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ABSTRACT

Of late, the management, and maintenance, of
corporate brands has emerged as an issue of
considerable importance for senior managers.
However, the absence of a comprehensive
framework for the strategic management of
corporate brand has been a problematic one for
strategic planners. This article seeks to fill this
avoid by introducing such a framework. It is based
on the premise that corporate brand management
marshals multiple disciplinary perspectives.
Labelled The AC3ID Test of Corporate Brand
Management the framework draws on
perspectives from case study research undertaken
in the US and UK; the literature on corporate
brand and also marshals managerial insights
regarding its application from a variety of
organisations. 
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INTRODUCTION

Considerable interest is now accorded to
corporate brands as strategic resources1.
Corporations such as Coca Cola, IBM, Microsoft,
Disney, and even an ancient institution such as
the British Monarchy,2 are being viewed not
merely  as corporate entities but as corporate
brands in addition. Environmental factors have
played their part in contributing to the
heightened interest in institutional brands. For
instance, the acceleration of product life cycles
has means that corporate brands are seen to offer
a degree of stability in the minds of customers
and others that can always be offered by products
and services.3 In addition, mergers, divestures and
acquisitions and the deregulations and
privatisation programmes have given birth of a
plethora of new corporate brands.  

The realisation that many organisations are brand-
like has resulted in a radical reappraisal in our
conceptualisation of brands and what is required of
their management. Institutional brands are of
greater breadth and depth than product brands
and are in many ways distinct from most service
brands (not all service brands are corporate brands
and not all corporate brands are service brands.
Consider the service brands of airlines (such as
British Airway’s Club World brand) or BP (primarily
a non-service corporate brand). Whereas many
product and service brands have an explicit
customer focus corporate brands have a meaning
for a much wider brand community encompassing
both customers and other stakeholder groups. The
breadth of the latter is significant. To us it seems
clear that whereas legal ownership of the corporate
brand resides with one or more entities emotional
ownership of the brand resides with the corporate
brand community: it is the latter rather than the
former that explains why corporate brands are
valuable. Moreover, corporate brands are
underpinned by corporate rather than marketing
communications. They are multidisciplinary in
scope and are not the sole remit of the marketing
department. For instance, every employee is an
ambassador for the corporate brand and the
corporate brand manage none other than the CEO.  

Proctor and Gamble (P&G) is illustrative of the
ascendancy of, and the importance accorded to,
corporate brands. For many years P&G accorded
primary importance to their product brands and
eschewed raising their corporate umbrella but,
increasingly, P&G has, realized the leverage power
of the Proctor and Gamble brand especially in
critical markets such as Japan, India and Russia4. 
Successful corporate brands appear to be infused

with three, key, attributes that are of considerable
strategic value.  This is because corporate brands
are a currency, a language and a navigational
tool. 

As currencies they have a worth not only to
corporations but also to customers, employees,
suppliers and shareholders. This can be financial in
terms of a premium price that certain brands
command. Consider the $12.6 billion buyout of
Kraft by Philip Morris: six times its book value.
Corporate brands are, of course, portable assets in
that they can be bought, sold and borrowed
(franchise arrangements being an example of this).
The latter helps to explain why 59% of Coca-
Cola’s, 61% of Disney’s, and 64% of McDonald’s
capitalisation is directly attributable directly to the
value of the corporate brand.5 The literature
reveals that increased profile company profile,
customer attractiveness, product support, visual
recognition, and investor confidence are among
the benefits associated with corporate brands.
Corporate brands have other types of value in that
individuals sometimes marshal brands to define
the self as encapsulated in the phrase “I am what I
brand.” This helps to explain why some
organisations use their corporate brand as guide in
recruiting personnel: corporate brand define both
institution and individual and this makes the task
of managing the corporate brand much easier.
The bookshop Waterstone’s and Virgin Atlantic
Airways use the brand promise as a guide vis a vis
staff recruitment. 

As languages corporate brands have a voice in
local, national and, sometimes, global markets.
Consider the corporate brands of Coca Cola, Sony,
Mercedes Benz, Shell and the BBC: all have a
global reach and loyalty.  In China the most
popular brands for students are foreign. Tellingly,
all are corporate brands: Nike, Sony, Adidas and
BMW6.  Other brands resonate only in national
markets such as Vauxhall in the UK. Others speak
to local markets: Clydesdale Bank in the West of
Scotland being one such example. Whether local,
national, or global it would appear that corporate
brands cut through the communications hubbub
that characterises many markets. For this reason
institutional values as manifest in the corporate
brand are audible and comprehendible as
languages whether they are a patois or a lingua
franca. 

As navigational tools they are of inestimable
value to customers, and others, in making
purchase, employment, investment and other
important decisions.
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BACKGROUND

The diagnostic framework outlined here aims to
meet the needs to strategic planners having
responsibility for the corporate brand. The model is
underpinned by two distinctive features: (a) it
reflects the various disciplinary roots relating to
corporate brand management and (b) draws on
interface theory that characterizes the literature
relating to corporate image and corporate identity. 

The framework has its origins in a major
transatlantic study undertaken with the support,
and co-operation, of an international corporate
branding consultancy. A total of three weeks was
spent in the London and New York offices with
over thirty interviews taking place senior
consultants (including Chairmen, CEOs, and
Directors) actively engaged in consultancy work.
In addition, an in-depth examination of
documentary material relating to approximately
forty consultancy projects covering a range of
industries and countries. Furthermore,
documentary material from twenty leading
corporate consultancies was examined. This
provided insight in terms of the methodologies
employed by such consultancies. 

The model outlined here has undergone several
refinements and incorporates refinements that
have resulted from the use by over one hundred
and fifty managers in Europe and Asia who have
used the framework.

METHODOLOGY

A qualitative and inductive research design has
been employed for this study. Generally speaking,
qualitative approach is appropriate where the
objective is to, ‘describe, decode and translate, and
otherwise come to terms with the meaning, not the
frequency, of certain more or less naturally
occurring phenomena in the social world7.’
Particular recourse was made to case study
research which are particularly efficacious for
explanatory purposes and for studying processes
within organisations.8’ There is a long tradition of
explanatory and explorative research which utilises
a case study methodology in both research and
consultancy9 and which draws on the principles of
grounded theory10:  Adopting an inductive and
case study research design was felt to be the most
efficacious in revealing the complex activities
undertaken by the consultancy11. 

DATA ANALYSIS

Broadly speaking, the research mirrored the four
stage learning cycle outlined by Kolb12, namely:
concrete experience (data collection), reflective

observation (using the pre-understanding of the
data to reflect upon the processes used by the
consultancy), conceptualisation (the synthesis of
the data and the marshalling of insights from the
data leading to the creation of the framework
and, over time, refinements) and active
experimentation (insights gained from managers
using the framework). 

For instance, respondents were asked to detail
innovative methodologies employed as well as
standard processes ordained by their consultancy.
Documentary material was analysed using the
techniques of content analysis13.

