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Abstract

How individuals perceive a business is reality. It doesn’t
matter if these perceptions are true or false. This paper
explores aspects of corporate image and identity and the
importance of shaping an image for a company.

We will focus on the importance of research and how initial
research should determine how people perceive a company in
and outside the organization itself. We will also discuss the
CEQ’s impact and his/her role. The CEO oversees current
perceptions, shapes and molds an image for the company,
guides the image for the future and should also be a
communicator within the company.

Employees and their impact on the company’s image will
also be another focus in this paper. Employees feelings spread
throughout the company and the community and are closely
linked to perpetuating a positive image. Employees should
participate and support their company’s image, but employees

have a major responsibility to communicate and live up to that



image for this support to materialize.

Throughout the paper there will be examples of companies
that apply image management techniques successfully through
various situations, including crises which have the potential to
seriously damage the corporate image.

Finally, the end of the paper will look at future issues and

concerns for corporate image makers.
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CHAPTER ONE

Introduction

What do people think of when they hear NBC...Jack in the
Box...Oreo Cookies? Individuals have a certain image perception
for each. People might remember a logo, a news event and
maybe even a melody from a commercial. Image is what the
general public perceives. Companies, celebrities, politicians,
people and places evoke images in our minds. Images are our
preceptions of the world around us.

In today’s corporate environment a company needs to
portray a positive corporate image to survive. For example, a
few years ago a rumor started that Oprah had Liz Claiborne on
her show and that she confessed to being a devil worshiper.
Consumers heard these allegations and did not want to
purchase anymore Liz Claiborne clothes. However, through
advertising and providing information to retailers and
consumers, many people discovered that Liz Claiborne had
never even been on The Oprah Show and that these allegations

were false. Liz Claiborne opened a 1-800 toll free line to deal
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with the public and their questions. Liz Claiborne s image
quickly regained their previous image perception.

No matter if their perceptions are accurate or not, what
people hear in a simple conversation can affect a company’s or
an individual s image in their mind. James R Gregory of the
advertising agency Gregory & Clyburne, wrote a book titled,
“Marketing Corporate Image.” Gregory says, “Perception may
not always reflect accurately a corporation s true profile, but to

the public it is reality” (2).

Corporate Images Throughout History

Although image is a major concern in the 1990s, there is a
long history behind how corporate images and identities have
been created and nurtured throughout history. Shaping and
forming a corporate image is not a new strategy. It began
almost a century ago. According to Gregory, authors of the first
real image ads concentrated on the great changes taking place

in the American lifestyle. At this time in history, new

industries were being formed with the inventions of the
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automobile, telephone, airplane and radio. The general public
needed to learn about these new products.

James Gray believes that the discovery of the image
relationship between business and public began in the 1950s.
Gray is a media impact owner and principal consultant. Gray
designs and conducts seminars for businesses, the government
and educational institutions. He beleives that the the growing
relationship between businesses and the public started to
blossom in the 50s. A National Industrial Conference Board
report concluded, “The 1950s were a period when most
Americans viewed the business community with relative trust
and respect” (Gray, 18). Americans were satisfied with
businesses and their role in the community. The economy in
the early 1950s turned from war to consumer goods. The auto
industry soared and new homes and families were growing
throughout the United States. Yet, change was around the
corner.

Gray said that changes occurred with the prosperous

economy when John F Kennedy became president in 1961.

According the Gray, “The Kennedy occupation of the White
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House signalled the end of the idyllic. The media became a
major factor in shifting the focus of the American mind from
idyllic Camelot America to one of realities” (19). The realities
the public would face included Kennedy’s assassination, the
civil rights movement, Vietnam and later Watergate.
Furthermore, with advances in technology, television took
advantage of these events to show the public what was actually
happening to America:
The shock of Kennedy s assassination, viewed
publicly by millions closely followed by the
deportation of thousands to far-off Vietnamese
jungles, jolted that American public into a new
reality. As baby-boomers graduated from high
school in the mid-60s, the idea of another war was
abhorrent, especially an unexplained one.
(Gray, 19)
At this time Americans wanted answers from the government.
Yet, Watergate was soon to follow and the federal government
would have to deal with their own image crisis.
After these events the public had a feeling of mistrust and
the younger generation began to denounce their current way of

