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Preface
I am pleased to present the book on Corporate Communication and Public
Relations to the students of T.Y.BMS (Semester –V), University of Mumbai. The
book has been written as per the syllabus prescribed by the University with effect
from academic year 2018-2019.
Corporate Communication and Public Relations is the need of the hour in
today’s digital world where it takes a center stage. The various topics covered in this
book offer insights into the real aspect of today’s corporate world and help students
to blend theory with practical knowledge.
As a management graduate, it is very important to understand how a company
can create brand value in the market and to achieve this a good Corporate
Communication and Public Relations play a vital role. Considering this aspect,
I hereby present this book which is written in a very simple and easy language with
real-life examples so that the readers can avail benefit from it.
I am thankful to my family, friends and well-wishers who supported me in this
endeavor. I am thankful to the student community who are the real inspiration for
writing this book. A special thanks to Mr. Srivastava and the entire team of Himalaya
Publishing House without whom this publication would have not have been possible
to release on time.
Suggestions/feedback to improve the book in its future editions is welcome.

Dr. Rinkesh Chheda
Email id: rinkesh_chheda@yahoo.co.in
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Corporate
Communication:
Scope and Relevance

1.1 INTRODUCTION
Corporate communication is an essential ingredient that plays a major role in the organisation’s
success in terms of effective planning.
Corporate communication is an inevitable activity that determines how effectively it creates trust
and credibility and communicates the same effectively to its stakeholders who are the building blocks
of an organisation.
Corporate communication derives its
significance
from
an
organisation’s
fundamental need to achieve profitability,
coherence, and managing cordial relationships
with stakeholders and transmitting a strong
sense of ethics, reliability to public at large and
furthermore to gain a strategic competitive
advantage over its rivals.
Corporate communication is also
instrumental in not only organizing and
managing internal and external activities but
also to motivating employees towards greater
productivity.

Congressional
Affairs

Protocol and
Special Events

Corporate
Communications

Public Affairs

Strategic
Communications
and Publicity

An organisation, company, cooperatives etc., though formed by a group of people, is still a
separate entity by itself. It is a system driven legal entity and has a prolonged succession. organisations
can be small or large, but irrespective of its size, one thing remains predominantly important, that is,
the flow of information.
There is a strong network of communication between various departments, employees, outside
vendor, stake holders, customers etc. This communication chain connects various entities of the
organisation to carry out various functionalities like strategic planning, goal setting, problem solving
etc.
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In order to communicate to outside entities like distributors, vendors, investors, shareholders and
various other agencies, the organisation uses various interactive mediums like letters, reports, memos,
drafts, websites etc. This is important to create and maintain rapport with external entities and
exchange views, opinions and information with them. Most of the companies today are having a
global presence and are engaged in cross boarder business. Therefore, effective communication is an
undeniable need for them.
Poor communication in workplace can have severe negative consequences. It can ruin
relationships, create conflict, low employee morale and decrease trust and confidence. It is important
for the authority to keep the employee motivation high. At the managerial level assigning task to
employees, giving direction, setting goals and deadlines etc. keep the employees engaged and focused.
The employees in turn communicate to the management by providing feedback. The feedback could
be expressing grievance or offering suggestions for improvement in working conditions. The
management to ensure the grievances are addressed acts upon the feedback thus received. This helps
the employees feel empowered and substantially motivated to continue striving towards the growth of
self and the organisation.