THE LITERATURE

An examination of the literature has taken place
throughout the study. This encompassed a review
of the literature relating to corporate identity in
the first instance14.  This was subsequently
broadened to encompass the literature relating to
the nascent area of corporate15.  Specific reference
was made to the marketing literature relating to
the corporate image/corporate identity interface16

and to the literature relating to gap analysis17:
both of the aforementioned underpin and broadly
inform the framework outlined here.

RESEARCH FINDINGS

The principle finding revealed the methodologies
used for corporate identity/corporate branding
change programmes were vision driven. For
instance, consultancy practice used management
vision as template for bringing perception and
corporate communication into alignment and
accorded particular importance to graphic design
to effect such changes. The study revealed there
to be major weaknesses in the methods used for
corporate brand management and confirmed the
necessity of examining a broader set of interfaces
than those which placed emphasis on vision,
communication and perception. Such an approach
has characterised the literature18. Curiously, little
importance was accorded to strategy and to the
organisation’s current characteristics even though
these are a key tenets within the literature
relating to the associated areas of corporate
image and corporate reputation.19 I

Five principle weaknesses emerged from the study
in terms of a failure to: 

(a) Adopt a broad, multidisciplinary, perspective

(b) Distinguish between corporate strategy and
the desires of senior management 

(c) Acknowledge that the temporal dimension
could reveal inconsistencies and, moreover, that
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(d) Regard the corporate brand promise should
act as a key cornerstone for corporate
activities.

(e) Appreciate the need for there to be a dynamic
alignment between the various interfaces

It was concluded that it would be possible to
capture the key insights from the research and the
literature in terms of a new framework (the ACID
Test). One difficulty to be overcome was to reflect
both practitioner and academic traditions and, as
such, it was decided that the framework should be:

(a) Memorable, 

(a) Simple to use, 

(b) Progressive (reflects recent developments
within the academic literature such as the
existence of multiple interfaces) and 

(c) Practical (it should have a utility for
consultants and managers alike). 

THE AC3ID TESTTM OF CORPORATE BRAND

MANAGEMENTTM

The corporate brand framework consists of six
dimensions (what are called identity types).  The
modus operandi of the framework is to attain a
dynamic congruency between all six-identity types
(and not perfect congruency).  The notion of
dynamic congruency accommodates the
realisation that the actual identity of the
organisation is constantly evolving and the fact
that the business environment is in a constant
state of flux. In addition, it acknowledge that
although brands can be relatively stable they are
not invariably so. Sometimes there is change in
terms of the application and nature of the
corporate brand promise. Changes in application
can mean that the brand becomes associated with
a new area of activity such as or the nature of the
brand promise can alter   

Each element is described as an identity type
since (a) each dimension can be regarded as a
reality for a group, or groups, and (b) these
perceptions are often regarded as facts. Facts, or
that which is perceived to be fact does of course
affect behaviour20. 

THE AC3ID TEST OF CORPORATE BRAND

MANAGEMENTTM

For chemists, the acid test, is used as a conclusive
test of the authenticity, and thereby, value of
gold21.  As used here it also intends to impart
value and have a utility as a diagnostic tool for
strategic planners in managing corporate brands.
It incorporates insights from the literatures, which

stress the importance of having a clear brand
promise, and for this to be underpinned/taken
account of vis a vis: corporate identity, corporate
communications, corporate reputation, corporate
strategy, and management vision. 

The AC3ID Test in effect is a mnemonic.  It
captures six, so-called, “identity” types which need
to be scrutinized as part of the strategic planning
process or whenever the organisation comes to a
strategic fork in the road: mergers, acquisitions,
divestures and changes in status being cases in
point. A broad description of each of the identity
types is outlined below: 

ACTUAL IDENTITY “What we emphatically are”
(corporate identity: 
multidisciplinary)

COMMUNICATED “What we state we are”
IDENTITY (corporate communications)

CONCEIVED “What we’re thought to be”
IDENTITY (corporate reputation)

COVENANTED “What we promise to be”
IDENTITY (the corporate brand

promise)

IDEAL IDENTITY “What we need to be”
(strategy)

DESIRED IDENTITY “What we long to be”
(ceo vision/leadership)*

(*In this framework a clear distinction is made
between the articulation of corporate strategy by
strategic planners-IDEAL IDENTITY-and vision and
desires of the CEO and senior management -
DESIRED IDENTITY- since, from the study, it
became apparent that the two are not always in
alignment. It is recognised that such a distinction
is sometimes regarded as being synthetic in the
first instance but it reality may be of critical
importance.)

The following section describes the nature of each
of the identity types detailed above.

ACTUAL IDENTITY (DISCIPLINARY AREA:

CORPORATE IDENTITY)

This relates to the current mix of organisational
attributes that distinguish one identity from
another: not dissimilar to the core competencies
of the corporation22. .Winterschied describes core
competencies in terms of specific tangible and
intangible assets of the firm assembled into
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integrated clusters which transcend individuals
and groups resulting in distinctive activities to be
performed.  These elements include corporate
activities, markets served, corporate ownership
and structure, organisational type, corporate
philosophy and corporate history23.  An informed
judgement on the distinctive, and defining,
attributes of the current identity needs to be
made on the part of senior management.
Differences in product performance and style, for
instance, are some of the distinguishing
characteristics of the automotive sector as BMW,
Ford, Proton and Volkswagen illustrate.
Differences of organisational type also provide
other types of difference with there being
different stakeholder emphasis: Shell
(shareholders) Coop (customers), John Lewis
Partnership (employees), Yorkshire Building
Society (traditionally, both lenders and borrowers
are members of such mutual entities).

COMMUNICATED IDENTITY (DISCIPLINARY AREA:

CORPORATE COMMUNICATIONS)

Includes those controllable elements of corporate
communication such as graphic design, corporate
advertising, corporate sponsorship and corporate
public relations and their orchestration24.
Organisations use, and orchestrate, the corporate
communications mix in different ways.  For
instance, whereas Coca Cola invests very heavily
in corporate communications activities and uses
many different channels of communications
organisations the Virgin brand relies far more
heavily on more informal channels of
communications.  For many years, the eponymous
UK retail outlet, Marks and Spencer’s, completely
eschewed advertising and many other formal
communications channels without and remained a
highly successful corporate brand.

CONCEIVED IDENTITY (DISCIPLINARY AREA:

CORPORATE BRAND REPUTATION*)

This is a particularly important category for two
reasons. The first is because the real value of a
corporate brand is (we argue) derived from its
emotional ownership on the part of customers and
other groups. The second is for the reason that it is
the task of senior management to select which
groups to be taken account of vis a vis this identity
type. (In most cases this will involve several
variants of the model to reflect the different group
perceptions of the corporate brand.)

