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ABSTRACT

I introduce the notion of identity-based views of
the corporation.’ I advance the view that the
above will increasingly emerge as a key platform
from which we can comprehend contemporary
organisations (corporate identities), institutional
brands (corporate brand identities) and
stakeholder’s affinities with the above (stakeholder
identification). Building on my earlier work
relating to the schools of thought relating to
corporate identity (Balmer 1995) I re-categorise
such schools in the context of the nascent
literature on the area: the latter represents, in
effect, a quadrivium based around notions of
corporate identity as it relates to (i) the identity of
an organisation (focusing on the juridical and
economic foundations), (ii) identification from an
organisation (focusing on the symbolic and
promotional), (iii) identification with an
organisation (focusing on the affective and
personal) and (iv) collective identification to an
organisational culture (focusing on the collective,
emotional and cultural). I also advance the view
that the above quadrivium is broadly applicable to
notions of corporate brand identity and what I call
‘identity based views of corporate branding.’
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INTRODUCTION

“Where Do We Come From?  Where Are We?
Where Are We Going To?” is the evocative title of
what is, arguably, Paul Gauguin’s most celebrated
painting.  Executed on a large canvas, the
painting shares certain similarities with corporate
identity and identity studies generally. Both the
painting and the area of identity studies demand
that we step back in order to discern their
geography, content, and significance. Both have
multiple levels of meaning: they are a great deal
more than the sum of their parts.  The allegorical
title of Gauguin’s painting has another purpose in
that it provides me with a ready made route map
for this article. As such, I will reflect upon the past
and present of corporate identity scholarship and
will, in addition, contemplate on its future and
which provides me with a platform to introduce
my notion of ‘identity based view(s) of the
corporation.’  

Adopting a panoptic view of corporate identity
seems apposite since this commentary appears on
the tenth anniversary of what is arguably a
momentous occasion: the first ever special edition
of an academic journal (in the European Journal
of Marketing) devoted to corporate identity
(Balmer and Van Riel 1997). 

In this article I draw on the marketing,
management (along with other literatures) which
has identity as their focus.  The reclassification of
the schools of thought relating to corporate
identity develops my earlier work in this regard
(Balmer 1995).

In the following section I provide a short overview
of the various facets of identity studies in non
marketing/management contexts as well as
noting some parallels between them. This
provides the context for an exegesis of the
corporate identity construct which I hope will, in
part, untie the Gordian knot.

IDENTITY: THE BIG PICTURE

Contemplating the identity canvas reveals that
many of the great themes of intellectual inquiry
since time immemorial are related to identity.
Identities, as many scholars attest, are
complicated, multidimensional and protean in
character; their importance means that they are
impossible to ignore. We can see this in identity
studies relating to gender, personality, religion,
nationalism, among many other disciplines.
Identities are powerful. More often than not
deeper notions of identity mean that although
they cannot be always be seen but their power

can invariably be felt. Indeed wars, revolutions,
friendship, and alliances, more often than not
have issues of identity, identification and non-
identification at their core. 

The primordial nature of identity has meant that
it hardly surprising that questions of identity and
identification have been accorded a good deal of
importance of scholars from a variety of
disciplines. The same is true for marketing and for
the corporate identity concept. At the present
time, corporate identity scholarship is undergoing
a process of re examination especially in the
context of other areas of identity scholarship (He
and Balmer 2005, 2007).  In addition, a process
of re discovery is underway as we revisit and
informed by early work on corporate identity:
Taguiri’s (1982) seminal paper on corporate
identity and his examination of employee a
identification being illustrative as is the case
study work of Stephen Greyser, another Harvard
academician, whose case histories invariably
reveals the strategic nature of the field (Phillips
and Greyser 2001). These early, and more recent,
contributions to the genre reminds us that
corporate identity scholarship has not, and is not,
merely concerned with company logos and visual
identity schemes (important thought they are!)
Whilst, in common parlance corporate identity is
aligned to visual this represents is a narrow
conceptualisation of the territory (Balmer and
Wilkinson 1991). Taking an historical perspective I
am of the view that it is more apposite to regard
it as an umbrella term encompassing multiple
perspectives. 

