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ABSTRACT

The purpose of this research was to examine the mediating effect of corporate communication on
image of organization and reputation of organization using MTN as the case study. Primary data
was collected from customers of MTN at five (5) different sales centre of the network through a
survey of one hundred (100) questionnaires. The research adopted a quantitative research method
in conducting the study; a five-point likert scale questionnaire was developed to collect data for
the study using simple random sampling method. A Statistical Package for Social Studies (SPSS)
software was used for easy and accurate computation of quantitative survey results and a
multiple regression analysis was tested to know the extent to which the independent variable
(corporate communication) accounted for a variation in the dependent variables (image of
organization and reputation of organization). At the end of the analysis, the resuts from the data
showed a positive level of correlation of the variables that were tested. It was found out that the
results from the analysis support the hypothesis that was put forward for testing, it was also
found out that corporate communication is the best predictor of reputation of organization and
corporate communication is directly linked to reputation of organization and all the variables

entered for reputation are interdependent as shown in the results from the analysis.

Xi



CHAPTER 1

INTRODUCTION

1.0 Background of the Study

Organizations are networks of people who communicate with each other. In all organizations,
communications flow vertically and horizontally, internally and externally, formally and
informally, linking employees internally to each other, to various layers of management, and
to the many external resource-holders of the organization. Not all of the communications in

an organization are work related, nor are they necessarily relevant to fulfilling organizational
objectives. All communications, however, influence to some extent the perceptions of

participants and observers about the organization and its activities, and so affect the

organization’s image, brand, and reputation.

As the term Public Relations (PR) becomes synonymous with notions of “spin’, propaganda,
and corporate lying, some practitioners (and academics) have aligned themselves to labels
that differentiate them from the ‘press agentry’ Grunig and Hunt (1984) antics and signify a
more strategic approach to PR. Thus, strategic practitioners use term such as reputation and
relationship management, stakeholder communications and corporate communication do
disassociate themselves from spin doctors. Reflecting this is the view that there is ‘no

theoretical difference between “‘corporate communication” and “public relations” Steyn
(2003).
The converse is also true, and other communicators stand steadfastly by the term public

relations and refuse to give houseroom to alternatives such as corporate communication. The

ication’ ven merit inclusion in the index of any of the
term ‘corporate communication’ do not € y
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Excellent books (Ehling at al., 1992; Dozier et al., 1995 and Grunig et al., 2002) for example,
yet there is such a clear correlation between Grunig’s concept of ‘excellent’ PR and the

concept of corporate communication (Grunig et al., 2002) that the term could be used

interchangeably.

The Corporate image is a dynamic and profound affirmation of the nature, culture and
structure of an organization. This applies equally to corporations, businesses, government
entities, and non-profit organizations. The corporate image communicates the organization’s

mission, the professionalism of its leadership, the calibre of its employees and its roles within

the marketing environment or political landscape.

Every organization has a corporate image, whether it wants one or not. When properly
designed and managed, the corporate image will accurately reflect the level of the
organization’s commitment to quality, excellence and relationships with its various

constituents 6 including current and potential customers, employees and future staff,

competitors, partners, governing bodies, and the general public at large. As a result, the

corporate image is a critical concern for every organization, one deserving the same attention

and commitment by senior management as any other vital issue.

Historically, thinking and writing about the subject of corporate image has come from the

area of graphic design, with most attention given to name selection, typography, logo design

and usage rules, colour palettes, uniforms, and marketing collateral. This approach no longer

suits the global, dynamic, cross-border and cross-cultural world in which a growing number

of today’s businesses and organizations operate. What is needed, instead, is a practice called

Corporate Image Management. This is a holistic management discipline designed to prepare

organizations to compete for resources, partners, customers and market share well into the

early years of the 21st Century.



Corporate image is founded upon modern cooperate identity practices and the marketing
premise that everything an organization does, and does not do, affects the perception of that
organization and its performance, products, and services. These perceptions affect its ability

to recruit the financial resources, people and partnerships it needs to attain its goals and

objectives.

This approach evaluates corporate image from marketing, rather than a graphic design,
perspective. The premise has two predominant concerns for companies entering the 21st
Century:

e an understanding that the corporate image is a major strategic concern that can have a
direct impact on the level of success the organization achieves through its other

marketing and management efforts, and

e an understanding that a coherent corporate image needs to be integrated into the
organization at all levels.

Looked at from a marketing perspective, corporate image management becomes an on-going,

synergistic management tool, rather than a one-time "corporate image exercise" as currently

practiced by most organizations and almost all corporate identity and branding consultants.

Corporate image management, therefore, becomes a comprehensive and all-embracing
process that internalises a new skill set for managing relationships between constituents at all

levels in the organization. Its goal is to enable sustainable relationship advantages to be
developed with key audiences.

Since the process of corporate image management is on-going, these relationship

management skills are applied to all current, prospective and future relationships. It applies

equally to commercial, non-profit and government organizations.



By incorporating a post-graphic design management process into the practice of corporate
image management, today’s organizational leaders can develop an integrated approach to
managing all verbal, visual and environmental elements and media used in communicating

the organization’s identity to each of the organization’s constituents.

Corporate image management focuses on the very heart and soul of the organization, even to
the extent of evaluating why the organization exists and determining the organization’s key

purposes. It represents one of the highest levels of functional control of the organization.

Perhaps more importantly, its value as a management tool is greater because it provides a

mechanism for the organization to:

o differentiate itself from competition,

e to create recognized added- value to the products and services marketed or delivered

by the organization, and

e to attract and maintain customer relationships in order to prosper in an increasingly

competitive and constantly changing global marketplace.

Corporate image management, therefore, also represents the highest level of brand

personality and characteristics that can be created and communicated to customers and

marketing partners. From both a marketing and management perspective, corporate image

management needs to be integrated into the organization’s development at all levels, starting
from the top.

The Corporate image comprises all the visual, verbal and behavioural elements that make up

the organization. In many respects, the corporate image should be a dynamic actualization of

the Chief Executive Officer’s vision, integrated with the corporation’s mission and strategic

plan. It should be thoroughly planned and constantly managed in order to support and sustain



the corporation’s mission. If managed effectively, it should protect the organization against

competition from new competitors or from current competitors offering new products and

services. Unfortunately, this is usually not the case.

The corporate image combines the organization’s self-perceptions with those of its
constituents. It is the raison d’étre of the corporate body and gives direction and meaning to
the whole enterprise. Thus, management of the corporate image should be a primary concern

of the Board of Directors, the Chief Executive Officer and the senior management working in

conjunction. Again, unfortunately, this is usually not the case.

A strong corporate image is obviously better than a weak image, but most important of all,
from a marketing perspective, is the need to communicate and to deliver through action a
clear. concise and consistent image to all target audiences. Having a coherent corporate

image can make a significant competitive difference in marketing results, recruitment

expenses, staff morale, and employee turnover.

The corporate identity is the visual representation of the company and should not be confused

with the corporate image. This visual representation usually takes the form of a corporate

signature and a corporate symbol or logo. These distinguish graphically the corporation from

its competitors, and positions the enterprise visually in the global marketplace through a

consistent use of typeface, colour palette and logo identifier.

1.1 Statement of the Problem

Corporate communication plays a major role in creating and maintaining the business image

of any corporate entity. It is an effective strategy to communicate the brand value and

reputation to its customers, stakeholders and the target audience. There are many processes of



corporate communication with which one can create the desired business impact. Many

reasons mark the importance of corporate communication in today’s business world.

There is a gap in the conceptualization of the use of corporate communication, image and
reputation; this is evident in the definition of the variables. While some definitions overlap
with others and some are almost apart. In the literature, the gap between the variables wasn’t
clearly drawn and that is the purpose for this research. It is to establish the correlation
between the variables (corporate communication, image of organization and reputation of.

organization) and how organizations can use these variables to their advantage.

The reviews of these theoretical perspectives encouraged the development and
conceptualisation of a research problem highlighting the gap in literature together with the
core question i.e. how do firms use their communication to develop a strong image to

enhance their reputation. The development of this question sets the tone for this research

1.2 Research Question
This study will seek to answer the following questions:

i, What is the impact of corporate communication on image of organization?

ii.  What is the essence of corporate communication and it relevance to image and

reputation?