1.2 MEANING AND SCOPE
1.2.A. Meaning
Corporate organisation is an entity by itself. Although formed by people, it has a separate identity
and has long term existence.
Corporate organisations are registered and are bound by legalities. Corporate communication is a
tool through which an organisation exchanges information internally and externally.
Within the organisation there are four types of communication namely upward, downward,
horizontal and diagonal. Externally an organisation interacts with legal entities, government agencies,
suppliers, distributers, shareholders, competitors etc.
There are negotiations to be made, disputes to be sorted, claims to be settled, discussions done,
meetings held and loads of other activities that lead an organisation to its desired goal. To achieve this
objective an effective corporate communication is mandatory.
Employees with strong domain knowledge are also
required to be dexterous in communication skills to handle
interactions, meetings, negotiations etc.
Contemporary business situation requires exchanging
information both internally and externally through business
writings such as, emails, memos, agendas, notice, circular,
websites etc. Offering and receiving feedback is also an
essential part of communication. This feedback process
eliminates chances of misunderstanding; bring clarifications,
resolves conflicts and created mutual understanding.
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1.2.B. Scope
1. Create an identity: The success of many companies in India like Reliance industries, Tata,
Kirloskar group of companies portray that all these companies have created their identity as
an organisation which is for their people.
In the current scenario, where every day, the function of corporates are complex and
unlived, finding an audience for their products, services or companies determine the growth
of an organisation. Therefore, a company gives preference to use the tools of
communications wisely and timely.
2. Build a brand: Corporates in their day to day affairs interacts with two kinds of audiences,
internal and external. The internal audiences who may be in form of shareholders,
stakeholders or employee of the company carry the pride of association with an organisation
wherein the external audiences are crucial for the future growth of a brand. To balance both
the audiences, corporate communication practitioner needs to follow the simple approach in
mind.
3. Manage the reputation: Nowadays, the media
intervention is very high. The rumor spreads and
impacts on organisation’s reputation, therefore the
corporate communicate practitioner manage the task
of building the organisation reputation and keep its
prestige intact.
4. Develop a communication model: No organisation
will make a progress in their isolation approach. It is
crucial to communicate with their people on a timely
basis. An effective communication model will help an
organisation to build a strategy which will be
beneficial for them in a long run.

1.3 CORPORATE COMMUNICATION IN INDIA
In India, the business and corporation has come a long way. As it is found that corporate
communication is very complex in nature and dynamic in an economic context. The journey of
corporate communication has been changed from time to time. In the 1950s, when industrialization
just commenced, the focus was more on production and need-based but this concept has kept on
changing from time to time and today, the corporate communication is all about corporate branding
and reputation management. India, as a country is a brand driven consumer markets. Each phase of
industrialization has come up with a new medium of communication and vision as well. The objective
of the company moved from attention seeking to relational capital (reputation + bonding). Today,
every corporate wants to manage their stakeholders through various medium of communications.
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In India, corporate communication has seen the phases of
industrial revolutions wherein the communication paradigm
also differed between business and society. Today, the
company wants to control and manipulate public opinion to
build trust and reputation through digital media. Corporate
communication has quite advanced today over the course of
more than a century. Be it political, social, economic, legal,
business, no one can deny its importance and relevance today
in the context of India.

