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Original Research Article

Managing Cor por ate I dentity Risk asa Strategic I ndicator on Organizational
Perfor mance

Abstract

The purpose of this paper is to investigate impa€tsorporate identity on organizational
performance in both the private and public sectams, to provide a mechanism for raising the
consciousness level for the enhancement and sdopetui@al corporate performance with its
enabling features in order to expand its presemdke global market. The research has been
shaped around the questioat is the Impact of Corporate Identity on Organizational
Performance?” We believe a deficiency in relevant literaturetbe subject exists, which we
attempt to address with our study.

In the paper, after considering various evidenoe,have reached the conclusion that most
managers are not fully conscious about the needs@mificance of corporate identity, out of
which the corporate personality of organizationless.

Research limitationg/implications— Basic limitations were experienced while writittgs
article. All the stakeholders and other memberowf targeted group are well educated,
literate and fully conscious of their social andtitutional responsibilities as was expected
from them. They were cooperative with us howeveithvsome we experienced many
problems with the collection of their r

eplies. Some provided them to us quickly while athwok a lot of time despite being
regularly reminded. Research culture is not yely fehtrenched in our corporate and non-
corporate sectors. The values of these public garang with their significance, in fact, are
not widely known as we have not familiarized ousesl with the benefits they accrue to
corporate sectors. Innovation, which we all cherigtainly originates from this primary
source. The data acquired tells us precisely tith &is regards market trends.

Research methodology, paper’'s content, impact antpetitive position are outlined in this
paper. Suggestions for the future direction of bess management and strategy are also
presented.

Keywords. corporate identity, management and strategy, @gaonal performance, organizational
behavior, risk management.

1. Introduction: Corpoar ate I dentity for Business M anagement and Strategy

Corporate ldentity represents total personality aof organization, which combines
external and internal environments of an orgarormathrough its learning culture. Corporate
identity is the way corporate actors (actors whc@ee themselves as acting on behalf of the
company) make sense of their company in ongoingakoteractions with other actors in a
specific context. It includes shared perceptiongeaflity, ways-to-do-things, strategy, etc.,
and interlocked behavior (Urban, 2014). Corporateniity represents a company via its
products and brand on its own, showing people whatcompany is. Corporate identity
programmes are emerging as major agents of ch&emuse of their high visibility and
impact, they mark out turning points in a corpdaatis life (Olins, 1990:148). For that
reason, corporations which have a purpose to lzBniga&ompanies in their sectors, look for
ways to create the best psooble identity that defline them, and provide a role model to
trust. Corporate middle managers strongly belién good corporate identity is based on a
thorough undertanding of the identity of their istty (Bidin & Muhaimi & Bolong,
2014:329). According to Markwick and Fill (1997¢prporate identity encourages an
organization's key stakeholders to perceive thparate entity in a clear and positive way. It
IS necessary to consider the role and impact catpoidentity can have on strategic
management since corporate identity managementitéd to reveal opportunities for
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developing a sustainable competitve advantage. Muosidle managers accept that a
corporation’s strategy such as positioning andedgftiating, have significant role while
corporate identity is being determined (Bidin & Mumi & Bolong, 2014:329). Corporate
identity is the basic philosophy of the organizatiovhich is expressed through its vision
statement. Identity is a social psychological pmeaoon which is built with several
behavioral and functional features. It provokepecsl kind of association with its followers
through demonstrating its aesthetic, as well asrdilnctional features. Hence, the aesthetic
concept is equally important for establishing cogbe identity through its visual
demonstration (Topalian, 1984).

Another important feature of corporate identitysas from team familiarity that
creates very strong inner motivation through iteiesgetic influences. Team familiarity
reduces the distances between various ranks ditidedgh hierarchical differentiations, and
provides a mechanism for the transfer and dissdmimaf professional knowledge and
experiences among various functionaries of a basirentity. Both structured and non-
structured knowledge circulate smoothly within tearning streams of an organization.
Behavioral changes happen quickly for the new dmgdional roles desired for change
management.

Corporate identity, in a way, is a concept of mamagnt, which derives from deep
and sub-conscious responses of human beings. list®akthe corporation was not fully
developed according to set global standards uh#é beginning of the 21 century.
Performance standards monitoring mechanism werg werak and likewise so was the
culture of team familiarity. In the late ninetierporate culture remained retrogressive on
account of many features of obsolete managemeuwtigga. However, real changes in our
business management culture began taking place thétestart of the indigenization of the
globalization movement in the beginning of the® 2&ntury. Social media brought about
major social changes in our soci-economic spheXesv standards of performance were
introduced in our corporate culture. Innovation dme the basis for development of new
business models and processes. The concept of ratepmentity became quite visible
through many multi-national and domestic organoratirelated to the telecom, energy and
entertainment sectors, even though it is just tlegidming of this new management
movement.

Theoretical models based on concrete experienees\ailable to us for projecting
corporate identity. A small empirical study has mearried out which many management
experts are regarding as an initial exercise. §gfactical experience in this domain is very
limited. Management experts and academics in thiketing and management disciplines
have begun to add many new thoughts and ideasviamae this fieldthrough their research,
written documents and seminars.

In fact, the management philosophy and significasfaeorporate identity are not fully
understood in our corporate sector. Much less whaded is the strategy that provides several
conceptual instruments for realization of highejecbives of performance organization. There
is a big gap in understanding which needs to bmpted through closer interaction among all
stakeholders and management experts. Consciousamischis a must for the dissemination
of values of corporate identity management throyghctice and propagation. Only
multinational companies have a visible corporatbab@®r and they exhibit their features
through their performance indicators. Distinctivesie authenticity, and creativity bring
uniqueness to the organization, which is maintginkdough a culture of consistency.
Corporate personality is the end product, whicliels through various behavioral modes.
There is a dire need to create awareness regacdimpgrate identity among the managers of
Pakistani firms.
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Basic limitations were experienced while writingstlarticle. All the stakeholders and other
members of our targeted group are well educatetate and fully conscious of their social
and institutional responsibilities as was expedteth them. They were cooperative with us
however, with some we experienced many problemis thig collection of their replies. Some
provided them to us quickly while others took adbtime despite being regularly reminded.
Research culture is not yet fully entrenched in @anporate and non-corporate sectors. The
values of these public surveys along with theinsigance, in fact, are not widely known as
we have not familiarized ourselves with the besefitey accrue to corporate sectors.
Innovation, which we all cherish, mainly originaté®m this primary source. The data
acquired tells us precisely the truth as regardkendarends.

In this concept, the article is organized as fooun Section 2, we present the
strategic side of the corporate identiy since iign$ a vital issue for both organizational
behavior and organizational performance; in Sect®n we introduce our aim and
methodology regarding the research question argkpte hypotheses of the study; in Section
4, we introduce our empirical findings; and, in fiveal section, we present our results and
comments on the effects of corporate identity omiress, management, and strategy,
according to the aims of research and potentilldief contribution for further research.

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

2.1. Corporate Identity Risk
Corporate identity is one of the vital risks foryasrganization since identity has the potential
to affect corporate sustainability. Corporate lignteflects a/the desired picture of an
organization which is shaping with consencus ohhlmtternal and internal stakeholders. The
guestion about a company’s way to create valuectistomers is probably one of the most
fundamental elements of strategy (Leinwand & Matiia2014). According to Stellenbosch
University statements (2015), "By effectively maimagits corporate identity an organization
can build understanding and commitment among iterde stakeholders. This can be
manifested in an ability to attract and retain oostrs and employees, achieve strategic
alliances, gain the support of financial marketd ganerate a sense of direction and purpose.
Corporate identity is a strategic is&iStrategy is about creating value to the orgaforat
Both risk management and strategy are about dynaaliee based management systems.
Corporate identity and organizational performanserdaerlinked management realities are
dependent upon corporate communication, strateégyctare, culture, and design through the
performance of behavior significance, industrytsgg, and products and service outputs.

