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PREFACE

With growing digitalization and technological advancement everywhere, individuals have
opportunity to access information, which make them savvier, more sophisticated, and well informed,
resulting in empowerment. They are no longer passive recipients of messages. Thus, managing
communication has become more complex for corporations, strategic business units and individual

brands. This complexity necessitates a new understanding of excellence and communication.

Excellence in corporate and marketing communications can vary from unique ideas to long-
term consistent implementations, which develop brands and corporations toward measurable success
through appropriate, inventive, and innovative communication strategies and tactics. Therefore, it is

important to explore the ‘excellence in communication’ in companies today and tomorrow

The pivotal theme of the 2015 CMC conference concerns discovering, analyzing and seeking
to take advantage of current and future challenges in regard to the achievement of excellence in

corporate and marketing communications. The Conference concerns excellence in communication.

e  What does excellence in communication mean?

e How can excellence be achieved?

e How do firms develop excellence through sustainable and accountable
communication strategies?

e How can brands and organizations consider excellence from the perspective of
consumers in order to gain advocacy?

e  What metrics can be used to measure excellence in communication?

These questions, along with other topics, were addressed at the conference.
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Impression Communication through
Architecture: A Framework for Architecture
as a Process of Marketing Communications

George G. Panigyrakis, Athens University of Economics and Business, Greece
Antigone Vrouva, Athens University of Economics and Business, Greece

Abstract

This study aims to fill a gap in the marketing strategies theory concerning the use of architecture as a
tool of impression communications. Current literature investigates the subjects of impression
management, impression marketing and architecture as a brand in a fragmentary way without
integrating them within a coherent model. More specifically the use of prominent architects as a tool
of impression marketing -especially in the case of city branding- has not been investigated from the
perspective of impression communication. The study proposes a conceptual framework which
incorporates notions from the existing literature in order to approach the relationship between
architecture and impression communications. The findings reveal the interaction of four variables:
city image, architect’s reputation, museum’s reputation and architectural design. The use of these
variables within the scope of marketing strategies results to the creation of a message aimed at
influencing the perceptions of a target group. The importance of the media for the transmission of
the message is fundamental. The case of Guggenheim Museum in Bilbao was discussed as an example

of the application of the above marketing strategies.

Keywords

Architecture, impression marketing, city branding, perceptions, Bilbao, Guggenheim
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Introduction

Visual orientation determines more and more today’s business environment (Foroudi, Melewar and
Gupta 2014). Architecture as well as art in general are regarded as valuable assets reflecting the
organization’s identity and contribute to brand image and to the communication of its values. In
particular, buildings are perceived as another marketing tool representing the status of each company
and communicating its intentions to internal and external stakeholders. The contribution of
architectural design to corporate identity is based on the interconnectedness of three different
components which are taken into account during the creation of marketing strategy: distinctive

design, celebrity architect and media (Kirby and Kent 2010).

Kirby and Kent (2010) investigate the relationship between the architectural design of shops
and brand identity. Architectural design is used as creation, augmentation, and communication of
corporate identity. Corporate identity is partially contained in the visual identity. Visual identity is
the creation of favorable public images transferred by visual channels which may be symbols and
logos (Balmer 2001). Visual identity through name, logo, typography, color contributes to the
augmentation of brand awareness (Balmer and Greyser 20006). A recognized architect, who enjoys an
international reputation, can be characterized as a brand and therefore can be connected to the brand
identity. This in turn, helps a company to create a competitive advantage and differentiate itself in

the market creating particular impressions in a target group.

The transmission of the message as a means of communication in the today’s globalized
world moves around three axes. The first involves the networks and the rapid transmission of
electronic data through the Internet in general. The second is the dissemination of static images of
objects (e.g buildings) generating pleasant impressions. Today’s society might rather enjoy the
depiction of pleasure than the pleasure itself. The third involves the objects themselves. These objects
stand and function within the scope of global consumerism: globalization of coffee is the
globalization of brand Nescafe, the globalization of beverage is the globalization of Coca-Cola. To
this extent, anything that might happen in one place can happen everywhere through the

transmission of image (Tournikiotis 2006).

Since the beginning of the 1980s, famous fashion companies such as Armani, Gucci &
Comme des Gargons had realized that architecture could be a very useful marketing tool. This
strategy was applied in the design of the interior and of the exterior of shops by prominent architects.
The objective was the differentiation of the company from its competitors through the enhancement
of corporate image and identity and the creation of uniqueness feelings to prospective customers.
Thus stores were considered to be as three-dimensional advertisements that send out powerful signals
to a number of stakeholders (Kirby and Kent 2010). At the same time the enhancement of the
company’s prestige through these buildings inevitably led to the improvement and establishment of
the profile of the respective architect. The collaboration between luxury fashion brands and the most
prominent architects and artists, both in stores and in “third spaces” outside of stores, such as “the
mobile art” for Chanel and the “Prada transformer” used for cultural exhibitions and live events

reveals that brand image is communicated through architecture.

In modern architecture, it is observed that many cities have iconic buildings which are
characterized by large scale and dynamic form. Many companies with strong brand name pursue to

connect their logo and brand identity with iconic buildings designed by famous architects. In
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addition, iconic buildings are called upon to create the language for a society in search of a new
identity, for corporations and cities in order to provide a new myth (Kaika 2010). Building history
reveals that companies use architectural design and symbols to communicate their brand image and
identity (Messedat 2005; Bargenda 2015).

Research Gap

There is a wide variety of literature related to atmospherics effects as a marketing tool (Kotler 1973-
1974; Donovan and Rossiter 1982; Baker, Grewal and Pasaruman 1994; Sherman, Mathur and
Smith 1997). Kirby and Kent (2010) investigate the contribution of architecture to retail store design
and the communication of brand identity. The exploration of the form and function of fashion
designer and architect partnership in collaborative space has been recently discussed by Anderson,
Nobbs, Wigley and Larsen (2010). Moreover, large attention has been given to issues such as the
form and function of flagship stores (Manlow and Nobbs 2012), the influence of store image on store
own brand perceptions (Collins-Dodd and Lindley 2002) and the importance of lighting design in
stores (Areni and Kim 1994). When surveying the above literature, many of the ideas presented have
not been connected to the end of establishing a uniform model concerning the contribution of the
overall architectural design to integrated impression communications, even though such a model can
be asserted from the above literature in a fragmentary way. It is important to consider the holistic

nature of architecture as a communication tool.

In addition to the absence of a comprehensive literature review, the existing models and
frameworks have not been integrated in order to form a general and coherent structure. The existing
models describe the cooperation of architecture and fashion designers in terms of stores, products and
“third space” (Anderson, Nobbs, Wigley and Larsen 2010). Indeed, the categorization of the
literature related to this study has proved a difficult task. As Bitner (1992) states: “In marketing there
is a surprising lack of empirical research or theoretically based frameworks addressing the role of
physical surroundings in consumption settings. Managers continually plan, build and change an
organization’s physical surroundings in an attempt to control its influence on patrons, without really
knowing the impact of a specific design or atmospheric change on its users”. The terms of
atmospherics, aesthetics, environmental psychology and purchase behavior have been used over the

last 30 years in order to explore this literature stream.

Objective of this study is to initiate the move from abstraction to the development of a new
marketing tool that focuses on the use of architecture by companies or other entities in order to send
a message and create brand impressions. To that end the creation of a comprehensive conceptual
picture of the relationship between architecture and marketing and more particularly of the

contribution of architectural design in terms of marketing impression will be attempted.

This paper attempts to provide a literature review on the subject of the connection between
architecture and impression marketing that is structured around the development of an integrated
conceptual framework. The framework is conceptualized gradually along the discussion of the ideas
and has as a reference point the basic model of communication. Complementary theories by various
authors will be presented together so that possible commonalities can be found. Integrating the
perspectives of architecture and marketing from a number of authors will provide a structure by

which the subject may be better understood. Moreover, purpose of this study is to combine the basic
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term of architecture with that of impression marketing in order to fill a gap in the research agenda.
Finally, in this paper the museum as a commercial product and the architect as an international star

influencing the perceptions and impressions of a target group will be discussed.

Literature Review of Integrated Impression Communications

Impression Management

Literature provides numerous definitions which describe impression management not only at
individual but also at macro-organizational level. In the centre of all these definitions is the
comprehension that people perceptions about a phenomenon can be directed and controlled by
others (Grove and Fisk 1996). Organizations use impression management techniques in order to

manage their image and convey a desired impression successfully to a target audience.

Since the introduction of the impression management theory, research efforts have been
focused on interpersonal exchange. According to Bozeman and Kacmar (1997), impression
management theory was first introduced by Goffman and his dramaturgical model according to
which many dramaturgical devices such as gestures, expressions, dressing were used by persons to

stimulate a particular response from others.

Impression management can not only be used at individual level but also at corporate level.
In this case, an organization or its representatives act as guards of information in order to influence an
audience’s attitude, perceptions and ultimately behavior (Grove and Fisk 1996). Harris and Spiro
(1981) define impression management as an influence attempt regarding the manipulation by a
salesperson of the impressions he creates in order to achieve a predetermined favorable response.
Impression Management at organizational level is used in order to manage stakeholder perceptions
and evaluations (Mishina, Block and Mannor 2012). Most studies related to impression management
theory tend to focus on the application of impression management techniques in order to explore
forms of corporate communications such as annual reports (Merkl-Davies and Brennan 2011;
Rahman 2012; Schileicher 2012). A close examination of the literature reveals a lack of empirical
research into how the associations between impression management and architecture could be applied
to growth strategies of an organization. Corporate branding literature reveals that through brand
communications stakeholders develop particular impressions of the organization (Abratt and Keyn
2012). Impression management theory could therefore use architectural design as a tool of

communication to build the corporate brand.

Impression Marketing

In recent years many inventive ways have been used to describe the activity of marketing.
Marketing strategy is described as “warfare”, marketing of services as “theater”, consumer transactions
as “performance”, consumption as “experience” (Grove and Fisk 1996). The characterization of
marketing as impression management is another way to investigate the nature of marketing.
Objective of impression marketing is to study all the factors which influence the consumers’
impressions and to reach conclusions useful to their manipulation. An important factor which
indicates consumer’s satisfaction is his preconception about the company which is confirmed by the

impression attained after he has visited it.

Impression management techniques can be found in interpersonal marketing exchanges such

as buyer-seller interaction (Harris and Spiro 1981; King and Booze 1986). It has also been discussed
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by Evans, Kleine, Landry, and Crosby (2000) how first impressions of customers impact effectiveness
in an initial sales encounter. It can also be observed in more general marketing areas such as product
positioning, corporate image advertising or even integrated marketing communications (Grove and
Fisk 1996). Since a great deal of marketing activity can be classified as impression management, that
is actions aimed at conveying a particular image through symbols, words and movements in order to

provoke a desired response, it is suitable to explore marketing through impression management.

Impression management techniques are presented at various elements of the traditional
marketing mix. For example, physical features such as the product’s color, shape and size are
important elements of a product which transmit particular meaning and may affect consumer
response. The brand name, the packaging and the logo that might be chosen for a product are all
capable of influencing consumer perceptions and impressions as well. If a product is to cause a
positive response, the company needs to understand and take into consideration consumer reactions
at the stage of its planning. From this aspect, the process of product planning depicts the effort of a
marketing strategy to manage consumer impressions about the product and the company itself. In
addition, the price of a product influences and manages consumer impressions related to its quality

(Grove and Fisk 1996).

Product promotion among all the elements of marketing mix is most closely related to
impression management. The capacity to develop and maintain a desired image for a product,
manufacturer, store, company is one of the significant objectives that a promotion strategy can
accomplish. An understanding of impression management during the process of personal selling may
enable sales personnel to adapt their communication tools in order to impress clients. Sales
promotion techniques such as contests, special deals and other various incentives are possible to cause
feelings of excitement that might be transferred to the offering, ultimately affecting consumer’s

perception and impression for the brand (Grove and Fisk 1996).

Advertising and public relations are regarded valuable tools to a marketing strategy in order
to create and manage consumer impressions through the development of a desired image about a
product, company and manufacturer. Words, pictures, actions, colors and other means of
communication are used to create and transmit a particular message in symbolic form (Grove and

Fisk 1996).

Similar considerations can be examined regarding the application of impression management
in another element of traditional marketing mix which is distribution. The atmosphere of a store in
which the product is merchandised, the quality of customer service, the type of outlet where a
product can be found such as discount store or speciality store and other critical functions represent

the effort of the company to manage consumer impressions of a product (Grove and Fisk 1996).

Conceptual Framework

In order to study the association between architecture and impression communications it is necessary
to start from an overview and initial structure of the field. The structure of this field begins with the
basic model of communication (following the model of Cirilly, Moultie and, Clarkson 2004, adapted
from Shannon, Figure 1), continues with the application of this model in product design (according
to Moné in Crilly, Moultie, and Clarkson 2004, Figure 2), leading to the conceptual framework
developed in this study (adapted from Cirilly, Moultie, and Clarkson 2004, Figure 3).
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A basic system of communication consists according to Shannon of five elements: source,
transmitter, channel, receiver and destination. The message produced by the information source is

transmitted to the receiver through a channel. The receiver decodes the signal and the message arrives

Moné has adopted this basic model of communication in order to study the product design:

at the destination.
“ TRANSMITTER CHANNEL

Figure 1. Basic model of communication (adapted from Shannon).

-

"man

products send out messages formulated in a ‘language’ that we perceive with our senses. The producer
of the product has the responsibility of design and manufacture. As the source of the message are
regarded the designer or the design team. The transmitter of the message is the product itself and the
channel can be viewed as the environment in which the consumer interacts with the product. The
receiver of the message is the consumer’s perceptual senses and the destination is the ability to
respond to this message. The response of consumer includes three further elements: cognition, affect

and behavior.

Environment-channel

Producer Consumer

SOURCE TRANSMITTER RECEIVER DESTINATION
Response

Designer Product Senses

Cognition  Affect Behavior

Figure 2. Basic framework for design as a process of communication (Crilly, Moultrie, and Clarkson 2004).

The relationship between architecture and impression communications requires the
development of a new conceptual framework. The extended conceptual framework adopted in this
research is mainly based on the model of Crilly, Moultrie, and Clarkson (2004) on the context of

consumption as well as on the existing literature.

This model demonstrates:

1. The association between the products of architectural design and the impression
marketing causing a response.

2. The benefits from this association for organizations and more specifically for non-profit
organizations.

3. The relationships between other empirical and theoretical variables related to the

subject.

The literature discussed below reveals that customer’s impressions and perceptions can be

directed by others in order to convey a particular message about the corporate image and reputation.
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Figure 3.Conceptual model for architecture as a process of communication.

The study starts by discussing some key assumptions that lay underneath the research
agenda. The design team (source) is the architect who determines the form and studies the visual
effect which an iconic building should convey. More specifically the architect uses a distinctive design
in his impressive constructions in order to command media attention and attract more customers or

visitors in a store or in a museum respectively.
The products of the architectural design are:

1. Iconic buildings which are contemporary architectural icons operating as branding
objects for transnational corporations or as speculative objects for real-estate
investors (Kaika 2010). These buildings have been typically designed to convey the
message of the urban regeneration and communicate place marketing strategies
(Kirby and Kent 2010).
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2. City branding includes not only the architectural design of iconic structures but also
the architectural design of the landscape. City branding has the intention to change
the way places are perceived by specific target groups (Kavaratzis 2005).

Within this context, iconic architecture can be better understood as a symbol for an
organization or for city management agencies in order to communicate their corporate identity and

image.

1. Interior design of a building includes many variables which are mainly associated to
the atmospherics tools of a store. Extent research on retail environment has been
limited to the store interiors and how store atmospherics affect shopper’s behavior
(Kotler 1973-1974; Turley and Milliman 2000). On the contrary the research

largely overlooks the interior design of a museum.

2. Luxury products are designed by well-known architects in order to communicate the
differentiation strategy of an organization. Many architects have collaborated with
fashion luxury companies: Zaha Hadid with Louis Vuitton, Lacoste and Swarovski,
Frank Gehry with Louis Vuitton and Tiffany&Co. The design of luxury fashion
brands from celebrity architects is a way for organizations to strengthen and
maintain control of their image, to promote an identity that enhances the brand and
to attract more customers to the stores. Of course this collaboration enhances

simultaneously the image and the prestige of the architects.

The definition of “product” has recently been expanded in order to describe the non-profit
organization marketing, social marketing and image marketing (Ashworth and Voogd 1994). In this
study, places are the products which are characterized as brandable entities if their features can
differentiate them from each other (Kavaratzis and Ashworth 2005).

The environment within which the product is to be perceived includes the impression
communication techniques which convey a particular message in order to manipulate the perceptions

of a target group and create the desired impressions about the product.

The message which is transmitted by the product is perceived by the senses. Architectural
products are used strategically from impression communication elements to create multisensory
experience for a target group. Manlow and Nobbs (2012) in their research for the meaning of the
flagship store for managers and customers suggest that branding through luxury flagship stores is a
way not only of promotion and advertising for the brand but also a method of connecting
emotionally with customers through the creation of meaningful experiences that might finally lead to
relationships. A real architectural experience is not a series of images; a building is approached and
confronted by the human body as a whole (Holl, Pallasmaa, and Perez-Gomez 2007; Bargenda
2015). The challenge for an architect is to stimulate and influence the perceptions of a target group

through the building and its environment in this holistic manner.

The term “aesthetics” is defined as the sensual perception of the reality and is associated to
consumer research as far as it describes experience as the apprehension of something via the sensorial
and the physical, underlining the significance of embodiment and connection between the mind and

the corporeal feeling (Joy and Sherry 2003).
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Cognitive response refers to thoughts, beliefs or any of a number brain-related activities
connected with perception, memory or learning. Perception is a mental process which starts with the
conception of basic and important structural features. Rudolf (1974) suggests that perception is
necessary for the comprehension of shapes, colors, movements, compositions, structures and features.
Perception is different from person to person and is influenced by each person’s experiences. The
image of an object perceived by a person is formed by all his visual experiences which this person has
developed about the object during his life. Experiences are printed in the human memory within the
framework of time and space. Accordingly memories of experiences in a specific space play a central

role in the perception of an environment and subsequently in the creation of a specific impression

(Rudolf 1974).

Affect has been conceptualized variously as feeling, mood and emotion in order to explain
the emotional consumer’s response towards products. Consumer’s potential feelings towards objects
may be variable and contradictory such as admiration, disappointment, amusement or disgust (Crilly
Moultrie, and Clarkson 2004).

The environment psychology model of Mehrabian and Russel (1974) suggests a framework
on the impact of merchandising on perceptions of store brand quality. This model consists of
environmental stimuli, the intervening emotional state which can affect approach or avoidance
behavior. Such behavior can be observed in retail environments and influences the consumer

perceptions of brand images.

Research Questions Development

Effects of Impression Marketing Orientation of Cities

As the contemporary market place is characterized by economic and culture globalization and fierce
competition, improving product recognition and differentiation is a major theme for organizations
(Kavaratzis 2005; Kaplan, Yurt Guneri, and Kurtulus 2010). As a result cities, regions and countries
develop competitive strategies in order to attract anything that might generate wealth (Zenker, 2009;
Darchen and Tremblay 2010). In an effort to respond to the demands and the challenges of the
competition and to meet the needs of more target groups, public administrations have recognized the
importance of the application of marketing methods in order to built the city image. These strategies

aim mainly at stakeholders such as residents, investors, tourists, students, artists, cultural events.

There are a number of articles which discuss the application of marketing techniques in
places (Gomez 2000; Kavaratzis 2005; Kavaratzis and Ashworth 2008; Kaplan, Yurt, Guneri, and
Kurtulus 2010; Eshuis, Braun, and Klijn 2010; Saez, Perianez, and Mediano 2013). In city
marketing theory, city is regarded as a product which consists of a number of tangible assets such as
buildings, constructions, roads and a number of intangible assets such as image, brand, identity,
value, culture. Just as in the case of any other product, these assets are a tool through which the city
can differentiate itself from others and meet the needs of different target groups. City marketing
literature investigates the definition of a city’s product and its brand image and identity in such way
that its recipients will perceive it as it is intended to be marketed. Yet the aforementioned literature
does not examine the above findings from the specific aspect of architectural constructions in the

form of iconic buildings within the scope of impression communication, as it largely overlooks the
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place branding techniques related to the creation of intended perceptions and impressions of a target

group, such as the commissioning of well-known architects to the end of enhancing the city’s image.

Kavaratzis (2005) identifies that the built environment such as iconic structures and the
effectiveness of city authorities and urban development agencies can communicate a message about
the image of the city. The context of the message has to change the way the image of a city is
perceived by a number of stakeholders (Kaplan, Yurt, Guneri, and Kurtulus 2010). Many declining
cities such as Bilbao in Spain created a narrative model of place branding in order to communicate
the urban regeneration and development based on culture and heritage (Kavaratzis 2005). Curtis
(20006) points out that every city needs iconic architecture which functions as anchor on which the
stakeholders of city can be moored not only spatially but also spiritually. It is the architect and his
work that promise uniqueness and an international reputation to organizations. The majority of the
studies has examined the collaboration of celebrated architects with fashion luxury flagship stores and
has paid little attention on how architectural structures such as museums, theatres and opera houses
have contributed to urban regeneration. In their research of architecture as a brand, Kirby and Kent
(2010) stress the need for more research on how iconic architecture influence the perceptions related
to the urban redevelopment through buildings designed by well-known architects. Therefore it is
reasonable to assume that city authorities use iconic architecture and well-known architects in order
to influence positively the impressions of target groups. Iconic architecture in this study is
operationalized as a communication tool for urban management as a means of affecting the
stakeholder’s perceptions who is on the other hand not supposed to perceive it as an intended

marketing strategy.

The research questions are developed based on existing literature on architectural design,
consumer behavior and impression management. Each one has been the topic of research, but a

connection between them has never been exploited. The first research question is as follows:

RI: Iconic architecture in cities is used as a communication tool in order to influence the

stakeholder’s perceptions.

Applying the philosophy and principles of marketing in cities, it is vital to explain the
literature related to brand image and identity. According to Kotler et al (2000) a brand is a name, a
design, a symbol, a sign, a term or a combination of these elements that characterizes the goods and
services of a seller or a group of sellers differentiating them from the competitors. Kapferer (1992)
identifies that the brand is not the product and its physical characteristics; instead, “it is the product’s
source [and] [...] meaning”. Moreover, as defined by De Chernatony and McDonald (1992), a
successful brand is “an identifiable product, service, person or place, augmented in such a way that
the buyer or user perceives relevant, unique, sustainable added values, which match their needs most
closely”. Based on this approach, the brand of a city is its name and logo related to a group of assets
(tangible, intangible) perceived by its target group that provoke positive or negative responses-

reactions (Saez, Perianez, and Mediano 2013).

Herzog (1963) defines image as “the sum of the total impressions the consumers receive from
many sources”. Ger and Askegaard (1996) define image, as “a mental representation, a network of
meanings stored in the memory, in a particular structure, and along with affective, motivational and

sensory aspects”. Brand image refers to the meaning that the consumers create an association with the
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product (McGrath 2005), based on experiences, impressions and perceptions of the functional,
emotional and symbolic attributes of the product (Dobni and Zinkhan, 1990; Kaplan, Yurt, Guneri,
and Kurtulus 2010). According to Aaker (1996), brand identity is defined as “a unique set of
associations that the brand strategist aspires to create or maintain”. Brand identity is referred to
sender’s side and indicates how the organization wants the brand to be perceived. Within this context
and having taken into consideration that a place/city might be regarded as a product, a premise is
developed based on the way people understand the city through their own perceptions and use those
perceptions in order to create an understandable image of it in their memory. On this premise it is
assumed that “the best way to attempt to influence peoples’ perceptions and image of a city is the
same way that the private sector has been using for years for its goods and services, i.e. by creating and
developing its brand” (Saez, Perianez, and Mediano 2013). Therefore, based on the discussion
suggesting that people’s impressions and perceptions are influenced by the image of the city, the
administration of which intends to communicate, it is easily asserted that the impression
communication theory latently exists in the respective literature even not expressly elaborated in it.
According to Kirby and Kent (2010), the brand image is communicated through architecture and
architectural design. A prestige architect with global reputation plays an increasingly central role in
the success of the communicative power of buildings. These opinions suggest the following research

question:

R2: The use of a reputable architect by city administrations affects significantly the brand
image and identity of the city perceived by stakeholders.

Kavaratzis (2005) suggests that city branding through culture and entertainment enhances
the brand image of the city and attract the interest of new audiences. Museums belong to cultural
activities related to city branding. The application of marketing methods by museums is a recent
research area while the adoption of these techniques to museums is still on discuss. Marketing in
Non-Profit Organizations, Image Marketing and Services Marketing are used in order to explore the
application of marketing tools to museums (McLean 1994; Kapplinger 1997; Kotler and Kotler
1998; Kavaratzis 2005; Pusa and Uusitalo 2014). In addition, experiential marketing might be
applied to museum marketing (Kirezli 2011). Museum marketing is characterized as a relationship
with museum stakeholders such as visitors, staff, local administrators, museum professionals,
researchers, sponsors and the media (Rentschler and Reussner 2002). Museums are historical places
that offer experience and happenings which intend to appeal to all the senses of the public. The
museum building and its architecture have become a recognizable symbol, representing the brand
image of the museum and the cultural and financial power of the city. It has been observed that the
design of a museum with a distinctive brand name (Guggenheim, Louvre) by a famous architect
attracts the media attention. Such an event communicates the message that tourists from all over the
world should visit the city possessing this emblematic structure. Consequently, the market value of
the city is increased and the city image is enhanced (Kapplinger 1997; Pusa, and Uusitalo 2014).
When a museum is perceived as a commercial product and an architect as an international star,
architecture plays a significant role in building a museum’s brand image and identity. All these
features influence the subjective preferences and the impressions of a target group (Pusa and Uusitalo
2014). Therefore, based on the previous literature, an argument has been made that the museum
building and its iconic architecture has a significant effect on the image of the city. Thus the
following research question is derived:
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R3: The architect and his architectural design in museums affect significantly the impression
of a target group about the brand image and identity of the city.

Empirical Study

The research conducted seeks to analyze the connection between architecture and impression
communication and to focus on the role of the architecture of museums related to the creation of city
image, using the content provided by articles and books. The analysis uses a set of different variables
supporting positively the hypotheses which have been developed in this research. Additionally,
strategies of indirect forms of communications related to the manipulation of holistic impressions of a
target group are discussed. This paper thus offers a different perspective which complements the

existing literature.

Research Methodology

The methodology for collecting information for this research was based on content analysis
and its application on articles and one book related to Guggenheim Museum in Bilbao, Spain.
Guggenheim Museum in Bilbao is selected as a plethora of publications investigates and describes
how this unique phenomenon changed the city image from a declining industrial city into a
revitalized metropolis. More specifically, emblematic urban projects functioned as a symbol of the

city’s image providing a modern, innovative and attractive environment for business.

Content analysis method has been applied in many managerial researches such as impression
management, downsizing, negative organizational outcomes, corporate crises, corporate reputation,
strategy reformulation, CEO succession. At its most basic, word frequency has been considered to be
an indicator of cognitive centrality or importance. The change in the use of one word reflects a
change in attention. As Duriau, Reger, and Pfarrer (2007) state “content analysis assumes that groups
of words reveal underlying themes, and that, for instance, co-occurrences of keywords can be
interpreted as reflecting association between the underlying concepts” (Duriau, Reger, and Pfarrer
2007).

In the current study content analysis has been chosen as a flexible method revealing
underlying themes related to the comprehension of the subject. In line with this scope, this research
analyzes the architectural thinking and methodology of the famous architect Frank Gehry and
explores the way in which his distinctive architectural design and the impression marketing decisively
contributed to the re-evaluation of the city image and identity. This study seeks to ascertain the
strategies of city marketing applied in Bilbao and especially how city administration authorities
communicated a message to the receivers making use of marketing tools not directly perceivable by

the latter.

Content analysis can identify relationships and correlations between different variables. Key
words selected from articles and one book examine the connection between architecture and

impression communications.

More specifically, the following material has been examined:
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Table 1. Material has been examined in content analysis method.

Number Author
1 Dolan D.
2 Kapplinger C.
3 Cerro G.
4 Boland, J., Jr.,
Collopy, F.,
Lyytinen, K.,
and Yoo, Y
5 Isenberg, B

Year

1999

1997

2013

2007

2009

Title

“Cultural franchising,
imperialism and

globalization: What's new?”

“Architecture and the

marketing of the museum”

“The alleged Bilbao Miracle
and its discontents,
Santamaria, Urban

Megaprojects: A Worldwide

View”
“Managing as Designing:
Lessons for Organization
Leaders from the Design

Practice of Frank O. Gehry”

“Conversations with Frank

Gehry”

Type

Article
International Journal of
Heritage Studies, Vol 5 No 1,
pp- 58-64.

Article
Museum International
(UNESCO, Paris), No 196, Vol
49, No 4, pp. 6-9.
Article
International Journal of
Heritage Studies, Vol 5 No 1,
pp- 58-64.

Article
Massachusetts Institute of
Technology, Design Issues: Vol
24, No 1, Winter 2008, pp. 10-
25.

Book
Edition Alfred A. Knopf.

The variables which have been explored in the content analysis are:

Table 2: Variables analyzed

Reputation

Image

Design

According to Kassarjian (1997) words are used as symbols in content analysis method as a

means of a systematical examination of the content. In the Table below are summarized the basic

words (units) that describe best the variables mentioned before.
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Table 3: Units of measurement

VARIABLES UNITS SAMPLE
ARCHITECT’S Fame, International renown Article 1
REPUTATION Asset, Big names, Prestigious Article 2

Global architect
Article 3
High powered, Episode in Simpsons Book
MUSEUM’S Brand name, Article 1
REPUTATION International brand, Guaranty of quality,
Franchise
ARCHITECTURAL ) ) Article 1
Spectacular, Recognizable, Symbol & Sign,
DESIGN .
Cause the media
Identical, Calculable individuality, Exciting Article 2
reptile forms, Attractive, virtuoso
Unigue products, Unique approach, Article 4
Unique experience, Unconventional shapes
Prestige, Emblematic, Culture theme park,
Unusual, Surprising, Shocking Article 3
Monroe picture
P Book
CITY IMAGE International Attention, Cultural identity,
Appea| Article 1
Limelight, Impact on the market value of the
city Article 2
Metropolis Article 4
Modern, Competitive, Revitalized, Dynamic, Article 3
Successful, Revived, Positive
Results

The use of a signature architecture designed by a prestige architect enhances the image of the city and
influences the way it is perceived by a number of stakeholders. Of course, this objective was assisted
by the fact that “Guggenheim” has been marketed as a brand name within the scope of the museum’s
strategy of creating the first global museum brand (Dolan 1999). The Guggenheim museum in
Bilbao is regarded as an emblematic structure which has changed the impressions of the public
through the communication of a message: Bilbao city from a declining city was converted into a
successful, competitive and revitalized metropolis (Cerro 2013). At the same time, this new urban
landmark, with its image of innovation and dynamism, is regarded by many as the most important
reason to visit Guggenheim Museum, since it is believed that the building itself is more interesting

and attracting than the context of collection it was designed to house (Sainz 2012). The museum put
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Bilbao on the world map thanks to the innovative architectural style of Frank Gehry. Cities should
try to differentiate themselves from their competitors positioning themselves with a defined image.
The strategy of positioning in the chosen target market includes an image and a brand (architecture)

in order to communicate the city values and assets.

Urban design based on iconic buildings inspired by recognizable architects is one of the
strategies of place marketing which is used in order to re-generate and re-develop the image of the
city. A museum functioning as a brand develops its strategy using symbols such as the museum’s
name, architecture, the culture of the city. All these elements create associations between the brand
and the target group, influencing the impressions related to the communication of the success story

of the museum.

Limitations of the Research and Future Directions

The methodology set out in this paper provides researchers with tools to examine architecture as a
process of impression marketing communications. Content analysis has been used in order to
approach a theoretical subject in the marketing literature which has never been analyzed extensively
before. Therefore much of the analysis relies on common-sense interpretation and insight which have
been recast and enriched by existing theory. Given its limited extent, this paper by bringing together
a body of work from a cross-disciplinary perspective can serve as a guideline for a more integrated
understanding of architectural design as an impression marketing tool to the end of communicating a

message to a particular target group of interest.

Future research on the use of architecture as a communication tool -not only by
organizations but also by cities and museums- may benefit from the incorporation of ideas from
complementary disciplines such as history of art and culture and psychological theory which have
been studied from marketing theory for many years. Taking the research further would require a
comparison of impressions of the museum’s stakeholders (e.g. the visitors, the staff, the local
authorities, the researchers, the sponsors) using other means of data collection, such as in-depth
interviews. This would serve the authentication of the above findings and it would allow the eventual
transposability of the findings. Finally, for future study it is recommended that further research is
undertaken on other cities with emblematic buildings presenting similar characteristics as the Bilbao

case. Thus the general validity of the outcome could be tested.
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Abstract

The purpose of the study is to explore the level of IMC practices in selected Malaysia Government-Linked
Companies (GLCs) and to provide insights into the four stages of IMC framework and the four pillars of
IMC. This study utilizes the combination of quantitative and qualitative methodology in order to examine
factors influencing the subject’s perceptions and to penetrate their internal logic and interpret their
subjective understanding of the IMC practice in selected GLCs. Informants of the present study are senior
managements, managers, executives, and stakeholders of eight selected GLCs in Klang valley, Malaysia.
Findings show that majority of the respondents perceived the eight selected GLCs have already
implemented and practiced most of the elements of IMC. Results also suggest that the four stages of
IMC framework, is very suitable as a measure for assessing the level of IMC practices in the

organization.

Keywords

Integrated marketing communication, government-linked companies, the four stages of IMC framework,

the four pillars of IMC and level of IMC practice.
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Introduction

The contemporary business trends show that the importance of IMC approach in the commercial sector is
inevitable. Kitchen and De Pelsmacker (2004), consider IMC as a major marketing communications
development of the last century and as a key competitive advantage of marketing. They concurred, based
on the studies on advertising agency in the 1990’s, IMC has been proven as a factor in increasing
communication effects, makes creative ideas more effective, provides consistent communication and most
importantly increases customer return on investment. As the marketing communication landscape
continues to experience change, especially with the advance of information technology, IMC has emerged
as one of the strategies to gain business competitive advantage. IMC could offer more coordinated and
strategic approach in relation to the overall marketing communication functions and future direction of
the organization. This is in line with Dewhirst and Davis’s (2005) findings that the IMC process achieves
greater brand equity and shareholders’ value. Nowadays, the continuous development and changes
occurring in the field of marketing communications have lead to the increasing relevance of research on
IMC. Due to the fast pace of technological innovations, IMC is most likely going to be a very strong and
dynamic discipline (Porcu, Garcia, Kitchen , 2012).

A number of business organizations in many countries including those in Malaysia have
implemented IMC strategies to maintain and enhance their competitiveness. However, despite IMC
immense popularity, there is a lack of empirical study conducted on the IMC practice with regards to the
four stages of IMC frameworks and the four pillars of IMC variables. The objectives of the study are
designed specifically to explore IMC practices in Malaysia Government-Linked Companies (GLCs) and to
provide insights into the four stages of IMC framework and four pillars of IMC. Subsequently, findings
from the study and new perspectives of IMC will be a small contribution to the existing body of

knowledge.

Malaysia Government-Linked Companies

GLGCs are defined as companies that have a primary commercial objective and in which the Malaysian
Government has a direct controlling stake. GLCs form an integral part of the Malaysian economy as they
provide mission-critical services (e.g. electricity, telecommunications, financial services, transportation, and
infrastructure development) and catalyze development of strategic sectors in the country. GLCs constitute
a significant part of the economic structure of Malaysia. GLCs account for an estimated 5% of the
national workforce. Even with active divestment and privatization, GLCs remain the main service
providers to the nation in key strategic utilities and services including electricity, telecommunications,

postal services, airlines, airports, public transport, water and sewerage, banking and financial services.

A recent study conducted by Ab Razak, et al, (2011) on GLCs’ performance has revealed that
most of the GLCs have tendencies to exhibit higher valuation as compared to non-GLCs. According to
the report, these are due to GLCs’ ability to earn higher returns on their investments. GLCs have also been
reported to have run and efficiently managed with lower operation expenses as compared to non-GLCs. In
short, the results of the previous study depicted that GLCs have outperformed non-GLCs in market based
valuation measures. On another note, based on Khazanah Nasional Berhad’s Report (2013), the GLCs’
business performance and the strategy of state capitalism has been considered successful in Malaysia. GLCs
have evolved into an important national institution that bears a close resemblance to private enterprises

that are driving the nation economy. In fact, many high performing GLCs have been partially privatized
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and listed in the Malaysian stock exchange, the Bursa Malaysia (formerly known as Kuala Lumpur Stock
Exchange). Many Malaysia GLCs have also been reported as having strengthened their financial capacities
and they are on clear track to be at par with local and international competitors. Some of them have even
become regional champions. It was also reported that the market capitalization of the 20 large GLCs
(G20) have tripled to RM425 billion as of May 16, 2014 from RM140 billion a decade ago. While at the
same period, the total shareholder return has grown by 13.4 per cent per year. The report also mentioned
that the GLCs have paid RM93 billion in dividends and RM57 billion in taxes for the past ten years from
financial year 2004 to financial year 2013. In view of these achievements, beyond 2015, the GLCs are

expected to enhance further their value creation through stronger performance and business execution.

(Khazanah, 2013)

How did GLCs managed to achieve those significant performances? Is it due to the ongoing
efficiency and continuous initiatives of the top management? What about the role of the IMC in GLCs’
business operations and how much IMC’s concept contributes to GLCs’ success? Hence, this study is
conducted with the aims to address those questions and fill up some of the gaps in the empirical study on
IMC and at the same time to explore and determine the level of IMC practices in Malaysian GLCs based
on the Schultz and Schultz’s four stages of IMC framework and the Kliatchko’s four pillars of IMC.

The Four Stages of Integrated Marketing Communication Framework

The Shultz and Schultz’s (1998) framework shows four stages of IMC development in an organization.
The first stage, i.e., tactical coordination marketing communications refers to the lowest stage of IMC
practice. This is followed by redefining the scope of marketing communications on the second stage. The
third stage is referring to the application of information technology in the organization, and finally the
fourth stage focus on the financial and strategic integration of the organization. At the highest level, the
organization monitors the marketing communications using Return on Investment (ROI) as an indicator
of performance, and customer information and knowledge used to evaluate each market segment served.
In 1997 the American Productivity Quality Centre (APQC) carried out an observation focusing on
organizations that employed IMC at various organizations in North America, Europe, Latin and Asia
Pacific. The said study analyzed 22 national organizations that practiced IMC in its effort to determine the
level of IMC practice in each of these organizations. According to Mc Goon (1998), in order to
understand the development process of an IMC approach within organizations, the findings of the study

were summarized and analyzed using the Four Stages of IMC Framework as follows. (See Figure 1)
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Firms constantly monitor marcoms from a

4th ROI perspective. Information, knowledge
linked to ongoing evaluation of each served
segment on a global basis.
Maintain accessible data sources and build
Application of to globally segmented databases. Effectively
3rd information incorporate data in communication planning
technology and implementation to turn customer data
into customer knowledge.
Organizations gather extensive
Redefining the information about their customers and
ond scope of marketing apply to deploying marcoms, and

communications evaluating feedback. Also need to align

with external agencies.

Requires high degree of interpersonal
and cross-functional communication
within and without the business. Led by
the business, not external agencies.

Tactical coordination of
marketing communications

1st

Figure 1. Four Stage of IMC (Source: Kitchen and Schultz 2001: 108)

Stage 1: Tactical Coordination of Marketing Communications

According to Schultz & Schultz, (2004), stage 1 is the entry point into IMC for most
organizations. It reflects the tactical coordination of marketing communication activities of the
organization. Basically at this stage the company is already coordinating its diverse communication
activities across products, divisions, regions and countries. Company also creates tailored campaigns to
deliver distinctive messages to specialized segments. Other aspects of this stage can be related to the
employment of direct marketing, sales promotion, event marketing, custom publishing, cooperative

ventures, sponsorships, and electronic and interactive tools in their marketing activities.

At this stage also, the company is seen involved in establishing an overall structure to consolidate
communication planning to create ‘one sight, one sound’ by adopting centralization of marketing
communication in its efforts to achieve greater synergy by planning all campaign elements in concert.
Based on the literature, another remarkable aspect of this stage is in which the company establishes strong
corporate guidelines on usage, tone and message development, and practice cross-functionality to achieve a

high level of competency, synergy and dynamism across all activities. (Schultz & Schultz, 2004),

Stage 2: Redefining the Scope of Marketing
This stage is classified by the APQC’s study as a “redefinition the scope of marketing

communication” (Schultz & Schultz, 2004). At this juncture company is switching its point of view from
a corporate operation driven to that of its customer, consumers and end users, and the company is also
considering all of the possible points through which the customer comes in contact with the brand.
Ideally, at stage 2 company puts its communication programmes through a critical reality check that
allows it to shift the focus from the messages that it wants to transmit, to an understanding of what the

customer receives. Company ensures the internal marketing and communication programmes support or
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align with the external marketing and communication programmes. Besides, company at this stage also
extends ‘brand values” to the management of behaviour at every point of transaction along the internal
supply chain. (Schultz & Schultz, 2004),

Stage 3: Application of Information Technology
According to Schultz & Schultz, (2004), this stage emphasizes on how a company applies

information technology in its business operations in support of its marketing communication efforts.
Basically, company at this stage is seen as using sophisticated mailing systems to create personalized
messages and customized offers, and distributes information through the internet or intranets. Some
companies at this stage are reported as using in-house satellite television to communicate with employees
and suppliers. On another note company is also pairing technology with appropriate customer needs and
requirements. At the same time company gives customers and other stakeholders’ options on how and
when information will be available to them, to be assessed at a time and place most convenient to them,
with a message or an offer that is highly relevant to their circumstances. Company also plans and develops
its communication from the customer’s point of view to understand customer brand contacts. Utilizes
database to capture and store information about customers, consumers and prospects, and uses data-driven
marketing as the underlying source for all marketing initiatives and to provide the ultimate framework for

creating closed-loop evaluation systems.

Stage 4: Financial and Strategic Integration

At stage 4 it was reported that few companies have substantially progress at this level. One of the
aspects of this stage is when senior management of the company is the one who drives and provides
framework for dealing with resource allocation and organizational alignment. At this stage, company is
said as having the ability to measure the return on customer investment and the ability to relate
investment in customers to the returns received from these same customers. Company is also able to put
marketing communication investments on the same analytical footing as any other financial investment
decision. Ideally, this can be done when company moves away from its operation-driven, inside-out
approach to an outside-in approach focuses on creating value for customers in all dimensions of the brand
experience. Another aspect at this stage is in which company reviews every aspect of the company, from
customer correspondence to product quality to human resources recruitment and training to
compensation structures, and brought into alignment with the promises made to customers. Finally,
company at this stage is seen as adopting a cross functional process that has a corporate focus, a new type
of compensation system, core competencies, a database management system that tracks customer
interactions, strategic consistency in all brand messages, marketing of the company’s mission, and zero-
based marketing planning. (Schultz & Schultz, 2004),

Integrated Marketing Communication Pillars

The IMC Pillars refers to “the articulation of the distinguishing elements of IMC that encapsulates the
various principles surrounding the concept of IMC” (Kliatchko 2005 p. 144). These distinctive attributes
referred to as the four IMC pillars. The first pillar is the ‘Stakeholders’, followed by ‘Content’ as the
second pillar. ‘Channels’ represent the third pillar and finally ‘Results’ as the fourth pillar of IMC.
According to Kliatchko, (2008), the IMC approach to planning follows a certain process, hence, the IMC
pillars may be considered both as antecedents and consequences. Kliatchko further stresses, the IMC
pillars will function as antecedents when considered in the planning and execution of any new IMC

programme. In sum, improvements, changes and other adjustments derived from the analysis undertaken
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on a programme in any of the four pillars will then function as consequences of the IMC process at that

particular stage.

Stakeholders

Stakeholders, the first IMC pillar refers to all the relevant publics or multiple markets with which
any organization interacts. According to Schultz and Shultz (1998), an organization’s publics are both
external and internal audiences. Customers, consumers, prospects and other entities outside the
organisation are the external audiences, while those within the organisation, such as employees,
managements, and shareholders are the internal audiences for an organization. Kliatchko (2005) further
explains that managing external markets in IMC assumes that the entire process of developing an
integrated brand communications programme has put target markets in the heart of the business
processes. This is inevitable in order to address their needs and desires effectively and

subsequently will establish a long term relationship that is due to benefit from them.

Content

Content, the second IMC pillar is developed from a deep knowledge and understanding of
multiple markets that an IMC programme of an organization is intended to address. It is essential to
understand consumers beyond traditional marketing descriptors, such as demographic and psychographic
data (Schulez & Schultz 2004). According to Fortini-Campbell ( 1992), based on consumer
understanding, it gives rise to consumer insights and the discovery of the consumer ‘sweet spot’ which is
considered as the perfect connection between the brand and the customer. This will ultimately leads to the
creation of compelling content. Content in IMC can have different messages or different incentives. Brand
concepts, ideas or associations, and all other values or perceptions that marketers transmit to customers are
part of messages. Incentives on the other hand, are short-term offers or rewards to consumers from the
organization for having done something of value to both the firm and the consumer (Schultz & Schultz
2004).

Channel

The expanded notion of marketing communications channels is a fundamental concept in IMC.
This includes those that in the past may not have been considered or strictly classified as communication
channels (Schultz, 1996; Schultz & Schultz 1998). Based on integrated view, IMC provides a broader
understanding of channels that include not only traditional tools such as radio, TV, and print, but also
other possible contact points or touch points where customers or prospects experience getting in contact
with a brand. According to Schultz & Schultz (2004), in deciding which marketing or brand
communication channels to utilize, there are two main determinants to consider in preparing an
integrated media plan namely, relevance and preference. The existing IMC planning approaches are
deliberately take on the consumer’s perspective in deciding which channels that would be most effective.
This is in contrast with a common misconception that media planning in the era of IMC implies

‘ambushing consumers’ at all possible points of contact and for maximum exposure.
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Results

Swain (2004) states, the integrated approach to planning and implementing marketing
communication programmes has been accepted as another hallmark that characterizes today’s business
environment that demand for results or effectiveness. Swain further stresses, even though the concept of
measuring results in itself is not new, the complexity of today’s’ marketing communications landscape
continues to be a major challenge for organisations. Measurement has been, still is an unending issue, and

will continue to be a subject of ongoing research and debate by academics and practitioners.

Methods

This research utilizes a mixed method approach contains elements of both quantitative and qualitative
methodology. Through quantitative research, the researcher generally obtains data with minimal
interaction between the researcher and respondent(s) Disassociation from the respondent(s) allows the
researcher to make neutral categorizations of the data and is imperative to the validity of quantitative
research. By contrast, the qualitative aspect of this research attempts to describe, translate, and interpret

phenomena in specific situations on the basis of interview data and content analysis.

This study utilizes the combination of quantitative and qualitative methodology in order to
examine factors influencing the subject’s perceptions of IMC practices in selected GLCs. As Brewer and
Hunter (1989) and Tashakkori and Teddlie (1998) indicated, qualitative methodology in combination
with quantitative methodology in this study helps to understand the complexity of a research problem

than either method alone.