dsfsdf

1.4 NEED OF CORPORATE COMMUNICATION IN
CONTEMPORARY SCENARIO
Business in the present world survives majorly on corporate communication. Many organisations
have witnessed disastrous consequences like dissatisfied customers, breaking down of relationships
with shareholders and loss of business due to ineffective or lack of communication.
organisations need to maintain harmonious relationships with everyone they deal with, including
internal employers and outside vendors, workers, distributers etc. One of the main tasks that corporate
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communication accomplishes is to provide clarity of information to everyone concerned and to meet
organisational goals by eliminating confusions that may arise from distortion of messages.
Contemporary business organisations have expanded beyond geographical boundaries. They
constantly deal with different races and cultures. This makes business communication challenging as
any trans-border communication gap may disturb business relationship and may create dissonance
between two parties.
Effective business communication not only promotes business development but also serves
multiple other functions such as;
1. Generating trust: For any organisation to run a sustainable business, it is important to
acquire trust from its employees, vendors, customers, business associates, partners etc. An
honest and efficient communication goes a long way in creating this trust among people
concerned. Standing true to organisation’s commitments is also equally important.
Let’s take a simple example of corporate banks. They establish 24 hours helpline and
customer support round the year. Instant messaging services to customers regarding
financial services and transactions, sending timely alerts, offering net banking facilities that
save hours of standing in a queue, e-billing, addressing customer grievances instantly,
alerting customers of fraudulent calls are all different ways of creating trust and
communicating reliability among customers.
Contemporary organisations believe in providing more and more transparency and access to
their customers there by creating a bond of trust.
2. Dissolve communication barriers: Effective communication minimizes the chances of
misunderstandings and resolves conflicts. With the opening up of horizons for business,
corporate organisations make cross border business dealings. Mergers, acquisitions,
partnerships, collaborations and such type of activities are based on effective
communications.
Lack of transparency, false assumptions, inaccurate information etc. may tarnish the brand
image of an organisation and may lose business in the global market. When a company
wants to sell its products in the international market, it is basically dealing with a lot of
challenges like creating product of international standard, creating value, generating
reliability amidst skepticism.
For any company to establish its position in the global market the most significant tool is its
corporate communication.
3. Creating and retaining customers: Big corporate houses with an international client base
are constantly in pursuit of betterment of their product quality not only for the purpose of
business expansion but also to retain its chain of existing customers.
Almost every big company with international customers has call centers with executives
dealing with customer issues and grievances. Companies spend millions of rupees in product
advertisement and creating a brand value. Much of the organisation’s goal of retaining and
enhancing customer base is also accomplished by thinking ahead of time so that not only
have answers to the current problems but also to those that may arise in future.
An organisation that successfully communicates its futuristic thoughts and promises to
deliver quality product and services for a longer period of time definitely enjoys a
sustainable position in the market.
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4. Customer awareness: Customers already know about the product they want to purchase by
seeking information about the product online.
5. Internet: The rapidly changing global economy, a revolution of media fuelled by
democratisation of the internet and a substantially transformed the 21st century corporation
and is making the business more competitive.
6. More clutter: On average a person is hit by 13,000 commercial messages daily integrated
communication strategies are more likely to break through this clutter.
7. Emphasis in ICT: Organisations are also realising that messages in various media can
complement one another leading to a greater communication impact than any single
message can achieve.

1.5 SUMMARY
A. Corporate Communication
It is a management function that offer co-ordination of all internal and external
communication with a purpose of establishing and maintaining favourable reputations with
stakeholders groups on which the organisation is dependent.
B. Important elements under Corporate Governance
 Management
 Communication
 Relationship
 Reputation
 Stakeholder
C. Scope
 Complex in nature.
 Demands an integrated approach.
 Harnesses the strategic interest of the organisation.
 Centralized department.
 Integrates or coordinates the work.
D. Corporate Communication in India
 New economic policy
 Role of public sector
 Demand of professionals
E. Relevance of corporate communication in contemporary scenario
 Generating trust
 Dissolve communication barriers
 Creating and retaining customers
 Customer awareness
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 Internet
 More clutter
 Emphasis in ICT

1.6 REVIEW QUESTIONS
I. Fill in the Blanks
1. __________ is a management function that offers a framework for the effective coordination of all
internal and external communication.
2. __________ is any individual or groups who are keenly interested in the products or services offered
by the organisation.
3. __________ is a functional activity that aims to create mutual understanding between two or more
groups.
Ans.: 1. Corporate communication, 2. Stakeholders, 3. Relationship

II. State whether the following statements are True or False
1. Management is an informal system comprising planning, organising, leading controlling and
monitoring.
2. Reputation is an intangible assest of the organisation.
3. Many organisation today use a range of media, including corporate blogs, websites banners and
sponsored online communities.
Ans.: 1. False, 2. True, 3. True

III. Match the Following
Column ‘A’

Column ‘B’

1.

Management function

(a)

Favourable impression of the organisation

2.

Reputation

(b)

Type of Corporate Communication

3.

Investor relation

(c)

Corporate Communication
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Consistent message

(d)

Intangible assets

Ans.: 1. (c), 2. (d), 3. (b), 4. (a)

IV. Answer the following questions
1.
2.
3.
4.

What is Corporate Communication? Explain the various elements of Corporate Governance.
Explain the scope of Corporate Communication in India.
Explain the relevance of Corporate Communication in contemporary scenario
Explain the need/relevance of Corporate Communication in India.