1.3 Research Hypotheses
The following hypotheses have been formulated for testing:

i. A comprehensive corporate communication is positively linked to image of
organization.
ii.  Image of organization is causally linked toreputation of organization.

iii.  Corporate communication is positively linked with reputation of organization.

1.4  Objectives of the Study

Research often conducted with some objective in mind to be achieved by the researcher, it
gives a clear picture for which the research is being conducted. This paper intends to explore

the relationship/connection between corporate communication, image or organization and

reputation of organization.

i.  General Objective

The main objective of this research is to determine the mediating effect of corporate

communication on image of organization and reputationof organization.

ii. Specific Objective
It is to examine how:

a. Corporate communication can possitively influence image of organization.

b. Image of organization is causally linked with reputation of organization.



1.5

Significance of the Study

The study will:

ii.

il.

iv.

1.6

iii.

Aid professionals and organizations to effectively communicate to its internal and

external stakeholders and publics.

The study will also try and identify some of the major challenges in communicating to

the organization’s stakeholders.

The study will depict the credibility of a good corporate communication as an aid in

building image and reputation.

Finally, the study will add to fill the current gap in literature on the relevance of

corporate communication leading to image and reputation building and also as a base

for further studies.

Definition of Terms

Corporate Communication: is a management function that offers a framework for
the effective coordination of all internal and external communication with the
overall purpose of establishing and maintaining favourable reputations with
stakeholder groups upon which the organization is dependent.

Corporate Image: as ‘the picture that an audience has of an organization through
the accumulation of all received messages’.

Corporate Reputation: as the ‘estimation of the consistency over time of an

attribute of an entity based on its willingness to perform an activity repeatedly in a

similar fashion’.



1.7 Scope and Limitations of the Study

This research will adopt a case study approach. The results from this study however will not
be generalized to cover other firms. It is important at this juncture to state that this study will
only consider inputs of customers as the sole respondent required for this study.

Furthermore, for the sake of the time for presentation and yet the desire for credible
data/information for the analysis, the study will be limited to customers of Scancom Ghana
Limited - MTN, one of the leading corporations in the country. Customers of MTN will be

made to answer questionnaires and respond to interviews conducted to elicit data and

information concerning the subject matter.

1.8  Organization of the Study

The study is organized into six major chapters as follows:

Chapter one covers the background and introduction to the study, the statement of the
problem, research question, research hypothesis, the objectives of the study, the

significance of the study, definitions of terms, scope and limitations as well as the

organization of the study.

ii.  Chapter two also covers the review of related literature on the subject.

iii.  Chapter three covers the methodology of the study, including the procedure of data
collection, research design and framework for data collection instruments.

iv.  Chapter five covers presentation and analysis of data.

v.  Chapter six consists of the summary of the major findings, discussion, conclusions

drawn from the findings and recommendations.



LITERATURE REVIEW

CHAPTER TWO

2.0 Introduction

There is a widespread belief in the management world that in today’s society the future of
any company critically depends on how it is viewed by key stakeholders, such as
shareholders and investors, customers and consumers, employees, and members of the
community in which the company operates. Globalization, corporate crises and the recent
financial crisis have further strengthened this belief. Chief executive officers and senior
executives of many large organizations and multinationals nowadays consider protecting their
company’s reputation to be ‘critical’ and view it as one of their most important strategic

objectives. This objective of building, maintaining and protecting the company’s reputation is

actually the core task of corporate communication practitioners.

However, despite the importance attributed to a company’s reputation, the role and
contribution of corporate communication is, in many companies, still far from being fully
understood. In such companies, communication practitioners feel undervalued, their strategic
input into decision-making is compromised and senior managers and chief executive officers
feel powerless because they simply do not understand the events that are taking place in the
company’s environment and how these events can affect the company’s operations and profit.
There is therefore a lot to gain when communication practitioners and senior managers are

able to recognize and diagnose communication-related management problems and understand

appropriate strategies and courses of action for dealing with these.

10



Such an understanding is not only essential to the effective functioning of corporate
communication, but it is also empowering, It allows communication practitioners and
managers to understand and take charge of events that fall within the remit of corporate
communication; to determine which events are outside their control, and to identify

opportunities for communicating and engaging with stakeholders of the organization.

2.1 Historical Background

Communication management — any type of communication activity undertaken by an
organization to inform, persuade or otherwise relate to individuals and groups in its outside
environment is, from a historical perspective, not new. But the modernization of society, first

through farming and trade, and later through industrialization, created ever more complex

organizations with more complicated communication needs.

The large industrial corporations that emerged during the Industrial Revolution in the
nineteenth century in the UK, in the USA and later on in the rest of the Western world
required, in contrast to what had gone before, professional communication officers and a
more organized form of handling publicity and promotions. These large and complex
industrial firms sought the continued support of government, customers and the general

public, which required them to invest in public relations and advertising campaigns.

In those early years and right up until the 1900s, industrial corporations hired publicists, press
agents, promoters and propagandists for their communication campaigns. These individuals
often played on the gullibility of the general public in its longing to be entertained, whether
they were being deceived or not, and many advertisements and press releases in those days

were in fact exaggerated to the point where they were outright lies. While such tactics can

11



perhaps now be denounced from an ethical standpoint, this ‘publicity-seeking’ approach to
the general public was taken at that time simply because organizations and their press agents
could get away with it. At the turn of the nineteenth century, industrial magnates and large
organizations in the Western world were answerable to no one and were largely immune to
pressure from government or public opinion. This situation is aptly illustrated by a comment
made at the time by William Henry Vanderbilt, head of the New York Central Railroad,
when asked about the public rampage and uproar that his company’s railroad extensions

would cause. ‘The public be damned,” he simply responded.

The age of unchecked industrial growth soon ended, however, and industrial organizations in
the Western world faced new challenges to their established ways of doing business. The
twentieth century began with a cry from ‘muckrakers’: investigative journalists who exposed
scandals associated with power, capitalism and government corruption and raised public
awareness of the unethical and sometimes harmful practices of business. To respond to these
‘muckrakers’, many large organizations hired writers and former journalists to be
spokespeople for the organization and to disseminate general information to these
‘muckraking’ groups and the public at large so as to gain public approval for their decisions
and behaviour. At the same time, while demand still outweighed production, the growth of

many markets stabilized and even declined, which led organizations to hire advertising agents

to promote their products with existing and prospective customers in an effort to consolidate

their overall sales.
In the following decade (1920-1930) economic reform in the USA and the UK and

intensified public scepticism towards big business made it clear to organizations that these
i

ed on a more continuous basis, and should

writers, publicists and advertising agents were need

t iust be hired ‘on and off * as press agents had been in the past. These practitioners were
not jus

12



therefore brought ‘in-house’ and communication activities to both the general public and the
markets served by the organization became more systematic and skilled. This development
effectively brought the first professional expertise to the area of communication within
organizations and planted the seeds for the two professional disciplines that defined for the

majority of the twentieth century how communication would be approached by organizations:

marketing and public relations.

Both marketing and public relations emerged as separate ‘external’ communication
disciplines when industrial organizations realized that in order to prosper they needed to
concern themselves with issues of public concem (i.e., public relations) as well as with ways
of effectively bringing products to markets (i.e., marketing). Both the marketing and public
relations disciplines have since those early days gone through considerable professional
development, yet largely in their own separate ways. Since the 1980s, however, organizations
have increasingly started to bring these two disciplines together again under the umbrella of a
new management function that we now know as corporate communication. This trend
towards ‘integrating’ marketing and public relations was noted by many in the field,
including Philip Kotler, one of the most influential marketing figures of modern times. Kotler

commented in the early 1990s, ‘there is a genuine need to develop a new paradigm in which

these two subcultures (marketing and public relations) work most effectively in the best

interest of the organization and the public’s it serves .

