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Abstract 7 

Purpose –The purpose of this paper is to investigate impacts of corporate identity on 8 

organizational performance in both the private and public sectors, and to provide a 9 

mechanism for raising the consciousness level for the enhancement and scope of actual 10 

corporate performance with its enabling features in order to expand its presence in the global 11 

market. The research has been shaped around the question “What is the Impact of Corporate 12 

Identity on Organizational Performance?” We believe a deficiency in relevant literature on 13 

the subject exists, which we attempt to address with our study. 14 

Design/methodology/approach – Theoretical models based on concrete experiences are 15 

available to us for projecting corporate identity. A small empirical study has been carried out 16 

which many management experts are regarding as an initial exercise. So far, practical 17 

experience in this domain is very limited. Management experts and academics in the 18 

marketing and management disciplines have begun to add many new thoughts and ideas to 19 

advance this fieldthrough their research, written documents and seminars.  20 

Findings – In the paper, after considering various evidence, we have reached the conclusion 21 

that most managers are not fully conscious about the need and significance of corporate 22 

identity, out of which the corporate personality of organization evolves. In fact, the 23 

management philosophy and significance of corporate identity are not fully understood in our 24 

corporate sector. Much less understood is the strategy that provides several conceptual 25 

instruments for realization of higher objectives of performance organization. There is a big 26 

gap in understanding which needs to be promoted through closer interaction among all 27 

stakeholders and management experts. Conscious mechanism is a must for the dissemination 28 

of values of corporate identity management through practice and propagation. Only 29 

multinational companies have a visible corporate behavior and they exhibit their features 30 

through their performance indicators. Distinctiveness, authenticity, and creativity bring 31 

uniqueness to the organization, which is maintained, through a culture of consistency. 32 

Corporate personality is the end product, which is felt through various behavioral modes. 33 

There is a dire need to create awareness regarding corporate identity among the managers of 34 

Pakistani firms.  35 

Research limitations/implications – Basic limitations were experienced while writing this 36 

article. All the stakeholders and other members of our targeted group are well educated, 37 

literate and fully conscious of their social and institutional responsibilities as was expected 38 

from them. They were cooperative with us however, with some we experienced many 39 

problems with the collection of their replies. Some provided them to us quickly while others 40 

took a lot of time despite being regularly reminded. Research culture is not yet fully 41 

entrenched in our corporate and non-corporate sectors. The values of these public surveys 42 

along with their significance, in fact, are not widely known as we have not familiarized 43 

ourselves with the benefits they accrue to corporate sectors. Innovation, which we all cherish, 44 

mainly originates from this primary source. The data acquired tells us precisely the truth as 45 

regards market trends. 46 

Originality/value – Research metodology, paper’s content, impact and competitive position 47 

are outlined in this paper. Suggestions for the future direction of business management and 48 

strategy are also presented. 49 

 50 
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1. Introduction: Corpoarate Identity for Business Management and Strategy 54 

Corporate Identity represents total personality of an organization, which combines 55 

external and internal environments of an organization through its learning culture. Corporate 56 

identity is the way corporate actors (actors who perceive themselves as acting on behalf of the 57 

company) make sense of their company in ongoing social interactions with other actors in a 58 

specific context. It includes shared perceptions of reality, ways-to-do-things, strategy, etc., 59 

and interlocked behavior (Urban, 2014). Corporate identity represents a company via its 60 

products and brand on its own, showing people what the company is. Corporate identity 61 

programmes are emerging as major agents of change. Because of their high visibility and 62 

impact, they mark out turning points in a corporatiton’s life (Olins, 1990:148). For that 63 

reason, corporations which have a purpose to be leading companies in their sectors, look for 64 

ways to create the best psooble identity that will define them, and provide a role model to 65 

trust. Corporate middle managers strongly believe that good corporate identity is based on a 66 

thorough undertanding of the identity of their industry (Bidin & Muhaimi & Bolong, 67 

2014:329).  According to Markwick and Fill (1997), corporate identity encourages an 68 

organization's key stakeholders to perceive the corporate entity in a clear and positive way. It 69 

is necessary to consider the role and impact corporate identity can have on strategic 70 

management since corporate identity management is vital to reveal opportunities for 71 

developing a sustainable competitve advantage. Most middle managers accept that a 72 

corporation’s strategy such as positioning and differentiating, have significant role while 73 

corporate identity is being determined (Bidin & Muhaimi & Bolong, 2014:329). Corporate 74 

identity is the basic philosophy of the organization, which is expressed through its vision 75 

statement. Identity is a social psychological phenomenon which is built with several 76 

behavioral and functional features. It provokes a special kind of association with its followers 77 

through demonstrating its aesthetic, as well as other functional features. Hence, the aesthetic 78 

concept is equally important for establishing corporate identity through its visual 79 

demonstration (Topalian, 1984).  80 

Another important feature of corporate identity arises from team familiarity that 81 

creates very strong inner motivation through its synergetic influences. Team familiarity 82 

reduces the distances between various ranks divided through hierarchical differentiations, and 83 

provides a mechanism for the transfer and dissemination of professional knowledge and 84 

experiences among various functionaries of a business entity. Both structured and non-85 

structured knowledge circulate smoothly within the learning streams of an organization. 86 

Behavioral changes happen quickly for the new organizational roles desired for change 87 

management. 88 

Corporate identity, in a way, is a concept of management, which derives from deep 89 

and sub-conscious responses of human beings. In Pakistan, the corporation was not fully 90 

developed according to set global standards until the beginning of the 21
st
 century. 91 

Performance standards monitoring mechanism were very weak and likewise so was the 92 

culture of team familiarity. In the late nineties, corporate culture remained retrogressive on 93 

account of many features of obsolete management practices. However, real changes in our 94 

business management culture began taking place after the start of the indigenization of the 95 

globalization movement in the beginning of the 21
st
 century. Social media brought about 96 

major social changes in our soci-economic spheres. New standards of performance were 97 

introduced in our corporate culture. Innovation became the basis for development of new 98 

business models and processes. The concept of corporate identity became quite visible 99 

through many multi-national and domestic organizations related to the telecom, energy and 100 
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entertainment sectors, even though it is just the beginning of this new management 101 

movement. 102 

In this concept, the article is organized as follows: In Section 2, we present the 103 

strategic side of the corporate identiy since identity is a vital issue for both organizational 104 

behavior and organizational performance; in Section 3, we introduce our aim and 105 

methodology regarding the research question and presents hypotheses of the study; in Section 106 

4, we introduce our empirical findings; and, in the final section, we present our results and 107 

comments on the effects of corporate identity on business, management, and strategy, 108 

according to the aims of research and potential fields of contribution for further research. 109 

 110 

2. Corporate Identity Risk: the Strategic Element on the Organizational 111 

Performance 112 

 Corporate identity is one of the vital risks for any organization since identity has the 113 

potential to affect corporate sustainability. Corporate Identity reflects a/the desired picture of 114 

an organization which is shaping with consencus of both external and internal stakeholders. 115 

The question about a company’s way to create value for customers is probably one of the 116 

most fundamental elements of strategy (Leinwand & Maniardi, 2014). According to 117 

Stellenbosch University statements (2015), "By effectively managing its corporate identity an 118 

organization can build understanding and commitment among its diverse stakeholders. This 119 

can be manifested in an ability to attract and retain customers and employees, achieve 120 

strategic alliances, gain the support of financial markets and generate a sense of direction and 121 

purpose. Corporate identity is a strategic issue
1
.”Strategy is about creating value to the 122 

organization. Both risk management and strategy are about dynamic value based management 123 

systems. Corporate identity and organizational performance as interlinked management 124 

realities are dependent upon corporate communication, strategy, structure, culture, and design 125 

through the performance of behavior significance, industry strategy, and products and service 126 

outputs.  127 

 According to Leinward and Maniardi (2014), “why is it that so many companies 128 

struggle to develop strong identities and the capabilities that enable them” that most 129 

organizations, instead of answering the fundamental questions about how they create value for 130 

customers and deriving their strategic imperatives from there, try to keep up with the market 131 

by pursuing a multitude of generally disconnected growth avenues and organizational changes 132 

