication goals linked 

to generic corporate goals. The framework has already been discussed in one large country 

with scholars from various disciplines and a number of corporate/marketing communica-

tion professionals of global companies, and it was used during a communication alignment 

process in a global healthcare company. In the next steps, the framework will be presented 

internationally to gain additional feedback, and it will be tested through in-depth case stud-

ies. Finally, a guideline will be developed to apply the framework in corporate practice. 

Findings: The literature review identified 815 publications in 36 international jour-

nals across several disciplines (marketing, management, public relations, etc.) which ex-

plain value creation through communication. Moreover, various concepts of value creation 

in business were explored. These insights were clustered and systematized into an original 

framework called “name blinded for peer review”. The framework (which will be visual-

ised at the symposium) illustrates the process of value creation on two levels: the corporate 

management level and the level of communication. The starting point of value creation is 

corporate strategy, which typically supports four generic business objectives: creating tan-

gible assets, intangible assets, room for manoeuvre, and opportunities for development. 

This matrix of corporate values can be interpreted in different dimensions (current/future 

and actual/potential value creation). All corporate functions have to align their strategic 

goals toward the creation of value in these four dimensions. The second level of the frame-

work encompasses 12 generic goals of communication that also can be interpreted using 

these different perspectives. Communication contributes to overall objectives by enabling  

Explaining and measuring the value of corporate communications:           

towards a multi-disciplinary framework 
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operations through publicity, customer preferences, and employee commitment; by build-

ing intangibles through reputation, brands, and corporate culture/identity; by ensuring flex-

ibility of a corporation through establishing and maintaining relationships with stakehold-

ers, and building trust and legitimacy; and by adjusting strategy through thought leader-

ship, innovation potential, and crisis resilience. All communicative objectives can be linked 

to established sets of measurement tools and performance indicators. The value dimensions 

vary in their importance according to intervening variables, such as type and size of corpo-

rations, functional areas and departments, stakeholders, and situational context. As such, 

the framework can be used as a management tool to identify, discuss, structure, and agree 

on value drivers and performance indicators in corporate communications. 

Practical implications/originality/value: The research addresses a r elevant problem 

for leaders in corporate / organisational marketing and communication. It provides an orig-

inal approach to take a birds-eye, interdisciplinary view on a much-debated issue. 

Keywords: Corporate communications, Communication value  

Paper type: Conceptual 
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This study investigates how integrated marketing communication (IMC) and emerging in-

tegrated corporate communication (ICC) strategies are developed and conducted by small 

and medium-sized enterprises (SMEs) based in one of the emerging South-East Asian re-

gion namely Malaysia. The theoretical contribution of this paper relates to the formal intro-

duction of a new integrated communication approach viz.: “an Integrated Hybrid Commu-

nication (IHC) perspective”. The aforementioned illustrates how Integrated Marketing 

Communications (IMC) and Integrated Corporate Communications (ICC) intertwine in the 

SME context.  

IMC comprehensively addresses product brand identity whose target audience is customers 

in general (Kitchen and Schultz, 2003). Despite being widely practised by firms, empirical 

research concerning IMC strategies is still scant (Baines et al., 2011). Furthermore, emerg-

ing literature from both marketing and corporate communication streams suggest that an-

other level of communication strategy, namely ICC exists and takes place at the corporate 

level (Balmer and Gray, 1999; Kitchen and Schultz, 2000, 2003). According to the extant 

literature, in contrast to IMC, which tends to focus on product level branding, ICC captures 

a more holistic view at the firm/corporate level (i.e. the corporate brand) as it can transmit 

the core values of the firm to multiple stakeholders. This corporate approach to communi-

cation strategies is required due to recent changes in the business environment (Balmer, 

2013; Olins, 2014) such as the digitalisation of business activities, information technology, 

intellectual property regulations and communication systems (Schultz and Kitchen, 2000).  

While many publications in the past testify to IMC adoption by larger corporations (e.g. 