life. This generation adopted different lifestyles and dressed in

revolt against the current establishment.
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As for corporations, they were not paying attention to the
changes occurring in society. Instead of dealing with the
changes head on, corporations tried to create “good citizen”
roles through their employees and leaders in the company.
Businesses encouraged their employees to become involved in
their communities. Throughout the 1960s companies attempted
to protect the “good citizen” image. Corporations adopted a
stance of enlightened self-interest in community affairs. Yet,
these attempts to become involved were not enough to satisfy
Americans. Gray said, “As Vietnam took its toll, as college
classrooms spilled over, as the resulting war wealth became
flagrant, the national public splintered into subgroups. Some
pursued anew the pleasure of wealth, others rejected profit for
commune ” (20).

The 1970s brought Watergate and Nixon s resignation. The
public ultimately lost their trust in their leaders. According to
Gray, “Watergate signalled the final burst of the innocent
bubble of trust the public had placed in its leaders. This one
event, perhaps more than any before or since, affected the

perception of and trust placed in previously unquestioned
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American institutions” (Gray, 19). This decade also tarnished
corporations’ images due to the oil embargoes. The public felt
distrust once again when gasoline prices rose dramatically.

In the 1980s environmental issues became a concern. Toxic
and hazardous waste stories were splashed across newspapers
and magazines. Americans wanted details about these hazards
and their consequences. According to Gray, “Although air and
water pollution is a primary concern to virtually every
American household in the 1980s, the government responded
with a weakened Environmental Protection Agency (EPA)
riddled with scandal which resulted in the toppling of its
administrators” (Gray, 20). These problems led to further
damage of corporate reputations. The mid-1980s were also
filled with a shaky stock market which caused concern about
the economy. Also the deficit was on the rise and the public
was blaming defense spending for these problems. Many
corporations were directly linked to the defense industry and
once again corporate images were being affected. All of these
issues and several others created a distrustful public that

relied heavily on the media to find out the truth. Gray said,
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relied heavily on the media to find out the truth. Gray said,
“The American public, once inclined to believe what it was told
by business and government leaders had grown skeptical,
distrustful and frustrated. Both business and government were
now attempting to regain public trust, but the chasm was wide”
(Gray 21). The public has a perception about the government
and large corporations. These historical events have lead the
public to believe that businesses and the government
perpetuate tax loopholes, high-salaried and influential leaders
and increasing personal and corporate profits. According to
Gray, “Consumers believe businesses emphasize quality goods
and services too little. In fact, public perception casts business
and government in much the same light, pitting both against

the public good” (6).



Difference Between Corporate
Image and Identity

Companies need to understand the difference between
corporate image and identity before evaluating their needs as a
company. Harold Marquis said, “The corporate image is the sum
of all impressions of the firm in the public consciousness”
(Marquis, 2). Images are different for each individual. Not only
customers, but employees, suppliers to a company or
government officials all form a corporate image about this
company that they are dealing with. Everyday a business
effects its image through employee relations, business dealing
and even in the way the receptionist answers the phone.

Corporate identity is a portion of a company’s image which
is seen or heard. Identity includes a company’s trademark,
store design, slogan, a collection of phrases and any other
element that is visual, tangible and “ all-embracing.” Wally Olins
believes, “Everything that the organization does must be an

affirmation of its identity” (7). The corporate identity plays an



essential part in having an effective corporate image. The
products that a business produces or sells must exemplify the
standards and values that they want in their image. The
buildings, stores, factories and even the fixtures are all part of
corporate identity and play a part in establishing the entire
corporate image.