In 1978, Kotler, together with William Mindak, had already highlighted the different ways of

looking at the relationship between marketing and public relations. In their article, they had

public relations as distinct disciplines had

emphasized that the view of marketing and

characterized much of the twentieth century, but they predicted that a view of an integrated

13



paradigm would dominate the 1980s and beyond as ‘new patterns of operation and

interrelation can be expected to appear in these (marketing and public relations) functions’.

2.2 Theoretical Framework

The theoretical framework provides a synthesis of the literature to determine the
interrelationships between an organization’s desired image and its perceived image. It also

provides a conceptual framework for the measurement of corporate image and reputation.

2.3 Self-Image, Projected Image and Perceived Image

Integral to the concept of corporate image is the concept of Self Image, Projected image, and
Perceived image (Christie 2002). An organization’s self-image relates to the perceptions held

by the internal audiences (employees) of the organizations whilst the projected image relate

to how the organization presents itself or the type of image it presents to its external

constituencies. On the other hand, perceived image relates to how the external audiences

actually perceive the organization.

Christie (2002) argues that an organization needs to understand the interrelationship between

its self-image, perceived image and projected image in order to effectively manage its

corporate image. Therefore, organizations need to consistently examine their image to

determine if there is any divergence between how they want to be perceived (by both internal

and external constituencies), and how it is actually perceived in order for it to implement

corrective measures.

14



Based on the above illustration, when there is a convergence between an organization’s

projected image and its perceived image, the organization will be deemed to have achieved

its desired image.

24  Scope and Definitions of Corporate Communication

Perhaps the best way to define corporate communication is to look at the way in which the
function has developed in companies. Until thel970s, practitioners had used the term ‘public
relations’ to describe communication with stakeholders. This ‘public relations’ function
which was tactical in most companies largely consisted of communication with the press.
When other stakeholders, internal and external to the company, started to demand more
information from the company, practitioners subsequently started to look at communication
as being more than just ‘public relations’. This is when the roots of the new corporate

communication function started to take hold. This new function came to incorporate a whole

range of specialized disciplines, including corporate design, corporate advertising, internal

communication to employees, issues and crisis management, media relations, investor

relations, change communication and public affairs. An important characteristic of the new
k]

function is that it focuses on the organization as a whole and on the important task of how an
o ization presents itself to all its key stakeholders, both internal and external (Van Riel
rganizati

1995).

i d ¢ rate’ in corporate communication. The
i v i - in the word ‘corpo
This broad focus is also reflected
. . in which corporate communication emerged as a
¥ { usiness setting1
word of course refers to the b

s such as human resources and finance). There is

i function
separate function (alongside other functi
1 rtant second sense with which the word is being used. ‘Corporate’ originally
also an importan
ds for ‘body’ (corpus) and for ‘forming into a body’ (corporare),
tin words
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which emphasize a unified way of looking at ‘internal and external’ communication,
disciplines (Van Riel 1995). That is, instead of looking at specialized disciplines or
stakeholder groups separately, the corporate communication function starts from the

perspective of the ‘bodily’ organization as a whole when communicating with internal and

external stakeholders.

Corporate communication, in other words, can be characterized as a management function
that is responsible for overseeing and coordinating the work done by communication
practitioners in different specialist disciplines, such as media relations, public affairs and
internal communication. Van Riel (1995) defines corporate communication as ‘an instrument
of management by means of which all consciously used forms of internal and external
communication are harmonized as effectively and efficiently as possible’, with the overall
objective of creating ‘a favourable basis for relationships with groups upon which the
company is dependent. Defined in this way, corporate communication obviously involves a

i ial’ activiti i inating an ing
whole range of ‘managerial’ activities, such as planning, coord g and counselling the

chief executive officers and senior managers in the organization as well as ‘tactical’ skills

involved in producing and disseminating messages to relevant stakeholder groups. Overall, if

a definition of corporate communication is required, these characteristics can provide a basis

for one:

C te communication is a management function that offers a framework for the effective
orporate ¢

coordination of all internal and external communication with the overall purpose of
ordin

establishing and maintaining favourable reputations with stakeholder groups upon which the

organization is dependent.

isti ication is that it is likely to be
d teristics of corporate communica
One consequence of these charac
(Van Riel 1995) This is especially so in organizations with a wide
ure (Va .

complex in nat
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geographical range, such as multinational corporations, or with a wide range of products or
services, where the coordination of communication is often a balancing act between corporate
headquarters and the various divisions and business units involved. However, there are other
significant challenges in developing effective corporate communication strategies and
programmes. Corporate communication demands an integrated approach to managing
communication. Unlike a specialist frame of reference, corporate communication transcends
the specialties of individual communication practitioners (e.g., branding, media relations,
investor relations, public affairs, internal communication, etc.) and crosses these specialist
boundaries to harness the strategic interests of the organization at large. Richard Edelman,
chief executive officer of Edelman, the world’s largest independent PR agency, highlights the
strategic role of corporate communication as follows: ‘we used to be the tail on the dog, but
now communication is the organizing principle behind many business decisions’ (Edelman,
2010: 5). The general idea is that the sustainability and success of a company depends on

how it is viewed by key stakeholders, and communication is a critical part of building,

maintaining and protecting such reputations (Van Riel 1995).

2.5  Reviews on Image of Organization

In an attempt to create an atmosphere to foster customer confidence and loyalty in the sector,

organizations are recently capitalizing on distinct corporate branding approaches which on

the whole, are linked to their vision and mission. As stipulated by Abratt and Mofokeng
(2001), vision and mission guide any organization in its daily interaction with external actors.
2001), visio

Strategies that make provision for quality relations with its external audiences are the very
rategies tha .

key principles that will logically be reflected in the corporate image.
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Corporate image has become a prominent paradigm and has begun to be linked to strategic
management decisions of organizations. The concept is based on the recognition that clients
buy brand products not because of their inherent qualities but also because of a bias, a
disposition towards the providers. Bayton (1959), points out that people tend to “humanize”
companies, attribute personality characteristics to them, see them much as they do to humans
in terms of being “mature,” “liberal,” “friendly,” and such other related attributes
Maintaining or expanding market share, keeping customers and business relations loyal, pre-
empting competitive moves, and maintaining a profitable position will depend on

differentiation and a unique positioning in the minds of corporate audiences (Van Heerde
n

and Puth 1995).

Sunter (1993) indicates that the only way consumers will be able to differentiate betw
een

institutions in future is through image and brands. The importance of having a well-defined

identity is therefore of major relevance for service providers. Thus, Gronroos (1984) argues

that image is of utmost importance to service firms and is to a great extent determined by

customers’ assessment of the services they receive.

Corporate image, the collective opinion of an organization held by its stakeholders has been

identified as a construct of growing importance (Kitchen and Laurence 2003; MacMillan et

al, 2002). Among other factors, reputation has been identified as playing a significant role in

improving firm’s value Fombrun and Shanley (1990), Gregory (1991), enhancing consumer

perceptions of product quality-
ounded by Roberts and Dowling (2002), cited by Fombrun and Shanley

As empirically exp
nd Smith (1997) McGuire et al. (1990), and

et al. (1993), Landon a

(1990), Herremans
arch is directed towards measurement against

ost corporate 1mage rese

Podolny (1993), m
d sustainability indicators. However, the growing

corporate benefits and other performance an
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busine ; . ..
ss complexity and trends in competition in the Ghanaian service providing indust
industry

n i . )
ecessitate that businesses take a different look at the view they hold about itself and th
nd those

held by it publics.

Bromley (2001) touches upon an issue that needs to be resolved before consensus can b
n be

reached on a definition of corporate image: those attributes and elements that form th
e
corporate image construct need to be identified and agreed.