The present study is aimed at determining the level of IMC practices at selected Malaysia GLCs.
The objectives of the study called for quantitative and qualitative studies. Hence, the present study utilizes
a survey research and a structured self-administered questionnaire as the means of data collection. The self-
administered research survey design was chosen in this study so that large samples feasible. Besides the type
of research question posed in the present study, another equally important reason for using this research
design was the collection of data from a relatively large number of GLCs which are located in Klang

Valley, Malaysia.

The quantitative research design is appropriate for developing theoretical constructs of the four
stages of IMC framework being studied. It seeks to determine the level of IMC practice primarily through
objective measurement and quantitative analysis. According to Cooper and Schindelar (2006), a dominant
method for quantitative research is the survey measurement. Thus, the four stages of IMC framework are
selected for its record of use in earlier researches and for the applicability at the local level. Specifically, the

research will be fixed in design and use the modified survey instruments.

The qualitative methodology on the other hand is chosen by researchers in order to get close to
participants, penetrate their internal logic and interpret their subjective understanding of the IMC
practice. For the purposes of this study, the focus on GLCs’ top management interviews will result in a
greater understanding of IMC’s implementation and practices among selected GLCs. This approach is
really an appropriate tool to capture the complexity and depth of the issues. It allows the researcher to
focus on control variables, and add more questions to the survey if needed in order to understand and

explain management influences toward IMC concepts.
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Although the survey instruments include specific questions, the interview form is flexible and
allows for lengthy responses and further clarification by the researcher. This qualitative and flexible
approach give more complex answers in some areas while the quantitative and fixed method approach
define the numerical measures (Robson, 2002). Thus a mixed methodology approach using both
quantitative and qualitative methodologies is the best way to fully capture all respondents’ perceptions
toward IMC’s practices in the selected GLCs.

The initial research design plan consists of the collection of data from the Senior Managements,
Managers, executives, and stakeholders of the selected GLCs. By collecting data from the group, detailed
data of the companies IMC programmes would have been made available. The study focuses on the
perception of the senior managements, managers, executives, and stakeholders of the selected GLCs
towards IMC practice and implementation; therefore, data from the public are inappropriate. Hence, the
collection of data in the present study is restricted only to the senior managements, managers, executives,

and stakeholders of the eight selected GLCs.

Respondents

Cooper and Schindler (2006) defined sample as a “group of cases, participants, events or records
consisting of a portion of the target population, carefully selected to represent that population” (p. 717).
The focus group methodology employed for this study used non-probability, convenience sampling. This
sampling method is considered purposive in that it targets the experiences and opinions of subjects
regarding a specific research phenomenon. Purposive designs such as judgment and quota sampling allow
researchers to choose participants who have unique characteristics that they wish to study. The targeted
informants of the present study are the senior managements, managers, executives, and stakeholders of

eight selected GLCs in Klang valley, Malaysia as per Table 1 below.
Table 1. List of the selected GLCs

No | Name of company Core business
1. BIMB Holdings Berhad Islamic financial banking
2. Sime Darby Berhad Plantation, property, industrial equipment
3. Malayan Banking Berhad Financial services (including Islamic)
4. Telekom Malaysia Berhad Telecommunication services
5. CIMB Group Holdings Berhad Financial institution
6. Axiata Group Berhad Telecommunication services
7. Tenaga Nasional Berhad Electricity generation and distribution
8. Malaysia Airports Holdings Berhad Airport management
Questionnaires

The design of the questionnaire is based on the construct recommendations made by Bart et.al. (2001),
which was to construct only questionnaire items with clear options should be used to gain the participant
of the busy senior officers. The research instrument for the study is specifically designed to meet the busy
schedule of the senior officers of the selected GLCs. The self-administered questionnaire consists of two

parts in the following order: Part A contains four statements on general information and Part B contains
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26 items relate to the four stages of IMC framework. 450 questionnaires and self-addressed envelopes were
hand delivered to CEO’s office and marketing departments of the selected GLCs. A personalized cover
letter was included in the questionnaire. The letter explains the aims, and objectives of the research and
assurance regarding the confidentiality of data. The letter also provides general instructions and
information as well as the name, phone number and email of the researcher for communicating purposes.
Through the letter, the informants were requested to return the answered questionnaires to the researcher

within two weeks using the enclosed self-addressed envelope.

Interview Questionnaires

The questions were developed for the purpose of getting the respondents talking about their perspectives
and initiatives toward IMC practice in respective organizations central to the theoretical constructs based
on the Four Pillars of IMC concept guiding this dissertation. Researcher administered 20 structured
questions in six selected GLCs in the Klang Valley, Malaysia. Interview appointments with the
respondents of the six top managements were arranged via telephone calls and conducted in the privacy of
the office of each respondent. The appointments began with an introductory overview of the purpose and
content of the interview. The Universiti Sains Malaysia consent letter was given to each respondent. The
interviews took place between February and March of 2014. The instruments were given before the
interview sessions in order to provide the respondents with a frame of reference for answering the open

ended questions.

The interview sessions were conducted in bi-lingual (English and Malay) by the researcher. All
interviewees were given a list of interview questions ahead of time in order to facilitate interviewees for
answering the questions. During the interview, the respondent may change his/her interpretation and
therefore, researcher followed up with more probing questions for clarification and understanding. The
key reason is to establish rapport and trust. Answers from interviewees were recorded by the researcher.
Interviewees were also requested to verify their answers in order to ensure accurate recoding of the
responses. Before the interviews end, respondents were given the opportunity to review their responses.
This process gave the respondents a chance to catch any errors in the material and to express their opinion

as to whether the report accurately captures what they were trying to say.

Quantitative Results

Perceived Tactical Coordination of Marketing Communication

According to Schultz & Schultz (2004), the level of tactical coordination of marketing communication for
stage 1 of the IMC framework is influenced by endogenous factors and the degree by which company’s
policies, procedures and practices for branding efforts are communicated effectively across the organization
through written and verbal methods. Schultz & Schultz suggest that it is important for company to
consider the three related endogenous factors namely, the establishment of formal and informal
communication mechanisms, centralization of the ultimate control and approval of all marketing
communication efforts, and consistency on all visual elements and messages featured by the physical

marketing communications outputs such as brochures and pamphlets.

Results for perceived tactical coordination of marketing communication in Table 2; show that
208 or 72.3% of respondents agreed that the selected GLCs coordinate diverse communication activities
across products, divisions, regions and countries. 76.7 % or 221 respondents agreed that GLCs create
tailored campaigns to deliver distinctive messages to specialized segments. Respondents also said that the
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selected GLCs employ direct marketing, sales promotion, event marketing, custom publishing, cooperative
ventures, sponsorships, and electronic and interactive tools in their marketing activities as reflected by 217
responses or 75.3% agreed. Meanwhile 195 or 67.7% of the respondents perceived the selected GLCs
have established an overall structure to consolidate communication planning to create ‘one sight, one
sound’. GLCs are also perceived by 210 or 72.9% respondents as adopting centralization of marketing
communication to achieve greater synergy by planning all campaign elements in concert. 220 respondents
or 76.4% perceived the GLCs as having established strong corporate guidelines on usage, tone and
message development. The selected GLCs are also perceived by 209 or 72.6% of the respondents as
practicing cross-functionality to achieve a high level of competency, synergy and dynamism across all

activities. On average, 73% of the respondents perceived selected GLCs as already at this stage.

Table 2: Frequency and Percentage for Perceived Tactical coordination of marketing communications

| |
Item Item/Statement S?rong v Disagree  Neutral Agree Strongly
Disagree Agree

1. Company coordinate diverse communication 1 11 68 137 71
activities across products, divisions, regions (0.3%) (3.8%) (23.6%)  (47.6%) (24.7%)
and countries.

2. Company creates tailored campaigns to 4 6 57 161 60
deliver distinctive messages to specialized (1.4%) (2.1%) (19.8%)  (55.9%) (20.8%)
segments.

3. Company employs direct marketing, sales 3 17 51 157 60
promotion, event marketing, custom (1.0%) (5.9%) (17.7%)  (54.5%) (20.8%)
publishing, cooperative ventures,
sponsorships, and electronic and interactive
tools in their marketing activities.

4. Company establishes an overall structure to 0 20 73 129 66
consolidate communication planning to (6.9%) (25.3%)  (44.8%) (22.9%)
create ‘one sight, one sound’.

5. Company adopts centralization of marketing 1 11 66 144 66

communication to achieve greater synergy by (0.3%) (3.8%) (22.9%)  (50.0%) (22.9%)
planning all campaign elements in concert.

6. Company establishes strong corporate 0 15 53 133 87
guidelines on usage, tone and message (5.2%) (18.4%)  (46.2%) (30.2%)
development.

7. Company practices cross-functionality to 4 13 62 148 61
achieve a high level of competency, synergy (1.4%) (4.5%) (21.5%)  (51.4%) (21.2%)
and dynamism across all activities.

Total (%) 0.006 0.046 0.213 0.500 0.233
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Perceived Redefining the Scope of Marketing

At stage 2; of the IMC framework, company that practice IMC emphasizes on broader
understanding of customer and prospects, a shift from tactical coordination of marketing communication.
As explained by Schultz & Schultz (2004), there is a “concerted effort to identify, understand and create
cross-functional communication opportunities across customer contact points” (p. 25). In order to achieve
a comprehensive understanding of customer behaviour, data of market research results needs to be broadly
disseminated to staff across the organization. Internal practices and policies of the company need to be
aligned accordingly, while members of the staft needs to know and be aware of all promises conveyed to

customer by external communication.

Results for perceived ‘Redefining the Scope of Marketing’ as per the following Table 3: show that
181 or 62.9% of the respondents agreed that GLCs have switched from a corporate, operation driven
point of view to that of their customer, consumers and end users. While 196 or 67.7% of the respondents
perceived GLCs as having considered all of the possible points through which the customer comes in
contact with the brand. GLCs are perceived by 200 or 69.5% of the respondents as putting their
communication programmes through a critical reality check that allows them to shift the focus from the
messages that they want to transmit, to an understanding of what the customer receives. Meanwhile,
GLCs are also perceived by 194 or 67.4% of the respondents as ensuring the internal marketing and
communication programmes support or align with the external marketing and communication
programmes, and 193 or 67% of the respondents as extending ‘brand values’ to the management of
behaviour at every point of transaction along the internal supply chain. On average, 67% of the

respondents perceived selected GLCs as already at this stage.

Table 3: Frequency and Percentage for Perceived Redefining the Scope of Marketing

Item Item/Statement Sfrongly Disagree Neutral Agree Strongly
Disagree Agree

1. Company switches from a corporate, 0 21 86 141 40
operation driven point of view to that (7.3%) (29.9%) (49.0%) (13.9%)
of their customer, consumers and end
users.

2. Company considers all of the possible 0 17 76 128 67
points through which the customer (5.9%) (26.4%) (44.4%) (23.3%)
comes in contact with the brand.

3. Company puts their communication 4 17 67 143 57
programmes through a critical reality (1.4%) (5.9%) (23.3%) (49.7%) (19.8%)
check that allows them to shift the
focus from the messages that they
want to transmit, to an understanding
of what the customer receives.

4, Company ensures the internal 4 14 76 129 65
marketing and communication (1.4%) (4.9%) (26.4%) (44.8%) (22.6%)
programmes support or align with the
external marketing and
communication programmes.

5. Company extends ‘brand values’ to 0 6 89 136 57
the management of behaviour at (2.1%) (30.9%) (47.2%) (19.8%)
every point of transaction along the
internal supply chain.

Total (%) 0.005 0.052 0.273 0.470 0.198
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Perceived Application of Information Technology
According to (Schultz & Schultz (2004), at stage 3; of IMC development, organizations use the

power and potential of information technologies to improve their integration performance. The proper use
of emerging technologies to facilitate internal and external communications is the basis of this stage. An
effective IMC at this stage depend upon adopting technologies for market research and data management
purposes. Identification of individuals who have the potential to deliver the highest value (financial or

service contributions) to the organization became a particular interest to GLCs.

Results for perceived ‘Application of Information Technology’ as per Table 4: show that 176 or
61.1% of the respondents agreed that GLCs use sophisticated mailing systems to create personalized
messages and customized offers. GLCs are perceived by 197 or 68.4% of the respondents as distributing
information through the internet or intranets and uses in-house satellite television to communicate with
employees and suppliers. Majority or 217 or 75.3% of the respondents perceived GLCs as pairing
technology with appropriate customer needs and requirements. Meanwhile, 175 or 60.7% of the
respondents agreed that GLCs give customers and other stakeholders’ options on how and when
information will be available to them, to be assessed at a time and place most convenient to them, with a
message or an offer that is highly relevant to their circumstances. GLCs are perceived by 185 or 64.2% of
the respondents as planning and developing their communication from the customer’s point of view to
understand customer brand contacts. On another finding, 207 or 71.9% of the respondents perceived
GLCs as utilizing database to capture and store information about customers, consumers and prospects,
and 191 or 66.3% of the respondents also agreed that GLCs uses data-driven marketing as the underlying
source for all marketing initiatives and to provide the ultimate framework for creating closed-loop

evaluation systems. On average, 67% of the respondents perceived selected GLCs as already at this stage.

Table 4: Frequency and Percentage for Perceived Application of information technology

Item Item/Statement St_rongly Disagree Neutral Agree Strongly
Disagree Agree

1. Company uses sophisticated mailing 9 28 75 127 49
systems to create personalized messages (3.1%) (9.7%) (26.0%) (44.1%) (17.0%)
and customized offers.

2. Company distributes information through 5 12 74 129 68
the internet or intranets and uses in-house (1.7%) (4.2%) (25.7%) (44.8%) (23.6%)
satellite television to communicate with
employees and suppliers.

3. Company pairs technology with 1 19 51 151 66
appropriate customer needs and (0.3%) (6.6%) (17.7%) (52.4%) (22.9%)
requirements.

4. Company gives customers and other 8 18 87 134 41
stakeholders’ options on how and when (2.8%) (6.3%) (30.2%) (46.5%) (14.2%)
information will be available to them, to be
assessed at a time and place most
convenient to them, with a message or an
offer that is highly relevant to their
circumstances.

5. Company plans and develops its 1 15 87 153 32
communication from the customer’s point (0.3%) (5.2%) (30.2%) (53.1%) (11.1%)
of view to understand customer brand
contacts.

6. Company utilizes database to capture and 1 9 71 144 63
store information about customers, (0.3%) (3.1%) (24.7%) (50.0%) (21.9%)

consumers and prospects.
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7. Company uses data-driven marketing as the 1 17 79 133 58
underlying source for all marketing (0.3%) (5.9%) (27.4%) (46.2%) (20.1%)
initiatives and to provide the ultimate
framework for creating closed-loop
evaluation systems.

Total (%) 0.012 0.058 0.259 0.481 0.187

Perceived Financial and Strategic Integration

At Stage 4; of IMC framework, company is concerned more with the issues facing management of
the organization than those specific to the marketing communication division. “The highest level of
integration occurs as organizations begin to operationalize the assets and skills developed during Stages 1

to 3” (Schultz & Schultz, 2004, p. 29).

Result for Perceived Financial and Strategic Integration as per Table 5: show that 194 or 67.3%
of the respondents agreed that senior management of the GLCs drives and provides framework for dealing
with resource allocation and organizational alignment. GLCs is perceived by 195 or 67.7% of the
respondents as able to measure the return on customer investment, and 183 or 63.6% perceived GLCs as
having the ability to relate investment in customers to the returns received from these same customers.
Meanwhile the GLCs are also perceived by 175 or 60.7% of the respondents as able to put marketing
communication investments on the same analytical footing as any other financial investment decision. On
another findings, 184 or 63.9% of the respondents agreed that GLCs are moving away from its operation-
driven, inside-out approach to an outside-in approach focuses on creating value for customers in all
dimensions of the brand experience. While 213 or 70.5% respondents agreed that the GLCs review every
aspect of the company, from customer correspondence to product quality to human resources recruitment
and training to compensation structures, and brought into alignment with the promises made to
customers regularly. The GLCs are also perceived by 171 or 59.4% of the respondents as adopting a cross
functional process that has a corporate focus, a new type of compensation system, core competencies, a
database management system that tracks customer interactions, strategic consistency in all brand messages,
marketing of the company’s mission, and zero-based marketing planning. On average, 65% of the

respondents perceived selected GLCs as already at this stage.
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Table 5: Frequency and Percentage for Perceived Financial and Strategic Integration

Item Item/Statement S’frongly Disagree Neutral Agree Strongly
Disagree Agree

1. Senior management of the company drives 2 9 83 150 44
and provides framework for dealing with (0.7%) (3.1%) (28.8%) (52.1%) (15.3%)
resource allocation and organizational
alignment.

2. Company is able to measure the return on 1 6 86 134 61
customer investment. (0.3%) (2.1%) (29.9%) (46.5%) (21.2%)

3. Company is able to relate investment in 1 14 90 137 46
customers to the returns received from (0.3%) (4.9%) (31.3%) (47.6%) (16.0%)
these same customers.

4, Company is able to put marketing 1 28 84 128 47
communication investments on the same (0.3%) (9.7%) (29.2%) (44.4%) (16.3%)
analytical footing as any other financial
investment decision.

5. Company moves away from its operation- 3 8 93 131 53
driven, inside-out approach to an outside-in (1.0%) (2.8%) (32.3%) (45.5%) (18.4%)
approach focuses on creating value for
customers in all dimensions of the brand
experience.

6. Company reviews every aspect of the 0 13 72 156 47
company, from customer correspondence (4.5%) (25.0%) (54.2%) (16.3%)
to product quality to human resources
recruitment and training to compensation
structures, and brought into alignment with
the promises made to customers.

7. Company adopts a cross functional process 1 18 98 136 35
that has a corporate focus, a new type of (0.3%) (6.3%) (34.0%) (47.2%) (12.2%)
compensation system, core competencies,

a database management system that tracks
customer interactions, strategic consistency
in all brand messages, marketing of the
company’s mission, and zero-based
marketing planning.
Total (%) 0.004 0.047 0.300 0.482 0.165

Qualitative Result

Interviewees’ Responses Related to the Stakeholder

With regard to the concept of internal and external audiences, interviewees were asked on the method
used by the company for making their customers and employees to perceive the brand in the same way.
According to respondent 1, the company communicates using same language within and outside the
organization, while respondent 2 said they share the same coherent story lines to all. For respondent 3,
they practice and operate the same way as others that will make everything consistent, and respondent 4
states that the company uses the deployment of internal and external brand integration strategies which are
consistent. On the other hand, respondent 5 explains that they do it through brand positioning, while
respondent 6 said the company puts vision and mission and tagline alongside with the logo, thus make

everyone perceived the brand in the same way.
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With regard to the concept of multiple markets, interviewees were asked on the approaches used
by the company in targeting different target market needs. According to respondent 1, in order to reach all
the different target market’s needs, the company uses multiple marketing communication tools.
Respondent 2 said they conduct research regularly to understand the customers, while respondent 3
stresses on conducting research to understand different target market’s needs. For respondent 4, the
company uses product differentiation and market segmentation strategies. Respondent 5 says through
market and pricing study while respondent 6 said they look seriously at business cycle, and prediction of

market’s trends.

With regard to the concept of aggregation, interviewees were asked on the approaches used by the
respective companies in identifying a company’s customers’ needs, and the approaches used by the
companies in identifying potential customers. According to respondent 1, to identify a company’s
customers’ needs and company’s prospects, they carry out survey and information gathering. Respondent
2 said they conduct research and plan long-term strategy for customers and prospects. On the other hand,
respondent 3 conquers that market share and business climate are their benchmarking in identifying
customers’ needs and prospects, while respondent 4 said the company uses market research to evaluate the
needs of their customers and views all public as potential customers. On the other hand, respondent 5 said
through customers' feedback via complaint form, and market research, while respondent 6 looks at the

international business standard as bench marking.

With regard to the concept of needs, wants, behaviour, and values, interviewees were asked on the
approaches used by respective companies in understanding customers” needs and behaviours. According to
respondent 1, company uses data from formal reports describing customers’ needs and behaviours.
Respondent 2 states they understand customers’ needs and behaviours by interpreting their knowledge on
each chosen target markets. Meanwhile, for respondent 3, they conduct market analysis to understand
customers’ needs and behaviours. Respondent 4, on the other hand said that the company uses a guest
satisfaction index to measure needs and behaviours, while respondent 5 answers through various
communication channels such as social media, email, and two-way communication. Finally, respondent 6

concurred that they understand customers’ needs and behaviours through survey.

With regard to the concept of database management, interviewees were asked on the methods
used by respective companies for collecting information about purchase patterns, and the methods used by
respective companies for collecting customers’ data. According to respondent 1 they collect information
about purchase patterns from social media databases and focus group, and respondent 2 conduct analysis
on target markets to know about purchase patterns. On the other hand respondent 3 said they conduct
market research and use customers’ database to analysis purchase patterns. Meanwhile, respondent 4 says
that the company uses points of sales and system management tools to evaluate information, and customer
data is collected via online forms and physical hard copy application forms. Respondent 5 on the other
hand, states that they collect data through sales and marketing analysis through "interest" form -
downloaded through corporate website, while respondent 6 explains that they collect information through

regular survey.

With regard to the concept of long-term profitable relationship, interviewees were asked on the
approaches used by respective companies in creating value for customers, and the approaches used by the
companies in creating long-term relationships with customers. According to respondent 1 they build trust

with customers by understanding and listening to their opinions. Respondent 2 said that they create values
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for customers by being open and maintain personal contacts. Meanwhile, respondent 3 explains that they
fulfill customers wants based on their expertise in the business and ensure customers’ satisfaction with their
services. On the other hand, respondent 4 concurs that the company utilises product pricing strategies
that add value so as to cater for loyal customers. Respondent 4 further explains that the company also
utilises interactive platforms such as online media channels and customer engagement such as road shows
or ‘meet and greet,” or ‘brunch’ with CEO. Respondent 5 says that the company creates long-term
relationships through product value such as, quality and innovative sales activity through two-way
communication. Respondent 6 on the other hand states that the company achieved the above by

improving the quality of services provided to the customers.

With regard to the concept of dignity of the human person, interviewees were asked on the
approaches used by respective companies in finding out customer’s moral standards, personal beliefs, and
values. According to respondent 1, they get to know the customers moral standards and personal beliefs
through their feedbacks and discussions with them. While respondent 2 said that the company analyses
feedbacks or comments from customers. Respondent 3 on the other hand explains that the company
conducts surveys and communicates with customers in order to find out their moral standards, personal
beliefs and values. On the other hand respondent 4 says that the company evaluates and analyses
information provided on their social media platforms. Meanwhile, respondent 5 states that the company
conducts background and profile check, and respondent 6 concurred that the company looks at customers’

commitment and personalities to find out customers’ moral standards.

Interviewees’ Responses Related to the Content

With regard to the concept of content, interviewees were asked on the methods used by the
company for making content appealing to a customer. According to respondent 1, they give heavy
emphasis on sincerity when communicating with customers. While respondent 2 claim they use
knowledge and previous experiences on points that create interest to the customers. Respondent 3 said
they conduct research about customers’ feedbacks on interesting content. On the other hand respondent 4
said the company creates consistent content that is relevant, interesting and useful to customers, and
respondent 5 make content appealing through marketing planning and research. Respondent 6 said they

will introduce new methods and techniques that attract customers.

With regard to the concept of messages and incentives, interviewees were asked on the company’s
short-term offers to consumers and the short-term rewards by the company to consumers. According to
respondent 1 they offer discount on booking fees and down payment to customers, while respondent 2
said they solve customer’s problems and offer suggestion for improvement. Meanwhile respondent 3 said
they offer discounts for short term offer and give vouchers as a reward to repeat customers and respondent
4 said they use retention campaigns that promote value rewards campaign for loyal customers. On the
other hand respondent 5 achieve the above through sales discount such as ‘bumiputra’ discount and
customer satisfaction. Meanwhile respondent 6 mention about offering discounts for their products and

after sales service.

With regard to the concept of controlled/uncontrolled, interviewees were asked on how the
company pursue consumers that having same particular needs. According to respondent 1 they ensure
their prices are competitive and attractive as perceived by customers compared to competitors. While
respondent 2, uses valid information from reports or news to generalize the target groups. Meanwhile

respondent 3 use information and content relevant to the particular target groups. Respondent 4 said the
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company uses product differentiation strategies, and respondent 5 through customer understanding via

feedback form. On the other hand respondent 6 say they use regular advertisement.

With regard to the concept of ethical considerations, interviewees were asked on the approaches
used by the company to avoid offending people with content, the approaches used by the company in
creating contents that are trustworthy, problems the company encounter when creating contents, and the
things that company has to consider when creating contents. Respondent 1 said they always make sure the
use right message in the content that will not offend anyone and it suit any particular culture. Meanwhile,
respondent 2 states that they use proper media channels to find out what is right and adhere to the
regulations. Respondent 3 on the other hand argues that they should be responsible in using content
without being offensive and double check contents before it is communicated. Respondent 4 said the
company emphasizes on content that is relevant and useful to customers. Respondent 5 stress on getting
legal advice, while respondent 6 ensure verification and justification for all sentences and phrases used for

ethical normality.

Interviewees’ Responses Related to the Channels

With regard to the concept of multiple channels, interviewees were asked on the approaches used
in managing traditional marketing, the IMC tools that company used to make consumers see and know

company brand, and the methods used by the company in getting messages out to people.

Respondent 1 said they consider all aspects and ensure they are better off as compared to
competitors. While respondent 2 states they emphasize on customers’ engagement to their brand, and use
traditional marketing as a complement to other channels, since all channels are good. According to
respondent 3, they maintain clear strategy for the traditional channels. Meanwhile respondent 4 explains
that traditional marketing is managed via budget availability, as well as via smart collaborations with media
owners. Respondent 5 on the other hand said that they manage traditional marketing through sales
activities (two-way communication) between sales person and potential purchasers, and respondent 6 said

they have the marketing centre and put up advertising through newspaper.

With regard to the concept of Contact points/expanded view, interviewees were asked on the
methods used to get customers in touch with the company’s brand. Respondent 1 said they consider every
available marketing tool.  While respondent 2 states the company uses electronic and printed
advertisement. According to respondent 3, they maintain regular marketing activities, Meanwhile
according to respondent 4, they get in touch in person via phone and email and online (website, face
book, twitter), while respondent 5 said customer get in touch with the brand through social networking
channels. Meanwhile respondent 6 use advertisement, gift and corporate social responsibility activities to

get customer in touch with their brand.

With regard to the concept of relevance/preference, interviewees were asked on the methods used
by the company in deciding which marketing channels to use and the methods used by the company for
finding the best channel for a specific audience. Respondent 1 said they use relevant channels that can
reach their target audience. Meanwhile respondent 2 use marketing channels that can effectively influence
target customers. Likewise, according to respondent 3 they use channels that are effective and suit the
specific target audience. Respondent 4 on the other hand said that marketing channels used by the

company depend on the project size, budget allocation and overall effectiveness. For respondent 5,
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decisions are made through market research and monitoring. While respondent 6 said they look at the

group of customers, through market segmentation.

With regard to the concept of above-the line/ below-the line, interviewees were asked on the
methods used by the company for getting the messages out in an efficient and cost-effective way.
According to respondent 1 they get the message out based on the range of audience segments and they use
relevant channels to suit each segment. For respondent 2, they create awareness amongst people. While
respondent 3, look at the target groups’ meeting points and media usage. On the other hand respondent 4
states that they utilize the total approach with a strong emphasis on online platforms. For respondent 5,
they get the message out through company's website and social networking channels, and respondent 6

use email, memo, official letter, meeting, and monthly 'taskirah' based on the needs.

With regard to the concept of non-traditional channels, interviewees were asked on their opinion
on the range of communicational channels in their company that have changed over time. Respondent 1
emphasizes more on web, and mobile services. For respondent 2, clarify that previously the company spent
more on newspaper advertisement in targeting different target market needs and now focus on the
internet, and social media platforms. Meanwhile respondent 3 said the company move from printed
advertisement to IT. On the other hand, respondent 4 said that the traditional approach has been
minimized with more focus now placed online. For respondent 5, the range is based on situation, for
examples, crisis communication, and public and media announcement. However, respondent 6 mentioned
about communication medium, where they depend to the age group or generation group such as

generation Y and generation E.

With regard to the concept of new media/digitization, interviewees were asked whether
digitization affect the ways the company sends out messages. According to respondent 1, digitization is
more effective and cheaper to produce. While respondent 2 said that the company embarks on internet
and social media as the medium for sending out messages. Meanwhile, respondent 3 said the company use
new media for sending messages to the target market. For respondent 4, digitization has allowed for
messages to be sent out more efficiently and cost effective. Respondent 5 said digitization has created
communication distortion. On the other hand, respondent 6 states digitization made it became very easy

and fast at very low cost in sending out messages.

With regard to the concept of media neutrality/synergy, interviewees were asked on the
differences between doing advertisement on a flat fee and doing it on a commission. Respondent 1 said
that the company spends more on advertisement based on a commission. For respondent 2, commissions
bring more risk and involve business ethics. On the other hand, respondent 3 states that based on
commissions the company get better influence over advertisements, while respondent 4 say yes, and it will
have to be situation-specific. Respondent 5 also say yes, however it depend on the advertising strategy.

Likewise, respondent 6 said it depends on the cost effective factor.

With regard to the concept of fragmentation/proliferation, interviewees were asked on the
approaches used by the company in differentiating messages against competitors’. According to respondent
1, creativity helps in differentiating messages amongst competitors, while respondent 3 said the company
ensures messages are clear and specific. For respondent 4, messages are product and service specific, and
respondent 5 stress on competitors' monitoring. On the other hand, respondent 6 said that in term of

using I'T and social media, it is very similar, but using TV advertisement is still the best option.
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Interviewees’ Responses Related to the Result

With regard to the concept of financial measurements, interviewees were asked on the methods
used by the company for evaluating the effects of a marketing campaign. Respondent 1 explains that they
look at the company’s performance. Meanwhile, according to respondent 2, standard measurements uses
by the company are based on sales figures after each marketing campaign. For respondent 3, it depends on
the increase in customer base, and respondent 4 look at the total sales, revenue and earning value is
measured, and respondent 5 said they evaluate the effects of a marketing campaign based on sales return.
On the other hand respondent 6 said in terms of marketing, the numbers of customers will show whether

the marketing campaign is successful.

With regard to the concept of behaviour-based measures, interviewees were asked on the methods
used in order to know which customers to pursue. According to respondent 1, they based on customer
information, while respondent 3 carry out market survey on regular basis. Meanwhile, respondent 4 said
the gap analysis is conducted on product and service satisfaction levels. Respondent 5 said feedback forms
and marketing analysis from creative agency, and respondent 6 said they conduct market analysis

regularly.

With regard to the concept of customer valuation, interviewees were asked on the methods used
by the company in knowing which customers worth to invest on. According to respondent 1, the
company knows which customers worth to invest on through customer information. While respondent 2,
said that standard measurements are based on analysis on customers’ spending pattern. According to
respondent 3 the company carryout market research to know which customers worth to invest on.
Meanwhile, respondent 4 said the company evaluates opportunity along their route network. Respondent
5 knows it through market and pricing research, and respondent 6 said from the analysis of history, and

relating to the results.

With regard to the concept of ROCI: income flows/returns, interviewees were asked on the
methods used by the company to measure return-on-customer-investments of customers (ROCI).
Respondent 1 said they measure return-on-customer-investments using multiple financial tools.
Meanwhile, respondent 4 said the company does not use the ROCI framework and measures ROI via
total sales, revenue and PR value. Respondent 5 said they measure through sales profit. While respondent

6 states by looking at the mode of advertising and the prospective customers responses.

With regard to the concept of wealth contribution, interviewees were asked on the approaches
used by the company in identifying opportunities for expansion, and whether the company employed
ROCI to expand the market. According to respondent 1, they assess the opportunity through sales
analysis. Respondent 2 said they conduct market survey. Meanwhile, respondent 3 explain on new
product development. As for respondent 4, the company identifies opportunities that are service specific
such as line extension for LRT and monorail, integrated ticketing nationwide, bus rapid transit and
‘transit oriented’ development. Respondent 5 said through financial prospective, while respondent 6 said

looking at the highest response.

Discussion and Conclusion

Results obtained demonstrate that most of the respondents of the study perceived the eight selected GLCs
have already implemented and practiced most of the elements of IMC. Based on the Schultz and Schultz’s

four stages of IMC framework, it is noted that, on average 74 percent of the respondents perceived the
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selected GLCs have implemented tactical coordination of marketing communications at respective
organizations. 67 percent agreed that the GLCs redefine their Scope of Marketing, and another 67 percent
of the respondent also agreed that Application of information technology is widely used in those GLC:s.
However, for Financial and Strategic Integration stage, only 65 percent of the respondents perceived the
GLCs already at this stage. Thus, it is concluded that the IMC framework in the selected GLCs is in line
with the Schultz and Schultz’s framework progression beginning from Stage 1 (technical coordination of
marketing communications) to Stage 2 (redefining the scope of marketing communications) to Stage 3
(application of information technology) and to Stage 4 (financial and strategic integration). The findings
of this study show the four stages of IMC framework is very suitable as a measure for assessing the

level of IMC practices in the organization.

Senior management who were interviewed also stated that they recognize the role of IMC in
improving the performance of the company. They conquered that some marketing communication
activities in their organization meet the requirement of IMC concept. However, respondents' opinion is
moot because, based on researcher’s observations; most of the GLCs’ organizational structures do not
reflect a comprehensive IMC practice and implementation. GLCs’ organizational structures are mostly in
the form of functional and divisional structure in which each department or division operate individually.
Based on some of the studied structures, it was revealed that certain marketing communications activities
were performed in specialized units and placed under the corporate communications or marketing
department. There is no clear indication of interdependency between departments as required in the IMC
concept. Finally, the findings in this study will be a great help for the management of GLCs to better
utilize the tools in their marketing programmes. Empirical results of the present study will also assist

researchers and practitioners in understanding the function of IMC and use them more effectively.

Suggestions for Further Research

This study was carried out to determine the level of IMC practices in GLCs based on the four stages of
IMC framework. The study also explores senior management’s perspectives and initiatives towards IMC’s
implementation and practices at respective organization. Researcher strongly believed that management of
GLCs may find the results of this study very useful especially in formulating and implementing integrated
marketing communication programmes for their organizations. In view of the above, researcher suggests
further research efforts to focus more specifically on how organizations define elements discouraging IMC
such as mind set and structure of organizations. Furthermore, it would be interesting to determine how

IMC can assist in improving companies’ business performance and achieve financial objectives.

References

Ab Razak, N. H. Ahmad, R. and Joher, H. A. (2011). Does Government Linked Companies (GLCs) perform better than non-
GLCs? Evidence from Malaysian listed companies. Journal of Applied Finance & Banking, vol.1, no.1, 2011, 213-240
ISSN: 1792-6580 (print version), 1792-6599 (online) International Scientific Press.

APQC (2007) Official Homepage, American Productivity Quality Center (accessed 10 May 2007).

Bart, C. K., Bontis, N., & Taggar, S. (2001). A model of the impact of mission statements on firm performance. Management
Decision, 39 (1), 19-35.

Brewer, ]., & Hunter, A. (1989). Multimethod research: A synthesis of styles. Newbury Park, NJ: Sage.
Cooper, D. R., & Schindler, P. S. (2006). Business Research Methods (9th ed.). Boston McGraw-Hill Irwin.

Proceedings of the 20" International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, Izmir, Turkey April 16-17, 2015 38



Exploratory Study on Integrated Marketing Communication Practice in Malaysia Government-Linked Company

Dewhirst, T. and Davis, B. (2005) Brand strategy and integrated marketing communication (IMC). Journal of Advertising, 34 (4),
81-92.

Fortini-Campbell, L. (1992) Hitting the Sweet Spot. Chicago: Copy Workshop. Gould, S.J. (2004) IMC as theory and as a
poststructural set of practices and discourses: a continuously evolving paradigm shift. Journal of Advertising Research,

44(1), pp. 66-70.
Khazanah, 2013. Khazanah Nasional FAQ. http://www.khazanah.com.my/faq.htm.

Kitchen, P.J. & Schultz, D.E. (2001) Raising the Corporate Umbrella: Corporate Communication in the 21st Century. New York:
Palgrave Publishers Ltd.

Kitchen, P.J. and de Pelsmacker, P. (2004) Integrated Marketing Communications: A Primer, Routledge, London and New York.

Kliatchko, J. (2005) Towards a new definition of integrated marketing communications IMC). International Journal of
Adpvertising, 24 (1), 7-33.

Kliatchko, J.G. (2008), "Revisiting the IMC construct”, International Journal of Advertising, Vol. 27 No.1, pp.133-60.

McGoon, C. (1998/1999) Cutting-edge companies use integrated marketing communication. Communication World, 16 (1), 15—
19.

Porcu L, Barrio-Garcia S, Kitchen, P,J (2012 How Integrated Marketing Communications (IMC) works? A theoretical review and
an analysis of its main drivers and effects. COMUNICACION Y SOCIEDAD Vol. XXV ® Num. 1 * 2012 * 313-348

Robson, C. (2002). Real world research: A resource for social scientists a practitioner researchers (2nd ed.). Malden, MA: Blackwell
Publishing.

Schultz, D. E., & Schultz, H. F. (1998). Transitioning marketing communication into the twenty-first century. Journal of
Marketing Communications, 4(1), 9-26.

Schultz, D.E. & Schultz, H.F. (2004) IMC Next Generation. New York: McGraw-Hill.
Schultz, D.E. (1996), “The inevitability of integrated communications”, Journal of Business Research, Vol. 37, pp. 139-46.

Swain, W. N. (2004, March). Perceptions of IMC after a decade of development: Who's at the wheel, and how can we measure
success? Journal of Advertising Research, 44(1), 46-65.

Proceedings of the 20" International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, Izmir, Turkey April 16-17, 2015 39



Towards a Marketing Communications
Strategy for Promoting Electric Vehicles to
Fleet Managers

Roger Bennett, London Metropolitan University, UK

Abstract

This paper explores fleet motor vehicle buyers’ attitudes and intentions regarding electric vehicles (EVs).
Fleet sales account for over half of all west European new car registrations, with consequent implications
for the private used-car market. It follows that the mass marketisation of EVs can only occur if fleet
managers incorporate substantial numbers of EVs into their fleets. A survey of 364 UK based commercial
and public sector fleet buyers was completed with the aim of identifying personal and organisational
factors that might encourage fleet managers to purchase EVs. A model based on the extended theory of
planned behaviour guided the research and was estimated using the method of partial least squares. Few
of the fleets in the survey included EVs and intention to buy EVs in the future was low, even among fleet

managers holding highly favourable attitudes towards electric vehicles.
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Introduction

In April 2010 the European Union introduced a set of regulations (introduced in 2012) intended to
reduce average EU tailpipe emissions by 40% by the year 2020, based on 2009 levels. The UK
government had in fact already committed itself (via the 2008 Climate Change Act) to cut greenhouse gas
emissions by 80% by the year 2050, including an 80% reduction in transport emissions (Houses of
Parliament, 2010). This, the government acknowledged, would require the rapid and extensive
development of the market for electric vehicles (EVs), certainly by 2020. In 2013 the government affirmed
its support for the mass marketisation of EVs (and other ultra-low emission vehicles) through a series of
measures including the part-funding of EV research and development, the provision of a financial subsidy
of (currently) up to £5000 against the purchase price of an ultra-low emission vehicle, payment to certain
local authorities of half the cost of installing recharging posts, and the offer of a £10 million prize to
encourage the development of a non-rechargeable long distance car battery (OLEV, 2013). The stated
objective of these measures was to ensure that 50% of all cars and vans would be zero or ultra-low
emission by 2050 (Gov.UK, 2013).

At least half of all new vehicle registrations in west Europe are attributable to commercial or
public sector fleet sales (Koetse and Hoen, 2014). In the UK, rather more than half of all annual new
vehicle registrations (typically 52%-56%) involve fleets of 25 or more vehicles, with a further five per cent
of new vehicle sales going to businesses that own fewer than 25 vehicles (Hutchins and Delmonte, 2012;
Green, 2013; Gray, 2014). However, fleet sales of electric vehicles have been very low: just 4200 units out
of a total of 1,265,600 fleet sales in 2013 (Gray, 2014). This matches the low take-up of privately owned
EVs among the general public. In 2012 only 1.4% of UK new car sales to private individuals were all-
electric (Milmo, 2013).

Clearly, the mass marketisation of EVs will occur only if fleet managers begin purchasing EVs in
greater numbers; given that fleet vehicles represent half of all vehicles entering the second-hand private car
market. The UK government recognised this in its December 2013 Autumn Budgetary Statement which
pledged £5 million for a project designed to prepare public sector fleets for EV technology (Gray, 2014).
The present study sought (i) to assist policy makers to devise EV marketing communications strategies
aimed at fleet managers, and (ii) to help answer the European Commission’s call for the development of a
model of business consumer attitudes towards the purchase of electric vehicles and for research into fleet
buying decisions (Hutchins and Delmonte, 2012). The study dealt only with wholly electric powered
vehicles and not with hybrids. This was because hybrids rely on fossil fuels and since purchase decisions
relating to hybrids are likely to involve factors different to those connected with EVs (see Sierzchula,
Bakker, Maat and van Wee, 2014) due possibly to hybrid cars being closer to conventional technologies

than is the case with EVs, resulting in less uncertainty.

Marketing communications strategies involve decisions concerning which potential customers to
target, the media to be used to reach potential customers, and the themes and messages to incorporate into
campaigns (Fill, 2002). The execution of a marketing communications strategy requires knowledge of the
preferences and views of target groups. Accordingly, the present study attempted to identify personal and
organisational variables likely to encourage fleet managers and their organisations to purchase (or purchase
greater quantities of) electric cars. Additionally the research examined the degree to which the extended

theory of planned behaviour explains fleet managers’ EV purchase intentions. Data was collected through
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the distribution of a questionnaire to UK fleet managers and via the administration of the questionnaire at

an event run by a trade association concerned with vehicle fleet management.

Theoretical Framework

The theoretical framework underlying the study draws on the extended theory of planned behaviour
(ETPB) (Conner and Armitage, 1998); the core of which (see Ajzen, 1998) comprises an assumed
connection between attitudes and intended behaviour. The latter is hypothesised to depend on (i)
perceptions of being able to control performance of the behaviour, and (ii) subjective norm, i.e., beliefs
about what other people think about the behaviour. Intended behaviour is posited to represent a sound
predictor of actual behaviour. Actitude is regarded as a function of pre-existing beliefs and of the
presupposition that performing the behaviour will result in certain outcomes. Subjective norm relies on
perceptions of whether significant others regard the behaviour as good or bad. Throughout the theory

assumes that decisions are based on the careful consideration of available information.

A number of additional variables have been posited to improve the operational performance of the
ETPB (see Conner and Armitage, 1998), some of which are relevant to the present research; namely the
strength of pre-existing beliefs, self-efficacy, moral norm, and self-identity. An individual may hold many
prior beliefs about a behaviour, a number of which will be held more strongly than others and will help
determine attitude (Fishbein and Ajzen, 1975). Self-efficacy refers to a person’s feelings of capability and
competence in a specific sphere. Individuals and organisations tend to engage in (or intend to engage in)
behaviours in which they believe they are highly competent. (Self-efficacy is not the same as perceived
behavioural control.) Moral norm relates to perceptions of the moral correctness of performing a certain
behaviour and could represent an antecedent of attitude (Ajzen, 1991). Selfidentity (in the present
context environmental self-identity) involves the ways in which people see themselves as fulfilling the
criteria associated with a role (e.g., as ‘someone who is concerned about environmental issues’ [Sparks and
Shepherd, 1992 p.392]) and might influence behaviour via its impact on attitudes (see Conner and
Armitage, 1998).

Fleet Buying Behaviour

Certain factors apply to fleet purchase decisions that might not be considered by private car buyers (see
Rijnsoever, Farlo and Djist, 2009; Prieto and Caemmerer, 2013). Fleet buyers are known to place great
importance on vehicle reliability and maintenance (Lane, 2005), on fuel consumption, and total lifetime
vehicle costs (including depreciation) (Nesbitt and Sperling, 2001). Normally, fleet buyers are
knowledgeable about the technical aspects of vehicles and should be among the first to be informed
(through trade associations, industry magazines and professional colleagues) of advances in vehicle
technology (Nesbitt and Sperling, 1998). Company cars are usually driven for more miles than privately
owned vehicles, due in part to their use for employees’ personal journeys (e.g., commuting to and from
work) as well as for business purposes. Sometimes higher grade employees are allocated better quality

models than lower status individuals.

Several considerations suggest that fleet buyers should be interested in buying EVs. Vehicles
within a fleet can be shared among many drivers and thus may be booked out to employees requiring
relatively short journeys; centralised recharging facilities can be established; fuel costs are zero; and research
has found that EV maintenance and repair costs are up to 20% lower than for conventional vehicles

(Gray, 2014). Nesbitt and Sperling (1998) noted how, given that the annual mileages of fleet vehicles are
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on average double those of private household cars, the cost savings accruing to EVs should be particularly
attractive to fleet buyers. Fleet vehicle journeys, Nesbitt and Sperling (1998) continued, occur mainly in
urban areas (often with fixed daily routes) and are usually fuelled and serviced at a single location. Despite
higher purchase prices, the lifetime costs of EVs are, according to Nesbitt and Sperling (2001), lower than
for conventional vehicles due to greatly reduced operating expenses. Moreover the use of EVs can improve
an organisation’s corporate reputation. A study of 14 Dutch and US businesses completed by Sierzchula

(2014) confirmed the perceived benefits to a company’s public image resulting from the visible use of EVs.

Nevertheless there exist significant barriers to the adoption of EVs by company and public sector
fleet buyers. Operational difficulties include restricted range, high purchase price (although prices will fall
as the mass production of EVs ensues), long battery recharge durations, battery replacement costs, and the
limited availability of charging stations (see Carley, Krause, Lane and Graham, 2013). A survey of 420
fleet managers who did 7oz intend purchasing EVs undertaken by the Institute of Car Fleet Managers in
2014 found that 35% of the respondents specified range concerns as their primary reason for eschewing
electric vehicles, with 13% citing ‘lack of knowledge’ (ahead of ‘lack of a comprehensive charging
structure’) (ICFM, 2014). A similar study conducted in the Netherlands by Koetse and Hoen (2014)
concluded that company car users’ preferences for EVs were substantially lower than for conventional cars
due to negative assumptions regarding limited driving ranges, long recharging periods and limited charge

point availability.

Although companies purchase fleet vehicles, the vehicles themselves are driven by employees who
may hold negative perceptions of EVs (Nesbitt and Sperling, 1998). This could be especially problematic
in situations where employees are allowed to purchase their company car at a discount after a certain
period (Vavasour and Vignoli, 1999). Drivers of company cars do not themselves buy the fuel consumed

by their vehicles, so that EV fuel cost savings have little personal relevance (Koetse and Hoen, 2014).

Further Possible Influences on Fleet Managers’ Purchasing Decisions

Literature in the organisational buying field (for reviews see, for example, Johnston and Lewin [1996] and
Sheth [1996]) has identified a plethora of variables with the potential to affect corporate purchasing

behaviour. Some of these variables are relevant to the present investigation, as follows.