Communication material including advertising, public
relations, letterheads, training manuals and other items display
a company’s character. These materials need consistency,
accuracy and need to reflect the company and its mission
appropriately. Not only does image projection involve materials
people see each day, but it also involves behavior towards
employees, suppliers, consumers and others. An organization
needs to use the same consistency in its written materials as
well as in its verbal and nonverbal behavior. The way a
business behaves with its employees, suppliers, customers and
its community reflects its image. These behaviors are especially
important to companies in the service industry. Younger
and/or smaller companies usually have a strong identity in

relation to their behavior. The owner(s) are there daily and the
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priorities and goals of the company are watched closely by the
people who own the company.

In a large complex organization with several interests that
are directed by different individuals, competition becomes the
goal for the people within the company. People become
concerned with their individual promotions and success and
not the success of the company. A company’s long-term goals,
purpose and values must be managed clearly and without bias.
If this does not occur, according to Olins, “The organization will
simply become an inert victim of the various fractions that
seek to control it” (7). Mistakes are often made when an
organization gives in to individual pressures and does not look
out for the best interests of the company as a whole. In major
corporations it is often the job of the Chief Executive Officer
(CEO) or a senior board member along with additional outside
consultants to deal with identity management.

Identity is expressed in many different ways, such as a
name, logo, symbols and colors. There must be control and
management over them so that they are consistent with each

other and represent and reinforce the desired identity. All of
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these aspects of corporate identity eventually come together to
try and represent a company’s quality and create consumer
loyalty.

If a company understands the difference between corporate
identity and image it will see where possible changes can be
made to effect the overall image. A new logo is an important
part of an image-making program, but does not create an
entire image. Marquis writes, “An image exists in the minds of
people, not only on the signs and letterheads of the corporation.
Until the new image is communicated through every possible
medium, there will not be a complete program” (2).
Furthermore, today changes in a company’s internal and
external environment are happening constantly. Changes in
products, packaging and innovative improvements impact the
business itself, other organizations, consumers and the general
public. Also if the size of a company is increasing or advanced
technology is being added, such as voice mail, the general
public feels separated from human contact and personal
knowledge. The public becomes unaware of the company’s

values and general knowledge of its products and/or services.
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Why is it so important to examine a company’s identity
program? Because when a company establishes an identity, the
business is focused towards the ultimate goal. The public
should perceive an organization as a good company and know
about the quality product and/or service. So when a company
is looking at it’s identity program it needs to know what the
objective is. Elinor Selame writes, “One of the first identity
goals of any commercial enterprise is to be seen and then
remembered. It is the faceless nature of many of our
corporations that confuses and irritates the consumer” (2).
Consumers want to know the difference between .one company
and another. An organization’s communication material is an
expression of a corporation and its characteristics. These
materials must be planned carefully.

Corporate identity programs effect the overall image. A
favorable corporate image produces a climate which creates
growth and increases earnings. Not only could sales and profits
increase, but the company will have better relations with its
customers, suppliers and their community. This improvement

in relations is due the fact that employees will notice  more
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loyalty. All of these qualitative advantages, potentially
contribute to an effective corporate image. Management,
however, still will not examine the corporate image until it
believes that bottom line or profit will increase.

A two-year study by the advertising agency Batten, Barton,
Durstine & Osborn, Inc. (BBD&O) concluded that a favorable
image contributes to sales and earnings. Two companies in four
different industries were paired, one with a much higher price-
earnings ratio for its common stock. Interviews with men and
women in a wide geographical area were conducted. The
interviews revealed that people don’t just judge a company on
its good works or contributions to the community. First, the
company must be perceived as producing or selling a good or
quality product/service before the consumer appreciates its
good works. In comparing the companies, those with higher
price-earnings ratios had several similarities:

1. It is always improving product lines or introducing

new products.

2. It is a very profitable company.

The public would believe management’s statement s in
a labor dispute.

w



14

4. The public would be more willing to buy that
company’s products than those of other companies.

5. The public would be willing to pay a higher price for

its products.

The public is very familiar with this company.

It cares about the public interest.