A recent definiti ; :
1t definition of corporate image focuses on the outside world's overall impression of

the company including the views of customers, shareholders, the media, and the general

publics (Hatch and Schultz, 2003). It has been suggested Fombrun and Shanley (1990) that

various i : : . . s .
s informational signals emanate from organizations: information about firms* structural

positions within organizational fields, specifically using market and accounting signals
indicating performance, institutional signals indicating conformity to social norms: strategy
signals indicating strategic POStIE> What are those forms of communications and symbolism
(Gotsi and Wilson, 2001) that provide information 200ut the fims actions andor 2
s? Many researchers have suggested that they

Comparison with the actions of leading rival

constitute corporate image-

While a vital role in the corporate reputation construct is played by the concept of corporate

1991), there is no agreement o1 its meaning for stakeholders or on

image (Barich and Kotler;
feelings and attitudes toward a company

e defined. If evaluations,

how the concept should P
ompany image, are these evaluations, feelings

ceptualization of ¢

are incorporated into @ €ON
ong internal stakeholders as well as external stakeholders? If

and attitudes experienced am
elationship to corporate identity? Furthermore

what 18 their r

they are experienced internally,
Confusion is incr eased by consideration of the relationship between reputation and image, and
ner

d inside OF outside an organization. It has been suggested that

Whether these are experience
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reputation and image are experienced within an organization and are responses by members

of organisations to outside perceptions (Whetton, 1997).

There is a lack of agreement about the relationship of corporate image to corporate identity
and to corporate reputation. In a special Corporate Identity issue of Corporate
Communications published in 1999, Stuart (1999) suggests that what Abratt called his model
of the corporate image management process, which shows corporate image progressing from
corporate identity, which in turn progresses from corporate personality, is actually a corporate
identity management process, since corporate images cannot be managed as such Stuart
(1999). Rather, companies manage their corporate identity so that what is perceived of the

company by its various stakeholders is a consistently positive image.

Stuart’s suggestion demonstrates a tendency to view image as something that is perceived by

various stakeholders (bottom up) and not something that is shaped by companies themselves

(top down) and projected in a strategic way. Yet companies and their communications

partners are often active participants in the development and communication of the corporate

image. Balmer and Stuart (2004) would see this as the development of a corporate (later

communicated) identity which is perceived by stakeholders as an image. Devlin (2001)

suggests that discussion of the meaning of corporate image should be conducted in the

context of the other key concepts with which it is associated: concepts such as corporate
ontext o
ording to Bullmore (1984) image research focuses

reputation and corporate brand. Acc

the marketplace (stores, brands, corporations);

primarily on structural entities 11

n vehicle for imparting or transferring images from

advertisements are considered the mai
s mind. The stimulus is the primary object of study

: i mer’
these entities to pictures 11 the consu

d d to be inherent in the entity or advertisement. Neither the message nor
and images are assume
I truction of a mental image 1S of main interest. Stuart (1999) on the other
the consumer's construc
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hand appears to be more interested in the stakeholder‘s construction of a mental image.
Interest in how images are perceived and explored has been extended to the corporate
reputation literature Herbig and Milewicz (1995). Greater focus on the corporate image

development process would add significantly to Fombrun (1996).

Worcester (1997) defines corporate image as the net result of the interaction of all
experiences, impressions, beliefs, feelings and knowledge people have about a company.
According to Fill (2006), corporate image is the perception and impressions that the audience
has about a company. Bromley (2001) also defines an organization’s image as the internal
collective state of mind that underlies its corporate communications efforts to present itself to

others. According to Argenti and Druckenmiller (2004) corporate image is a reflection of an

organization’s identity and its corporate brand. They also argue that corporate image is the

organization as seen from the viewpoint of one constituency, and as such, depending on

which constituency is involved, an organization can have many different images. This is in

tandem with Fatt et al. (2000), who define corporate image as the various stakeholders’

perceptions about the actions, activities and accomplishments of an organization.

It has been suggested by Bick, Jacobson, and Abratt (2003) that corporate image is a short-
i -oanization at a particular point in time, and that staff
tive of an organization a

term, or momentary, perspec

in i i thors see corporate reputation as more of a

i + in its creation. The au

can play an important par

be a distinction between corporate image and
y i " any, there must
general view of the comp
purpose of achieving an enviable reputation is to ensure

corporate reputation because the
853). More recently Brown et al. (12006), have attempted

business survival (Bick et al. 2003: | |
s that organization members believe others outside the

o
to see image as Mental associatio!
ation and corporate reputation as Mental associations

. -ganiz
organization hold about the org
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abou izati
t the organization actually held by others outside the organization, yet may not h
’ ave

ditferentiated sufficiently enough corporate reputation from corporate image

2.6  Corporate Image Mix

In order to reinforce corporate image, Herstein et al (2008) stated that an effective integrated

marketing communication (IMC) strategy must be developed and successfully implemented

According to Smith and Taylor (2006), four key elements that shape an organization’s image

“Products and services” refer to the physical product as well as its quality and design. The

» refers to how the offices, factories, meeting rooms, receptions among others

environment
are built, designed, decorated and presented. “Behaviours and attitude” focus on social

cthical behaviour and community affairs

responsibility, —corporate citizenship,
Ys P

‘Communications” has 10 do with advertising, personal relationships, personnel

communications, brochures among others.

27 Corporate Identity

n their attempt to project an image to its publics.

Most organizations depend on signs i
is the outward projection of who and what the

Acc0rding to Fill (2000), corporaté identity
ts various audiences: van Riel (1995) also defines corporate identity as

Organization is, to i
fto its publics through communication, behaviour, and

the way an organization presents itsel

Symbols.

Corporate identity i thus the way an organization presents itself to its stakeholders.
rate identity

Howe ¢ these cues may be planned or unplanned. Planned identity cues include;
ver, some 0
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letterh y : _
ead, logos, signage, product quality, behaviour and appearance of staff amon h
g suc

related thi : .
d things, whilst unplanned cues include; media comment cleanliness of the
’ company’s

premises and vehicles Fill (2006).

A i . .
ccording to Argenti and Druckenmiller (2004), corporate identity consists of a company’
ny’s

definj : .
ning attributes such as its people, products and services. An organization’s identit
Yy

involves both individual and collective elements Fill, 2006).

The individual element is concerned with the way the employees think and feel about thei
ir

organization and the collective element identifies corporate identity as the degree to which
the feelings and thoughts about an organization’s distinctive characteristics are shared

amongst employees (Dutton and Dukerich, 1991).

28  Identity verses Image

In spite of the growing attention given to identity and image there is no definitive definition
for theSe pSeudo_psychological terms. ldentities and ilnages are VOlatile SOCial Constmctions
heir existence and significance largely on the

that, although seemingly ‘objective’s base t
s of their audiences Christensen and Askegaard

interpretative capabilities and preference
with different definitions of corporate image and

(2001). Although literature abounds
corporate identity, there are some commonalities. We find a sense of convergence around the
set of symbolic representations, sometimes organizational

idea that corporate identity is 2
behaviour (Abratt, 1989 van Riel and Balmer, 1997). Corporate identity can then be seen as
an assembly of clues, OF @5 Abratt (1989 257) puts it: ‘by which an audience can recognise
t from others and which can be used to represent or symbolise

the company and distinguish i

the colnpanys .
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On the
other hand
, we find co i
organization tl o mese tprey vt 8
n that it mak i s |
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in (1992). C
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y, however, i
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S
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f messages and, consequently, a clear distincti
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. b
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e, interact with

Emp]
pPloyees, for instanc
r workplace. It is this partial

al symbols in their lives outside thei

that 0
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anizations recognizing that
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Conversely, and of equal importance, many organizations have come to realize that
organizational practices which traditionally have been thought of as strictly internal, e.g.
organizational structure, use of resources, ethical issues and the practice of leadership are
now becoming themes in public discourse, and thus become part of the communication that
the organization, sometimes unwillingly, carries on within its surroundings. When customers
start boycotting organizations that function according to unethical principles and when
employees begin choosing their workplace on the basis of its reputation in society traditional
distinctions between internal and external with respect to identity and image break down in

terms of stakeholder theory and mass communication theory (audiences) Cheney and
Christensen (1999).

Indeed, the actions and statements of top managers simultaneously affect organizational

identity and image Hatch and Schultz (1997).