In order to accommodate the new type of brand
relationship encompassed by the above a new
label has been introduced and this is called
corporate brand reputation* In many ways it is

similar to the notion of corporate reputation with
the important caveat that corporate reputation is
explicitly concerned with an institution and not a
corporate brand. This is by no means as synthetic
a distinction as at first might appear since there
can be multiple ownership of corporate brands
(Hilton and the franchising of the Body Shop
brand) but there is only one brand community.
Issues of employee and customer affinity to
organisations (rather than corporate brands) and
the stakeholder concept are important themes
within the literature25 26.  The importance of
corporate brand affinity can be seen in terms of
the broad stakeholder affinity that certain
corporate brands engender such as the City of
London, Nokia, Singapore Airlines, Philips, and
Yale University, among others.  

COVENANTED IDENTITY (DISCIPLINARY AREA:

CORPORATE BRAND MANAGEMENT)

At its heart, the corporate brand is akin to an
informal contract, between the owners of the
corporate brand and the brand community. Here,
the word covenant is used, (rather than the more
usual corporate brand “promise”) for the simple
reason that many corporate brands have an iconic
status and can engender almost religious-like
loyalty: supporters of Manchester United Soccer
Club, devotees of Martha Stewart products, users of
Apple Computers and drivers of Saab cars, for
instance.  In the literature reference is often made
to a more prosaic explanation of the above in terms
of the ‘corporate brand promise’.  Increasingly, an
identity-based view of corporate branding
characterises the literature and this comes with the
view that corporate brands represent a distillation
of an organisation’s values (i.e. the Swedish ness,
and idiosyncrasies, of Saab even though it is US-
owned), notes their strategic importance and the
role of CEO as corporate brand manager27.  

IDEAL IDENTITY (MANAGEMENT AREA: STRATEGIC

PLANNING) 

The ideal identity refers to an organisation’s
espoused corporate strategy aimed at achieving
the optimum positioning and identity for the
organisation in its markets in a given time frame.
Andrews illustrates how strategy shapes an
organisation’s identity by stating that corporate
strategy is “the pattern of major objectives,
purposes or goals and essential policies or plans
for achieving those goals, stated in such a way as
to define what business the company is in or is to
be in and the kind of company it is to be”28 The
source of this identity type is based on current
knowledge from strategic planners and others
regarding the company’s capabilities and
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prospects and takes cognisance of organisation’s
prospects in the context of projections vis-à-vis
the general business environment29.

DESIRED IDENTITY (MANAGEMENT AREA:

MANAGEMENT VISION) 

This lives in the minds of corporate leaders: it is
their vision for the organisation.  Although this
identity type is misguidedly assumed to be
inseparable from the ideal identity, there are
instances where CEO vision differs from the
espoused corporate strategy. Sometimes, as a
result, it is the former, rather than the latter, that
shapes a corporation’s strategic direction.
Whereas the ideal identity normally emerges after
a period of research and analysis, the desired
identity may have more to do with an individual’s
personality and ego than with a rational
assessment of the organisation’s current identity
within the time frame of current corporate plans.
Authors such as Zaleznik30 make a distinction, for
instance, between the CEO as a manager
(transmitting and enforcing rules) and the CEO as
a leader (infusing organisational values, initiating
change, and inspiring confidence).  Examples of
the latter are often discernable in the formative
years of an organisation: consider Lord Reith at
the BBC, Adriano Olivetti at Olivetti, Thomas
Watson at IBM and, more recently, Sir Richard
Branson at the Virgin Group.

OPERATIONALISING THE AC3ID TEST: INTERFACE

ANALYSIS AND THE REDS2A PROCESSTM 

In terms of the strategic management of
corporate brands and the AC3ID Test it was also
found that gap analyses was also efficacious. In

strategic planning, gap analysis is a key
component in formulating a new corporate
strategy.31 Typically, gap analyses examines the
various gaps that exist and militate against the
fulfilment of corporate objectives (breadth, depth
and quality of product line, issues relating to
distribution etc are cases in point).  

The process to be used for operationalising the
framework is another mnemonic: the REDS2

Process.  The process consists of five, distinct,
steps which, although are easy to explain, does, as
with any strategic review, require a good deal of
data collection, analysis, synthesis and reflection.
It can be described as follows:

REVEAL the six identity types

EXAMINE the interfaces between them

DIAGNOSE the interfaces which are misaligned
and ascertain the nature of the
problem

SELECT which interfaces require attention
and then prioritise. Take into
account what is (a) urgent (b)
desirable and (c) feasible. (scenario
planning may be efficacious in
terms of prioritisation)

STRATEGY decide upon the most efficacious
course/s of action in order to bring
the designated identity interfaces
into alignment.  (it is important to
establish a standard time frame to
apply to the desired and ideal
identity types)
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EXHIBIT 1:  CORPORATE BRAND INTERFACES

ACTUAL

COMMUNICATED COVENANTED

IDEAL

CONCEIVED

DESIRED



Managerial insights regarding the
operationalisation of the framework confirmed the
need for a simplification of the model. This was
achieved by respectively focussing on (a) current
concerns and (b) future concerns. In terms of the
former this entailed undertaking a gap analysis
relating to the covenanted identity (the corporate
brand covenant) and the actual, communicated,
and conceived identities, In terms of the latter a
gap analysis relating to the covenanted identity
and the actual ideal and desired identities took
place. 

Exhibit one illustrates, in diagrammatic form, the

elements comprising a detailed gap analysis
relating to the corporate brand. The brand is at
the centre of the framework since the values,
promise, and reputation of the corporate brand
(for many institutions) acts as guiding light just as
mariners of old were reliant upon stars in the
past. There is another reason that it is at the
centre and this is because it is not uncommon for
organisations to share the same corporate brand
by virtue of ownership as with Hilton or in terms
of franchise operations such as McDonalds. 

Exhibit two illustrates a simplified gap
appropriate to the current position. 
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EXHIBIT 2:  CORPORATE BRAND INTERFACES  -  CURRENT SNAPSHOT

ACTUAL

COVENANTED

COMMUNICATED CONCEIVED

EXHIBIT 3:  CORPORATE BRAND INTERFACES  -  FUTURE SNAPSHOT

ACTUAL

COVENANTED

IDEAL DESIRED



The gap analysis appropriate to the corporate
brand’s future prospects is detailed in Exhibit
Three. Such an analysis requires a high degree of
access to senior managers since the desired
identity (comprehending the vision of the CEO
and Senior Manager) is a difficult task and is
most likely to be undertaken by external strategic
consultants. In operationalising the model many
managers (for the reasons just mentioned) left
out the ideal component. Others felt that the
snapshot of the present position (Exhibit Two)
sufficed in terms of their immediate concerns.