♦♦♦♦

Chapter

2

Key Concept in
Corporate
Communication

2.1 CORPORATE IDENTITY

2.2 MEANING OF CORPORATE IDENTITY
According to the business dictionary, corporate identity is the “Combination of colour schemes,
designs, words etc. that a firm employs to make a visual statement about itself and to communicate its
business philosophy. It is an enduring symbol of how the firm views itself, how it wishes to be viewed
by others, and how others recognise and remember it.
Unlike corporate image (which is ‘in there’ changeable mental impression), corporate identity is
‘out there’ sensory experience conveyed by such things as building, décor, logo, name, slogan,
stationary, uniforms, and is largely unaffected by its financial performance and ups and downs in its
fortunes.
Corporate identity is either strong or weak (not positive, negative or neutral like a corporate
image) and is more or less permanent unless changed deliberately”.
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Let us look at some of the impactful logos and slogans of big brands and how they distinctly
created their brand identity:

A corporate organisation maintains and presents itself to its customers, shareholders and public at
large in such a manner that facilitates its business objectives. It strives to create a brand value and win
competitive edge over other similar organisations by creating its unique identity.
In order to create and establish that identity it invests in branding and trademark. This is
something very similar to how a human being creates his own identity in society by virtue of his
unique dressing style, his communications, his character and how he deals with his surroundings in a
unique manner that defines his personality.

2.2.A. Features of Corporate Identity
To create corporate identity and to visually manifest its uniqueness the corporate organisation
invests in creating impactful advertisements, title or logo. The end objective is to maximise business
by increasing customer base. Customers always have their free will and a wide variety to choose from.
Therefore, corporate companies aim at creating a strong brand image and appearance in the global
market.
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There are six most important features of corporate identity:
1. Company name: There’s a lot in a name. Especially
when there are copyright and trademark issues
involved. Therefore, the name should be original and
distinctly different from other registered names. It
should also go in accordance to its identity and
distinct enough to be remembered by people.
Consider names like Pepsi, Nestle, HUL, P&G,
Frooti, Maaza Mc. Donald etc. Ideally the names are
short and easy to be remembered by people and
without any double meaning.
2. Company logo: It is a graphic design that corresponds the company or product or service
image. It is the face of the company and a merger of all the attributes of colour, design, style
and font. It represents the character of the company. Consideration of various psychological
factors and a lot of research goes in designing a logo.
Whether the shape is conical or angular to represent speed, or smooth edged and round to
emit the essence of warmth and trustworthiness depends on what character the company is
trying to project.
On close observation we can see the difference in logo design of service sector companies to
that of high tech companies, baby care products or high-speed bikes. The logo is a
centralised visual representation of the company and its product’s unique character.
Sometimes the logo is strong enough to replace the company name:
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These logos need no name. The symbols have over the time become famous enough to
replace the name of the company. Consider a simple “D&G” embossed on a handbag in
place of Dolce and Gabanna. That itself is a symbol of a high class, most expensive ladies
bag. Needless to say it is a head turner.
3. Colour and Font: Colour has a significant impact both emotionally and psychologically in
the minds of the customers. The font colour and design a company uses go a long way in
creating a brand identity. Colour also create trust and may influence a buyers decision in
favour or against the product.
Example: Johnson & Johnson baby care range comes in white whereas the anti-ageing
product are mostly in red or golden. Both have a different impact and influence on the minds
of the customers and may influence the buyer’s decision.
Both colour and font are important key element in creating a brand identity. Some
companies use fonts in italics, some in bold and some in all capitals. They are supposed to
go in harmony with the brand image and exude style, reliability, tradition and various other
characteristics.