Baines et al., 2011) less attention has been dedicated to IMC strategies in SMEs (Gabrielli 

and Balboni, 2010). The dearth of research in the SME context becomes even greater when 

considering the ICC perspective (Nielsen and Thomsen, 2009). A review of the SME brand 

related and marketing literature suggests that brand and IMC are more relevant concepts in 

the context of SMEs as compared to corporate level concepts such as ‘corporate brand’ and 

‘corporate communication’ (Merrilees, 2007; Nielsen and Thomsen, 2009), which are often 

seen as fanciful additions once the firm has gained a presence in the marketplace.  

We contend this notion, and propose that corporate communications are also applicable for 

many SMEs (Rode and Vallaster, 2005; Abimbola and Vallaster, 2007; Merrilees, 2007; 

Bresciani and Eppler, 2010; Olins, 2014). Therefore, combining marketing (IMC) and cor-

porate communication (ICC) seems to be necessary for SMEs to achieve uniqueness. Con-

sidering the inherent resource limitations of SMEs, an explanation is needed to understand 

how these firms conduct marketing and communication activities capable of accurately 

conveying their emergent brand identity and reputation in order to sustain their business 

and achieve competitive advantage. SMEs are confronted with stiff competition both in the  

Introducing an Integrated Hybrid Communication (IHC) perspective            

in the context of SMEs in Malaysia 
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national and international markets. Hence, to stand out from the crowd, SME owners/

managers  should realise that differentiating their businesses can be achieved through com-

municating their firm’s clear vision (corporate brand) to a larger audience or to groups of 

stakeholders rather than solely to their customers (Kitchen and Schultz, 2000, 2003; Mer-

rilees, 2007; Bresciani and Eppler, 2010; Balmer, 2013; Olins, 2014). Thus, to address 

these gaps in knowledge our study aims to provide explanations to the following research 

question:  

 How are traditional IMC and emergent ICC strategies connected in SMEs? 

In order to address our research question, a qualitative research method based on a multiple 

case study approach was conducted within SMEs located in a Southeast Asian emergent 

country, namely Malaysia. Our key findings show that IMC and emergent ICC strategies 

coexist in SMEs, and are frequently closely interwoven, enabling us to introduce an inte-

grated hybrid communication (IHC) theoretical perspective. They stem from and are 

shaped by the owner/manager’s character/personality, whose core values commonly repre-

sent the ethos of the SME, specifically its mission, vision and corresponding implementa-

tion strategies. While the way in which they practise their communication strategies may 

be occasionally informal, they commonly use a combination of at least three communica-

tion tools (advertising/corporate advertising, sales promotions, public relations, personal 

selling and direct marketing) for communicating their product and firm brand message to 

multiple stakeholders. Practically, the decision-makers in SMEs should be conscious of the 

importance of providing a consistent and integrated communication strategy that will con-

vey not only the product brand, but also the key philosophy of the firm to multiple audienc-

es for differentiating their firm both nationally and internationally. This paper represents 

one of the few studies that address communication strategies in the SME context. Its partic-

ular value resides in proposing a novel perspective (IHC) of regarding the marketing and 

firm/corporate communication strategies as integrated and closely connected through the 

owner/manager’s personality and core values. We do so while clearly distinguishing be-

tween traditional IMC, which conveys product brand identity, and embryonic ICC, aimed 

at communicating corporate brand identity. In summary, we express our main theoretical 

contribution through an integrated hybrid communication (IHC) perspective, where tradi-

tional IMC and embryonic ICC intertwine in the SME context.  No need unless you attach 

the figure. 
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The symposia of the ICIG have an enviable and quite distinctive provenance: the first ICIG 

symposium took place at Strathclyde University Business School in 1994. The ICIG was 

formally launched at The House of Lords, Palace of Westminster London in January 1996 

following the “Strathclyde Statement” on Corporate Identity crafted in 1995.  

Professor John M.T. Balmer is the ICIG Chairman and its founder and he has first individ-

ually and later collaboratively organised annual symposia since its launch. The ICIG, alt-

hough very proud of its marketing and British provenance, is interdisciplinary and interna-

tional in scope, membership and ethos.  