GAP-ANALYSIS AND THE TIME DIMENSION

The time dimension was also found to efficacious in
terms of gap analysis and the use of the temporal
dimension was found to shed light on the nature of
certain misalignments.  This approach was found to
be particularly efficacious when the model is
initially employed. Not only was such an approach
efficacious in itself but also was found to provide a
useful means of thinking about misalignments in
corporate branding contexts. Broadly speaking the
REDS process outlined above is followed and this
results in each identity dimension being assigned a
time frame with the following legend being used in
this regard: P=Past, C=Current, and F=Future.  In
certain instances multiple classifications might be
required as when mixed messages inform corporate
communications policies and as such where two, or
even, three classifications might potentially be
required. Such an approach can lead to initial
findings of some insight for strategic planners. For
instance, the finding that perception lags behind
reality as perhaps does corporate communications
can be highly informative in explaining current (and
projected future) travails. The current corporate
communications campaign of IBM is illustrative of
the above. Although IBM has 3,000 Human
Resources and training specialists, for many the IBM
corporate brand is not equated with HR and
Training consultancy. It would appear that in the
recent past the temporal dimensions of the
conceived, and communicated identities were past-
orientated and so was the corporate brand (in terms
of brand stretch). As such, the recent corporate
communications campaign asserts the widened
breath of the IMB brand, creates awareness of IBM’s
consultancy activity and aims to shift the conceived
identity held by IBM’s customers and stakeholders.32

DYNAMIC CONGRUENCE AND THE DOMINO EFFECT

A key premise of the framework is the recognition
that that the relationships between the various
interfaces are dynamic rather than sclerotic in
character: they are always in a state of evolution
since the actual identity is constantly evolving.

The objective of the framework is not to achieve
perfect but rather a general alignment between
the various interfaces.

The process of alignment is quite a complicated
one since the changes to one dimension
necessarily has an impact on many others: a so-
called “Domino Effect.” For this reason it will be
desirable to prioritise the various interfaces that
will (subsequently) need to be aligned attuned.
(For instance, a change in actual or covenanted
identity will have a broad impact). 

Of course, there are other interfaces (not explicitly
mentioned here) that will almost certainly be
affected and which do not included the
covenanted identity. Of critical importance in this
regard as the Actual-Conceived/Actual-
Communicated/Actual-Ideal interfaces. 

I have attempted to keep the framework simple but
(in addition to the point raised above) it is also
highly desirable once the framework has been
grasped by managers to include a separate
dimension explicitly relating to culture. Appendix 1-
3 includes this dimension. In this sense culture
refers to the beliefs and norms of employees (a
somewhat prosaic definition I agree) but this can
act as a barrier to change: mergers and acquisitions,
a change of strategic direction or a change of brand
promise provide examples of the above.

EXAMPLES OF CORPORATE BRAND MISALIGNMENTS

The manifestation of a corporate brand
misalignment can be ‘a moment of truth’ for
strategic planners when there is a realisation that
there has been aggrandisement of the brand
promise or, indeed there has been a diminution of
the brand promise. Other institutional difficulties
in corporate branding terms can be where the
corporate strategy entails a questionable
extension of the brand into new areas or plans to
lower quality levels which could fatally undermine
brand reputation. For such reasons recourse to the
ACID Test framework outlined here as part of an
organisation’s strategic audit could avoid such
pitfalls. The following case vignettes are
illustrative where corporate brand misalignment
appears to have arisen:

MISALIGNMENT 1: IDEAL AND COVENANTED

(POTENTIAL FUTURE MISALIGNMENT BETWEEN

FUTURE STRATEGY AND FORMER BRAND

COVENANT) 

For many years the UK’s middle-classes shopped at
the supermarket chains of J.Sainbury and Waitrose
were the favoured supermarket outlets for the UK’s

10

WO R K I N G PA P E R S E R I E S



middle classes rather than Tesco which was viewed
as being “blue collar” in customer orientation.
Informed by research which revealed that the UK
was becoming more middle-class in orientation
Tesco’s strategic planners have, since the 1990s,
pursued a policy which has positioned Tesco as a
middle, rather than a, working class corporate
brand. Such a strategy for the corporate brand
appears to have been successful and the pre-tax
profits of the retail brand in 2005 were in excess of
£2 billion.33 This case illustrates that sometimes the
nature of the brand promise needs to change to be
in alignment with strategy. This explains why there
needs to be sensitivity to the notion of dynamic
alignment.

MISALIGNMENT 2: DESIRED AND COVENANTED

(MISALIGNMENT BETWEEN CORPORATE BRAND

AND CEO VALUES)

Disney as a great global brand is associated with
wholesome family values and issues of integrity,
and trust would appear to be key brand attributes.
Yet corporate government issues associated with
the management style of a former CEO ran
contrary to the values so closely associated with
the corporate brand and which led to a serious
misalignment fissure arising between the desired
and covenanted identities.  In a court case the
CEO was found to be machiavellian and imperial
and appointed directors that served his rather
than the corporation’s interests and were,
therefore were more willing to accede to his
wishes.34 This case example also shed light on an
instance where the lack of alignment with the
corporate brand covenant was of particular
concern to members of Disney’s brand community
beyond customers. 

MISALIGNMENT 3: COMMUNICATED AND

COVENANTED (MISALIGNMENT BETWEEN

CORPORATE COMMUNICATIONS AND BRAND

PROMISE)

Hilton is an eponymous and iconic global hotel
brands. However, since 1964 the corporate brand
has been in dual ownership and today the corporate
brand is jointly owned by a US as well as by a UK
corporation. However, from the period 1964 until
1997, although there was a common brand promise,
the US and UK organisations had different
corporate communications strategies and there was
no coordination in terms of communications
management and delivery. Recognising the degree
of the misalignment in 1997 the UK and US wings
of the brand entered into a strategic corporate
branding alliance encompassing worldwide
reservations, a common loyalty programme and a
unified system of visual identification.35

MISALIGNMENT 4: CONCEIVED AND COVENANTED

(MISALIGNMENT BETWEEN PERCEPTION AND

BRAND PROMISE)

Sir Richard Branson’s Virgin brand is associated
with modernity, flair youthfulness and draws on
contemporary notions of Britishness and enjoys the
highest reputation among all UK brands. However,
Virgin Rail is the exception. It has been notoriously
unreliable (in part attributable to a reliance on old
rolling stock) and there has been widespread
criticism from the travelling public. As such, the
perception of the brand is fundamentally different
from the brand promise and a major misalignment
has surfaced.36 The introduction of a £2billion
fleet replacement programme is gradually
assuaging negative public perception.

DISCUSSION 

The framework discussed here illustrates the utility
of adopting a strategic, multidisciplinary, and
stakeholder approach to corporate branding: very
different from traditional approaches to brand
management that characterise a good deal of the
marketing literature relating to branding. Such a
framework seeks to make a distinct contribution to
the strategic management of corporate brands: to
date there a comprehensive framework relating to
the area has been absent. An important
characteristic of The AC3ID— Test is that it should
not be used simply as a one-off diagnostic exercise
but should be viewed as a strategic framework that
can be used as part of strategic analysis and
strategy formulation.  The benefits of such an
approach is that it recognises the strategic
importance of an organisation’s brand and
highlights the importance of considering other
factors such as corporate identity, and corporate
communications.  This is because any change of
strategic direction will have a domino-like effect on
key organisational interfaces, especially those in
relation to the corporate brand (other interfaces not
considered here will also need to be considered for
such a comprehensive review). In the next version of
the framework greater prominence will be accorded
to issues relating to other interfaces and the domino
effect (see above) and to issues relating to culture
(See the appendix section below).