According to Leinward and Maniardi (2014), “why itsthat so many companies
struggle to develop strong identities and the ceigab that enable them” that most
organizations, instead of answering the fundamequestions about how they create value for
customers and deriving their strategic imperatives there, try to keep up with the market
by pursuing a multitude of generally disconnectemivgh avenues and organizational changes
(Leinwand and Maniardi, 201%)

The study is driven by the main objectives of maxation of organizational
performance, by following the necessary ingrediaitstrategic management as mentioned
above, through the use of experience practicedestablished in a global environment of

! Stellenbosch University (2015), Corporate identitgt easy to define, Retrieved at April 17, 201d&ir
http://www.sun.ac.za/english/corporate-identityfathwhat-is-corporate-identity

% Leinward, P. and C. Maniardi (2014), The 3 Eletaai a Strong Corporate Identityarvard Business
Review, December 09, 2014, Retrieved frombps://hbr.org/2014/12/the-3-elements-of-a-strongporate-

identity at May 122015.




145
146
147
148
149
150
151
152
153
154
155
156
157
158
159
160
161
162
163
164
165
166
167
168
169
170
171
172
173
174
175
176
177
178
179
180
181
182
183
184
185
186
187
188
189
190
191
192
193
194

entrepreneurship. The study has also focused okettorces, their effects in combination
with other financial and non-financial factors sumh HRM and leadership policies, which
determinethe course of action for defining thetegi vision through various operational
practices.

Both external and internal risk factors have ctexsble potential to affect identity.
In this concept, a risk management based approashba useful in achieving corporate
objectives. Corporate ldentity Management initesivhave universalized the standard of
performance of a business organization througkxseriential value system like initiatives,
continuity, creativeness, distinctions, and uniagssn They have been fully explained through
critical evaluation in the perspective of globapexences. Demographic framework has been
utilized to interpret and verify the results of @orate Identity Management. Its scope is quite
wide and contains every important sector of natiama international economy both in local
and multi-national organizations. This study hasrbearried out with the specific purpose to
introduce and explain the new concept of Corpoldéatity Management whose references
and value chain system have brought about a maregemevolution in important
organizations like NASA, Honda, and Nokia etc. Qugte identity sums up the entire vision
of organizational philosophy with the help of theslmess organization which manages to
ensure its survival. According to Heding, Knudizemd Bjerre (2009:15) in their book “Brand
Management”, the aim of a brand strategy is to roddhe internal and external opportunities
of the brand. The brand strategy must be strategimnary and proactive rather than tactical
and reactive. With same philosophy as brand styawsgporate identity related efforts must
be consistent with corporate strategy. Identity i87ing object. Corporate ldentity develops,
erodes and improves throughout the life of the wmgion. For this reason, the identity
management is not one time event. Again, with thson, managing corporate identity is
risky process and directly linked to corporatetstyg.

The concept of Corporate Identity has added a reduewvto the Principle of Strategic
Management and needs to be explored further with medels. The corporate sector in
Pakistan is limited and still in its infancy stadfeneeds new study engagement for expanding
its scope in our country. So far, it has not reedithe satisfactory attention it deserves
considering its utility. A new campaign of awaremeseeds to be built in our circle of
academicians, researchers, business executivesiamagers. Research work done under the
subject study program hopefully adds some new déoes in Corporate Identity
Management (CIM) domain.

The business environment of the corporate sect@we@®ming complex due to the
growing diversity in its professional features, @rhimainly arise from the fast changing
pattern of technology, human resource managemeattipes, market responses, and
competitiveness driven by core competencies. Catpadentity Management is a strategic
concept which requires focused attention on theaeodément of organizational performance
in order to gain the winning edge over competingés.

Organizations are bodies of management which ae s reflect the aspirations of
rationality, effectiveness, and efficiency in thentrol of social life. Many discussions of the
constitutive characteristics and features of orations although varied in nature, are based
on thematic concepts of Max Weber. He envisioneddbkal type of organization and defines
the features and dimensions which provide an essdatindation for its development and
evolution. This basis equips us with distinctions €ommercial enterprises (Weber, 1978).
The organization is defined by its delimiting boands. It signifies a social unit through its
values system that is either closed, or limits ddenission or interference from outsiders. It
creates a collective identity of its own and is kear by the possession of resources that
belong to it, and those that do not belong to és®urces include those that are intangible and
tangible, human and non-human.
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An organization has to have a central coordinasistem that establishes communication and
linkages between its various constitutive unitsisThner core of power structure enables an
organization to make and enforce binding collectleeisions with all qualifications, and also
determines sanctions for imposing penalties onawnpliance.

The organization always earns legitimacy throughcibmpliance regime with state
authority, and secondly, through its qualitativedurction. The organizational order and its
placement- including the distribution of authorityesource allocation of power and
responsibilities- will earn legitimacy through iperformance standards. The organization's
characteristics and features determine its goalschfevement and strategy whose practice
would, in a well-calibrated manner, bring succesadhieving its assigned goals. There is dire
need to gain a high degree of consistency and umifp between organizational goals,
strategy, structures, modes, processes, conduwdyioe, and their outcomes. The quality of
success and achievements depends directly on agg@mal structures, strategy, and their
processes. The organization is an ever-growingaseatity and enterprise. Organizations are
always rationally designed with tools, and cargfdtructured and restructured in order to
upgrade the problem-solving capacity that enaltiiemtto realize pre-determined goals. The
organization is part of a societal transformativvhile organizations serve as rationally
designed instruments, their growth and continumeduéion increase not only size in national
markets but also in global society, which refleatxhanging social context through the
introduction of ever new corporate culture.

Corporate organizations and growing entreprenepiisha value-yielding experience.
New service patterns and goods tend to add newesadli social consciousness as well as
upgraded values of social status. In comparisoreadier societies, which were highly
traditional, modern societies have placed a heigtdevel of moral value on rationality,
transparency, effectiveness, and efficiency. Modeaieties depend to a greater extent on the
culture of organizations as they derive their exise from the exercise of themost rational
and highly efficient form of social grouping witksibases built upon scientific principles.
Through the coordination of a large number of huraations, the organization will enable
itself to play the role of a powerful and creats@cial tool. It combines and merges all its
human and non-human resources within its intermal external super structure, which
includes all its personnel, its leaders, expeusctionaries, machines, and raw materials.

2.2. Organizational Performance as Strategic Element of Business Or ganizations

Performance of business organizations is alwaygeplaunder scrutiny through
financial and non-financial criteria by its varioegaluating agencies and in the light of their
results, the efficient and dynamic organizatiorl alivays take steps to adjust itself according
to its challenges. As we shall see, human needswamds are better served through the
creation of consciously created organizations thanugh the informal organizations whose
function and output are non-directional (Etziord64).

Organizational behavior and conduct are often detexd by rules of appropriateness
and suitability rather than the calculation of ectpd utility. However, rules should not
necessarily be allowed to become instruments imémels of its organizational leaders. Often,
rules and standard operating procedures are basétdkntities that list the alienable rights
and social practices derived from the historicgbeziences largely beyond the control of
current leaders (March & Olsen, 1989). In anothefinition, renowned experts on
organizations have defined that business unitsesawy Normative Communities where
members happen to share conceptions of the ordamizand its environment, as well as
values according to its standard performance proee(Selznick, 1949). Even industrial and
other service organizations and companies have lblesoribed as settings for a local
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organizational structure or business enterpriser{fMal992). However, the organization's

integrative role- defined through its various syiitbactions- is developed to serve as the
focus of identification, loyalty, and legitimacy.okvever, the coherence and configuration
between various units of organization require aesthédackground of values and attitudes and
would evolve through stages over sufficient penbtime.