Returning to our big picture, it is apparent it that
issues of identity are, and have been, an enduring
concern not only to personal, national and group
identities but also in terms of institutions and
industries. In my discussion on individual and
group identities I also make a bridge with our
understanding of corporate identity.

Individual Identity
Individual identity is (along with gender) the most
fundamental of all identity types.   In Sophocles
tragedy Oedipus Tryannos (Oedopus the King) the
King’s angst over his own identity is one of the
drama’s critical themes. Another is the fact that
the self is a composite of other identity types
relating to   class, ethnicity, family and territory
among others (Smith 1991).  Within marketing,
recent scholarship of how individuals interpreted
identities (especially brand identities) and how
such identities became meaningful to the self has
received particular attention in the recent
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literature (Fournier 1998; Hatch and Rubin 2006;
Otnes and Maclaran 2007). Often, identities are
consumed and decoded in ways that are different
from that that which is intended by the
organisation, its managers and via
communications (Balmer and Greyser 2002; Holt
2002; Schroeder 2002). 

Collective Identity
British social psychologists Tajfel and Turner
(1979) were the progenitors of what is called
social identity theory and this theory has been
shown to be highly salient to marketing scholars
in terms of collective identity and identification.
According to this theory, the self can be defined
in terms of group membership (as well as non
membership) and this sheds light on the collective
behaviours and cognitions of customers and
others. The recent literature discussing the
phenomena of brand cultures and tribes is also
informed by this perspective (Cova and Cova
2002; Balmer 2005; Schroeder and Salzer-Morling
2005). Group affinity is predicated on a number
of factors including relative, prestige and the
effect of exogenous factors such as changes in
societal norms and precepts. This perspective is
similar to an individual’s national and cultural
affiliations as observed by historians (Colley
1996) and scholars of nationality (Mayo 1974;
Sahlins 1989). For instance, in the 18th century
exogenous factors determined whether an
individual affirmed that they were British or
English (or Scottish or Welsh).  A similar
occurrence characterises collective affinity (and
changes of the same) in religious contexts rather
like the Vicar of Bray in the eponymous song of
the same name.  

Juridical and Cultural Identities
In examining issues of identity my view is that a
critical distinction is that between juridical and
cultural notions of identity and I found that a
similar separation can be found in research into
ethnicity and nationality (Smith 1991). Meinecke
(1908), for instance, suggested something similar
and noted the vital difference between the
Staatsnation (the nation state: a legal identity)
and the Kulturnation (the ethnic community: a
cultural identity). The former can be seen in terms
of a juridical identity and the latter a cultural
identity. Consider Canada as a juridical identity
but one that embraces many ethnic groups and
the Basques as a cultural identity but one that
does not recognised in terms of a juridical identity
in constitutional law.

Such a distinction characterises the marketing
(corporate identity) and organisational behaviour
(organisational identity) literatures. 

Corporate identity owes a good deal to juridical
(and equally perhaps economic) notions of
identity. This is because institutions have articles
of incorporation or other defining documents
which (partly) define an entity’s traits and
encompasses issues of corporate ownership and
governance, and will articulate organisational
purposes and markets. Over time, other identity
traits that are derived from corporate history and
which may (in varying degrees) be reflected in
strategic and in marketing plans (quality levels,
corporate style, inheritance and consumer profiles
etc) Corporate identity has an explicit corporate,
strategic and external focus.  Broadly speaking
corporate identities can be altered, changed and
managed.

Organisational identity, in contrast, owes a good
deal to cultural notions of identity which,
typically, regards institutions as socially
constructed phenomena which is defined by an
entity’s culture/s. As such, organisational identity
has a more overt cultural, employee, cultural and
an internal focus. It is less amenable to being
changed and controlled. It requires
comprehension of collective groups and their
values and is less susceptible to management fiat.
Juridical and cultural identities should be viewed
as alto egos. Although, in some organisations
both identity types are tightly coupled this is not
always the case. For instance, over the course an
entity’s evolution, cultural identities can boundary
span juridical identities in institutional contexts
(the franchise operations of McDonalds and the
Body Shop for instance) and juridical identities
may boundary span multiple cultural identities
(Volkswagen as the juridical owner of the Bentley
automotive company and corporate brand). 