Some companies use fancy fonts and bright colours as a reflection of playfulness,
youthfulness and joy. Some use simple and elegant font with either blue or grey colour to
represent depth and richness etc. Therefore, companies do a lot of research to identify for
itself an style that describes its identity.
4. Business card: People in business exchange business cards to tell who they are and what
position they hold in the organisation. Most of the time a business card speaks in volume
about the company and the concerned person.
The quality of paper used, the design, the style, colour, fonts etc. exudes the brand image of
the company apart from providing vital information like contact numbers, mail id, name,
designation etc.
Business cards can be elegant and authoritative or play playful and creative. It depends on
what kind of aura the company tries to project.
Many may wonder why and whether business cards are still needed in the digital era. The
answer is an obvious ‘Yes’. It is common for people meeting each other for the first time in
cocktail parties, business meets, networking meeting etc., that they have a conversation and
after five minutes struggle to remember the name of that person or organisation.
Although, the present day smart phones are equipped with technology and applications that
makes information sharing easy and simple.
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However, during an ongoing conversation it is improper to get busy with the phone. Neither
it looks okay to note down mail-id or phone number of everybody the person meets.
Business cards are easy to share. Even with LinkedIn or twitter it is still mandatory and very
professional to have them.

5. Business letterheads: Business letters are written in business letterheads. It carries the
company name, logo and contact details. Both business cards and letters are made of high
quality paper that is a symbol of richness and sophistication. Companies can go colourful
with letterheads or may stick to simple styles.

6. Printed envelopes: Companies and educational institutions have their printed and
customised envelopes because that also helps in brand promotion. Attractive font colour
design name etc. help in building corporate identity.
Companies also use pamphlets, flyers, websites and posters including wrapping papers and
advertisements for creating a sustainable impact in the minds of the customers.

13
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Standard Envelope Size
C6

DL
110mm × 220mm

114mm × 162mm

C5

C4

162mm × 229mm

324mm × 229mm

Folded
Twice

Folded
Twice

Folded

A4

A4

A4

Once

Unfolded

A4

The size of the envelope varies depending on the requirements. For legal documents A4 size
is more stable and for daily mails and other requirements a size ranging from small to large
is printed.

2.2.B. Do’s and Don’ts of Corporate Identity
Do’s
 The personality of the corporation has to be captured completely and authentically
 The identity should appear spontaneous
 The concept should be unique
 Be strong
 Think broadly
 Set yourself a test
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Don’ts
 Not have one at all
 Confuse it with product
 Building a confederation
 Straying too far from the market

2.3 CORPORATE IMAGE
2.3.A. Meaning of Corporate Image
In simple words, the picture that comes in mind when we think of a particular company is the
corporate image. The image can be positive as reliable, trustworthy, reasonable, high quality, or it can
be negative as harmful, expensive, poor quality etc.
Unlike corporate identity, corporate image is purely based on the customer’s perspective. This
perspective can be changed from good to bad the moment something negative is flashed in news about
the company or its products. We have seen companies endorsing real life doctors in their
advertisements to promote their brands and create a reliable image for their products.
Especially companies doing business in medicines, baby care products, dental, creams etc. use
expert medical practitioner’s opinion to convince their consumers. Companies dealing in high end
products like gold, diamond, platinum even expensive cosmetics ranges endorse eminent film
personalities in their commercials to promote reliability and elegance.
All these are done in an endeavor to create a positive corporate image. However, brand image
changes from time to time. We have witnessed in real life some of the companies being accused of
using heavy amount of lead in its eatables or steroid in medicines causing them to lose their brand
image overnight.
However, if they win the legal battle and a clean chit from the health federation, slowly they are
able to reestablish their image in the market.