Legitimacy of an organization would always comeotigh its high-standardized
performance and conduct, whose test would lie e gbcial acceptance of their standards.
Public reaction is very important and provides thain ground for their legitimacy. Big
corporations such as Mercedes Benz and Siemensdhaags earned respect through their
products and services, and always deliver them gutrantees. Hence, organizations cannot
take legitimacy for granted; this is a kind of plege which would arise from the general
impressions and expressions of customers and ofeervices. Organizational participants
move in a confusing world of multiples, which argedapping, and sometimes present
conflicting demands that raise pressure on thgaltg and allegiance.

Concerns regarding instrumental actions, means-@tidnality, popular utility,
effectiveness, and efficiency in reaching pre-deteed goals have been supplemented with
several reinforcing factors. Evolving conduct thgbucommunicative behavior and its
discourses on values and ethics, always provideitiisas a base for explaining cooperation,
civilized conflict resolution, and order (Haberma892). The process of socialization plays a
crucial role in enhancing the values of efficiernd improvement through cohesiveness and
unanimity in working culture. The value chain be@shactive and triggers many changes in
the social structure of an organization. Such &l which identities, co-operation,
consistencies, and loyalties with boundary demameatare transformed through the process
are triggered by interaction and interpretation (dha& Olsen, 1995). The linkages existing
between organizational characteristics and itsouarifeatures, behaviors and outcomes have
been examined on the ground of efficiency by mameg experts who have experienced
several impediments in their potential effects. fEahallenges to the organizations with
strong rationality assumptions derived from an va&ctsuccessful model continued to
emphasize on the performance standard of formanizgtion. Exact rationality is qualified
with many conditions; intelligence derived from Ebconduct has to be organizational rather
than individual. Good decisions depended on thétalaif the organization to provide the
individual with the legal premises of social belmvecause that brings legitimacy (Simon,
1957). Later studies, however, have establishedrétimnal decision-making is a continuous
process and must be carried out on a persistensig lbar the growth of an enterprise
(Brunsson, 1985).

Organizations operate under very confusing ancedi@hal influences. Environmental
challenges, the tough legal and licensing conditioh state, and conflicting interests and
values of creative and non-creative functionariesla bring about a lot of unpredictability in
the organizational culture. The organization’s fical and non-financial results and
performance standards need to be harmonized thrihgymtervention of expertise. A new
level of awareness would add impetus to the dynanaisworking culture. The organization
culture is evolved through intellectual and maferiaputs and its efficiency would
demonstrate itself through its structures and @m®e® That is, success depends on a number
of factors such as actual performance, and impléatien of decisions through a consensus
basis (Meyer, 1989). Success does not depend opastieular pattern of an organization, but
there are a number of factors involved. Effectissnand efficiency can be fostered by a
number of structural arrangements (Lawrence & Bur$®67).

Organization is a rational creation of managementiples as defined by Max Weber
(1978) and its growth and evolution depends upepawer of rationality, which is pursued
by the managers and other leaders, which inclualkeebblders as well. Rationalism is the
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instrument of governance and control. It definesvalues through the concepts, which have
rational explanations. It is one reason why the aflmathematics is increasingly taking over
the interpretative power in all subjects of sosiknces, including management. The general
constitution of an organization is determined apeorin assumptionsand rational thoughts,
through the key role of emotional intelligence. Hwer, the role of an organization and all its
functions and efficiency continue to respond tortitgonalization of the policies it chooses to
adopt for its development. No doubt, organizat®a rational tool.

Organizations are instruments of governance. Orgéiohal arrangement and its
structuring must promote features of leadershipnkess, creativity, authenticity, unity, and
control, as they become most powerful and highlyedanorms (Scott, 1992). The
management strategy that organizations chooseder do present their identities seems to
focus on three aspects: central character, temmuanatinuity, and distinctiveness (Albert
&Whetten, 1985). A central character differentiatbe organization, through its distinct
features. Temporal continuity defined its valueshaf identification, which includes features
that exhibit some degree of uniformity and samenesscontinuity over time, and
distinctiveness representing a classified categlinidentifies the business organization as
recognizably different from its countering partnehdision statements of ideology, its
management philosophy, evolving culture, and sguiattices may be selected in the rhetoric
of a business organization as an invention strategjefine its uniqueness. In such cases, a
particular identity which carries some distinctiand considered worthy of somereward, a
smart strategy may require selecting uncommon anthmiliar dimensions of inter-
organizational comparison (ibid). Rhetorical stateis are expected to include habitual or
familiar strategic propositions and assumptions@ample, entrepreneurial risks, which are a
hallmark of every growing organization (Albert & \&tten, 1985). As imitative models must
be adopted for carrying out actions, but in a éveammanner, imitation is probably more
common among business organizations that deschibmselves by stating their central
character (Brunsson & Olsen, 1997).

As organizational self-identification depends opracess of matching derived from
successful organized/organizational models whiah \&orking for the similar objectives
under similar conditions. A comparative study ajamizational structures and their conduct
and performance provide useful data for evaluatibtheir corporate personality (Medin &
Goldstone, 1993). It is easy to apply such conchssin the case of individuals. For example,
a manager may display several unrelated featursgltfdentification while simultaneously
seeking its conceptual relationship with severa@iadacollectives. Which of these identities
and self-descriptions becomes salient depends rewav the current context. It has been
noticed through many examples that close identiboaof a leader with the organization
simultaneously depicts the passions of a very devohother as well as of an honest
custodian. Management is a combination of persandl instructional passions and values
(Elster, 1985).

Likewise, in an organization as experiments shaleniity manifests itself in more
than one-way (Elster, 1985). A business organimatiy explain itself by displaying its
attributes like a member of the class of intermalobusiness organization but its
distinctiveness maintains itself through variouwise value chains. Self-identification varies
from group to group or business organizations Irthedir attributes and features. With the
change of environment, the nature of the task afstergoes alterations such as a change in
context, a shift in a new or different directionibmay transform into another situation which
is not very predictable. This is a stage of detanngj a new identity through visual and non-
visual means.

A branded identity structure evolves when a stiatdgisiness organization or its
subsidiary business units establish their own namwed styles, while in their public
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communications no connection to the parent businegs is expressed Unilever and Procter
& Gamble Int, are classic examples of branded lssimunits. The third model is identified by

Olins by the endorsed features or mixed identitycstire. Within endorsed business units,
while subsidiary business units retain their ownmea and styles, the parent company
remains invisible in the market. Examples of enddrsompanies include L'oreal, Nestle, and
General Motors. Marketing is a full business atyivwhich depends largely upon the

professional knowledge of public rationing, theiillsof communication, and command over

the subject with which they are dealing. Scientifimwledge of the product or service being
offered is another requirement of the organization.

2.3. Interrelations of Corporate Identity with Qtyahnd Marketing Communication

Corporate identity is derived from the quality lityj and service ability being offered
by the business organization with respect to itglpcts and services. For example, standard
marketing practices are being exhibited by the wered business houses of international
multinationals like Siemens, Philips or Sony througeir high end professional skills. Their
marketing agents win in the market through thempownication skills, scientific knowledge
about the products, and also the regulatory framlewwhich is applicable to domestic
markets. This is a part of service, which is pradido people at their doorsteps through
proper guidance with shared knowledge. The plalceg dccupy through a high awareness
level always bring enduring benefits to businegmnizations. Corporate Communication is a
specialized subject, which covers the detailed kedge of the core competencies of a
business organization and establish firm linkagessveen the organization and customers.
The marketing practices protect the brand iderstgywell as space, which the organization
occupies in the global market through their cortstammmunication processes. Marketing is
done through various outlets by sharing knowledgth wustomers through the use of
electronic or print media.