2.9 Reviews on Reputation of Organization

The rationale for acquiring a favourable corporate reputation is that it is likely to mean that an

individual is more predisposed to buy a company’s products or services Van Riel (1995) or as

Fombrum and Argenti (1998) states, ‘Reputation is a source of competitive advantage.’

red corporate reputation can be stored over time

Equally, a well-managed and carefully nurtu

to the extent that banked goodwill cushions the adverse consequences of bad publicity

O’Rourke (1997), a view supported by research in reputation which often emphasizes the

historical nature of reputation formation. Herbig and Mulewicz (1995), for example, define
reputation as the estimation of the consistency over time of an attribute of an entity based on
its willingness to perform an activity repeatedly in a similar fashion’.
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However, like image and identity and despite numerous attempts at semantic and meaningful
clarification, there remains no unambiguous definition of corporate reputation acceptable to
the communication industry. The term is defined in the Oxford dictionary as ‘what is
generally said or believed about a person or thing’, but over the years, practitioners and
writers have adopted different, sometimes even contradictory, definitions for corporate
reputation Gotsi and Wilson (2001). Academics such as Fombrun and Van Riel emphasize
the effects of this ambiguity, by suggesting in their writings that the lack of a single common
definition explains partly why although corporate reputations are ubiquitous, they remain
relatively understudied. Many early writers concentrated on the concept of corporate image in

a way that appears synonymous with corporate reputation. Martineau (1958) regarded the

term image as the sum of functional qualities and psychological attributes that exist in the

mind of the consumer, while Boulding (1973) defined image as subjective knowledge. Later,
writers like Dowling (1993) and Dichter (1985) saw the terms corporate image and corporate

reputation as identical, defining image as ‘the total impression of the company’.

Fill (2006), argues that accumulated images and experiences of an organization and its

products result in corporate reputation. Though many authors consider the concept of

tation and image as synonymous and thus use them interchangeably. Caruana (1997),
reputati

is a far more enduring perception of an organization and results from an

states that reputation

holders experiences. Fumbrun (1996) proposes that a key characteristic

accumulation of stakel

fR tion is that itis a snapshot that reconciles the multiple images of a company held by
of Reputation 1s

all its constituencies.

about corporate reputation, authors like Argenti and
1S

There many views and opinio! NP
. ’ )
Drukenmiller (2004), Balmer (2001, Fumbrun (1956 Roberts and Dowling (2002), Saxton
rukenmiller (2 ) .
finitions of the concept of corporate reputation. Saxton
1

(1998) offer similar or related de
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eir thoughts a
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There are indications that various informational signals emanate from companies
information about a company*s structural positions within organizational fields, specifically
2

using market and accounting signals indicating performance; institutional sigﬁa]s indicating

conformity to social norms; strategy signals indicating strategic postures Fombrun and

Shanley (1990). What are these forms of communications and symbolism Gotsi and Wilson
(2001) that provide information about the firm*s actions and/or a comparison with the actions

of leading rivals? Most agree that they are either corporate identity or corporate image.

It is clear from the literature Gotsi and Wilson (2001) that both the analogous school of
thought (corporate reputation as Synonymous with corporate image) and the differentiated

school of thought (corporate reputation and image are interrelated) see corporate reputation
and image as either causally linked or as concomitant variables. They share a relationship.
been considered as a key component and a corporate

Corporate identity has also
has been taken Bromley (2001). Such a focus sees identity

identity/coxporate reputation focus

shes one organisation from another. The same researcher

as a set of attributes that distingui
more useful component than image (the state of mind that

goes on to suggest that identity is @
underpins an overt expression, through language of other behaviour), which, raises
difficulties because mental images are covert and cannot be known directly Bromley (2001).
: ross the literature. For Herbig and Milewicz
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iscomfort about 1Mas
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focus: corporate reputation.

Identity, image, brand, legitimation and management are concepts that ha
ve emerged,

initially, from the literature as having some relevance for a fuller understanding of
corporate

reputation. Not all researchers, however, agree (for example Chun (2005) who identifies onl
s only

identity and image as allied constructs of corporate reputation). There is evidence (as will b
il be

discussed in this section) that the definition of these concepts and their relationshi
nsnip to

corporate reputation requires clarification. Ambiguity about corporate reputation and
an

corporate image has not clarified the interrelationships between the concepts.

212 Benefits of Corporate Reputation

Corporate reputation has been studied under several disciplinary perspectives: institutional
y, economic theory, organizational behaviour theory, etc. For the pur-

theory, fj {

y, financial theor

reputation brings benefits to the organization
b

hy a positive corporate

Poses of explaining W
st commonly referred in recent years: signalling

we will focus firstly on the three theories Mo

y, and the resource-based value theory.

theory, strategy theor

According to signalling theory (Smith et al., 2010) reputation can be thought of as an

ganization’s likely be
ation’s products and services, and the

haviour and quality performance. This

informative sign about the or
increases the public’s confidence in the organiz
investor’s trust in the organization’s performance. Corporate reputation could be seen as
o render valued results t0 stakeholders” (Fombrun, Gardberg

‘depicting the firm’s ability t
educe uncertainty, which allows reducing

). T hus, it helps r

and Sever, 2000, v. 7> P- 243
transaction costs. That's why: from a strategic point of view, corporate reputation has been an

31



g

stakeholders Melewar, (2003).

Resource-based value theory classifies corporate reputation as a valuable and distinctive
intangible resource that can help the organization obtain competitive advantage. One of th
: e
reasons corporate reputation is hard to imitate in the short term is the time it takes to develop
the construct and the complex stakeholder relationships built in the process Mahon (2002)
Martinez and Olmedo (2009). Fombrun and Van Riel (1997) have defined corporate,

reputation as an intangible asset because they consider it “rare”, difficult to imitat
) itate or

replicate, complex and multidimensional, which needs a lot of time to accumulate ifi
, specific,

difficult to manipulate by the firm, with no limits in its use and does not depreciate with use’
use”.

Also, Barney (1991) suggests that reputation fulfils the qualities required by a strategic re
source, given that: (i) itis valuable, it has relevance; (ii) it is a scarce resource among real o
r

(iii) it has a specific character (difficult to imitate) for its social

potential competitors;
uivalent strategic substitutes. Gardberg and Fombrun

and (iv) it does not have eq

complexity;
(2002) add that reputation is an increasingly important factor for creating and maintaining

dencies in the business environment: (a) global

competitive advantages due to four ten
£ markets; (b) congestion and fragmentation of media; (c) appearance of more

penetration O
ation (conversion to mass products) of industries and

communicative markets; (d) commodific
d corporate reputation with the improvement of both

ence, research has linke

their products H
°s value; a favourable corporate reputation is more

the financial results and the company
likely to be associated with superior perfonnance Chernatony (1999), Baden-Fuller and Hwee
(2001). Roberts and Dowling (2002), Kitchen and Laurence (2003), Berens (2004), Brammer
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and Millington (2005). In concrete terms, the main benefits of a strong corporate reputation
could be listed as follows:
l. Improving the consumer’s perception of the quality of products or services (which
allows to charge premium prices): sale increases and positive world-of-mouth
2. Improving the capacity of hiring and retaining qualified personnel in corporations.

3. Raising the morale of employees and therefore productivity.

Protecting the value of the enterprise by diminishing the impact of scrutinizing, crisis

4,
and/or competitive attacks.

5. Preceding and helping international expansion, not only in terms of market
penetration but also in preparing the scenery in key communities and facilitating
alliances.

6. Attracting a greater number of investors (good credibility): rise of market value and
diminishing risks for the organization.

7. Differencing the company from its competitors and establishing better market

positioning.