8. Its concern with the public interest improves its
standing as an investment.

9. Its concern with the public interest increases public
belief in management’ s statements during labor
disputes. (Marquis, 21)

el

BBD&O conducted another study to collect further evidence.
A quantitative test was conducted on twenty-two companies
out of the top 150 companies, choosing 12 well known and 10
not so well know companies. Interviews were conducted with a
national sample of respondents. Through the interviews the
findings were that 96% were familiar with the well-known
companies and 51% with the less well-known companies.
Through both studies a close similarity was discovered
between the knowledge of products and services and the belief
that the company “cares.” Following the study Marquis said,
“ Almost without exception, ratings were two to three times as
high for the well known firms on credibility, willingness to pay

more for products, and investment merit” (22).
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J. C. Penney’s and K Mart Change
Their Image

For several years J.C. Penny’s was looked upon as a small
chain of stores that featured good products at a good price.
Now, J.C. Penny’s advertisements claim “competitive styling”
and the stores have expanded their product lines. According to
Marquis, “The firm may not have lost all of its former image,
but it does present a new face to customers and investors”
(Marquis, 23). With changes constantly occurring in the
environment around them, companies need to change with the
times and often that includes changing their images. A business
needs a strong foundation to start and to continue growing. But
if a company’ s image does not grow with the company there
will be a negative result. “It is true that performance has to be

”

established before the favorable image.” Marquis observes,
“But these corporations work constantly to maintain their
recognized position” (23).

Currently, K Mart is in the middle of a five-year 2.3 billion

dollar store expansion, relocation and remodeling program
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by 1995. Dave Van Zandt, store manager in Rochester, MI says,
“This is going to be the K Mart of the future” (Sullivan, 16).

The new store design took approximately 18 months for the
in-house staff to complete. The first store opening was in
Rockford, IL and took place in October 1989.

Kate Staples, in an article on K Mart’s new image, writes “For
those who associate blue light special with a hamburger plate,
it’s time to take a second look at K Mart. Long stereotyped as a
purveyor of house-brand polyester bowling shirts, Hawaiian-
print mumus and clear plastic flat shoes, this classic discount
house is finally losing some of its synethic image” (145).

K Mart made a lot of changes. Remember that co;porate
identity is every tangible mark of identity. Marquis says
identity is, “All the vehicles, objects and means of
communication on which the corporate identity is displayed”
(Marquis, 2). We can examine several changes that K Mart
made to its appearance and store design and how it changed
their image.

One important change which occurred concerns using traffic
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patterns to the store’s advantage. The pharmacy and health
and beauty aids departments were moved to the front of the
store with the “consumables” and impulse items. “Positioning
the departments at the head of the main ‘drive aisle’ has
proved a real boom to sales,” according to Van Zandt. To
increase traffic in other areas, the home electronics center was
placed at the far end of the drive aisle. When customers walk
in the door they immediately notice the home electronics
center. Electronics is filled with several visual images. There is
a wall of televisions and electronics and graphics all over the
walls.

Another change the K mart stores have established is to
move the store items around so that related departments are
together. For example, home improvement, hardware, garden
shop and automotive departments have been consolidated into
a do-it-yourself center. There has also been an effort to make
transitions between departments easier for customers. Next to
the sporting goods is exercise apparel which leads the shopper
into the apparel area. Furthermore, in the garment area efforts

have been made to clearly display brand names, such as Jaclyn
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Smith. Upgrades have been made to fitting rooms. Van Zandt
says, “we’ve re-fixtured them, made them larger, and a lot
more inviting and pleasant.”

One of the most important changes has been the customer
care program. “Operation invitation” means the customer will
never have to look fo;' a register. This program brings an
unoccupied cashier out into the aisle to assist customers. The
customer care program is also bringing food into the stores. The
Rochester, MI store will soon have a Little Caesars pizza
restaurant.

All of these changes and many others display the great
emphasis that K Mart places on its image. And with sales
expected to double within the next few years we can see how
important this is for the future of the company and its bottom

line.
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An Established Corporate Image and
Identity is Essential

Companies need to focus on public perceptions and
comprehend when and how to deal with their image. The main
link between the public and the corporation is image. As Gray
notes, “A credible, sound, clear, continuing dialogue between
public concerns and corporate claims must be apparent to
today’s sophisticated public” (22).