Marketing communication is carried out by the mérigedepartment, which must be
organized along the lines of specialization just lny other department such as marketing or
sales, however, close coordination between alltalrhinits is very important through an
effective chain of common medium (Floor & Van, 1R9¥an Riel (1995) suggested,
however, that the best way of organizing and mabij marketing communication depends
on the identity structure of the corporation in sfian. The art of public relationship and its
specialized knowledge help direct a campaign inaeorfable manner, and bring about
communicative messages socially acceptable to mes®(Van Riel, 1995). Organizational
communication is a comprehensive concept, whichsisd as an umbrella term for public
relations, business affairs, investor and salegiogls, recruitment and HRD communications,
corporate advertising and environmental commurocatCorporate Communication is a fact
of strategy, which is evolved through the amalgamnabf inputs obtained from every
department and every stakeholder from owners amdtdrs, to the sales and production and
even engineering departments. Corporate identitthés main goal or objective, which is
defined through the vision statement of an orgdimma The standard vision statement as is
displayed by big organizations promises qualitypdsty, promptness and accountability, as
well as total security of confidence reposed byestors or customers in its products or
services.

Corporate identity is defined through brand nanmesawsle marks which are made to
become a part of the living culture of consumelietyc Sony televisions, Nokia mobiles, or
General Electric air conditioners carry a lot oéditability, and this is because they are
recognized by consumers through their brand namesther identity marks. The public
relationship is a social exercise, which is carreat to establish a link between the
organization and its external world, which it hasated by winning share in the global
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market. In this regard, we have complied with comnpoactice. According to Van Riel
(1995) public rationing policy in practice is indeerganized at a central corporate level.
Other authors however, believe that public relaios a cultural or social activity which
should not be organized only within the marketingpattment, but also at the highest
leadership level of management. The one importantept is that corporate communication
pertains to all consciously used forms of intearad external communication, including sales
and marketing communications.

Marketing communication plays a key role in expagdithe existence of an
organization in the global market, hence it occsipie most significant position in the entire
strategy of business organization. That is why sitinvested with the largest budget
comparatively with other departments. Its strategitationship with mass media is an
important factor, which provides a window to outsigorld (Van Riel, 1995). There are many
international corporate identity groups, which haeemed consortium for establishing
standards of high performance. Their legal stafs leen fully recognized by the state as
well as other international regulators, and haveeliged protocols for performance and
implementation as well. In essence, corporate igerg the reality and uniqueness of an
organization, which is integrally related to itstemmal and internal image and reputation
through corporate communication (Gray & Balmer, 89%orporate communication is the
process and method for determining the image atableshing the reputation of a business
unit. The image of a business unit is reflectedufh its totality of behavior displayed within
the internal and external world. Sense of urgercysaxperienced by the customers or the
market is fully responded to by the managementrobiyanization. A number of factors
involved in the cultivation of corporate identityaitmagement are based upon the strategic
management principles, which follow the principlié® economic use of resources with
maximizing effects.

There are ten environmental forces that are knawhave affected very deeply the
upsurge of corporate identity management througtvatrious features. Their impacts have
cast a deep shadow over their efficiency as wdkssdootprint, which in most cases
experienced heavy growth in global and domestickatar These environmental forces have
accentuated the need over the last decade for nmgnagrporate identity management
strategically through the inclusion of new configlimn management principles. It would be
difficult to imagine any business unit or entre@ership, which has not been affected by this
dynamic of environmental forces.

In aggregate, they represent the driving force rixeline recent upsurge of interest in
corporate identity and corporate communicationass{Balmer& Soenen, 1999). The above-
mentioned ten environmental forces contributinghe increased significance of corporate
identity and corporate communications are: 1- aregibn of service and product life cycles,
2- deregulation and decentralization, 3- privaieatand disinvestment programs, 4-
increased competitiveness in the public and nofitpgectors, 5- enhanced competitiveness
in the service sector, 6- globalization by treatewgry trade market as trade free areas, 7-
mergers, acquisitions and divestitures, 8- short#gereative and high-caliber personnel, 9-
observance of corporate social responsibilitiesad 10- demarcation and harmonization of
boundaries between the internal and external emviemt of an organization. Product life
cycle has experienced a great increase in lifeecgmlaccount of sophistication, durability and
precision in electronic and computer technologyecEbnic products have become very
compact, easy to use and transfer from one plaaadther, and also show a very high quality
performance record never experienced before. Ity fhe precision of technology has laid
down the foundation of universalization of techigylo

The electronic industry products like mobile setzlaly offer multiple media
technology, providing many functions at a time. Tuest for quality service products in fact
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determines the basic policy of big corporate orgatons such as Sony, Nokia, or Samsungto
name a few. Within a short time span, informatiechhology took so many steps and moved
from one invention to another, from audio to vidém live production and transmission of
human messages. Now, digital revolution has takesr ¢the world. Disk or audiotaping
systems have become obsolete. The corporate sedtioh brought about this revolution has
earned a reputation and credibility, which haveetuthis big corporation into benchmarks.
Uncertainty is being replaced by high quality prody which has gained good will
worldwide. The global market is now identified witiese big names. The corporate identity,
which they have established, appeared to be diffioccompete with unless better options are
made available in the world market. Their high hil#ly in competitiveness and credibility
have earned the confidence of market forces atobagllevel. Their identity reflects the
identity of respective nations as well as of modewilization. The distributers, ordinary
customers or other retail outlets, are all intermated associated through the products with
the corporations.

The deregulation movement is an importanttolacwhich has influenced and
promoted the new culture of a corporate identitgrdgulation has brought about an end to
bureaucratic control over the corporate sectore [itense Raj, which caused so many
hindrances in the growth of industries and expansiothe corporate sector through intricate
legal and tax systems, has been removed entirebugh the policy of deregulation. Its
outcome has been a sudden spurt of growth and ajgweht of the corporate sector
everywhere, especially in India in 1992. Deregolatihas increased culture of
competitiveness, and financial and industrial sectexperienced a new spurt of growth
through an increase in financial inputs. For examph the USA, Glendale Federal Bank
through its deregulation policy experienced a résalale increase in its investment sector.
Similarly, in the UK many building and housing setés such as Abbey National, and
Alliance and Leicester have experienced a markexdease in their profit and earned
increased space in the global market. Their praicghallenge is corporate identity, which
consequently needs madification in light of the ramwvegulation policy that is in line with the
new values of performance.

The commercial airline industries in the USA and hi/e met several changes due to
deregulation policy. In the USA, the airline marketame free for investment and many new
airlines were established on the principle of Eecopowhich has made expensive journey
affordable for the middle and low middle classebe Toncept of cheap and concessional
services have resulted in the emergence of caeamd budgeted airlines such as Southwest
Airlines, Jet Blue, Frontier, Spirit and Alaskaliaes, while within the UK low-cost airlines
such as Ryan Air Air Lingus, and Debonair hawsalppeared in the airline market with a
lot of success.

Privatization and disinvestment programs have tefiny firms and business units
vulnerable to identity crisis. This new culturepsivatization and immediate transfer of asset
from government control to private sector has bhbwpout many problems as well such as
short sizing, downsizing, and winding up of manibass units. All countries of Europe and
Asia experienced such teething problems in thesswoff privatization exercise. Pakistan’'s
corporate sector too faced such problems, but atéty, stability has been acquired through
compromised solutions. Some 96 medium and largepaaims and corporations were
privatized in Poland in 1997. The UK has witnessetgnsive privatization and disinvestment
policies in public and social sectors like - gaecticity, water, health, family planning,
telecommunications and railway - giving rise to timlé organizations which insist and invest
on their corporate identity through well-definedaige (Wilson, 1993). So far the most quoted
example is that of British Airways that has eswtmid itself as a profitable, smart, and
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consumer-friendly global airline (ibid). Heighteneodmpetition has engendered a new culture
of competitiveness in the corporate sector of tbbaj market.