8. Allowing access to cheaper capital.

A positive corporate reputation also enhances the competitiveness of the organization, though
in an indirect way, through the assured quality of the supply of products and services Awang
and Jusoff (2009) and awareness of its social responsibility activities Porter and Kramer
«ethical consumer” (escalating requirements from

(2006). Given the rise of the so-called
business practices) and the increased pressure on

stakeholders for transparency and ethical
rds on this area due to media and NGO scrutiny,

organizations to attain international standa
ing practices, environment) has become a key

corporate social responsibility (ethical market
), Melewar, Karaosmanoglu, and Paterson

factor for corporate reputation Pruzan (2001

(2005).
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A positive re for r nsiple pr y condition for
1v putation i
or socially respo sible practices is a nece
| - ssar conditi
maintamning izati m adays co )
an orgamzatlon’s li
icense to operate. L iti
. Legitimacy nowaday: from
. mes not Only
financial aspects but fi i vi
P ut from social and environmental ones too. Organizati
. zations nowad
ays need

more than ever to maintai
1 . .
naintain harmonious relationships with their different stakehold
eholders so as to

sustai iti i
ain a competitive economic performance Huang (2008)

More recentl
y, Fombrun (2011) has spoken of a “
new ‘‘economy of reputation”
, where societ
y

Wl“ be ] 10
highly connected through networks and organizations will operate i
in an ecosystem of

b at

netrically distributed between the networks, “trust” and
» an

i .

nformation would not be symi

Thus, traditional and non-traditional means of
0

ure . . . .

lationships™ become vital assets.

may influence and mobilize both market and soci
ociety

Co1 ioati : ;
mmunication, like social networks,

W] . . . . . .
th their particular interpretation of organizational performance.

n society and organizations, where support

ationship emerges betwee

This j
his is how a circular rel
rable perception they have of each other

of . .
t the former for the latter will depend on the favou
f the organization will benefit from the support that it may gen

Likewi .
ewise, the performance O
his reputational economy, value is creat

] :
rate among its different stakeholders. Therefore, in't

€ .
d when intangible assets ar¢ properly used.

213 Corporate [dentity Verses Reputation
fined as one of the attributes of a company that addresses

While corporate identity has been de

ho are We er and Greyser (2003), there remains a

2 Balm

t .
he questions, what are we? and W
efinition and about its relationship with the other key components of

lack of clarity about itsd

cor :
Orporate reputation.
34



Corporate identity has been seen to be a key component of corporate reputation and a
corporate identity/ corporate reputation focus has been taken by some researchers Bromle
(2001). It has been acknowledged that corporate identity may, at some point in time, be thz
antecedent of corporate image Hatch and Schultz (1997). Corporate identit |
| . y has become an
important issue for companies because it cuts across and unifies many different goals and
n
concerns (Cheney and Christensen 1999). There are problems, Bromley (2001) suggests, in
defining corporate identity in terms of what an organisation is or stands for. An organisati(;n's

identity, its distinctiveness, should be defined by the way its attributes differ from tt £
m those o

other organizations (Bromley 2001).

Company‘s identity may incorporate values that comprise a mix of sub cult
ultures -

professional, national as well as corporate - which are to be found inside and outside th
ide the

company (Balmer and Wilson 1998). These values continually evolve and, according t
’ 0

(Balmer and Wilson 1998), are amorphous. This mix of values gives, to a considerabl
’ e

degree, distinctiveness to an organization. Citing Albert and Whetton (1985), Fombru
’ n

(1996) suggests that corporate identity describes the featurés of the company that appear to be

to-day basis, corporate identity appears among

central and enduring to employees. On a day-

those managerial practices managers employ in their dealings internally with employees and

externally with other constituents (Fombrun 1996).

In his ‘From Identity t0 Reputation model’, Fombrun (1996) suggests that identity may be

d self-presentations, and be projected through customer,

extended through names an
tion. For Fombrun, identity serves as

into corporate reputa

community and employee images,
e, history, and operations (including

\e basis of cultur

a means of ditferentiation on tl
mer and Greyser 2003; Cheney and

at we stand for (Bal

management): who we arc and wh
ging that most companies today are beginning to

Christensen 1999). While acknowled
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recognize the difference between image and reputation, Fombrun (1996) sees corporate
image as sometimes accurately reflecting to the company’s identity. Hence, corporate
reputation begins to emerge as an outcome of image, plus relationships, plus corporate
performance. More often than not, however, according to Fombrun (1996) the image is
distorted (a) as the company tries to manipulate its public through advertising and other forms
of self-presentation, or (b) as rumours develop from unofficial statements of employees to
peers, analysts, and reporters. In due course, different images form, some consistent, some

less so. If the fit is right, suggests Fombrun (1996), between image and the underpinning

corporate identity, it will have enduring value.
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CHAPTER THREE

METHODOLOGY

3.0 Introduction

This section presents an overview of the process in which the research was conducted and the
requisite data/information for the study was collected, analysed and interpreted to meet the

objectives of the study. It contains the various approaches that were employed in data

collection, sample size, instrumentation and the analysis of data.

3.1  Research Design

The design adopted for this study was a case study. This design was used particularly to be

able to establish the correlations that exist between corporate communication, image of

organization and reputation of organization.

3.2 Target Population

s customers of MTN Ghana; with their lead (i.e. number

Population target for this research wa
cation network in the country with it service centres

of subscribers) in the telecommuni
cused on only five of the service centres for the survey.

. . 0
scattered nationwide, the reseal cher ft |
]. Teshie First Junction, Accra High Street, Osu and

- -a Mal

These service centres are Accra | |

network who visited the various service centres at the
e

; “th
Spintex respectively. Customers of
1 target for the study. The age of these customers rages

i - mail
time of data collection were the 1
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fro N : . .
m a minimum of 18 and above with varied educational background from basic to tt
he

tertiary level.

33 Sample and Sampling Procedure .

According to Alreck and Settle (1985), a sample must be large enough to meet the

requirement for reliability but not too large as this will waste resources. They noted that, a

sample size of ten percent (10%) of a population is enough to obtain adequate confidence.

Thus, a sample size of one hundred (100) which is sizeable enough even though it does not
meet the required ten percent (10%), it is however enough for the purposes of this study to be
adopted considering the large customer base of MTN network in the country.

¢ the sampling process was a simple random sampling method for the

The procedure used fo
e every service centre a possibility of being

r chose this method to giv

research. The researche
od was used for the customers to give each

selected and also the same sampling meth
obability of being selected for the study. A total of

customer in the population 2 specifiable Pr

distributed across these five (5) service centre (Accra

one hundred (100) questionnaires were

h Street, Osu and Spintex) twenty (20) for each service

Mall, Teshie First Junction, ACcr? Hig

centre,

34 Data Collection lnstruments
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34.1 Questionnaires

The type of questionnaire that was used is self-administered questionnaires. It consisted of
questions formulated, constructed and sequenced in a particular format to elicit relevant and
Pertinent primary data for the purposes of the study. The questionnaire was segmented into
four (4) different variables (corporate communication, image, reputation and demographics

and it was scored on a five-point likert scale for the first and second parts as follows:

* I=strongly disagree (SD),
* 2=disagree (D),

* 3= undecided (U),

®* 4=agree (A) and

* 5=strongly agree (SA).

The thirg part of the questionnaire, corporate communication, was also scored on a five-point

likert scale as follows:

n Ced ed’

1= major improvement

* 2= some improvement needed,
* 3= meets expectations,

* 4= often exceeds expectation and

* 5= consistently exceeds expectations.

f the questionnaire measured demographic factors such as age, sex,
1t o

Finally, the fourth pa
ple of the questionnaire is attached as Appendix

am
tenure and educational background. As
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3.5  Data Analysis

The researcher employed quantitative analyses to evaluate data gathered through the study.
The Statistical Package for Social Studies (SPSS) software was used for easy and accurate

Computation of quantitative survey results. This focused on responses from selected

respondents on various variables captured in the questionnaire.

A multiple regression statistical test was computed to know the extent to which the

independent variable accounted for a variation in the dependent variables.
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CHAPTER FOUR

PRESENTATION, ANALYSIS AND INTERPRETATION OF DATA

4.0  Introduction

In this chapter, a pre

ins , . : ,
trumentation of the questionnaire was made. T

G ~ -
raph were computed using Statis

hundred (100) questionnai

; .
espondent. Below are the tables of analysis p

4.1  Multiple Regression Anal

Table 1., Regression of Corp

y

Reputation of Organization.