In conclusion, the extant research undertaken by
the author clearly suggests that it is the task of
senior management not only to monitor, and,
moreover, manage these interfaces so that there is
a dynamic calibration between them. Senior
managers (and the CEO in particular) are the
ultimate guardians for the corporate brand.
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Venture Performance in Indian-German Joint Ventures

03/18 – Mike Tayles & Colin Drury 
Profiting from Profitability Analysis in UK Companies?

03/17 – Dr Naser Al-Omaim, Professor Mohamed Zairi & Dr Abdel
Moneim Ahmed
Generic Framework for TQM Implementation with Saudi Context: 
An Empirical Study 

03/16 – AM Al-Saud, Dr AM Ahmed & Professor KE Woodward
Global Benchmarking of the Thrid Generation Telecommunication
System: Lessons Learned from Sweden Case Study

03/15 – Shelley L MacDougall & Richard Pike
Consider Your Options:  Changes to Stratetic Value During
Implementation of Advanced Manufacturing Technology
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03/14 – Myfanwy Trueman & Richard Pike
Building Product Value by Design.  How Strong Accountants/Design
Relationships Can Provide a Long-Term Competitive

03/13 – Jiang Liu, Ke Peng & Shiyan Wang
Time Varying Prediction of UK Asset Returns

03/12 – A M Ahmed, Professor M Zairi & S A Alwabel
Global Benchmarking for Internet & E-Commerce Applications

03/11 – A M Ahmed, Professor M Zairi & Yong Hou
Swot Analysis for Air China Performance and Its Experience with Quality

03/10 – Kyoko Fukukawa & Jeremy Moon
A Japanese Model of Corporate Social Responsibility?: 
A study of online reporting

03/09 – Waleed Al-Shaqha and Mohamed Zairi
The Critical Factors Requested to Implement Pharmaceutical Care in
Saudit Arabian Hospitals: A Qualitative Study

03/08 – Shelly MacDougall & Richard Pike
The Elusive Return on Small Business Investment in AMT: Economic
Evaluation During Implementation

03/07 – Alexander T Mohr
The Relationship between Inter-firm Adjustment and Performance in
IJVs – the Case of German-Chinese Joint Ventures

03/06 – Belinda Dewsnap & David Jobber
Re-thinking Marketing Structures in the Fast Moving Consumer Goods
Sector: An Exploratory Study of UK Firms

03/05 – Mohamed Zairi & Samir Baidoun
Understanding the Essentials of Total Quality Management: 
A Best Practice Approach – Part 2

03/04 – Deli Yang & Derek Bosworth
Manchester United Versus China: The “Red Devils” Trademark Problems
in China

03/03 – Mohamed Zairi & Samir Baidoun
Understanding the Essentials of Total Quality Management: 
A Best Practice Approach – Part 1

03/02 – Alexander T Mohr
The Relationship Between Trust and Control in International Joint Ventures
(IJVs) – An Emprical Analysis of Sino-German Equity Joint Ventures

03/01 – Mike Tayles & Colin Drury
Explicating the Design of Cost Systems

2002

02/34 – Alexander T Mohr
Exploring the Performance of IJVs – A Qualitative and Quantitative
Analysis of the Performance of German-Chinese Joint Ventures in the
People’s Republic of China

02/33 – John M T Balmer & Edmund Gray
Comprehending Corporate Brands

02/32 – John M T Balmer
Mixed Up Over Identities

02/31 – Zoë J Douglas & Zoe J Radnor
Internal Regulatory Practices: Understanding the Cyclical Effects within
the Organisation

02/30 – Barbara Myloni, Dr Anne-Wil Harzing & Professor Hafiz Mirza
A Comparative Analysis of HRM Practices in Subsidiaries of MNCs and
Local Companies in Greece

02/29 – Igor Filatotchev
”Going Public with Good Governance’’: Board Selection and Share
Ownership in UK IPO Firms

02/28 – Axele Giroud
MNEs in Emerging Economies: What Explains Knowledge Transfer to
Local Suppliers

02/27 – Niron Hashai
Industry Competitiveness – The Role of Regional Sharing of Distance-
Sensitive Inputs (The Israeli – Arab Case)

02/26 – Niron Hashai
Towards a Theory of MNEs from Small Open Economics – Static and
Dynamic Perspectives

02/25 – Christopher Pass
Corporate Governance and The Role of Non-Executive Directors in Large
UK Companies: An Empirical Study

02/24 – Deli Yang
The Development of the Intellectual Property in China

02/23 – Roger Beach
Operational Factors that Influence the Successful Adoption of Internet
Technology in Manufacturing

02/22 – Niron Hashai & Tamar Almor
Small and Medium Sized Multinationals: The Internationalization
Process of Born Global Companies

02/21 – M Webster & D M Sugden
A Proposal for a Measurement Scale for Manufacturing Virtuality

02/20 – Mary S Klemm & Sarah J Kelsey
Catering for a Minority? Ethnic Groups and the British Travel Industry

02/19 – Craig Johnson & David Philip Spicer
The Action Learning MBA: A New Approach Management Education

02/18 – Lynda M Stansfield
An Innovative Stakeholder Approach to Management Education: 
A Case Study

02/17 – Igor Filatotchev, Mike Wright, Klaus Uhlenbruck, 
Laszlo Tihanyi & Robert Hoskisson
Privatization and Firm Restructuring in Transition Economies:
The Effects of Governance and Organizational Capabilities

02/16 – Mike Tayles, Andrew Bramley, Neil Adshead & Janet Farr
Dealing with the Management of Intellectual Capital: The Potential Role
of Strategic Management Accounting

02/15 – Christopher Pass
Long-Term Incentive Schemes, Executive Remuneration and Corporate
Perfomance

02/14 – Nicholas J Ashill & David Jobber
An Empirical Investigation of the Factors Affecting the Scope of
Information Needed in a MkIS

02/13 – Bill Lovell, Dr Zoe Radnor & Dr Janet Henderson
A Pragmatic Assessment of the Balanced Scorecard: An Evaluation use in
a NHS Multi-Agency Setting in the UK

02/12 – Zahid Hussain & Donal Flynn
Validating the Four-Paradigm Theory of Information Systems Development

02/11 – Alexander T Mohr & Simone Klein
The Adjustment of American Expatriate Spouses in Germany – 
A Qualitative and Quantative Analysis

02/10 – Riyad Eid & Myfanwy Trueman
The Adoption of The Internet for B-to-B International Marketing

02/09 – Richard Pike & Nam Cheng
Trade Credit, Late Payment and Asymmetric Information

02/08 – Alison J Killingbeck & Myfanwy M Trueman
Redrawing the Perceptual Map of a City

02/07 – John M T Balmer
Corporate Brands: Ten Years On – What’s New?