Companies are aware of the trends in their individual
industries and want to be perceived in a positive image. Some
corporations are starting to realize the importance of their
reputation, and within the last several years there has been an
increase in corporate image advertising. According to the
Association of National Advertisers, “Image advertising is a
burgeoning business, with more than half of the larger U.S.
companies using advertising to promote ideas as well as
products” (Gregory, 3). Furthermore, today companies are
spending about six times the amount of money on image

advertising. “As recently as 25 years ago it would have seemed
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impossible for U.S. corporations in total to ever spend $50
million a year on image advertising. In 1989 the figure was
well over $600 million and it keeps growing” (Gregory, 3).

This large growth might be due to the increase in mergers,
acquisitions and takeovers which change the structure of the
corporation. Other changes due to deregulation of banks and
financial institutions, and European and Asian advertisers
increased involvement in the U.S. market place and in the
media have raised questions among the public. When any
major changes, like these take place, customers, stockholders
and the employees could possibly picture the company in a
different light or image: “A corporation undergoing important
changes needs to present its new environment for up-to-date
perceptions” (Gregory, 4). However, there are still many
companies that do not wuse the time, money or resources to
create and maintain their image. Most dollars in a company are
spent towards brand and product promotion. There is still room
for substantial growth in understanding how corporate image
effects large and small businesses.

Many corporate executives misunderstand the advantages
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of a positive corporate image. A common belief among
executives is that the money used to enhance the corporate
image will in the end be taken from product advertising and
from overall sales. A survey of executives of various companies
conducted by the National Advertising Agency Network
(NAAN) found that salespeople avoid discussing the company’s
image. One company official wrote, “Such phrasing means no
sale to the salespeople...fluffy stuff, no real teeth. We avoid the
use of that term as if it were the plague” (Gregory, 3). These
negative attitudes toward image advertising make it difficult to
maintain a positive corporate image.

An image does not appear on the company’s financial
records. Yet, the goodwill that is perpetuated by an image is an
invaluable asset: “Without the goodwill of customers,
employees, suppliers and financial services, no company can
long be successful” (Marquis, 3).

The next several chapters will be devoted to seeing how
other companies have succeeded and failed with their image
Plans (if they had one in the first place). Corporate image is

formed and sustained by carefully evaluating the company’s
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Interview with Debbie Aten

R

Debbie Aten is an assistant account executive with Louis
London Advertising & Sales Promotion in St. Louis, Missouri.
Her accounts include Southwestern Bell Telephone, Pet
Incorporated, Seven-Up Company and Venture Stores. Aten
says, “It is important to paint a strong corporate image.
Companies that don’t, often find themselves struggling.” Her
company, Louis London, “tries to be a little funky and a little
more risky,” Aten says. Louis London is located in the Central
West End in St Louis which is a younger more contemporary
location compared to downtown. Aten believes the combination
of London’s location and portraying a fun atmosphere at work
makes the company appear more creative. The creative
directors don’t wear suits. They are allowed to wear jeans and
even boots to work. Aten went on to say that if someone was
walking downtown and saw an individual in a blue suit they
would probably think they worked for Boatmen’s Bank. Banks
have to be conservative so that customers don’t think that they

are spending their money unwisely. But an advertising agency
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may not want to portray such a button down image.
Advertising companies want to appear creative. Aten concludes
by saying, “Image is very important and companies need to
understand how much a positive and accurate image can mean

for their customers and their future.”

Interpreting Results

Companies need to understand the importance of
establishing a strong corporate image and identity. Companies
do care how they are perceived so they need to be sure and do
something about it. More companies seem to be hiring
consultants and looking at where they stand in the public eye.
However, many companies still do not see the entire picture.
Often a company will worry so much about what the people
and organizations think outside the company, they forget the
importance of how the people inside pefceive their
organization. Organization‘s. must remember how important
employee relations are to the corporate image picture.

Companies should communicate with their employees and
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make them feel involved. James G Gray, who wrote the book
titled, “Managing the Corporate Image,” says, “Employees who
are intimately involved with the company are a valuable asset
and should be treated as such. When employees take pride in
their organization, they communicate their positive feelings to
the public. Consequently it is important to nurture goodwill
among employee’s” (Gray, 93).