Variables

A significant model emerge

conducted, (see Table !

vari: .
ariance in the depende"t v

e

C " n
Orporate communication a

11 . .
Mage of organization
and

C ot
Orporate communication
" _ - o
eputation of organizatlon

of organization

r it . . .
Cputation of orgamzatlon

nd

and

d F( 1.97)

). The inde

ariablc.

sentation of the results from the data collected through th
e

he use of Multiple Regression analysis and

tical Package for Social Studies (SPSS). A total of one

sis

pendent variabl

Corporat

res were distributed and ninet

orate Communicati

e communication therefo

41

resented.

on,

SE

091

092

.093

|

6, p<-01 when the

y-nine (99) were responded to by the

Image of Organization and

P F P
.008 7.226 .008
002 0.748 002
.000 24.505 | .000

multiple regression analysis was

easa whole could only explained 26.3%

re accounted for 26.3%
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of the vari
ariables ent
ered for im
. age of organization after it was st
ST statisticall
- | y con :
the variance which could not b ol
e explained b
y the inde
pendent

y
O (0] i

subject ar
ea should look
at exploring the o
ther variables

Corp
orate com i
munication was igni
equally significantly correlated to re
putation of
organizatio
n

Fiwwr= 3.327, p<.01
, p<.0l the mod
feputation of organizati el emerged, however, some of the variables
ol it e ation where negatively correlated to corporate communi et B
indic . icati
Corporate comn ate what accounted for fhe negative correlation of those va To:' -
munication; ria
e mc':atlon, we can only draw a conclusion that respondents were not i les to
ariables in their responses. Considering image of organization and e
and reputation of

bl i igni
es contributed Sl gnificantly although the strength of rel
relationship wa
s

Organizati
ganization, the varia
ca is poi
n say at this point that all the variabl
iables

ot too
StTOI'Ig (F(|‘97)—'= 24505, p<01) We
nd therefore ar¢ significantly correlated
ed in

conside .
red in the model can b€ predicted a

Predicti
Icting the outcomes.
At t]
1€ end of i
of the analysis, the results clearly support the various hypotheses th
at were put
out
omprehensive (corporate communication) i
n) is positively li
y linked

&

or testing - Hypothesis 1 Ac
nage of organization) is ¢

ausally linked

to

to @i
lna ~ . . i
ge of organization); Hypothesis 2 (o
(I'ep
utatj i2ati [
tion of orgamzatlon); Hypothests 3 (Corporate communication) is positivel
itively linked
Low that the independen i
t variable (c
orporate

). The results sl

ables (image of organization

With
(reputation of organization
¢ dependent var

related 0 th

Com

municati ; it
unication) 1S posntlvely cor
¢ Table 1 above.

and
re : - ‘7ati
putation of orgamzatxon), se€
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variables.
M
odel Standardized Sig. F
Coefficients P
Beta
(Constant) .000
Socially Responsible 327
C - .005
ompany 3.327 002
Good product/Service 294 .015
Consumer Oriented .350 .004
Gell?rate Positive 113 329
Feeling
Leaders'hlp and 009 934
Innovation
Good Work Place 116 277
Environment
Ethical Organization .059 588
Practices Social 022 822
Responsibility
/
F . 87) = 3.327, p< 01. The variables of reputation of organization

Ti T
e model is significan
are strongly related to corporaté communication:

nted was the highest predictor of corporate

onsumer ori€

of corporat
s also favoured as the third predictor

jcates that €
e communication Wwas good

The table above ind

c . .
Ommunication, the second

Product/service, and good wor ' ' |
ors including jeadership and innovation, good work

he prediCt

on and prac

nsibility were positively

four of t ,
tices social respo

Table
(Table2). However,
. sanis ati
Place environment, cthical ! ganiz
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linked
but insigni
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rporate communication whil
¢ socially r
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compan
y

I'ate 0 iti (¥
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CHARPTER FIVE

SUMMARY, DISCUSSION, CONCLUSION AND RECOMENDATIONS

5.0 Introduction

Chapter five is the final chapter of this study, it covers summary of findings, conclusion and

recommendation of the findings from the data analyzed for the study. The chapter also makes

some recommendations based on the findings from the analysis of data collected for the

Study,

5.1 Summary of Findings
nediating effect of corporate communication on image of

The study set out to find the 1
Organization and reputation of organization. The final analysis of data showed that corporate
tween for image of orga
communication, hence a perfect relationship

nization and reputation of organization.

Communication act as a g0-be
orate
A good image is as a result of good corp |
i -iable. It was also di
bet dent variables and the independent variable. It discovered that
ween the dependen -
ongly 1 inked with reputation of organization.

Mage of organization is str

52 Discussion

he mediating effect of corporate communication on
G -l
rion” using MTN as the case study for the

The focus for this stud .
:on of organiza

Mage of organization

'esearch. There are thr
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hypott
neses which |
have been {
put forward to be tested and researct
1 questions to b
e answered

It was hypothesize that a co
m i
image of organization, at the p:ehensnve corporate communication is positively linked wi
four above. indicate tl’ . end of the analysis, the results from Table 1 presented i -
) \at t in

—_— he result supports the hypothesis strongly with a mini chapter

g that a researcher can only be wrong at a very much less et
er percentage. It is an

organization.

Table | abov o
linked to i e shows a strong significant level of how corporate communication is positi
o o image of organization. The independent predictor (corporate com ’P sitively
gnificantly correlated to the dependent sariable (image of rqanization Thmumcanon) is

. The resu
est predictor of image of organization. Its show

that C
orporate communication istheb
ganization is causally linked to reputati
1ion of

The
se i i n
cond hypothesis posit that image of or
ows a relationship betwee
n the two vari
riables

s from the analysis sh

organizat;
ganization. The result
ot too strong but the level of impact i

s still

h relationship Was n

Cve

n though the strengt

|ude that customers form their reputations ab
about

e can however conc

Si nifi
gnificant to the stud)’-w
napshots) with the saidorganization and m
ost of

Leir experience (s

an o ..
rganization based on tl
a significant Jevel of correlati
ation between i
een 1mage

s the results show

the t
€ time they may b€ right a
(200]) position that both the analogous sch
chool

Gotsi and Wwilson
ymous with corporate i
elated) see corporate reputation

on r ;
reputaion.This supl:’ortS
mage) and the differentiated

jon as synon

of t
hought (corporate reputat
d image are interr

l.eputation an
bles. Corporate identity has also

sch >

0ol of thought (corporate

inked or 85 concomitant varia
y/corporate reputation focus has

and i ]
d image as either causally 1
a corporate identit

be
en considered as a keYy component and
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been take
n (Bromley, 2001
). Such a focus sees identity as a set of attributes th
utes that distingui
guishes

one organisati 1
ganisation from another.

with reputati a
ation of organizati
ganization. In the final analysis the results show th
w that the inde
pendent

].e

best i
predictor of i ization. T
reputation of organization. This results support findi i
e ings in managem
, in th e
at general management scholars argue that a favourable co
rporate reputation i
on is
ntage (Cavas and Porter, 1977; Wilson, 198
’ ’ 5;

used b
y firms to generate a competitive adva
ard corporate reputation as either a strategic re
source

McMi
cMillan and Joshi, 1997). They reg
1992, 1993, Cave and Porter, 1977; Rao, 1994; Rob

s , Roberts

(C : .

armelia and Tishler, 2004; Hall,

d to protect firms from new ¢

ganization’s perceived capacity to meet thei
eir

ompetitors in the market. Moreov
. er,

and Dowling, 2002) use

re u . . .
putation is a tool that 1S used to signify an or
Stake 9 :
holders’ expectations waddock (2000). In other words, firms use corporate reput i
utation in
orde ; i i '
r to give a positional advantage by usiig various strategies to differentiate themsel
mselves

McMillan and Joshi, 1997).