Organisational Factors

Major considerations here include fleet size, organisation structure, sector (public or private),
decision making processes, corporate policies on the environment, and employees’ opinions regarding the
desirability of EVs. Fleet size is relevant because managers of large fleets have greater opportunities for
deploying EVs for exclusively short journeys. Structure is important as it may determine whether fleets are
purchased centrally or by an organisation’s sub-divisions. Decision making processes may involve the
number and specialisms of the people concerned with fleet decisions and the degree of formalisation of the
purchasing process. For example, can the fleet manager take decisions alone; who are the main
stakeholders in fleet decisions? Leggatt and Snoop (2009) observed how the fleet management role was
located in disparate departments in different organisations: sometimes in finance, sometimes in human
resources, marketing, a secretariat, or in a dedicated transport department. The existence of general
corporate policies favouring environmental preservation may encourage a fleet manager seriously to
consider buying EVs. A negative organisational factor is the possibility that employees allocated company

cars may be opposed to EVs and thus might dissuade fleet managers from buying them.
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Personal Factors

These include a fleet manager’s training, knowledge and experience of EVs, status within the
organisation and degree of authority over decisions, personal attitudes towards the preservation of the
physical environment, and attitudes towards risk. Fleet managers who have received training in the
techniques of fleet management might analyse the economics of EVs more closely than others. The
British Vehicle Rental and Leasing Association, for instance, offers (in conjunction with the Institute of
Car Fleet management) a four day course designed to equip attendees with fleet management skills
including asset and risk management, cost analysis, planning, environmental concerns, discounted cash
flow and budgetary management. The syllabus incorporates consideration of EVs. Knowledge of EVs
might be obtained from fleet management trade association publications, attendance at trade shows, word-

of-mouth from colleagues, or from newspaper articles or advertisements.

In some organisations the fleet manager will be a very senior executive who is personally
empowered to take high value purchasing decisions; in others the person might be subordinate to, say, a
human resources director or finance manager. A fleet manager with positive attitudes about environmental
preservation might be more inclined to incorporate EVs into a fleet than managers without this
predilection. Electric vehicles are at the forefront of technology and their purchase and use in a fleet will
necessarily involve some degree of operational and financial risk. A fleet manager’s willingness to accept
such risk could affect the person’s EV purchasing decisions. The higher the perception of the level of risk
associated with fleet EV purchases then possibly the greater the effort expended on the decision.

A model informed by the extended theory of planned behaviour and incorporating the above

mentioned considerations is presented in Figure 1.

Methodology

A sampling frame for the investigation was constructed from (i) a rented list of 1000 email addresses of
fleet car buyers, (ii) email addresses of members of a fleet managers’ professional body (602 contacts
excluding 26 appearing in the rented list), and (iii) examination of fleet trade magazines (generating 102
further contacts). A questionnaire (see below) was drafted and pre-tested through discussions with two
fleet managers of large organisations (one public and one private) and by face-to-face administration of the
document to four fleet managers belonging to a fleet trade association. The final document was emailed
in Survey Monkey form to all the contacts, resulting in 324 replies (19%). Additionally the questionnaire
was distributed at a fleet management trade association event, this exercise generating a further 40
responses. The questionnaire itself contained items relating to the extended theory of planned behaviour

plus queries involving personal and organisational variables.

Measurement of the theory of planned behaviour core constructs was undertaken according to
Ajzen’s (2006) guidelines, as employed in many previous studies (for examples see Pakpour, Zeidi,
Emamjomeh, Asefzadeh and Pearson, 2014). Attitude towards electric vehicles was assessed via three
reflective items (five-point agree/disagree scales) worded ‘Including electric vehicles in my organisation’s
fleet would be (is) good/beneficial/wise. The internal consistency of this scale as evaluated by Cronbach’s
alpha was 0.9. An adaptation of a single item recommended by Fishbein and Ajzen (1975) was used to
assess subjective norm, i.e., ‘Most people who are important within this organisation are in favour of
electric vehicles’ (five-point agree/disagree scale). Perceived behavioural control was measured by

adaptations of Ajzen’s (2006) two suggested reflective items for tapping this construct: ‘I am confident
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that if I choose to do so I can introduce electric vehicles into this organisation’s fleet’ and ‘It is up to me
whether the organisation uses electric vehicles’ (Pearson’s R=0.89). Self-efficacy was measured formatively
using two items adapted from Lee, Huang, Hawkins and Pingree (2008): ‘T am fully confident that I have
the ability to evaluate the usefulness of EVs for inclusion in the organisation’s fleet’ and ‘T am confident
that I know enough about EVs to be able to take correct decisions about whether to buy them’” (R=0.5).
An individual’s knowledge and experience of EVs was assessed formatively by three items: ‘T have owned
or driven an EV’; ‘I have obtained a lot of information about EVs from reading trade or other magazines,
by attending events, from the Internet or from conversations with colleagues’; and ‘I have attended a
formal training course in fleet management that covered EVs’ (R=0.25). A formative index of pre-existing
beliefs about EVs was created by asking the respondents (five-point agree/disagree scales) whether they
regarded the following as major barriers to EV adoption: range, net purchase price, availability of battery
recharge facilities, battery replacement cost. The degree to which a participant thought that buying and
using EVs carried a high degree of risk was tapped by a single item (cf. Dowling and Staelin, 1994)
worded ‘Incorporating EVs into our fleet involves a large amount of risk’. An individual’s willingness to
accept risk was assessed through three reflective items adapted from Matzler, Grabner and Bidman (2008)
and Donthu and Gilliland (1996), i.e., “When purchasing vehicles for the fleet I tend to feel more
comfortable when buying models I am familiar with’; I would rather stick with models I usually buy than
try models I am not very sure of’; and ‘T usually prefer to be safe rather than sorry when taking fleet

purchasing decisions’ (alpha=0.88).

Moral norm was evaluated via three reflective items informed by Kurland (1995): ‘It is morally
correct to use electric vehicles’; ‘Every socially responsible organisation should consider using EVs’; and
‘Fleet managers have a moral responsibility to take EVs seriously’ (alpha=0.89). Following Werff, Steg
and Keiser (2013), environmental self-identity was measured by three reflective items worded ‘Protecting
the environment is an important part of who I am’; ‘I am very much the type of person who behaves in an
environmentally friendly way; and ‘T see myself as the type of person who acts to preserve the
environment’ (alpha=0.89). Behavioural intention was assessed (cf. Ajzen, 2006) by a single item: “We
intend introducing electric vehicle (or more electric vehicles than we already have) to the organisation’s
fleet’. Actual planned behaviour was evaluated reflectively by two items worded “We are implementing
detailed plans for introducing EVs to our fleet (or for buying more than we already own)” and “We have
put in place policies and processes for selecting and purchasing EVs’ (R=0.88). The organisational factors
included in the questionnaire are listed in Table 1. Queries concerning the types of journey undertaken
by fleet vehicles comprised items about whether most journeys were short (up to 60 miles return) or long
or mixed. An organisation’s geographical coverage was also questioned as this could relate to the
availability of charge points. The questionnaire additionally asked for the participant’s age category,

gender, and for how long the person had worked in fleet management.

As the model contains a mixture of constructs with formative and reflective indicators and because
many of the variables were not normally distributed, the model was estimated using the method of partial
least squares with bootstrapped standard errors. The constructs with reflective indicators had high
reliability statistics (alpha values and R-squares) and hence were averaged to form composite variables
(composite reliability and variance extracted diagnostics obtained from the PLS analysis confirmed the

Cronbach’s alpha outcomes).
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Results and Conclusion

Descriptive Results

Members of the sample had a median age of 39 years and all were male. On average they had worked in
fleet management for 12 years. The fleets in the sample had an average of 744 vehicles (range seven to
59,000). Fifty-five of the fleets (15%) were in the public sector. Only seven of the 364 fleets contained
electric vehicles (1.9%), and intention to introduce EVs to fleets (or to increase representation) was low
(14% of the sample). Even fewer of the sample members had implemented practical measures for
incorporating EVs into fleets (i.e., 12 organisations [2.3%]). Attitude towards EVs was evenly divided
across the five categories of the composite formed for the variable, with 40% of the responses falling in the
top two divisions and 35% in the bottom two divisions. Similar distributions applied to environmental
self-identity and to knowledge and experience of EVs. Subjective norm was low, with just 15% of the
participants agreeing or strongly agreeing that important people within the organisation favoured EVs.
Moral norm was also low (nine per cent of responses falling in the top two categories of the moral norm
composite). A third of the respondents agreed or strongly agreed that employee vehicle drivers were likely
to be hostile to EVs. Most fleets undertook a mixture of long and short journeys, with a minority
operating vehicle share among drivers (see Table 1). Two thirds of the organisations allowed employees to
take their cars home at night. Perceived behavioural control and self-efficacy were high (80% and 90%
respectively). The use of EVs in fleets was generally regarded as carrying a high degree of risk (80% of
responses falling in the top two categories). Thirty per cent of the sample members were personally risk

averse, in the sense that they responded in the top two divisions of the risk aversion composite.

Test of the Model

Table 2 presents the significant (p<0.05) pathways emerging from the PLS estimation of the
model shown in Figure 1. A striking feature of the results is the absence of a significant link between
attitude and intent (beta=0.11; t=0.98). It seems that even the most favourable attitudes towards electric
vehicles do not translate into intentions to purchase them! This obviously creates problems for marketing
communications strategy as it implies that marketing messages, policies and (possibly very expensive)
activities designed to improve fleet managers’ attitudes concerning EVs may be wasted. Clearly, research
into the influences upon and the characteristics and moderators of this link is urgently needed. Many of
the organisational factors listed as possible determinants of intent in Table 1 failed to attain significance at
the 0.05 level; namely fleet size, decision making arrangements, journey type, geographical coverage, the
belief that EV use improves organisational image, and whether employees may eventually buy their
company cars. Respondent age and number of years in fleet management did not significantly affect

purchase intention.

Otherwise the ETPB performed well in the present context. All the hypothesised influences on
attitude were significant, as were the posited impacts on the intent variable of risk, perceived behavioural
control and subjective norm. Certain organisational factors also affected intent. The finding that
organisations with concrete policies for preserving the physical environment were more inclined than
others to intend introducing EVs suggests the desirability of campaigns designed to encourage
organisations overtly to link their environmental policies to EV purchase. Employee atticudes to EVs
warrant further investigation, given that employee drivers’ hostility to EVs apparently reduces fleet
managers’ levels of intent. Employees who are permitted to take their company cars home in the evening

might not have off-street parking facilities where batteries can be recharged, possibly leading to negative

Proceedings of the 20" International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, Izmir, Turkey April 16-17, 2015 46



Towards a Marketing Communications Strategy for Promoting Electric Vehicles to Fleet Managers

employee perceptions of EVs. It follows that day time recharging opportunities at employees’ work
premises must be provided for employees who cannot recharge at home. Government and or European
Commission agencies could perhaps help finance in-house campaigns to promote EVs to employee drivers

within organisations.

Fleet managers who believed that incorporating EVs into their fleets carries high levels of financial
or operational risk were less likely to intend buying EVs. Hence information campaigns configured to
lower the perception of risk are necessary, and should be especially effective among risk averse individuals.
Campaigns that seek to reduce perceptions of risk that are delivered through fleet trade media might be
particularly valuable as a means of improving perceptions of EV purchase risk. Subjective norm was low, a
situation that might be rectified by the government communicating favourable information about EVs to
chief executives and other senior managers of fleet-owning organisations. Articles in business magazines
and other publications seen by top executives could be a useful way of reaching this specific audience.
Knowledge and experience of EVs affected pre-existing beliefs about EVs significantly and favourably.
Again this suggests the desirability of government agencies encouraging trade and professional bodies to (i)
disseminate information about EVs, (ii) generally stimulate wider media coverage of EVs, and (iii) try in

whatever ways are possible to increase business executives’ awareness of EVs.

The study revealed that few fleet managers (12 out of 364) were actually implementing practical
measures for incorporating EVs (or more EVs) into their fleets. Statistically the link between intent and
planned behaviour was significant, but essentially meaningless given the very small number of
organisations involved. (Likewise for the significant moderating effect of perceived behavioural control on
the relationship between intent and planned behaviour.) Considering the enormous importance of fleet
purchases for the volume of new vehicle registrations, and the secondary impact of fleet sales on the
second-hand car market, it is clear that both the national UK government and the European Commission
need to do a great deal more to motivate fleet managers to buy EVs. Critics of government policy
sometimes allege however that state authorities have failed to develop centralised systems for co-ordinating
EV related activities, have not rolled out a comprehensive recharging network using a standard multiple-
plug interface, and have left private third party investors (rather than government agencies) to promote
EVs (see ICFM, 2014). Macharis and De Witte (2012) identified several quite different kinds of
company car driver, each with different reasons for using their vehicles, implying the desirability of
applying different promotional policies to each group. Government policies could vary with respect to,
for example, the specific media used to carry promotional messages, depreciation allowances on vehicles,
information on price comparisons, assistance with battery scrappage, or the content of social media
campaigns (cf. Stewart, 2012). It is relevant to observe that the Inland Revenue authorities tax individuals
who have company cars, on the assumption that such vehicles are a perquisite of employment. This tax
could be waived on electric cars. Also worth noting is that the most expensive and luxurious company cars
are often allocated to an organisation’s most senior managers (Vavasour and Vignali, 1999). If senior and
high-profile politicians (e.g., of ministerial or shadow cabinet rank) were to be seen conspicuously using
high value electric vehicles their example might be followed by top managers in companies and public

sector organisations.
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Alongside each item is the average value of the answer given by the sample, or the percentage of the

participants giving a ‘Yes” answer, or the percentage responding in the top two categories of a five point

scale.

Table 1. Organisational Factors

Size of fleet 744
Sector 85% private
Is fleet buying centralised or decentralised? 80% centralised
If you already use EVs how many do you own? 4
Who takes fleet buying decisions:

- yourself acting alone 30%

- the chief executive 14%

- another department, e.g. HR or Finance 19%

- ateam? 37%
Is the fleet’s geographical journey coverage national or regional? 68% regional
Does the organisation have formal policies favouring environmental 28% Yes
preservation?
Senior management believes that using EVs will improve the 14% Agree/Strongly
organisation’s image Agree
Average numbers of hours per day for which a fleet vehicle is in use 4.5
Types of journey undertaken:

- Mainly short 30%

- Mainly long 10%

- Mixture of short and long 60%
Are individual vehicles shared among several drivers? 34% Yes
Do employees keep their fleet vehicles overnight? 64% Yes
Can employees eventually purchase their fleet vehicle? 12% Yes
Employees are likely to be hostile towards electric vehicles? 33 % Agree/Strongly

Agree
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Table 2. Significant Influences

Beta T-value
Influences on Intent:
- Perceived level of risk 27 2.33
- Attitude towards risk .28 2.56
- Subjective norm .36 3.04
- Perceived behavioural control .27 2.42
Organisational influences on Intent
- Number of hours per day for which fleet vehicles are in | .26 3.03
use .29 3.14
- The organization already owns some EVs 31 3.06
- The organisation has policies on environmental 32 2.92
protection .25 2.88
- Employees are hostile towards EVs
- Employees take their vehicles home at night
Influence of Intent on Planned Behaviour .25 2.25
Moderating influence of perceived behavioural control on the .01 2.67
link between intent and planned behaviour
Influences on Attitude
- Environmental self-identity .36 3.93
- Moral norm .29 3.03
- Pre-existing beliefs .25 2.44
Influence of Knowledge and Experience on pre-existing beliefs | .41 3.98
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Understanding the Complexity of Customer
Advocacy Intentions Resulting from
Continuance Commitment and Its Antecedents

Zia Khan, National University of Computer and Emerging Science, Pakistan

David Ferguson, Asian Institute of Technology, Thailand

Abstract

The role of continuance commitment in the relationship marketing literature is highly elusive due to the
mixed findings reported, thus illuminating the need for further research along this line of enquiry. This
study aims to add clarity between the constructs of continuance commitment and customer advocacy
intentions by taking a sample of 155 international students from within a Thai mobile phone
telecommunications service industry. This research also evaluates two potential antecedents of continuance
commitment namely (1) perceived switching cost and (2) discount and related packages offers. Through
Partial Least Squares-based Structural Equation Modeling (PLS-SEM), the results confirm the existence of
a positive relationship between continuance commitment and customer advocacy intentions, as well as
both aforementioned antecedents serving as significant predictors of the continuance commitment
behavior. As, additionally, there is no measurable harm or hindrance to be expected or anticipated on
customer advocacy intentions from continuance commitment, continuance-based relationship marketing
strategies can also be recognized as being useful in the development of overall relationship marketing

plans.

Keywords

Customer advocacy intentions, continuance commitment, word of mouth, perceived switching costs,

discount and packages offers, constraint-based relationships
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Introduction

Marketeers are always interested to know those factors that enhance customer advocacy intentions
(Morgan, and Hunt 1994; Fullerton 2003, 2005, 2011; Gounaris, Stathakopoulos, and Athanassopoulos
2003). The construct of customer advocacy intentions, which is also known as word-of-mouth intentions
or attitudinal loyalty, has been extensively studied in the last two decades. It is recognized as one of the
most important gauges to evaluate the likelihood of a customer’s willingness to recommend his/her service
provider in front of others (Dick and Basu 1994; Verhoef, Franses, and Hoekstra 2002; Evanschitzky et al.
2000). There is an academic consensus among marketing scholars that constructs such as perceived service
quality, customer satisfaction and trust are all positively related to customer advocacy intentions
(Evanschitzky et al. 2006; Lee, Huang, and Hsu 2007; De Matos and Rossi 2008; Fullerton 2011).

On the other side, when we take into account the role of commitment relating to customer
advocacy intentions, marketing scholars have highlighted three types of commitment; namely affective
(desire-based), continuance (cost-based) and normative (obligation-based) commitments (Bansal, Irving,
and Taylor 2004; De Matos and Rossi 2008; Fullerton 2011). For the most part, marketing scholars have
ascertained that affective commitment is also positively related to customer advocacy intentions (Fullerton
2003; Evanschitzky et al. 2006; Lee, Huang, and Hsu 2007). In contrast, when we take into account the
role of cost-based commitment, that is also known as, “high sacrifice commitment” (Harrison-Walker
2001) or “calculative commitment”(Gustafsson, Johnson, and Roos 2005) in the marketing literature,
mixed findings are reported with respect to its effect on customer advocacy intentions (De Matos and
Rossi 2008). For instance, there is an ongoing debate taking place within this particular domain as to
whether those customers who consider themselves being within a ‘lock-in’ state with their service providers
will still be likely to recommend their service providers to others or not. In this sense, the effect of
continuance commitment on customer advocacy intentions is highly elusive within the marketing
literature. Empirical evidences do not reveal a clear answer to this question. There are some studies that
reveal a significant, positive and direct link (Evanschitzky et al. 2006; Lee, Huang, and Hsu 2007); whilst
others studies ascertain a significant but negative and direct link (Fullerton, 2003; 2005; 2011; Ranaweera
and Menon, 2013), with some even divulging no significant, direct relationship at all (Harrison-Walker
2001; Verhoef, Franses, and Hoekstra 2002; Chu and Li 2012). Thus, considering these mixed findings, it
is argued that further study is needed to explore the complexity of the relationship between continuance
commitment and customer advocacy intentions. This current study aims to provide contributions to
further enable the discourse. In addition, this research also aims to explore the antecedents of continuance
commitment that relate to the costs and benefits orientation, namely (1) discount and packages offers and
(2) perceived switching cost influences, that should help us better understand whether these proposed

antecedents are actually found to serve as significant predictors of continuance commitment or not.

This study is one of the pioneering Asian-based customer perspective studies in understanding the
antecedents of continuance commitments as well as the complex relationships that exists between
continuance commitment and customer advocacy intentions within the telecommunications sector. We
take into account that most of the research along this line has been conducted in Western-based retail
service contexts (e.g. Harrison-Walker 2001; Fullerton 2003, 2005; Evanschitzky et al. 2006; Fullerton
2011; Ranaweera and Menon 2013).

The following sections of this paper will focus on relevant aspects of our literature review with an

aim of helping elucidate the complexity that exists between continuance commitment and customer

Proceedings of the 20" International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, Izmir, Turkey April 16-17, 2015 54



Understanding the Complexity of Customer Advocacy Intentions Resulting from Continuance Commitment and Its Antecedents

advocacy intentions. After establishing and developing the hypotheses proposing the conceptual model for
this study, the research methodology and data analysis will be presented. Finally, the discussion section
will cover the most important theoretical and practical implications derived as the conclusive findings of

this research.

Literature Review and Hypotheses

Understanding Continuance Commitment and Its Relationship with Customer Advocacy
Intentions, Perceived Switching Costs and Discount And Packages Offers

Continuance Commitment and Customer Advocacy Intentions

Odekerken-Schroder and Bloemer (2004) studied the health-care industry of Belgium and
reported that constraint-based commitment encouraged healthcare customers to continue their service
provider relationships. Furthermore, several marketing scholars posit that, due to certain economic
benefits such as convenient location, service provider expertise, strong interpersonal relationships with
employees of the service provider, continuance commitment should also be considered as an antecedent of
customer advocacy intentions (Evanschitzky et al. 2006; Lee, Huang, and Hsu 2007; Chu, and Li 2012).
For instance, Evanschitzky et al. (2006) study of a Western European mass transit service provider
obtained a large sample of 2,389 observations. These scholars found a positive relationship between
continuance commitment and customer advocacy intentions. Similarly, Lee, Huang and Hsu (2007)
conducted a study involving a cross section of different retail service contexts, such as food, coffee shop,
theater and cosmetics sectors. They ascertain that continuance commitment had a general and broad
positive effect on customer advocacy intentions. Taking into account the findings of the aforementioned
studies, we hypothesize that within the context of telecommunication sector, continuance commitment
will be positively correlated with customer advocacy intentions. Therefore, we present out first hypothesis

that is given below;
H1: Continuance commitment directly and positively affects customer advocacy intentions

Continuance Commitment and Perceived Switching Costs

Aydin and Ozer (2005) define perceived switching costs as “switching costs [that] can be seen as a
cost that deters customers from demanding a rival firm’s brand”. According to them, these costs can be
monetary (sunk and termination costs) as well as psychological (a fear of not being treated as well by a new
service provider). In this sense, scholars also argue that customers do feel a certain level of anxiety when
they think of switching towards a new service provider due to the fact that they have not tried the new
service provider, and therefore this risk deters them from switching (Sharma and Patterson 2000).
Bendapudi and Berry (1997) discuss constraint-based factors such as switching costs, and posit that these
will lead to constraint-based motivations. Moreover, empirical studies also show evidence for a positive
relationship between perceived switching costs and continuance commitment (Fullerton 2003; Bansal,
Irving, and Taylor 2004). For instance, Fullerton (2003) experimentally reveals that when customers have
measurable levels of continuance commitment, their switching intentions will tend to be on the lower side.
Bansal, Irving and Taylor (2004) customer sample study within the Canadian auto-repair market found
also that perceived switching costs are positively related to continuance commitment. In order to confirm
whether this relationship will exist in the telecommunications industry, we present our second hypothesis

in the following manner;

H2: Perceived switching costs directly and positively affect continuance commitment
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Continuance Commitment and Discount and Packages Offers

Evanschitzky ez al. (2006) posit that various incentives such as discount vouchers and membership
loyalty programs provide meaningful benefits to customers, which, in turn, serve to deter a customer’s
intention towards new service provider. These benefits force him/her to maintain a longer term
relationship with the existing service provider. This looks logical due to the fact that when customers get
various benefits, they are more likely to become enthusiastic advocates on behalf of their service providers
(Lee, Huang, and Hsu 2007). Nowadays, within the context of telecommunication industry, several
companies offer free talk time, discounted internet, sms and call packages with the aim to enhance
perceived economic benefits. In this regard, Ou et al. (2011) study Taiwanese department store customers
and found that minimum purchase gift cards, membership card rebates and lottery draws increase
customer dependence on the department stores and these loyalty programs deter them from switching
towards a new , alternative department store. Along this line, we hypothesize that discount and packages
offers will lead to continuance commitment within the context of telecommunications market. We present

our third and last hypothesis as below;
H3: Discount and package offers directly and positively affect continuance commitment

The hypothesized model of this paper is given in below in the Figure 1.

Perceived
Switching

Costs

. Customer
Continuance

H1 Advocacy

Commitment
Intentions

Discount and
Packages
Offers

Figure 1. Hypothesized model of this research

Methodology

Measurement

In developing a reliable measurement design to evaluate the proposed model being hypothesized, a three-
item scale for customer advocacy intentions was used from the study of Zeithaml, Berry and Parasuraman
(1996). Within our six-item construct for continuance commitment, the first four items were taken from
the study of Schechter (1985), whilst the last two items were derived from the study of Harrison-Walker
(2001). All of these six items were also evaluated by Harrison-Walker (2001) in their study of the hair-
salon and veterinary industry. A four-item construct for perceived switching costs was adopted from the
studies of Jones, Mothersbaugh and Beatty (2002) and Burnham, Frels and Mahajan (2003). All of these
four items were also evaluated by Aydin and Ozer (2005) in their study of the Turkish
telecommunications industry. For the construct of discount and packages offers, two items relating to

lucky draws and discounted packages have been conceptualized from the study of Ou et al. (2011),
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whereas the other two items were developed by the authors of this research study after the detailed
discussion with two doctoral students in marketing group and five customers in Thai telecommunication

industry. All of the items were administered on a seven-point Likert scale.
ry p

Sample and Data Collection

Based on the literature review, the hypothesized model of this study has been tested by taking an
international student sample of mobile phone service providers within Thailand’s telecommunication
industry. The sample was taken from within a degree awarding institute, based in Thailand. With respect
to establishing a degree of generalization, the sample consisted of international students who represented
nationals of twelve Asian countries. A total of 159 responses were collected through online and paper-
pencil questionnaires, providing participants with an incentive offer for some food coupons and a pen-
drive IT memory based on a lucky draw. After initial screening, data entries of four questionnaires were
deleted based on giving wrong answer to the attentive question “what is the name of the capital of
Thailand”. This cross-check question was introduced as a quality check in order to detect any non-
rigorous form filling behavior of the questionnaire by the respondents. A total of 155 responses were used
in the final data analysis. The twelve Asian countries and their respective number of national students (in
brackets) that participated in this survey include Myanmar (26), Pakistan (25), Vietnam (25), Thailand
(14), India (11), Nepal (10), Cambodia(10), Sri Lanka (9), Bangladesh (6), Indonesia (5), Malaysia (2),
China (2), whilst 10 respondents’ nationality could not be identified.

Survey results showed that 53 (34%) respondents belonged to Advanced Info Service, 79 (51%)
customers belonged to DTAC, 22 (14%) belonged to True Move while 1 (1%) respondent did not reveal
his/her mobile phone service provider. 85 (55%) respondents were male, while 70 (45%) respondents
were female. 9 (6%) respondents reveal their age as below 20 years, 114 (74%) respondents were between
20-30 years and 31 (20%) were above than 30 years. 48 (31%) classify themselves as bachelors, 87 (56%)
were masters students while 18 (12%) belonged to the ‘others’ category, whereas only 1(1%) did not
answer to this question. In term of mobile service use, 58 (37%) respondents were using their mobile
phone service provider service less than one year, and similarly 58 (37%) respondents were in the category
of 1-2 years. Moreover, 12 (8%) respondents revealed that they had been using the services of their
existing mobile phone service provider since last 2-3 years, and similarly 12 (8%) respondents classified
themselves in the category of 3-4 years. Whereas, the rest of the respondents 14 (9%) were using the

services more than four years.

Common Method Variance (CMV) was examined through Herman’s one factor test for the
whole model (Podsakoff et al. 2003). An un-rotated principal component factor analysis was conducted
and it revealed that as the first factor explained no more than 32% of the total variance and thus failed to
explain the majority of the variance, there is no serious threat to be concerned about with respect to CMV

within this study.

Analysis and Results

Partial Least Squares-Structural Equation Modeling (PLS-SEM) has been applied to evaluate the
measurement model and the hypothesis testing. Ideally, Covariance Based Structural Equation Modeling
(CB-SEM) is the most rigorous SEM technique to apply; however, there are limitations to its applicability.
PLS-SEM has many distinctive advantages over CB-SEM which is why it has received considerable

attention in the field of customer behavior research (Hair et al. 2012). For instance, while it achieves high
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levels of statistical power even with a small sample ad it also yields similarly reliable results to CB-SEM in
large datasets (Hair, Ringle, and Sarstedt 2011). Through the meta-analysis of over two hundred PLS-
SEM based articles in leading marketing journals, Hair et al. (2012) reveal that marketing scholars apply
PLS-SEM due to non-normality of data, small sample sizes and/or presence of formative constructs in
their respective models. We have applied PLS-SEM in this research due to the concern of small sample

size.

SmartPLS version 2.0.M3 was used for path modeling and data analysis (Ringle, Wende, and Will
2005). It should be noted that prior to testing the relationships among variables, a comprehensive
examination of outer and inner structural model is required for the precision of PLS-SEM estimates (Hair
etal., 2012).

Outer Model Evaluation: Reliability and Validity

For outer model assessment, indicator reliability, internal consistency reliability, convergent
validity and discriminant validity should be examined (Hair et al., 2012). The results of outer model
evaluation are shown in Table 1 and 2. All of the item loadings were greater than 0.50 which is quite
satisfactory. (Hulland 1999). Construct reliability can be achieved if Composite Reliability (CR) for each
construct is greater than the threshold value of 0.60 (Bagozzi and Yi 1988). For convergent validity, the
Average Variance Extracted (AVE) should be greater than 0.50 for each construct (Bagozzi and Yi 1988).
All values of CR and AVE for each construct exceeded the minimum threshold values as shown in Table
1. Discriminant validity of all the four latent variables were assessed through Fornell and Larcker (1981)
criteria. As the square root of each construct’s AVE should be greater than the construct’s highest
correlation with any other construct, table 2 depicts that satisfactory discriminant validity was broadly
achieved. Having acceptable construct reliability and validity, the measurement model was able to be

subsequently used to test the hypothesized relationships.

Table 1. Summary of outer model evaluation: item reliability, construct reliability and convergent validity

Latent Construct Loadings CR AVE
CUSTOMER ADVOCACY INTENTIONS 0.861 0.827
| say positive things about X to other people 0.901

| recommend X to someone who seeks my advice 0.926

| encourage friends and relatives to do business with X 0.901

CONTINUANCE COMMITMENT
The longer | stay with X, the harder it is to leave 0.710 0.861 0.509

It would be difficult for me to adapt to a new service provider 0.790

Many changes would have to occur in my present
circumstances to cause me to stop doing business with X 0.671

I would give up a lot if i stopped doing business with X 0.727

I continue to do business with X because it would be difficultto ~ 0.735
make a change

0.638
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Changing to a new service provider would be impractical

0.800 0.503
PERCIEVED SWITCHING COSTS
Switching to a new service provider causes considerable 0.762

monetary cost

| am not sure that the billing of a new service provider would be  0.776
better for me

Even i have enough information, comparing the service 0.708
providers with each other takes a lot of energy, time and effort
To switch to a new service provider, i should compare all 0.574
service providers (on account of services, coverage area, billing,
etc.)
DISCOUNT AND PACKAGES OFFERS 0.838  0.565
X provides me relatively better packages and value added 0.725
services
X provides me free talk time and messages

0.790
X frequently announces lucky draws in which i try to participate

0.691
X frequently offer discounted or cheap packages ( talk
time/SMS/internet) which i usually subscribe

0.796

Table 2. Outer model evaluation: construct correlations and discriminant validity

Latent Constructs 1 2 3 4
Customer advocacy intentions 0.909
Continuance commitment 0.454 0.713
Perceived Switching Costs 0.228 0.369 0.709
Discount and packages offers 0.558 0.436 0.222 0.752

Square root of the Average Variance Extracted (AVE) on the diagonal

Inner Model Evaluation: Predictive Relevance

After having acceptable evidence of reliability and validity through outer model evaluation, the
inner model assessment can be conducted (Hair et al., 2012). The coefficient of determination (R?), the
Average Variance Accounted for (AVA) and the Stone-Geisser test (Q?) are the indices to test the
predictive relevance of the structural model (Fornell and Cha 1994; Hair et al. 2012). The results of inner

model evaluation are shown in table 3.

All of the individual R”s for each endogenous construct exceeded the threshold value of 0.10
(Falk and Miller 1992). The R? values obtained for continuance commitment and customer advocacy
intentions are greater than the threshold value, and therefore, these are considered acceptable. The AVA is

calculated as the mean of the R”s of all the endogenous constructs. In this study, the AVA value was 0.24
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which is quite acceptable (Falk and Miller 1992). As a high level of R? is most desirable the integrity of the
results also depends on the research fields. R* in customer behavior studies is considered to be high if
greater than 0.20 (Hair, Ringle, and Sarstedt 2011). The value of Q* can be calculated through
blindfolding process in which the cross-validated redundancy is obtained for each endogenous construct
and this value should be greater than zero in order to have an acceptable value of predictive relevance
(Hair et al., 2012). The values of Q? obtained for continuance commitment and customer advocacy

intentions are greater than zero and confirm the predictive relevance.

Table 3. Hypotheses results and inner model evaluation

Hypothesis Independent Dependent Beta (path  t-values p-values Result*

No. Variable Variable coefficient)

1 Continuance Customer 0.454 9.962 0.000 Supported
commitment advocacy

intentions

2 Perceived Continuance 0.287 6.174 0.000 Supported
switching costs commitment

3 Discount and Continuance 0.373 8.290 0.000 Supported

packages offers  commitment
RZand Q?values for customer advocacy intentions obtained 0.206 and 0.163, respectively

R%Zand Q?values for continuance commitment obtained 0.269 and 0.123, respectively

AVA of the model obtained: 0.238

* Significant at 0.01-level

Hypothesis Testing of Structural Model

A nonparametric bootstrapping approach (5,000 samples, 155 cases) was used to examine the

precision of the PLS estimates and to test the hypothesized relationships (Hair, Ringle, and Sarstedt 2011).

With respect to continuance commitment effect on customer advocacy intentions, hypothesis H1
is evaluated. A positive relationship between continuance commitment and customer advocacy intentions
(B=0.45, t-value=9.6) reveals that an increase in the continuance commitment causes an increase in

customer advocacy intentions; therefore, H1 is supported.

With respect to the antecedents of continuance commitment, the hypotheses H2 and H3 are
examined. For H2, the role of perceived switching costs has been investigated as the antecedents of
continuance commitment. The construct of perceived switching costs establishes a positive relationship
with continuance commitment (=0.29, t-value=6.17) supporting H2. This implies that an increase in
the perceived switching costs in a customer’s mind will increase his/her lock-in state with the existing
service provider. With respect to the last hypothesis, the impact of discounts and packages offered by
mobile phone service providers is evaluated as an antecedent of continuance commitment. Result reveal
that there exists a positive, significant and direct relationship between these constructs (=0.313, t-
value=8.29) therefore H3 is supported. This particular finding illustrates that the greater the discount and
packages offered by a mobile phone service providers, the greater the customers will feel difficulty to
switch towards a new service provider, therefore, lock-in state is to be further enhanced with the existing

service provider.
Discussion
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This research intends to add meaningful contribution in the existing marketing literature in two distinct
ways. Firstly, it adds clarity among the complex and highly elusive relationship between constructs of
continuance commitment and advocacy intentions. Secondly, this study confirms two antecedents of
continuance commitment namely perceived switching costs and discount and packages offered by service
providers in the Thai telecommunication mobile phone service industry. This is recognized in an Asian-

based customer perspective.

A stream of marketing scholars have reinforced the concept of continuance commitment within
relationship marketing programs as serving to have a negative, almost undermining relationship when
viewed alongside the construct of advocacy intentions (Fullerton 2003, 2005, 2011; Ranaweera, and
Menon 2013). This research contradicts the findings of these scholars and posits that continuance
commitment is also a comparably important and vital factor for the relationship marketing program, as it
not only creates a lock-in state in customer’s mind, but also helps to increase the likelihood of customer
referrals. This research highlights some contradictory results when compared with the study of Ranaweera
and Menon (2013), which was recently conducted within the UK’s telecommunications industry. Our
research finding though is consistent with the findings of Evanschitzky et al. (2006), Lee, Huang and Hsu
(2007). There are also other marketing scholars who ascertain the role of constraint-based motivation in
order to nurture the long-lasting relationships within the domain of retail service markets (Bendapudi and
Berry 1997; Odekerken-Schréder, and Bloemer 2004; Aydin and Ozer 2005). Therefore, we posit that
there is no ill-effect to be found between the constructs of continuance commitment and advocacy
intentions and thus marketeers can add termination/switching fines while providing best possible service
to their customers without the fear necessarily of losing advocacy support from the consumer.. The finding
of this research is consistent with the work of Bansal, Irving and Taylor (2004) with respect to the
antecedent role of perceived switching costs with continuance commitment. While increasing perceived
switching costs, Marketeers should also focus on various customized talk-time, sms and internet
discounted packages, as well as free talk-time and lucky draw offers so that customers should think of these
comparative benefits before considering a switching intention decision. The development of a reliable and
valid construct of discounts and packages, as well as its role as an antecedent towards continuance

commitment is also a significant contribution of this study.

The scope of this study can further be extended into next phase while considering its limitations.
One should give some consideration to the generalization of the findings of this research as student
samples were employed to evaluate the conceptual model. As the study sought to understand the broad
acceptance scope of this phenomenon and selected international, cross Asian culture contexts, care should
also be taken to generalize the findings on a Thai customer behavior in the Thai telecommunication
industry. As pioneering Asia-based research of continuance commitments within the telecommunications
sector, further research should be considered. A more detailed cross-cultural study in a host nation context
may be useful to elaborate the generalizability and variances underlying patterns that exist between
constraint-based motivation and customer advocacy intentions. A comparison between various service
contexts can also serve as a useful context so as to consolidate the present findings not only from a cross
cultural context within Asia, but more from a cross service sectorial context to the relevance of
commitment and switching intentions in the service industries. Another stream of future research is also
viable to understand the antecedents of continuance commitment as there is little empirical support found
in evaluating those factors that may cause increased (or decreased) lock-in state while developing
relationship marketing plans.
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Abstract

This paper seeks to explore the internal brand identity and external brand image of the UK Conservative
Party prior the 2015 UK General Election. This study builds on the work of Pich (2012) that generated
insight into the internal and external orientations of David Cameron’s Conservative Party before the 2010
UK General Election. The findings from both studies will be compared and contrasted to create a deeper
understanding of the evolution of the UK Conservative brand, which will add to the limited longitudinal
studies in political branding research. As there are very few frameworks to explore both brand identity and
brand image, this research will adopt the brand identity-image network developed in Pich (2012) as a tool
to structure and explore the internal and external perspectives. Furthermore, this highlights an opportunity
to critically assess the operationalisation of the brand identity-image network beyond the work of Pich
(2012). The findings will have implications not only for political parties but also for politicians, candidates

and other political entities. Organisations will be able to evaluate their brands comparatively and
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longitudinally from an internal and external orientation. This will also highlight whether their projected
brand identity is coherent with the understood external brand image. Furthermore, this will also reveal if
deep seated associations and imagery have evolved or adapted between the 2010 and 2015 UK General
Election. Ultimately, this research may provide political entities a mechanism to periodically understand

their brand from a dualistic perspective.

Keywords

Brand image; brand identity; political brands

Study Motivation

There is a paucity of longitudinal and comparative studies within the area of political marketing with a
distinct focus on political branding (Baines er @/ 2011; Ioannides 2010; Smith and Speed 2011).
Furthermore, there are explicit calls for more research in this area that will ultimately assist political
entities understanding their political offering and environment (Baines and Harris 2011; Dann ez al. 2007;
Ormrod 2011; Ormrod e al. 2007). In order for the subject area to develop, researchers must revisit and
reapply established theory, topics and concepts which will reveal a deeper understanding in pursuit of
theory development (Baines and Harris 2011; Dann ez a/. 2007; Henneberg and O’Shaughnessy 2007).

Political brands are complex and multifaceted entities (French and Smith 2010; Peng and
Hackley 2009; Phipps et al. 2010; Pich ez al. 2014). However, there are calls for more in-depth research
and understanding focused on political brands particularly from an internal and external perspective
(Needham 2006; Phipps ez al. 2010; Pich 2012; Smith and French 2009). The limited research that
explored a political brand from a dual perspective adopted the concepts of brand identity and brand image
(Pich 2012). Brand identity can be conceptualised as the intended projection formulated and
communicated by the brand’s creator with the aim of attempting to establish a desired identity in the
mind of the consumer (de Chernatony 2007). In contrast, brand image can be considered as the current
associations perceived and formulated in the mind of the consumer which is often out of control of the
brand’s creator (Nandan 2005; Rekom ez a/. 2006). The concepts of brand identity and brand image are
considered relational nevertheless distinct (Nandan 2005) and can be adopted to explore whether a
communication gap exists between the two concepts. The possibility of gaps between identity and image
need to be routinely monitored to prevent potential crises for the brand (Davies and Chun 2002; de
Chernatony 1999). In corporate branding it is argued that gaps between identity and image can be
considered negatively and ideally identity and image should be aligned (Davies and Chun 2002:145).
Similarly, the gap needs to be as small as possible or eliminated for the brand to be considered strong,
trusted and valued which can also increase loyalty (Nandan 2005). Nevertheless in order for identity-
image gaps to be measured, the two concepts have to be qualitatively explored and assessed to determine

whether there are any gaps between brand identity and brand image (de Chernatony 2007).

Pich (2012) explored the internal and external orientation of the UK Conservative Party brand
prior the 2010 UK General Election. More specifically, the study generated a deeper understanding of the
UK Conservative Party brand identity from the perspective of internal members ranging from Members of
Parliament, Members of the House of Lords, European Members of Parliament and professional and

voluntary-grass-roots members. In addition, the study explored the external political brand image of the
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party from the perspective of young adults aged 18-24 years. Exploring the political brand from a dual
perspective revealed its complex and multilayered nature and highlighted the lack of internal coherency to
the UK Conservative Party ‘brand identity’. Moreover the study presented the idea that the external
political ‘brand image’ was ambiguous and remained associated with previously held perceptions. Further,
Pich (2012) indicated some disparity between how the political brand was communicated and how it was
understood prior the 2010 UK General Election. This incoherency between its internal brand identity
external brand image was contradictory to the existing literature on successful brands (Gurau and Ayadi
2011; Smith and French 2009; Smith and Saunders 1990). Nevertheless Pich (2012) highlighted some
detoxification of the “Tory brand’” and uncovered some key problems that still faced the UK Conservative
Party including that they focused upon the paradox of a ‘broad church’ whilst factional in nature.
Therefore the work by Pich (2012) seems an appropriate study to contextualise the demand for more
longitudinal and comparative research (Baines ez @/ 2011; loannides 2010; Smith and Speed 2011).
Responding to the identified gap, this research will provide an in-depth current understanding of the UK
Conservative Party brand from a dual perspective prior the 2015 UK General Election and highlight
how/if the political brand has developed following the 2010 UK General Election.

Research Objectives

This research focuses on three objectives. The first objective will explore the political brand identity of the
UK Conservative Party prior the 2015 UK General Election from an internal orientation. The second
objective will generate a deeper understanding of the political brand image the UK Conservative Party
from an external perspective. The third objective will compare and contrast the findings with the insight

generated in Pich (2012) with the aid of the brand identity-image network

Research Method

Stage one will involve conducting in-depth interviews with internal stakeholders of the UK Conservative
Party, spanning all three elements; Parliamentary, Professional and Voluntary. Stage two of the study will
focus on conducting focus group discussions with external stakeholders aged 18-24 years. As young
citizens aged 18-24 years were considered an untapped and potentially lucrative market and specifically
targeted by David Cameron’s Conservative Party (Ashcroft 2010; Charles 2009) it can be argued that it is
appropriate to consider young citizens aged 18-24 years as external stakeholders. Data collection will be
conducted by the researcher between 1% December 2014 and 6™ May 2015 (polling day - UK General
Election). The transcribed in-depth interviews and focus groups discussions will be thematically analysed

using a two-staged process based on the work of Butler-Kisber (2010).

As this study is a longitudinal and comparative case exploring the development of the UK
Conservative Party brand from a dual standpoint; this research will adopt the brand identity-image network
developed in Pich (2012) as a tool to structure and explore the internal and external perspectives. The
‘brand identity-image network’ (Pich 2012) built on the work of Kapferer (2008) and Bosch ez al. (2006)
and considered the applicability of the findings to the brand identity prism (Kapferer 2008) and the brand
image framework (Bosch ez al. 2006). Furthermore, this highlights an opportunity to critically assess the
operationalisation of the brand identity-image network beyond the work of Pich (2012) and reaffirms that

there are very few tools to understand both internal identity and external image.

Proceedings of the 20" International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, Izmir, Turkey April 16-17, 2015 67



The Evolving Nature of Political Brands: A Comparative Study Exploring the Internal and External Brand Orientations of David Cameron’s
Conservative Party From 2010 to 2015

Findings

The findings will reveal the current internal understanding of the political brand identity of the UK
Conservative Party. Further, the findings will highlight the current image of the political brand from the
perspective of young adults aged 18-24. The findings will determine the coherency and consistency of the
UK Conservative Party brand compared to the original findings uncovered in Pich (2012). This will reveal
if the political brand identity-image has evolved or adapted between the 2010 and 2015 UK General

Elections.

Original Value

As there are limited studies that offer longitudinal and comparative research in the area of political
branding, this research will seek to address this gap in the body of knowledge (Baines ez 2/ 2011; Ioannides
2010; Smith and Speed 2011). More specifically, this study will compare and contrast its findings with the
work of Pich (2012), which will offer current and retrospective understanding of the UK Conservative
Party brand from a dual perspective. This will also answer calls for more in-depth research devoted to
political brands from an internal and external orientation (Needham 2006; Phipps ez a/. 2010; Pich 2012;
Smith and French 2009), which will ultimately provide more insight into brand identity and brand image
research (Alsem and Kostelijk 2008; Chen 2010; Davies and Chun 2002).

Theoretical/Managerial Relevance

The findings have implications not only for political parties but also for politicians, candidates and other
political entities. The findings will offer organisations guidance of how to evaluate their brands
comparatively and longitudinally from an internal and external orientation. This will also highlight

whether their projected brand identity is coherent with the understood external brand image.

As this study intends to adopt the brand identity-image network developed in Pich (2012) as a tool
to structure and explore the internal and external perspectives; this will provide an opportunity to critically
assess the operationalisation of the brand identity-image network beyond the work of Pich (2012). This will
ultimately provide political entities with a mechanism to understand their political offering and
environment from a dual perspective, which will allow them to adapt or reposition their brand based on
their findings (Baines and Harris 2011; Dann ez /. 2007; Ormrod 2011; Ormrod ez al. 2007). This
revisiting and reapplication will also offer theoretical development in the field of political marketing
(Baines and Harris 2011; Dann ez al. 2007; Henneberg and O’Shaughnessy 2007).
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Extended Abstract

More than one hundred years ago, Swami Vivekananda who is considered to be one of India’s most
prominent philosopher and social reformer, gave a clarion call to the youth at that time : “Arise, Awake,
and Stop Not Till the Goal is Reached”, at the World Parliament of Religions in the year 1893. Over one
hundred years later in the year 2007, Tata Tea gave a similar call to the youth of the India with their

slogan “Jaago Re” implying awaken and not just wake up.

The Tata Group is the oldest and among the most respected industrial conglomerates in India
with diverse interests from steel to software, salt, retailing, hotels, hospitals, automobiles etc. The Tata
Group foray into beverages started when Tata Finlay was set up as a joint venture between Tata Sons and
the UK-based tea plantation company, James Finlay and Company in 1962. In the year 1983, Tata Tea
was born after James Finlay sold his shareholding to Tata. The company set out on a path of global
ambitions with the acquisition of Tetley in the year 2000. This was followed by a string of strategic
acquisitions including Good Earth, Jemca, Vitax, Eight O’ Clock Coffee and Himalayan Water.