Furthermore, in establishing a corporate image the company
as a whole should remember that everyone works together to
perpetuate an image. Inside the corporation there are
employees, managers, investors and upper level management,
including the CEO. Outside this circle is the community,
consumers, government and the media. Further outside these
groups there is the general public. According to Gray, “Those
inside and outside the corporation constitute small publics
whose interactions with the corporation contribute to the total
image picture” (Gray, 4).

At the top, managing all of these external and internal
forces is the CEO. Few businesses, have a permanent

department dealing with identity and image. Few companies
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have an area that deals with consultants that are hired to
examine image and identity. Wally Olins says, “The chances are
that the CEO will never have been involved in a corporate
identity program before. He will know what many of the
company’s problems are, but he won’t necessarily think that
many of them are interrelated” (Olins, 158).When a company is
examining its image it is extremely important to look at the
company’s and the CEO’s goals for the future. The department
or the consultant that deals with a company’s corporate image
should follow the same goals or the image plans will have no
effect and could even harm the business. Furthermore, the CEO
doesn’t have to be the only member of management involved.
It is helpful to have different perspectives from other
managers and focus in on what is important to the company as
a whole. Gray says, “The function of leading the corporation,
responding to public demand for credibility, and .forging and
communicating the corporate image should be shared with
other members of management, including line management all
the way to plant management level” (Gray, 75). Gray continues

by saying too often the responsibility of corporate image lies
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with the CEO. However, Gray says, “Corporate managers have
begun to realize that leaders other than those at the top need
to know about corporate public concerns and be able to answer
to them” (Gray, 76).

Once a corporation has followed the necessary steps,
conducted research to discover their opportunities and
strengths, they need to plan for the future. The plan for a
company’s future image should include crisis preparedness.
Long range planning is important for the future of any
company. Harold H. Marquis says, “The corporate image should
be as much a part of long-range planning as research,
marketing, or finance. No company exists without an image. If
the image is ignored during the planning stage, the true picture
of the company may be distorted” (Marquis, 12). The
possibility that a crisis can occur at any moment is reason
enough for management to plan for the future and what to do
in certain situations. Companies cannot be prepared for
everything. However, thinking about the future and how to
handle difficult situations prepares executives and other

professionals. Furthermore, being prepared can result in
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preserving a company’s image for the future.

Future Areas of Research

There are several areas that could be researched further on
corporate image and identity. One area might be to examine the
global market place. Companies are expanding to international
markets more and more. Organizations will have to consider
different cultures and beliefs to establish a positive corporate
image in one country compared to another. Wally Olins briefly
touches on this subject through an example of an oil company.

In 1984 Kuwait Petroleum decided to expand their business
worldwide. Kuwait Petroleum International (KPI) division
wanted to acquire more of the European market. KPI changed
its previous name and symbol. KPI'’s previous name was Gulf
Oil. Olins says, “The company opted for an entirely new name
and identity, intended for a possible eventual worldwide
application” (Olins, 202). The name was changed to Q8, based
on the English pronunciation of Kuwait. The change was

intended to get away from an association with just one region,
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Kuwait and the Gulf area, and become more international. The
symbol was also changed to two sails which were below the Q8
trademark. The sails were based around the idea of traditional
Kuwait trading vessels.

The program was introduced slowly. First the changes were
introduced to KPI’s staff and then to its dealers. Seminars and
teach-ins were held to display the new corporate ideas. The
actual changes took place in 1986. Over 3,000 petroleum
stations changed in six different countries: Sweden, Denmark,
Belgium, the Netherlands, Luxembourg and Italy. Immediately
after this change KPI’s market share increased. According to
Olins, “Although there has, of course, been some advertising,
the company attributes the success of its program largely to
the impact of the new corporate identity program” (Olins, 203).