02/06 – Dr Abdel Moniem Ahmed & Professor Mohamed Zairi
Customer Satisfaction: The Driving Force for Winning Business
Excellence Award

02/05 – John M T Balmer & Stephen A Greyser
Managing the Multiple Identities of the Corporation

02/04 – David Philip Spicer
Organizational Learning & The Development of Shared Understanding:
Evidence in Two Public Sector Organizations

02/03 – Tamar Almor & Niron Hashai
Configurations of International Knowledge-Intensive SMEs:
Can the Eclectic Paradigm Provide a Sufficient Theoretical Framework?

02/02 – Riyad Eid, Myfanwy Trueman & Abdel Moniem Ahmed
The Influence of Critical Success Factors on International Internet
Marketing

02/01 – Niron Hashai
The Impact of Distance Sensitivity and Economics of Scale on the
Output and Exports of Israel and its Arab Neighbours

2001

01/18 – Christopher M Dent
Transnational Capital, the State and Foreign Economic Policy:
Singapore, South Korea and Taiwan

01/17 – David P Spicer & Eugene Sadler-Smith
The General Decision Making Style Questionnaire:
A Comfirmatory Analysis

01/16 – David P Spicer
Expanding Experimental Learning: Linking Individual and
Organisational learning, Mental Models and Cognitive Style

01/15 – E Grey & J Balmer
Ethical Identity; What is it? What of it?

01/14 – Mike Talyes & Colin Drury
Autopsy of a Stalling ABC System: A Case Study of Activity Based Cost
Management and Performance Improvement
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01/13 – N Esho, R Zurbruegg, A Kirievsky & D Ward
Law and the Deminants of International Insurance Consumption

01/12 – J Andrews Coutts & Kwong C Cheug
Trading Rules and Stock Returns: Some Preliminary Short Run Evidence
from the Hang Seng 1985-1997

01/11 – D McKechnie & S Hogarth-Scott
Linking Internal Service Encounters and Internal Transactions: Unravelling
Internal Marketing Contract Workers

01/10 – M Webster & D M Sugden
Operations Strategies for the Exploitation of Protected Technology: Virtual
Manufacture as an Alternative to Outward licensing

01/09 – Axèle Giroud
Buyer-Supplier Transfer and Country of Origin: An Empirical Analysis of
FDI in Malaysia

01/08 – Damian Ward
Do Independent Agents Reduce Life Insurance Companies’ Free Cash Flow?

01/07 – Daragh O’Reilly
Corporate Images in ‘Jerry Maguire’: A Semiotic Analysis

01/06 – Tony Lindley & Daragh O’Reilly
Brand Identity on the Arts Sector

01/05 – M Trueman, J Balmer & D O’Reilly
Desperate Dome, Desperate Measures! Managing Innovation at London’s
Millennium Dome

01/04 – M Trueman, M Klemm, A Giroud & T Lindley
Bradford in the Premier League? A Multidisciplinary Approach to
Branding and Re-positioning a City 

01/03 – A Harzing
Self Perpetuating Myths and Chinese Whispers

01/02 – M Webster
Supply Systems Structure, Management and Performance:
A Research Agenda

01/01 – A Harzing
Acquisitions Versus Greenfield Investments: Exploring the Impact of the
MNC’s International Strategy

2000

0031 – John Ritchie & Sue Richardson
Leadership and Misleadership in Smaller Business Governance

0030 – Mary Klemm
Tourism and Ethnic Minorities in Bradford: Concepts and Evidence

0029 – (not available)

0028 – (not available)

0027 – Axèle Giroud
Determinant Factors of the Degree of Supply-Related Technology Transfer:
A Comparative Analysis Between Asian Affiliates

0026 – A Cullen, M Webster & A Muhlemann
Enterprise Resource Planning (ERP) Systems: Definitions, Functionality and
the Contribution to Global Operations

0025 – B Chennoufi & M Klemm
Managing Cultural Differences in a Global Environment

0024 – (not available)

0023 – Simon Best & Devashish Pujari
Internet Marketing Effectiveness:
An Exploratory Examination in Tourism Industry

0022 – Dr Myfanwy Tureman
Divided Views, Divided Loyalties: Changing Customer Perceptions by Design

0021 – Yasar Jarrar
Becoming World Class Through a Culture of Measurement

0020 – David Spicer & Eugene Sadler-Smith
Cognitive Style & Decision Making

0019 – Z J Radnor & R Boaden
A Test for Corporate Anorexia

0018 – (not available)

0017 – Peter Prowse
Public Service Union Recruitment Workplace Recovery or Stagnation in
a Public Services Union? Evidence From a Regional Perspective

0016 – Yasar F Jarrar & Mohamed Zairi
Best Practice Transfer for Future Competitiveness:
A Study of Best Practices

0015 – Mike Tayles & Colin Drury
Cost Systems and Profitability Analysis in UK Companies: Selected
Survey Findings

0014 – B Myloni & A Harzing
Transferability of Human Resource Management Practices Across
Borders: A European Reflection on Greece 

0013 – (not available)

0012 – Nick J Freeman
Asean Investment Area: Progress and Challenges

0011 – Arvid Flagestad & Christine A Hope
A Model of Strategic Success in Winter Sports Destinations:
the Strategic Performance Pyramid

0010 – M Poon, R Pike & D Tjosvold
Budget Participation, Goal Interdependence and Controversy:
A Study of a Chinese Public Utility

0009 – Patricia C Fox, John M T Balmer & Alan Wilson
Applying the Acid Test of Corporate Identity Management

0008 – N Y Ashry & W A Taylor
Information Systems Requirements Analysis in Healthcare:
Diffusion or Translation?

0007 – T Lindley, D O’Reilly & T Casey
An Analysis of UK Television Advertisements for Alcohol

0006 – Eric Lindley & Frederick Wheeler
The Learning Square: Four Domains that Impact on Strategy

0005 – K K Lim, P K Ahmed & M Zairi
The Role of Sharing Knowledge in Management Initiatives

0004 – C De Mattos & S Sanderson
Expected Importance of Partners’ Contributions to Alliances in 
Emerging Economies: A Review

0003 – A Harzing
Acquisitions Versus Greenfield Investments: Both Sides of the Picture

0002 – Stuart Sanderson & Claudio De Mattos
Alliance Partners’ Expectations Concerning Potential Conflicts and
Implications Relative to Trust Building

0001 – A Harzing
An Empirical Test and Extension of the Bartlett & Ghoshal Typology of
Multinational Companies

1999

9922 – Gerry Randell & Maria del Pilar Rodriguez
Managerial Ethical Behaviour

9921 – N Y Ashry & W A Taylor
Requirements Analysis as Innovation Diffusion: A Proposed
Requirements Analysis Strategy for the Development of an Integrated
Hospital Information Support System

9920 – C Hope
My Way’s The Right Way! Or, With Particular Reference to Teaching on
Tourism Courses, is ‘Best Practice’ in Operations Management
Dependent Upon National Culture?