Identity and Multiplicity 
Invariably, corporate and cultural identities are
characterised by their multiplicity and there is a
good deal of interpenetration between different
identity types and modes of identity: quite often
these draw on identity types beyond corporate
and organisational identities. Individual identities
can shape corporate identity (consider Lord Reith
at the BBC and the establishment of Reithien
values). National identities can infuse institutional
identities (consider the strong US identity that
characterises Coca Cola). Also consider how issues
of class identity have underpinned the Co-op
Movement (working class) and Royal Ascot
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(aristocratic). Identities relating to gender can be
important: consider the importance of male
identity to an ancient institution such as the
Japanese monarchy. Religious identity can also be
important as illustrated by the
catholic/protestant divide that respectively
characterises the two Glasgow football clubs of
Celtic Rangers (Calvanistic) and Glasgow Rangers
(Catholic). 

Of course, corporate identities can, equally, have a
profound influence on a nation’s identity
(consider the importance of Nokia to the Finnish
psyche and national identity). 

Another key aspect of identity’s multiplicity relates
to the temporal dimensions of identity: identities
can inhabit past, present and future times frames
as Balmer’s acid test has shown (Balmer and
Soenen 1998; Balmer and Greyser 2002).

Issues of identification
Finally, this short synopsis of identity in the round
reveals that the concepts of identity (the essence
of a person, group, entity or entities) and
identification (from and to an organisation) are of
importance. 

Although the literature on organisational
behaviour asserts that identification is primarily
concerned with group (or individual) identification
to a culture/corporation  marketing scholars also
use the word to describe how an institution
conveys its espoused sense of corporate self via
forms of identification relating to graphic design,
advertising, corporate architecture and so on. For
this reason, the characterisitation of identification
as used by organisational behaviourists this can
be highly problematic for marketing scholars. As
such a degree of circumspection needs to be
made in its use in marketing contexts. As such,
marketing scholars need to be reminded that
identification can: 

Identification ffrroomm the corporation
(a) Refer to the coordinated use of formal

communications and symbolism (especially
the visual) in projecting the ideal corporate
self in a uniformed form to customers and
other stakeholders.  (Such a perspective has
traditionally informed marketing scholarship).

Identification wwiitthh the corporation
(b) Refer to the feelings and degree of affinity

(positive, negative and ambivalent) held by a
group (or individual) towards a particular
entity. (Such a perspective has traditionally
informed scholarship in organisational

behaviour/management studies generally.) 

Image and Identity
An abiding problem relating to corporate identity
research is the relationship between image and
identity. Corporate identity scholarship has
followed a similar pattern of development that
characterised the psychological study of individual
identity (Bromley 2001; Balmer 1998). Initially,
(in the 1930s) psychologists defined individual
personality in terms of the impression and
individual makes on others (Bromley 1993). In the
1950s psychologists began to focus on
personality traits and defined personality in terms
of what a person really is (Campbell and Fiske
1959). Corporate identity scholarship also initially
focused on image projection (Kennedy 1977;
Abratt 1989) and then focused on the tangible
aspects of identity or what an organisation really
is (Balmer 1995; Gray et al 1998; Marwick and
Fill 2001).  

Working definitions of identity and
identification
In examining the historiography of the concept I
conclude that it is more appropriate to regard it
as an umbrella term encompassing a broad range
of conceptualisations As such, uncovering these
various strands of thought may, and in examining
the various facets of corporate identity might, at
first sight, appear to be akin to untying the
Gordian knot (Balmer and Greyser 2003 p. 33).