In Britain, the number of students from foreign eoies has increased by a huge margin
due to a high quality education system and theispéaentity it has engendered in the global
market. British universities have increased in namio meet the challenges of the growing
number of students. The competitiveness betweeretsiiies increased as a result of which
curriculum, facilities, and other social benefitsdarwent changes. Many new steps were
taken by many universities for establishing theleritity in the global market through
innovations. Image, identity, and reputation becamenew value in these educational
campuses and became a part of newly emerging aigoulture identity management.

3. Design/M ethodology/Approach

Corporate Identity ideas became more transparehtthwe rise of information technology
revolution and the explosion it received througk thave of globalization. The corporate
world was shaken with the rise of a new busine#isir@) its precision and efficiency, which it
developed through the use of state of art techyol®yofitability is its main aim as no
commercial business organization can survive witleauning a profit, but there is more than
that, such as corporate social responsibility @aadconstituent values. Financial and non-
financial behavioral patterns have to be determifeedhe convenience of customers who
must be treated as de-novo rulers of the futurparate world.

Our research methodology was based on public suAleyost five hundred persons from
the corporate and non-corporate worlds were coedadPublic and private sectors were
simultaneously included in our domain of researQuestions focused on those various
ingredients, which make up the identity value aporate truth. They include eight Facets of
Corporate Identity Management. namely: Corporatan@anication, Corporate Design,
Corporate Culture, Behavior Significance, Corper@tructure, Industry Strategy, Corporate
Strategy, and Products and Services with respegbeiodemographic profile.

a. Research Model and Hyphothesis
As a leading sample in contemporary literaturethiea Stuart's Model (1999), Corporate
identity management is considered as a kind ofgg®and it includes both several elements
and interrelations between them as:

» Corporate personality,

» Corporate strategy,

» Management and organizational communication

* Marketing, management and interpersonal communications

» The corporate identity/cor porate image interface

» The corporate images

» Environmental influences

* Organizational culture

This model has critical importance to see intetieteship between main elements of

corporates as culture, strategy and identity, dsadl marketing. This is stated that corporate
identity is a strategic element of business managemand strategy since it has affect on
critical elements of corporate. Our research itam our model which has the hyphothesis
that “H1: There is a positive relationship betwe@arporate Identity and Organizational
Performance.”



Corporate Behavior
— Significance
Communication
Corporate Corporate
Design \ CORPORATE Strategy
IDENTITY
Corporate Industry
———
MANAGEMENT Strategy
Culture
Corporate / Product and
Service
Structure

v

ORGANIZATION

PERFORMANCE
Open-internal Human relations
model v model
Rational
model
540
541

542  Figure2.1: Corporateldentity and Organizational Performance M odel

543

544  This study was carried out in 4 major cities of B, including Karachi, Lahore,
545 Rawalpindi, and Islamabad. The data has been tefletirough a survey as prescribed in
546  standard format by social scientists. Questionsai@ntaining 75 questions were distributed
547 among the variety of recipients, which includes agament leaders as well as other
548  functionaries from the public and private sectdise types of organizations included multi-
549  national's foreign countries as well as nationalsiness entities. The sample was prepared
550 for 500 respondents. The response was 86%. Theiquegire was sent by ordinary mail, by
551  hand, and also by electronic mail. Interactive isesswere also held with some respondents.
552  Some respondents complied according to schedulle wttiers were delayed in their replies.
553  Such dilly-dallying tactics of respondents wereltdedth politeness but with consistency for
554  soliciting answers from them. Such respondents wgerged with a number of reminders.
555  Many of such non-reluctant respondents furnished tieplies, while still, there were some
556  who did not like to offer such replies in view afrse unfounded fears.

557 Sharing knowledge about performance of some orgéioizs in the public and private
558  sectors is still considered a big taboo due to sonfeunded fears. Transparency is a value,
559  which is not liked by some people in view of liatiéls which it would place through its
560 repercussionary effects. In view of this experieiitcean be assumed that social responsibility
561 as a concept and virtue does not exist in our soc@tizenship constituent parts include
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fulfillment of social responsibilities based on wotary basis yet to be recognized. The
guestionnaires were selected and served randonay apsocially well placed class of our
society, holding various managerial posts in bbthgublic and private sectors of Pakistan.

Respondents were categorized into three categbassed on Lower, Middle and
Higher Level Management. All three managerial Iewa employees were requested to fill in
the questionnaire as per prescribed procedurestligy is Quantitative, which is deductive in
type. In this study, the concepts which were baggdn simple hypothetical basis, were
examined in the light of practical data obtaineshfrthe answers provided by respondents.
The entire data was measured as per given procedtneiples of ethic were still complied
with to minimize personal biases. Due consideratias paid to the economy of design, rapid
data collection and the set criteria for identifica and division of targeted population on
segmented basis.

b. Instruments and Measures
In this research, as a research instrument, thetiqneaire was designed according to our
research survey. The questionnaires contain offroiné page an introduction explaining the
objective and aims of the study, the request fopeoation of respondents for participation in
this exercise for promoting research culture in oountry, and a guarantee for complete
anonymity and confidentiality. The questionnaireswigstributed amongst 500 participants. A
total of 430 participants returned the questiorenagnce representing a response rate of over
86%. Three participants presented were dropped fitoenlist on account of furnishing
inaccurate replies. To ensure the reliability araidity of the results, all principles of
research methodologies were observed. The surveystmactured so as to bring crosschecks
easily by differentiating each item according tauanerical identity mark. All lessons learnt
from previous experiences were fully utilized foogs verification purposes. Benchmarks
developed by known authorities were fully consideaed utilized. “The attributes chosen for
the surveys were selected by considering previessarches and their concluded lessons”
(Bernstein, 1989; Dowling, 1986; Kennedy, 1987)eTihstrument contained 75 questions.
The key variables were made basis for solving migsteof the hypothesis.

c. Procedureand Pilot Testing

The research paradigm has been evolved based anigainptudies. Several concepts have
been studied, examined, and presented in thetlireraeview of this thesis. Qualitative and
Quantitative analytical tools were applied to ewsduthe results in the light of data collected
from various private and public sectors. Minimuiskrof uncertainty has been taken and also
ambiguities have been treated repeatedly with sévests for verification of results. The
research was quite painstaking and took a lot wieti Further criteria for selection of
Quantitative Paradigm were also included. The mebea's scope of knowledge and its
exposure to worldwide corporate culture, his nirag level and experiences, psychological
attributes, responses, and other questions sudhaay problems happened to arise in the
course of his assignments were considered deeplys study. In the quantitative paradigm
the reality is always linear, objective and singués renowned researchers like Raul suggest.
The researcher is required to be totally independad neutral in all exercises of research.

The research has been carried out in a neutradosmvent so that no part of this work
could be attributed as tainted with bias. The lagguof the research is highly structured
according to established, formal criteria based@indefinitions with impersonal voice. It is
based on deductive logic and all of them were peadtaccording to set criteria. The
empirical structure of study follows principlesa#use and effect in creation of any log frame
or intellectual order. All concepts, variables, drypothesis were chosen carefully during the
study and were examined again and again. Efforte baen made to follow them in a fixed
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order throughout the study. Consistency in desigs followed. Full focus has been placed
upon hypothesis and its verification was the ctaefet, which was pursued in my study. The
research is context free.

Principles of neutrality and objectivity were obsst scrupulously. Data collected
was placed under various tests to verify the resaftd based on that some predictions and
conclusions were drawn. That is the main intentoaf study. Most of the social and
managerial practices are known to be based upofusesh and personalized impressions,
which do not match with scientific or empirical elpgations. Survey and data confirmation
were made through the application of principles established principles of research
methodologies. The confirmation of data with respeca few questions has led us to
generalized conclusions and results. These geratialis are enhanced in capacity if the
information and instrument used are valid and bédiaThe purpose of this study and survey
carried out in light of its concepts and claimsé&emingly quite new. Respondents showed
appreciation of the information and concept shavitd them. The concept is a contemporary
concept that holds a pivotal position in corporatanagement. Its constituent’s elements-
authenticity, creativity, visibility, and individlity are all drawn from the new subject of
Configuration Management. It is the same concepichvis currently in practice in a globally
renowned scientific agency (NASA) in the Unitedt&ss responsible for all space exploration
programs. Its individuality and distinction as dque space agency has contributed toward a
series of scientific discoveries.