(Leinwand and Maniardi, 2014)
2
. 133 

 The study is driven by the main objectives of maximization of organizational 134 

performance, by following the necessary ingredients of strategic management as mentioned 135 

above, through the use of experience practiced and established in a global environment of 136 

entrepreneurship. The study has also focused on market forces, their effects in combination 137 

with other financial and non-financial factors such as HRM and leadership policies, which 138 

determinethe course of action for defining the strategic vision through various operational 139 

practices. 140 

 Both external and internal risk factors have considerable potential to affect identity. 141 

In this concept, a risk management based approach may be useful in achieving corporate 142 

objectives. Corporate Identity Management initiatives have universalized the standard of 143 

performance of a business organization through its experiential value system like initiatives, 144 

continuity, creativeness, distinctions, and uniqueness. They have been fully explained through 145 

                                                             
1
 Stellenbosch University (2015), Corporate identity: not easy to define, Retrieved at April 17, 2015 from 

http://www.sun.ac.za/english/corporate-identity/about/what-is-corporate-identity.  
2 Leinward, P. and C. Maniardi (2014),  The 3 Elements of a Strong Corporate Identity, Harvard Business 

Review, December 09, 2014, Retrieved from https://hbr.org/2014/12/the-3-elements-of-a-strong-corporate-

identity at May 12, 2015.  
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critical evaluation in the perspective of global experiences. Demographic framework has been 146 

utilized to interpret and verify the results of Corporate Identity Management. Its scope is quite 147 

wide and contains every important sector of national and international economy both in local 148 

and multi-national organizations. This study has been carried out with the specific purpose to 149 

introduce and explain the new concept of Corporate Identity Management whose references 150 

and value chain system have brought about a management revolution in important 151 

organizations like NASA, Honda, and Nokia etc. Corporate identity sums up the entire vision 152 

of organizational philosophy with the help of the business organization which manages to 153 

ensure its survival. According to Heding, Knudizen and Bjerre (2009:15) in their book “Brand 154 

Management”, the aim of a brand strategy is to enhance the internal and external opportunities 155 

of the brand. The brand strategy must be strategic, visionary and proactive rather than tactical 156 

and reactive. With same philosophy as brand strategy, corporate identity related efforts must 157 

be consistent with corporate strategy. Identity is a living object. Corporate Identity develops, 158 

erodes and improves throughout the life of the organization. For this reason, the identity 159 

management is not one time event. Again, with this reason, managing corporate identity is 160 

risky process and directly linked to corporate strategy.  161 

The concept of Corporate Identity has added a new value to the Principle of Strategic 162 

Management and needs to be explored further with new models. The corporate sector in 163 

Pakistan is limited and still in its infancy stage. It needs new study engagement for expanding 164 

its scope in our country. So far, it has not received the satisfactory attention it deserves 165 

considering its utility. A new campaign of awareness needs to be built in our circle of 166 

academicians, researchers, business executives and managers. Research work done under the 167 

subject study program hopefully adds some new dimensions in Corporate Identity 168 

Management (CIM) domain. 169 

The business environment of the corporate sector is becoming complex due to the 170 

growing diversity in its professional features, which mainly arise from the fast changing 171 

pattern of technology, human resource management practices, market responses, and 172 

competitiveness driven by core competencies. Corporate Identity Management is a strategic 173 

concept which requires focused attention on the enhancement of organizational performance 174 

in order to gain the winning edge over competing forces.  175 

Organizations are bodies of management which are seen to reflect the aspirations of 176 

rationality, effectiveness, and efficiency in the control of social life. Many discussions of the 177 

constitutive characteristics and features of organizations although varied in nature, are based 178 

on thematic concepts of Max Weber. He envisioned the ideal type of organization and defines 179 

the features and dimensions which provide an essential foundation for its development and 180 

evolution. This basis equips us with distinctions for commercial enterprises (Weber, 1978). 181 

The organization is defined by its delimiting boundaries. It signifies a social unit through its 182 

values system that is either closed, or limits the admission or interference from outsiders. It 183 

creates a collective identity of its own and is marked by the possession of resources that 184 

belong to it, and those that do not belong to it. Resources include those that are intangible and 185 

tangible, human and non-human.   186 

 187 

An organization has to have a central coordination system that establishes communication and 188 

linkages between its various constitutive units. This inner core of power structure enables an 189 

organization to make and enforce binding collective decisions with all qualifications, and also 190 

determines sanctions for imposing penalties on non-compliance. 191 

The organization always earns legitimacy through its compliance regime with state 192 

authority, and secondly, through its qualitative production. The organizational order and its 193 

placement- including the distribution of authority, resource allocation of power and 194 

responsibilities- will earn legitimacy through its performance standards. The organization's 195 
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characteristics and features determine its goals of achievement and strategy whose practice 196 

would, in a well-calibrated manner, bring success in achieving its assigned goals. There is dire 197 

need to gain a high degree of consistency and uniformity between organizational goals, 198 

strategy, structures, modes, processes, conduct, behavior, and their outcomes. The quality of 199 

success and achievements depends directly on organizational structures, strategy, and their 200 

processes. The organization is an ever-growing social entity and enterprise. Organizations are 201 

always rationally designed with tools, and carefully structured and restructured in order to 202 

upgrade the problem-solving capacity that enables them to realize pre-determined goals. The 203 

organization is part of a societal transformation. While organizations serve as rationally 204 

designed instruments, their growth and continuous evolution increase not only size in national 205 

markets but also in global society, which reflects a changing social context through the 206 

introduction of ever new corporate culture.   207 

Corporate organizations and growing entrepreneurship is a value-yielding experience. 208 

New service patterns and goods tend to add new values of social consciousness as well as 209 

upgraded values of social status. In comparison to earlier societies, which were highly 210 

traditional, modern societies have placed a heightened level of moral value on rationality, 211 

transparency, effectiveness, and efficiency. Modern societies depend to a greater extent on the 212 

culture of organizations as they derive their existence from the exercise of themost rational 213 

and highly efficient form of social grouping with its bases built upon scientific principles. 214 

Through the coordination of a large number of human actions, the organization will enable 215 

itself to play the role of a powerful and creative social tool. It combines and merges all its 216 

human and non-human resources within its internal and external super structure, which 217 

includes all its personnel, its leaders, experts, functionaries, machines, and raw materials.  218 

Performance of business organizations is always placed under scrutiny through 219 

financial and non-financial criteria by its various evaluating agencies and in the light of their 220 

results, the efficient and dynamic organization will always take steps to adjust itself according 221 

to its challenges. As we shall see, human needs and wants are better served through the 222 

creation of consciously created organizations than through the informal organizations whose 223 

function and output are non-directional (Etzioni, 1964).  224 

Organizational behavior and conduct are often determined by rules of appropriateness 225 

and suitability rather than the calculation of expected utility. However, rules should not 226 

necessarily be allowed to become instruments in the hands of its organizational leaders. Often, 227 

rules and standard operating procedures are based on identities that list the alienable rights 228 

and social practices derived from the historical experiences largely beyond the control of 229 

current leaders (March & Olsen, 1989). In another definition, renowned experts on 230 

organizations have defined that business units serve as Normative Communities where 231 

members happen to share conceptions of the organization and its environment, as well as 232 

values according to its standard performance procedure (Selznick, 1949). Even industrial and 233 

other service organizations and companies have been described as settings for a local 234 

organizational structure or business enterprise (Martin, 1992). However, the organization's 235 

integrative role- defined through its various symbolic actions- is developed to serve as the 236 

focus of identification, loyalty, and legitimacy. However, the coherence and configuration 237 

between various units of organization require a shared background of values and attitudes and 238 

would evolve through stages over sufficient period of time. 239 

Legitimacy of an organization would always come through its high-standardized 240 

performance and conduct, whose test would lie in the social acceptance of their standards. 241 