Tata Tea was renamed as Tata Global Beverages with effect from July 2, 2010. All companies in
the Tata Tea group would eventually become individual brands. Thus, the new company would be one
big cohesive group of brands. As a result of this restructuring, Tata Tea became a brand in the new scheme
of things along with Eight O Clock Coffee, Tetley, Himalayan and Tata Coffee. This would enable the
company in its transformation to become a global leader in the branded “good-for-you” beverages through

innovation, strategic acquisition and organic growth.
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Brand Tata Tea was launched in 1985 and started the polypack revolution in tea in India. Tata
Tea was built on the support of the garden fresh story and a unique and powerful platform of ‘Asli Taazgi’
(freshness) and rapidly began to eat into Brooke Bond share and registering gains against branded and
local competition alike. Currently, Tata Tea has four variants with distinct identities and end benefits:
Tata Tea Premium, Tata Tea Gold, Tata Tea Agni and Tata Tea Life.

In the year 2007, though Tata Tea was the market leader, it was not perceived so by all the
sections of Indian society. Also, the category as a whole was seen to be boring and hardly engaging with
the youth while other beverages like coffee were doing it far better. The challenge was to unify the four
variant brands with their own distinct identities under one positioning platform. The solution was to
move beyond product benefits to reposition the role of tea from a “wake-up” drink to a medium of

“social awakening” in the consumer’s life.

Thus was born the campaign “Jaago Re” .. to lead the brand from a position of volume leadership
to thought leadership. This 360 degrees communication strategy transformed the way beverages are
marketed by positioning tea as a catalyst for social change. “Jaago Re” campaign aligned itself with the
2009 General Elections being held in India at that point of time and became a cry for social awakening
and arousing people from their slumber to go and vote during the elections.” Jaago Re ” campaign was a
huge success and Brand Tata Tea now enjoys a super brand status. The brand idea through its astute
execution justifies how a social cause can be used to create brand leadership in a category that is habit

driven and has already well established players.

The market shares of various brands with their market shares over the last four years is given in

Table — 1 below :
TABLE - 1 ( Brand & Company Share for Tea in India )

Brand Company name (GBO) 2010 2011 2012 2013 2014

Tata Tea Tata Global Beverages Ltd 20.50 19.40 19.40 20.00 20.70
ﬁ;?:‘:bif"d Unilever Group 12.10 11.50 11.60 1210  12.10
Brooke Bond Unilever Group 8.30 8.30 8.30 8.50 8.70
Lipton Unilever Group 7.20 6.90 7.00 7.20 7.30
Wagh Bakri Gujarat Tea Processors & Packers Ltd 4.90 5.40 5.60 5.90 6.10
Kanan Devan Tata Global Beverages Ltd 3.30 3.30 3.40 3.50 3.60
Duncans Duncans Industries Ltd 3.40 3.30 3.10 3.00 3.00
Tetley Tata Global Beverages Ltd 1.60 1.80 2.00 2.20 2.40
Society Amar Tea Pvt Ltd 1.40 1.50 1.50 1.60 1.60
Twinings Associated British Foods Plc 1.20 1.30 1.30 1.40 1.40
Goodricke Goodricke Group Ltd 1.50 1.40 1.40 1.40 1.30
Girnar Girnar Food & Beverages Pvt Ltd 0.80 0.90 0.90 0.90 0.90
Gaia Cosmic Nutracos Solutions Pvt Ltd 0.20 0.20 0.30 0.30 0.30
Taj Mahal Tea Unilever Group - 0.20 0.20 0.20 0.30
Private label Private Label 2.60 2.60 2.60 2.80 2.80
Others Others 30.90 32.10 31.30 28.90 27.40
Total Total 100.00 100.00 100.00 100.00 100.00

Source : Hot Drinks: Euromonitor from trade sources/national statistics
Date Exported (GMT): 14/01/2015 06:52:02
© Euromonitor International
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Transforming into a Thought Leader with the Big Brand Idea: The Case of “Jaago Re” with Tata Tea

The objectives of this case study are as follows :

1.

To understand the strategies followed by Tata Tea over time to challenge the established
players in the tea category.

To understand how communication strategies have helped brand Tata Tea to transform
from a transactional brand to an experiential one.

To understand the impact of Cause Related Marketing on the status of a brand.

To understand the effectiveness of the 360 degrees communication campaign Jaago Re
launched by Tata Tea.

To prove that a good brand idea can be used to transform consumer behavior in a
category like tea which has low image and displays habitual buying into a brand that

actively engages the customer.

The research methodology being used is a combination of secondary data analysis and primary

research to understand the impact of the communication strategy on consumer behavior with respect to

the brand.
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Conceptualizing and Modeling
Employer Brand Equity
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Abstract

The development of an effective employer brand is becoming a prominent concern of organizations. This
article reviews the employer branding literature to organize and structure the knowledge accumulated in
this area to develop a conceptual framework of employer brand equity. The proposed conceptual
framework identifies the key variables that influence employer brand equity and categorizes them into five
main sets of variables. We posit that this framework has great usefulness in research and practice. We
suggest that employer brand equity should play a crucial role in organizational success, as it will help

organizations build, monitor, and develop their employer brands.
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Introduction

Human resources are becoming the key element to building and sustaining competitive advantages in
most modern organizations (Wright, McMahan, & McWilliams, 1993). The realization of this fact has
intensified the competitive demand for talent among employers. The more organizations become capable
of attracting, retaining, and developing talented personnel, the better they perform compared to their
rivals (Heilmann, Saarenketo, & Liikkanen, 2013). In their landmark book, 7he War for Talent, Michaels
and his associates argued that this war will be severe in the next two decades (Michaels, Handfield-Jones,
& Axelrod, 2001).

Driven by these competitive pressures, the internal marketing concept has emerged. As Kotler &
Keller (2009) maintained, internal marketing is utilized to hire, train and motivate employees. Because
branding has a long lineage in the marketing discipline (Balmer, 2001), employer branding is considered
as the core of internal marketing, and an important distinction must be made between employer branding
when organizations use branding for their employees and corporate and product branding when promoting

organizations and their products.

This is important because employer branding has two main characteristics. First, it is specifically
based on the type of employees that the organization hires, which aids in creating the organization’s
identity as an employer. Second, employer branding must be directed toward both internal (current
employees) and external (prospective candidates) audiences, as opposed to corporate and product branding,
which focuses mainly on the external audience (Backhaus & Tikoo, 2004; Sivertzen, Nilsen & Olafsen,
2013).

Previous employer branding studies have addressed several issues, including the conceptualization
of employer branding (e.g., Aggerholm, Andersen, & Thomsen, 2011; Edwards, 2010; Melin, 2005), the
measurement of employer branding primarily in terms of employer attraction (e.g., Berthon, Ewing, &
Hah, 2005), the attraction process of current and prospective employees (e.g., Jiang & Iles, 2011), and the
organizational motives for and practices of employer branding (e.g., Heilmann, Saarenketo, & Liikkanen,
2013). Despite its significant contributions, the current literature lacks a clear description of what
constitutes employer brand equity (EBE). It does not fully answer questions about how this equity can be
maximized. This is surprising given that the concept of equity is increasingly considered as a central
branding component that can facilitate the achievement of strategic branding objectives. The building of
employer brands is a crucial activity. Thus, further work must be done to identify the constituents of EBE
(Ewing, Pitt, de Bussy, & Berthon, 2002).

Ewing et al. (2002) were the first to shed light onto the importance of the EBE concept.
However, their EBE conceptualization was not sufficient to capture its constituting attributes. To our

knowledge, little, if any, research has deeply investigated EBE.

The purpose of this study is to address this gap and make two contributions to the literature.
First, we apply an equity perspective to the study of employer branding and its practical implications. EBE
may be the metric by which employer branding efforts will be judged in the future (Ewing, Pitt, de Bussy,
& Berthon, 2002).

Second, we address the call for the adoption of a holistic view of employer branding (Thorne,
2004) in which multiple components are manifested, such as people, products/services, process/systems

and environment. Studies that have examined employer branding have focused exclusively on some of
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these components but not on all of them. However, a more comprehensive understanding of EBE will

assist managers in successfully measuring and managing employer branding.

This paper is divided into five sections, with this introduction as the first section. The following
section reviews the concept of employer brand. The third section lays the groundwork for extending the
equity perspective to employer brand. The fourth section addresses the proposed conceptual framework
and research propositions. The last section concludes the paper and makes recommendations for future

research.

Employer Brand

Employer brand (EB) is a relatively new concept; one of its objectives is to create a perception of the
organization as a desirable place to work for its prospective employees (Sullivan, 2004). Ambler & Barrow
(1996) introduced the “employer brand” concept in their seminal paper entitled "The Employer Brand."
They defined employer brand as the set of benefits furnished by the employer to the employee in a
functional, economic, or psychological format. They explored the process of extending branding principles
to human resource management in different industries and concluded that the concept of branding can
also be applied to the recruitment function. They maintained that this application of branding principles

to recruitment could lead to increased trust and commitment among the employees.

As such, employer branding was defined as the process of creating an internal and external
promise that the organization is a distinguished and desirable employer (Lievens, 2007). To succeed in
delivering this promise, the employer brand’s value propositions should be created to ensure that its
emotional and rational benefits are aligned with current and prospective employees' aspirations and
expectations (Mosley, 2007). According to Backhaus & Tikko (2004), human resource practitioners
perceive employer branding as a three-stage process. First, an organization develops a value proposition for
current and prospective employees; this value proposition is embodied in the internal culture of the
organization. Second, the organization markets the value proposition to its targeted potential employees,
which is known as “external marketing.” Third, the organization must fulfill the brand promise made to
the recruits, which can be described as “internal marketing,” by ensuring that the organization

incorporates brand promise into the organizational culture.

Assuming that current and prospective employees are the organization’s customers, jobs are
considered as the organization’s products. These job products must be able to attract, develop, and
motivate employees so that their needs and desires are satisfied (Berry & Parasuraman, 1991). Employer
branding is expected to have a significant positive impact on employees' perceived affinity, satisfaction,
differentiation, and loyalty (Davies, 2008). The attainment of staff loyalty, commitment, and
performance, consequently, results in customer loyalty, advocacy, and satisfaction (Ambler & Barrow,

1996).

Research has found that employer branding is useful in marketing the brand to the external public
and positively affects organizational performance (Collins & Stevens, 2002). To explain these internal and
external contributions of employer branding, Backhaus & Tikoo (2004) proposed an employer branding
framework. They argued that employer branding generates the following two major organizational assets:
employer brand associations and employer brand loyalty. Brand associations are the thoughts and ideas
that a brand name evokes in the minds of consumers (Aaker, 1991). These ideas and thoughts determine

the employer image, which, in turn, influences the attractiveness of the organization to prospective
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employees. Employer brand loyalty, the other asset—which is analogous to organizational commitment—

contributes to enhancing employee productivity.

Achieving synergy between employer branding and corporate branding is necessary. Provided that
prospective employees could be a segment of the organization’s customers, organizations align their
corporate branding process with employer branding efforts. Rynes et al. (1991) noted a relationship
between how frontline employees behave with customers and customers’ perception of employer brand
image. Specifically, they maintained that employer brand image is formed through the behavior of
frontline employees rather than through the employer’s management of the recruitment processes and
materials. Negative experiences with frontline employees can influence how individuals perceive an
organization as a place to work. Therefore, it is important to ensure that every organizational member is
engaged in the effective delivery of the corporate brand promise to avoid inconsistencies that may arise in
delivering the brand promise to customers (Olins, 2004). Because of these inconsistencies, the corporate

brand may have a negative impact on the employer brand or vice versa (Moroko & Uncles, 2008).

Extending the Equity Perspective to Employer Brand

Brand equity research has largely concentrated on customer-based as opposed to other perspectives such as
employer-based brand equity. Brand equity is “a set of brand assets and liabilities linked to a brand, its
name and symbol that add to or subtract from the value provided by a product or service to a firm and/or
to that firm’s customers” (Aaker, 1991, p. 15). While Aaker’s (1991) definition of brand equity
highlighted customer-based brand equity, brand equity can be considered from a number of different
perspectives, including the employer’s perspective (Supornpraditchai, Miller, Lings, & Jonmundsson,
2007).

In 2011, Mourad and her associates slightly modified Vorhies’s (1997) brand equity attributes
and classified them into five distinct categories. These categories are consumer attributes (relating to
consumers’ socioeconomic characteristics and experience with the brand), provider attributes (relating to
attributes of the organization such as its staff), product attributes (e.g., quality and after sales service),
marketing activities, and symbolic attributes (associations relating to brand personality and identity). We
propose an adaptation of these categories from the employer’s perspective to explore the attributes of EBE.

Employer brand equity may help explain job seekers” decisions to join certain organizations over others.

Employer Brand Equity: A Conceptual Framework and Research Propositions

Our previous discussion lays the groundwork for a sound EBE conceptual framework. The starting point
in developing our conceptual framework was an extensive literature review that aimed to develop an initial
list of attributes that might constitute EBE. The theoretical basis of the proposed framework is EBE’s
conceptualization as a “set of employment brand assets and liabilities linked to an employment brand, its
name and symbol that add to (or subtract from) the value provided by an organization to that
organization’s employees” (Ewing, Pitt, de Bussy, & Berthon, 2002, p. 14). However, Ewing and his
associates maintained that this definition is only the beginning and will have far-reaching implications on

research and practice.

“This definition has far-reaching implications, and poses significant questions and challenges to managers and
researchers alike. For example, what are the assets’ of an employment brand that enbance its EBE? Does ‘liability’
mean that some firms would have negative EBE—mentioning the name in a recruitment ad would put
prospective applicants off? What are the effects of names and symbols, and how do they interact to shape EBE?
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How should the value provided by an organization’s employment brand to its potential and present employees be
calculated?”. (Ewing, Pitt, de Bussy, & Berthon, 2002, p. 15)

We agree that Ewing’s et al. (2002) definition was overly simple to some extent and deserves a
more sophisticated gaze if conceptual development is required. Thus, our proposed framework categorizes
attributes of EBE using a more integrative approach to pave the way for answering these pivotal questions.
We define employer brand equity as a set of attributes comprising (1) the employer’s symbolic attributes,
such as employer brand awareness, employer brand image, employer product brand experience, and
corporate reputation; (2) the working culture and environment; (3) the stance of current and prospective
employees; and (4) the firm’s marketing activities that add to or subtract from the value provided by

working for the organization.

In other words, employer brand equity can be described in terms of the attributes that encourage
(or discourage) current employees to stay and support the organizations and motivate (or discourage)
potential applicants to apply for positions. As Backhaus & Tikoo, (2004) asserted, EBE applies to the
impact of brand knowledge on both the prospective and current employees of organizations (Backhaus &
Tikoo, 2004). Based on this conceptualization, modeling employer brand equity takes the form depicted

in Figure 1. In the following sections, we explain and analyze the variables of this model.

4 )
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Employers brand awareness.
Employer brand image.
Product Brand experience.

‘ Corporate Reputation. ‘

(Perspective of\ (Perspective of\
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employees employees
Organization's
attractiveness
Active job pursuit

\Organization 's prestige)

Commitment to
demonstrating brand
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Figure 1. Employer brand equity model
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The Employer’s Symbolic Attributes

Much of branding strength lies within the power of the symbolism of the brand (Backhaus & Tikko,
2004). The employer’s brand symbolic attributes include employer brand awareness, employer brand

image, employer product brand experience, and corporate reputation.

The first symbolic attribute is employer brand awareness. Awareness is considered as a part of the
legitimate measurement of brand equity even for employees (Ambler & Barrow, 1996). Based on
Mkhitaryan’s (2014) definition of customer-based brand awareness, we define employer brand awareness
as the potential employees’ ability to recall and recognize the employer under different conditions.
Companies should ask themselves questions such as how many prospective employees had heard about the
company before their recruiting efforts began? What is the level of employer brand awareness now?
Ambler & Borrow (1996) asserted that awareness was identified as a key factor in recruiting the caliber of

applicants desired.

Employer brand image is the second attribute. Whereas brand image is the sum of associations
held of a specific brand in one's memory (Keller, 1993), these associations eventually form brand
personality (Davies, 2008). Kapferer (2004) argued that the capability to differentiate brands is associated
with corporate and consumer brand health and a major step in the brand building process. One way to
differentiate brands is using employer brand image. Employer brand image is defined as “the image
associated with an organization uniquely in its role as an employer” (Knox & Freeman, 2006, p. 697).
Employees—current and prospective—attempt to associate with distinguished organizations. Thus,
organizations should pay attention to their brand image as an employer and should distinguish their
employer brand in the minds of prospective and current employees by focusing not only on tangible
benefits but also on symbolic benefits (Davies, 2008). Positive regard for an employer encourages potential
recruits to apply and present employees to stay and contribute to employer brand equity (Wilden,
Gudergan, & Ling, 2010).

The third symbolic attribute is employer product brand experience. Experiential marketing
(Schmitt B. , Experiential Marketing, 1999) revolves around providing sensory, emotional, cognitive,
behavioral, and relational values that replace functional values. Customers are influenced by their
experiences while interacting with an organization’s representatives. Successful experiences are those that
consumers consider unique, memorable and sustainable over time and that they desire to repeat (Vila-
Lo’pez & Rodriguez-Molina, 2013). Brand experience reflects an individual’s relative degree of familiarity
with a brand due to some form of exposure to that brand (Ha & Perks, 2005). Ha and his associate
maintained that brand experience has a crucial impact on consumers’ understanding, enjoyment,
enhancement and fostering of the brand. This experience can affect the perception of an organization as a
desired place and a favorable employer. In addition, potential recruits’ experiences of the firm’s products
or services may enhance or undermine the company’s value proposition as an employer (Erdem & Swait,

1998).

Finally, corporate reputation is considered as an intangible and valuable resource in the resource-
based view, which can contribute to the creation of a long-term competitive advantage (Sivertzen, Nilsen,
& Olafsen, 2013). Corporate reputation has been perceived as important for attracting the best employees
(Cappelli, 2001). According to Cable & Turban (2003), job applicants are more likely to pursue jobs at
organizations with good reputations for two reasons: they use reputation to make inferences about job
attributes and they expect to derive more pride from membership in these organizations.
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Proposition 1: Employer brand equity is enhanced by boosting (a) employer brand awareness, (b)

employer brand image, (c) product brand experience, and (d) corporate reputation.

Perspective of Current Employees

The second set of attributes is related to the attitudes and caliber of current employees. Attitudes, loyalty,
trust, and commitment (Ambler & Barrow, 1996) can be used to assess employer brand equity. Becoming
an employer of choice entails more than success in recruiting and retention. They also enhance employees’
loyalty and commitment and are identified by their visions and values (Melin, 2005). Commitment is
considered a core concept in the relationship marketing literature (See Morgan & Hunt, 1994).
Employees’ commitment to the company’s brand is defined as “the extent to which employees experience
a sense of identification and involvement with the brand values of the company they work for”
(Kimpakorn & Tocquer, 2009, p. 532). Kimpacorn and Tocquer maintained that employees must be
committed to demonstrating the brand values. Their commitment to brand-supporting behaviors is a
necessity, especially because such behaviors are considered a major source of brand equity. This
conceptualization is a cascaded version of Allen & Meyer’s (1990) and Mowdays, Porter, & Steers’ (1982)

definitions of organizational commitment at the brand level.

Furthermore, Ambler & Barrow (1996) suggested the utilization of the same techniques that
build customer loyalty in building employee loyalty to cover the costs of recruiting, training and
developing the best employees and enhancing their tenure in the organization. We believe that as the
current employees become more loyal and committed to demonstrating the brand values, the employer

brand equity increases.

Proposition 2: Employer brand equity is enhanced by boosting the present employees’ (a)

commitment to demonstrating the company’s brand values and (b) organizational loyalty.

Perspective of Prospective Employees

Applicants are attracted to a certain firm depending on the degree to which they perceive the firm
as a well-regarded work place. We draw on Highhouse, Lievens, & Sinar’s (2003) integrated components
of organizational attraction, as follows: attractiveness, intentions, and prestige. First, company
attractiveness is manifested in individuals’ affective and attitudinal thoughts about particular organizations
as potential places for employment. The second component is potential applicants’ intentions. Intentions
extend beyond the passivity of company attractiveness to include the direct involvement in active pursuit
of a job in a company. Intentions are likely limited to a smaller subset of potential employers because
intentions are more active than the attitudes implied in organization attractiveness. The perception of the
company as a prestigious entity is the third component of the attraction model adopted here. An
organization is prestigious if it stimulates thoughts of fame and renown in the minds of those who hear of
it. This prestige reflects the social consensus on the degree to which the organization’s characteristics are
perceived as either positive or negative. We argue that these three components formulate the degree of real

brand attraction in the eyes of prospective employees. Accordingly,

Proposition 3: Employer brand equity is enhanced by the degree to which an applicant (a) is
attracted to the organizations, (b) is directly involved in active pursuit of a job in this

organization, and (c) perceives the organization as a prestigious place to work.
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Total Working Conditions

Job and work environments are the organization’s internal products that motivate the employees
to satisfy the management’s demand of that they have a customer orientation (Gronroos, 1985).
Therefore, we propose job and work conditions as the fourth set of attributes that influence employer

brand equity.

Lievens (2007) argued that these attributes originally stimulate interest among potential job
applicants’ utility in terms of maximizing their own benefits and minimizing costs. This notion is
consistent with the product-related attributes suggested by Mourad et al. (2011) in their discussion of
customer-based brand equity. Moreover, a central assumption of the “employees as customers” concept—
in the internal marketing literature—is that internal customers are similar to external customers in that
they have desires to satisfy their needs (Ahmed & Rafig, 2003). The literature indicates the importance of
using the existing HRM tools with a marketing perspective for internal marketing (Ahmed, Rafiq, & Saad,
2003). In line with this literature, Tansuhaj et al. (1988, p. 32) stated, “a comprehensive internal
marketing program is concerned with employee recruitment, training, motivation, communication and

retention efforts.”

Working conditions variables may include work tasks or other conditions, including
compensation, professional development, training, interpersonal relationships and wellbeing (Wallace,
Lings, & Cameron, 2014). The basic premise of this category of attributes is that the fulfillment of
employees’ needs increases employees’ motivation and retention and, consequently, stimulates a higher
degree of employee satisfaction and a greater possibility of generating external (customer) satisfaction and
loyalty (Ahmed & Rafiq, 2003). In other words, while job-related attributes contribute directly to internal
marketing, they contribute indirectly to external marketing. Thus, our fourth proposition can be stated as

follows:

Proposition 4: Employer brand equity is enhanced when job applicants perceive the employer as
having (a) good work conditions, (b) satisfactory compensation packages, (c) training

opportunities, and (d) potential professional development.

The Firm’s Marketing Activities

The fifth and final determinant of employer brand equity is proposed to be the marketing
activities of the firm. These activities intend to promote the company’s brands and create a good image of
the company and of its brands in the minds of targeted consumers. External marketing efforts that aim to
enhance employer brand establish the company as an employer of choice to increase the possibilities of
attracting top talent and support the product or corporate brands. Research has shown that a firm’s
marketing activity—such as advertising—affects the company’s employees and customers (Ewing, Pitt, de
Bussy, & Berthon, 2002; Gilly & Wolfinbarger, 1998). Moreover, another important external marketing
tool is public relations (Miles & Mangold, 2004). The efforts of external public relations are often directed
toward building brand images for companies and their products and services (Kotler, 2003). The

distinctiveness of the company’s brand enables the company to obtain distinctive human capital (Backhaus
& Tikoo, 2004).

Internal marketing aids in building valuable, rare, inimitable and non-substitutable human capital
that enables organizations to outperform their rivals (Heilmann, Saarenketo, & Liikkanen, 2013). While

well-known internal marketing tasks include hiring, training and motivating employees (Kotler & Keller,
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2009), internal corporate communications have also been considered as a crucial aspect of internal
marketing (Sharma & Kamalanabhan, 2012). Internal corporate communication is defined as “a process
between an organization’s strategic managers and its internal stakeholders, designed to promote
commitment to the organization, a sense of belonging to it, awareness of its changing environment and
understanding of its evolving aims” (Welch & Jackson, 2007, p. 186).

Furthermore, potential applicants search for information about recruiting organizations beyond
that provided by the organization. Information sources may include the widely held perceptions of peers
and word of mouth from existing employees or those connected with such employees (Wilden, Gudergan,
& Ling, 2010). We state the fifth proposition as follows:

Proposition 5: Employer brand equity is enhanced by the firm’s internal and external marketing
activities as represented by (a) advertising, (b) public relations, (c) internal corporate

communications, and (d) word of mouth.

Conclusion and Suggestions for Future Research

In this paper, we draw on the categorization of brand equity attributes as illustrated by Mourad et al.
(2011), as well as the HR and marketing literature, to propose specific determinants of EBE. We modeled
EBE as encompassing five sets of variables. The idea behind the employer brand equity framework is
simple. To build a strong EBE, organizations should address the perceptions of current and prospective
employees and promote the employees’ positive attitudes about their affiliation with the organization. This
can be accomplished by building the proper type of experiences around the company’s brand so that
prospective employees develop positive thoughts, feelings, beliefs, opinions, and perceptions about it.
When organizations have strong brand equity, their employees will seek to work for it, recommend it to
other people, and tend to be more loyal; thus, organizations will be less likely to lose their employees to
rivals. The model takes full consideration of the realities of today’s changing and competitive
environment. This proposed framework can strongly help top management to articulate, assess, and

develop employer branding strategies.

Our conceptualization extends the concept of employee-based brand equity proposed by
Supornpraditchai et al. (2007), which emphasizes the current employees only. According to
Supornpraditchai and his associates (2007), the favorability and uniqueness of company brand associations
affect current employees’ perception and behavior and, subsequently, their decision to stay. However,
because customers are one of the basic domains from which organizations select future candidates, we
argue that this sense of favorability and uniqueness can persuade prospective employees to work for the
organization. This notion is consistent with Jiang & Iles’ (2011, p.98) statement that, “employer branding

. represents a further extension of branding theory and research, involving efforts to communicate to
existing and prospective staff that the organization is a desirable place to work, creating compelling,

distinctive employee value propositions.”

Future research should be conducted to assess the validity of the proposed model. Empirical
investigations can be conducted using mixed methods to reveal the dimensionality of EBE. Additionally,
future research might explore how various functional strategies of HR and marketing integrate to build,
monitor, and maximize employer brand equity. A further research avenue is to examine how interaction

effects among two or more of the five proposed sets and/or their manifested attributes contribute to EBE.
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This framework can serve as the basis of future research that aims to establish a measurement tool
for employer brand equity. The decisions that skilled potential employees will make in the future may
undoubtedly be articulated by measuring EBE. EBE will be utilized by the employment branding
strategies that firms formulate and implement and the many tools that they use to do this (Ewing, Pitt, de
Bussy, & Berthon, 2002).

As we know, researchers can generate scale items using either a deductive or an inductive
approach (Hinkin, 1995). The proposed framework, which is based on an extensive literature review, can
serve as the basis for generating items using the deductive approach. According to this approach, a pool of
items that are related to each construct can be readily formulated with the help of prior studies. Such an

approach has been used in the development of various related scales, such as consumer-based brand equity
(Berthon, Ewing, & Hah, 2005).
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Introduction

An important part of research in political marketing has focused on understanding how voters' decisions
are developed, combining literature on marketing, sociology, politics, psychology or even behavioral
economics. In this working paper we seek, by leveraging the existing literature, first, to show the relevance
of psychology to political marketing; second, to examine the political brand's role in the construction of
voter's self identity and third, to understand the influence of the self identity on behavioral intention
towards voting. To support the above goals we propose a consistent conceptual model, as a raw material

for further research.

The Political Brand
While it is not generally accepted (Scammell, 1999; Lilleker and Negrine, 2003; Needham, 2005), there is

an extended literature supporting the stance that political parties can operate as brands (Kavanagh, 1995;
Kotler and Kotler, 1999; Harris and Lock, 2001; Smith, 2001; White and de Chernatony, 2002;
Schneider, 2004; Needham, 2006; Reeves, de Chernatony and Carrigan 2006; Scammell, 2007; Smith
and French, 2009). The subject's development was strongly aided by O'Cass's (2003) work on political
product identification and also O'Shaughnessy's and Henneberg's (2007) later work clarifying the key
elements of the political brand concept, namely the brand image of the political party, the politician's
image and the policies that the party offers to the electorate. Based on these key elements there are two
ways of analyzing brands. The brand management perspective and the consumer perspective (Aaker and
Joachimsthaler, 2000). Focusing on the latter, it is important to see how voters, as individuals, are exposed

at a political persuasion process (Reid, 1988) and get motivated from the political brands.

Proceedings of the 20" International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University Of Economics, Izmir, Turkey April 16-17, 2015 85



mailto:batsilasofia@yahoo.gr

The Role of Political Brand in the Relationship between Self-Identity and Intention to Vote

Voting Intention and Behavior: The Role of Self-identity

Different models in social psychology examine in what way attitudes can predict people's behavior (Terry,
Hogg and White 1999) with Ajzen's Theory of Planned Behavior being a dominant one (Ajzen, 1985,
1987; Ajzen and Madden, 1986). In order to enhance the sufficiency of this model several contributions
examined the role of self-identity, as part of identity theory, in the Theory of Planned Behavior (Terry,
Hogg and White 1999). Latest developments in the Theory of Planned Behavior indicate that self-identity
stands as a significant independent predictor of behavioral intention (Thorbjernsen, Pedersen and
Nysveen 2007). The term 'self-identity’ refers to the way that people describe themselves towards a social
role they possess, when answering the question "Who am I?" (Rise, Sheeran and Hukkelberg 2010).
Reviewing the academic studies concerning the relation between self-identity and behavioral intention, no
study found to examine voting for a political party, in the context of the above relationship (Rise, Sheeran
and Hukkelberg 2010).

Following this statement, we propose that every voter develops a unique self-identity influencing
the voting decision process. As self-identity encompasses the most significant aspects of one's self-
perception lasting over time (Rise, Sheeran and Hukkelberg 2010), political self-identity is a kind of

political self-definition.

The Conceptual Model

It is essential to note that voting can be viewed as an act of consumption, in a way that consumers as
citizens try to engage and influence the political environment (Dickinson and Carsky, 2005; Shaw,
Newholm and Dickinson 2006; Micheletti and Follesdal, 2007; Shaw, 2007; Soper, 2007; Tormey,
2007; Peng and Hackley, 2009; Moraes, Shaw and Carrigan 2011). Yet, given that it is the perceived
psychological benefits of a brand that consumers based on in order to make up with purchase decisions
(Edson Escalas, 2004), it can be argued that, voters may be influenced by the psychological and symbolic
benefits of the political brand (Reid, 1988).

To illustrate the importance of the relation between self-identity and the brand, it is worthwhile
noting its binary utility. On the one hand it contributes in constructing one's self and on the other hand it
g ry Y g

helps communicate one's self to other people (Moore and Homer, 2008).

In the spectrum that brands can be used to construct and cultivate one’s self concept (Edson
Escalas, 2004), we propose that the political brand variables influence voters’ self-identity formation
which, according to the Theory of Planned Behavior, stands as a significant independent predictor of
behavioral intention. For instance, the personal characteristics of the party leader can be used to formulate
and cultivate one’s self concept or help voters to express themselves through them. This, in turn, can be an

important reason for the political consumer to vote for the party that the party leader represents.

In line with this, political parties need to adopt a societal orientation focusing at a long-term
responsiveness to the needs and wants of society (Ormrod, Henneberg and O'Shaughnessy 2013) and
gaining deeper knowledge on how voters think and act as individuals (O'Cass, 2003). Owing to the fact
that self identity is a way of understanding voters, political parties may use this knowledge and develop
persuasive communication strategies for specific target groups (Rise, Sheeran and Hukkelberg 2010; Yoon,

Pinkleton and Ko 2005) while engaging voters and parties in a permanent fruitful dialogue.
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Integrating the concepts and theories expressed in this working paper, the model development is
summarized in that, political brand elements have an effect on voter's self-identity construction which in

turn constitutes an important factor affecting intention to vote for a political party.

Figure 1 presents a conceptual model showing first, the influence of political brand variables on
self-identity and second, how the self-identity interacts with behavioral intention towards voting for a

political party.

Political Brand The Self Concept Behavioral Intention

Variables

Brand Image of

the Political
Party
Image of the Intention to Vote
Politician Self-ldentity ——— for a Political
Party

Party Policies

Figure 1. A Conceptual Model
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Abstract

This paper challenges the notion of organizations having a single reputation and shows empirically how a
global management consulting firm has built multiple reputations. Through a rich cross-country
qualitative case study, we show the importance of specifying both contextual factors and the different
perceptions of individuals, which builds on existing research on the significance of dimensions for
building reputation. We find that stakeholder groups differed markedly in their perceptions and
highlight how reputation varied between and within such groups. We also find that reputation differed
geographically and in some cases emotive language and benchmarking was used by employees of some
offices to describe their reputation compared to other offices. This is an important contribution because it
shows the reputational distinctiveness of an organization within particular geographic locations and how
reputation can be shaped by the relative internal standing of offices. A significant outcome of this
reputation asymmetry is that some reputable offices found themselves exporting talent within the
organization to help build capacity in new emerging markets, while some less reputable offices found
themselves having to import talent to compensate for expertise deficiencies. This complements the
celebrity firm and celebrity CEO literature because offices and partners play a critical role in building the

reputation of global organizations.
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Introduction

In ancient Roman mythology, Janus is known as the god with two faces. By looking both left and right,
he represents beginnings and endings, war and peace. In modern times, the multiple faces of Janus have
come to represent something duplicitous or unethical in character. If someone is Janus-faced, their dual
reputations bring an element of distrust to those who interact with them since it is assumed that someone
cannot be two things to two people. So too with organizations, business scholars and the media alike often
apply corporate reputation as if companies are “cut from a single cloth”, so to speak. Fortune’s Most
Admired Companies (FMAC) index, for example, ranks organizations based on a single score. Yet such
depictions of corporate reputation betray deeper strands shaping the way in which corporate reputations

are built and maintained in global business environments.

In this paper, we examine the notion of multiplicity in corporate reputation, building on more
recent work that suggests companies may maintain multiple reputations simultaneously (Fombrun 1996;
Gotsi and Wilson 2001). We examine how this might be possible by conducting an in-depth qualitative
study of a multi-national professional service firm. On the one hand, professional service firms are an
unlikely candidate to study multiple reputations since they strive to project a single, ethical, socially
responsible and ‘upmarket’ corporate image to clients despite the multifarious components of their
human resource management systems (Empson 2001). Yet, this makes them an ideal candidate for
theorizing by capturing how multiple reputations emerge in spite of efforts for uniformity across

countries, practice groups, and hierarchical levels inside the organization.

In addressing our research aims, we make two contributions to the corporate reputation
literature. First, we argue that multiple reputations are sustained through variations in two dimensions
and perceptions. We argue that these two dimensions frame how ‘corporate reputation’ is a distinct
concept to other notions in the literature such as organizational identity and image that attend to similar
concerns. Second, we provide empirical richness on recent theorizing in the emerging corporate
reputation literature by showing how multiple reputations can co-exist and be inter-related. We then
extrapolate on these findings for the potential research implications for the corporate reputation literature,

which has an enduring interest in notions of duplicity and perceived regard.

Corporate Reputation

What Constitutes the ‘Face’ of an Organization

How organizations are perceived, and how they perceive themselves, has a long heritage of inquiry across
many literatures in organizational behavior, human resource management, strategy, marketing, and
geography (Fombrun and Shanle 1990; Fombrun et al. 2000; Gliickler and Armbriister 2003; Balmer and
Greyser 2006; Helm 2007; Walsh et al. 2009; Foroudi et al. 2014). In each case, scholars place different
elements in focus based on what they regard as most important to the underlying behaviours and ethical
conduct of the organization. For organizational identity scholars, for example, the notion of what is
central, enduring and distinctive (CED) to an organization remain key units of analysis (Albert and
Whetten, 1995). Thus, studies describe “who we are as an organization”, which attends to the beliefs that
an organisation holds about itself. By contrast, studies on desired identity take a different focus on “what
we say we are”. This is less about the central beliefs of an organization, and more about the beliefs that the
organization communicates to others, and how this is done (Chun 2005). A third and related concept is
that of intended image, which is “what we want others to think about us” (Brown et al. 2006). This

implies a strategic intention on the part of the organization to instil particular thoughts and beliefs about
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the organisation. Finally, studies on construed image examine the perceptions amongst organizational
members about the actions of the organizations. This focuses on “what we believe others think about us”
(Brown et al. 2006).

We acknowledge corporate reputation as the perceptions of stakeholders towards the organization
(Fombrun 1996). Corporate reputations are not momentary opinions about an organization, but refer to
a repeatable and consistent set of beliefs held by diverse perspectives — that is, “what internal and external
stakeholders actually think about us”.

Corporate Reputation: Perceived by Whom and for What?

Delineating ‘corporate reputation’ as a distinct concept raises questions regarding whose perceptions
should be included in forming reputation, and whose perceptions should be discarded. This is important
in the context of stakeholder theory because it is questionable whether an organisation can and should
hold equal relationships and allocate even resources to different stakeholder groups (Donaldson and
Preston 1995). For example, in the context of business ethics, certain opinions and views may have more

influence than others but we need a framework for accounting for how these perceptions are prioritized.

Chun (2005) has suggested that corporate reputation may be categorised into three perspectives
based on a comprehensive overview of the literature: evaluative, impressional and relational. First, the
evaluative and impressional schools are focused on the perspectives of a single stakeholder group. With
the evaluative school, which stems from economics and strategy, the emphasis is on the financial
performance of organisations, particularly from the perspective of CEOs, shareholders and investors. This
has been a popular proxy for reputation by ranking surveys such as FMAC, particularly because
reputation has been considered an important intangible asset as well as a source of competitive advantage
(Chun 2005, 93; Rindova and Martins 2012). With the impressional school, there has been a growing
recognition that the perceptions of other stakeholders such as employees and customers can have an
equally strong impact on the organization as its financial performance (Mahon 2002; Walsh et al. 2009).
The relational school, influenced by stakeholder theory, recognises that groups may differ significantly in
their engagement with and expectations of organizations (Donaldson and Preston 1995).  This
perspective is important in the context of corporate reputation because as Fombrun (2012) recognises the
reputation of an organization does not exist in a silo, but is perceived in relation to other related

organizations.

A second concern in the corporate reputation literature relates to what perceptions constitute a
corporate reputation. Reviewing the reputation literature, Barnett et al. (2006) delineated three different
types of meaning: reputation as a state of awareness, reputation as an assessment, and reputation as an
asset. Awareness is when observers will have some broad understanding of the organization, but not a
deep-level of insight and therefore tend to hold perceptions, which when aggregated represent reputation.
Assessment is when individuals have a deeper level of involvement in the organization and may be making
judgments about its activities, products or services based on their opinions and beliefs. Asset is when
stakeholders see reputation as holding a particular value for the firm, which could be financial, economic

and cultural, and tangible or intangible.

Although, there is some overlap between these clusters, Barnett et al. (2006) suggest that they are
also quite distinct, depending on the individual’s knowledge of and engagement with the organization.

Related to this work, Lange et al. (2011) have extended the elements of what constitutes a corporate
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reputation by identifying three important components: “being known”, “being known for something”
and “generalised favourability”. Being known, or prominence, is when stakeholders are familiar with the
activities, products and services of an organisation. Being known for something, or quality, is when an
organization is known among stakeholders for something particular such as producing highly reliable
products. Generalised favourability is a broader assessment of the organization based on multiple
attributes (see also Rindova et al. 2005). Rindova et al. (2005) use different terminology: perceived
quality to describe how stakeholders evaluate particular attributes of an organization, and prominence to
describe the collective awareness and recognition that an organization has accumulated in its field. Like
Lange et al. (2011), Rindova et al. (2007) use favorability and argue that it is more difficult to build than

other dimensions and therefore highly valuable for an organization.

The Possibility for Multiple Reputations?

The literature on corporate reputation has given greater definition to its constitutive elements in contrast
to other concepts in the management literature, and identified the key stakeholders involved. Yet
outstanding questions remain regarding whether and how corporate reputations exist when these
stakeholders have various and multiple views. Indeed, highly popular and influential reputation rankings
in both academia and the media such as FMAC imply that organizations have single reputations (Brown
and Perry 1994; Roberts and Dowling 2002; The Economic Times 2012). Yet other research on
geography suggests that “Janus-faced” organizations may be more common. For example, Soleimani et al.
(2014) found that geographic contexts played a significant role in shaping public perceptions of
companies. Specifically, public perceptions were more important in influencing stock market returns for
organizations located in countries where shareholder rights and wealth creation are privileged. Thus,
corporate governance structures in different places may explain differences in how corporate reputations
emerge and their attendant effect on firm value. Whatever the merits of these findings, they point to a
need for greater understanding of how multiple reputations may be sustained within multi-national
organizations. Newburry (2012) has argued that the globalization of business has made the need to link
country level reputations with organizational level reputations more urgent. By contrast, Walker (2010,
369) has taken a micro level focus, arguing that reputation is ‘issue specific’ and tied to discrete
organizational decisions, such as profitability, employee treatment, social responsibility, governance or
product/service quality. In this paper we take an organizational level of analysis. Our research inquiry is
guided by a focus on how multiple corporate reputations emerge within a single organization, and the

elements that support these differences.

Methods

Case Selection

We selected a large global management consulting firm for our study because it was a suitable site in two
respects. First, the management consulting sector has long been regarded as sensitive to issues of business
ranking, client regard, and prestige as conferred Gliickler and Armbriister (2003). Second, the
participating firm in this study, ‘Novel Insights’ was appropriate given the multi-jurisdictional nature of
its operations, which was spread across five continents. This allowed us to examine how corporate
reputations stretched geographical boundaries, both in terms of external client perceptions as well as the

location of different regional offices.
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Data Collection

In order to assess corporate reputation from the perspective of both internal and external
stakeholders, qualitative interview data was collected with 119 participants across 8 countries. First,
internal respondents (n=58) were selected in consultation with an experienced Novel Insights partner and
senior consultant based on a range of tenures within the firm: senior (6+ years tenure); middle (3-6 years)
and junior (0-3 years) employees. Initial introductions to internal respondents were snowballed in order
to achieve a larger sample to avoid selection biases, and validate our findings across a larger population of

employees and geographic locations.

In addition, we interviewed external stakeholders (n=61), which included clients, non-clients,
competitors, and alumni. In some cases, interviewees occupied more than one category, for instance they
were a client and an alumnus. These respondents were identified in consultation with senior members

within Novel Insights, and a similar snowball approach was adopted.

Interviews were typically conducted face-to-face in a conference room within the organization.
They took place between May and November of 2010 and the average interview lasted for 30 minutes.
Interviews were conducted face-to-face and the majority of interviews were recorded (n=108; 91%). All

interviews were transcribed, uploaded and coded thematically on the qualitative data analysis software,

QSR NVivo9.

A semi-structured interview format was chosen because we wanted to gain a rich qualitative
insight into how reputation was perceived by different actors. Interviews commenced with a series of key
themes which we had identified prior to conducting the interviews. These themes emerged through a
deductive process of examining the theoretical literature on corporate reputation and outlining a protocol

from which our questions emerged (Yin 2009).

The major themes we explored included: impressions of the company before interviewees started
working for or working with the company and their impressions at the time of the interview, what shaped
their impressions of the company, what functional areas and qualities did they see as strong or weak
within the company, their perceptions of the quality of the company’s consulting work at an office and at
a global level and based on what criteria, their perceptions of the company’s reputation compared to its

competitors, and the relative strengths and weaknesses of different offices of the company.

In order to triangulate these findings and increase reliability (Yin 2009), interviews were
complemented with two other data sources: focus groups and three one-day meetings with Novel Insight
partners. Two focus groups were conducted towards the end of the fieldwork with employees, clients and
students, to probe key topics that had been highlighted during the course of the interviews. Three one-
day meetings were arranged at the end of the fieldwork with 24 partners from different practice areas in
order to understand how Novel Insights managed its reputation as well as to probe further from the

findings from our interviews and focus groups.

Data Analysis

Before coding the data, all transcripts were re-read by the lead author and a third party expert on
reputation to double-check the establishment of our propositions and proposed codes as well as to identify
if any critical questions or themes had been missed. The coding of first order themes derived from what
service area the interviewee worked in as well as their geographic region. This basic structuring meant

that responses across different service areas and geographic locations could be easily compared.
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The coding of second order themes focused on three areas where the data suggested that
reputation differed, according to our first order themes as well as the fieldwork diary notes: particular
qualities that the organisation became positively and negatively known for (e.g. pragmatism and
implementation versus lack of creativity), variation in perceptions across stakeholders (e.g. senior, middle

and junior employees) and differences in reputation across countries (e.g. China versus the UK).

We present our results in the subsequent section by providing subheadings for the two themes we
identified that informed the emergence of multiple reputations. The first theme was context, which
includes reputation with someone and in someplace; the second theme was perceptions, which includes

reputation for something.
Findings

Context: Reputation with Someone

We provide evidence of perceptions of Novel Insights among internal and external stakeholders and this
section focuses on the perceptions of different employees. The responses are stratified into senior (e.g.
Partners and Principals), middle (e.g. Senior Consultants and Project Managers) and junior (e.g.
Consultants and Internees) employees and indicate the multiple layers of perceptions. Senior members
argued that the perception of Novel Insights improved once they started working for the firm, compared
to their perceptions externally. A Principal of Novel Insights in France, said that his perception of the
firm beforehand was: ‘[...] part of those guys who are doing strategic consulting’, whereas his impression
appeared to shift to seeing it as a ‘very high-end company’ once he started working for them. In other
words, his perception of the firm changed once he started working for Novel Insights. With this example,
the perception of Novel Insights shifted from some degree of prominence when he was aware of the
organization to favourability when his impression of its general work was positive (Rindova et al. 2005,
2007; Lange et al. 2011).

Employees holding middle-level positions also indicated a different perception towards Novel
Insights before and after working for the firm. A Senior Consultant for Novel Insights in Eastern Europe,
admitted that she [...] before I started working for [... Novel Insights] I would say maybe that [... our
leading competitor] is number one’ and therefore they ‘deliver higher quality’. However, this perception
has shifted since she has started working for the company and now she argues that the firm’s leading
competitor is not delivering higher quality, but ‘we are about the same’. Again, it is clear that Novel
Insights lacked prominence among employees before they started working for the company, but once they
were employed they were confident that the organisation delivered high quality outputs to clients and
were known for this (Rindova et al., 2005; Lange et al., 2011).

Among junior employees, the perception of Novel Insights varied geographically, which is
important for the discussion below on reputation in someplace. In China, students considered the
reputation of the firm as very strong. An Internee of Novel Insights in China, described the firm as
‘prestigious’ and a lot of his contemporaries were looking to ‘pursue a full time position’ in the firm. A
Consultant of Novel Insights in China admitted that before he started working for the firm, ‘[...] you
always have some dream’ about working for a ‘big name’ and an ‘international company’, but when you
start working for the firm you become more ‘objective’ and [...] see both the good sides and the bad
sides’. These quotations illustrate that students were strongly focused on the strength of the firm’s brand,

as well as its international prowess when they are applying for jobs, which links to Lange et al.’s (2011)
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and Rindova et al.’s (2007) concepts of favourability and prominence. However, junior employees were
more critical and aware of the firm’s core and peripheral strengths for multiple functions once they were
working within the firm, which relates to the concept of quality. In short, junior employees considered all
of the dimensions of reputation discussed by Lange et al. (2011) and Rindova et al. (2005, 2007) as

important at different stages when making perceptions of Novel Insights.

