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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, 
image, reputation, and advertising

Previously on 522!



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.

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



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

Identity!



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...

Image!



Reputation Framework
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Corporate visual identity!
!

According to scholars, Corporate visual identity plays 
a significant role in the way an organization presents 
itself to both internal and external stakeholders. It 
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.

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



Corporate visual identity!
!

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





Corporate visual identity!
!

4. Employees will identify with your corporation.  
Identification 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





Logos (other options)!















Identity over time!



















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...

Building a corporate image!






























































































































