Public reaction is very important and provides the main ground for their legitimacy. Big 242 

corporations such as Mercedes Benz and Siemens have always earned respect through their 243 

products and services, and always deliver them with guarantees. Hence, organizations cannot 244 

take legitimacy for granted; this is a kind of privilege which would arise from the general 245 
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impressions and expressions of customers and users of services. Organizational participants 246 

move in a confusing world of multiples, which are overlapping, and sometimes present 247 

conflicting demands that raise pressure on their loyalty and allegiance.   248 

Concerns regarding instrumental actions, means-end rationality, popular utility, 249 

effectiveness, and efficiency in reaching pre-determined goals have been supplemented with 250 

several reinforcing factors. Evolving conduct through communicative behavior and its 251 

discourses on values and ethics, always provide us with as a base for explaining cooperation, 252 

civilized conflict resolution, and order (Habermas, 1992). The process of socialization plays a 253 

crucial role in enhancing the values of efficiency and improvement through cohesiveness and 254 

unanimity in working culture. The value chain becomes active and triggers many changes in 255 

the social structure of an organization. Such values by which identities, co-operation, 256 

consistencies, and loyalties with boundary demarcations are transformed through the process 257 

are triggered by interaction and interpretation (March & Olsen, 1995). The linkages existing 258 

between organizational characteristics and its various features, behaviors and outcomes have 259 

been examined on the ground of efficiency by management experts who have experienced 260 

several impediments in their potential effects. Early challenges to the organizations with 261 

strong rationality assumptions derived from an active successful model continued to 262 

emphasize on the performance standard of formal organization. Exact rationality is qualified 263 

with many conditions; intelligence derived from social conduct has to be organizational rather 264 

than individual. Good decisions depended on the ability of the organization to provide the 265 

individual with the legal premises of social behavior because that brings legitimacy (Simon, 266 

1957). Later studies, however, have established that rational decision-making is a continuous 267 

process and must be carried out on a persistency basis for the growth of an enterprise 268 

(Brunsson, 1985).  269 

Organizations operate under very confusing and dialectical influences. Environmental 270 

challenges, the tough legal and licensing conditions of state, and conflicting interests and 271 

values of creative and non-creative functionaries would bring about a lot of unpredictability in 272 

the organizational culture. The organization’s financial and non-financial results and 273 

performance standards need to be harmonized through the intervention of expertise. A new 274 

level of awareness would add impetus to the dynamism of working culture. The organization 275 

culture is evolved through intellectual and material inputs and its efficiency would 276 

demonstrate itself through its structures and processes. That is, success depends on a number 277 

of factors such as actual performance, and implementation of decisions through a consensus 278 

basis (Meyer, 1989). Success does not depend on one particular pattern of an organization, but 279 

there are a number of factors involved. Effectiveness and efficiency can be fostered by a 280 

number of structural arrangements (Lawrence & Borsch, 1967).  281 

Organization is a rational creation of management principles as defined by Max Weber 282 

(1978)  and its growth and evolution depends upon its power of rationality, which is pursued 283 

by the managers and other leaders, which include stakeholders as well. Rationalism is the 284 

instrument of governance and control. It defines its values through the concepts, which have 285 

rational explanations. It is one reason why the role of mathematics is increasingly taking over 286 

the interpretative power in all subjects of social sciences, including management. The general 287 

constitution of an organization is determined apart from assumptionsand rational thoughts, 288 

through the key role of emotional intelligence. However, the role of an organization and all its 289 

functions and efficiency continue to respond to the rationalization of the policies it chooses to 290 

adopt for its development. No doubt, organization is a rational tool.   291 

Organizations are instruments of governance. Organizational arrangement and its 292 

structuring must promote features of leadership, keenness, creativity, authenticity, unity, and 293 

control, as they become most powerful and highly rated norms (Scott, 1992). The 294 

management strategy that organizations choose in order to present their identities seems to 295 
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focus on three aspects: central character, temporal continuity, and distinctiveness (Albert 296 

&Whetten, 1985). A central character differentiates the organization, through its distinct 297 

features. Temporal continuity defined its values of the identification, which includes features 298 

that exhibit some degree of uniformity and sameness or continuity over time, and 299 

distinctiveness representing a classified category. It identifies the business organization as 300 

recognizably different from its countering partners. Vision statements of ideology, its 301 

management philosophy, evolving culture, and social practices may be selected in the rhetoric 302 

of a business organization as an invention strategy to define its uniqueness. In such cases, a 303 

particular identity which carries some distinction and considered worthy of somereward, a 304 

smart strategy may require selecting uncommon and unfamiliar dimensions of inter- 305 

organizational comparison (ibid). Rhetorical statements are expected to include habitual or 306 

familiar strategic propositions and assumptions for example, entrepreneurial risks, which are a 307 

hallmark of every growing organization (Albert & Whetten, 1985). As imitative models must 308 

be adopted for carrying out actions, but in a creative manner, imitation is probably more 309 

common among business organizations that describe themselves by stating their central 310 

character (Brunsson & Olsen, 1997).  311 

As organizational self-identification depends on a process of matching derived from 312 

successful organized/organizational models which are working for the similar objectives 313 

under similar conditions. A comparative study of organizational structures and their conduct 314 

and performance provide useful data for evaluation of their corporate personality (Medin & 315 

Goldstone, 1993). It is easy to apply such conclusions in the case of individuals. For example, 316 

a manager may display several unrelated features of self-identification while simultaneously 317 

seeking its conceptual relationship with several social collectives. Which of these identities 318 

and self-descriptions becomes salient depends however on the current context. It has been 319 

noticed through many examples that close identification of a leader with the organization 320 

simultaneously depicts the passions of a very devoted mother as well as of an honest 321 

custodian. Management is a combination of personal and instructional passions and values 322 

(Elster, 1985).  323 

Likewise, in an organization as experiments show: identity manifests itself in more 324 

than one-way (Elster, 1985). A business organization may explain itself by displaying its 325 

attributes like a member of the class of international business organization but its 326 

distinctiveness maintains itself through various service value chains. Self-identification varies 327 

from group to group or business organizations in all their attributes and features. With the 328 

change of environment, the nature of the task also undergoes alterations such as a change in 329 

context, a shift in a new or different direction or it may transform into another situation which 330 

is not very predictable. This is a stage of determining a new identity through visual and non-331 

visual means.  332 

A branded identity structure evolves when a strategic business organization or its 333 

subsidiary business units establish their own names and styles, while in their public 334 

communications no connection to the parent business units is expressed Unilever and Procter 335 

& Gamble Int, are classic examples of branded business units. The third model is identified by 336 

Olins by the endorsed features or mixed identity structure. Within endorsed business units, 337 

while subsidiary business units retain their own names and styles, the parent company 338 

remains invisible in the market. Examples of endorsed companies include L'oreal, Nestle, and 339 

General Motors. Marketing is a full business activity which depends largely upon the 340 

professional knowledge of public rationing, their skill of communication, and command over 341 

the subject with which they are dealing. Scientific knowledge of the product or service being 342 

offered is another requirement of the organization.  343 

Corporate identity is derived from the quality, utility, and service ability being offered 344 

by the business organization with respect to its products and services. For example, standard 345 
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marketing practices are being exhibited by the renowned business houses of international 346 

multinationals like Siemens, Philips or Sony through their high end professional skills. Their 347 

marketing agents win in the market through their communication skills, scientific knowledge 348 

about the products, and also the regulatory framework, which is applicable to domestic 349 

markets. This is a part of service, which is promised to people at their doorsteps through 350 

proper guidance with shared knowledge. The places they occupy through a high awareness 351 

level always bring enduring benefits to business organizations. Corporate Communication is a 352 

specialized subject, which covers the detailed knowledge of the core competencies of a 353 

business organization and establish firm linkages between the organization and customers. 354 

The marketing practices protect the brand identity as well as space, which the organization 355 

occupies in the global market through their constant communication processes. Marketing is 356 

done through various outlets by sharing knowledge with customers through the use of 357 

electronic or print media. 358 

Marketing communication is carried out by the marketing department, which must be 359 

organized along the lines of specialization just like any other department such as marketing or 360 

sales, however, close coordination between all orbital units is very important through an 361 

effective chain of common medium (Floor & Van, 1993). Van Riel (1995) suggested, 362 

however, that the best way of organizing and mobilizing marketing communication depends 363 

on the identity structure of the corporation in question. The art of public relationship and its 364 

specialized knowledge help direct a campaign in a favorable manner, and bring about 365 

communicative messages socially acceptable to customers (Van Riel, 1995). Organizational 366 

communication is a comprehensive concept, which is used as an umbrella term for public 367 

relations, business affairs, investor and sales relations, recruitment and HRD communications, 368 

corporate advertising and environmental communication. Corporate Communication is a fact 369 

of strategy, which is evolved through the amalgamation of inputs obtained from every 370 

department and every stakeholder from owners and directors, to the sales and production and 371 

even engineering departments. Corporate identity is the main goal or objective, which is 372 

defined through the vision statement of an organization. The standard vision statement as is 373 

displayed by big organizations promises quality, honesty, promptness and accountability, as 374 

well as total security of confidence reposed by investors or customers in its products or 375 

services.  376 

Corporate identity is defined through brand names or trade marks which are made to 377 

become a part of the living culture of consumer society. Sony televisions, Nokia mobiles, or 378 