Another topic that could be discussed further concerns
research methods. Corporate image and identity plans are
based on research. If the initial research is not accurate or
complete enough long term planning for an image will be
incorrect. Yankelovich Clancy Shulman wrote a brochure in

1987 titled, “Marketing Intelligence.” In this brochure he
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states, “Intelligence. It’s what helps us make the right business
decisions that lead to one thing: more successes with fewer
failures...A company learns what it needs to know about itself
and its markets in order to set objectives it can achieve
successfully” (Yankelovich). With so much emphasis on
research, it would be important to look further at some
different ideas and methods.

Finally, an area that could also be expanded on is mergers
and takeovers. These changes within a company have a direct
affect on an organization’s image. Douglas Longmire, senior vice
president at Brouillard Communications, a division of J. Walter
Thompson, said, “The last decade has seen about one in every
six Fortune 500 corporations disappear as an independent
entity. This can be both distracting and motivational for a CEO.
And it’s CEOs we deal with in image advertising” (Gregory, 60).
CEOs need to watch their company as well as the companies
changing around them. James R Gregory continues, “Image
advertising is also important in communicating continuity in
merged or acquired businesses and especially during and after

a takeover” (Gregory, 60). Gregory briefly discusses the
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importance of image and identity during changing times.
However, with organizations constantly changing in today's
corporate environment image should be an important concern

for businesses.

Corporate Image and Identity
in _the Future

Marion G Sobol conducted several surveys with public
relations professionals and discovered that five issues were
most important to these professionals in the 1990s. These
issues express emerging societal and corporate concerns that
are pertinent to how companies will have to think in shaping

their images.

[

. Quality products and services

2. Global competition

W

. Qualified employee recruiting
4. Environmental responsibility
5. Cost consciousness

Sobol says, “Quality products and services will continue to

\
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be a driving force in the quest for corporate reputation.
Without quality products and services companies cannot expect
to achieve or maintain a ‘good’ reputation” (Sobol, 62). As
discussed before, the actual products and services are the basis
of the company’s existence and need to be considered of good
quality to perpetuate a positive image.

In the 1990s there will also be more global competitors,
such as Japan and third world countries. Furthermore,
competition is expected from European markets. According to
Sobol, “Companies will be expected to increase their ability to
communicate internationally and to design products for
international markets” (Sobol, 62).

Environmental responsibility has become a major concern in
the 1990s. Consumers and the general public are holding
corporations responsible for their actions. People would rather
buy products that are environmentally safe. A poll that was
taken in 1990 showed that 52 percent of consumers would pay
more for socially responsible products. Companies need to
follow this trend to establish a strong image in today’s society.

Sobol says, “As Americans become more environmentally
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aware, corporations will not only have to initiate and continue
programs to save the environment, but also communicate their
efforts to their audiences” (Sobql, 63).

Employee relations once again is an issue. The labor pool is
shrinking and corporations need to try harder to sustain an
image that employees will want to work for. According to
Sobol, “Corporations will have to concentrate on their
reputation (especially in dealing with employee relations) to
continue to be able to recruit and retain qualified employees”
(Sobol, 63).

Finally, public relations professionals are concerned about
cost consciousness in the 1990s. The start of the 1990s began
in an economic recession and consumers are very careful with
their money. Sobol continues by saying, “Corporations will have
to emphasize their concern for the economy and prove that
they can produce a value-added product” (Sobol, 63).
Companies in the future will need to minimize their .costs and
show the increased value of their products.

The concept of a company creating and maintaining a

positive corporate image and identity is important now and

\
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will continue to be in the future. This does not mean that just
one advertising and public relations departments work hard to
constantly achieve a good image forl their company. Image
involves everyone. Marquis says, “If production, research,
finance, marketing, and other major functions of management
are the building blocks with which the corporation is
constructed, the corporate image is the facade that is seen by
everyone” (Marquis, 12). Because image involves everyone, it
cannot be a mere facade. It must be real. Employees, familiar
with the company’s inner workings, will not buy into any
image concept that they feel is contradicted by reality.

William Butler Yeats was referring to a model or vision of
what a man could become saying, “Man is nothing till he is
united to an image” (Gray, 71). I agree with Gray in that the
same is true for a corporation. Image is reality and companies
need to understand the importance of how they are perceived

by others.
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