9919 – A Harzing
Of Bumble-Bees and Spiders: The Role of Expatriates in Controlling
Foreign Subsidiaries

9918 – N Y Ashry & W A Taylor
Who will take the Garbage Out? The Potential of Information
Technology for Clinical Waste Management in the NHS

9917 – D O’Reilly
Nice Video(?), Shame about the Scam… Paedagogical Rhetoric Meets
Commercial Reality at Stew Leonard’s

9916 – A Harzing
The European Monolith: Another Myth in International Management?

9915 – S MacDougall & R Pike
The Influence of Capital Budgeting Implementation on Real Options: 
A Multiple-Case Study of New Technology Investments

9914 – C Pass, A Robinson & D Ward
Performance Criteria of Corporate Option and Long-Term Incentive
Plans: A Survey of 150 UK Companies 1994-1998

9913 – R Beach, A P Muhlemann, D H R Price, J A Sharp & A Paterson
Strategic Flexibility and Outsourcing in Global networks

9912 – H M stewart, C A Hope & A P Muhlemann
The Legal Profession, Networks and Service Quality

9911 – J F Keane
Design and the Management Paradigms of Self-Organisation

9910 – D O’Reilly
On the Precipice of a Revolution with Hamel and Prahalad

9909 – S Cameron & D Ward
Abstinence, Excess, Success?: Alcohol, Cigarettes, Wedlock & Earnings
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9908 – M Klemm & J Rawel
Eurocamp – Strategic Development and Internationalisation in a
European Context

9907 – M Webster & R Beach
Operations Network Design, Manufacturing Paradigms
and the Subcontractor

9906 – D Ward
Firm Behaviour and Investor Choice: A Stochastic Frontier Analysis of
UK Insuramce

9905 – D Ward, C Pass & A Robinson
LTIPS and the Need to Examine the Diversity of CEO Remuneration

9904 – C Smallman
Knowledge Management as Risk Management: The Need for Open
Corporate Governance

9903 – R Beach, D Price, A Muhlemann & J Sharp
The Role of Qualitative Research in the Quest for Strategic Flexibility

9902 – N Hiley & C Smallman
Predicting Corporate Failure: A Literature Review

9901 – M Trueman
Designing Capital: Using Design to Enhance 
and Control Technological Innovation

1998

9826 – A Harzing
Cross-National Industrial Mail Surveys: Why do Response Rates Differ
Between Countries?

9825 – B Dewsnap and D Jobber
The Sales-Marketing Interface: A Synthesis of Theoretical Perspectives
and Conceptual Framework

9824 – C De Mattos
Advantageous Exectutives’ Characteristics in Establishing Biotechnology
Alliances in an Emerging Economy: The Case of Brazil

9823 – C A Howorth
An Empirical Examination of the Usefulness of the Cash Conversion Cycle

9822 – A Harzing
Who’s in Charge? An Empirical Study of Executive Staffiing Practices in
Foreign Subsidiaries

9821 – N Wakabayashi & J Gill
Perceptive Differences in Interorganizational Collaboration and
Dynamics of Trust

9820 – C Smallman
Risk Perception: State of the Art

9819 – C Smallman
The Breadth of Perceived Risk: Why Integrated Risk Management of
Health, Safety & Environmental Risks is only the End of the Beginning

9818 – P S Budhwar, A Popof & D Pujari
Evaluating Sales Management Training at Xerox in Greece: 
An Exploratory Study

9817 – W A Taylor
An Information-Based Perspective on 
Knowledge Capture in Business Processes

9816 – S Hogarth-Scott
Category Management Relationships: 
Is it Really Trust Where Choice is Limited?

9815 – W A Taylor
Sustaining Innovation in Organisations: Managing the Intangibles 
A Study of TQM Implementation in Northern Ireland Organisations
1991-1996

9814 – M Webster, A Muhlemann and C Alder
Subcontract Manufacture in Electronics Assembly: 
A Survey of Industry Practice

9813 – M J S Harry
Is Object-Orientation Subject-Oriented?: Conflicting and 
Unresolved Philosophies in Object-Oriented Information 
Systems Development Methodology

9812 – J Jackson
The Introduction of Japanese Continuous Improvement Practices to a
Traditional British Manufacturing Site: The Case of RHP Bearings
(Ferrybridge)

9811 – C De Mattos
A Comparative Study Between Perceptions of British and German
Executives, in the Biotechnology Sector, Relative to Potential Future
Contributions of Greatest Importance to and from Transnational
Alliance Partners in Emerging Economies

9810 – J Martin-Hirsch & G Wright
The Cost of Customer Care – A Value Analysis of Service Delivery
Approaches

9809 – J Martin-Hirsch & G Wright
A Service Provider’s View of Success Factors in Alternative Service
Stategies

9808 – J Martin-Hirsch & G Wright
A Professional’s Evaluation of Alternative Service Delivery Regimes for
Customer Care and Satisfaction

9807 – J Martin-Hirsch & G Wright
A User’s Perspective of Alternative Service Delivery: A Comparative
Study of the Evaluation of Service Strategies

9806 – J Martin-Hirsch & G Wright
The Case for Choice in Health Care: A Comparison of Traditional and
Team Midwifery in Effective Service Provision

9805 – M Woods, M Fedorkow amd M Smith
Modelling the Learning Organisation

9804 – W A Taylor
An Action Research Study of Knowledge Management in Process Industries

9803 – C Singleton
Quantitative and Qualitative – Bridging the Gap Between Two
Opposing Paradigms

9802 – R McClements & C Smallman
Managing in the New Millennium: Reflections on Change, Management and
the Need for Learning

9801 – P Eyre & C Smallman
Euromanagement Competencies in Small and Medium Sized Enterprises:
A Development Path for the New Millenium

1997

9729 – C Smallman
Managerial Perceptions of Organisational 
Hazards and their Associated Risks

9728 – C Smallman & D Weir
Managers in the Year 2000 and After: A Strategy for Development

9727 – R Platt
Ensuring Effective Provision of Low Cost Housing Finance in India: 
An In-Depth case Analysis

9726 – (not available)

9725 – (not available)

9724 – S Estrin, V Perotin, A Robinson & N Wilson
Profit-Sharing Revisited: British and French Experience Compared

9723 – (not available)

9722 – R Beach, A P Muhlemann, A Paterson, D H R Price and J A Sharp 
Facilitating Strategic Change in Manufacturing Industry

9721 – R Beach, A P Muhlemann, A Paterson, D H R Price and J A Sharp
The Strategy Options in Manufacturing Industry: Propositions Based on
Case Histories

9720 – A Giroud
Multinational Firms Backward Linkages in Malaysia: A Comparison
between European and Asian Firms in the Electrical and Electronics Sector

9719 – L Kening
Foreign Direct Investment in China: Performance, Climate and Impact

9718 – H Mirza
Towards a Strategy for Enhancing ASEAN’s Locational Advantages for
Attracting Greater Foreign Direct Investment

9717 – B Summers & N Wilson
An Empirical Study of the Demand for Trade Credit in UK
Manufacturing Firms

9716 – R Butler & J Gill
Reliable Knowledge and Trust in Partnership Formation

9715 – R Butler 
Stories and Experiments in Organisational Research

9714 – M Klemm & L Parkinson
British Tour Operators: Blessing or Blight

9713 – C A Hope
What Does Quality Management Mean for 
Tourism Companies and Organisations?