Context: Reputation in Someplace

This section analyses the reputations of Novel Insights among interviewees in two different global
locations (China and the UK) to explore whether there were any marked similarities or differences.
Although we interviewed people for this research project in eight countries where expertise differed
significantly, we focus on these two countries here to illustrate in some depth the contrasting reputations

of the same organization.

China

Most employees interviewed from Shanghai and Beijing considered both offices collectively when
they perceiving the firm in China. An HR Manager for Novel Insights in Shanghai, for example, said: ‘I
would not distinguish Shanghai and Beijing, I think I would rather to see it together because they’re the
China office.” This reinforces the collaborative and supportive nature of work conducted between both

offices, which as we show shortly was not necessarily reflected in other global locations.

The impression that many respondents from China gave was that the office had developed very
quickly, particularly given the relative infancy of the management consulting sector in China. In
addition, employees held positive perceptions in relation to other global offices. One Manager of Novel
Insights in Shanghai said that she was ‘very proud’ of the Chinese office which was ‘number three” within
the firm in terms of size and profit and despite the fact that she felt the firm needed to ‘invest more in
China’, the offices in Shanghai and Beijing have demonstrated that they are able to ‘stand on [our] own
feet’. This response is important because although the Shanghai and Beijing offices did not consider
themselves competing with one another on reputation, it is clear that they collectively under the banner of
the China office benchmarked their office’s reputation compared to other Novel Insights offices, and also
expected investment and resources. This is an important finding because it suggests that reputation is not
only a relative standing between competing organizations (Fombrun 1996, 2012), but also in this context

a relative standing between competing offices within the same global organization.

Because the management consulting industry is quite new to many clients in China, it was not
surprising that respondents said that Novel Insights tended to focus on smaller-scale projects. A Senior
Consultant for Novel Insights in Beijing, described the firm as a ‘local consulting company’ despite the
industry being ‘global’. To some extent this reflected the firm’s reputation for providing applied solutions

and being the ‘operational one’ for clients.

The examples above suggest that Novel Insights in China were perceived as holding strong
qualities through focusing on local projects with the Chinese Government, but they sometimes missed
out on global projects because they lacked prominence and favourability in the region compared to their

major high profile competitors.

United Kingdom
In the UK, the perception among employees and clients towards Novel Insights was more

specialist and lower in profile. A Consultant of Novel Insights in the UK said that the opinion of

Proceedings of the 20™ International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, Izmir, Turkey April 16-17, 2015 96



Developing Corporate Reputations in a Global Context: A Consulting Firm Case

colleagues in other offices was that the UK was a ‘[...] slightly more easy going or chilled out office than
some of the other European offices” He also argued that, unlike other offices which had a strong
functional expertise for restructuring, the UK office had employees with a greater diversity of skillsets and

therefore ‘[...] don’t do necessarily things the same way that they do’.

The example indicates that the UK office either lacked prominence and favourability, or was
known for something different (perceived quality) to the other offices. In both cases there was the
acknowledgment from other offices that the company was known in the UK, but not known in a
particularly high profile or favourable light compared to some other high profile offices. In both cases, the
implication is that perceptions of different global offices varied significantly across countries within the
same organization. The perception of the UK office of Novel Insights also depended on the stakeholder,
which is consistent with other multi-stakeholder studies of corporate reputation (Shamma and Hassan
2009). A Partner of Novel Insights in the UK admitted that the perception was divided. On the one
hand, the perception was ‘non-existing’ with potential clients, who would say ‘[...] Novel Insights, who?’
because they had not heard of the firm. He said that when he moved to the UK from another office, it

took him some time to adjust to the fact that the company’s prominence was much weaker:

But when I came over, it took me six months I think for the first project I got, which was then a large one, which
was good, but I thought like there’s something wrong here, but I had to change the mindset of people.

On the other hand, clients who have worked with the firm in the UK have tended to be very
satisfied: ‘If people know us and have worked with us, there is a strong reputation, so we also have a lot of
repeat clients.” The above example from a partner suggests that the UK office was not even known among
many potential clients in the UK, but clients who had worked with the UK office were generally very
satisfied with their work, which suggests that favourability is built from the accumulation of positive client
experiences and loyalty over time in relation to their prior expectations. This aligns with the theory of
expectancy-disconfirmation in that clients create a frame of reference and set a series of expectations
against which they make comparative judgments in relation to their experiences (Oliver 1980). In this
instance, the experiences of clients with Novel Insights were better than their expectations, which over

time will arguably build favourability.

The implication of different office reputations is that the global reputation of Novel Insights has
not developed to the same extent as its major competitors because of the inconsistent experiences of its
employees and clients across different geographic locations. Although Novel Insights has attempted to
instil core values, expertise and qualities across its different offices through internal branding and
communication, there remain significant differences, which have affected the strength of the company’s
reputation globally. This has been true both in newer markets such as China where the company has
built a strong reputation, but not to the extent of one of its major competitors, and in established markets
such as the UK where it is generally not ranked in the top-tier of management consulting firms by third

parties.

Perceptions: Reputation for Something

The responses from the interviews, focus groups and final partner meetings indicated that the
firm held a particularly strong reputation internally and externally for providing pragmatic and
implementable solutions to clients, but also a reputation for sometimes lacking creativity during the

project delivery stage.
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Pragmatic Reputation

A core value that the firm projected to multiple stakeholders was its emphasis on providing
practical and realistic solutions to clients. This was reflected through the responses that clients gave of the
firm. A Strategy Director of a global manufacturing company in China, for example, said that she knew
the firm ‘very well’ and that the company’s strength is [...] very much results-driven, goal-oriented.” A
Senior Regional Manager of a consumer goods company in Germany agreed that the firm was seen as the
‘[...] more pragmatic consultants out there’. These responses demonstrate a core quality dimension
(Lange et al. 2011) which the firm attempted to project internally and externally. This endeavour of
providing clients with customised and tailored solutions to their problems is also something that many

professional service firms strive for with varying degrees of success (Morris and Empson 1998).

The firm’s reputation for pragmatism was mirrored internally. As a Principal of Novel Insights in

Germany argued:

But if you really have a problem and if you want to get it solved, regardless on how, regardless on the timeline,
regardless on resources, regardless on whatever, then I definitely would go for [... Novel Insights.] Weve really
proved to getting things done and getting it solved - like in mission-critical projects, you know, projects where
other strategy consultants already proved to fail.

The above respondent argues that clients perceive Novel Insights as a company which, unlike its
competitors, delivers results, which suggest that in Lange et al.’s (2011) and Rindova et al.’s (2007) terms
they are perceived among employees as holding favourability among a broad group of stakeholders. Novel
Insights were in Lange et al.’s (2011) terms ‘known for something’ (hands-on and practical with their
advice on restructuring projects) which at times had been useful during the global financial crisis, but its
lack of prominence meant that it also struggled to compete with ‘celebrity firm’ (Rindova et al. 2000)

competitors in multiple countries.

Lacking Creativity

One of the negative perceptions of Novel Insights internally and externally was a weakness in
creativity. This seemed to be recognised in the student market with a graduate of a prestigious university
for business studies in Germany describing them as ‘[...] not the most creative.” This perception of a lack
of creativity seemed to be held by employees at all positions across the company. A junior consultant of
Novel Insights in Austria, said the firm: ‘[...] has a more pragmatic and concrete reputation than an
artistic, extremely creative, strategic one.” Despite the perception that Novel Insights lacked creative
thinking across different levels of the firm, some offices such as France, for instance, considered their
reputation to be strongly creative, which was reflected in their external PR activities and was mirrored
with how their clients articulated their expertise in internal surveys (see Table 1 for illustrative

quotations).
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Table 1: Multiple reputations quotations

CONTEXT
Reputation
with
someone

Reputation in
someplace

PERCEPTIONS

Reputation
for
something

Senior-level positions

“That’s certainly something that’s come across quite clearly from a lot of people, that the quality of
[Novel Insights] work is very much down-to-earth, about implementation, pragmatic” (Managing Partner
of Novel Insights, UK).

“1 think we are very pragmatic, so we don’t only develop nice charts and leave our clients alone with
this, but we also support them in the implementation phase. We are really people who roll up the
sleeves, getting things done. Probably a little bit more down-to-earth than the others” (Head of HR of
Novel Insights, Germany).

“[Novel Insights] is much more into implementing projects, being a coach and a partner for the client
and helping the client” (Founder and CEO of a specialist consulting firm, Germany).

Middle-level positions

“We stand for close cooperation with clients, tailor made. We don't copy and paste” (Project Manager of
Novel Insights, Eastern Europe).

“But the weakness would probably be | think that, in terms of the strategic level, and also professional
level, | think that [... Novel Insights] is still lower than, you know, some other international brands”
(Director of a Global Manufacturer, China).

Junior-level positions

“I don’t think that, at least among my friends from university, we had a very strong reputation for being
the most strategic, the most creative, the most diversified consultancy firm. | don’t think we do. We
have a more straightforward, concrete, operational reputation” (Junior Consultant of Novel Insights,
Austria).

“l would say, from my experiences, it’s the restructuring that sort of was what the company was
founded on, and it’s what we are still recognised today as being a strong restructuring focused
company” (Consultant of Novel Insights, UK).

China

“so if | give my business card to someone, it will range from, “[Novel Insights], what?” to “Oh, | know this
company — this is a good company.” Of course, sometimes people don’t say, you know, they don’t like
it, but the range is very broad, okay, of reaction when you issue the card, which is a bit sometimes
annoying because the range is too broad” (Partner of Novel Insights, China).

“we are not so aggressive like other American consulting firms. We are down-to-earth. We like to know
what clients really want and will deliver according to their exact needs, and so that we win a lot of local
clients in even the second and third tier Chinese cities” (Consultant of Novel Insights, China).

UK

“I think we are strong in achieving change, so engaging with people. That’s because we work alongside
management, so we support management. So | think we are strong in building up trust and giving
confidence, managing difficult situations, and in really becoming a partner” (Partner of Novel Insights,
UK).

“my conception of their reputation was that they were an international firm, but more focused in
Europe and in Asia than in the US” (Senior Consultant of Novel Insights, UK).

Pragmatic and implementation

“the strength is that the company is very much results-driven, goal-oriented” (Strategy Director, Global
Manufacturer, China).

“they are seen as the more pragmatic consultants out there” (Head of Global Conglomerate, China).

“they’re more practical in their approach, they’re more grounded, they don’t try to come up with
solutions that are too clever by half and will show the client up —they actually try and solve the
problem” (Founder and CEO of an Executive Search Firm, UK).

“we are known for a hands-on approach, not being as analytical maybe such as others, and being
pragmatic, being out-of-the-box thinkers, not being creative” (Consultant, Eastern Europe).
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Discussion and Analysis

This paper has drawn on data from a management consulting case study and has challenged existing
assumptions in the literature that organizations project single corporate reputations. The results suggest
that organizations can build and maintain multiple reputations simultaneously, that is, they can be Janus-
faced to both internal and external stakeholders alike. Our findings delineate two separate themes
underpinning reputation - context, and perception — and show how employees and clients held

contrasting and sometimes contradictory reputations of Novel Insights.

In addition to the empirical novelty of this study in the management consulting sector (Fombrun
1996, 2012; Rindova et al. 2005, 2007), this paper makes a conceptual contribution to the emerging
literature on corporate reputation. Existing studies on corporate reputation depict reputation as a single
concept in which the criteria of stability and endurance cohere around a common or singular corporate
reputation. Scholars have tended to focus on the perceptions of particular stakeholders and overlooked
marked differences in perceptions across stakeholder groups, which therefore does not adequately
represent the multiplicity of reputation (Helm 2007, 251). Yet, our findings suggest that internal and
external actors can come to different understandings of corporate reputation across geography (what we
call ‘contexts’) or form competing views of the organization (what we call ‘perceptions’), yet these still
satisfy the requirements of ‘corporate reputation’. For example, the Chinese office of Novel Insights was
considered as the ‘rising star’ and ‘number three’ within the organization, whereas the UK office was seen
as one of the firm’s ‘Achilles’ heel’ and near the bottom of the organization’s office hierarchy in terms of
reputation. Similarly, perceptions of the qualities of Novel Insights varied depending on context and in
particular on the stakeholder and the geographic location. Employee perceptions often differed
significantly, with senior employees, for example, saying that their perceptions of the firm had improved
once they had started working for Novel Insights, whereas the perceptions of junior employees more
closely aligned with the strength of the company’s prominence and what their contemporaries thought,

which varied geographically.

This is an important contribution since it suggests that corporate reputation is a more composite
construct than hitherto portrayed in the literature. As already intimated, corporate reputation is related by
distinct organizational identity and image, which attend, respectively, to internalized and externalized
conceptions of what an organization is. Corporate reputation has been described as a ‘meta-construct’ that
emphasizes the perceptions of various stakeholders (Lange et al 2011). Extending this concept to
incorporate multiple reputations means that organizations need to do more than build and position their
reputations in relation to their competitors (Fombrun 1996, 2012), but also relative to other internal
offices, departments and practice areas within global organizations because internal unevenness in

reputation seems to signal externally reputational asymmetry.
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CONTEXTS

Stakeholder
(senior, middle and junior)

Geography MULTIPLE
(China and UK REPUTATIONS
A
- Reputation with someone
¥ - Reputation in someplace
- Reputation for something
PERCE PTIONS - Reputation over time
Pragmatic
(realistic solutions, but

not well-known)

Lacking creativity
(restructuring and
implementation)

Diagram 1. Building multiple reputations from contexts and perceptions

Although the theoretical literature has emphasised the significance of perceptions and dimensions
for building reputation (e.g. Rindova et al. 2005, 2007; Lange et al. 2011), there has been little discussion
on the impact of different contexts (see Diagram 1 for a summary). We argue that this is a significant
oversight because certain contexts such as the stakeholder (e.g. senior, middle or junior level employees)
and geography (e.g. China and the UK) influence different perceptions. Although our data showed a
prevalence of two perceptions across the firm (e.g. pragmatism and lacking creativity), these perceptions
also differed according to the stakeholder and geographic context. Hence, we argue that both perceptions

and context are important when considering how reputation is perceived internally and externally.

Conclusions

In summary, our argument challenges assumptions in the corporate reputation literature and in
management practice that centre on singular reputations for organizations. While we recognise the
intuitive appeal for marketing and public relations of this assumption, we also wish to highlight some of
the complexities that this approach masks. One issue alluded to but not pursued further in this paper is
the extent to which certain issues are more important in framing corporate reputation than others. A
suggestion in our findings was that ‘quality’ served as a relatively important driver for corporate
reputation, especially during the global financial crisis. However, it is not clear why this issue might prove
more important that other issues, such as discounting, ethical service, or historical performance. This
attends to a broader conceptual question about the interdependences between related concepts in the
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reputation literature such as prominence, favourability and quality (Rindova et al. 2005, 2007; Lange et
al. 2011). We suggest that perceptions and context are important considerations for understanding how
reputation is built, but further research is needed to understand why these issues are important, and how
individual level variation relates the reputation as an organizational-level construct. Empirically, this may
mean that future studies examine a broader group of stakeholders beyond customers, shareholders and

employees.

Second, we have a limited understanding about how reputation influences labour market
mobility. For example, employees join (and leave) firms due to their intangible value and corporate
reputational advantage (Harvey and Morris 2012). Our findings show that certain offices imported labour
while other offices exported partner expertise as a means of redistributing their reputation between offices.
This implies that certain prestigious offices and celebrity actors have a disproportionate ability to build
reputations. Again, our evidence is limited to a single large qualitative study, but future contribution may
examine the literature on celebrity firms and celebrity CEOs (see Hayward et al. 2004; Wade et al. 2006;
Rindova et al. 2006; Pfarrer et al. 2010), as well as cross-boundary knowledge flows (Tortoriello and
Krackhardt 2010). At issue here is when, how and why corporate reputations influence labour mobility as

a way of quantifying the intangible ‘value’ associated with reputational benefits.

Finally, the data indicate perception change over time among employees. However, much richer
longitudinal research is needed to explore what internal and external factors drive reputation to change
over time, both from the perspective of internal and external stakeholders. For example, it is not clear
what the interplay is between internal and external stakeholders as well as between intermediary actors
who sit on the fringes of the two groups such as investors, clients and alumni. In other words, how far
may reputations change externally to internally (e.g. from outsiders to employees) and internally to
externally (e.g. from employees to outsiders)? Herein lies a limitation with the generalizability of our
findings and whilst we seek to make a conceptual contribution to concepts in the corporate reputation
literature using rich qualitative data, we are aware than these findings need to be complemented by larger,
quantitative datasets, such as FMAC, the RepTrak™ Pulse and other valuable surveys of corporate

reputation.

The findings of this research hold important implications for practitioners engaged in building,
retaining, and restoring corporate reputations. In multi-national, multi-business organizations, reputation
is becoming more complex to manage and there are a growing number of internal and external
stakeholders who can affect and disproportionately change a company’s reputation in both a positive and
negative way at unprecedented speeds, particularly through social media. Given this, there is a danger of
relying exclusively on popular annual surveys in making reputational judgments. Although such surveys
are valuable for providing a broad overview, it is important to understand the limitations such as their
emphasis on the perceptions of a particular stkeholder group, or their focus on a certain geographic
location, as well as the methods used to collect data. A single score or ranking of an organization’s
reputation can be seductive and easy to share, but it can also misrepresent or only present a small fraction
of a company’s reputation. Of course, all measurements of reputation, including those in this paper, have
their limitations, and it is important to critically reflect on what is being judged, who is judging, where

they are judging, and over what time periods.
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Abstract

Liability of foreignness refers to relative disadvantages foreign multinational enterprises (MNEs) face in
comparison with domestic firms. The extant literature on international business has long theorized
differences between MNEs and local enterprises with respect to challenges and their customers’
expectations. Research in the area of customer-based corporate reputation (CBR), however, largely ignores
to study the impact of such differences on the management of CBR and its relationship with customer-
outcome variables. This study, therefore, examines the differentiating effects of type of firm (MNE versus
Local) on the relationship between CBR and its key outcome variables of customer perceived risk and
intentional loyalty. We surveyed a sample of 1059 customers from the fast-food services industry to test
our proposed conceptual model. The results suggest differential effects of CBR components (cognitive
CBR and affective CBR) on outcome variables for MNEs in comparison with local enterprises. Perceived
risk is found as an important outcome of CBR components for MNEs, but not for local enterprises.
Similarly, perceived risk has mediated the effects of CBR components on intentional loyalty in case of
MNEs. However, no such mediating effects are found for local enterprises. The findings suggest some

useful implications for managers from both MNEs and local firms.

Keywords

Customer-based corporate reputation, foreign multinational versus local firms, customer-outcome

variables, customer perceived risk, intentional loyalty
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Introduction

This study examines the relationship of customer-based corporate reputation (CBR) with its outcome
variables for multinational enterprises (MNEs) in contrast to local firms. For this purpose, we draw on
two streams of research: (1) the literature on international business management; and (2) the literature on

management of CBR.

The literature on international business management has long theorized relative challenges (i.e.,
liability of foreignness) faced by MNEs operating in foreign markets, in contrast to local enterprises
(Zaheer, 1995). These challenges for MNEs mainly emerge from their relative unfamiliarity with the
business environment of foreign market/s, differences in cultural values and norms, dissimilarities in
economic factors, and differences in political and regulatory environment of businesses abroad (Asmussen,
2009; Hymer, 1976). Such challenges put MNEs at relative disadvantage in contrast to local enterprises,
and are thus, expected to make reputation management a relatively more difficult task for managers at
MNEs.

Management of corporate reputation has earned strategic importance for the practitioners due to
its association with business-to-customer relationships, financial performance and competitive advantages
of organizations (Bartikowski & Walsh, 2011; Eberl & Schwaiger, 2005; Hall, 1992). Corporate
reputation, by definition, refers to perceptual evaluation of an organization by its stakeholders (Walker,
2010). As different stakeholder groups may have different evaluations of the same organization, corporate
reputation should be studied separately for each stakeholder group (Ali, Lynch, Melewar & Jin, 2014).
This study focuses on CBR, because customers are considered the most important stakeholder group of an
organization (Walsh, Mitchell, Jackson & Beatty, 2009a). The strategic importance of customers is
mainly derived from being a major source of revenues, and their central role in setting the strategic
direction of organizations (Walsh et al., 2009a; Kotler, 2011).

Researchers have proposed minimizing customer perceived risk and winning loyal customers as
two important outcomes of reputation management (Sun, 2014; Bartikowski & Walsh, 2011). Positive
reputation serves as a signal for the quality of products and services, and ability of an organization to fulfil
its promises with customers (Roberts & Dowling, 2002; Kim, Ferrin & Rao, 2008). It therefore reduces
the perceived risk of customers. The reduction in perceived risk is further associated with increase in
intentional loyalty of customers (Sun, 2014). Therefore, perceived risk can be considered a mediator for
the effects of CBR on intentional loyalty. However, literature in this regard does not provide any insight
about how the effects of CBR on perceived risk and intentional loyalty are different for MNEs in
comparison with local enterprises. Drawing on international business perspective, we expect differences in
such effects because of relative disadvantages theorized for MNEs (Zaheer, 1995; Hymer, 1976), and
higher expectations of customers from foreign MNEs (Gamble, 2006). Therefore, the first objective of
this study is to test the relative effects of CBR on customer perceived risk for MNEs as compared with
local enterprises. Similarly, the second objective is to test the mediating effects of customer perceived risk

on the relationship of CBR with intentional loyalty for MNEs as compared with local enterprises.

For testing our proposed conceptual model/hypotheses, we select fast food services industry and

conduct a self-administrative customer survey.
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Theory and Hypotheses
Attitude-based Conceptualization of CBR

Drawing on attitude theory, this study differentiates between cognitive and affective components
of CBR. This attitude-based conceptualization of CBR and usage of two CBR components as two
distinctive constructs have been suggested in the extant literature (see e.g., Schwaiger, 2004; Raithel &
Schwaiger, 2014). Cognitive CBR is based upon customers’ evaluations of a firm’s competence; whereas
affective CBR refers to customers’ feelings or likability towards the firm (Schwaiger, 2004). Regarding the
relationship between cognitive CBR and affective CBR, Ray’s (1973) standard learning hierarchy model
and extant literature (e.g., Einwiller, Carroll & Korn, 2010) suggest affective CBR to follow cognitive
CBR.

Key Outcomes of CBR Management

We take intentional loyalty and customer perceived risk as two key outcomes of CBR
management, based on the extant literature. Customer perceived risk here refers to the loss expectancy
that the customers determine subjectively (Mitchell, 1999), whereas, intentional loyalty refers to
customers” willingness to continue purchases from and recommend the service provider organization to
others in future (Bartikowski, Walsh, & Beatty, 2011; Selnes, 1993). Drawing on cognitive consistency
theories, researchers have been considering intentional loyalty as a desired objective of cognitive CBR (see
e.g., Walsh, Bartikowski & Beatty, 2014). Similarly, drawing on social exchange theory, an individual’s
affect or positive emotions play a central role in social exchange processes, and can make an exchange
partner loyal to the other (Lawler & Thye, 1999; Chaudhuri, 2006: 28). Therefore, intentional loyalty
can be considered an important outcome of affective CBR also. Moreover, the extant literature suggests
perceived risk as an important outcome/objective of managing both cognitive CBR (Lacey, Bruwer & Li,
2009) and affective CBR (Kim et al., 2008).

Differentiating Effects of Type of Firm

We theorize the differentiating effects of type of firm for the impact of CBR on outcome
variables based on international business literature. MNEs face various challenges while operating in
foreign markets, in contrast to local firms (Hymer, 1976). These relative challenges or disadvantages for
MNEs are also termed as ‘liability of foreignness’ in the extant literature (Zaheer, 1995; Rugman,
Verbeke, & Nguyen, 2011). MNE: face such challenges in foreign markets due to their relative newness
in those markets, costs associated with spatial distance, and cross-border differences in political,
sociocultural, institutional, economical, technological and other environmental factors (Zaheer, 1995;
Rugman et al., 2011). On the other hand, customers’ expectations from the foreign companies are likely
to be higher in contrast to the local companies operating in the developing markets (Gamble, 2006). Such
higher expectations of customers from the MNEs and liability of foreignness may expose MNEs to a
relatively higher level of customer perceived risk in contrast to local enterprises. MNEs may also be
required to put relatively more efforts in developing CBR and minimising customer perceived risk
through CBR. We therefore hypothesize the following:

Hypothesis 1 (H1): Cognitive CBR has an impact on customer perceived risk for MNEs, but not

for local enterprises.

Hypothesis 2 (H2): Affective CBR has an impact on customer perceived risk for MNEs, but not

for local enterprises.
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Customer perceived risk can further affect the customers’ future decisions and intentional loyalty
(Grewal, Iyer, Gotlieb & Levy, 2007). A higher risk perception about the delivery of expected services
enhances the customers’ intentions to leave the service provider organization and reduces the word-of-
mouth (Sun, 2014). The relationship of CBR with perceived risk (as in H1 & H2), and the relationship
of perceived risk with intentional loyalty suggest the possible mediating effects of perceived risk in the
CBR-intentional loyalty relationship. In other words, organizations are expected to win loyalty of their
customers by minimising customer perceived risk, through effective management of cognitive and
affective components of CBR. However, drawing on the literature on international business, and
following the development of H1 and H2, we hypothesize perceived risk to mediate the effects of both
the CBR components on intentional loyalty for MNEs, but not for local enterprises.

Hypothesis 3 (H3): Customer perceived risk mediates the effects of cognitive CBR on intentional
loyalty for MNEs, but not for local enterprises.

Hypothesis 4 (H4): Customer perceived risk mediates the effects of affective CBR on intentional
loyalty for MNEs, but not for local enterprises.

Based on the hypothesis (H1-H4) and evidence from the extant literature, we propose our
conceptual model (Figure 1), which consists of four constructs: cognitive CBR, affective CBR, customer
perceived risk and intentional loyalty. The proposed differentiating effects of type of firm are highlighted

for the respective inter-construct relationships.

Cognitive

Mediator

Perceived
Risk

Intentional

Loyalty

Affective
CBR

H3 & H4 (Differentiating mediation effects)

=3  Differentiating effects Type of Firm (MNE

versus Local)

—  Effects drawn from the extant literature

Figure 1. Conceptual Model

Method

Market Selection

For this study, we selected three US-based multinational fast food restaurant chains (KFC, Subway and
McDonald’s) and one local fast food restaurant chain (Fri-Chiks) operating in Pakistan. The selected
organizations represented the four largest fast food chains operating in Pakistan, with respect to number
of their operating outlets. Pakistan provides appropriate settings for this study due to following major
reasons. First, there is an emerging need for research on corporate reputation in the context of developing
countries, as the extant literature in this regard is highly concentrated in developed countries (Walker,
2010). Second, Pakistan offers promising market potential for MNEs and local enterprises in various
sectors, particularly, in the retail food sector. It has sixth largest population in the world (over 180
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million), a per capita income growth rate of 3.4 per cent (Ministry of Finance, Government of Pakistan,
2013), and an emergent middle income class, which is estimated to comprise of one quarter of the whole
population (USDA Foreign Agricultural Service, 2011). Moreover, the expenditures on food and
beverages are estimated at 42% of an individual’s income in Pakistan (USDA Foreign Agricultural
Service, 2011).

We followed Bartikowski et al. (2011), Bartikowski and Walsh (2011) and Walsh and Beatty
(2007) to study the hypothesized effects in fast-food industry. Fast food customers can easily switch from
one service provider to the other, which makes the task of relationship marketing more difficult for the
concerned managers in this industry (Bartikowski et al., 2011). Similarly, customers can be exposed to
various types of risks while making a fast food purchase decision. These risks may include physical,
financial, functional and time risks as suggested by Schiffman, Kanuk and Hansen (2008). Moreover,
MNEs have rapidly penetrated into the foreign markets over the last few decades, and they are facing a
close competition from small, medium and large-sized local enterprises in this industry. Therefore, fast
food industry provides appropriate settings for studying the relative impact of type of firm (MNE versus

Local) on the role of CBR in managing perceived risk and intentional loyalty.

From within the fast food services industry, we selected four groups of customers. These four
groups correspond to four companies (i.e., restaurant chains) that we shortlisted for this study. Selecting
customers from the same industry is helpful to control the influence of other factors deemed important in
customer decision making. These factors, such as, product features, pricing, methods of promotion and
distribution strategy remain similar within the same industry, in contrast to other industries. Moreover,
across the four shortlisted companies, especially among the three MNEs, such other factors which may
influence customer decision making are very similar. This further helps us to focus on the objectives of the

study.

Respondent Selection

Customers of the shortlisted fast food restaurants were surveyed within the premises of
restaurants. We used simple random sampling to select three outlets of each restaurant for this survey.
Further, customers were selected through systematic sampling (Chandon & Wansink, 2007), where a
team of surveyors were instructed to approach every third customer served from the service counter. In
this way, 1236 responses were collected in almost four week time period. The responses were refined
through deletion of invalid and incomplete responses. Finally, 1059 responses were available for further
data analysis. Applying z-test for independent proportions (Sheskin, 2003), no significant differences were
found (at 0.05 significance level) between the original and filtered datasets, with respect to firm surveyed

and customer demographic variables (e.g., customer age, gender and marital status).

Sample Profile

Table 1 presents the profile characteristics of selected respondents. Youth (18-29 years) was the
major age group (65%) of sample respondents and most of the respondents were single (55.9%). Almost
two third respondents (64%) held bachelor or masters degrees, or the equivalent. A visible majority
(79.1%) of customers visited the restaurants with family or friends which can be attributed to the
collectivist culture in Pakistan (Hofstede, 2012). The percentage of male respondents was higher than
females in the selected sample (69.3% and 30.7% respectively). However, by applying independent
samples t-test for comparison of means, no significant gender differences were found (using 95%

confidence interval) for each of the four key constructs included in the conceptual model (Figure 1).
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Table 1. Sample profile (n = 1059)

Descriptors Percentage of sample
respondents
Restaurant
Fri-Chiks 24.0
KFC 25.6
McDonald’s 26.3
Subway 24.1
Gender
Female 30.7
Male 69.3
Customer age (years)
15-17 7.0
18-29 65.0
30-39 20.3
40-49 6.0
50-59 13
60 or above 0.5
Highest qualification
Less than Matriculation 2.1
Matriculation/O-Levels 6.3
Intermediate/A-Levels 12.3
Diploma/Certificate 3.2
Bachelors or Equivalent 34.2
Masters or Equivalent 29.8
Other Higher Qualification 12.1
Marital status
Single (Never married) 55.9
Married 40.9
Others 3.2
Customers visiting restaurant with family or friends
No 20.9
Yes 79.1
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Measurement of Key Constructs

For development of construct measures, we followed the procedures recommended by Churchill

(1979: p.66). Domain of the key constructs was specified while developing theoretical framework. An

exploratory research of the extant literature was conducted to adapt multiple-item measures of the study’s

constructs. Table 2 presents the list of initially adapted measures.

Table 2: Initially adapted measures of the key constructs

Constructs/
Dimensions

Measures

Sources

Cognitive CBR

Customer
orientation

Good employer

Financial
strength

Product and
service quality

corporate
social and
environmental
responsibility

Affective CBR

Customer
Perceived Risk

Intentional
Loyalty

CUS1- The restaurant has employees who treat customers courteously.

CUS2- The restaurant has employees who are concerned about customer
needs.

CUS3- The restaurant is concerned about its customers.

EMP1- The restaurant looks like a good company to work for as an
employee.
EMP2- The restaurant seems to treat its employees well.

EMP3- The restaurant seems to have excellent leadership.
FIN1- The restaurant tends to outperform competitors.

FIN2- The restaurant seems to recognize and take advantage of market
opportunities.
FIN3- The restaurant looks like it has strong prospects for future growth.

PRO1- The restaurant develops innovative services.

PRO2- The restaurant offers high quality products and services.

CSR1- The restaurant seems to make an effort to create new jobs.

CSR2- The restaurant seems to be environmentally responsible.
CSR3- The restaurant would reduce its profits to ensure a clean
environment.

AFF1- You have good feeling about the restaurant.

AFF2- You have admiration and respect for the restaurant.

AFF3- You can better identify yourself with this restaurant as compared
with other fast food restaurants.
AFF4- You are enthusiastic about the restaurant.

RIS1- There are chances that fast-food would not taste good.

RIS2- There are chances that fast-food would contain ingredients which
are harmful for health and fitness.

RIS3- There are chances that fast-food would not be a good value for
money spent.

RIS4- There are chances that it would be wastage of time to purchase
from this restaurant.

LOY1- You intend to purchase from this restaurant again or remain a
customer of this restaurant.

LOY2- You will consider the restaurant your first choice to buy fast food.

Proceedings of the 20™ International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Walsh, Beatty and Shiu
(2009b)
Walsh et al.(2009b)

Walsh et al.(2009b)

Walsh et al.(2009b)
Walsh et al.(2009b)
Walsh et al.(2009b)
Walsh et al.(2009b)
Walsh et al.(2009b)
Walsh et al.(2009b)
Walsh et al.(2009b)
Walsh et al.(2009b)

Walsh et al.(2009b)

Walsh et al.(2009b)
Walsh et al.(2009b)

Fombrun, Gardberg and

Sever (2000)
Fombrun et al. (2000)

Eberl and Schwaiger (2005);

Schwaiger (2004)
Einwiller et al. (2010)

Lacey et al. (2009);
Schiffman et al. (2008)
Lacey et al. (2009);
Schiffman et al. (2008)
Lacey et al. (2009);
Schiffman et al. (2008)
Lacey et al. (2009);
Schiffman et al. (2008)
Bartikowski et al. (2011)

Mattila (2004)
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LOY3- You will gladly recommend this restaurant to other people that you
know.

Methlie and Nysveen (1999)

The selected measures were translated into Urdu (the national language of Pakistan) using

translation/back-translation technique (following Walsh et al., 2014). The purpose of translation was to

ensure the equivalence of scale items for their usage in our study context. We pre-tested the construct

measures through unstructured informal interviews with five experts from academia (university faculty

members) and 14 actual customers. Moreover, a pilot study with the valid sample size of 137 customers

was also conducted. This extensive pretesting and results of pilot study helped to refine the research

design and selected construct measures. The final list of measures used in the major survey is presented in

Table 3.

Table 3: Selected measures of the key constructs for the major survey

Constructs/
Dimensions

Measures

Sources

Cognitive CBR

Customer
orientation

Financial
strength

Product and
service quality

Affective CBR

Customer
Perceived Risk

Intentional
Loyalty

CUS1- Employees of the restaurant are courteous.

CUS2- The restaurant has employees who are concerned about customer
needs.
CUS3- The restaurant as an organization is concerned about its customers.

FIN1- The restaurant tends to perform better than competitors.

FIN2- The restaurant seems to recognize and take advantage of market
opportunities.

FIN3- The restaurant looks like it has strong prospects for future growth.
PRO1- The restaurant develops innovative services.
PRO2- The restaurant offers high quality products.

PRO3- The restaurant offers high quality services.

AFF1- | have good feeling about the restaurant.
AFF2- | have admiration for the restaurant.
AFF3- | have respect for the restaurant.

AFF4- | can better identify myself with the restaurant as compared with
other fast food restaurants.

AFF5- | am enthusiastic about the restaurant.
RIS1-There are chances that food at the restaurant would not taste good.

RIS2- There are chances that food at the restaurant would contain
ingredients which are harmful for health and fitness.

RIS3- There are chances that food at the restaurant would not provide good
value for money spent.

RIS4- There are chances that it would be wastage of time to purchase from
the restaurant.

LOY1- | intend to purchase from the restaurant again or remain a customer.
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Walsh et al.(2009b)
Walsh et al.(2009b)

Walsh et al.(2009b)

Walsh et al.(2009b)
Walsh et al.(2009b)
Walsh et al.(2009b)
Walsh et al.(2009b)
Walsh et al.(2009b)
Walsh et al.(2009b)
Fombrun et al. (2000)
Fombrun et al. (2000)
Fombrun et al. (2000)

Eberl and Schwaiger (2005);
Schwaiger (2004)

Einwiller et al. (2010)

Lacey et al. (2009); Schiffman
et al. (2008)

Lacey et al. (2009); Schiffman
et al. (2008)

Lacey et al. (2009); Schiffman
et al. (2008)

Lacey et al. (2009); Schiffman
et al. (2008)

Bartikowski et al. (2011)
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LOY2- | will consider the restaurant my first choice to buy fast food. Mattila (2004)

LOY3- | will gladly recommend the restaurant to other people that | know. Methlie and Nysveen (1999)

Controlling Common Method Bias

Controlling the common method bias was an important concern to ensure the validity of results.
For this purpose, several procedural remedies were adapted as recommended by Podsakoff, MacKenzie,
Lee and Podsakoff (2003) and Lindell and Whitney (2001). First, the survey data was collected at
different points of time (i.e., different days of the week, and different hours in a day). Second, the
respondents were assured (in the introduction section of the survey questionnaire) about their anonymity,
confidentiality, and the fact that there were no right or wrong answers. Third, the length of the
questionnaire was kept short in order to avoid respondents’ boredom or fatigue. Fourth, different
response formats were used for different variables, for example: five-point Likert scales for measuring CBR
components (Walsh et al., 2009b); whereas, seven-point Likert scales for measuring customer perceived
risk (Lacey et al., 2009). Fifth, two different versions (version 1 and version 2) of the questionnaire were

prepared with different placement of two major sections.

Moreover, two statistical remedies were also applied, which included: Herman’s one factor test
(Chang, Witteloostuijn & Eden, 2010) and post hoc marker variable technique (Walsh et al., 2014).

These remedies helped to ensure the absence/minimal impact of common method bias.

Data Analysis Techniques

We used structural equation modelling (SEM) for data analysis. The sub-group analysis
technique was used to test the relative direct and mediated effects (Rigdon, Schumaker & Wothke, 1998;
Edwards & Lambert, 2007). We used bootstrap procedures to test the relative mediating effects through
assessing the significance of indirect effects as recommended by Zhao, Lynch and Chen (2010). The
software package of AMOS was used for data analysis.

Results

We analysed the collected data in four stages. In the first stage, through confirmatory factor analysis, we
tested first-order measurement model consisting of three dimensions of cognitive CBR (including
customer orientation, financial strength, and product and service quality). Similarly, in the second stage,
second-order measurement model was tested, which included cognitive CBR, affective CBR, perceived
risk and intentional loyalty. In both the stages of data analysis, all the scale items loaded significantly (at
0.001 level) on their respective constructs. The composite reliabilities and average variances extracted
exceeded/met the theoretical benchmarks of 0.70 and 0.50 respectively for all the constructs, as suggested
by Malhotra (2010). The only exceptions were three dimensions of cognitive CBR (i.e., customer
orientation, financial strength, and product and service quality) for whom, average variances extracted were
0.49, 0.44 and 0.47 respectively. However, composite reliabilities for all those dimensions were above
0.70. Therefore, as suggested by Fornell and Larcker (1981), the results revealed the convergent validity of
all the constructs. Further, we ensured the discriminant validity of all the constructs/dimensions using the
procedures recommended by Anderson and Gerbing (1988) and Malhotra (2010). The fitness-of-model
indices also fulfilled the theoretical benchmarks suggested by Bagozzi and Yi (1988) and Hair, Black,
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Babin and Anderson (2010) (i.e., for first and second order models, respectively: GFI=0.97, 0.93;
CFI=0.95, 0.93; RMSEA=0.08, 0.06; CMIN/df= 7.11, 4.54, with p=0.00, 0.00).

In the hird stage, structural model (consisting of inter-relationships among four key constructs)
was evaluated for the whole dataset. Finally, in the fourth stage, structural model was evaluated separately
for both the sub-groups (i.e., MNE and Local enterprises). We computed direct and indirect effects using
bootstrap procedures for evaluation of structural model in both the stages (Zhao et al., 2010). A bootstrap
sample size of 5000 was used following the recommendations of Byrne (2010) and Hair, Ringle and
Sarstedt (2011). Table 4 reports the results for the third and fourth stages.

Table 4: The results of structural model evaluation- Standardized effects

Hypothesized/Direct Paths Direct Effects Indirect Effects
Overall

Cognitive CBR —» Affective CBR 0.822%** -
Cognitive CBR — Perceived Risk -0.159 -0.244%**
Cognitive CBR — Intentional Loyalty 0.048 0.613%***
Affective CBR — Perceived Risk -0.296** -
Affective CBR — Intentional Loyalty 0.683*** 0.038**
Perceived Risk = Intentional Loyalty -0.129** -

MNEs

Cognitive CBR —» Affective CBR 0.790%*** -
Cognitive CBR — Perceived Risk -0.140 -0.251***
Cognitive CBR — Intentional Loyalty 0.041 0.591***
Affective CBR — Perceived Risk -0.318*** -
Affective CBR — Intentional Loyalty 0.686*** 0.039%***
Perceived Risk —» Intentional Loyalty -0.123%** -

LOCAL

Cognitive CBR —» Affective CBR 0.899%*** -
Cognitive CBR — Perceived Risk -0.307 -0.128
Cognitive CBR — Intentional Loyalty 0.054 0.679*
Affective CBR — Perceived Risk -0.142 -
Affective CBR — Intentional Loyalty 0.684* 0.021
Perceived Risk —» Intentional Loyalty -0.147 -

*** p<0.001; ** p< 0.01; * p< 0.05. All the remaining effects are not significant.

The results suggest that cognitive CBR had significant indirect effect on perceived risk through
affective CBR, for MNEs. However, for local firm, the effects of cognitive CBR on perceived risk were
not found significant. A1 was thus supported. In contrast to cognitive CBR, affective CBR had
significant direct effects on perceived risk for MNEs. However, no significant effects of affective CBR on

perceived risk were found for local enterprise. These results supported H2.

For the hypothesized mediating effects, we found perceived risk to mediate the effects of
cognitive CBR on intentional loyalty for MNEs, but not for local enterprise (in support of /3). For
MNEs, perceived risk mediated cognitive CBR-intentional loyalty relationship jointly with affective CBR.
However, the significant indirect effect of cognitive CBR on intentional loyalty for local enterprise
revealed the mediating effects of affective CBR only in this relationship. Similarly, perceived risk was also
found to mediate the effects of affective CBR on intentional loyalty for MNEs, but not for local enterprise
(in support of H4). In this regard, the mediating effects of perceived risk for MNEs were partial, as the
direct effects of affective CBR on intentional loyalty were also found significant (Zhao et al., 2010).

Proceedings of the 20™ International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, Izmir, Turkey April 16-17, 2015 114



Customer-Based Corporate Reputation, Perceived Risks and Intentional Loyalty:
Examining the Differences between MNEs and Local Firms

Discussion and Conclusion

This study provides evidence for the differences in the management of CBR by MNEs and local firms.
Minimizing customer perceived risk has been found as an important outcome of cognitive and affective
components of CBR in case of MNEs, but not for local firms. Similarly, customer perceived risk mediated
the effects of both the CBR components on intentional loyalty in case of MNEs, but not in case of local
enterprises. The findings get support from the literature on international business which suggests relative
disadvantages for MNEs (while operating in foreign markets) in contrast to local firms (Zaheer, 1995).
The higher expectations of customers from MNEs, as compared with local enterprises (Gamble, 20006)

also justify the relatively higher importance of customer perceived risk for MNEs.

This study, through its findings, contributes to two streams of extant literature: (1) international
business, and (2) CBR and its relationship with customer-related outcome variables. We extend the
theorized relative disadvantages of MNEs in the foreign markets (as compared with local firms) into the
emerging area of reputation management. Researchers have already identified that relationship of
corporate reputation with its antecedent/consequence factors may vary across different stakeholder groups,
reputational measures employed and countries of study (Fombrun & Shanley, 1990; Ali et al., 2014). In
the same vein, we introduce a new variable of ‘type of firm’ that differentiates the effects of CBR on two

key outcome variables of perceived risk and intentional loyalty.

The results of our study offer several implications for managers of both MNEs and local
enterprises. The managers at MNEs should put more efforts to win intentional loyalty of their customers
in contrast to managers at local enterprises. As we have found for MNEs, minimizing customer perceived
risk through cognitive CBR and affective CBR can play a strategic role for increasing their customers’
loyalty. In contrast, local service providers may capitalize on their comparative advantages and win the
loyal customers by building positive cognitive CBR and affective CBR. Minimizing customer perceived
risk may not be among the strategic priorities of local firm management. Moreover, managers of both
MNEs and local enterprises should consider cognitive and affective CBR as two distinctive constructs,

where cognitive CBR can be a determinant of affective CBR.

Our study has the following limitations which provide opportunities for future researchers. First,
we have theorized and tested the relative effects of ‘type of firm’ only, on the relationship of CBR with its
outcome variables. However, the search for new such factors should continue in response to call from the
extant literature (see e.g., Walsh et al., 2014). Relationship age, gender and income class of a customer;
type of product/service/industry; and level of customer involvement in purchase decision may be tested as
some other potential factors which may differentiate the effects of CBR. Second, several other outcomes
of CBR have been examined in the extant literature, for example, customer trust, customer commitment
and customer satisfaction (Walsh & Beatty, 2007; Ali et al., 2014). Future researchers may modify/enrich
our proposed conceptual model by including other outcome variables of CBR. Finally, the findings of our
research should be tested in industry settings other than fast food restaurants also. Restaurants are
classified as experience-based services (moderately difficult to be evaluated); however, there are certain
services where customers may face a higher selection risk and difficulty in evaluation, for example,
financial services (Hsieh, Chiu, & Chiang, 2005; Walsh et al., 2014). Therefore, it is expected that
comparative effects of both CBR components on perceived risk and intentional loyalty; and mediating

effect of perceived risk may vary for high risk services, in contrast to experience-based services.
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In conclusion, this study finds differential effects of CBR on customer-outcome variables for
MNEs in contrast to local enterprises. By doing this, we contribute to the literature streams of
international business and CBR management. Future researchers are encouraged to test our proposed

model in various contexts, and explore new variables that may differentiate the effects of CBR.
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How Do Social Media Contribute to the
Construction to SMEs’ Corporate Identity?
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Extended Abstract

Corporate Identity is defined as “the presentation of an organisation to every stakeholder. It is what makes
an organisation unique and it incorporates the organisation’s communication, design, culture, behaviour,
structure, industry and strategy. It is thus intrinsically related to both the corporate personality and
image” (Melewar and Karaosmanoglu, 2006, 864). Whereas corporate identity has been extensively
studied in relation to larger organisations, very little research has considered the specificities of the concept
as it applies to Small and Medium Enterprises (SMEs). This may be explained by the fact that, until now,
SMEs have put limited emphasis on branding, image and communication efforts (Wong and Merrilees,
2005; Pacitto et al., 2006; Ojasalo et al., 2008).

If SMEs’ managers generally accept that a good company’s reputation is important in gaining
legitimization from different stakeholders (Goldberg et al., 2003), the difficulty often arises when
translating this viewpoint into specific reputation-building activities (Abimbola and Kocak, 2007).
Indeed, there is a wealth of literature showing that small firms generally suffer from a lack of resources.
Commonly acknowledged constraints include cash, time, marketing knowledge and expertise (e.g.
Carson, 1990; Gilmore et al., 2001).

In this context, social media can prove an effective tool. Kaplan and Haenlein (2010, 61) define
social media as “A group of internet-based applications that build on the ideological and technological
foundations of Web 2.0, and that allow the creation and exchange of User Generated Content”. Both
academics and practitioners acknowledge that social media applications represent a huge opportunity for

SMEs in developing their marketing and communication efforts and communicate cost-effectively and
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creatively about their products, brands and identity (e.g. Harris and Rae, 2010; Barnes et al. 2012;
Michaelidou et al. 2012; Stockdale et al. 2012). According to Barnes et al. (2012, 688) “many of the tools
of Web 2.0 are cheap to acquire and operate and require little technical expertise”, making them

particularly suitable for smaller businesses.