However,  with marketing colleagues and scholars
firmly in my sight, I adopt the following,
parsimonious fourfold definitions and schools of
thought relating to identity and identification: 

1. identity of an organisation 
(foci: juridical/economic and corporate) 
Underlying Question: What are we?

2. identitification from an organisation 
(foci: the symbolic and promotional)
Underlying Question: What do we espouse we
are?

3. individual identification with an organisation 
(foci: affective and personal)
Underlying Questions: How do I relate to the
organisation? 
And
(can also relate to Who am I-in relation to an
organisation?

4. collective identification to an organisation
culture 
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(foci: emotional/cultural and collective)) 
Underlying Question: Who are we (in relation
to an organisational/organisational related
culture)?

The four definitions will also inform my
examination of corporate identity and as such,
like scholars of old, represents a quadrivium by
which we can advance and deepen our
comprehension of the field. In meeting the
demands of this syllabus I draw on Gauguin’s
masterpiece in order to provide us with our route
map in relation to corporate and other identities
in organisational contexts viz: “Where Do We
Come From?  Where Are We? Where Are We Going
To?”  

The next section examines the corporate identity
concept in earnest by taking a retrospective of its
development.

WHERE DO WE COME FROM?
Foci: 1st School of Thought-Identification 

FROM the organisation
And
2nd School of Thought-Identity OF the 
organisation

1st School of Thought-Identification from the
organisation
For the most part, corporate identity has been
narrowly conceived in terms of visual symbolism
(Balmer and Wilkinson 1991). 

In common parlance, corporate identity refers to
an institution’s system of visual identification (and,
in particular, an entity’s defining mark/logo and
visual style including architecture etc).  However,
organisations do of course marshal a variety of
communications channels to create awareness,
distinctiveness and interest in the body corporate
including advertising, architecture, music, public
relations and so on. Perhaps the finest example of
this was the pre-concilliar catholic church whose
liturgies were a full sensory experience in that care
was taken to communicate with all the senses to
foster a sense of its corporate self, beliefs and of
the divine (Balmer 1998).  There is much that can
be learnt from the catholic church about how to
and how not to manage and nurture corporate
identity and identification.
Scholars have for some time investigated broader
notions of identification and symbolic
management especially in terms of corporate
image formation, image projection, customer
perception and corporate associations and where
a broader approach to symbolic management is

stressed (Kennedy 1977, Gray and Smeltzer 1985,
Abratt 1991, Dowling 1993, Gray and Balmer
1998, Stuart 1999, Abratt and Mofokeng 2001,
Dacin and Brown 2002). 

Although a good deal of this literature is
concerned with projecting the ‘ideal self’ to
internal and external audiences via symbolic
means  a number of scholars have argued that
serious account should be given to corporate
activities, behaviours and relationships (Taguiri
1982; Grunig 1993, Balmer 1998; 2001).

However, it has the importance of visual
identification that has received the greatest
recognition within the marketing literature.
Building on the earlier explanation cited above it
can also be said that corporate marks not only
denote ownership and differentiation but may
also connote the organisation’s reputation, values
and standards. This aspect of corporate identity
has a considerable provenance. 

For instance, in European contexts corporate coats
of arms being invested with considerable
commercial, economic and, significantly, juridical
importance since the 15th century when the first
Courts of Heraldry began to appear. The Law of
heraldry views coats of arms as inheritable
property and Courts of Heraldry remain an
integral part of the legal systems of both England
and Scotland (Innes 1978; Slater 2005). The Law
of Heraldry may be viewed as an early form of
trademark law and, in effect, a quasi court of
marketing. Organisations, such as the University
of Strathclyde (Baker and Balmer 1997) still
petition such courts for a full grant of arms whilst
others seek legal redress to protect their use such
as a famous case brought by the City of
Manchester (Slater 2005). Scottish legal officers
are especially active in bringing organisations
such as car manufacturers and football clubs into
line who have failed to matriculate their Shields
of Arms (Bruce et al 1999). 