General Electric air conditioners carry a lot of creditability, and this is because they are 379 

recognized by consumers through their brand names or other identity marks. The public 380 

relationship is a social exercise, which is carried out to establish a link between the 381 

organization and its external world, which it has created by winning share in the global 382 

market. In this regard, we have complied with common practice. According to Van Riel 383 

(1995) public rationing policy in practice is indeed organized at a central corporate level. 384 

Other authors however, believe that public relations is a cultural or social activity which 385 

should not be organized only within the marketing department, but also at the highest 386 

leadership level of management. The one important concept is that corporate communication 387 

pertains to all consciously used forms of internal and external communication, including sales 388 

and marketing communications.  389 

Marketing communication plays a key role in expanding the existence of an 390 

organization in the global market, hence it occupies the most significant position in the entire 391 

strategy of business organization. That is why it is invested with the largest budget 392 

comparatively with other departments. Its strategic relationship with mass media is an 393 

important factor, which provides a window to outside world (Van Riel, 1995). There are many 394 

international corporate identity groups, which have formed consortium for establishing 395 
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standards of high performance. Their legal status has been fully recognized by the state as 396 

well as other international regulators, and have developed protocols for performance and 397 

implementation as well. In essence, corporate identity is the reality and uniqueness of an 398 

organization, which is integrally related to its external and internal image and reputation 399 

through corporate communication (Gray & Balmer, 1998). Corporate communication is the 400 

process and method for determining the image and establishing the reputation of a business 401 

unit. The image of a business unit is reflected through its totality of behavior displayed within 402 

the internal and external world. Sense of urgency as is experienced by the customers or the 403 

market is fully responded to by the management of an organization. A number of factors 404 

involved in the cultivation of corporate identity management are based upon the strategic 405 

management principles, which follow the principles the economic use of resources with 406 

maximizing effects. 407 

There are ten environmental forces that are known to have affected very deeply the 408 

upsurge of corporate identity management through its various features. Their impacts have 409 

cast a deep shadow over their efficiency as well sales footprint, which in most cases 410 

experienced heavy growth in global and domestic markets. These environmental forces have 411 

accentuated the need over the last decade for managing corporate identity management 412 

strategically through the inclusion of new configuration management principles. It would be 413 

difficult to imagine any business unit or entrepreneurship, which has not been affected by this 414 

dynamic of environmental forces.       415 

In aggregate, they represent the driving force behind the recent upsurge of interest in 416 

corporate identity and corporate communication issues (Balmer& Soenen, 1999). The above-417 

mentioned ten environmental forces contributing to the increased significance of corporate 418 

identity and corporate communications are: 1- acceleration of service and product life cycles, 419 

2- deregulation and decentralization, 3- privatization and disinvestment programs, 4- 420 

increased competitiveness in the public and non-profit sectors, 5- enhanced competitiveness 421 

in the service sector, 6- globalization by treating every trade market as trade free areas, 7- 422 

mergers, acquisitions and divestitures, 8- shortage of creative and high-caliber personnel, 9- 423 

observance of  corporate social responsibilities , and 10- demarcation and harmonization of 424 

boundaries between the internal and external environment of an organization. Product life 425 

cycle has experienced a great increase in life cycle on account of sophistication, durability and 426 

precision in electronic and computer technology. Electronic products have become very 427 

compact, easy to use and transfer from one place to another, and also show a very high quality 428 

performance record never experienced before. In fact, the precision of technology has laid 429 

down the foundation of universalization of technology.   430 

The electronic industry products like mobile sets today offer multiple media 431 

technology, providing many functions at a time. The quest for quality service products in fact 432 

determines the basic policy of big corporate organizations such as Sony, Nokia, or Samsungto 433 

name a few. Within a short time span, information technology took so many steps and moved 434 

from one invention to another, from audio to video, to live production and transmission of 435 

human messages. Now, digital revolution has taken over the world. Disk or audiotaping 436 

systems have become obsolete. The corporate sector, which brought about this revolution has 437 

earned a reputation and credibility, which have tuned this big corporation into benchmarks. 438 

Uncertainty is being replaced by high quality products, which has gained good will 439 

worldwide. The global market is now identified with these big names. The corporate identity, 440 

which they have established, appeared to be difficult to compete with unless better options are 441 

made available in the world market. Their high visibility in competitiveness and credibility 442 

have earned the confidence of market forces at a global level. Their identity reflects the 443 

identity of respective nations as well as of modern civilization. The distributers, ordinary 444 
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customers or other retail outlets, are all interconnected associated through the products with 445 

the corporations.   446 

      The deregulation movement is an important factor, which has influenced and 447 

promoted the new culture of a corporate identity. Deregulation has brought about an end to 448 

bureaucratic control over the corporate sectors. The License Raj, which caused so many 449 

hindrances in the growth of industries and expansion of the corporate sector through intricate 450 

legal and tax systems, has been removed entirely through the policy of deregulation. Its 451 

outcome has been a sudden spurt of growth and development of the corporate sector 452 

everywhere, especially in India in 1992. Deregulation has increased culture of 453 

competitiveness, and financial and industrial sectors experienced a new spurt of growth 454 

through an increase in financial inputs. For example, in the USA, Glendale Federal Bank 455 

through its deregulation policy experienced a remarkable increase in its investment sector. 456 

Similarly, in the UK many building and housing societies such as Abbey National, and 457 

Alliance and Leicester have experienced a marked increase in their profit and earned 458 

increased space in the global market. Their principal challenge is corporate identity, which 459 

consequently needs modification in light of the new deregulation policy that is in line with the 460 

new values of performance.    461 

The commercial airline industries in the USA and UK have met several changes due to 462 

deregulation policy. In the USA, the airline market became free for investment and many new 463 

airlines were established on the principle of Economy, which has made expensive journey 464 

affordable for the middle and low middle classes. The concept of cheap and concessional  465 

services have  resulted in the emergence of cut-price and budgeted  airlines such as Southwest 466 

Airlines, Jet Blue, Frontier, Spirit  and Alaska airlines, while within the UK  low-cost airlines 467 

such as Ryan Air  Air Lingus,  and Debonair have also appeared in the airline market with a 468 

lot of success.  469 

Privatization and disinvestment programs have left many firms and business units 470 

vulnerable to identity crisis. This new culture of privatization and immediate transfer of asset 471 

from government control to private sector has brought about many problems as well such as 472 

short sizing, downsizing, and winding up of many business units. All countries of Europe and 473 

Asia experienced such teething problems in the course of privatization exercise. Pakistan’s 474 

corporate sector too faced such problems, but ultimately, stability has been acquired through 475 

compromised solutions. Some 96 medium and large companies and corporations were 476 

privatized in Poland in 1997. The UK has witnessed extensive privatization and disinvestment 477 

policies in public and social sectors like - gas, electricity, water, health, family planning, 478 

telecommunications and railway - giving rise to multiple organizations which insist and invest 479 

on their corporate identity through well-defined image (Wilson, 1993). So far the most quoted 480 

example is that of British Airways that has established itself as a profitable, smart, and 481 

consumer-friendly global airline (ibid). Heightened competition has engendered a new culture 482 

of competitiveness in the corporate sector of the global market.  483 

In Britain, the number of students from foreign countries has increased by a huge margin 484 

due to a high quality education system and the specific identity it has engendered in the global 485 

market. British universities have increased in number to meet the challenges of the growing 486 

number of students. The competitiveness between universities increased as a result of which 487 

curriculum, facilities, and other social benefits underwent changes. Many new steps were 488 

taken by many universities for establishing their identity in the global market through 489 

innovations. Image, identity, and reputation became a new value in these educational 490 

campuses and became a part of newly emerging corporate culture identity management. 491 

 492 

 493 

 494 
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3. Design/Methodology/Approach 495 

