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Previously on 522

We’ve reviewed the background of Corporate
Communication, the need to communicate
strategically and the different functions of
Corporate Communication.

In this lecture, we will study what is identity,
iImage, reputation, and advertising
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ldentity

Manifestation of the company’s reality through
the organization’s name, logo, motto, brands,
products, stationary, uniforms... All the
evidence created by the organization.



Image

The reflection of the identity, as understood
from the public perspective. Each constituency
can have different images / perceptions of the
company.



Image

The organization can research to find their own
image (as conveyed through their identity). Our
competitive market requires corporations to
strive for a differentiated image...



Reputation Framework

CORPORATE IDENTITY

CUSTOMER INVESTOR EMPLOYEE
IMAGE IMAGE IMAGE

CORPORATE REPUTATION



According to scholars, Corporate visual identity plays
a significant role in the way an organization presents
itself to both internal and external stakeholders. |t
includes four different functions...

Balmer and Gray, 2000; Dowling, 1993; Du Gay, 2000



Corporate visual identity

1.Visibility and "recognizability". Not only we
remember the name, logos, colors and graphics, but
we also associate them with what the company
does.
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Balmer and Gray, 2000; Dowling, 1993; Du Gay, 2000



2. A corporate visual identity symbolizes an
organization for external stakeholders, and, hence,
contributes to its image and reputation. Van den
Bosch, De Jong and Elving (2005) explored possible
relationships between corporate visual identity and
reputation, and concluded that corporate visual
identity plays a supportive role in corporate
reputations.

(Schultz, Hatch and Larsen, 2000).



Corporate visual identity

3. Wally Olins (1989) is well known for his "corporate
identity structure”:

Monolithic brands

Branded identity

Endorsed identity

Balmer and Gray, 2000; Dowling, 1993; Du Gay, 2000
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4. Employees will identify with your corporation.
|dentification appears to be crucial for employees, and
corporate visual identity probably plays a symbolic
role in creating such identification.

Bromley, 2001; Dutton, Dukerich and Harquail, 1994; Kiriakidou and Millward, 2000
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ldentity over time
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3M Logo Standards

The 3M logo is a key element of our brand identity. It is one of our most valuable company assets, and consistent usage
enhances marketplace recognition. Use the 3M logo in one of three relationships: 3M logo only, endorsed or branded.
Contact the 3M 3M Brand Identity and Design department at if you have additional questions about using the 3M logo.

Minimum Clear Space

™M sSurround the 3M logo with adequate clear space to ensure maximum

prominence and visual impact. Though some applications call for more,
always maintain a clear space at least equal to half the height of the "M,”
referred to throughout this site as 1/2 “M,” around all sides of the logo.
Refer to each specific application or to the logo size guidelines below to
determine which logo size to use.

1/2M

1/2M 172 M
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e Follow the standards for literature or download a template.

+ Design themed 3M montages so they can be leveraged and integrated throughout other communications.



3M [iqovation

DO NOT use the 3M Innovation Signature. For years, "Innovation” has
been our company position and was visually connected with the 3M logo
as a signature. Today, we realize that our logo inherently stands for
innovation and ingenuity. In order to strengthen the brand and increase
its importance, the 3M logo alone will be used as an endorsement. We will
express our innovative approach by our behavior, and visually through our
messages and imagery in the 3M montage. The 3M brand is strong and
bold alone.

Logo Target Sizes

For oversized applications, refer to the guidelines below. These examples are intended to show a starting point. Adjust the
size as appropriate for your application and design.

Endorsed Relationship Target Size

Size the logo to approximately 10% of the visual surface (as a minimum).
These examples show the same size logo in visual balance with the total
area of the shapes, while maintaining a minimum clear space of 1/2 "M"
on all sides of the logo.



Standards

The following standards can help you select the correct font for your application and content.

Helvetica Neue 47 Light Condensed
Helvetica Neue 57 Regular Condensed
Helvetica Neue 67 Medium Condensed
Helvetica Neue 77 Bold Condensed

Primary Font

Use in all applications as the primary font. The use of Helvetica Neue
Condensed sets the visual tone for the 3M Brand Identity System. See
specific applications for proper usage (size, weight, spacing, etc.). Do not
italicize when used as part of a montage.

Arial Narrow
Arial Narrow Bold

Internal Applications

Use for internal applications such as Microsoft® Word or PowerPoint® and
for headings on 3M Web sites. All 3M Web site text must be rendered in
one of the styles included in the 3M.com web developer’s guidelines.

Verdana
Verdana Bold

Web and Online Applications

Use for body copy on 3M Web sites. All 3M Web site text must be rendered
in one of the styles included in the 3M.com web developer’s quidelines.

Times Roman
Times Italic

Times Bold
Times Bold Italic

Sherif Font

Times Roman or Times New Roman may be used sparingly, generally
limited to long blocks of body copy in print applications.



Building a corporate image

1. Differentiation. Too many brands look too much
alike. We need to offer something different.

2. Relevance.Brands need to transmit important
messages, connect with consumers’ interests and
passions. Understand their aspirations.

3. Coherence. All brands need to be coherent in
what they say, how they say it and what they do.

4. Esteem. Brand reputation is all in the viewer’s
eye...
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DOESN'T ALWAYS SELL MORE
THAN BAD ADVERTISING.
BUT AT LEAST IT'S GOOD.
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Auto-leveling. To the rescue.

Because nothing good can ever come from eyeballing it, Black & Decker created the BullsEye”

Use &t to find studs then hang it on your wall and foliow the automatically level laser line to hang shelves of pictures evenly.
Soe our family of lasers at www.BlackandDecke: com, '

" BLACKS.DECKER.
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history in brief.
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reinforced steel structure in the whole range




SIGNS.TREE

>> Fits in every space. The smart fortwo.

ABALT ~ & Daimiar hrasd




>> Fits in every space. The smart fortwo.

ARALY = 4 Dalmier hramd
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Siemens. The future moving in.
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HE WAY HOME,
GET THE MASK ON::

Nobody needs
to know your business.
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KEEPITPRIVATE.FI




Nobody needs
to know your business.

KEEPITPRIVATE.FI




AT LOOKS LIKE
A BIG PIMPLE,

BUT IT’S IN

- AWEIRD PLACE...

Nobodyr needs
to know your business.

KEEPITPRIVATE.FI
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Escape to Scotland
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Escape to Scotland




Escape to Scotland

Escape from Scotland




COME CELEBRATE YOUR SON'S BAD SCHOOL REPORT.
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The death penaltiy comes from another age.
Thore are 58111 76 countries that apply it

| &

Amnesty
International

.
Vil



—— — - — - - !‘ﬂ..y
’.v-w

%o Z %
b+ : : _

s ™ . } /.: . W v.w -
.,.;. v ——

| . =l ‘

' ...'..-.01. 9 J L » “m : Q
et TN
* ,._Nw mn R ]
¥ e
CR N 0@ &

S

%
m
:
m
:
s
é

There are #4111 % countries that apply 4%

e d" -






Implantes e préteses dentais.

Feogomubel Moo Mo Costa Rangl Prdero - swpeculinia em pittewe deniiew - (D R4 641




Livros mudam vidas.
Doe livros.
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Livros mudam vidas.
Doe livros.
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CHEY TORFICIAL SERVICE CENTER. NOBODY KNO\YSBERIER YOUR CHEVROLET THAN TS CREATORS. CHEVROLET allw




Live beyond the kitchen Effcortiess recipes at www tariadala
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Live beyond the kitchen, Effortiess recipes at www tarladalal. com



LITTER
AND YOU’RE
RUBBISH
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Duncan Howard
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