Of this literature, most studies investigated the benefits small businesses can gain from social
media technologies (Chua et al., 2009; Harris and Rae, 2010; Barnes et al., 2012; Michaelidou et al.,
2012; Persaud et al., 2012; Stockdale et al., 2012). Authors’ suggestions and empirical findings show that
SMEs hope to achieve three central goals when using social media tools: increasing brand awareness
(Michaelidou et al., 2011; Persaud et al., 2012; Chua et al., 2009; Stockdale et al., 2012), building their
brand (Harris and Rae, 2010; Chua et al.,, 2009) and strengthening relationships with a variety of
stakeholders (Barnes et al., 2012; Michaelidou et al., 2011; Stockdale et al., 2012). Most of these uses and
resultant benefits tend to support the way the SME presents itself to every stakeholder and contribute to
the construction of SMEs’ company identity.

Nevertheless, the initiatives a growing number of SMEs are developing on social media have not
been studied in relation to the concept of corporate identity. In this framework, the research will seek to
answer the following question: how do the social media efforts implemented by SMEs contribute to the

construction of their corporate identity?
More specifically, this research will consider two important sub-questions:
1. What are the dimensions of CI in SMEs and how is it managed?
2. How do social media contribute to the construction of SMEs’ corporate identity?

In order to answer these questions, the research will draw on a literature review of the main
concepts pertaining to the phenomenon under study. The works related to corporate identity, SMEs’

marketing and social media are reviewed in order to build an adequate theoretical framework.

So as to empirically investigate the way SMEs are using social media applications to build their
company identity, we will use a qualitative approach based on a multiple-case study (Yin, 2009). The

preliminary results of these investigations will be presented.

Two streams of data collection will be considered. Firstly, to identify the peculiarities of the
corporate identity concept in the context of SMEs, semi-structured interviews will be realised with the
variety of players involved in the activities related to the company identity construction and
communication. These include, when applicable, players such as the owner-manager, the marketing
manager, the persons in charge of social media management, employees, the communication agency, etc.
Secondly, the data collected from the interviews will be triangulated with information gathered from the
content generated on social media by the SMEs under examination. The data collected will allow us to
highlight how social media are used in order to communicate company identity and which dimensions of

the latter are impacted by the use of these technologies.

Keywords

SME, social media, corporate identity, communication, case study
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Culture, Consumption Culture and Public
Relations: North Cyprus, Telsim (Vodafone
North Cyprus) Case Study Review

Nuran Oze, Near East University, North Cyprus

Abstract

The relationship between culture and consumer culture is a topic frequently discussed in the academic
field. Prevailing across the world capitalist economic order on the fact that people have to consume and
how consuming gave a rise to the emergence of consumption culture. In this study, the transmission of
culture, transporting and effective transforming of communication, while maintaining the consumption
of consumer culture has been argued that its audiences need to be internalized. Afterwards, the
publications of Telsim (Vodafone North Cyprus) being the professionally active GSM operator in
Northern Cyprus, PR news have been studied upon. As a result, two months of scanning the archives of
Telsim (Vodafone North Cyprus)'s reports on quantitative and qualitative content analysis were analyzed.
Keeping in mind the meanings which can be extracted from the obtained news on the distribution of PR
events and the news stories of the practical ways to influence the formation of consumer culture were

examined. The news was read in the triangle of the media, shareholders and consumers

Keywords

Culture, consumer culture, public relations, North Cyprus, Telsim (Vodafone Northern Cyprus)
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Introduction

Culture is a fundamental concept which covers the theoretical framework of this study. In this study,
emphasis will be given to sociological and anthropological recognition of culture. According to Siegelaub
"culture is; a unique way of reproduction and development historically determined with the existence of a
group or class by the creation of their own material and social existence, "(Tomlinson, 1999: 25). Here,
as culture, its people and the values and practices that shapes the life of society is discussed as a whole, the
relationship with the production and consumption conditions, ideology, hegemony, lifestyle, is intended

to be associated with concepts such as consumer culture.

When culture and cultural studies are mentioned Frankfurt School comes to mind first, in a
conceptual and theoretical sense. The Frankfurt School theorists have developed the foundation of the
basis of the cultural studies of thought. Max Horkheimer, Theodor Adorno and Herbert Marcuse were
looming in Europe as theorists of the Frankfurt School, escaping going into exile in America from the
fascist political events being the leading names in the school. Kellner (1989: 147), escaped from the roots
of fascism the theorists had taken in Europe, whom lead a life in the United States suggesting the basis for
determining the formation of their cultural criticism. The theorists who lived in the United States after
the 1930s had the chance to observe the changing lifestyles of the developing Fordist mass production
manufacturing systems and the effect of the increase of the mass of mass media. Theorists have made their
first studies on the cultural industry and consumer society for the U.S mass society. Creating a culture of
theories was influenced by Gramsci's theory of hegemony. "In this area, school reveals the conception of
culture industry with mass culture further. Cultural aspects of capitalism emerged late in society's main

feature as hegemony and persuasion being a process leading them to focus on these issues "($an ve Hira).

The aim of this study was written by how the press of Northern Cyprus Telsim (Vodafone) had
issued news about Cyprus via PR were being put forward, which attempts to shape the patterns of
consumption. Using tangible opportunities, with ads both in the media, as well as spending their
advertising budget money, they were given the privilege of establishing PR news where Telsim (Vodafone)
is trying to determine ways to affect the Cyprus audience. Today, the way to influence the target audience
of the company passes through their consent. To win the consent of a potential audience and create a
specific consumer group, to be considered within the scope of the consumption habits must be adopted in

ways of working.

Background and Review

Culture, Consumer Culture, Public Relations

In the first half of 1960, Frankfurt British School opened, basing themselves on the concept of culture
industry. Raymond Williams developed a path for the school with the approach which has been
developed on culture. Ozbek (1994: 75) nowadays, the extent that studies the affect of culture's two basic

definitions which has its roots starting at the end of

18th-century with Raymond Williams as naming ‘Culture and Society’ debate states the critical
tradition. Classic and conservative according to the primary definition, culture is a measure of aesthetic
excellence which defines high culture-low culture. Williams’s culture rests against this form of assessment.
The origin of the second definition of culture is based on Herder and its origin of anthropology. Being

descriptive and ethnographic, culture is 'a way of life’ according to the definition used by Williams.
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Culture, in this study is considered as a social phenomenon that shapes all vital activities of
people. When consumption becomes a cultural practice, it’s possible for firms to take advantage of the
circumstance of the media's versatility to reach a wider audience. To plan and implement appropriate
activities as business objectives are located next to the manager of PR professionals in the strategic

decision-making for business.

Culture

The Frankfurt School theorists are has affected by the Marxist theory. Therefore Marx's false
consciousness and approach to economy politics was the instrument in the formation of cultural theory.
According to Marx (1996: 76) the power holders in society, also adopted their ideology to the masses.
Those who hold financial power, also own the mentality field at the same time. "Marxist approach, is the
Marx's owners of the ruling class in ways of power and economic power, by a means of the tools in their
hands, starting with the theory that internalizes the dependent class of memory of their ideology, who
hold elites of mass media, arguing that ideology’s tool has a direct influence on the discourse” (Arik,
2004: 330).

Althusser, Marx's most important follower states (1989: 37), "capitalist social formation of
production relations as in those who are oppressed by the exploited reproduction of an entire section of
relations also with the exploited exploiters drawing attention in sustaining the importance of the ideology
of the ruling class through non-coercive means by placing the bulk head of the ideology. Hegemony for
the management of a sovereign power refers to the strategy which can be defined as the area in gaining the
consent of the people under domination"(Arik, 2004: 332). Gramsci identifies to hegemony as the state
printing devices (hard to use) instead of Ideological State Apparatuses (winner of consent) are
activated until engaged. "Hegemony is associated with 'civil society' field between infrastructure and
superstructure. Media, family, school, army, etc. are all individuals seen as very complient connecting

devices to print to the dominant hegemonic power "(Arik, 2004: 332).

Adorno, Horkheimer and Marcuse who revealed cultural theory, domination of cultural
dimension, commercialization and standardization, have worked on the alienation of the individual.
Adorno and Horkheimer, revealed the concept of culture industry and according to them the continuance
of culture industry produced by capitalism mass of culture. "Adorno and Horkheimer in short, see media
as a cultural industry power of affirmation, the creation of media relations of power, protection,
reduced and adapted to popular culture in an aesthetic form" (Arik, 2004: 335). According to Adorno
(2003: 1) based on the mass of industries, is arranged by the consumption of the masses largely
determining the structure of consumption of the products, more or less is produced according to a plan in
all sectors. All sectors are structurally similar to each other or at least turning deficits, they almost form a

completely glitch-free system. Culture industry deliberately adapts itself to the consumers.

Adorno titled in 'the Culture Industry Reconsidered' states that “thus, although the culture
industry undeniably speculates on the conscious and unconscious state of the millions towards which it is
directed, the masses are not primary, but secondary, they are an object of calculation; an appendage of the
machinery. The customer is not king, as the culture industry would have us believe, not its subject but its
object. (...),The total effect of the culture industry is one of anti-enlightenment, in which, as Horkheimer
and I have noted, enlightenment, that is the progressive technical domination of nature, becomes
mass deception and is turned into a means for fettering consciousness. It impedes the development of

autonomous, independent individuals who judge and decide consciously for themselves. (1991, 2-6).
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According to Marcuse, "individuals, not only in exchange for the richness the metal brings to life
via labor, they also sell their free time" (quoted from Oktay, Arik, 2004: 334). "Frankfurt School just as
Althusser concludes, family, church, school business workplaces, argues that a monolithic structure
between mass the media and the way it will be able to create a hegemonic ideology all together, serves as a
fully compatible and equal to the one that operates with socialization tools" (quoted from Oskay's Arik,
2004: 336). Supplying false needs by false consciousness are routed using manipulative media and

advertising industry.

Raymond Williams is the name who shaped cultural studies in the English School influenced by
the study of cultural theory in the Frankfurt School. Williams exhibited a critical approach to mass
culture; the hegemony of social assumptions namely could be possible by the development of
common sense. According to Williams, culture is for everyone. Williams (1980: 38), states that
arrangement in any society: at any time; as we might call is an absolutely dominant and effective, values,
meanings and practices. Gramsci uses this combination, in the hegemony of subclass in terms of
opposition to the ruling class. Therefore, hegemony is achieved not only by the above imposed ideas and
manipulation. Hegemony; can only be a combination of all the experiences and practical experiences that

can take place between mutual life and harmony.

"Culture, for people includes beliefs, in a permanent basis as well as in routine communication
and social interaction variability in featuring activities, world views, concerns, referring to the dynamic
and complex environments. Therefore, culture is environment. It is the development of certain patterns
related to talking, dressing, nutrition and the preparation and consumption of food. Culture also covers
our worship, our ways of worship, how we format time and space, how we dance, how we socialize over
what values our children have and many details beyond this which constitute our daily lives "(Lull, 2001:

95).

According to Marshall (1999: 2) adaptive culture is a term used to meet the values and traditions
of the area based mainly on the American cultural anthropology, manufactured objects of the material

culture (buildings, consumer goods, and so on) over ideas and beliefs.

Culture as a socializing agent. Society, by making their own perspective to the corresponding ideas
and norms of behavior rises against the norms to be observed in individuals within a society. The

individuals in the society, they feel obliged to act in accord with those norms to avoid being marginalized.

“The human scientists interested in the subject, have tried to prove that enabling the hereditary
nature is important to the socialization of the individual cultures; however, the research findings showed
that the important characteristics of the individual is genetic. Today, especially as adopted opinions are
received in 'learning and behavior' with the theory where the individual receives the culture of learning via
the pathways in the community, showing in their self-behavior and how the society after them is affected

in the way it also outweighs the opinion. "(Aziz, 1982: 14).

Not being consent to the suppression of compliance with social norms that point this out in the
Ideological State Apparatuses where Althuser set seems to be activated. Sometimes religion and
institutions, our family from the moment we were born, education at the very beginning to teaching
methods and curricula, the regulations under the legal name of the opinions of the political parties, civil
society’s point of view placed in the organizations, mass communication tools adopted and spread

broadcasting policy, certain cultural adoption is known to be shaped by ideology. Althusser (2002, 34), if
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the state has a single printing device, there might be several Ideological State Apparatuses (ISA), it can
detect the presence of specific areas of the largest regions in the apparent mess of ISAs” where Government
Printing distinguishes the device: the state of the device using 'hard' whereas the ISA is of 'ideology’ to

state which process is being used.

PR specialist in areas of strategic tasks due to having power in hand which includes (managers,
shareholders, power, power, etc.), institutions or organizations are positioned as consent engineers in

directing the opinion of the public to establish their dominance.

Culture and Human

Individuals within a society, the carrier of culture, transmitter, and users undertake work as a
natural converter. Settled transportation of cultural practices, individuals naturally assume the transfer
task, the time is affected by changing environmental conditions and are affected by environmental
conditions, cultural practices have learned to reshape themselves. Being naturalize and internalized,
social norms go through the placement of individual’s habits by producing a kind of consent is
socialization of the individual and determines their everyday life practices. This is compatible with
Gramsci's theory of hegemony and Adorno's definition of culture. Adorno (1998: 166) a culture worthy
of human self-delusion which helps wakening of the living in a society, people are numb and relaxed.
However, Williams' contribution to the definition of culture must be shown here and be compatible to
the extent that each individual encounters against accepting cultural impositions state should be

considered.

PR, anthropology, sociology acts in cooperation with other disciplines such as psychology and
social psychology. In this way, PR professionals, with scientific data gained from other branches of
science, with the history of the audience, in the social working masses being affected and the psychological
state and with its causes, behavior patterns ways of influencing, the reactions it can give to events can

determined in advance.

Williams (2005: 321) based on our practical material, sociality in organization, life and the world
constitutes the general framework for our universes patterned style. Also subsistence activities, production
and distribution, organization and sociality relations change the world, living, in our interpretation

patterns concerning social relations are subject to change.

"Culture is, doing things in a different way and making them differently as though they would be
otherwise, in this way to keep them in an artificial way. Culture is to create an order and protect it, in
terms of this order to fight chaos in the distorting layout and everything appears to be. (...) culture not
only makes such an order it also gives value. Culture is a matter of choice. Culture brings the best
order and perhaps the only good order to the skies "(Bauman, 2004: 161). Feathersone (2005, 58)
states today's consumer culture does not control what is being revoked nor represents the development

of more stringent supervisory authority.

Consumer Culture and Representation Problem

Spending patterns draws the boundaries which are formed according to earnings or income levels
of individuals in reach of products or services (clothing, nutrition, leisure). "According to Bourdieu,
influencing consumption patterns is not only income; it is also family's cultural and symbolic value"
(Bockock, 2005: 71). Consumption requirements of firms that offer products or services to be produced

require consideration by the firms having the factors that make their consumption patterns.
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According to Bockock (2005: 61) modern consumerism, in a sufficient number of unique groups
of people in a series of values has to be encouraged to become valid and understandable, and thus depends
on the sale of consumer goods. "This is not only the symbols that are imposed on consumer goods via the
ads imposed by the capitalist companies; they adhere to the lifestyle of the consumer requiring it to be
effective. Therefore, the design of the product, labeling, ad making, and variable subculture that has
potential consumers of various products in a complex interaction between the values "(as cited in Bockock
by Kellner, 2005: 62). “The claim they want to give to the masses (as positivist), cannot be regarded as an
undeniable reality. This claim itself is under the supervision of 'manipulation’. Adorno” (Slater, 1998:
235) confirms this manipulation depending on the problem only occurring programmatically to
manipulate the masses in the production side. Adorno and Horkheimer (2010: 215) qualify the elixir of
life as the ad culture industry. Advertising and other marketing agencies have requested the market that
can pay exorbitant prices being constantly on the gates; those who cannot pay for the war
conceded defeat in the competition. Sales-related expenses, ensures the arbiter to remain closed to the

outside.

According to Chomsky (2003, 221) the marketing communication method used to ensure the

control of the mind and the desire to be directed is the communication tools of marketing in PR on

behalf of shareholders, through the media.

"Fashion is located in the heart of modernity, including science and revolution; because the
means of communication from sexuality to art and policy, the entire layout is dominated by this logic of
modernity "(Baudrillard, 2001, 158). Fashion as a concept is to understand the changes in consumption
habits, as well as having the necessary to look at who has created fashion. Individuals with the products
they consume become their personal image, they aim to be accepted in society, and embracing the brand /
service to the state they consume symbols as objects of desire. "Not the product, the brand! ', rather than
being producers' of products they see themselves as ‘meaning brokers' who has become a rallying slogan of
Marketing Renaissance that took place under the leadership of a new generation of companies. What was
changing was the idea of what was sold to in advertising and in brands (...) Marking the company's
advantage with the most accurate and most advanced branding is the concern. (...) Brand seized creators
of the market was born with a new consensus: the products which will give fruit in future won’t be

presented as ' merchandise' it will be those presented as a concept: With experience, brand as a lifestyle

"(Klein, 2003, 44-45).

"Commoditization of social relations and relations of exploitation, when their turn came,
allowed the development of large industries which created the world market" (Uzunudis and
Boutillier, 2003, 155). According to Bagkaya (2004, 169) without the consent of the ruling class, its
sovereignty cannot be maintained only by brute force on the basis of naked violence. Therefore
sovereignty rests on two pillars: Naked violence and voluntary servitude. Voluntary slavery is possible to

create the illusion of people who are aware about the nature of the regime.

According to Habermas (2003, 325-326) publicity is clearly separated by targeting the political
public with administration of opinion from advertising. Special advertising, to the extent that they are
concerned with the consumer, is addressed to another private person; making PR the address of the
"public" who are private individuals and not as a public community directly named as consumers. The
sender hides the commercial purpose of entering into the role of someone in pursuit of public interest.

Being in the consumer's domain, composed of private individuals, publicity cited functions and the

Proceedings of the 20™ International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, Izmir, Turkey April 16-17, 2015 128



Culture, Consumption Culture and Public Relations: North Cyprus, Telsim (Vodafone North Cyprus) Case Study Review

articulation of organizational competition between private interests by not implicating the classic forms of

civic community as developing ideas that would legitimize the abuse of public assets.

Bokock (2005: 54) says, in industrial capitalism, which was organized as a result of method
production, shows that people are moving away from the process of creating something and is moving
away from each other. These changes are increasing individual seclusion, alienation and having the
production process lead to rupture where the individual is not trying to show what they produce instead

of what they consume.

Northern Cyprus Media GSM Operator Telsim (Vodafone North Cyprus) Public
Relations Practices

In this section of the study, the state of consumer culture is studied about PR shaping the reception in the
news media and the subject of culture as the GSM operator which is centered in Turkey, Telsim

(Vodafone North Cyprus) began to operate for the first time in 1995 in Northern Cyprus.
Purpose of the Study

This chapter includes the following quantitative qualitative content analysis using the research

answer questions of the study as a method can be expressed as follows:

Telsim (Vodafone North Cyprus) GSM operator showing professional activity in Northern
Cyprus with news media in public relations practice on how to communicate in a processed and

communicate the practice of this relationship on how the consumer culture established?
The hypotheses for the study were as follows:

(H1) public relations carried out by the GSM operator in the press are presented are held for the

practical news agenda.

(H2), the press trade on the issue, public broadcasting policy in line with advertising in exchange
for public relations news to broadcast journalism, understanding of (mutually beneficial
relationship) has adopted and determined the nature of the published news regarding the status
of GSM operators.

Methods
Between the dates of 01 January 2013 - 28 February 2013, in the light of the variables in the

coding table, developed for content analysis in order to test this hypothesis from Kibris, Havadis and
Yenidiizen newspapers on how the news is published on the subject, Telsim (Vodafone North Cyprus)
stepped forward with what the content of the publications related to the GSM operators have tried to
determine news stories with the aim to obtain a statistical results. Telsim (Vodafone North Cyprus) news
published in some issues related to the classification of GSM operators has enabled analyzing in a

qualitative sense.
While coding;:

In the first stage, Telsim (Vodafone North Cyprus) news published on the GSM operator is

encoded by the number of publications in sixteen local published newspapers.

In the second stage, the news contained from Telsim (Vodafone North Cyprus) public relations

related to the GSM operators coded as event types.
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In the third stage, sponsorship-based public relations news is subjected to coding according to the
sponsorship landscapes. Sponsorship landscapes are coded as music, arts, sports, causes and

entertainments. News adhered by content has been made the subject of an objective coding.

Media Structure Overview in North Cyprus

Means of mass communication serves as a bridge for carrying information to the masses.
According to Burton (1995: 39-40) studying on media is the studying on meaning that is where they
come from, what they are, how purposeful they are, how they are built in media material and how they
reflect into our way of thinking. In short, meaning is pointed out to us in terms of media communication.
Headlines in the newspapers, photographs and who and what should be considered important is pointed

out to us.

The local newspaper press are the most effective media in North Cyprus. Because TV
channels which are broadcasted in Turkey can be monitored directly in Northern Cyprus, and this lowers

the monitoring of local TV channels.

Newspapers operating in Northern Cyprus, the news content will be included in newspapers are
usually from TAK (Turkish News Agency) and are occasionally taken from other news agencies. News,
are sometimes carried out by their own reporters or are prepared in-house by the company and sent to the
press as a ready to publish release to newspapers. The company news content prepared in-house has a

concept in advertising when submitted for publication.

Research Held Joint Media Selection

The study examines sixteen newspapers published in North Cyprus. It is impossible to say
anything about the circulation in Northern Cyprus. According to Hiidaoglu while normally independent
data providers share the rate of newspaper sales to the market in the world, in Northern Cyprus it is not
available to explain the circulation of newspapers on a regular basis by independent institutions.
Newspapers in particular are refraining from explaining the rates of the sales ratio. Distribution dealers
also do not share the sales reports of newspaper with the public. Therefore, it is hardly possible to specify
the average circulation of newspapers in the TRNC, however some unofficial estimates related to sales

ratio can be made. Hence, the current ten out of fifteen newspapers, sell less than 1000 per day.

According to research made by Media Research Center about newspaper reading habits in North
Cyprus conducted on 312 people over age 18 within 11-17 March 2014, reads newspaper at least 3 days a
week (Kadem Research Center, March 2014).

According to the Figure 1 those who read newspapers three days a week, 83.8% Kibris, 23.4 %
Yenidiizen, 22.2% Havadis, 22.1 Kibris Postas1, 17% Afrika, 13.2% Star Kibris and Halkin Sesi, 11.8%
Realist, 10.6% Diyalog, 9.6% Kibrisli, 6.6% Ortam, 6% Vatan & Volkan, and finally 5.4% Giines and
Demokrat Bakis preferred to read. The daily reading rate with the Kibris newspaper, in fact, is also an
indicator of its potential to influence public opinion. Havadis, Yenidiizen, Kibris Postast and Afrika are

four newspapers that are followed the Kibris newspaper.
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KIBRIS
Yenidizen
Havadis
Kibris Postasi
Afrika
Star Kibnis
Halkin Sesi
Realist
Diyalog
Kibrish
Ortam
Vatan
Volkan
Gines

Demokrat Bakis 5.4 1

Figure 1. North Cyprus Media Research (11-17 March 2014): Which North Cyprus Published newspapers are you

reading at least 3 Days of the week? - Newspaper Readers.

Results

Covering the period of Ist January 2014 — 31st March 2014, in a three-month time period in the

archives of thirteen newspapers, 566 PR news have been published about Telsim (Vodafone North

Cyprus).

In Figure 2 and Table 1, 32 different themes have published as PR news within 1st January 2014

— 31st March 2014. It means PR is a strategic marketing communication tool for Telsim (Vodafone

North Cyprus).
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Figure 2. PR public relation news about Telsim (Vodafone North Cyprus) in North Cyprus daily newspapers according

to Months and news headings

Table 1. PR news about Telsim (Vodafone North Cyprus) in North Cyprus daily newspapers according to Months and

news headings

News Headings Kind of activity Target Market Jan. Feb. March Total
Dr. Fazil Kiiglk ve Miicadele Yillarinda Composition Primary 22 22
Kadin Konulu Kompozisyon Yarismasi contest School-
Children
Benim Kibrisim, Kibris'ta Kadin Olmak Exhibition Women 39 47 86
Sergisi
Giivenli internet Semineri Seminar Secondary 10 5 13 28
School-
Teenagers
Kibris'in Yeni telefonu Vodafone Blade V New Product Potential 5 5
Marketing Market
Cikmaz Sokak Partisi Party Young 12 12
(entertainmen '
)
Telsim Freezone 2. Miizik Yarismasi Music Secondary 8 43 101 152
Competition School-
Teenagers
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Telsim Puzzle Kampanyasi Marketing Potential 5
Campaign Market
Lemar'da Avantajli Alisveris Sales Potential 5 9
Management Market
YDU Ogrecileri Telsim Santral Binasini Visit Primarv 8
Ziyaret Etti School-
Children
100 Gondilli 100 Pota Kampanyasi Sport Primary 12 19
Campaign School-
Children
Kanser Hastalari Yararina Orkide Yiirlytsa Walking for Potential 16 24
Cancer Market
Telsim, Trafikte Emniyet icin Cevir Sport Potential 6 6
Etkinligine Sponsor Oldu Campaign Market
Telsim'den Asiklara Rilya Gibi Kampanya Valentine’s Potential 6 6
day sales Market
management
Telsim'den Cocuklara Karne Hediyesi Sales Primary 10 10
management School-
Children
Telsim'den Gelecegin Teknolojisi 4G Testleri Marketing Potential 7 7
Devam Ediyor Campaign Market
Telsim'den Ciftlere Sevgililer GUnu Suprizleri Valentine’s Potential 11 11
day sales Market
management
Benim Goziimden Sesli Kitap Canli Social Blind People 22 22
Performans Gecesi responsibility
Foder'den Telsim'e Nezaket Ziyareti Visit Corporation 14 14
Yilin Basarili Geng Kadin Girisimcileri Best Women 7 7
Entrepreneur
(women)Selec
tion
Benim Kibrisim, Cocuklarin Objektifinden Photosranhv Primary 3 3
Fotograflar competition School-
Children
Diinya Kadinlar Glniinde Biiyiik Han'da Women Days’ Women 15 15
Bliylik Bulusma Meeting
Diinya Kadinlar Gln{inde Blyiik Han'da Women Days’ Women 12 12
Anlamli Sergi Exhibition
Telsim Yetkilileri Ziyaretlerde Bulundu Visit Potential 15 15
Market
Telsim'den Bir Mesaj Géndererek, ihtiyagh Social Adults via 9 9
Cocuklara Yardim Eli Uzatabilirsiniz Responsibility Children with
campaign for needs
children
Telsim Calisanlari Bahari Karsiladi Corporate Personell 11 11
relations
Telsim'in Facebook Uygulamasi Kazandirdi Marketing Real Market 7 7
Campaign
LAU ile Telsim Arasinda isbirligi Protokoli Corporate Corporation 7 7
Imzalandi Protocol
Ogrencilere Yénelik Yerli Uriin Semineri Seminar Secondary 7 7
Dizenlendi School-
Teenager
Once Kadin Konulu Proje icin Protokol Project s women 5 5
imzalandi Protocol
Telsim Heyeti TAK'l Ziyaret Etti Visit Corporation 9 9
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Telsim ile Kutay Telekom Arasinda Isbirligi Corporate Corporation 9
Sozlesmesi imzalandi Protocol
Telsim Ozgiir Geng'e Ozel Bigos Grill'de Sales Young People 4
Hersey %50 Indirimli management
for Young
Peeople
Total 128 211 227 566

The research results obtained on Telsim (Vodafone North Cyprus) in PR news headline, kind of
activity, target market, month and the number of news including the name of Telsim/Vodafone in the
news is categorized into results in the following table. 128 published in January, 211 in February and 227
in March of total 566 news. Here, the impact factor of each newspaper has vital role. An indication of

newspapers potential to influence public opinion has main importance rather than total number of news.

Afrika

\a%

Vatan Xenidlzen Demokrat Bakis

Detay Kibris

9% 6% 5% 1%
Star Kibris Diyalog
Realist 6% Glines 6%

9%

Haberal Kibrisli
6%
Kibris Volkan

6% Halkin Sesi

Kibris Postasi 7%
5%
Figure 3. PR news about Telsim (Vodafone North Cyprus) in North Cyprus daily newspapers
Figure 3 and Table 2 shows that, 28% of the 566 news (46 of them) in Kibris, 9% (50 of them)
Havadis and 6% (34 of them) Yenidiizen and 5% (30 of them) Kibris Postast and %6 (36 of them) Afrika
was published. Examination of five newspapers with the highest read rates; in the various new regarding

Telsim (Vodafone North Cyprus) have provided the ability to see the published news on PR.

Table 2. PR news about Telsim (Vodafone North Cyprus) in North Cyprus daily newspapers
Telsim (Vodafone North Cyprus) in North Cyprus daily newspapers

Newspa Afri  De Det Diy Gin Hab Hal Hav Kib Kb EKib Ort Rea Star Vat Yen Tot
per ka mo  ay alog es eral kin  adis ns ns s am list Kib an idiiz  al
Name krat Kib Kib  Sesi Post Vol s en

Bak ns nish as1 kan

15
Number 36 30 4 36 46 34 41 50 46 30 34 50 11 33 51 34 566
of News

As can be seen in Table 1 and Table 2, Telsim (Vodafone North Cyprus) has managed to find a

place in the most effective media within a short period in time as three months in Northern Cyprus 566
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times of the public relations news printing press in the sixteen newspaper and 196 times of PR news in
first five local newspapers with the highest readability rate. When analyzing the table, both the
differentiation of content news and targeted audience is noteworthy. Companies can at the same time

carry out activities received under the influence of different people from many walks in PR.

PR News Categories in Media

The news archive scan collected in the second stage, containing news of Telsim (Vodafone

North Cyprus) related to the GSM operator, is coded as PR type of activity

Public Relations Categories

11, 2%

M Sponsorship & PR
W Marketing Public Relations
(MPR)

M Reputation Management & PR

M Personnel Management & PR

Figure 4. PR Categories about Telsim (Vodafone North Cyprus) in North Cyprus daily newspapers

Table 3.PR Categories about Telsim (Vodafone North Cyprus) in North Cyprus daily newspapers

PR Categories Number of News
Sponsorship & PR 417
Marketing PR (MPR) 77
Reputation Management & PR 61
Personnel Management & PR 11
Total 566

Telsim (Vodafone North Cyprus) in sixteen newspapers published PR news 74% in sponsorship
and PR, 13% in marketing PR, 9% of reputation management and PR, 11% of the news on reputation
management and PR and 2% of the news on personnel management and PR. Telsim (Vodafone North
Cyprus) generally depends on Vodafone centered in Turkey. Vodafone, being a professional PR firm
blends local culture by following the Vodafone campaigns in the same or similar style made worldwide

which are implemented in Northern Cyprus.

In this study, culture, is a social concept that is learned, taught and taken as a socialization tool,
Marshall taking advantage of the distinction between 'adaptive culture' and 'material culture' in line with
the relationship between 'adaptive culture' and material culture, manufactured objects of material culture

(buildings, consumer goods, and so on) on cultural ideas, beliefs, values and traditions has been accepted

Proceedings of the 20" International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, lzmir, Turkey April 16-17, 2015 1 35



Culture, Consumption Culture and Public Relations: North Cyprus, Telsim (Vodafone North Cyprus) Case Study Review

as a term in the area to be fulfilled. Even considering the news headlines above, the original ideas that will
affect different groups in Northern Cyprus such as local beliefs, values, traditions, customs, and behavior
patterns are being used in the news. And this is made visible through the support of the material culture.
With the PR news of Telsim (Vodafone North Cyprus) after affecting the level of spiritual consciousness
of the people living in Northern Cyprus, is ensuring the adoption of material elements. For example,
examining such events of the subject within two months, Telsim (Vodafone North Cyprus) aimed for
secondary school students in the FreeZone Music Competition held between High Schools, contributing
to cancer patients in a Traditional Orchid Walk with sponsorship of communication, Dr. Kiigiik Essay
Contest who is known as a leader among Turkish Cypriots, held on behalf of Dr. Fazil Kiiciik, for the

women Telsim organizes many activities.

Domination of Sponsorship Based on Public Relation News

In the third stage, sponsorship-based PR news is subject to coding according to the sponsorship

landscape.

Table 4. Sponsorship landscape of Telsim (Vodafone North Cyprus) in North Cyprus daily newspapers

Telsim (Vodafone Kibris) Sponsorship Landscape Sports  Music Arts Cause Enter Festi
tain vals
ment &

Fairs

Dr. Fazil Kiigiik ve Miicadele Yillarinda Kadin Konulu 22

Kompozisyon Yarigmasi

Benim Kibrisim, Kibris'ta Kadin Olmak Sergisi 86

Givenli internet Semineri 28

Cikmaz Sokak Partisi 12

Telsim Freezone 2. Muzik Yarismasi 152

100 Gonallh 100 Pota Kampanyasi 19

Kanser Hastalari Yararina Orkide Yurtyusa 24

Telsim, Trafikte Emniyet icin Cevir Etkinligine Sponsor Oldu 6

Benim Go6ziimden Sesli Kitap Canh Performans Gecesi 22

Benim Kibrisim, Cocuklarin Objektifinden Fotograflar 3

Diinya Kadinlar Giniinde Blyilik Han'da Biyiik Bulusma 15

Diinya Kadinlar GUnuinde Bliyliik Han'da Anlamh Sergi 12

Telsim'den Bir Mesaj Géndererek, ihtiyacl Cocuklara 9

Yardim Eli Uzatabilirsiniz

Ogrencilere Yonelik Yerli Urin Semineri Dizenlendi 7

Total 19 152 101 109 12 24

36% of the news published in music, 24% of art (except music), 26% was found to be of cause
sponsorship, 6% on festivals & fairs, 5% on Sport and 3% on entertainment. Selected sponsorship area,
tries to perform the transfer of the company's brand image by making it visible. Telsim (Vodafone North
Cyprus) has identified different areas for different target groups by sponsoring events and being able to

give a different image transfer for each target audience.

Proceedings of the 20™ International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, Izmir, Turkey April 16-17, 2015 136



Culture, Consumption Culture and Public Relations: North Cyprus, Telsim (Vodafone North Cyprus) Case Study Review

Sponsorship Landscape

Festival &
Fairs  Sport
Entertainment 6% 5%
3%

Figure 5. Sponsorship landscape of Telsim (Vodafone North Cyprus) in North Cyprus daily newspapers

In carrying out music competition 'FreeZone' having the concept of free for young people, was
careful in emphasizing that it is a young brand. 'Safer Internet' concept in collaboration with the
Ministry of Education gave the message of 'we think for the safety of your child as much as you do’ in the
sponsored training conducted for students which was actually for the students' parents. Here, the attempt
to protect the family is conscious social protection to creating a corporate image with the structure of the
hazards of the internet for young people. Created for the children who needs help gives the message to
those in need for care in childhood age and reinforces a perception campaign stating "We stand by all

segments of the society'.

Conclusion

Continuous self-renewal, the consumers who need to refresh their image is actually the same thing that
should show company's they are just like them, one of the units that will direct PR as image of producers
are consent manufacturers or consent engineers. PR professionals who come to help companies, to
influence potential consumers by affecting them with using internal sense is working to ensure the
development of sympathy in the company, brand, product, service or person. To do this, the potential
consumer should be analyzed in an anthropological, sociological and a psychological point of view.
People's upbringing, habits, lifestyle, events, determine the shape of their understanding. Altering the
results are those that are transferred from their ancestors, family, as well as lessons learned from the
schools, technical changes brought by time and lessons learned from transformations in the creation

culture.

Production and consumption patterns with the changing time and circumstances have also been
transformed. Human relationships, human relationship with goods, vary in the state of self-realization. As
competition for companies increase, market share, continuity, concerns of continuity creates a
competitive advantage, will remain on the agenda, will show itself, making it necessary to be preferred by
coming to the fore with the activities they provide. One of the methods of communication marketing is

fulfilling these requirements in the area of specialization in PR. PR specialists edit events by planning
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studies for lifestyles in taking care of their target audience. The purchased, product or service offered by

the company, with its presence promises to make a difference in society, if favored and consumed.

The research is consisted of a period of three months. Even though Northern Cyprus is small
scale, personal relationships in this country is still at the forefront, Telsim (Vodafone North Cyprus)

professionally prepared PR news are published for different audiences in the press.

Continuity of PR news is a very important issue. In strategic PR activities being successtul,
planned and constantly aware of the cultural value, depends on having the attributes that can be shaped
according to the target audience. The research made on Telsim (Vodafone North Cyprus) shows, in
having all these qualities has an effective way of keeping in its hands with controlling the media. Using
types of activities in many different PR at the same time, with sponsorship activities increasing its image
in the community on one hand, development of their relations with the persons and institutions will
increase their reputation on the other hand, showing the success of in-house PR activities to the masses

and announcing to the market its campaigns on their service by including the customer into the practice.

Today, when consumers decide to spend money for products or services they accordingly impose
much value the image. On one hand while this turns into image community or a society show, on the
other hand with the consumers who know what they want refer to the format of affecting the decisions of
producers. It is not wrong to review, if the research-based study of 61% sponsorship of PR studies stand
out, the communities valuations in activities increase social welfare. This is an indication of potential
consumers to use the manufacturer's indirect power over the masses by not only investing in contributing
to the welfare of the entire community but also using the consumers’ tastes and preferences of customers.
Consumers only give their ‘consent’ if they want to. Individuals, embrace brands as their personal image
as their purpose is to be accepted in society, with the consuming of products / services in having the

objects of their desire as symbols and spending their money to buy meaning to what 'brands' is for.

Activities carried out in of sponsorship areas, in specific to the Turkish Cypriot people,
include sensitive points such as (cancer, education, child, youth, women, the environment, endangered
charms) are found to be defined. As the credibility of the company strengthens with sponsorships,
transferring the image to themselves on the field they support, the target audience within the criteria set
about their image should also be remembered. These findings of Telsim (Vodafone) Cyprus, shows that it

created a brand image that supports Cyprus, Cyprus culture, its people and its community.
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Abstract

In the field of crisis communication, the stance has been moving towards a reflexive perspective to allow
recognition of the complexity encountered by organizations when faced with a crisis (Seeger et al 2011;
Knight et al 2009; Frandsen and Johansen 2010a,b,c). To exemplify the challenges of intercultural crisis
communication, the case of the boycott of Ar/z in the Middle East as part of the Mohammad crisis is
revisited, including new perspectives and information. The analysis focus on a particularly controversial
use of issues advertising: Arla’s attempt to distance the company from the Mohammad cartoons (and the
Danish newspaper Jyllands Posten). This was a complex dilemma as this strategy at the same time
threatened the relations to important stakeholders in the home markets (Johansen and Frandsen 2007;
Jensen 2008). The findings suggest that even sender-controlled crisis communication such as issues
advertising is very difficult to manage due to fragmentation and complexity of the situation, audiences

and the rhetorical agency of communication management.

Keywords

Crisis communication, issues advertising, intercultural communication, strategic transparency, rhetorical

approaches
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How Can Corporate and Marketing Communication Meet the Challenge of
Complexity?

Albeit paraphrased and condensed, this is one of the pertinent questions on the agenda for the CMC
2015 conference (CMC2015 call for papers), and in this paper we will focus on how to understand and
manage the complexity of intercultural crisis communication. Crisis communication theory has tried to
address this challenge for some time, looking to Chaos Theory for inspiration (e.g. Murphy 1996; Knight
et al 2009; Johansen and Frandsen 2007): Frandsen & Johansen even include complexity in their
definition of crisis communication (2010c:431; Johansen and Frandsen 2007:18). While this literature
offers more questions than answers, there is one clear gap in the crisis communication theory in general:
international and intercultural perspectives are underdeveloped (Frandsen and Johansen 2010b). Even the
international case studies of public relations that exist simply extrapolate one region, typically the USA
(Gaither and Curtin 2008), and Falkheimer and Heide (2006:186) goes so far as to claim, that

“Multicultural public relations have virtually no theories.”

In this paper, we will analyse a case related to an extremely complex international crisis and focus
on one particular instance of issues advertising. This communication was an attempt to manage a highly
critical situation: the boycott of Arla’s dairy products in 2006 in the Middle East following the
publication of the Mohammad cartoons in Jyllands Posten (JP). It is an iconic case that has already
received considerable attention in the literature on marketing, public relations and crisis communication
(Johansen and Frandsen 2007; Frandsen and Johansen 2010; Gaither and Curtin 2008; Jensen 2008;
Knight et al 2009). By revisiting this case, we hope to go deeper (on specific aspects) and contribute to an
appreciation of the complexity in intercultural crisis communication, as well as offer new information and
alternative perspectives on the iconic case through our analysis. With the reinterpretation of the Arla case,
we also wish to unfold how the crisis communication of Arla is not just dialogue but a complex
performance of corporate transparency that “do not simply report or reflect some real state of affairs in the
world” (Flyverbom et al 2011:6 emphasis in source). Because of the global interest in the boycott, Arla
also needed to translate their communication to English and Danish speaking audiences. The point is that
‘arenas’ are never transparent to the actors or the audiences that is part of them. “Transparency’ as a
concept, condition or ethical principle is by no means a given thing, (Christensen 2002). If we invoke a
framework such as The Rhetorical Arena, it would be appropriate to consider the concept of transparency

as a rhetorical constraint, meaning that it is a condition, ideal and a strategy (Christensen 2002).

The Imperative of Complexity

Discourses on corporate communication, corporate branding, PR and crisis communication, has many
different notions of complexity, and just as many answers to this challenge. Of the earliest notions are the
vaguely defined concept of noise found in many classic models and descriptions of communication (e.g.
Shannon and Weaver 1949), and in more recent terminology lives on in notions of the ‘oversaturated’,
‘cluttered’ world where information is overabundant (Simon 1971, Baudrillard 1988, Schultz et al 1994,
Lowrey et al 2005). A historically strong stance in corporate communication literature has been that the
solution to the problems of ‘clutter’, noise and fragmentation is some form of integration (e.g. Schultz et al
1994) that may achieve consistency (Ind 1997). Christensen et al (2008) point out that this logic seems to
produce even more communication ‘clutter.” Connected to the notion of noise, is the notion that
globalization and communication technology (global mass media, mobile communication technology,

social media) is accelerating the complexity and ‘clutter’. Paradoxically, these dynamics are at the same
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time envisioned as a promise of a new form of empowering transparency as a consequence of the potential
for diminishing, or completely abolishing, barriers and control over information, leveraging power and
control over information and media (e.g. CMC 2015 call for papers; Flyverbom et al 2011). The
challenge of transparency is claimed to be a condition, both in the form of a ‘basic requirement’ in the
expectations of stakeholders, and a strategic response to this expectation performed as ‘self-transparency’
(Christensen 2002). The ‘requirement’ of transparency increases the stakes in contexts of current or
impending crisis, as the crisis challenges the stakeholders™ perception of the legitimacy of the organization
(Massey 2001), and it is very likely to also heighten stakeholders’ expectations of the performance of self-

transparency.

This interconnected ‘globalized’ context opens new discursive spaces and power relations between
citizens, social groups, NGOs and big business as the communication technology potentially empowers
even small and spatially dispersed stakeholders, as they gain a new potential to emerge, to be visible to

each other, and eventually form a group identity and discourse (Dahlberg 2012).

The Rhetorical Arena

In this context of ‘democratized’ media access and complexity from globalised discursive spaces, Frandsen
and Johansen (2007) suggest the need for a ‘multi-vocal’ approach. As a way to develop more novel ways
of thinking in ‘multi-vocal communication’, they present an ambitious model called 7he Rhetorical Arena
to meet the challenges of complexity (Frandsen and Johansen 2007; . It is also intended to integrate the
text-oriented research traditions (e.g. Hearit 2007) with the context-oriented traditions of PR and crisis
communication (e.g. Coombs 2007) (Johansen and Frandsen 2007, 2010). To this end, they propose
both a macro-model (or level) describing the contextual elements of actors, relations and strategies, and a

micro-model (or level) describing the textual and rhetorical elements of the communications (the zexz).

As evident already by the name of The Rhetorical Arena, it conceptualizes crisis communication as
taking place in an arena, thereby invoking a very eristic metaphor of the communicative relationship with
many ‘actor’s competing for attention and legitimacy. The communicative relations are here described as
actors potentially communicating “with, against, about or past” each other. If we analyse the conceptual
metaphors invoked in the Rhetorical Arena model, they are clearly related to the conceptual metaphor of
argument is war (Lakoff and Johnson 1980). The arena as metaphor could also suggest that some actors
may work in unison as teams against other teams, in order to ‘defeat’ others and thereby the win
admiration and applause of some part of (but not necessarily all) the audience. The arena metaphor also
entail transparency, as the audience in a Roman arena are poised on seats above the combatants and
therefore has perfect overview over all the actions and actors that are placed in the arena on the ground
centre level. While the individual members of the audience may in principle, be visible to all others in the
arena, the sheer multitude of individuals in the audience offers the individual in the audience some
privacy not afforded the combatants. Every action may be scrutinized by any member of the audience, at
any time. Frandsen and Johansen (2010c) do not elaborate how we should understand mediation inside

an arena, or ‘out’ of the arena as mass communication broadcast, or even ‘between’ arenas.

The notion of one global arena with all combatants and audiences visible to each other seem quite
questionable even though Frandsen and Johansen (2010c) warn against comparing with the concept of a
Habermasian public sphere. Kjeldsen (2008) argues that the basic assumptions in communication theory
of ‘discreet rhetorical situations’ have to give way to “the fragmented and mediated situationality of
contemporary culture” (p. 125). Extending the Rhetorical Arena model and the arena metaphor, it could
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be suggested that several related arenas may emerge, underlining the complex stressing the challenges of
the organization to monitor and communicate in every arena, sometimes mediate or prioritize between
the ‘battles” and interests within them. Kjeldsen (2008) suggests a situational-contextual model where
situations (arenas) compete for attention and may be more or less disconnected, incompatible in their
constraints and conditions. Consequently, some arenas may be more effortlessly interpreted and managed
by the organisation in question and other may be obscured, misinterpreted or ignored from lack of
cultural knowledge or reflexivity (Banks 2001). For every arena, an interpretation of the actors, the
audience, is crucial for the organisation to be able to manage the crisis communication. The complex
structures of crisis communication are probably much better conceptualized as a campaign of discursive
‘battles’ performed in series of fragmented small and large arenas, each performed for different though
overlapping audiences. But yet these battles cannot be viewed as isolated and independent battles
occurring continuously. Barriers (or constraints) can be bridged thus merging different battles and
potentially forming new arenas with new rules and new audiences. It is crucial for the organization
involved in a crisis to have an overview of the actors and the communication that goes on in the various
arenas. As mentioned earlier, there is a perceived imperative of fast paced dialog (or communication) in
times of crisis (Barton 2000; Coombs and Halliday 2001; Johansen and Frandsen 2007; 2010). This
suggests that there may be many dynamics of lack of internal- or self-transparency as managers, CEOs and
communication staff lack an overview and cannot ‘see the arena from a privileged point of view’ (even

given the power of present information and communication technology).

What is perhaps less salient in The Arena Model metaphor is the ‘battleground’ itself: the culture,
the dominant discourses and inherent ideologies. Falkheimer and Heide (2006) underline the point that
these are not objective realities, but social constructions that any theory on crisis communication needs to

acknowledge.