Key Concept in Corporate Communication

15

2.3.B. Factors Influencing Corporate Image
1. Mission and vision: Mission defines “who you are and where are you going” and vision is
the “big picture” illustrating what you expect to achieve.
2. External image: It consists of customer service management, quality of products and
services and media.
3. Established business relationship: It is a vital relationship between your organisation and
stakeholder groups.
4. Be transparent to your stakeholders: Being truthful is the key to business success
particularly while managing issues and crisis.
5. Cheaper technology: The increasing cost of traditional mass media advertising and the
relatively cheaper opportunities offered by the internet many organisations are re-examining
their media presence and ways to control it.
6. Varied choices: Many organisations today use a range of media including corporate blogs
websites banners and sponsored online communities.
As discussed earlier corporate image is highly subjective and fluid in nature. It may change from
positive to negative and vice versa. Therefore, companies put in a lot of effort to sustain a positive
image in the market.
However, there are several warning signs of a deteriorating corporate image. For example: high
attrition rate, losing customer base, frauds with the government, sinking in the stock market etc. may
tarnish the image in the global market. Irrespective of the size of the company it is important that they
strive towards protecting their image as it takes a long time to grow.
Ever since globalisation maintaining a clean corporate image has been of high priority for
organisations. A company maintaining its business in multiple geographical locations or expanding in
home country is always under a threat of being projected with dissimilar images that might go in
contrary to the actual corporate image.
In addition to all these factors there is also a growing expectation in society about the
organisation’s involvement in altruistic or philanthropic activities.
For example certain corporations actively promote organ donations, caring for animals,
protection of nature, patronizing farmers, sponsoring child education etc.
Such contribution to social causes enhances the brand image of the organisation and they are
crucial in sustaining the image as well. Organisations try to create favourable impressions in the minds
of those who matter to them.
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These entities could be shareholders or government agencies or general customers. Corporate
communication helps in projecting a favourable image or covering up an unsatisfactory or negative
image if any.

2.4 CORPORATE REPUTATION
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2.4.A. Meaning and Advantages of Corporate Reputation
Corporate reputation is defined in business dictionary as “The collective assessment of
corporations past actions and the ability of the company to deliver improving business results to
multiple stockholders over time.”
There are agencies who after careful observation and considerations, attribute a company as
“most admired” by virtue of the social, economic and environmental impact it has over a sustained
period over time. The reputation of a company also depends on these factors and is instrumental in
creating favourable or unfavourable impressions in the observer or assessor’s eyes.
It is essential for a business to have good reputation in the market in order to service competition.
Word of mouth definitely is a bonus, however it is also important how the company handles crisis or
responds to controversies. This apparently is a cyclic process. A strong reputation helps a business
overcome crisis, on the other hand effectively managing crisis or controversy promotes a strong
reputation.
This allows a company to differentiate its product from similar competitive ones and over sell it
at a higher price. Businesses are now concentrating more on reacting eco-friendly products,
biodegradable products, organic products and so on. Research finds that customers don’t mind paying
a premium price for products that has a strong brand reputation.
Organisation can actively promote a good reputation by being sensitive to the following factors:
1. Creating trust amongst its vendors, suppliers etc., by paying off their timely dues. Deliver to
customer what is promised. Provide timely service and maintain quality etc.
2. Maintain transparency and honesty in communication with customers. This also includes
timely reply to queries, respond to emails, promptly address issues and grievances etc.
3. Taking ownership of problems that may crop up from time to time instead of pushing it back
to the customer. With so much of options and varieties available these days, customers are
very less likely to stick to any particular brand for long if it continues to dissatisfy them.
For example: a dissatisfied Airtel customer may switch to any other service provider if his
grievances are not addresses, its billing details, network problem, data connection and so on.
Almost all the business thus has a customer care service department that is reachable
through a toll free number.
A customer may budge a telephonic complaint and the customer service department may
escalate the issue to concerned authorities and try to sort out the problem to immediate
effect and thus retain its customer.
4. Many companies offer free services and latter to the preferences of the legal customers.
Offering high level value and services help sustaining the existing customer base also create
a good reputation in the market.
5. Having a strong online presence in terms of a polished and updated website is always
essential for letting the customer know about new or improved product or services.
Transparency of information and effective communication through mailers, messages etc.,
are also vital for survival of any business irrespective of the type or size.
6. Availability of company name on the first page of Google or other search engines also
create a big impact. This indirectly says that the brand is an esteemed one. Presence and
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visibility in networking sites such as twitter, feedback, LinkedIn also gives the flavour of a
premium brand. This all add up to the reputation of the company and its products.
The biggest advantages of a favourable reputation are:
 More and more customers are willing to buy the product or services of a particular company
whereas there are other companies offering the same identical quality in competitive price.
 To be able to sustain stakeholders support in adverse times.
 To be able to maintain good quote in the stock market.
 To be able to charge premium price for the product or services.