Over the last twenty-two years, the ICIG has developed into an informal community of 

corporate branding, identity, reputation, image, culture, communication and marketing re-

searchers and practitioners. 

Its purpose is to provide a forum for academic and practitioner insight on the domain 

where research, scholarship and, best-practice vis-a-vis related corporate-level concepts 

such as corporate and organisational identity, corporate branding, corporate communica-

tion, corporate image, corporate reputation and corporate social responsibility can be dis-

cussed. 

The ICIG works hard to maintain the small size (around 20-25 delegates) and exclusive 

character of the symposia so that a country house type atmosphere and a scholarly and 

supportive modus operandi are maintained. Attendance at the event is by invitation only 

and only scholars who take a collegial approach are invited or are re-invited. 

Many leading academics have presented papers at the above events and keynote speakers 

have included a former EU Commissioner, Lord King, Lord Marshall (both of British Air-

ways), the Chairman of Barclays Bank and the Assistant Chairman of the Abbey Building 

Society.  

Senior managers and directors from well-known companies and other organisations have 

taken part in our events (for example, Arla Foods, Babcock, Barclays Bank, British Air-

ways, BSI Bank, City of Cape Town, Enel, Grundfos, Holcim, Nokia, RBS, Royal Mail). 

Leading marketing, identity and brand consultants have shown great interest and support 

including Sir Robert Worcester, Wally Olins, David Bernstein, Adrian Day, Nicholas Ind, 

Clive Chajet, Jacob Benbunan and other representatives from consultancies (for example, 

Landor Associates, Wolff Olins, Saffron, Interbrand, Metadesign, CloserLondon).  
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The members of the ICIG have been advancing and sharing knowledge since 1994. In do-

ing so, ICIG scholars have always sought to share their ideas and expertise with likemind-

ed academics and interested practitioners. The annual ICIG symposium is the key event for 

our community to meet and discuss cutting-edge research and best-practice insights.  

Testament to the rigour, timeliness and lasting impact of past and present ICIG symposia 

are the numerous special issues of academic journals that have been published in associa-

tion or as a result of an ICIG event. Under the chairmanship of John M.T. Balmer the ICIG 

symposia have resulted in an impressive total of (so far) nineteen special issues in leading 

and specialist academic journals within our field. Many of these contributions were true 

'firsts' reflecting the pioneering spirit of the ICIG.  

To date, symposia have been held at leading business schools and universities in the UK, 

Europe and beyond such as Strathclyde Business School (Scotland); Oxford University 

(England), Bradford School of Management (England), Brunel University (England), 

Ljubljana University (Slovenia), University of St Gallen (Switzerland), IE Business School 

(Spain), Aarhus University (Denmark), Universiti Putra Malaysia (Malaysia), University of 

Cape Town Graduate School of Business (South Africa).  

Previous symposia have also taken place at prestigious venues such as the House of Lords, 

Palace of Westminster (London), the Queen Elizabeth II Conference Centre (London), 

Brown’s Hotel (London), The Balmoral Hotel (Edinburgh), and at The Seattle Hotel 

(Brighton).  
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BY INVITATION ONLY 

The events organised by the ICIG are somewhat different from most other symposia/

conferences in that the numbers attending are strictly limited and attendance is by invita-

tion only. 

SCHOLARLY, COLLEGIAL AND GRACIOUS 

As a group we strive to adopt a traditional scholarly and collegial ethos where delegates  

are expected to be diplomatic, polite and measured in their comments. Thus, criticism is 

encouraged but it is expected that as scholars we have homed not only our intellect but 

have also refined our social skills. In short, ICIG scholars are expected to be gracious 

scholars. 

A COMMUNITY OF EQUALS 

It is this ethos which enables us to see each other as a community of scholars and as such 

there is no distance between 1st year PhD students and well-established and senior mem-

bers of the professoriate. 

PIONEERING AND SEMINAL 

Arguably, the ICIG symposium is the oldest, most exclusive and impactful event of its kind 

in the broad corporate marketing, corporate branding, and corporate identity domains. 



 

www.icig.org.uk 