Aside from the heraldic design vernacular we can
see a broader interpretation of the above in the
late 19th and early 20th Centuries corporations
used visual identity both as a way of achieving
differentiation and as one means to build their
corporate brands.  Inspired, in part, by England’s
Arts and Crafts Movement which fostered the
notion of total design integration many British
(The Great Western Railway, London Transport)
and Continental Corporations (including the
corporate behemoths of AEG, and Olivetti) used
graphic design in order to achieve differentiation,
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to project and image and to enhance corporate
brand identity (Cumming and Kaplan
1991;Balmer and Greyser 2003;Jeremy 1998;
Olins1978).  

Until the mid 1970s, (in British and
Commonwealth contexts) the phrase House Style
was used to describe an entity’s visual style but
the phrase gradually fell into abeyance with the
introduction of the corporate identity concept by
US graphic design consultant Walter Margulies in
1964 (Balmer and Greyser 2003). As such
corporate identity is something of a doppelganger
in that it is used to refer to an organisation’s
distinctive traits as well as to its visual house
style: the latter being reinforced by the notion
that a symbol can in some magical way
encapsulate the whole idea of the organisation
(Olins 1989).

However, visual identification was to receive a
fillip as a consequence of the work of English
Economist Boulding (1956) and through the
research work of Martineau (1958, 1958a)
undertaken in association with the Chicago
Tribune. These authors made the a priori link
between perception and behaviour and others
used this work to assert a coordinated system of
visual identification could create a stereotype
image on the part of an institution’s stakeholders.
In short, the view began to take hold that visual
identification could influence both perception and
behaviour. For instance, Margulies (1977) in his
celebrated HBR article defined corporate identity
as the sum of all the ways a company chooses to
identify itself to all its publics.  The above
perspective characterises a good deal of literature
on visual identity both in the UK (Blake  1971;
Olins 1979; Pilditch 1971) and in North America
(Garbett 1988; Napoles 1988; Chajet and
Shachtman 1998).  In more general and less
effusive terms, the importance of visual identity
as part of a corporation’s corporate
communications efforts has also characterized
academic writing on the area  (Abratt 1989; Baker
and Balmer 1999; Dowling 2001, Gray and
Smeltzer 1985, Melewar et al 2001, Henderson et
al 2003 Van den Bosch et al 2006). Van Riel et al
2001).

2nd School of Thought- Identity of the
organisation
Over the last decade or more, a deeper
comprehension of corporate identity has taken
hold with many marketing scholars defining
corporate identity in terms an organisation’s
distinctive traits: traits that make one corporation
different from another (Balmer 1995, Balmer and
Greyser 2002, Bick, et al 2003, Bronn et al 2006,
Melewar and Karaosmanoglu, 2006). 

Among the most important traits identified by
scholars are those relating to strategy, structure,
culture and company history (Balmer 2002,
Melewar and Karaosmanoglu 2006; Moingeon
and Ramanantsoa 1997). These organisational
characteristics bestow the corporation with
specificity, stability and coherence (Moingeon and
Ramanantsoa 1997, Larçon and Reitter 1979). 

The Swedish notion of ‘the business concept’ (BC)
represents a not dissimilar viewpoint from the
perspective outlined above. Having its roots in the
work of Norman (1977) and expounded more
fully by Alvesson (1998). For instance it takes a
holistic view of the nature of the organisation, its
products and services along with the markets in
which it operates.   The benefits of the BC
according to Alvesson (1998) may be summarised
in that it is:  (a) analytical (determining the
nature of the corporation and its operations); (b)
integrative (unity of purpose throughout an entity
and instilling a sense of belonging among
employees); (c) controlling (as a guide to
management decisions and actions); (d) corporate
communications and image (transmitting an
institutions purpose, essence and ethos to
customers and stakeholders).  Should also be
based on fact.

It has been observed (He and Balmer 2005,
2007) that this more holistic approach to
corporate identity is analogous to the
characteristion of identity as advanced by Albert
and Whetten (1985): the latter concluded that
every entity is imbued with identity anchors that
are central (inimitable organisational traits),
distinctive (differentiated from similar entities)
and enduring (stable over time). 