In sum, analyses of a complex intercultural crisis situation (such as the boycott of Arla) need to

consider the fragmentation and interrelation of:
e stakeholders (consumers, employees, NGO’s, media, politicians, competing
organisations)

e time (previous related incidents, relations of actors, relational history e.g. Coombs and
Holladay 2001)

e place (geographical and metaphorical/discursive)
e culture (e.g. organisational, national, ethnic, religious, urbal/rural/subcultural)

e knowledge (both specific and linguistic/cultural affordances)

The list above is not suggested to be exhaustive, but simply as a starting point for elaborating the

complex dynamics as contingencies, rather than discreet or deterministic (Frandsen and Johansen 2010b).

The Arla/Muhammad Cartoon Boycott

The overall Mohammad cartoon conflict is very, very complex (Knight et al 2008; Klausen 2009,
Johansen and Frandsen 2007, Frandsen and Johansen 2010c). However, both the overall crisis of the
cartoons and the Arla boycott have been treated extensively in the literature of several fields (Johansen and
Frandsen 2007; Frandsen and Johansen 2010; Gaither and Curtin 2008; Klausen 2009; Jensen 2008;
Knight et al 2009). In 2014 Ahmed Akkari published an autobiographical account of the cartoon crisis in
which he completely denounces Islamism and apologises for his role in stirring up the global conflict
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(Akkari and Jensen 2014). This account is not surprisingly somewhat controversial, but it offers a
personal perspective on the internal dynamics of the instigators of the conflict. The account is co-
authored by the journalist Martin K. Jensen and offers extensive notes on fact- and cross checking of the
information in the account. Together with original communications from Arla (downloaded from their
corporate web site and one supplied by the Danish embassy in Riyadh), JP and other media these sources
have informed the condensed representation below. Due to the points of relevance in the present paper,
the focus is on the pivotal point in which Arla communicates their distancing of the cartoons and JP to
the Middle Eastern/Arabic speaking stakeholders. This is mediated through an advertising campaign and -
as a simultaneous act of ‘transparent’ PR - Arla publicises their own translation of the statement from the

ad into English and Danish as a press release to Danish and global media.

The Macro Model (level):

Actors and the Contingencies of the Crisis Situation

The newspaper JP is best described as national conservative (not radical or ‘right wing’) and located in the
rural province of Jutland. The relational history of this actor (JP) is important, as it was known to be
critical of Islamism and radical Imams, and had prior to the cartoons ran a series of critical stories
attacking the imams Raed Hlayhel and Ahmed Akkari (for amongst other things, endorsing religiously
motivated violence). On the 30% of September 2005, the Danish newspaper Jyllands Posten (JP)
published twelve cartoons claiming that they were depicting the prophet Muhammad. JP framed this as a
demonstrative act of freedom of expression, claiming that the newspaper reacted to rumours that
cartoonists were afraid to depict the prophet due to reprisals from the Muslim community (Frandsen and
Johansen 2010¢; Jakobsen 2009). Most of the cartoons was as least as much an ambiguous portrayal of
the fear of the artists in portraying Mohammad as an actual portrayal, a few actually ridiculing the
newspaper itself rather that Islam, but five could be seen as satire about Islam and at two could be
interpreted as direct and hostile portrayals of militant Islamism. Most iconic if these is the image by Kurt
Vestergaard of a bearded man with a lit bomb held in the turban (or perhaps ‘being the turban’ as a form
of visual metaphor). Frandsen and Johansen (2010c) present this moment as the initial emergence or

opening of the arena that Arla is later drawn into as a consequence of the boycott of Danish goods.

On the 2™ of October representatives of 16 important — but otherwise internally highly diverse
and competitive - Muslim organizations met in Copenhagen to discuss how to protest the Mohammad
cartoons. A committee was formed to lead the protest against JP and the cartoons. Raed Hlayhel became
the official head of the group. Few of these Muslim leaders were proficient in Danish, some only in
Arabic. Therefore it fell upon the youngest, Ahmed Akkari, to be the spokesperson, as he was the only one
fluent in Danish, Arabic and English (Akkari and Jensen 2014: 238).

On the 8" of October, the committee issued a statement demanding a full retraction of (some of)
the cartoons and an apology from the newspaper. The editor of JP flatly rejected this on the same day. By
the 11™ of October the conflict is taken Global, as Raed Hlayhel appears on the TV station A/ Jezeera
where he criticise not only the cartoons and JP, but the conditions of Muslims in general in Denmark
(Klausen 2009). The committee met with the Egyptian ambassador in Copenhagen and gained a very
active support from the ambassador Mona Omar, not only in assembling a group of 11 ambassadors
demanding a meeting with the Prime Minister of Denmark to get a reaction against the paper, but also in
sponsoring a tour in the middle east to stir up the protests for a delegation from the committee, including

Hlayhel and Akkari. As part of this tour of the Middle East in December 2005, the Danish delegation
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showed religious and political leaders a portfolio with not only the original cartoons but also three other
strongly defamatory images unrelated to JP (none the less presented as part of the offensive publications
from JP) (Klausen 2009; Jensen 2008, Johansen and Frandsen 2007). The delegation was fully aware of

the misrepresentation, but wanted to increase the conflict (Akkari and Jensen 2014).

Danish Prime minister Anders Fogh Rasmussen denied that the government could interfere in
the work of the free press and he refused to meet with the 11 ambassadors who had complained and
requested a meeting, because “the government has no influence what the press writes”. In the meantime,
demonstrations had started to form in the Middle East protesting against the cartoons and the perceived
passiveness from Western countries and leaders in this matter. January 2006 saw the beginning of a
boycott of Danish products in the Middle East. The boycotts effectively became a top-down boycott after
the 10.th of January when the influential imam of Mekka, as-Sudais, in his sermon called out for action
against the blasphemy of Denmark to receive damnation and ‘painfull punishment in this life and the
next’ (Akkari and Jensen 2014).

Arla suffered a total boycott in the Middle East from the beginning of February. Tension rose
among Muslims protesters culminating with the burning down of the Danish and Norwegian embassies
in Syria and the Danish embassy in Lebanon in February. On the 8" of February, the French magazine
Charlie Hebdo reprinted all the JP cartoons together with one of their own (thus initiating a series of

events eventually leading to the tragic massacre of the editorial team in January 2015).

The financial impact on Arla Foods and Danish export in general was severe - Arla Foods alone
losing 1.3 million euro a day (Knight et al 2009). Throughout the boycott in January and February Arla’s
management communicates directly and indirectly (through the press) with the Danish Government,
exerting pressure to get the Prime Minister more involved in solving the crisis (Frandsen and Johansen
2010c). The Danish Prime minister had already addressed the crisis in his New Year’s speech (1* of
January 2006) in an attempt to clarify the concept of freedom of expression and repeated earlier
statements: although insulting to many Muslims, the cartoons had not violated Danish law and therefore
prevented the Danish government from taking legal action against JP. On the 2™ of February, the Prime
Minister appeared on the TV station A/ Arabiya explaining his personal respect for Muslim values, but
repeating the principle of an independent free press he could not control to a very baffled TV host, that
seemingly did not believe him and turned hostile in his tone of voice (Akkari and Jensen 2014).

Arla translated the Prime Minister’s New Year-speech into Arabic and published it in the major
Arabic newspapers in a first attempt of mass communication to resolve the boycott. This campaign of
explanatory defence of the discourse of free speech (Jensen 2008) had no effect at all in the Middle East
arena, as it was simply not credible to the Arabic audiences that the Danish Prime Minister did not
control the media (Akkari and Jensen 2014; Jakobsen 2009; Knight et al 2009). This lack of positive
response apparently surprised Arla (Gaither and Curtin 2008), and this incidence in the crisis indicates

that (from both sides) the limitations in the knowledge on culture and societal institutions.

At the end of February Arla has witnessed a failure of managing the crisis and with no end in
sight of the boycott, had seen its competitors Nestlé and Fonterra using issues advertising condemning the
cartoons and reminding Arabic audiences that they are 7oz Danish brands (Jensen 2008). Arla decided to
take a more direct action through an advertising campaign that were executed on the 19" of March 2006
in 25 main newspapers across the region. Already on the 18" of March Arla released a Danish and English

translation of the ad. It was accompanied by a press release reiterating in condensed form, what they
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claimed to be communicating together with a statement from divisional manager Finn Hansen that he

‘hoped the ads would make Arab consumers reconsider the fairness of boycotting a Dairy company that is

unrelated to the cartoons’ (Arla 20006).

Table 1. Translations in verbatim

Heading

Sub-heading

Main text

The official translation of Arla of the text
from the ad of 19t of March

Arla
cartoons

Foods has distanced itself from

Statement from Arla Foods

Arla Foods believes that it is our duty to
convey our opinion about the unfortunate
events of recent months. We will also set
out our position for the conference for
International Support for the Prophet in
Bahrain from March 22-23, 2006, to clarify
where we stand.

Arla Foods has distanced itself from the
Danish newspaper, Jyllands-Posten’s actions
in publishing caricatures of the Prophet
Mohammed. We do not agree with the
newspaper’s reasons for publication.

On the backdrop of our 40 year history in
the Middle East and as an active and integral
part of society here, we understand why you
feel insulted. Our presence in the region has
given us an insight into your culture and
values and about Islam. This understanding
has, over many years, enabled us to supply
high quality products which meet your
preferences. Through your confidence in our
products, we have succeeded in building up
brands such as Lurpak, Puck, The Three
Cows and Dano. Therefore, we understand
and respect your reactions that have led to a
boycott of our
Danish
unfortunate action.

products following the

newspaper’s irresponsible and

We would also like to take this opportunity
to give you some important information

Re-translation of the original Arabic text from
the Arla ad

(see main text for explanation)

Statement from Arla — food producer

The company Arla Foods condemns and
disapproves of the cartoons

We wish to take the opportunity of the “world
conference for support of the Prophet - peace
be upon him” and the gathering of many
Islamic scholars, leaders and Islamic charity
organizations in Bahrain 22-23 March 2006, to
talk to you about our thoughts regarding the
regrettable incidence that happened a few
months ago and to explain to you some
important matters:

Arla
condemns, and disapproves of the publication

Firstly, Foods strongly criticises,
of the cartoons by the Danish newspaper
ridiculing the Prophet Muhammad - peace be
upon him. We also reject every reason put

forth by the newspaper to justify this act.

Secondly, throughout forty years we have
been operating in the Middle East, and we are
a part of society and we believe that we

understand your feelings toward the
publication by the newspaper. We respect
your reaction to this irresponsible and

regrettable act by the newspaper that has led
to a boycott of our products.

Thirdly, throughout this long period of time we
have learned about the culture and Islamic
values and that justice and tolerance are
fundamental teachings of Islam. From this
point of departure we hope that you will
review your attitude towards us and we are
ready to work together with you to find a
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about our company. Arla is a Danish-
Swedish co-operative which is owned by
farmers. Our business in the Middle East has
attracted investors and business partners
from across the Arab world. Arla employs
around 1,000 Muslims in the Arab and
Islamic world as well as more than 250
Muslims in Europe. They have all felt
insulted by these cartoons. However, Arla’s
in the Middle East has been

affected not by its own actions, but because

business

of the actions of others.

Esteemed citizens, the years that we have
spent in your world have taught us that
justice and tolerance are fundamental
values in Islam. We wish to co-operate with

solution to this boycott of Arla products.

Arla is a cooperative owned by Danish and
Swedish farmers and include many Muslim
shareholders and investors from the Arab
world. In addition, the company employs more
than a thousand Muslim employees from Arab
and Muslim countries and more than two
hundred and fifty Muslims in Europe. Most of
them suffer these days, because of sales
figures in the region. Furthermore, they have
not committed any offence, but disapprove of

it and condemn it.

We are proud of our success throughout the
many years where we have provided you with
high quality products such as Lurpak, Puck,

Islamic organisations to find a solution to Dano, and the Three Cows, which have always

the boycott of Arla’s products. We would earned your trust.
simply ask you to reflect on this in the hope
that you will reconsider your attitude to our
company. Now, after explaining our attitude and who we
are, we leave the rest to you and your sense of
Now you know more about who we are, . . .

) i justice and fairness.
about our attitudes and beliefs. We leave

the rest to you.

Peter Tuborgh

Sender identification Arla

General Manager — Arla Foods
On behalf of management and the co-workers
at Arla, the food company

Micro Model (level):

A Comparative, Rhetorical Analysis of the Translations of Arla’s Dissociation Ad
The second author obtained a copy of the original advertising from the Danish Embassy in Riyadh (by e-

mail in the form of a PDF scan containing the image of the relevant newspaper page from 19* of March
2006). The second author (having a degree in Arabic business communication) and a scholar from the
Centre of Middle East studies at the University of Southern Denmark (which is a researcher on Middle
Eastern culture and has Arabic as mother tongue — see notes for credit) made two independent
translations of the text in the ad. These two translations were then re-interpreted jointly in a collective
process of careful and detailed hermeneutic discussion (on term, sentence, whole, etc. in several rounds)
and synthesised into one translation that both interpreters agreed was a precise, balanced and as loyal as
possible towards wording, structure and cultural meanings in the original and target language. It has to be
noted that the intended directness of this interpretation is not in line with normal practices of translation
(e.g.

‘...and...and...and’), reformulating them as to be more appropriate for the target language and audience

that would ‘iron out’ some awkward passages excessive parataxis: mostly such as
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(here: English). Arlas’s official translations into Danish and English are structurally and semantically very

similar, so for the purpose of this paper we will treat them as identical.

A comparative analysis reveals very significant differences between our re-translation of the

original Arabic text and Arla’s official English/Danish translation.

The primary findings are significant differences in respect to how Arla expresses its attitude
towards the act of publishing the cartoons and JP. These differences we interpret as so significant that

they are beyond an explanation in the form of a culturally reflexive translation by Arla.

Arla’s own translation states “Arla Foods has distanced itself from the Danish newspaper,
Jyllands-Posten’s actions in publishing caricatures of the Prophet Mohammed. We do not agree with the
newspaper’s reason for publication”. In contrast, the alternative re-translation of the Arabic text states; “...
Arla Foods strongly criticises, condemns, and disapproves of the publication of the cartoons by the Danish
newspaper ridiculing the Prophet Muhammad - peace be upon him. We also reject every reason put forth
by the newspaper to justify this act”. Clearly, this wording makes Arla’s distancing much stronger and
condemning as Arla actively exhorts itself from the actions of the newspaper using very strong, emphatic
wording (strongly criticises, condemns, and disapproves of) to describe the company’s stance. Further, Arla
finds no redeeming factors in the conditions of free speech or anything else that JP may invoke to
legitimise or justify the publication, as Arla rejects every reason put forth for publishing the cartoons. The
tri-part sentence structure of #ricolon is rhythmically emphasising the condemnation that is even further

underlined by “strongly”.

None of this is evident in the official English translation by Arla: The wording is relatively neutral
using words such as distancing itself from and not agreeing with. There is no tricolon, no condemnation,
and no direct rejection of the newspapers reasons or motivations. Arla’s own translation describes only
their dissociation with the affair and not their explicit, direct opinion of the actions of neither the
newspaper nor the publication itself. This we consider very substantial sematic differences, not easily

justified by cultural conventions or linguistic choices.

In addition, we find structural differences in the way the original Arabic communication and the
English translation are constructed: The first line of the Arabic text announces that this is ‘a statement
from Arla Foods’ followed by a headline with the wording: “Arla Foods condemns and disapproves of the
cartoons”. The headline in Arla’s official English translation only states in a rather formal way that “Arla
has distanced itself from the cartoons” followed by the stipulation of “statement from Arla Foods”. The
switching round of the ‘statement’ label and headline is perhaps insignificant, but the declarative
damnation of the cartoons in the headline are clearly more severe in the expression of Arla’s explicit

attitude, as the headline is the most significant element of such a communication.

When assessing which audience Arla is explicitly addressing in the ad, there seem to be some
ambiguous signs: addressing consumers and citizens with the broader use of advertising, but performing
this for the benefit of the religious leaders and governments. Both the re-translation of the Arabic text and
the official English translation have a clear reference to the “World Conference for Support of the
Prophet” in Bahrain in March 2006, and this may ne where the real rhetorical audience will be. The
official translation of Arla has a Salutatio: “Esteemed citizens” but this is actually completely absent in the
Arabic original text. Adversely, the re-translation show that the original Arabic text use an explicit three-

part structuring: Firstly, secondly and thirdly, to emphasise the statements presented. This three-part
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structuring is not in the official English translation. In addition, the sequence of some of the information
and paragraphs are very different in Arla’s official translation. We can find no explanation as to why Arla

would choose to make these changes of structure and sequence in their translation.

Discussion

After the advertising campaign of the 19 of March, Arla was accused in Denmark of ‘selling out’
to Islamic suppression of free speech and oppression of women (Frandsen and Johansen 2010c¢; Jensen
2008). Finn Hansen (executive manager) tried to defend Arla’s communication in the ad by explaining
how the Danish audience needed to be culturally reflexive in the interpretation of the advertising (in the
form of the official translation), allowing for the Arabic culture and its use of emphatic language.
According to Hansen, Arla was not being especially servile and appeasing, as this was supposedly the way
Arla has to communicate with Arabic audiences: ”Arabic is much more polite and official in tone than the
Danish language. This is why we use phrases such as ‘honourable citizens’, which in Danish sounds rather
old-fashioned...The languages are different that way” (quoted from Frandsen and Johansen 2010c). Here,
the salutatio that was actually missing in the original Arabic text becomes an alibi for insisting that the
audience in the Danish arena should be reflexive of cultural and linguistic barriers when interpreting
communications from the Middle Eastern arena. In effect, Arla invokes a fragmentation or ‘decoupling’ of
the arenas when they point to these constraints of a Danish audiences reacting on an action taking place
in the ‘decoupled’ arena, that they do not have absolute knowledge about or direct access to. This
insistence of Arla for the critics to ‘tone down’ and interpret an already substantially interpreted

translation could have backfired and escalated the crisis, but it seems no one was aware of this at the time.

The statement from manager Finn Hansen indicates that also for him there is no ‘direct’ access to
his own communication in the Middle Eastern arena. He only knows what the official interpretation tells
him, but seem to believe that this is ‘simply [a] report or [that] reflect some real state of affairs in the world

(Flyverbom et al 2011:6 emphasis in source), and in effect he becomes a victim of ‘self-transparency’.

One could argue that this is of no consequence to Arla, that it is best to ‘believe your own hype’
and that to persuade others you need to persuade yourself. These truisms aside, there is a clear danger of
this condition where it seems the rhetorical agency and the locus of strategic decisions becomes fluid and
unclear. Who made the decision to declare that Arla condemns the publication and rejects every reason the
newspaper put fort? If it was not the general manager Peter Tuborgh, executive manager Finn Hansen or
even the corporate communication director Astrid Gade Nielsen, then who was it? The corporate
communication director claimed in an interview in January 2007 that the message in the ad was “born
into Arabic” — composed directly in Arabic by Arla’s own interpreter, and subsequently translated into
English and Danish (Salquist et al 2007). If this is true, and the management did not know anything but
the official translation, it does pose some questions as to meaning and value of the communicative act

performed with the ad.

It also points to a potential ‘decoupling’ of the macro and micro model of The Rhetorical Arena: it
is supposed to describe ‘a merging of text and context into one socio-rhetorical model’ (Frandsen and
Johansen 2010c:434). If the rhetorical agency of ‘sender’ is fluid, the strategic choices and actors of the

macro model becomes equally opaque.
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Conclusions and Implications

Arla’s crisis was accentuated by being based on branding as Danish, country of origin, essentially modern
and secular. For Danes, the history of Arla is intertwined with narratives of national identity (Mordhorst
2014), and it probably never occurred to the management of Arla that this could turn out to be such a
problem in the Middle East. When the crisis broke out, Arla fell into the category of infidel brands, at
odds with the values of Islam, becoming haram, joining a whole category of ‘forbidden brands’ (such as
McDonalds and Barbie) that can be very hard to get out of once there (Izberk-Bilgin 2012). After the
“damnation advertising” in March 2006 where OIC/”The World Conference for Support of the Prophet”
decided to lift the fatwa against Arla, Arla has regained some of the market share in the Middle East, but
not all, and the market in Saudi Arabia seems unlikely to be regained for Arla in the foreseeable future.
The home markets account for more than ten times the total sales in the Middle Eastern markets. What if
the crisis re-erupts in response to the shifts in attitudes and public discourses on free speech after the
Charlie Hebdo massacre? The interrelation of situationality/time/previous incidents is unpredictable. The
Charlie Hebdo massacre may just become a ‘discursive bifurcation point’ that dislodge discourses of ‘free
speech’ to challenge or even dominate discourses of ‘insult’/’victimage’, making the communication of
Arla in 2006 look more unacceptable in hindsight. No one knows when a crisis is ‘over’. The critique of
Atla related to the crisis management of 2006 re-emerged briefly in 2014 following the publication of
Akkari’s autobiographical account of the crisis (Berlingske 2014).

Since Gruning and Hunt (1984) presented their “models of PR” with a model of symmetric two-
way communication leading to mutual understanding, it has been a strong discourse in PR and crisis
communication to consider dialogue as not just an appropriate choice, but an ethical norm (Banks 1995;
Ulmer and Sellnow 2000; Johansen and Frandsen 2007; Frandsen and Johansen 2010a; Gongalves 2012).
It is necessary with more conceptual clarity and rigour before communicative relations are considered as
dialogic relations: even when organizations communicate directly with consumers and other stakeholders,
they often have a performative logic. Perhaps simultaneously functioning as awuto communication
(Christensen et al 2008), as act of transparency (Christensen 2002) or as marketing communication
(Christensen 1994). When Arla communicated the appeal in the advertising, they addressed the religious
leaders (indirectly as occasion and context for their communication) and they acted, they legitimized their
leadership and invoked their economic power to gain access to media and Middle Eastern audiences: to a
much lesser degree conceivable as dialogue with the Middle Eastern consumers. The Rbetorical Arena
model, and its related conceptual metaphor of argument is war, seem to match the findings well in the
sense that the crisis communication of Arla’s issues advertising is performative, a declaration (a speech act)
that is an action in a larger conflict of values. Arla tries to balance between discourses and ideologies,
wanting to appease Arabic audiences in the Middle Eastern ‘arena’ without alienating the Western/home
market arena. Consequently, this pose a challenge to the discourse in PR and corporate communication
insisting on dialogue as the basic paradigm. Although Frandsen and Johansen themselves admit that
dialogue is only ome possibility amongst several communication processes in the Rhetorical Arena
(2010c:433), they still conclude that in the Arla case “the overall strategy across the three sets of processes
is dialogue” and consider the advertising campaign ‘a dialogue’ with Arab consumers (2010c:442). The
seeming determination on dialogue is unfortunate for the further development of 7The Rhetorical Arena
model, as it could actually serve to open the field of crisis communication to a much wider understanding
of the many complex dynamic relations already suggested by Frandsen and Johansen (2010c¢) as actors

communicating ‘with’/’against’/’past’/about’ each other. For example: ‘one way’ information/mass

Proceedings of the 20™ International Conference on Corporate and Marketing Communications
Excellence in Corporate and Marketing Communications: Present and Future Challenges

Izmir University of Economics, Izmir, Turkey April 16-17, 2015 150



The Challenges of Intercultural Crisis Communication: Revisiting the Arla Boycott

communication, persuasion, manipulation, dialogue (reasoned, two-way) and ‘performative dialogue’/

‘trialogue’ (two parties performing a dialogue to influence a third party, (Jorgensen 1998)).

The findings illustrate quite well the point of Flyverbom and associates (2011), that “[t]he power-
transparency nexus is thus far more complex than the information provison perspective tends to assume,
and all forms of disclosure have multiple and layered effects” (ibid:26). The acts of transparency in
intercultural crisis communication has many layers of cultural and linguistic translation, and this

complexity seem to reproduce itself infinitely.

Frandsen and Johansen (2010a:362) conclude with a call for the development of crisis
communication theory that “take into account the dynamics, complexity and, in some cases, conflictuary
created by the ongoing process of globalization and the many political, religious, social and cultural
differences.” They present The Rhetorical Arena as an example of such theory, and by revisiting the case
of Arla we have found that we need to consider how this takes place in fragmented, disconnected arenas.
A promising research agenda would be to further define and investigate the dynamics of these
communicative relations in contexts of crisis, where organisational challenges are particularly strong and
salient; how does ‘an organisation’ actually know what it is saying and who is saying it? Moreover, how

can we believe in ‘corporate transparency’ if corporations are unable to be transparent to even themselves?
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Web 1.0 to Web 2.0 Results in More Dialogic
Communication: Dialogic Communication of
Fortune 500 Turkey Web Sites

Serra Inci Celebi, Yasar University, Turkey

Abstract

This study examined dialogic communication of Fortune 500 Web sites of corporations in Turkey.
Random sample of 100 corporations was drawn and content analysis was applied. Content analysis of 100
Fortune 500 companies’s Web sites showed that the corporations that are ranked in the first 250
companies designed their Web sites better according to the principles of dialogic communication than the
companies that are listed in the last 250. There was a positive correlation between responsiveness of
organizations and some aspects of dialogic communication of the Web sites. The results are discussed

based on dialogic communication theory in order to guide relationship building between organizations
and their Internet publics.

Keywords

Dialogic communication theory, Fortune 500 Turkey, Web site, social network sites.
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Introduction

Dialogue, with its ability of separating truth from falsehood, has been considered as one of the ethical
forms of communication by philosophers and rhetoricians (Kent and Taylor 2002). Dialogic
communication is an important characteristic of relationship building and enables publics and
organizations create and share messages (Uzunoglu and Misci-Kip 2014). The main principle of dialogic
communication is its ability to allow the receiver of the message to communicate back (Madichiea and
Hinsonb 2014). If organizations design their Web sites strategically, they can build dialogic relationship
(Rybalkoa and Seltzerb 2010). “Dialogic theory suggests that for organizations to create effective
organization—public communication channels, they must be willing to interact with publics in honest and
ethical ways” (Kent, Taylor, and White 2003, 67). Naudé, Froneman, and Atwood (2004) state that both
interactivity and two-way symmetry are crucial elements of dialogic theory and the interactive nature of
the organization’s Web sites can make this dialogue possible. Liu and Shrum (2002, 54) define
interactivity as “The degree to which two or more communication parties can act on each other, on the
communication medium, and on the messages and the degree to which such influences are synchronized”.
For both a successful stakeholder and media relationship, the golden rule is interactivity in a relationship-
driven world (Madichiea and Hinsonb 2014).

Since Kent and Taylor’s proposal of dialogic principles of public relations, numerous studies were
devoted to investigate it in organizational level and displayed that most of those Web sites failed to meet
the dialogic criteria (Sommerfeldt, Kent and Taylor 2012). McCorkindale and Morgoch (2013), for
example, investigated the dialogic features of Fortune 500 companies’ mobile websites and found that the
sites specifically targeted to consumers, while ignoring other important stakeholders (e.g., journalists,
investors). Uzunoglu and Misci-Kip (2014) examined the dialogic potential of Turkish environmental
non-profit organizations’ Web sites and found that Web sites were not successful for meeting the criteria
of a sufficient level of relationship building. Boztepe (2013) investigated Web sites of Ministries in
Turkey and found that dialogical public relations tools were not sufficiently incorporated with the
corporate Web pages. Madichiea and Hinsonb (2014) researched dialogic potential of sub-Saharan
African police service Web site and found that the Web sites only to receive communication, but fail to
send adequate messages such as allowing visitors to give their opinions on concerns and issues, letting
them chat online, and giving opportunity to subscribe for e-newsletters. Park and Reber (2008), on the
other hand, found that Fortune 500 companies were successful for designing their Web sites according to
the requirements of dialogic communication, for example, 100% of them had major links to the rest of

the site, 73% had a search engine box, and 64% had a site map.

“Most Fortune 500 companies use Web sites for external communication, focusing on promoting
the company image and enhancing public relations rather than for direct sales or other revenue generating
activities” (Hill and White 2000, 31-32). Although, dialogic communication of Fortune 500
organizations was majorly investigated in the US in different years, there is a research gap for Turkey. The
purpose of this study is (1) to investigate the dialogic features of Fortune 500 Turkey Web sites and (2) to
examine (if any exist) dialogic differences between the organizations that are listed in the first and the last
half of the Fortune list.
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Dialogic Communication Theory

The concepts of “prosumer”, which means proactive consumer (Sheehan, B. 2010), “alpha consumer”,
which means trend setter (Trengove-Jones, Malczyk, and Beneke 2011), and “crowdsourcing” which
means getting wise crowd around company brand and giving opportunity them for working to develop
products and/or solutions (Surowiecki 2005) underline the interactive nature of publics for their active
leisure time spending by using Internet and social media and their ability of forming and shaping

marketing communication and corporate communication of organizations.

Internet by offering new strategic tools to public relations, organizations have more opportunity
for having interactive communication with their publics; and today, compared to the past, their
communication is more flexible, transparent, democratic, and in turn reliable (Kirat 2007). This is the
ideal condition which has been characterized by PR practitioners as excellence in communication. But
does the condition of Web sites offered by organizations really fulfill this mission? McAllister-Spooner
(2009) states that the most of those Web sites are not characterized as having dialogic features; because

they are not fully interactive, although their interface is easy to use and offer useful information.

It is an ongoing debate among public relations practitioners that organizations which emphasize
development and sustainment of relationships with their publics are the ones that comprehend dialogue
and symmetry in communication (Wirtz, Ngondo, and Poe 2013). “To fully understand symmetrical
communication, however, one must first understand dialogic communication” (Kent and Taylor 1998,
323). Researching and debating dialogic communication can contribute to the development of
symmetrical communication between an organization and its publics. Dialogic communication means
“any negotiated exchange of ideas and opinions” (Kent and Taylor 1998, 325). While negotiating and
exchanging ideas and opinions with publics and stakeholders, different needs and wants of publics and
stakeholders should be considered. Kim, Park, and Wertz (2010) state that stakeholders (e.g., media,
investors, and customers) are not viewed equally, since their power, effect, and relevance to the

organizations are different.

The Usefulness of Web site

Web sites are tools for communication and relationship building (Madichiea and Hinsonb 2014).
The Web site offering relevant background and historical information about itself and news stories to its
publics will be viewed as useful by its publics. In other words, the site is visited because it offers some
value to its users (Kent and Taylor 1998). Rybalkoa and Seltzerb (2010, 337) state that the usefulness of
Web site depends on the presence of useful information “such as description of the company, information
regarding who is managing the profile, and providing a photo of the user were included as indicators of

usefulness of information”.

The Generation of Return Visits

Return visit refers to the repeat visits to the Web site of the organization. Downloadable
information, calendar of events, bookmark or favorites, and links to other useful web sites help users to
visit the Web site of the organization. Although having updated, interesting, and downloadable
information on the Web increase the return visit, they may not enough to generate two-way
communication. Thus, FAQs or Q&A sessions are also essential parts for interactive strategies (Kent and

Taylor 1998).
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Ease of Interface

Ease of interface is related to a user’s ease of navigation on the Web site (Madichiea and Hinsonb
2014). As long as users understand the Web site easily and finds it practical, they can find the information
needed. Easily identified menu links, eye-catching headers, and existence of search engine and site map are
all helpful for the ease of interface. Low reliance of graphics is another important aspect of ease of
interface, because too many graphics at the beginning of the opening of the Web site may annoy users,
especially the ones who are in a hurry. The right harmony of the text with the visuals are more preferable
and easier to be caught (Kent and Taylor 1998). There will be different publics and stakeholders of the
organizations such as media, suppliers, consumers, and so on. So, while designing Web sites, organizations
should consider three important things: (1) who are the most valuable public(s) of the organizations?, (2)
if they are multiple, what may motivate both or all of them to stay on a Web site?, and (3) what does

make them to browse easily on the net and what make them difficule?

Conservation of Visitors

Organizations should encourage visitors to stay on their sites and discourage them to explore
other organization’s Web sites (Rybalkoa and Seltzerb 2010). Conserving the visitors on the Web site
requires short site loading time, and important information provided on the home page. If a Web site is
textual rather being graphical (as it is mentioned in the section called ease of interface), this Web site can
be easily loaded, because text loads faster than graphics. A Web site opening in 20-30 seconds to load may
only help the users to give up keep staying on the site and to go back to the main search engine site (Kent

and Taylor 1998).
The Dialogic Loop

Dialogic loop principle states that companies that engage in discussion with stakeholders are
more dialogic than others which don’t engage (Rybalkoa and Seltzerb 2010). Web sites that have dialogic
loop are the ones incorporating interactivity (Madichiea and Hinsonb 2014). In other words, the
objective of intercreativity can be accomplished, if the dialogic loop is established and implemented on an
organizational Web site (Capriotti and Kuklinski 2012). Having and publishing an electronic mail will be
useless, if organizations do not respond those mails or have an employee who is not capable for answering
the mails sufficiently or even worse have an electronic mail that does not exist. Response is the major
aspect of the dialogic loop. Dialogic public relations (PR) on the Internet requires the same skills and
professionalism as it is with internal or external PR (such as face-to-face communication). Thus, training
the member of the organization who will respond to the public queries is a must (Kent and Taylor 1998).
Web sites offering contact addresses, telephone numbers, and electronic mails can easily keep in touch
with the members of the organizations. Similarly, users can express their opinions on issues and give

feedback by voting and filling out electronic survey instruments.

Dialogic loop has expanded by the transition of WWW (World Wide Web) from Web 1.0,
which was static, monologic, and one-way communication, to Web 2.0, which is interactive, dialogic, and
two-way communication. Capriotti and Kuklinski (2012, 620) explain the change of dialogic loop in the
paragraph below:

“We believe that the concept of a dialogic loop has evolved since the idea originally expressed by the authors, and
now takes in a broader, more continuous and balanced conception of interaction, i.e. the dialogic loop must be
seen as an ongoing interaction between organizations and their publics using Internet rools, which enables

information, comments, opinions, assessment and experiences to be exchanged on a continuous basis’.
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That’s the reason why, existence of links to social network sites (SNSs) on corporate Web sites
was included in this study. The links to the organization’s social network sites are necessities of dialogic
communication and valuable assets of dialogic Web sites. The definition of social network sites is: “web-
based services that allow individuals to (1) construct a public or semi-public profile within a bounded
system, (2) articulate a list of other users with whom they share a connection, and (3) view and traverse
their list of connections and those made by others within the system” (Boyd and Ellison 2007, 211).
There are many benefits of owing a social network sites and sharing this on the Web site such as sending
instant messages, sharing pictures, photos, videos, and blogs with the interested group of people (Kaplan
and Haenlein 2010).

Supplying e-newsletters to the users who request more information about the organization is also
crucial in dialogic communication. Because, “Information that can be distributed automatically is more
desirable than information solicited (Kent and Taylor 1998, 328). Kent and Taylor (1998) caution that
Web sites cannot be dialogic if they meet all the requirements of dialogic communication, but fails in

offering dialogic loop.

Naudé, et al. (2004) report that organizations that understand and employ the two-way
symmetrical model are highly likely to improve the communication channels by establishing the
communicative use of organizational web sites. A spontaneous request for more information about a
subject concerned with the organization is an opportunity for an organization to provide dialogic
communication. Responsiveness of organizations gives information about whether or not the
organizations actively engaged in and employ dialogic features on their Web sites (Kent et al. 2003;
Taylor, Kent, and White 2001). Thus, it is expected that organizations that responded to researcher-

generated questions are more dialogic organizations than those that don’t (Taylor et al. 2001).

Based on abovementioned discussion of the theoretical framework, the following hypotheses were

employed and the research questions were asked:

H1: Organizations that reply to e-mail requests for information are more likely to employ

dialogic features on their Web sites than organizations that do not respond.
RQ1: How do effectively web site of organizations employ dialogic principles?

RQ2: What type of sector does adopt dialogic principle on their Web sites better than other

sectors?
RQ3: What type of sector does have more SNSs on their Web sites rather than other sectors?

Kang and Norton (2004) and Ingenhoff and Koelling (2009) examined non-profit organizations
(NPOs) and to what extend the dialogic capacity of the Web sites related to income. Kang and Norton
found that higher income NPOs didn’t fully create a dialogic loop and financially limited NPOs were
insufficient in dialogic aspect and could create more effective and dialogic Web sites. Ingenhoff and
Koelling, in contrast, found that positive and significant correlation existed between total income and
dialogic capacity of the Web sites. Whether profit or non-profit organizations with a higher total income
may be more likely to use skilled and professional communication staff or agency to design the Web site.

Based on this notion, the second hypothesis was decided as below:

H2: Organizations with higher total income (the first ranked 250 companies) create Web sites

that are more dialogic than organizations with lower total income (the last ranked 250 companies).
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Methodology

The study operationalized five principles of dialogic relationship building deductively from Kent and

Taylor’s (1998) principles into a 22-item questionnaire.

Sample
This study is based on a random sample of 100 Fortune 500 Turkey companies. The sample used

in the current study was drawn from the 2013 list of Fortune 500 Turkey companies

(http://www.fortuneturkey.com/fortune500-2013). The Fortune Website provides detailed

information on these companies. To draw the sample from the list, systematic sampling was employed

and every 5" company was selected to be included in the sample.

Net sales of the first 50 organizations ranged from 18 billion, 776 million, 784 thousand, 325 TL
(Turkish Lira) to 507 million, 871 thousand, 288 TL; and of the last 50 organizations ranged from 493
million, 731 thousand, 584 TL to 230 million, 351 thousand, 975 TL.

Industry type
The study classified industry types into eight categories: (1) construction, (2) industry, (3)
producer, (4) retailer, (5) retailer, (6) service, (7) petrol, and (8) other which includes electric, furniture,

textile, tobacco, and the companies with multiple services and products.

Dependent and Independent Variables
Industry rank is independent variables; and dependent variables are the number of SNSs and
dialogic features of the Web sites which are dialogic loop, conservation of visitors, ease of interface, return

visit, and usefulness of Web sites.
Reliability

To ensure reliability of the 22 items, Taylor, Kent, and White’s (2001) principles were applied
and each term was operationalized as follows. For up-to-date analysis of the Web pages, 2 items which are

“requesting information through e-mail” and “the availability of site maps on home page” were omitted

from the scale.

Dialogic loop
The Web sites incorporating interactivity and two-way communication were considered as
dialogic and dialogic loop of the Web site was measured with 4 items, namely option to expressing

opinions, opportunity to vote on issues, citizen information delivery, and existence of links to SNSs. In

order to this, the dialogic capacity of the organizations were evaluated based on giving response
to an e-mail request for more information.

Conservation 0f visitors

Organizations, that keep the visitors on their Web sites and inhibit them to browse to other sites,
conserve their visitors. Conservation of visitors was assessed based on 3 items which are home pages
providing important information, short loading times (less than 4 seconds), and a clear posting of the date

of site’s last updates.

Ease of interface

The idea of ease of interface is based upon the notion of the easy navigation and as a result ease in

finding information. Shortly, user-friendly Web sites are considered as having ease of interface. Ease of
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interface was measured with 3 items, namely incorporating search engine on home page, casy

identification of menu links on home page, and low reliance on graphics.

Generation of Return visits

Organizations want their visitors to return back to their Web sites from time to time.
Organizations, that understand the value of long lasting relationships, know that relationships are not
established with one time contact, but rather it is established with repeated interactions in long terms.
Thus, there are certain features of the Web sites that encourage of the users to return back the site. In this
study, generation of return visits were evaluated with 7 items which are links to other Web sites, explicit
statements to return to their sites, bookmark or favorites, 30 days updates on organizational news,

downloadable information, FAQ’s & Q&A section, and calendar of events.

Usefulness of Web sites

The last feature of the Web sites is providing usefulness (or useful information) to its users which
is another necessary condition for dialogic relationship building. Usefulness of Web sites was assessed
based on 5 items, namely presence of updated information, logo display, philosophy/mission/vision/,

news stories posted on the Web sites, and details for how to become affiliated/member.

Procedure and Data Analysis

The coder evaluated the dialogic performance features by visiting each home page, and then
assessed the relevant content features of each Web site by using the content analysis instrument. For
getting accurate measurement about the speed at which the site loaded, the procedure was standardized by
using the same laptop and the same browser (Internet Explorer). For assuring the accurate results, Web
sites were opened more than once in different days. Other items of the content analysis instrument were
also double checked upon the visit of the Web sites for the second time. Dialogic features were coded as

either present (1) or absent (2).

Results

Descriptive Results

The majority of the Web sites belong to industry and producer organizations and the minority of them
belong to retailer and petrol companies (See Table 1). Other includes electric, furniture, textile, tobacco,

and the companies with multiple services and products.

Table 1. Frequency of Industry for Fortune 500 Turkey Web Sites (n=100)

%
Construction 10
Industry 35
Producer 16
Retailer 8
Service 10
Petrol 7
Other 14
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Web Site Characteristics

The first research question asks that how web site of organizations effectively employ dialogic
principles. On the one hand, the majority of the organizations with high percentages have an opportunity
for user response, provide important information on their home pages, their menu links are easily
identified, they have explicit statements to return home page, and all of them have logo display. On the
other hand, the minority of the organizations have option for expressing opinions, opportunity to vote on
issues, and offers citizen information delivery such as sending e-newsletter upon requesting. For
“usefulness of Web sites”, for example, 60% of organizations have their mission/vision statements.
Affiliation and membership is one of the powerful aspects and the success of SNSs. However, only 22% of
the Web sites explain how the users can be the member of the Web site.

The major lacking part of “ease of interface” is low existence of search engines (55%) on home
pages. The most forgotten parts of “return visit” section are calendar of events and bookmark or favorites.
Only 1% of the organizations have calendar of events and activities, and 7% of them have bookmark or
favorites. Similarly, 19% of organizations have 30 days updates on organizational news which is really a

low percentage. FAQ’s are included by 15% of organizations.

To “conserve visitors” on the Web site, short site loading time should be increased for some

organizations, as 40% or organizations’ Web site load more than 4 seconds.

Table 2. Occurrence of Dialogic Feature (n=100)

n %
Dialogic loop (5 items, alpha=.58)
Opportunities for user response 99
Option to expressing opinions 20
Opportunity to vote on issues 27
Offers citizen information delivery 26
Existence of links to SNSs 60
Conservation of visitors (3 items, alpha=.15)
Home pages providing important information 97
Short site loading time (less than 4 seconds) 60
Date of site’s last updates 70
Ease of interface (4 items, alpha=.33)
The availability of site maps on home pages 27
Incorporating search engine on home page 55
Easy identification of menu links on home pages 98
Low reliance on graphics 60
Return visit (7 items, alpha=.10)
Links to other web sites 52
Explicit statements to return to their sites 99
Bookmark or favorites 7
30 days updates on organizational news 19
Downloadable information 51
FAQ’s or Q&A’s section 15
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Calendar of events 1
Usefulness of Web sites (5 items, alpha=.44)

Presence of updated information 77
Logo display 100
Philosophy, mission, vision 60
News stories posted on the web sites 67
Details of how to become affiliated/member 22

The majority of the organizations on the Fortune Web sites (60%) have SNSs and 56% of them

have more than one SNSs.

Table 3. Frequency of # of SNSs for Fortune 500 Turkey Web Sites (n=100)

%
None 40
1 SNS 4
2 SNSs 18
3 SNSs 16
4 SNSs 12
5 SNSs 6
6 SNSs+ 4

Dialogic Capacity of Fortune 500 Organizations

The first hypothesis states that organizations that reply to e-mail requests for information are
more likely to employ dialogic features on their Web sites than organizations that do not respond. In
order to evaluate the dialogic capacity of the organizations, in addition to content analysis, it was
needed to see which companies respond to an e-mail request for more information. Taylor, Kent,
and White’s (2001) follow up question was modified and asked to each organization to see which actually
responded to an e-mail request for more information. The e-mail message was as follows: “I am interested
in corporate social responsibility issues and I recently found your Web site at Fortune 500 Turkey Web
page. I have two questions about corporate social responsibility and If you briefly answer the following
questions, I appreciate that: (1) what does your organization consider to be the biggest threat to people in
the next decade? and (2) what can the common citizen do to help this issue? Thank you”. This message
was sent to each organizations’ e-mail address entitled “more information” and listed on Web site. Some
Web sites didn’t contain electronic mail and a request for information form was filled for this type of
Web sites. Then, if mail was received the organization was coded as “responsive”, if not, it was coded as

non-responsive. The duration was one month for a responsive message to be sent to the researcher’s e-mail

address.

The first hypothesis was partly confirmed that organizations that replied to e-mail requests for
information were more likely to employ dialogic features on their Web sites than organizations that did
not respond. Those companies’ Web sites were more dialogic in terms of giving an opportunity to its

users to vote on issues, having links to SNSs on their sites, and allocating a space for calendar of events on
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their Web sites. Responsiveness (Fortune rank) is positively correlated to opportunity to vote on issues (7=
.202; p=.04), existence of links to SNSs (= .191; p=.05), and calendar of events (7= .320; p=.00).

Table 4. Correlation between Responsiveness to an e-mail request and Dialogic Capacity of the Web Sites (n=100)

r significance
Dialogic loop
Option to expressing opinions .105 .29
Opportunity to vote on issues .202 .04*
Offers citizen information delivery -.027 .78
Existence of links to SNSs 191 .05*
Conservation of visitors
Home pages providing important information .055 .58
Short site loading time (less than 4 seconds) .043 .67
Date of site’s last updates .018 .85
Ease of interface
Incorporating search engine on home page 144 .15
Easy identification of menu links on home page .045 .65
Low reliance on graphics .043 .67
Return visit
Links to other web sites .037 71
Explicit statements to return to their sites .032 .75
Bookmark or favorites .051 .61
30 days updates on organizational news .115 .25
Downloadable information .099 32
FAQ’s or Q&A’s section 161 .10
Calendar of events .320 .00*
Usefulness of Web sites
Presence of updated information .089 .37
Philosophy, mission, vision -.029 77
News stories posted on the web sites -.002 .98
Details of how to become affiliated/member .086 .39

*p< .05; Responsive (n=9), non-responsive (n=91).

The second hypothesis states that organizations with higher total income (the first ranked 250
companies) create Web sites that are more dialogic than organizations with lower total income (the last
ranked 250 companies). Results indicate that a positive and significant correlation exists between total
income and dialogic capacity of the Web sites, as expected. The total income (Fortune rank) is positively
correlated to the dialogic loop (= .194; p= .05), conservation of visitors (= .207; p= .03), and ease of
interface (r= .273; p= .00). Only return visit (= .108; p= .28) and usefulness of Web sites (r= .036; p=
.724) were not significantly correlated with total income. It can be said that enough evidence exists to
conclude that, the dialogic capacity of Fortune 500 Turkey Web sites is related to the financial situations

of the organizations. The organizations with higher income either tend to or understand the importance
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to create Web sites with a higher dialogic capacity than the organizations with lower income (See Table
5). Thus, H2 was confirmed.

Table 5. Correlation between Total Income (Fortune Rank) and Dialogic Capacity of the Web Sites (n=100)

r significance
Dialogic loop 194 .05*
Conservation of visitors .207 .03*
Ease of interface 273 .00*
Return visit .108 .28
Usefulness of Web sites .036 72

*p<.05

The second research question asks that what type of sector adopt dialogic principle on their Web
sites better than other sectors. According to cross tabulation chi-square results, “statements on their
philosophy, mission, and/or vision” was significant with “industry type” (x*=18.18, df=6, p=.0006).
Philosophy, mission, and/or vision statements existed 70% within construction, 80% within industry,

62.5% within producer, 25% within retailer, 40% within service, and 71.5% within petrol industries.