A pre-pilot and pilot survey were done to improve tquestionnaire. These items were
rated on five-point Likert scale (1 for stronglysdgree and 5 for strongly agree) on two time
horizons to measure the variability in the recordedponses. Later on, an improved
guestionnaire was subjected to large-scale survey.

As every organization, a social unit tends to fellcationality according to its assigned
objectives. The organization provides a mechanigm dreation of such harmonized
movement of knowledge along with instruments fa@ithimplementation. Innovation is one
of the chief objectives of business organizatiomolation is a new social or economic value
that appears in response to challenges of the maris book has focused its attention on the
definition and explanation of corporate identity magement and its relationship with the
performance of organizations operating both in phélic as well as in private sectors of
Pakistan. Seven variables have been examined ith demugh a public survey along with
their impacts upon the organization of performarfideir nexus stands established according
to models we have tested.

All business entities- whether they are incorpatabedies or non-corporate bodies- have
been fully covered through a public survey for pliepose of verification of results.

Impact of corporate identity on the performancarmforganization was separately considered
and found with a big quantum to influence the ollegparformance of organization. The
demographic segmentation is based on the scopelefand authority, which they exhibit
within their business organization. Lower, middied high tiers of management belonged to
our targeted community. Questionnaires included gagstions. About 54% to 55% of
respondents participated. Data was processed agiyer universal research methodology.
As usual, SPSS software was applied of course utideguidance of expertise. Advance
model tests were too applied, to verify our resultsly briefly they are hinted at. The Factor
Analysis is a validity test to ensure the questiasised reasonably determine the true concept
and not something else. Since this convergentfédist under the construct validity test, it
measures how well the result gathered are abli tleeftheory around the test designed. Pilot
testing includes exploratory and confirmatory faetoalysis. A Confirmatory Factor Analysis
(CFA) was conducted to examine the goodness-fthefmeasurement model for belief. To
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measure the respondents’ attitudes toward corpodatgity management, a questionnaire
was adapted from different researchers.

The result of reliability analysis are presentedaible 1, which shows that Corporate
Communication consists of the two items and thealdity of this variable is 69.1%, the
reliability of Corporate Design is 66.5% with 4rite. Corporate Culture, Corporate Structure,
and Behavior Significance reliability index is alsatisfactory with 75.5%, 67.2%, and 68.7%
with 5, 3, and 3 items respectively. Corporate t8gw, Industry Strategy and Product and
Services reliability index in pilot testing is 746362.2, and 73.0% respectively.

The dependent variable organizational performamdiakility of each dimension is
77.4%, 74.8% and 80.3%. Overall reliability of mitlependent dependent variables is above
60%, which is minimum requirement for a good res@hd model fitting. All items were
measured on a five-point Likert scale ranging frbifstrongly disagree) to 5 (strongly agree).
The overall reliability of these five items on Chath’s alpha was 82.3%.

Table 1. Reliability analysis
Variable Name No of items Reliability
Corporate Communication 2 .691
Corporate Design. 4 .665
Corporate Culture 5 .755
Corporate Structu 3 672
Behavior Significanc. 3 .687
Corporate Strate( 3 T4¢
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

The result of reliability analysis is presentedtatle 1. Our conclusion is very optimistic.

Results do bear close nexus between Corporateitfdévianagement and performance of
organization. The corporate sector of Pakistan Wewés not much informed about the

significance of this emerging idea of corporatenidtg. Special campaign is required for

dissemination of its ideas like seminars, publ&cdssions and its inclusion in course books
etc.

Our public survey concludes that corporate identignagement as a concept serves
as a marketing tool, an umbrella term that reflotsinner reality of a business organization.
This inner truth is like a mirror, which brings goeness and distinctiveness to business
organizations. It is the way, organizations preseamselves, and is recognized by the forces
of the market. It carries very serious businesdligafjons and has to be protected at every
step of its business activities for its future $afeCorporate Identity management's
relationship with the external world is based andtmotional appeal, hence it must be very
carefully handled. Corporate identity is a conceptmanagement philosophy and socio-
psychological reality of a business organizati¢rhds many identifying marks starting from
its values of performance to branded names, tradesnigos and icons etc. They are multi-
facets, manifestations of the inner truth of thgamization. It is a kind of grand norm of
constitution of the organization, which motivateglauns entire organizations. All members
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of the organization must be fully involved withinet ruling spirit of its working culture; so
simple awareness would not matter. Rather, comphet@vement is required to imbibe the
spirit and value of CIM.

This requires both structured and unstructured kedge and its absorption through
various interactive exercises for building up neaderitity conscious teams. Comparative
studies are a must- especially with respect to inmdgnizations and should be made subject
of investigations for clarity of ideas for effeaipractices. Small organizations must seek a
managerial relationship with such model organizegjavhich have successfully created their
identity conscious corporate personality. It is av&y in strategic sense, which provides a
comparative advantage over other organizations attem of performance and good will.
Corporate identity is now an established realitypbilosophy of management and must be
made a part of curriculum of advanced universityrses.

The development of corporate identity starts frdra vision, which is followed in
letter and spirit by the top management board. Ating to Balmer and Soenen’s Test of
Corporate Identity Management (ACID test) which veeveloped for their research at 20
corporate identity consultancies, also, a big oditeorporate identity processes are a result of
the vision of the company as stated by the top gemant (Balmer and Soenen, 1999). Itis a
S0-so-psychological reality but serves as a donmgatalue of functionalism. It is a dream
which needs to be translated according its inngh trand must be made visible according to
its features with proper identifying marks. Thissded identity is communicated mainly
through streamlining organizational symbolism andtural norms in order to achieve a
favorable market image that ensures competitiveamidge. Contradiction within the ideals
and practices of the managerial value system mestemoved so that inner truth of the
organization is fully reflected through its visibfeatures. One way to assess corporate
identity quantity is to focus on the central valtlest may be important to an organization’s
identity. An organization’s central values, whichnstitute its corporate person, must be
identified through all means. Once identified, thérey must be assessed how much
symmetry they have generated among the various tiér the organization and its
functionaries who are working within its environmeft must answer the questions of
contradiction or any gap if it exists there.

4. Findings

In this research, the concept of corporate identiis dilated upon within its broader
canvas, which includes the variety of constituteiements without whose harmonious
growth, the phenomenon of corporate personality mat evolve. This effort has been made
to test the relationship existing between corpordentity and organization performance
through model application. Corporate identity cetssiof 7 dimensions, namely: corporate
design, corporate culture, behavior, corporatectira, industry identity, corporate strategy,
and product and services and organization perfocmawhich consists of 3 dimensions,
namely- open-internal model, rational model and anmmelational model. The sample of 430
individuals belonging to fourteen different sectarfs big cities of Pakistan (Rawalpindi,
Lahore, Karachi, and Islamabad) were selected. ti@umesires comprising three parts were
sent directly to target the segments. The demogramtofile covers both individuals and
companies in the first part. The second part ctedi®f corporate identity and last part
concentrated on organization performance. The tesf the study have shown some
diversified attributes of the sample of the bookl aiso provide useful new information
regarding the previously unexplored domain of caxpmidentity.

Corporate identity creates corporate personalitgugh which it defined itself through
various elements of behavior and cultural normsartguts. Both financial and non-financial
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outputs made in its cultivation and developmenthalgh constitute part of long term
investment, extend credibility as well as the disiveness of high professionalism to the
enterprise. Consistency is the main feature, whralgs authenticity as well as a strong sense
of identity, which is reflected through its varioostputs, and functioning culture. Absence of
consistency will diminish its identity feature fae# so its identity. Hence, it must be
maintained through all stages of performance.