Across a range of related areas, scholars have
noted the centrality of corporate identity to our
comprehension and the general management of
corporate communications (VanRiel 1995),
corporate reputation (Fombrun 1996), and
corporate brands (Balmer 1998).
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According to Balmer (2001a) this view of
corporate identity (identity of the organisation) is
characterised by its complexity (it is a
multifaceted and multidimensional construct),
variability (corporate identities are not sclerotic:
they evolve) and heterogeneoutity (they are
informed by multidisciplinary perspectives). It
would also seem that corporate identities are
contingent (in part draws on other identities) and
relation ional (defined by making reference to
other identities: not simply in terms of what we
are but what we are not.)

Within the broader management literature there
are parallels with the above perspective. For
instance, The facts that determine an institution’s
identity are many and varied and include a variety
of elements (Pugh 1973) including its origin and
history; the mode of ownership; market position,
assets and size; the range of goods and services
offered (including quality); location and
interdendence (the degree to which the entity is
dependant upon customers, shareholders,
government, suppliers etc for its survival and
success)

Argyris and Schon (1978) in elucidating how a
corporation may be understood concluded that an
institution can be (a) a government or polis (b) an
agency or (c) a task system. In the context of
corporate identity as referring to the distinct
characteristics of organisation it has more in
common with their second definition: (b). As such
the establishment of an entity (of whatever type)
is the solution to a particular problem, market
need/opportunity: the establishment of low cost
carrier such as Easy Jet and the institution of
Harvard Business School are cases in point. With
regard to the latter, although there have been
many changes since its formation in terms of
faculty, syllabus and modes of delivery its broad
mission, organistional structures and setting
(among other things) remains unchanged.

WHERE ARE WE? 
Foci: 3rd School of Thought-Stakeholder 

Identitifaction with the organisation 
and 
The 4th School of Thought-Collective 
Stakeholder Identification to a Cultural 
Identity. 

At the present time, marketing scholars are
according increasingly importance to what I call
stakeholder identification. My characterization of
stakeholder identification is somewhat broader
than the traditional conceptualisation of an

individual’s and a group’s identification with an
institution or to a cultural identity. For the main,
the literature has largely focused on employee
identification and to a lesser extent customer
identification. Issues of collective identification
(for instance in relation to corporate brand
communities, culture and tribes) are likely to
emerge of increased importance; such notions
challenge traditional notions relating to the
consumption of corporate identities and corporate
brands. In this discussion I make a divide between
individual stakeholder identification and collective
identification. Both afford distinct perspectives on
corporate identities and corporate brands.

3rd School of Thought: Individual Stakeholder
Identification with the organisation
An individual’s identification with an entity is
predicated upon what is believed and/or known
about an organisation (Taguiri 1982; He and
Balmer 2004, 2007). Such identification occurs
among customers and other external and internal
stakeholders. As such, stakeholder identification
towards an entity is important since this is
manifest in cognitive state can be positive,
negative or ambivalent. An individual’s cognition
of a corporation is important since perception
effects behaviour (Boulding 1956) and also
materially influences how a customer
(Bhattacharya and Sen 2003) or an employee
relates to, or defines the self with a corporation
(Dutton and Harquail 1994). In addition,
individual can also have identification with
different corporate philosophies that reflect past
and current organisational traits (corporate
identities) as research with the BBC has shown
(Balmer and Wilson 1998). The perspective
outlined here is related to, but is different from,
group identification with an entity (Ashforth and
Mael 1989; Brown et al 2006.)  

4th School of Thought: Collective Stakeholders’
identification to a corporate culture  
This aspect of identification has as its focus the
identification with a corporate culture rather than
with the corporation per se. 

Having its origins in social identity theory (Tajfel
and Turner 1979) it can be argued that
stakeholder identification - encompassing
customer identification  (Bhattacharya et al 1995;
Bhattacharya and Sen 2003) and employee
identification Ashforth and Mael 1985) - relates
to how individuals define themselves through
their espoused affiliation with others in a social
group relating to an  organisation.  The recent
literature has embraced both customer and
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employee perspectives on the area and has
argued the efficacy of such an approach (He and
Balmer 2004, 2007; Brown et al 2006; Cardador
and Pratt 2006). 