2.4.B. Essentials of Corporate Reputation
 Ethical with stable workplace
 Financial performance
 Leadership and Management
 Social responsibility
 Customer focus
 Quality and Reliability
 Emotional Appeal

2.5 SUMMARY
A. Corporate Identity
A corporate identity is the manner which a corporation, firm or business presents
themselves to the public, such as customers and investors as well as employees. It is a
primary task of the corporate communications department to maintain and build this identity
to accord with and facilitate business objectives. It is typically visually manifested by way
of branding and the use of trademarks, but also includes things like product design,
advertising, public relations etc.
(a) Features
 Symbolism: Symbolism refers to a set of visual identities that business organisations
deploy either at corporate or product level to denote ownership and achieve
differentiation. It helps firms to express the nature of their personalities to
stakeholders.
 Communication: Corporate communication means grappling with a company’s
communication at is fundamental level, identifying the essence of the company and
expressing it in multitudes of ways.
 Behaviour: It denotes the ways that firms convey personalities through actions as
well as through non-verbal behaviour, which can be planned or unplanned.
(b) Benefits of Managing the Corporate Identity
 Product and Services
 Trade
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 Stocks
 Personnel
 Legal framework
 Different
(c) Do’s and Don’ts of Corporate Identity
 Do’s
– The personality of the corporation has to be captured completely and
authentically
– The identity should appear spontaneous
– The concept should be unique
– Be strong
– Think broadly
– Set yourself a test
 Don’ts
– Not have one at all
– Confuse it with product
– Building a confederation
– Straying too far from the market
B. Corporate Image: Image is a notion which an individual holds with regard to another
individual, group or organisation.
(a) Factors influencing Corporate Image
 Mission and Vision
 External Image
– Customer Service Management
– Quality of Products and Services
– The Media
– Established Business Relationship
– Stakeholders
 Inner Image
C. Corporate Reputation: The term refers to the stakeholder’s judgments of a corporation
based on assessments of financial, social and environmental impacts attributed to the
corporation over time.
(a) Essentials of Corporate Reputation
 Advantages
– Employees
– Customers
– Investors
– Media journalist
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– Financial analysts
– Suppliers
– Government regulators

2.6 REVIEW QUESTIONS
I. Fill in the Blanks
1. __________ merges strategy culture of communication to present a memorable personality to
prospects and customers.
2. __________ is an overall estimation in which an organisation is held by its internal past actions and
probability of its future behaviour.
3. __________ is a valuable, tangible entity which is hard to imitate and it can help to obtain superior,
sustainable and functional activity that aims to create mutual understanding between two or more
groups.
Ans.: 1. Corporate identity, 2. Corporate reputation, 3. Corporate image

II. State whether the following statements are True or False
1.
2.
3.
Ans.:

In order to establish a strong corporate image, one needs to create an external image.
Behaviour focuses on the human factor in corporate identity.
Negative news coverage is always desirable to project a good corporate image.
1. True, 2. True, 3. False

III. Match the Following
Column ‘A’

Column ‘B’

1.

Internal stakeholders

(a)

Clear understanding of the firm

2.

External stakeholders

(b)

Board members

3.

Corporate reputation

(c)

Media

4

Corporate image

(d)

Built on past actions

Ans.: 1. (b), 2. (c), 3. (d), 4. (a)

IV. Answer the following questions
1.
2.
3.
4.
5.

What is corporate identity? Explain its features.
Explain the various benefits of managing corporate identity.
Highlight the do’s and don’ts of corporate identity.
What is corporate image? Explain the various factors that influence corporate image.
What is corporate reputation? Explain it’s essential for corporate.

♦♦♦♦