Corporate identity is what makes a company spexidl unique. Corporate Identity is a big

value of management and performance. It is a gusgohological phenomenon, which leaves
its imprints deep in the sub-conscious of stakedrslénd other functionaries and customers.
They feel emotionally associated with its prodwtsl brand names, which serve as symbolic
representations of a distinct cla¥se main variable, which is its constitutive eletsearepart

of the creation of corporate personality. Thesealde or constitutive elements include

corporate communication, corporate design, corpocatture, corporate behavior, corporate
structure, industry identity, corporate strategyd groducts and services. The customers
served upon various members of the professionascknd other stakeholders provide
information, which can be treated as comprehengsigiebling with all aspects of corporate

personality and its performance. They pertain tmdge, marital status, age, position,

company base, tenure in the company, organizagotos number of employees, and work
experience. Therefore, the big canvas of inforrmpoovides us with the bigger scope of

book and minimizes the chances of miscalculatiomigdirection.

The data is also analyzed to reveal managers’ pgoos regarding various
components of corporate identity like corporate oamication, corporate design, corporate
culture, corporate behavior, corporate structunglustry identity, corporate strategy and
products and services. From the results we conchatemale, top level managers in the over
40 age group that have been affiliated with thempany for long periods of time are more
conscious about the features of corporate iderditg their own personality distinctly
manifests itself with its ruling features. Our riéslso establishes another distinguishing fact,
which is visible from the deepening sense of camidentity found among the business
units and culture of private organizations as camgao public organizations. The advantage
is this respect belongs to private organizationa essult of which they dominate the market
quite forcefully as far as market share is conagridultinational companies have a strong
corporate culture as compared to local companiesevtorporate culture is very weak. Large
companies have a clear corporate strategy abourtgheducts and services, whereas small
companies are lacking in their corporate strategy.

Knowledge creation is a very decisive feature, Whis evolved from creative
environment of a corporate entity. It is constituteth by structured as well as unstructured
knowledge forms. Of course, experience is an amuiti advantageous factor and they all
combine to ensure sustainable competitive advastager that business unit which has fewer
abilities to be creative. Consolidation of variaieeams of professional learning that work
within the environment of company derive their sg#h from norms of prevailing culture
within their organization through proper amalgamatilt promotes empowerment and allows
production and sales agents to come up with predaistl services, which comply with the
changing standards of customers. The challengingamment of the market is thus tamed
and made receptive for the absorption of produdintara lies in learning culture and its
values. It includes a linguistic medium, populaofpssional vocabulary, conversation,
dialogue, and interactive sessions etc., which ¢oenko stimulate a culture of creativity.
Symmetry of value system is evolved which in returould raise the level of synergistic
responses through its unanimity of thought proc€ks. net outcome is experienced through
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the close nexus between the organization and thketia which it operates through creative
responses.

In Pakistan, the Corporate Identity Managementucellhas a long way to go. The
environment required for cultivation is in its stagf infancy. On account of this reason, it is
experiencing teething problems. For example, theadic corporate environment of Pakistan
is not fully mobilized with essential features araither has it got the ability to grow through
the prototype of multinational organizations. Frample, the high research skills, resources,
and multiprofessional bodies, along with supportiegulatory frameworks are the needs
which can be fullfilled through maturation of itataral period. Pakistani corporate culture
has got some problems which cast a dark shadow pedormance through its obsolete
management practices. However, a silver liningstaged appearing from the growing size
of knowledge- based- organizations which has i faid down the foundation of a new
Corporate Identity Management. Corporate ldentipnsciousness has triggered some
changes which requirein depth study. Unigquenessindtion, authenticity and other features
that spring from the culture of learning work thgbua continuum of Corporate Identity
Management are gurantors of survival. In additibbey can assist in the as of resurgence of
coroporate entities overrun by crisis.

Corporate ldentity management is influencing oulustrial and service sectors. The
entertainment and banking sectors have managedetiecsome distinction through the
absorption of CIM features. Level of awareness wibpect to CIM has grown among the
new generations of our coporate world. Modern usite curriculums have also contributed
towards the emergence of this new movement of nenagt. Availability of relevant
literature is another big problem, which has ret#d understanding about this new concept
of management. Pakistani corporate society is g#ifising through its transient stage. The
construct of CIM is based upon Corporate CommuitnatCorporate Design, Corporate
Culture, Corporate Behavior, Corporate Structunelustry Identity, and Corporate Strategy
Products & Services. The constructs of the OP ased upon Open-internal Model, Rational
Model, and Human Relations Model. In the light dioee discussion, the prospect of the
relationship between CIM and OP remains unidentifie far. The existing study focuses on
the effort to bridging the gaps as are being ndtioethe literature.

In the paper, after considering various evidenahawve reached the conclusion that most
of the managers are not fully conscious about #edrand significance of corporate identity
out of which evolves the corporate personality ofamization. In fact, the management
philosophy of corporate identity is neither fullpderstood in our corporate sector nor is its
significance. When the management doesn't introdihe#r corporation identity to their
employees clearly, the employess couldn’t distigtineir corporation from the others. Hence,
this complexity which occurred affected their pemiance as well as the corporation
negatively. This situation can leave the corpoxaith hazard of loss its competition power
with its rivals as well. Much less is the stratebsit provides several conceptual instruments
for realization of higher objectives of performameighin an organization. There is a big gap
of understanding, which needs to be promoted throuatpser interaction among all
stakeholders and management experts. Consciousamisghis a must for the dissemination
of values of corporate identity management throyghctice and propagation. Only
multinational companies have a visible corporatbalb@®r and they exhibit their features
through their performance indicators. Distinctivesie authenticity, and creativity bring
unigueness to their organization, which is maimgdirthrough a culture of consistency.
Corporate Personality is the end product, whiclfels through various behavioral modes.
There is a dire need to create awareness aboubrabepidentity among the managers of
Pakistani firms.
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5. Conclusion

The first condition of existence is to have identltentity is maintained through identity
management. Identity includes/represents orgapmiaiticulture, common behavior, ethics,
attitudes, aims. In this view, every identity hasque characteristics and identity differs from
organization to organization. Every organizatios had maintains their identity. So, identity
is not copy paste style effort. Every organizatghould be aware of its own identity and
should improve it according to their corporate tsigg and objectives. Because every
organization has their own identity, it is criticel to managing identity in a way that
guarantees sustainable competitive advantage. Bygtieely managing its corporate identity
an organization can build understanding and comeritramong its diverse stakeholders.
This can be manifested in an ability to attract agtdin customers and employees, achieve
strategic alliances, gain the support of finanmiarkets and generate a sense of direction and
purpose. Corporate identity is a strategic issuan(Riel and Balmer, 1997:355).

This study has been carried out with the specifippse to introduce and explain the new
concept of Corporate Identity Management whosereeft'es and value chain system have
brought about a management revolution in importeganization like NASA, Honda, Nokia
etc. Corporate Identity sums up the entire visibarganizational philosophy with the help of
which a business organization manages to ensurguitsval. The main objectives of this
paper are to examine and scrutinize empirically thgothesis which is derived from the
relationship existing between market orientationarket shares, and organizational policy of
learning and human resource management. The cuweutaitcome of this relationship built
between various factors- as mentioned above- h&smdieing impacts upon efficiency and
performance of organization, which is the targebwarf present study. The results achieved so
far are discussed in the following paragraphs.