9712 – S Hogarth-Scott & P Dapiran
Do Retailers and Suppliers Really have Collaborative Category
Management Relationships?: Category Management Relationships in
the UK and Australia
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9711 – C De Mattos
The Importance of Potential Future Contributions from/to Transnational
Joint Venture Partners: Perception of Brazilian Managing Directors and
Specialists Linked to Biotechnology

9710 – N T Ibrahim & F P Wheeler
Are Malaysian Corporations Ready for Executive Information Systems?

9709 – F P Wheeler & A W Nixon
Monitoring Organisational Knowledge in Use

9708 – M Tayles & C Drury
Scoping Product Costing Research: A Strategy for Managing the Product
Portfolio – Cost System Design

9707 – N Wilson, B Summers & C Singleton
Small Business Demand for Trade Credit, Credit Rationing and the Late
Payment of Commercial Debt: An Empirical Study

9706 – R Beach, A P Muhlemann, A Paterson, D H R Price & J A Sharp
The Management Information Systems as a Source of Flexibility: 
A Case Study

9705 – E Marshall
Business Ethics: The Religious Dimension

9704 – M Wright, N Wilson & K Robbie
The Longer Term Effects of Management-Led Buy-Outs

9703 – G Hopkinson & S Hogarth Scott
Quality of Franchise Relationships: The Implications of Micro Economic
Theories of Franchising

9702 – G C Hopkinson & S Hogarth-Scott
Channel Conflict: Critical Incidents or Telling Tales. 
Methodologies Compared

9701 – K Watson, S. Hogarth-Scott & N Wilson
Marketing Success Factors and Key Tasks in Small Business Development

1996

9619 – B Summers & N Wilson
Trade Credit Management and the Decision to use Factoring: 
An Empirical Study

9618 – M Hiley & H Mirza
The Economic Prospects of ASEAN : The Role of AFTA in the Future
Development of the Region

9617 – A Brown
Prospects for Japanese Foreign Direct Investment in Thailand

9616 – H Mirza, K H Wee & F Bartels
The Expansion Strategies of Triad Corporations in East Asia

9615 – M Demirbag & H Mirza
Inter-Partner Reliance, Exchange of Resources & Partners’ Influence on
J’V’s Strategy

9614 – R H Pike & N S Cheng
Motives for Investing in Accounts Receivable: Theory and Evidence

9613 - R H Pike & N S Cheng
Business Trade Credit Management: Experience of Large UK Firms

9612 – R Elliott, S Eccles & K Gournay
Man Management? Women and the Use of Debt to Control 
Personal Relationships

9611 – R Elliott, S Eccles & K Gournay
Social Support, Personal Relationships & Addictive Consumption

9610 – M Uncles & A Manaresi
Relationships Among Retail Franchisees and Frachisors: 
A Two-Country Study

9609 – S Procter
Quality in Maternity Services: 
Perceptions of Managers, Clinicians and Consumers’

9608 – S Hogarth-Scott & G P Dapiran
Retailer-Supplier Relationships: An Integrative Framework Based on
Category Management Relationships

9607 – N Wilson, S Hogarth-Scott & K Watson
Factors Contributing to Entrepreneurial 
Success in New Start Small Businesses

9606 – R Beach, A P Muhlemann, A Paterson, D H R Price & J A Sharp
The Evolutionary Development of the Concept Manufacturing Flexibility

9605 – B Summers
Using Neural Networks for Credit Risk Management: 
The Nature of the Models Produced

9604 – P J Buckley & M Carter
The Economics of Business Process Design: Motivation, Information &
Coordination Within the Firm

9603 – M Carter
Is the Customer Always Right? 
Information, Quality and Organisational Architecture

9602 – D T H Weir
Why Does the Pilot Sit at the Front? And Does it Matter?

9601 – R A Rayman
A Proposal for Reforming the Tax System
1995

9506 – A L Riding & B Summers
Networks that Learn and Credit Evaluation

9505 – R A Rayman
The Income Concept: A Flawed Ideal?

9504 – S Ali & H Mirza
Market Entry Strategies in Poland: A Preliminary Report

9503 – R Beach, A P Muhlemann, A Paterson, D H.R Price & J A Sharp
An Adaptive Literature Search Paradigm

9502 – A S C Ehrenberg & M Uncles 
Direchlet-Type Markets: a Review, Part 2: Applications & Implications

9501 – M Uncles & A S C Ehrenberg
Direchlet-Type Markets: A Review, Part 1: Patterns and Theory

1994

9411 – R A Rayman
The Real-Balance Effect Fallacy and The Failure of Unemployment Policy

9410 – R A Rayman
The Myth of ‘Says’ Law

9409 not issued

9408 not issued

9407 not issued

9406 not issued

9405 – F Bartels & N Freeman
Multinational Enterprise in Emerging Markets: International Joint
Ventures in Côte D’Ivoire Vietnam

9404 – E Marshall
The Single Transferable Vote – A Necessary Refinement Abstract

9403 – G R Dowling & M Uncles
Customer Loyalty programs: Should Every Firm Have One?

9402 – N Wilson, A Pendleton & M Wright
The impact of Employee Ownership on Employee Attitudes: 
Evidence from UK ESOPS

9401 – N Wilson & M J Peel
Working Capital & Financial Management 
Practices in the Small Firm Sector

1993

9310 – R Butler, L Davies, R Pike & J Sharp
Effective Investment Decision-Making: The Concept and its
Determinants no longer available

9309 – A Muhlemann, D Price, M Afferson & J Sharp
Manufacturing Information Systems as a Means for Improving 
the Quality of Production Management Decisions in Smaller
Manufacturing Enterprises

9308 – F P Wheeler, R J Thomas & S H Chang
Towards Effective Executive Information Systems

9307 – F P Wheeler, S H Chang & R J Thomas
The Transition from an Executive Information System to Everyone’s
Information System: Lessons from a Case Study

9306 – S H Chang, F P Wheeler & R J Thomas
Modelling Executive Information Needs

9305 – S. Braga Rodrigues & D Hickson
Success in Decision Making: Different Organisations, 
Differing Reasons for Success.

9304 – R J Butler, R S Turner, P D Coates, R H Pike & D H R Price
Ideology, Technology and Effectiveness

9303 – R J Butler, R S Turner, P D Coates, R H Pike & D H R Price
Strategy, Structure and Technology

9302 – R J Butler, R S Turner, P D Coates, R H Pike & D H R Price
Competitive Strategies and New Technology 

9301 – R J Butler, R S Turner, P D Coates, R H Pike & D H R Price
Investing in New Technology for Competitive Advantage
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Copies of the above papers can be obtained by contacting the Research
Programme Administrative Secretary at the address below:

Bradford University School of Management
Emm Lane
Bradford
West Yorkshire
BD9 4JL

Tel: ++44 (01)1274 234323 (mornings only)
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