Corporate Identity ideas became more transparent with the rise of information technology 496 

revolution and the explosion it received through the wave of globalization. The corporate 497 

world was shaken with the rise of a new business culture, its precision and efficiency, which it 498 

developed through the use of state of art technology. Profitability is its main aim as no 499 

commercial business organization can survive without earning a profit, but there is more than 500 

that, such as corporate social responsibility and its constituent values. Financial and non-501 

financial behavioral patterns have to be determined for the convenience of customers who 502 

must be treated as de-novo rulers of the future corporate world.  503 

Our research methodology was based on public survey. Almost five hundred persons from 504 

the corporate and non-corporate worlds were contacted. Public and private sectors were 505 

simultaneously included in our domain of research. Questions focused on those various 506 

ingredients, which make up the identity value as corporate truth. They include eight Facets of 507 

Corporate Identity Management. namely: Corporate Communication, Corporate Design, 508 

Corporate  Culture, Behavior Significance, Corporate Structure, Industry Strategy, Corporate  509 

Strategy, and Products and Services with respect to their demographic profile. 510 

 511 

a. Research Model and Hyphothesis 512 

As a leading sample in contemporary literature, in the Stuart’s Model (1999), Corporate 513 

identity management is considered as a kind of process and it includes both several elements 514 

and interrelations between them as:  515 

• Corporate personality,  516 

• Corporate strategy, 517 

• Management and organizational communication  518 

• Marketing, management and interpersonal communications  519 

• The corporate identity/corporate image interface  520 

• The corporate images  521 

• Environmental influences  522 

• Organizational culture  523 

This model has critical importance to see interrelationship between main elements of 524 

corporates as culture, strategy and identity, and also marketing. This is stated that corporate 525 

identity is a strategic element of business management and strategy since it has affect on 526 

critical elements of corporate. Our research is based on our model which has the hyphothesis 527 

that “H1: There is a positive relationship between Corporate Identity and Organizational 528 

Performance.” 529 
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 531 

Figure 2.1:  Corporate Identity and Organizational Performance Model  532 

 533 

This study was carried out in 4 major cities of Pakistan, including Karachi, Lahore, 534 

Rawalpindi, and Islamabad. The data has been collected through a survey as prescribed in 535 

standard format by social scientists. Questionnaires containing 75 questions were distributed 536 

among the variety of recipients, which includes management leaders as well as other 537 

functionaries from the public and private sectors. The types of organizations included multi- 538 

national’s foreign countries as well as national’s business entities. The sample was prepared 539 

for 500 respondents. The response was 86%. The questionnaire was sent by ordinary mail, by 540 

hand, and also by electronic mail. Interactive sessions were also held with some respondents. 541 

Some respondents complied according to schedule while others were delayed in their replies. 542 

Such dilly-dallying tactics of respondents were dealt with politeness but with consistency for 543 

soliciting answers from them. Such respondents were served with a number of reminders. 544 

Many of such non-reluctant respondents furnished their replies, while still, there were some 545 

who did not like to offer such replies in view of some unfounded fears.  546 

Sharing knowledge about performance of some organizations in the public and private 547 

sectors is still considered a big taboo due to some unfounded fears. Transparency is a value, 548 

which is not liked by some people in view of liabilities which it would place through its 549 

repercussionary effects. In view of this experience, it can be assumed that social responsibility 550 

as a concept and virtue does not exist in our society. Citizenship constituent parts include 551 
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fulfillment of social responsibilities based on voluntary basis yet to be recognized. The 552 

questionnaires were selected and served randomly upon a socially well placed class of our 553 

society, holding various managerial posts in both the public and private sectors of Pakistan. 554 

Respondents were categorized into three categories based on Lower, Middle and 555 

Higher Level Management. All three managerial levels of employees were requested to fill in 556 

the questionnaire as per prescribed procedure. The study is Quantitative, which is deductive in 557 

type. In this study, the concepts which were based upon simple hypothetical basis, were 558 

examined in the light of practical data obtained from the answers provided by respondents. 559 

The entire data was measured as per given procedure. Principles of ethic were still complied 560 

with to minimize personal biases. Due consideration was paid to the economy of design, rapid 561 

data collection and the set criteria for identification and division of targeted population on 562 

segmented basis. 563 

 564 

b.  Instruments and Measures 565 

In this research, as a research instrument, the questionnaire was designed according to our 566 

research survey. The questionnaires contain on the front page an introduction explaining the 567 

objective and aims of the study, the request for cooperation of respondents for participation in 568 

this exercise for promoting research culture in our country, and a guarantee for complete 569 

anonymity and confidentiality. The questionnaire was distributed amongst 500 participants. A 570 

total of 430 participants returned the questionnaire hence representing a response rate of over 571 

86%. Three participants presented were dropped from the list on account of furnishing 572 

inaccurate replies. To ensure the reliability and validity of the results, all principles of 573 

research methodologies were observed. The survey was structured so as to bring crosschecks 574 

easily by differentiating each item according to a numerical identity mark. All lessons learnt 575 

from previous experiences were fully utilized for cross verification purposes. Benchmarks 576 

developed by known authorities were fully considered and utilized. “The attributes chosen for 577 

the surveys were selected by considering previous researches and their concluded lessons” 578 

(Bernstein, 1989; Dowling, 1986; Kennedy, 1987). The instrument contained 75 questions. 579 

The key variables were made basis for solving mysteries of the hypothesis.  580 

 581 

c.  Procedure and Pilot Testing 582 

The research paradigm has been evolved based on empirical studies. Several concepts have 583 

been studied, examined, and presented in the literature review of this thesis. Qualitative and 584 

Quantitative analytical tools were applied to evaluate the results in the light of data collected 585 

from various private and public sectors. Minimum risk of uncertainty has been taken and also 586 

ambiguities have been treated repeatedly with several tests for verification of results. The 587 

research was quite painstaking and took a lot of time. Further criteria for selection of 588 

Quantitative Paradigm were also included. The researcher's scope of knowledge and its 589 

exposure to  worldwide corporate culture, his  training level and experiences, psychological 590 

attributes, responses, and other questions  such as if any problems happened to arise in the 591 

course of his assignments  were considered deeply in this  study. In the quantitative paradigm 592 

the reality is always linear, objective and singular, as renowned researchers like Raul suggest. 593 

The researcher is required to be totally independent and neutral in all exercises of research. 594 

 The research has been carried out in a neutral environment so that no part of this work 595 

could be attributed as tainted with bias. The language of the research is highly structured 596 

according to established, formal criteria based on set definitions with impersonal voice. It is 597 

based on deductive logic and all of them were practiced according to set criteria. The 598 

empirical structure of study follows principles of cause and effect in creation of any log frame 599 

or intellectual order. All concepts, variables, and hypothesis were chosen carefully during the 600 

study and were examined again and again. Efforts have been made to follow them in a fixed 601 
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order throughout the study. Consistency in design was followed. Full focus has been placed 602 

upon hypothesis and its verification was the chief target, which was pursued in my study. The 603 

research is context free.   604 

Principles of neutrality and objectivity were observed scrupulously. Data collected 605 

was placed under various tests to verify the results and based on that some predictions and 606 

conclusions were drawn. That is the main intent of our study. Most of the social and 607 

managerial practices are known to be based upon confused and personalized impressions, 608 

which do not match with scientific or empirical observations. Survey and data confirmation 609 

were made through the application of principles of established principles of research 610 

methodologies. The confirmation of data with respect to a few questions has led us to 611 

generalized conclusions and results. These generalizations are enhanced in capacity if the 612 

information and instrument used are valid and reliable. The purpose of this study and survey 613 

carried out in light of its concepts and claims is seemingly quite new. Respondents showed 614 

appreciation of the information and concept shared with them. The concept is a contemporary 615 

concept that holds a pivotal position in corporate management. Its constituent’s elements- 616 

authenticity, creativity, visibility, and individuality are all drawn from the new subject of 617 

Configuration Management. It is the same concept, which is currently in practice in a globally 618 

renowned scientific agency (NASA) in the United Ststes, responsible for all space exploration 619 

programs. Its individuality and distinction as a unique space agency has contributed toward a 620 

series of scientific discoveries.  621 

A pre-pilot and pilot survey were done to improve the questionnaire. These items were 622 

rated on five-point Likert scale (1 for strongly disagree and 5 for strongly agree) on two time 623 

horizons to measure the variability in the recorded responses. Later on, an improved 624 

questionnaire was subjected to large-scale survey. 625 

 626 

4. Findings 627 

In this research, the concept of corporate identity was dilated upon within its broader 628 

canvas, which includes the variety of constitutive elements without whose harmonious 629 

growth, the phenomenon of corporate personality will not evolve. This effort has been made 630 

to test the relationship existing between corporate identity and organization performance 631 

through model application. Corporate identity consists of 7 dimensions, namely: corporate 632 

design, corporate culture, behavior, corporate structure, industry identity, corporate strategy, 633 

and product and services and organization performance, which consists of 3 dimensions, 634 

namely- open-internal model, rational model and human relational model. The sample of 430 635 

individuals belonging to fourteen different sectors of big cities of Pakistan (Rawalpindi, 636 