Several models built in this chapter are pertainingi) Market orientations and market
shares. (ii) Policy of organizational learning )(iiWith its determining affects upon
organization performance. This is the focus of book and entire debate is made to cover
and comprehend this equation of relationships, Wwiielp create a new model of corporate
performance and corporate personality. The quesfi@vailability of an exemplary model of
performance is only a theoretical construct and n@tconsensus could be built between
various authorities of management with respect nti@ractions existing between above
referred various constructs. Each model is justifizy various reasons, however, market
orientations provideground for determining the pplof organizational learning. There is a
relationship of interdependence between these twtofs. Needs and demands, and their
associated socio-psychological are defined by ntankentations and they provide ground for
determining the framework of organizational leagjirwhich is covered both through
concepts and working formulas. Since it is based venified knowledge of market
experiences and the associated values of sociadmémons, it is more reliable in its contents
and has proved very effective in providing strengththe growth process of corporate
personality and its market performance.

The knowledge so acquired and implemented has thélpsiness organizations to operate
very successfully even in times of great stress emgls. The creativity and potential of
adjustment in new and changed environments put Busimess organizations in challenging
positions. Their latent energies and potential expressed through their new values of
performances. Their goods and services increaskemsinares through their popular brands
with the customers. Thus, competitive edge is raaged in the market over their
competitors. The base line policy of corporate qnfance arises from its market
orientations, which have been recognized by rekeascof various management schools of
thoughts.
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Our proposed model, which has incorporated marsuoh assumptions and value chains,
developed through research assignments. In thanostcase study, market orientation is
subjected to analytical exercise to build apprdpriand explainable construct over
organizational learning. Their interactions havéltba relationship between organizational
performance and market orientations through variouser-dependent factors. It is the
intensity of the relationship, which makes theimmagement behavior very productive. Thus,
robust emergence of corporate personality with kameous heightened performance is the
outcome, which is most desirable in maintainingesdger the competitors in the market.
Empirical tests yield data, which is composed onthematical realities and regulated
according to its prescribed role. Unverified asstioms and unrelated factors are
automatically rooted out. In summarized from, thtests of data have been detected. The
yielding of results is highly figurative and detenistic, so it must be highlighted for
explaining the equations of relationship existingtween market orientations and
organizational learning.

Market orientations and data so collected act twipge us with base line facts whose
appreciation and use will help in the acceleratdnorganizational performance through
positive results. The knowledge plays a determistie as mentioned above. Its two facets,
structured and unstructured, both lend their stfetma business organization. The sources of
knowledge have to be preserved through various aresmms like archival and dedicated
research centers. Companies or business orgamgdtaving such a knowledge preservation
system with added abilities of dissemination andrimalization act more smartly so far results
of equating relationship is concerned. Interngiliraof knowledge involves many techniques
and management of its various intellectual outcontissaccessibility must be free to all
stakeholders involved within the internal as wedl external environment of the business
organization.

The objective is to raise the level of emotionaéligence as well as linear professional
abilities through the cultivation of instinctivealing. Synergetic responses are the biggest
test. Consolidation of all successful practices amshvention must be preserved into
organizational memories. Stakeholders do not irelilmbse who are involved directly in the
process of corporate functioning but also those at® indirectly associated with it, like
customers, suppliers, principle agents and adimgtiagents etc. Various components of
market orientations influence the culture of orgational learning differently. Organizational
learning creates rich values of intelligence geti@na They are synchronized values of
structured and unstructured knowledge. Disseminatid such knowledge within an
organizational environment depends upon direct muand how closely the stakeholders
and its organizers pursue it. Each phase of orgtaimal learning is unique and distinct
through its features, which emerge through thentapmtential of an organization. With it
would pursue indirect equation. However, no digtimexus have been found in existence as
far as responsiveness is concerned.

It would be safe to interpret them as part of distiof intelligence generation and its
values of dissemination, which is actuated intystesn for promoting synergetic process of
acquisition, distribution and its reinterpretationa creative and modulated manner in line
with the growing requirements of corporate entkynowledge of all stakeholders, which
includes competitors, customers and managers, @neasodirectly or indirectly related, must
be archived in organizational memory. However, rdgponsiveness maintains its limitations
in matter of execution of its influence. Corporgkersonality of deep identity has its own
culture of learning. The knowledge it generateufgh its structure and non-structured
sources carry content of rich cognitive elementsictv can be responded with proper and
quicker dissemination. Responsiveness is an impoftector and must be activated in the
light of expectations of customers and other stakirs, which are always changing. Such
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practices of learning culture help in the mobili@aatof corporate activities; paving way for
the absorption of new products, goods, and services

All of these studies and assumptions on which thesy based have fully demonstrated
reinforcing nexus between market orientations aigamzational learning. It is a relationship
of direct equation and deeper is the intensity dibeper is the impacts. Knowledge creation is
one of the biggest tests of corporate efficientyedjuires abilities of varying kinds and they
emanate from the culture of its core competendibgy are synchronized in behavior, and
working brings an edge-every corporate entity rnegguivinning a greater share in local and
global markets.

Organization performance is a constant activitypobduction and self-actualization.
Consolidation is needed between all values of migatdetected through overt and covert
means. Consolidation leads to empowerment and hienttee creation of learning culture.
The relationship between business organizationsta@dmnarket is established through the
culture of sales. Their freedom of maneuverabiityd dynamic behavior bring sources of
new empowerment and increased good will throughaeodéd market shares will build
corporate image beyond vulnerabilities. Sales persmd sales will acquire prestige and win
social recognitions. Their claim of quality and aloitity in product and services will find
place of instant recognitions. Sales strategy hewewust be built on a dynamic and well-
tailored policy according to changing expectatiohsnarket forces. Results have established
close nexus between all these factors of corpaetteities. A culture of learning is built with
linguistic elements that make communication easyfaendly. Culture of dialogue provides
us with mechanism for exchange of values of comgoaativities. Professionalism is derived
from values and its mode of expression througload linguistic traits and terminologies.
Leadership combines all these virtues within itdrmaSynergetic influences enhance the
scope of co-operations.

Challenges bring new sense of gains among emplam@sheir management, especially
when they are united against them. A strong liflystis established between business
organization and market orientations. Streams ofWtedge flow cyclically between market
and business organizations. Consistency is magdaiim the relationship at various ends of
the corporate physical and social structures. @usts should be the biggest beneficiaries for
ensuring corporate success as results have sholviea#ning should be directed in their
favor. Competitors have to be handled through @utepming strategy. To do so, focus on
entrepreneurship is needed, whose scope is venry imidgnatter of selections of norms, and
would require innovative efforts to have breaktlgioun them.

Organizational learning and performance go handaind with each other as proven by
these research data. They are mutually reinforaimd) provide a trigger to human collective
consciousness, which becomes visible through tamasimpressions felt by all stakeholders
through their spark of insight, obtained througls trocess. This spark is real intelligence,
which is rooted deep within human psyche and matsfiéself through creative behavior.

Corporate identity affects the level of organizasibperformance as they are intricately
related through so many factors, which are bothat@s well psychological and become a
major inducement for growing entrepreneurship. Gaafe identity is a sub-conscious reality,
which nourishes itself through fascinating dreaihs;iggers devotional feelings through its
prestigious returns and builds a movement of kndgde which runs through its particular
streams of fashions. All seven dimensions are imnbry because of rich cognitive elements
they carry. They correspond to each other ratipnain reinforcing manner. The
contradictions are eliminated through the enforagmélogical relationships.

The corporate image is said to be the totality sfakeholder’s perceptions of the way
an organization presents itself, either delibeyatd accidentally. Therefore, it must be
designed and conveyed with utmost care and coratemtr Since organizations have many
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stakeholders, each with a variety of backgroundgeatives and levels of dependency, it
cannot be expected that there will be a singléfoumi, and consistent image. In reality, these
stakeholders have different images of the samenargton, all shaped by their distinct

exposures to the identity cues presented. Theré beua strong relationship and integration
among all components of corporate identity andreffmust be coordinated centrally so that
benefits can be cultivated. The government musi disvise a mechanism to protect and
promulgate the corporate identity in terms of cogp® image and corporate design.
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