"

rom competitors (Hall, 1992

Ii . ;

1 economics, Brammer and Pavelin (2006) argued by suggesting that, the multi

t] ulti-

¢ reputation impact on the perceptions of shareholders and

n
t al. (2007) argued th

its capital accumulated and assets

dir - .
Mensionality of corporat
at corporate reputation is an

S
takeholders. Akerlof (1970) and Punete €
at firms oftel
putation amongst customers encourages th
(+

od corporate re
1970 Milgrom and Ro

inf ;
formation signal th

lopl‘neﬂt Of £o
berts, 1986) and services

ots (Nelsom
cher and Shield

Especiall y, the deve

198]’

(Wilson, 1983; De Angelo

1983; Beatty and Ritter 1986)-
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In ac
counting
, corporate re i

stakeholders R putation serves as the use of ge

< Rose and TI nerating :
hom goodv
sen (2004) and when firms hav oo
e a reputation b
ased on a

good

histo
ry of perfort
mance; it impa iti
pacts positively on the returns to sharehold
eholders and
stakeholder
S

R
ose and Thomsen (2004).

th

variables entered for the de _

independent variable pendent variable (reputation of organization)responded
iy e (corporate communication). The results in Table 2 above to the
T P 11'51ble company and generate positive feeling were negatively co ove
y by this results that customers/consumers do not build their e e
reputation for an

~

Organizatio T
n (o b
(or MTN) ased on the fact that they are a socially responsible
company or the
y

gener:

ate good feeling in them. Be tha

annot be generalised. However, good product/
uct/service

can co
nclude that this revelation ¢
good work place environment were responded with a high
a high figure
as

co
nsumer oriented and
ere three variables which positively correlated t

o the

shown i

n in the Beta of Table 2. There W

cation) but with 2 relatively minimal figu
re.

inde
e :
pendent variable (corporate communi
The
re i
search did not only set out to test hypothesis but also to answer t
w :
— . 0 main research
_ The first question seeks to find out the impact of corporate com
munication
on

At

the end of the analysis the findin
gs shows that
corporate

ima ¥ > :
ge of organization-
mage of the organization. The result s
upports

jmpacts on the 1

Col‘nl . .
Munication signihcantly
ganization’s image as the i
internal ¢ ;
ollectiv
e

S definition of or

Bro
mley (2001) stating in hi
nunications efforts to present itself to otl
1€r8S.

coxporate comt!

Sta S P
te of mind that underlics its
tudy intend to answer is what is the
, essence of co
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out from the
analysis
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organization. C e
n. Corporat i mage o on
co i
- mmunication was perfectly correlated to i
ollowing the results a W l ve f -
" | organizat
s presented in the table in chapter four |
f . We can however
conclude that

COlnanl 1 i i (¥
Of

organization.

5.3
Conclusion

This i
sec - i
tion presents the conclusion of the whole study on the eff
effect of co
rporate

communi :
unicati i -ganizati
on on image of organization and reputation of organizati
on using MTN

Custo .
mers as the case study. The study revelled the following:

ding a good image and reputation is

a. The findings showed that key to buil

communication.
analysis that communication is directl
y

b .
. It was also found out from the regression

linked with reputation.
owed that a consumer oriented, good

on coefficient also sh

¢. The findings in the regressi
ment build’s a good reputation with

work place environ

product/service and good

customers.
Thi g e
his study can however conclude that the findings from the analysis indicate that corporate

image of organization and reputation of

y correlated 10

y) . 41
Mmunication 1S posmvel
tate that without a properly laid out corporat
IP (]

SO conﬁdently S

or . .
ganization. The study can al
¢ image and reputation as these depends on the

. | "
Ommunication there would not be 2 posittY

€ach other.
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5.4 Recommendations

The study recommends after the analysis to management that, measures should be put in
place for a comprehensive corporate communication leading to a good reputation as it is more
likely to bring in benefits to the organization. A positive reputation can be thought of as an
informative sign about the organization’s likely behaviour and quality performance. This
thought is also likely to increases the public’s confidence in the organization’s products and

. e ey
services, and it will also build investor trust in the organization’s performance.

Organizations should consider making their corporate communication geared towards

consumer oriented as it builds the reputation of the organization from the research conducted.

ables that positively correlated to corporate communication

They can also factor those vari

under the d dent variable (reputation of organization) into their planning and activities of
1€ depen

build a positive reputation with their publics.

communication to ensure they
s the firm’s ability to render valued results to it

O ion a
rganizations should also see reputation
ture studies should look at other variables that

that, fu
stakeholders. We recommend further |
s research as mentioned in chapter 4 to add to the

i ing thi
this study did not focus on 11 conducting

i done.
body of knowledge as this study have
i t should act with urgenc
T ends from the findings that managemen gency
he study also recomm . |
. - the independent variabl
hip with it customers by improving on p riable
‘ ionsht | .

towards a good relatt e impact on the dependent variables (image and

positive

.. ing to a
(communication) leading kely to be a great value of asset for the

iables are li

. endent vara
Teputation). As these dep o for building credibility among stakeholders.
resourc

o as a
organization and also serve
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APPENDIX

CORPORATE COMMUNICATION, IMAGE AND REPUTATION

Dear Respondent,

I 'am Nana Odei Raphael Osew, a final year student of Ghana Institute of Journalism. I am

researching on the topic: “The mediating effect of corporate communication on image and
reputation: A case study of Scancom Ghana Ltd. (MTN)” I would appreciate your assistance in

answering the questions below. Your responses would be strictly treated confidential. Please do

not write your name on the form.

SECTION A
Image Rating Scale

Direction: On a five-point scale you are kindly asked to complete the image rating scale. Please

tick [V] where applicable.

I pts represents strongly disagree [SD]
2pts represents disagree [D]

3pts represents undecided [U]

4pts represents agree [A]

5pt represents strongly agree [SA]

SA

Image Scale
How would you rate the IMAGE of this organization using the

SD

under listed factors:

I. Corporate visual identity systems

2. Corporate aesthetics

3. Staff apparel

4. Marketing communication mix

Manager behavior

Employee behavior

Company behavior

0 2| & wn

Company knowledge




SECTION B

Reputation Scale

How would you rate the REPUTATION of this organization
using the under listed factors:

SD

SA

1. Financial soundness.

2. Degree of innovati

VEeNness.

3. Product quality.

4. Ability to develop and keep new people.

5. Management quali

ty.

6. Wise use of corporate asset.

7. Community and environmental friendliness.

8. Investment value.

10. Loyalty.

9. Ability to provide valued outcome.

SECTION C

Corporate Communication Rating Scale

Direction: On a five-

point scale you are kindly asked to com

rating scale. Please tick [V] where applicable.

| pt represents major
2pts represents SO

3pts repi
4pts represents often

5pts represents CONSIS

Corporate
Communication

—
1.Corporate

Language
2.Behaviour pattern
R
3.Symbols
o

improvement needed

-esents meets expectations

exceeds expec

Major |

Improveme

| ntneeded

|

me improvement needed

tations

tently exceeds expectations

S
Some

improveme
| ntneeded

]

4.Traditions

plete corporate communication

Meets
expectations

Often exceeds
expectations

Consistently
exceeds
expectations




SECTION B

Reputation Scale

How would you rate the REPUTATION of this organization SD D U A | SA
using the under listed factors:

1. Financial soundness.

2. Degree of innovativeness.

3. Product quality.

4. Ability to develop and keep new people.

5. Management quality.

6. Wise use of corporate asset.

7. Community and environmental friendliness.

8. Investment value.

9. Ability to provide valued outcome.

10. Loyalty.

SECTION C

Corporate Communication Rating Scale
Direction: On a five-point scale you are kindly asked to complete corporate communication

rating scale. Please tick [V] where applicable.

I pt represents major improvement needed

2pts represents some improvement needed

3pts represents meets expectations

4pts represents often exceeds expectations

5pts represents consistently exceeds expectations

Corporate Major Some Meets Often exceeds | Consistently
Communication Improveme | improveme | expectations | expectations | exceeds

nt needed nt needed expectations
1.Corporate
Language

2.Behaviour pattern

3.Symbols
4 Traditions




5.Dialog

6.Drawing
attention

7.Inspiring trust

8.Making a
difference

SECTION D

Socio-demographic factors

Direction: Please tick [V)] the option that best describes you.

Age 18 - 28
Sex Male
Tenure | - 3years

‘ 29-39

N
Female
I

4 -Tyears

40 and above

N

e

8years and above