Lahore, Karachi, and Islamabad) were selected. Questionnaires comprising three parts were 637 

sent directly to target the segments. The demographic profile covers both individuals and 638 

companies in the first part. The second part consisted of corporate identity and last part 639 

concentrated on organization performance. The results of the study have shown some 640 

diversified attributes of the sample of the book and also provide useful new information 641 

regarding the previously unexplored domain of corporate identity. 642 

Corporate identity creates corporate personality through which it defined itself through 643 

various elements of behavior and cultural norms and outputs. Both financial and non-financial 644 

outputs made in its cultivation and development, although constitute part of long term 645 

investment, extend credibility as well as the distinctiveness of high professionalism to the 646 

enterprise. Consistency is the main feature, which brings authenticity as well as a strong sense 647 

of identity, which is reflected through its various outputs, and functioning culture. Absence of 648 

consistency will diminish its identity feature feature so its identity. Hence, it must be 649 

maintained through all stages of performance. 650 

 651 
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 Corporate identity is what makes a company special and unique. Corporate Identity is a big 652 

value of management and performance. It is a so-so-psychological phenomenon, which leaves 653 

its imprints deep in the sub-conscious of stakeholders and other functionaries and customers. 654 

They feel emotionally associated with its products and brand names, which serve as symbolic 655 

representations of a distinct class. The main variable, which is its constitutive elements arepart 656 

of the creation of corporate personality. These variable or constitutive elements include 657 

corporate communication, corporate design, corporate culture, corporate behavior, corporate 658 

structure, industry identity, corporate strategy and products and services. The customers 659 

served upon various members of the professional class and other stakeholders provide 660 

information, which can be treated as comprehensively dealing with all aspects of corporate 661 

personality and its performance. They pertain to gender, marital status, age, position, 662 

company base, tenure in the company, organization sector, number of employees, and work 663 

experience. Therefore, the big canvas of information provides us with the bigger scope of 664 

book and minimizes the chances of miscalculation or misdirection.   665 

The data is also analyzed to reveal managers’ perceptions regarding various 666 

components of corporate identity like corporate communication, corporate design, corporate 667 

culture, corporate behavior, corporate structure, industry identity, corporate strategy and 668 

products and services. From the results we conclude that male, top level managers in the over 669 

40 age group that have been affiliated with their company for long periods of time are more 670 

conscious about the features of corporate identity and their own personality distinctly 671 

manifests itself with its ruling features. Our result also establishes another distinguishing fact, 672 

which is visible from the deepening sense of corporate identity found among the business 673 

units and culture of private organizations as compared to public organizations. The advantage 674 

is this respect belongs to private organizations as a result of which they dominate the market 675 

quite forcefully as far as market share is concerned. Multinational companies have a strong 676 

corporate culture as compared to local companies where corporate culture is very weak. Large 677 

companies have a clear corporate strategy about their products and services, whereas small 678 

companies are lacking in their corporate strategy.  679 

Knowledge creation is a very decisive feature, which is evolved from creative 680 

environment of a corporate entity. It is constituted both by structured as well as unstructured 681 

knowledge forms. Of course, experience is an additional advantageous factor and they all 682 

combine to ensure sustainable competitive advantages over that business unit which has fewer 683 

abilities to be creative. Consolidation of various streams of professional learning that work 684 

within the environment of company derive their strength from norms of prevailing culture 685 

within their organization through proper amalgamation. It promotes empowerment and allows 686 

production and sales agents to come up with products and services, which comply with the 687 

changing standards of customers. The challenging environment of the market is thus tamed 688 

and made receptive for the absorption of products. Mantara lies in learning culture and its 689 

values. It includes a linguistic medium, popular professional vocabulary, conversation, 690 

dialogue, and interactive sessions etc., which combine to stimulate a culture of creativity. 691 

Symmetry of value system is evolved which in return would raise the level of synergistic 692 

responses through its unanimity of thought process. The net outcome is experienced through 693 

the close nexus between the organization and the market in which it operates through creative 694 

responses.  695 

In Pakistan, the Corporate Identity Management culture has a long way to go. The 696 

environment required for cultivation is in its stage of infancy. On account of this reason, it is 697 

experiencing teething problems. For example, the domestic corporate environment of Pakistan 698 

is not fully mobilized with essential features and neither has it got the ability to grow through 699 

the prototype of multinational organizations. For example, the high research skills, resources, 700 

and multiprofessional bodies, along with supporting regulatory frameworks are the needs 701 
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which can be fullfilled through maturation of its natural period. Pakistani corporate culture 702 

has got some problems which cast a dark shadow over performance through its obsolete 703 

management practices. However, a silver lining has started appearing from the growing size 704 

of knowledge- based- organizations which has in fact laid down the foundation of a new 705 

Corporate Identity Management. Corporate Identity consciousness has triggered some 706 

changes which requirein depth study. Uniqueness, distinction, authenticity and other features 707 

that spring from the culture of learning work through a continuum of Corporate Identity 708 

Management are gurantors of survival. In addition, they can assist in the as of resurgence of 709 

coroporate entities overrun by crisis.  710 

Corporate Identity management is influencing our industrial and service sectors. The 711 

entertainment and banking sectors have managed to create some distinction through the 712 

absorption of CIM features. Level of awareness with respect to CIM has grown among the 713 

new generations of our coporate world. Modern university curriculums have also contributed 714 

towards the emergence of this new movement of management. Availability of relevant 715 

literature is another big problem, which has restricted understanding about this new concept 716 

of management. Pakistani corporate society is still passing through its transient stage. The 717 

construct of CIM is based upon Corporate Communication, Corporate Design, Corporate 718 

Culture, Corporate Behavior, Corporate Structure, Industry Identity, and Corporate Strategy 719 

Products & Services. The constructs of the OP are based upon Open-internal Model, Rational 720 

Model, and Human Relations Model. In the light of above discussion, the prospect of the 721 

relationship between CIM and OP remains unidentified so far. The existing study focuses on 722 

the effort to bridging the gaps as are being noticed in the literature. 723 

In the paper, after considering various evidence, we have reached the conclusion that most 724 

of the managers are not fully conscious about the need and significance of corporate identity 725 

out of which evolves the corporate personality of organization. In fact, the management 726 

philosophy of corporate identity is neither fully understood in our corporate sector nor is its 727 

significance. When the management doesn’t introduce their corporation identity to their 728 

employees clearly, the employess couldn’t distiguish their corporation from the others. Hence, 729 

this complexity which occurred affected their performance as well as the corporation 730 

negatively. This situation can leave the corporate with hazard of loss its competition power 731 

with its rivals as well. Much less is the strategy that provides several conceptual instruments 732 

for realization of higher objectives of performance within an  organization. There is a big gap 733 

of understanding, which needs to be promoted through closer interaction among all 734 

stakeholders and management experts. Conscious mechanism is a must for the dissemination 735 

of values of corporate identity management through practice and propagation. Only 736 

multinational companies have a visible corporate behavior and they exhibit their features 737 

through their performance indicators. Distinctiveness, authenticity, and creativity bring 738 

uniqueness to their organization, which is maintained through a culture of consistency. 739 

Corporate Personality is the end product, which is felt through various behavioral modes. 740 

There is a dire need to create awareness about corporate identity among the managers of 741 

Pakistani firms.  742 

 743 

5. Conclusion 744 

The first condition of existence is to have identity. Identity is maintained through identity 745 

management. Identity includes/represents organziational culture, common behavior, ethics, 746 

attitudes, aims. In this view, every identity has unique characteristics and identity differs from 747 

organization to organization. Every organization has and maintains their identity. So, identity 748 

is not copy paste style effort. Every organization should be aware of its own identity and 749 

should improve it according to their corporate strategy and objectives. Because every 750 

organization has their own identity, it is critical is to managing identity in a way that 751 
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guarantees sustainable competitive advantage. By effectively managing its corporate identity 752 

an organization can build understanding and commitment among its diverse stakeholders. 753 