The third research question queries that what type of sector have more SNSs on their Web sites
rather than other sectors. Industrial corporations’ Web site included more number of SNSs (e.g., 23 SNSs
for industry, 4 SNSs for construction, 9 SNSs for producer, 5 SNSs for retailer, 8 SNSs for service
companies, and 3 SNSs for petrol) than other industry types.

Conclusions, Limitations, and Further Suggestions

Is the transition from Web 1.0 to Web 2.0 resulted in more dialogic communication of
organizations? Under light of literature review and with the result of this study, it is difficult to say fully
yes. The result is consistent with Madichiea and Hinsonb’s (2014) research results in a way that they
found Web sites as good at receiving e-mails, but bad at sending enough feedback. In the current study,
seven electronic mails of Web sites returned back to the researcher, as they were not up-to-date, and only
nine organizations replied to e-mail request, confirming McAllister-Spooner’s (2009) statement that most
of those Web sites are not enough interactive, and therefore cannot be characterized as having a total

feature of dialogue.

Although nine out of hundred organizations show very small number of responsiveness rate, there
was a positive correlation between responsiveness to e-mail request and some aspects of dialogic
communication. For example, when responsiveness of organizations increase, they allocate more space for
opportunity to vote issues, calendar of events, and links to SNSs on their Web sites. However, total
picture show us that those Web sites are monologic rather than being dialogic and the result is consistent
with Uzunoglu and Misci-Kip’s (2014) findings of dialogic feature of Turkish environmental NPOs and
Boztepe’s (2013) findings of dialogical public relations tools for Web sites of Ministries in Turkey.

Organizations also fail to allow users to reflect their opinions on concerns and offer opportunity
to subscribe for e-newsletters. Unfortunately, the minority of the organizations (n=20) have option for
expressing opinions, opportunity to vote on issues (n=27), and offers citizen information delivery (n=20)

such as sending e-newsletter upon requesting. Citizen information delivery such as e-newsletter
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subscription is important, as Kent and Taylor (1998) stated automatic distribution of information is more

desirable and therefore more valuable in “dialogic loop” than it is solicited.

The corporations need permanent interactions with their stakeholders for ongoing relationship
where credibility and good reputation can be established. Since there will be different stakeholders of the
organizations (e.g., media, suppliers, and consumers), while designing Web sites different needs and wants
of them should be considered. It shouldn’t be forgotten that one Web site design may be effective on one
type of stakeholder but useless with another. Thus, organizations should choose their priorities on certain

type of stakeholder(s), and then consider the motivational factors and effective interactive tools for them.

There are varieties of publics of organizations and one of them is media. Only 1% of the
organizations have calendar of events and activities and 19% of organizations have 30 days updates on
organizational news and these percentages show us that there is missed opportunity to communicate with
the media as well as other members of the publics. Those results are consistent with the result of a research
by Taylor, Kent, and White (2001) from the fact that FAQ’s/Q&A’s are included by 15% of
organizations and 7% of them have bookmark or favorites. Based on this results, it is seen that limited
information is available for media publics and therefore little reason for them to revisit the Web sites. The
findings also confirm the result by McCorkindale and Morgoch (2013) who found that Fortune 500

companies’ mobile Web sites targeted at consumers but not journalists or investors.

It is also seen that total income of organizations are important indicators for designing Web sites
with dialogic features. This correlation confirms the result of a study by Ingenhoft and Koelling (2009)
who found a correlation between total income and dialogic capacity of the NPO’s Web sites.
Organizations with higher net sales may be working with more specialized Web design agencies that
understand the dialogic communication and its importance. The organizations listed within the first 250
organizations rather than the last 250 organizations have more option to expressing opinions on their
Web sites (14% vs. 6%), short site loading time less than 4 seconds (36% vs. 24%), opportunity to vote
on issues on their Web sites (20% vs. 7%), low reliance of graphics (35% vs. 25%), and existence of links
to other web sites (32% vs. 20%).

Usefulness of Web sites depend on many factors, namely philosophy/mission/vision and details of
how to become affiliated/member. Philosophy/mission/vision is a statement of the reason why an
organization exists and reflects its values and contributions. However, 60% of organizations have their
clearly identified mission/vision statements. Industrial organizations reveal philosophy/mission/vision
statements with higher percentages (80%) and have more links to social network sites (23 SNSs) on their
Web pages compared to the other sectors.

Because of high reliance on graphics on their Web sites, 40% of Web sites load more than 4
seconds. Those Web sites should be designed in a way to be used easily and to allow its loading time less
than 4 seconds as first appearance are most effective during the early stages of relationship building with
publics. The availability of search engine is slightly more than half of the organizations (55%). The results
of this study is not consistent with the results found by Park and Reber (2008). Park and Reber in their
studies for Fortune 500 companies found that the examined companies were successful in designing their

Web sites” dialogic communication (e.g., a search engine box with 73%).

When the user of the Web site shares the information on the Web site with other visitors or

potential visitors, the site traffic and its value increase. More than half of the organizations (60%) have
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SNSs and links to other web sites (52%). Half of those links belong to other national and international
organizations; while other half belong to the designer of the Web page. In order to talk about real
interactivity, however, both the number of SNSs and the linkages to local, regional, national, and
international organizations ought to be increased. Furthermore, affiliation and membership is one of the

most powerful aspects of SNSs. But, only 22% of the Web sites explain how to become a member.

The main limitation of this study is its inability of looking at the dialogic capacity of the

organizations’ Web sites from users” perspective. Future studies may investigate the users” impressions of

the Web sites.
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Appendix

Content analysis items

Dialogic loop (5 items): interactivity

1: Option to fill out survey instruments and expressing opinions on issues
2: Opportunity to vote on issues or feedback options

3: Offers regular information through e-mail (citizen information delivery)
4: Existence of links to SNSs

Conservation of visitors (3 items)
5: Home pages (1* pages) providing important information
6: Short site loading time (less than 4 seconds)

7: Posting of last updated time and date (date of site’s last updates)

Ease of interface (4 items)
8: Incorporating search engine on home page
9: Easy identification of menu links to the rest of the sites on the home page

10: Low reliance on graphics

Return visit (7 items)

11: Links to other web sites

12: Appealing to visitors with explicit statements inviting them to return to their sites
13: Bookmark or favorites

14: Updates on organizational news items within last 30 days

15: Availability of downloadable information and graphics

16: FAQ’s or Q&A’s section

17: Calendar of events

Usefulness of Web sites (5 items)

18: Presence of updated information

19: Logo display

20: Statements on their philosophy, mission, and/or vision
21: News stories posted on the web sites

22: Details of how to become affiliated/member
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Extended Abstract

In organizations around the globe people are claiming the formal title of “internal communication
professional”. Scholars too are beginning to show more interest in internal communication as a field of
research. Formal recognition was apparent when Public Relations Review became the first international
peer-reviewed journal to devote a special issue to the topic in 2012. A new class of practitioners argue that
internal communication needs to be a profession in its own right. Some scholars (Welch 2013; Ruck and
Welch 2012; Welch and Jackson 2007) back the idea of internal communication as a specialism.
However, with this study we challenge the idea of internal communication as an independent discipline

and emerging profession.

By reviewing the literature on professionalism and professionalization we found that professions
act as communities of practice (Wenger 2000) defending common interests (Larson 1977). Central to the
idea of professionalization is the creation of a social identity. In this study we used the Social Identity
Theory (SIT), as developed by Tajfel and Turner (1986) and later applied to the organizational setting by
Ashforth and Mael (1989), to test whether internal communication practitioners do indeed share a

common identity.

We operationalized our theoretical framework by organizing 50 in-depth interviews with
practitioners taking up internal communication responsibilities in their organizations. All respondents
were working in both national and international private corporations counting 1000+ employees. The

interviews were organized from January 2014 until September of the same year.
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All interviews were transcribed verbatim and analysed with the qualitative data analysis software
package Atlas Ti for Mac. We performed a thematic analysis as described by Guest et al. (2012) and
Saldafa (2013). A set of codes were clustered around central themes and used to test the assumptions of

the SIT against our data.

We found that there is a minority group of internal communication professionals who identify
themselves as such and act as interest groups separate from other domains of organizational
communication. Almost all of them carry the formal title of internal communication professional.
However, in the majority of cases our respondents indicated that internal communication was not
considered as needing a specific skillset different from those in other domains of organizational
communication and therefore does not qualify as a new profession. From our data we conclude that the
company’s formal recognition of internal communication as a profession, in the form of allocating

resources to hire a dedicated professional, is central to the creation of a social identity.

This is the first study in the field of organizational communication where the SIT has been used
to understand the process of emancipation through professionalization in internal communication as a
specialism. Our research has confirmed the idea that the formation of a distinct social identity is essential
to the recognition of internal communication as a profession. In line with the SIT it is safe to assume that
as the social identity of internal communication practitioners grows stronger the group will try to defend
its interests against out-groups. Measures to restrict access to the profession, like the certification of in-

group members, might lead to the disintegration of older overarching disciplines like Public Relations.

Keywords

Internal communication; professionalization; corporate communication; professionalism; qualitative

research; social media; enterprise social networks
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Social Media for the Creation of Strong Brand
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Introduction

According to Forbes, in 2014 92% of marketers characterized social media marketing as fundamental for
their business, 80% of which also identified increased traffic to their websites due to these operations.
Consumers interact with brands online as they do offline (Novak, 1996) and considering the increased
demand for meaningful value-creation, consumers' connection to brands online has recently gained an

important renewal in interest.

Since the last decade, the study of social media has been inscribed in the managerial perspective.
For several years, scholars have been focusing on the field of social media communication in an attempt to
understand its effects on brands and brand management by studying relevant topics such as electronic
word-of-mouth (eWOM) (Rezvani, Hoseini, and Samadzadeth 2012), online reviews (Karakaya and
Barnes 2010), virtual brand communities (Cova and Pace 2006), advertising (Bruhn, Schoenmueller, and
Schaefer 2012), and user-generated content (Smith, Fischer, and Yongjian 2012; Hautz et al. 2013). Yet,
despite the increase in empirical research into the topic of social media, there is still little understanding of
how firm-created and user-generated social media communication influence consumer perceptions of
brands and consumer behavior. This is of fundamental importance as one form of communication is

controlled by the company, whereas the other is independent of the firm’s control.

Practitioners seem to praise the viewpoint that engagement is the critical online process to

strengthen brand equity and lead to increased sales (Passikoff et al., 2007). Engagement, however,
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pinpoints the level of customers' investments in certain brand interactions, not reassuring a strong bond
or connection to the brand. The next level of connection is crucial for online marketers today, a point in
which a strong bond is created with the brand. The concept of brand attachment, referring to the bond
created with the brand, can be a source of sustainable competitive advantage in the online world, where

competition is fierce and consumers are skeptic.

In summary previous studies have focused on including the concept of brand engagement in their
studies of consumers' perceptions of social media marketing activities. None, however, to our knowledge,
have examined the subsequent level of connection to a brand, connecting it to a relational concept. Using
a cross sectional survey design, the purpose of this paper is to investigate the effects social media
marketing communication on brand engagement and the subsequent level of brand attachment created,

through the mediating role of brand self connection.

Underlying Theory

The Stimulus—Organism—Response (S~ O—R) model from environmental psychology, advocated
by Eroglu et al. (2003) and refined by Sautter et al. (2004), is the underlying theory for this research
(Molen and Wilson, 2010). The S—O-R model supports the viewpoint that online consumer experience
consists of three components. The first are the social media marketing activities. The second is the
consumer's internal state—her/his experiential response to the aforementioned stimuli. This ‘experience’
may be more than an interaction with the mechanical features of the website and the properties of the
environment: it can be a “holistic” response (Petre et al., 2006). The consumer's extant psychographic
state may also temper this experiential response (Bart et al., 2005), relating it to consumer's self concept.
Finally, this experience generates ‘approach and avoidance’ brand attitudes and behaviors, such as brand
attitude (Eroglu et al., 2003; Sautter et al., 2004). We will use this theoretical framework to frame our

examination of the nature and role of consumer engagement and subsequent brand attachment.

We suggest that the consumer's experiential response can be characterized as a dynamic, tiered
perceptual spectrum, beginning from perceived social media marketing activities, leading to engagement,

and subsequently to brand attachment.

We will now review the literature pertinent to each model stage and derive associated

propositions. A working definition of engagement emerges from the analysis.

Conceptual Framework and Hypothesis Development
Brand Self Connection

Consumers show a strong attachment to anything self-expressive, that is, an object congruent with the
self, which reflects the extent of "me-ness" (Kleine, Kleine, and Allen 1995). Likewise, in the infant-
parent relationship, similarity of personality or temperament increases the extent of emotional bond
(Perry 1998). Experimenting with different brands enables consumers to expand and develop a variety of
self-concepts (Belk, 1988). It is intuitively appealing and generally accepted by our society that people use
products and brands to create and represent desired self-images and to present these images to others or
even to themselves. One reason why consumers value psychological and symbolic brand benefits is
because these benefits can help consumers construct their self-identity or present themselves to others.
Consumer research on the significance of important possessions finds that possessions can be used to
satisfy psychological needs, such as actively creating one’s self-concept, reinforcing and expressing self-

identity, allowing one to differentiate oneself and assert one’s individuality, and connecting one’s self to
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significant others (e.g., Ball & Tasaki, 1992; Belk, 1988; Kleine, Kleine, & Allen, 1995; Wallendorf &
Arnould, 1988). Other researchers have extended some of these possession findings to brands (Escalas &
Bettman, 2003; Fournier, 1998). For example, recent research indicates that consumers construct their
self-identity and present themselves to others through their brand choices based on the congruency
between brand-user associations and self-image associations (or possible self-image associations; Escalas &
Bettman, 2003). Given the link between the consumer's self concept and the attachment created, it is
plausible to theoretically infer a positive relationship between social media marketing activities and brand

self connection. Hence:
H1: Social media marketing activities positively affect Brand self connection.

Brand Engagement

Customer brand engagement (CBE) is defined as ‘the level of a customer’s cognitive, emotional
and behavioral investment in specific brand interactions’ (Hollebeek, 2011). Generally speaking,
Costumer Engagement is representing a very significant role in marketing and service management
research due to the fact that is based on its relational foundations of interactive experience and the
cocreation of value (Brodie et al., 2011). The theoretical foundations of Customer Engagement (CE) and
Customer Brand Engagement (CBE) are viewed from the scope of Relationship Marketing and Service-
Dominant logic perspectives (Brodie et al., 2011 and Hollebeek, 2011). With its conceptual foundations
in interactivity (Ganbetti & Graffigna, 2010) it is expected to complement scholarly insights in the

broader theoretical areas of Relationship Marketing and the Service-Dominant perspective alike.

The conceptualization of engagement comes from the fields of psychology, sociology and
organizational behavior (Brodie et al., 2011). Specifically in marketing, research that has been done,
indicates a variety of several sub-forms concerning the concept of engagement, like ‘customer engagement’
(Patterson, Yu, & De Ruyter, 2006), ‘customer engagement behaviors’ (Van Doorn et al., 2010),
‘customer brand engagement’ (CBE; Hollebeek, 2011), ‘consumer engagement’ (Vivek, 2009) and

‘engagement’ in more general terms (Higgins & Shcoler, 2009).

The majority of the conceptualizations share a multidimensional perspective of engagement that
appears dominant in the existing marketing literature and entails a generic, tri-partite (cognitive,
emotional, behavioral) dimensionality. This specific expression of dimensionality may vary across different
contexts (Brodie et al.,, 2011). The existence of a focal, two-way interactions between a subject
(customer/consumer) and a object (brand/product) is pointed out in the original study of Bowden (2009),
in order to demonstrate this condition as a necessity for the appearance of relevant engagement levels. The
vast majority of academic research adopts an individual, consumer-based perspective, whereas Van Doorn
et al. (2010) have a more company centric view by observing the effects of specific customer engagement
behaviors through an organizations lens. In their original study the authors develop a conceptual model of
Costumer Engagement Behavior and as a final result, they suggest that corporates should have a more

integrative and comprehensive approach towards CEB.

Recent research in consumer behavior has concluded to the idea of BESC (Sprott et al., 2009),
which is a new construct that characterizes self-brand connections. This new idea is trying to broaden the
existing perspectives among brands and the self-concept by stating that consumers vary on their way of
possessing brand-related schemas. In their original study, Sprott et al. (2009) refer to the nature and the
importance of BESC, in a way that focus on how consumers are trying to get involved with their favorable
brands in their self-concept.
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A similar view is held by Goldsmith et al. (2012), which refer to three main consumer
motivations; materialism, BESC and status consumption, and how these three constructs affect clothing
involvement and brand loyalty. The findings of their research task were promising, stating that all three
constructs mentioned above, influence positively the two significant outcomes of the study. We predict a
positive effect of social media marketing activities and brand engagement self concept. Moreover, since it

has been suggested that brand self connection can predict the engagement created, we hypothesize that:

H2: Social media marketing activities positively affect brand engagement self concept, through

the mediating role of brand self connection.

Brand Attachment

Consumer attachment toward a brand is a strong affective concept (Fournier 1998). Consumers
become attached to a specific brand in the process of defining and maintaining their sense of self (Kleine,
Kleine, and Allen 1995). The concept of attachment and its formation have been dealt with in the context
of infant behavior (Bowlby 1969, 1973, 1980) as well as in the area of adult relationship, especially
romantic relationship behavior (Collins and Read 1990; Feeney and Noller 1990; Hazan and Shaver
1987). The concept has been also studied in explaining the formation of consumer-brand relationships
(Fournier 1998Attachment is basically te process of developing an emotional bond (Collins and Read
1990), which is facilitated by consistent and repeated experiences between relationship partners (Perry
1998). It can be measured on the basis of dependence, anxiety, and closeness (Collins and Read 1990).
Attachment provides psychological comfort and pleasure, and its loss evokes strong distress (Perry 1998).
Fournier (1998) also describes love and passion as part of the affective attachment involved in the
consumer-brand relationship, and reports that attachment is a condition of emotional dependence
involving separation anxiety and irreplaceability. Given the link between the consumer's self concept and
the attachment created, it is plausible to theoretically infer a positive relationship between the brand

engagement self concept and brand attachment. Hence:

H3: Brand engagement self concept positively affects brand attachment.

Research Methodology

In order to test the proposed hypotheses an online survey was conducted and the respondent indicated a
brand that he or she had liked on facebook. A total of 180 questionnaires were completed during the
period of November 2014-December 2014.

The survey instrument contained 30 items measuring a total of 4 constructs. Since the constructs
of social media marketing activities, brand engagement, brand attachment and brand self connection are
already established in the academic marketing literature, the choice of scales was based on previously
published research. The measurement of social media marketing activities was adapted from a scale
developed from Kim and Ko (2012), including 11 items. Brand engagement was approached as suggested
by Sprott, Czellar & Spangenberg (2009) and measured with 8 items. The scales for brand self connection
were taken from the paper by Escalas (2004) and included 7 items. Finally, the scale for brand attachment
included four items also taken from Park, Maclnnis, Priester, Eisingerich, & Iacobucci (2010). All items

were measured on a seven point Likert scale anchored by 1="Strongly disagree”, 7="Strongly agree” or
1="Never”, 7="All the time”.
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Table 1. Construct definitions

Social Media Marketing Activities

Social media marketing activities (SMM) are a two-way
communication seeking empathy with young users, and even
enforcing the familiar emotions associated with existing
brands to a higher age group.

Brand Self Connection

the extent to which individuals have incorporated
brands into their self-concept

Brand Engagement

a general tendency for some consumers to engage
their favorite brands in their self-concept

Brand Attachment

the strength of the bond connecting the brand with the self

Construct Scale taken from Items
Social Media | Kim and Ko (2012) e B X e s e O e intereti
. Contents shown in Brand X 's social media seem interesting.
Ma rketi ng 3. Interaction Brand X 's social media enables information sharing with others.
L. 4. Conversation or opinion exchange with others is possible through Brand X 's
Activities social media.
5. It is easy to deliver my opinion through Brand X 's social media.
6. Trendiness Contents shown in Brand X 's social media is the newest information.
7. Using Brand X 's social media is very trendy.
8. Customization Brand X 's social media offers customized information search.
9. Brand X 's social media provides customized service.
10. Word of mouth | would like to pass along information on brand, product, or
services from Brand X 's social media to my friends.
11. I would like to upload contents from Brand X 's social media on my blog or
micro blog.
1. Brand X reflects who | am.
Brand Self EscaIaS (2004) 2. | can identify with Brand X.
Connection 3. I feel a personal connection to Brand X
4.1 (can) use Brand X to communicate who | am to other people
5. I think Brand X (could) help(s) me become the type of person | want to be.
6. | consider Brand X to be “me” (it reflects who | consider myself to be or the way
that | want to present myself to others
7. Brand X suits me well.
1. I have a special bond with the brands that | like.
Bra nd SprOtt’ Cze”a r & 2. | consider my favorite brands to be a part of myself.
Engagement Spa ngen berg (2009) 3.1 often feel a personal connection between my brands and me.
4. Part of me is defined by important brands in my life.
5. | feel as if | have a close personal connection with the brands | most
prefer.
6. | can identify with important brands in my life.
7. There are links between the brands that | prefer and how | view myself.
8. My favorite brands are an important indication of who I am.
H 1. “To what extent is [Brand Name] part of you and who you are?”
Bra nd Pa rk’ MaCI nnis, 2. “To what extent do you feel that you are personally connected to [Brand
Attachment | Priester, Eisingerich, | Namel?”

& lacobucci (2010)

3. “To what extent are your thoughts and feelings toward [Brand Name] often
automatic, coming to mind seemingly on their own?” and

4. “To what extent do your thoughts and feelings toward [Brand Name] come to
you naturally and instantly?
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Conceptual Framework

Brand Self
/ Connection \
Social Media Brand Brand
marketing activities Engagement Attachment

Results

After data coding and clearing, the reliability and the underlying linear components of the multi-item
scales used in the study were examined. Principal Component Analyses for the scales (Social media
marketing activities, brand self connection, brand engagement, brand attachment) yielded one factor
solutions which respectively explained 30,42%, 63,84%, 70,95% and 82,9% of the total variance; thus,
the items in each scale were averaged to form corresponding indices with high reliability estimates
(respective Cronbach’s a values were 0,760, 0,905, 0,941 and 0,929).

Given the exploratory nature of the study, we were interested in finding out, initially, whether
social media marketing activities were correlated with brand engagement; as expected, a significant
relationship was found (r = 0,415, p (one-tailed) < 0.001). Further, social media marketing activities were
correlated with brand self connection (r =0,443, p (one-tailed) < 0.001) and brand self connection with
brand engagement (r =0,660, p (one-tailed) < 0.001). Moreover, brand engagement self concept was also
correlated with brand attachment (r=0,749, p (one-tailed) < 0.001). In order to test the proposed
mediation model, statistical methods described in Preacher and Hayes (2004, 2008) and a corresponding
SPSS macro file were used. The macro (INDIRECT) estimates the unstandardized coefficients a, b, and ¢

for the following regression equations (Preacher & Hayes, 2004; Preacher, Rucker & Hayes, 2007):
M=a0+aX +r
Y=b0+cX+bM+r

The macro also calculates confidence intervals for the population value of the conditional indirect
effect through bootstrapping. Bootstrapping is a nonparametric method, alternative to normal theory
testing, for assessing the indirect effect of X on Y through M; it has been argued that bootstrapping is
preferable to other methods (cf. Baron & Kenny, 1986) for examining indirect paths (MacKinnon,
Lockwood, Hoffman, West, & Sheets, 2002; Zhao, Lynch & Chen, 2010). As recommended by
Preacher, Rucker & Hayes (2007), 5,000 bootstrap resamples and a bias corrected and accelerated 95%

confidence interval were used.

The results of the analysis are shown in Table 1. As evidenced by the regression coefficients, a
unit increase in social media marketing activities increases brand self connection by a = 0.4140, while if
social media marketing activities is held constant, a unit increase in brand self connection increases brand

engagement by b = 0.4453. Interestingly, the direct effect is also significant, indicating that a unit increase
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in social media marketing activities increases brand engagement by ¢’ =0.1504 even if brand self

connection is held constant.

Hence, H1 is supported whereas H2 gains support only to the extent that brand attachment is a

partial, and not a full, mediator of the effect of emotional value on brand loyalty.

Given that a x b and ¢’ are significant and a x b x ¢’ is positive, complementary mediation is
established in Zhao, Lynch and Chen’s (2010) terms, who argue that in such cases the possibility of an
additional omitted mediator needs to be explored. Nonetheless, as pointed out by Rucker, Preacher,
Tormala and Petty (2011), since the total effect of emotional value on brand loyalty is highly significant
(p < 0.001), it might also be the case that despite the mediator being appropriately measured and the
intervening process being strong, the size of the total effect per se could lead to the observed mediation
pattern.

Table 1. Results of Mediation Analysis — Effect of social media marketing activities on brand engagement through
brand self connection

Results of Mediation Analysis (Summary Table)

Regression Coefficients

Coefficient ~ SE t Significance (2-
tailed)
Social Media Marketing Activities to 0.4140 0.0677  6,1135 0.0000
BRAND SELF CONNECTION (a path)
Direct Effect of BRAND SELF 0.4453 0.00668 6,6683 0.0000
CONNECTION on BRAND
ENGAGEMENT (b path)
Total effect of Social Media Marketing 0.5919 0.0615 9.6183 0.0000
Activities on BRAND ENGAGEMENT (c
path)
Direct effect of Social Media 0.1504 0.0616  2.4428 0.0155
Marketing Activities on BRAND
ENGAGEMENT (¢’ path)
Bootstrapping Results
Mean SE Lower Limit of 95% Upper Limit of 95%
Confidence Interval Confidence Interval
Indirect effect of Social Media 0.2638 0.0525  0.1372 0.3743

Marketing Activities on BRAND
ENGAGEMENT through BRAND SELF
CONNECTION (ab path)

NOTES: Values represent selected output obtained through the Preacher and Hayes (2008) macro. Bias
corrected confidence intervals and unstandardized coefficients are reported. The number of resamples for
bootstrapping is 5000.
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Discussion and Conclusions

The aforedescribed study sheds some light on the outcomes of social marketing activities on the creation
of string brand relationships with the customers, acknowledging the importance of the consumer's self
concept; the results indicate that social media marketing activities can help towards the creation of brand
engagement, which can lead to even stringer brand attachment. Further, the findings show that this effect
is partially due to an increase in brand self connection. From a managerial standpoint, the fact that the
consumers self concept positively related to these activities, showed a positive ground for more customized
activities. The required push is given to brand managers, not only to invest in these activities but also to
better understand their customers self concept for a deeper and more meaningful connection.
Furthermore, engagement alone should not suffice, but a deeper connection such as attachment can and
should be sought for. From a theoretical point of view, this study responds to the need for more empirical
evidence on customer's perception on social media marketing activities and is a step towards

demonstrating the usefulness of the brand attachment construct in the brand literature.

Since brand self connection only partially mediates the effect of the social media marketing
activities on brand engagement, it is important to examine other potential mediators of this relationship;
hence, as a next step, we intend to extend the present study to also assess the impact of these activities on
other relationship constructs, such as brand trust and/ or brand commitment (cf. Esch, Langner, Schmitt
& Geus, 2006; Louis & Lombart, 2010), which could presumably predict a behavioral outcome such as
brand loyalty. Moreover, given the exploratory nature of the reported study, it would be of interest to
explore the existence of possible moderators, such as attachment style (Swaminathan, Stilley & Ahluwalia,
2009), and intrinsic intellectual motivation (Lloyd & Barenblatt, 1984).
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Fashion Bloggers: Virtual Communities with
Passion for Fashion
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Virtual communities are social aggregations that emerge from the Net when
enough people carry on ... public discussions long enough, with sufficient human
feeling, to form webs of personal relationships in cyberspace.

(Rheingold, 1993, p.5)

Introduction

Fashion blogging has become considerably effective over the last years; its followers have grown and its
influence has been strong on fashion world (Bollier and Racine, 2005). The most famous fashion
bloggers, such as Kimberly (Eat.Sleep.Wear blog) and Blair Eadie (Atantic-Pasific blog) are applauded by
fashion designers and invited to fashion shows, having a chance to collaborate with fashion brands
(Okonkwo, 2007; Guzelis, 2010). Fashion magazines like Instyle and Elle give space for fashion spreads
inspired by fashion bloggers since these people have a large audience through repeated displays of good
taste. This audience attracts the attention of the fashion world, providing social and economic resources to
the blogger, augmenting the audience (McQuarrie, Miller& Philip, 2012). Within this perspective, we

examine how fashion bloggers work as a virtual community.

The bloggers behind Blond Salad, What I Wore, and Lauren Conrad have published books on
new fashion trends and beauty tips (http://heartifb.com/members/). Interestingly, they are now not
independent individuals; they became a community. The Independent Fashion Bloggers coalition has
more than 50000 members (http://heartifb.com/about/). They are meeting up in most famous fashion
weeks, launching new topics to fashion arena, such as Fashion, meaning fat people’s fashion
(Fisher&Scaraboto, 2012). The community of fashion bloggers is a rising trend, started in the USA

(Marwick, 2011); however, it is now increasing all over the world. They are a powerful group in the
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marketplace because they are able to influence consumers via word of mouth (Stokberger-Sauer & Hoyer,
2009).

Fashion bloggers can be considered as both producers and consumers of fashion content. They
are consuming by attending in the global flow of consumption by buying goods such as clothes, shoes,
and accessories; and they are producing via writing blog posts, taking photos to contribute fashion as a
concept (Marwick, 2011). Elizabeth Chin (2001) suggests that consumption is not only limited to
buying and selling; it is a larger social process which involves thinking about goods, talking about
purchases, collecting objects, imagining fantasy purchases, and a diverse step of other activities, ideas, and
engagements with objects . Fashion blogging has an impact on both marketing and communication
literature, since the growth and popularity of online social communities has created a new world
(Murray&Waller, 2007) by allowing fashion customers to communicate with each other without any

restrictions of time and place (Brogi et al. 2013).

At our era, there is no restriction of time and place as a result of the advent of social networking
and computer based communications (Kozinets, 1999). 2000’s are the years of virtual communities as
Kozinet argued (1999), and we are all witnessing. Within these communities, members may not only
exchange information; they may also develop friendly relations on the basis of their common interest or
passion like in the fashion bloggers” example. It is due to the fact that the longer people use the Internet
and spend time online, the more likely they compose an online group (Kozinetz, 1999). Additionally, a
consumer connects and interacts with others online; it is prone to become a member of these online
gatherings. In the end, they increasingly turn into social communities (Kozinets and Handelman, 1998;
Kozinetz, 1999).

In this paper, we aim to explain how fashion bloggers construct a virtual and online community;
how they built their imagined community. Our aim is to show how these bloggers can affect the
consumer culture through their online community, and the dynamics behind. What are the underlying
reasons that they come together? How do they consume and affect consumption activities of others? By
answering these questions, we aim to contribute “community” literature in the context of online fashion

blogs.

Literature Review

Community

Lexical meaning of community according to Oxford dictionary is “A group of people living in the same
place or having a particular characteristic in common,” and “the condition of sharing or having certain
interests in common” as a noun. On the other hand, Cohen (1985) uses the word community as more
revealing than its lexical meaning. He mentions that one of the main characteristics of community is “that
the members of a group people have something in common with each other, which distinguishes them in

a significant way from members of other putative groups.”

The concept of community is a core construct in social thought, which has been historically
placed in critiques of modernity (Muniz&O’Guinn, 2001) since modernity is not only challenging the
concept of community but also destroy it ; it makes people more individualistic(Anderson, 2011).When
its intellectual history is analyzed, Ferdinand Tonnie’s (1887) Gemeinschaft and Gesellscaft (i.e:
community and society) differentiate between the customary, familial, emotional rural community and

the mechanical, contractual, individualistic, rational urban society (Muniz&QO’Guinn, 2001). In the 19®
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and the 20™ centuries, many social theorists like Durkeim and Weber showed concerns related to
communities’ condition, market capitalism, and consumer culture. According to Lush (1991), commerce
as a great engine of community and the emerging consumer culture replaced communities because

individual consumer replace the community members.

Although there are many definitions and explanations of community, the sociology literature
show that there are three core markers of community: consciousness of kind, the presence of shared rituals
and traditions, and a sense of moral responsibility (Gusfielf, 1978; Douglas& Isherwood, 1979; Marshall,
1994). The most expansive emphasis about the concept of community is the shared consciousness, rituals
and traditions among community members. Moreover, a sense of belonging is the key concept for
developing community identity and a sense of community. Puddifoot (2003) explains a dimension of
community identity, composed of community members’ perceptions. In the same way, McMillan (1996)
identifies a sense of community with two elements: belonging and acceptance. Belonging and human
collectivity are core concepts for Barrett and Lennard’s (1994) theory of community. On the other hand,
Newbrough and Chavis (1986) indicates “I-You” sense from the side of a personal knowing, whereas
there is strong “we” sense of belonging together. The vague of sense of belonging in community shows
that the meaning and feeling that people create sense of belonging is a crucial aspect to form communities
and identify their communities. It is a shared knowing of belonging (Weber [1922], 1978).

Furthermore, Muniz and O’Guinn (2001) note that communities are no longer restricted by
geography. New technologies pave the way of the notion of community and social consciousness (Carey,
1989; McLuhan, 1964). After the 20* century, the notion of community continued to widen with the
internet and internet base technologies. Wilson (1990) argues that new technologies based on internet
open a new era and unite dispersed individuals with a commonality of purpose and identity. The rise of
modern communication technologies also helps the rise of mass media, which makes contemporary
imagined communities feasible; all communities larger than small villages are, to some extent, sustained

by notions of imagined, understood others (Anderson, 1983).

Fashion Bloggers as a Community

The beginning of the twenty-first century was the turning point for the growth of the fashion
blogs. They have impact both on other consumers and on the fashion retail industry (Evans, 2014). These
blogs are one of several forms of online social communication. Blogs works with a word-of-mouth
approach when communicating with their audience who are at the same time digitally native consumers
(Evans, 2014). Fashion blogs are usually owned by a stylish person who begins sharing his or her interest
through photos or written pieces online. By this way,followers feel connected with the blogger and build a
relationship with her/him (Halvorsen et al, 2013). From the follower perspective, the blogger is seen as a
fashion idol but also as the voice of a friend (Halvorsenet. Al, 2013).This idea is supported by an
international blogger from NewYork, Leandra Medine who stated on her blog “The Man Repeller” in
2010 (Burcz, 2014):

“Reading fashion from a person like your self’s point of view is something really special, and I

think it’s great that fashion blogging is letting everyone feel like an insider.”

Accordingly, fashion bloggers™ followers are increasing day by day. For instance, Blondesalade

blog has now officially 3.3 million followers in her Instagram account.
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As seen in Figure 1.

chiaraferragni

Chiara Ferragni Love fier

hitp:/fwww.theb ondesalad.com

678

Figure 1. https://instagram.com/chiaraferragni.

This is due to the blogosphere in social media: it means fashion blogs have increasingly become a
place in which fashion consumers want inspiration for their styles and purchases (Sedeke& Arora, 2014).
Bloggers have an interactive approach to their followers and other bloggers. It is different from the
mainstream media because it is possible for every individual to contact with kind of celebrities (bloggers)
about current trends and attitudes. According to Kaye (2005), there are three motivations for using blogs
which are: community, convince, and information seeking. Blogs are created with a sense of community
among readers (Frauenfelder& Kelly, 2000). As seen in Figure 2, fashion bloggers also have a good

reputation; for example, being offered front row seats in many fashion shows (Wilson, 2009).
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The sense of community motivates fashion bloggers to write blogs through communications with
like-minded people in the blogosphere (Levy, 2002). According to Palin Ningthoujam, one of the
bloggers, (2007), blogging can be a lonely business, for that reason bloggers should come together in
communities for bloggers to join. The biggest fashion bloggers community is known as Independent
Fashion Bloggers with 55743 members (http://heartifb.com/members/). The website state that
“Independent Fashion Bloggers cultivates a community for fashion bloggers to share their experiences and
create a resource so everyone can built a better blog. We do this by posting helpful articles, host a
community linking group, forums and our newest feature, Little Birdy, a platform to connect bloggers
and PR in a safe a mutually beneficial way” (http://heartifb.com/members/). It would help to create a
community of shared knowledge, and create the way through which fashion bloggers all have a better
blogging experience. As a result, it can be said that blogging is not only autonomous acts of the blogger
but also series of interactions with audiences or community as a collaborative act (Robinson 2007;
Schmidt 2007; Kozinets et al. 2010).

Virtual Communities of Fashion Blogging

Considering the nature of virtual communities, CMC (computer mediated communications)
should be briefly discussed because it is the most recent communication technology development within
the postindustrial era (Fernback& Thompson, 1995). Constituted of different systems like electronic
mail, bulletin board systems, and real-time chat services, CMC is considered as both an interpersonal,
one-to-one medium of communication and a one-to-many, or even many-to-many form of mass
communication (Fernback& Thompson, 1995). With a huge base of CMC users worldwide, computer-
mediated communications affect the nature of social life in terms of both interpersonal relationships and
the character of community (Calem, 1992). The concept of "Virtual" community surrounds the
economic, political, social, and cultural dimensions of community (Van Vliet and Burgers, 1987).
Community within cyberspace emphasizes a community of intereststhat can lead to a communal spirit

and apparent social bonding.

From the view of CMC, the key elements of a virtual community are shared resources, common
values, and reciprocal behavior (Hummel&Lehner, 2002). Whittaker et al. (1997,p.597) state that
“members have a shared goal, interest, need, engage in repeated, active participation , have access to shared
resources, reciprocity of information, shared context of social conventions”. Preece (2000, p.243) broadened
this view to involve the necessity of common rules“ an online community consists of People, who want ro
interact socially, a shared purpose that provides a reason for the community, policies that guide people’s

interactions (and) computer systems, to support and mediate social interaction” .

After CMC, the fast advent of internet usage and web technologies such as Web 2.0 has created
online media that turn the former mass information consumers to the present information producers
(Brogi et al., 2013). Examples could be blogs, wikis, social annotation and tagging, media sharing, and
other such services. These web technologies enable users to communicate and collaborate with each other
as creators of user-generated content in a virtual community (Adebanjo, 2010; Capece, 2013). Moreover,
with the rise of mass media and internet usage, community is expanded and reproduced very efficiently.
This notion allows community members to have a well-developed sense of vast unmet fellow community
members, to imagine them. Bender (1978) defined community as: “a network of social relations marked
by mutuality and emotional bonds.” This conceptualization is consistent with a social network analytic

perspective of community, which stresses the functioning of primary ties over notions of local solidarity as
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Granovetter 1973; Oliver 1988; Wellman 1979; Wellman and Wortley 1990 emphasize in their works.
This approach has also been referred to as a community-liberated perspective, with community being
liberated from geography (Wellman, 1979), as a result of the presence of inexpensive and accessible

communication.

The turn regarding the concept of virtual community is when Howard Rheingold talked the
zeitgeist of the emerging Internet with his book (1993) as Virtual Communities: Homesteading on the
Electronic Frontier (Park, 2011). Actually before him, Licklider& Taylor (1968) stated that the image of
online settings as communities can betraced to the Internet’s founding documents. However, Rheingold’s
characterization obtained the imagination just as Internet use began to enter the mainstream of public
consciousness. The community as a metaphor was really successful that it effectively excluded alternative
metaphors of the day such as “information superhighway” (Park, 2011). Moreover, the community

metaphor continues to affect the way we think about the social Internet and communities.

In consumer behavior literature, research contains the intentions of community with unique
social and interpersonal dynamics that Cova (1997) stated as “tribes”. One step further, tribes are online
now with Rheingold’s virtual communities as Kozinets (1999) explained in his work. Virtual community
is defined clearly by him as “affiliative groups whose online interactions are based upon a shared
enthusiasm for, and knowledge of, a specific consumption activity or related group of activities (Kozinetz,

1991,p.3).”

Today, blogging is becoming a popular means for mass Web users to form their special virtual
communities (Wu S. C., 2010). The fundamental characteristic of these virtual communities resides in
the ability of their members to communicate with each other, exchanging information (on the trends in
fashion bloggers case) or simply expressing their passion for ideas (McAlexander, Shouten& Koenig,
2002). Thus, virtual communities support the social environment for transactions and community
members provide to creating value online by forming virtual environment (Hagel&Bughin, 2001). In
time, a number of communities have arisen, and they differentiated themselves by the actors, their roles,
and their social environment (Hummel&Lechner, 2002). The trigger factor for the birth of bloggers as
virtual communities is the social media, which allows consumers to both search for opinions on products
during the pre-purchase information search phase and to share post-purchase experiences and attitudes
(Mangold&Faulds, 2009). Virtual communities are regardedmore influential than traditional reference

groups because people/consumers join these groups for their common interests (de Valck et al., 2009).

In order to define them as a virtual community, blog concept should also be mentioned. Blogs or
weblogs can be defined as “web-pages with frequently updated posts that are arranged so the newest
material is at the top of the page...they provide a mechanism for personal publishing, encouraging the
expression of thoughts, feelings, and commentary” (Trammell &Keshelashvili, 2005, p.970). Therefore,
blogs are a kind of user generated content because they are composed of content that has been prepared
by an individual (Cheong & Morrison, 2008). Kent (2008) identifies three strong qualifications of blogs.
The first one is their ability to connect people with similar interests over the Internet. Secondly, blog
readers can connect with the blogger and other blog readers; this is indicating the interactive element of
blogs (Kent, 2008). The last one is that the bloggers are like opinion leaders; they have strong voice
because they have the power to influence followers (Kent, 2008). In reality, many contemporary
communities are imagined (Anderson, 1983; Gellner, 1983) as in the case of fashion bloggers. Their

characteristics are suited with Anderson’s (1983) suggestion about communities: All communities larger
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than small villages are, to some extent, sustained by notions of imagined, understood others
(Muniz&O’Guinn, 2001). Community members also emphasize some type of consumption as cloth,

fashion ideas, or lived experiences as Celsi, Rose, and Leigh (1993) noted skydivers.

Fashion bloggers have similar characteristic of virtual communities, because they show growing
influence and range of social activities consumption and their activities may help researchers to contribute
community literature. Literature on news blogs (McIntosh, 2005; Banning &Sweetser, 2007) and blogs in
general exists (Kent, 2008; Haung, Chou & Lin, 2008), but there is still gap to our knowledge regarding
fashion blogs. As we stated earlier, our aim is to understand how virtual communities of fashion bloggers

work and their effects on consumption activities of followers.

Methodology

Community studies are important for the consumer research field. Regarding all behavioral sciences, such
as sociology, psychology, anthropology, and so on, it is accepted that qualitative research methods are
stronger to explain the reasons behind human behavior (Carson et al., 2001), which are usually hidden in
human’s mind. With the help of qualitative research, researchers have a chance to access reasons behind
human action. As Silverman (2008) argues, the research technique should be chosen according to the
research question, which in this case, the qualitative research methods were used in order to explain the

community feeling and behind the behaviors of fashion bloggers.

We used netnography to study blogging, observing how these ongoing ‘bloggers ‘community’
come into being. There are many different methods for studying consumers’ interactions such as surveys,
focus groups and so on. However, netnography is different from all these methods because it focuses on
cultural insides (Kozinetz, 2010). In netnography, online interactions are regarded as cultural reflections,
which involve deep human understanding Kozinetz, 2010). In similar vein with ethnography;
netnography is naturalistic, immersive, descriptive, multi-method, adaptable, and focused on context
(Kozinetz, 2010).

The new world is coming through online world, and this world gives us unlimited access to data.
For the researchers, it is a new way to collect data and get the information. Kozinetz explains this process
in his 2010 paper. He gives examples from his research period in 2000s when the Internet was not that
mature. He state “Beginning my research career with this amazing new tool, I became convinced that
online communities had momentous implications for marketing. I believed that the Internet’s ability to
connect consumer to one another would change the marketing world forever (Kozinetz, 2010,p.3)”. This
statement triggered the idea to use netnography in our research. According to Kozinetz (2010),
netnography is a good way to adapt ethnography to the complexities of our contemporary, technologically

mediated social world.

With the help these methods, we gathered information about fashion bloggers in Turkey and
abroad from the Internet. Before conducting netnography, we draw a set of pre-planned themes, which
contained keywords and questions about fashion bloggers content, followers, and comments as well as
various feelings related to these areas. The idea behind was to allow systematic structure across fashion
blogs and bloggers as an imagined community in the Internet. We set out to understand the broader
context around which fashion bloggers work. At the very beginning, we planned to observe as careful as
an array of blogs showing virtual community qualifications. By this way, we aimed to achieve a rich

understanding of the topic under investigation. We initially observed and followed nearly 50 fashion
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blogs in detail, regarding the recommendations of Kozinets about netnography (2006, 2010). We
followed the online interactions of bloggers and their audiences in the fashion bloggers by observing,

reading, and archiving selected posts and comments published in various blogs.

In April 2013, Tumblr.com estimated that there are over 101.7 million blogs with 44 million
blogs posts worldwide (http://snitchim.com/how-many-blogs-are-there/). It is increasing everyday with
their followers’ interests. We choose the fashion blogs that were most fruitful blogs with their posts, their
followers and comments of their followers. At the very beginning, we started to follow fashions blogs in
general. Then, we took a specific way. The online ranking materials about fashion blogs were studied. For
example, Vogue Top 100 Fashion bloggers, Glamour Top 15 Fashion Bloggers, Independent Fashion
Bloggers, and Teen Vogue were the main sources that we chose to follow. The first cut left us with 30
fashion blogs that were stated most often in the sources as stated above (Vogue, Glamour, and Teen
Vogue). We looked for fashion blogs, which have a sizeable followers and are top ranked in several sources
like fashion online magazines and in Independent Fashion Bloggers website. Additionally, posting
frequency was considered because some of selected bloggers were posting everyday providing rich data for

our research.

Fashion Blog Followers* Post
The Blond Salad 34m 11450
Kayture 1.4m 6485
Atlantic Pacific 573k 1865
Karla’s Closet 87.5k 466
Nunu’s Closet 14.1k 1814
Stilettomeetsespresso 13.2k 485
Jadorefashion 131k 4815
Eatsleepwear 160k 8021
Seemsforadesire 193k 1624
Styleandglaze 105k 7572

*Number of followers are taken from each blogs’ accounts on 15.03.2015

We eliminated the fashion blogs with fewer followers. We also followed these bloggers’ Instagram
account and considered the relationship between the chosen fashion bloggers due to our research question
regarding fashion bloggers’ community. We also eliminated fashions blogs according to men’s blog or
women’s blog, since men’s and women’s blog are different from each other’s regarding the content of the

fashion blogs. At the end of the elimination, there werel0 fashion blogs left in the final sample.

According to our method, netnography, we conducted analysis with the visual and verbal text in

the fashion blogs and followers’ comments. We followed and scan their online space and tried to observe
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the relevant data. We took relevant notes, screenshot the visuals, and archived all relevant information. It
was textual and visual analysis; we treated these blogs’ post as primary sources; so we examined their
development over time. We tried to answer questions such as; how and how often did the bloggers come
together? Which events did they select? How did their followers comment on their posts? What was the
content and style of the photographs?

Fashion blogs are different from many other blogs because of the frequency of the pictures
posted, the centrality of these pictures, and comments on these pictures. Each blog were studied until we
felt that we have a good understanding on these blogs and bloggers. We usually studied 20-40 current
posts, because fashion bloggers are posting everyday and we want to take the most updated info. Post were
analyzed with the question of how often the blogger came together with other bloggers and share the
activity in her blog page. Moreover, we also analyzed 20-200 comments attached to these current posts.

The comments were explored whether blogger has an effect on consumption activities.

When we analyzed the d