This can be manifested in an ability to attract and retain customers and employees, achieve 754 

strategic alliances, gain the support of financial markets and generate a sense of direction and 755 

purpose. Corporate identity is a strategic issue (Van Riel and Balmer, 1997:355). 756 

This study has been carried out with the specific purpose to introduce and explain the new 757 

concept of Corporate Identity Management whose references and value chain system have 758 

brought about a management revolution in important organization like NASA, Honda, Nokia 759 

etc. Corporate Identity sums up the entire vision of organizational philosophy with the help of 760 

which a business organization manages to ensure its survival. The main objectives of this 761 

paper are to examine and scrutinize empirically that hypothesis which is derived from the 762 

relationship existing between market orientations, market shares, and organizational policy of 763 

learning and human resource management. The cumulative outcome of this relationship built 764 

between various factors- as mentioned above- has determining impacts upon efficiency and 765 

performance of organization, which is the target of our present study. The results achieved so 766 

far are discussed in the following paragraphs. 767 

Several models built in this chapter are pertaining to (i) Market orientations and market 768 

shares. (ii) Policy of organizational learning (iii) With its determining affects upon 769 

organization performance. This is the focus of our book and entire debate is made to cover 770 

and comprehend this equation of relationships, which help create a new model of corporate 771 

performance and corporate personality. The question of availability of an exemplary model of 772 

performance is only a theoretical construct and yet no consensus could be built between 773 

various authorities of management with respect to interactions existing between above 774 

referred various constructs. Each model is justified by various reasons, however, market 775 

orientations provideground for determining the policy of organizational learning. There is a 776 

relationship of interdependence between these two factors. Needs and demands, and their 777 

associated socio-psychological are defined by market orientations and they provide ground for 778 

determining the framework of organizational learning, which is covered both through 779 

concepts and working formulas. Since it is based on verified knowledge of market 780 

experiences and the associated values of social recognitions, it is more reliable in its contents 781 

and has proved very effective in providing strength in the growth process of corporate 782 

personality and its market performance.  783 

The knowledge so acquired and implemented has helped business organizations to operate 784 

very successfully even in times of great stress and crisis. The creativity and potential of 785 

adjustment in new and changed environments put such business organizations in challenging 786 

positions. Their latent energies and potential are expressed through their new values of 787 

performances. Their goods and services increase market shares through their popular brands 788 

with the customers. Thus, competitive edge is maintained in the market over their 789 

competitors. The base line policy of corporate performance arises from its market 790 

orientations, which have been recognized by researchers of various management schools of 791 

thoughts. 792 

Our proposed model, which has incorporated many of such assumptions and value chains, 793 

developed through research assignments. In the instance case study, market orientation is 794 

subjected to analytical exercise to build appropriate and explainable construct over 795 

organizational learning. Their interactions have built a relationship between organizational 796 

performance and market orientations through various inter-dependent factors. It is the 797 

intensity of the relationship, which makes their management behavior very productive. Thus, 798 

robust emergence of corporate personality with simultaneous heightened performance is the 799 

outcome, which is most desirable in maintaining edge over the competitors in the market. 800 

Empirical tests yield data, which is composed on mathematical realities and regulated 801 
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according to its prescribed role. Unverified assumptions and unrelated factors are 802 

automatically rooted out. In summarized from, three traits of data have been detected. The 803 

yielding of results is highly figurative and deterministic, so it must be highlighted for 804 

explaining the equations of relationship existing between market orientations and 805 

organizational learning.  806 

Market orientations and data so collected act to provide us with base line facts whose 807 

appreciation and use will help in the acceleration of organizational performance through 808 

positive results. The knowledge plays a deterministic role as mentioned above. Its two facets, 809 

structured and unstructured, both lend their strength to a business organization. The sources of 810 

knowledge have to be preserved through various mechanisms like archival and dedicated 811 

research centers. Companies or business organizations having such a knowledge preservation 812 

system with added abilities of dissemination and internalization act more smartly so far results 813 

of equating relationship  is concerned. Internalization of knowledge involves many techniques 814 

and management of its various intellectual outcomes. Its accessibility must be free to all 815 

stakeholders involved within the internal as well as external environment of the business 816 

organization.  817 

The objective is to raise the level of emotional intelligence as well as linear professional 818 

abilities through the cultivation of instinctive learning. Synergetic responses are the biggest 819 

test. Consolidation of all successful practices and convention must be preserved into 820 

organizational memories. Stakeholders do not include those who are involved directly in the 821 

process of corporate functioning but also those who are indirectly associated with it, like 822 

customers, suppliers, principle agents and advertising agents etc. Various components of 823 

market orientations influence the culture of organizational learning differently. Organizational 824 

learning creates rich values of intelligence generation. They are synchronized values of 825 

structured and unstructured knowledge. Dissemination of such knowledge within an 826 

organizational environment depends upon direct equation and how closely the stakeholders 827 

and its organizers pursue it. Each phase of organizational learning is unique and distinct 828 

through its features, which emerge through the latent potential of an organization. With it 829 

would pursue indirect equation. However, no distinct nexus have been found in existence as 830 

far as responsiveness is concerned. 831 

It would be safe to interpret them as part of activity of intelligence generation and its 832 

values of dissemination, which is actuated into a system for promoting synergetic process of 833 

acquisition, distribution and its reinterpretation in a creative and modulated manner in line 834 

with the growing requirements of corporate entity. Knowledge of all stakeholders, which 835 

includes competitors, customers and managers, and others directly or indirectly related, must 836 

be archived in organizational memory. However, the responsiveness maintains its limitations 837 

in matter of execution of its influence. Corporate personality of deep identity has its own 838 

culture of learning. The knowledge it generates through its structure and non-structured 839 

sources carry content of rich cognitive elements, which can be responded with proper and 840 

quicker dissemination. Responsiveness is an important factor and must be activated in the 841 

light of expectations of customers and other stakeholders, which are always changing. Such 842 

practices of learning culture help in the mobilization of corporate activities; paving way for 843 

the absorption of new products, goods, and services.  844 

All of these studies and assumptions on which they are based have fully demonstrated 845 

reinforcing nexus between market orientations and organizational learning. It is a relationship 846 

of direct equation and deeper is the intensity, the deeper is the impacts. Knowledge creation is 847 

one of the biggest tests of corporate efficiency. It requires abilities of varying kinds and they 848 

emanate from the culture of its core competencies. They are synchronized in behavior, and 849 

working brings an edge-every corporate entity requires winning a greater share in local and 850 

global markets.  851 
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 852 

Organization performance is a constant activity of production and self-actualization. 853 

Consolidation is needed between all values of creativity detected through overt and covert 854 

means. Consolidation leads to empowerment and hence in the creation of learning culture. 855 

The relationship between business organizations and the market is established through the 856 

culture of sales. Their freedom of maneuverability and dynamic behavior bring sources of 857 

new empowerment and increased good will through enhanced market shares will build 858 

corporate image beyond vulnerabilities. Sales persons and sales will acquire prestige and win 859 

social recognitions. Their claim of quality and durability in product and services will find 860 

place of instant recognitions. Sales strategy however must be built on a dynamic and well-861 

tailored policy according to changing expectations of market forces. Results have established 862 

close nexus between all these factors of corporate activities. A culture of learning is built with 863 

linguistic elements that make communication easy and friendly. Culture of dialogue provides 864 

us with mechanism for exchange of values of corporate activities. Professionalism is derived 865 

from values and its mode of expression through tailored linguistic traits and terminologies. 866 

Leadership combines all these virtues within its matrix. Synergetic influences enhance the 867 

scope of co-operations.  868 

Challenges bring new sense of gains among employees and their management, especially 869 

when they are united against them. A strong link, thus is established between business 870 

organization and market orientations. Streams of knowledge flow cyclically between market 871 

and business organizations. Consistency is maintained in the relationship at various ends of 872 

the corporate physical and social structures. Customers should be the biggest beneficiaries for 873 

ensuring corporate success as results have shown. All learning should be directed in their 874 

favor. Competitors have to be handled through out-performing strategy. To do so, focus on 875 

entrepreneurship is needed, whose scope is very wide in matter of selections of norms, and 876 

would require innovative efforts to have breakthrough in them.  877 

Organizational learning and performance go hand in hand with each other as proven by 878 

these research data. They are mutually reinforcing and provide a trigger to human collective 879 

consciousness, which becomes visible through terms and impressions felt by all stakeholders 880 

through their spark of insight, obtained through this process. This spark is real intelligence, 881 

which is rooted deep within human psyche and manifests itself through creative behavior.  882 

Corporate identity affects the level of organizational performance as they are intricately 883 

related through so many factors, which are both social as well psychological and become a 884 

major inducement for growing entrepreneurship. Corporate identity is a sub-conscious reality, 885 

which nourishes itself through fascinating dreams; it triggers devotional feelings through its 886 

prestigious returns and builds a movement of knowledge, which runs through its particular 887 

streams of fashions. All seven dimensions are contributory because of rich cognitive elements 888 

they carry. They correspond to each other rationality in reinforcing manner. The 889 

contradictions are eliminated through the enforcement of logical relationships. 890 

As every organization, a social unit tends to follow rationality according to its assigned 891 

objectives. The organization provides a mechanism for creation of such harmonized 892 

movement of knowledge along with instruments for their implementation. Innovation is one 893 

of the chief objectives of business organization. Innovation is a new social or economic value 894 

that appears in response to challenges of the market. This book has focused its attention on the 895 

definition and explanation of corporate identity management and its relationship with the 896 

performance of organizations operating both in the public as well as in private sectors of 897 

Pakistan. Seven variables have been examined in depth through a public survey along with 898 

their impacts upon the organization of performance. Their nexus stands established according 899 

to models we have tested.  900 

 901 
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All business entities- whether they are incorporated bodies or non-corporate bodies- have 902 

been fully covered through a public survey for the purpose of verification of results.  903 

Impact of corporate identity on the performance of an organization was separately considered 904 

and found with a big quantum to influence the overall performance of organization. The 905 

demographic segmentation is based on the scope of role and authority, which they exhibit 906 

within their business organization. Lower, middle, and high tiers of management belonged to 907 

our targeted community. Questionnaires included 71 questions. About 54% to 55% of 908 

respondents participated. Data was processed as per given universal research methodology. 909 

As usual, SPSS software was applied of course under the guidance of expertise. Advance 910 

model tests were too applied, to verify our results. Only briefly they are hinted at. The Factor 911 

Analysis is a validity test to ensure the questions asked reasonably determine the true concept 912 

and not something else. Since this convergent test falls under the construct validity test, it 913 

measures how well the result gathered are able to fit the theory around the test designed. Pilot 914 

testing includes exploratory and confirmatory factor analysis. A Confirmatory Factor Analysis 915 

(CFA) was conducted to examine the goodness-fit of the measurement model for belief. To 916 

measure the respondents’ attitudes toward corporate identity management, a questionnaire 917 

was adapted from different researchers.  918 

The result of reliability analysis are presented in table 1, which shows that Corporate 919 

Communication consists of the two items and the reliability of this variable is 69.1%, the 920 

reliability of Corporate Design is 66.5% with 4 items. Corporate Culture, Corporate Structure, 921 

and Behavior Significance reliability index is also satisfactory with 75.5%, 67.2%, and 68.7% 922 

with 5, 3, and 3 items respectively. Corporate Strategy, Industry Strategy and Product and 923 

Services reliability index in pilot testing is 74.8%, 62.2, and 73.0% respectively.  924 

The dependent variable organizational performance reliability of each dimension is 925 

77.4%, 74.8% and 80.3%. Overall reliability of all independent dependent variables is above 926 

60%, which is minimum requirement for a good results and model fitting. All items were 927 

measured on a five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). 928 

The overall reliability of these five items on Cronbach’s alpha was 82.3%. 929 

 930 

Table 1. Reliability analysis   931 

 932 

 

Variable Name 

 

No of items 

 

Reliability  

 

Corporate Communication 

 

2 

 

.691 

Corporate Design. 4 .665 

Corporate Culture 5 .755 

Corporate Structure 3 .672 

Behavior Significance. 3 .687 

Corporate Strategy 3 .748 

Industry Strategy.  6 .622 

Product and Service 3 .730 

Open-Internal Model 3 .774 

Rational Model 3 .748 

Human Relations Model 2 .803 

N= 430   

 933 

The result of reliability analysis is presented in table 1. Our conclusion is very optimistic. 934 

Results do bear close nexus between Corporate Identity Management and performance of 935 

organization. The corporate sector of Pakistan however is not much informed about the 936 
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significance of this emerging idea of corporate identity. Special campaign is required for 937 

dissemination of its ideas like seminars, public discussions and its inclusion in course books 938 

etc.  939 

Our public survey concludes that corporate identity management as a concept serves 940 

as a marketing tool, an umbrella term that reflects the inner reality of a business organization. 941 

This inner truth is like a mirror, which brings uniqueness and distinctiveness to business 942 

organizations. It is the way, organizations present themselves, and is recognized by the forces 943 

of the market. It carries very serious business implications and has to be protected at every 944 

step of its business activities for its future safety. Corporate Identity management’s 945 

relationship with the external world is based on its emotional appeal, hence it must be very 946 

carefully handled. Corporate identity is a concept, a management philosophy and socio-947 

psychological reality of a business organization. It has many identifying marks starting from 948 

its values of performance to branded names, trademarks, logos and icons etc. They are multi-949 

facets, manifestations of the inner truth of the organization. It is a kind of grand norm of 950 

constitution of the organization, which motivates and runs entire organizations. All members 951 

of the organization must be fully involved within the ruling spirit of its working culture; so 952 

simple awareness would not matter. Rather, complete involvement is required to imbibe the 953 

spirit and value of CIM.  954 

This requires both structured and unstructured knowledge and its absorption through 955 

various interactive exercises for building up new identity conscious teams. Comparative 956 

studies are a must- especially with respect to model organizations and should be made subject 957 

of investigations for clarity of ideas for effective practices. Small organizations must seek a 958 

managerial relationship with such model organizations, which have successfully created their 959 

identity conscious corporate personality. It is one way in strategic sense, which provides a 960 

comparative advantage over other organizations in matter of performance and good will. 961 

Corporate identity is now an established reality of philosophy of management and must be 962 

made a part of curriculum of advanced university courses. 963 

The development of corporate identity starts from the vision, which is followed in 964 

letter and spirit by the top management board. According to Balmer and Soenen’s Test of 965 

Corporate Identity Management (ACID test) which was developed for their research at 20 966 

corporate identity consultancies, also, a big rate of corporate identity processes are a result of 967 

the vision of the company as stated by the top management (Balmer and Soenen, 1999). It is a 968 

so-so-psychological reality but serves as a dominating value of functionalism. It is a dream 969 

which needs to be translated according its inner truth, and must be made visible according to 970 

its features with proper identifying marks. This desired identity is communicated mainly 971 

through streamlining organizational symbolism and cultural norms in order to achieve a 972 

favorable market image that ensures competitive advantage. Contradiction within the ideals 973 

and practices of the managerial value system must be removed so that inner truth of the 974 

organization is fully reflected through its visible features. One way to assess corporate 975 

identity quantity is to focus on the central values that may be important to an organization’s 976 

identity. An organization’s central values, which constitute its corporate person, must be 977 

identified through all means. Once identified, then they must be assessed how much 978 

symmetry they have generated among the various tiers of the organization and its 979 

functionaries who are working within its environment. It must answer the questions of 980 

contradiction or any gap if it exists there.  981 

The corporate image is said to be the totality of a stakeholder’s perceptions of the way 982 

an organization presents itself, either deliberately or accidentally. Therefore, it must be 983 

designed and conveyed with utmost care and concentration. Since organizations have many 984 

stakeholders, each with a variety of backgrounds, objectives and levels of dependency, it 985 

cannot be expected that there will be a single, uniform, and consistent image. In reality, these 986 
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stakeholders have different images of the same organization, all shaped by their distinct 987 

exposures to the identity cues presented. There must be a strong relationship and integration 988 

among all components of corporate identity and efforts must be coordinated centrally so that 989 

benefits can be cultivated. The government must also devise a mechanism to protect and 990 

promulgate the corporate identity in terms of corporate image and corporate design.    991 

 992 
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