My view is that a more catholic interpretation of
the above is likely to be efficacious: what I call
collective stakeholder identification to a corporate
culture. 

These cultural groups are defined by comparative
and relational cognitive states with other (‘out’)
groups. Such membership is influenced by self
esteem, as well as by cognitive and affective
states. Company stakeholders, as members of a
corporate culture affirm their strong identification
to a corporation by emphasising commonalities
with other members of the cultural grouping as
well as highlighting their differences with so-
called ‘out groups’ (Tajfel and Turner’s 1985; Holt
1995; Donavan et al 2006). 

To me it seems logical to assume that an
individual’s membership of such a group is not
fixed however in that individuals may migrate to
other groups in order to leverage self esteem and
self-identity. This is a somewhat different notion
of Maffesoli’s (1996) notion of organisational
tribes which represent a somewhat temporary
type of affiliation on the part of customers and
others.

Collective identification is more likely to occur
when such associations are linked to prestige
(Pratt 1998) and where, in addition, it is
distinctive and of high saliency to group members
(Bhattacharya and Sen 2003; Holt 1995).
Specifically (within marketing contexts) the above
approach is not dissimilar to notions of
relationship marketing (e.g., Gummesson 1994,
Morgan and Hunt 1994) which is based on the
underlying premise that customers, employees
and stakeholder should be regarded as
organisational partners: stakeholders being
viewed more as organisational actors rather than
as passive corporate audiences. 

WHERE ARE WE GOING TO? 
Contemplating the future always needs to be
tempered with a good deal of circumspection but
I believe that there are enough indicators to
indicate that (what I call) a identity based view
of corporate brands will emerge as a highly
salient feature of marketing scholarship and
practice. In part, this takes account of the
increasing attention accorded in the literature to
corporate brands along with the importance

accorded to institutional brands by captains of
industry and policy advisors generally (Aaker
2004; Balmer, 1995; Balmer and Gray, 2003;
Keller and Lehmann, 2005; Knox and Bickerton,
2003;).. As such, there appears to be a prima
facie case for applying the quadrivium articulated
earlier to corporate brand identity and corporate
brand identification (‘an identity-based view of
corporate brands) viz: 

1 identity of a corporate brand
(foci: juridical/economic and corporate) 
Underlying Question: What is the corporate 
brand covenant?

2 identitification from a corporate brand 
(foci: the symbolic and promotional)
Underlying Question: What does the corporate 
brand espouse to be?

3 individual identification with a corporate 
brand
(foci: affective and personal)
Underlying Questions: How do I relate to the 
corporate brand? 
And
(can also relate to Who am I-in relation to the 
corporate brand?

4 collective identification to a corporate brand 
culture 
(foci: emotional/cultural and collective)) 
Underlying Question: Who are we (in relation 
to a corporate brand/corporate brand 
culture)?

Space does not permit a detailed examination of
the four identity types articulated above in
relating to corporate brands other than to note
that in the marketing literature a distinct
contribution has been made to No 4 (collective
identification). This can be seen in relation to the
literature on consumer/brand tribes (Cova and
Cova 2001, 2002; Kozinets, et al 2007) and
brand communities (Muniz, and O’Guinn 2001,
McAlexander, Schouten and Koening 2002,
Balmer 2005).  It should also be noted that the
current literature takes a holistic approach to
brand tribes whereas I adopt a more focused
approach in that I specifically focus on corporate
brands/ 

In articulating the differences between corporate
brand tribes and corporate brand communities it
can be noted that whereas corporate brand
communities tend to be homogenous in form but
are not prescribed by geographical boundaries
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(Muniz and O’Guinn 2001). They have a shared
consciousness, rituals and traditions. Their
counterparts, corporate brand tribes, tend to be
smaller, more heterogeneous and less-permanent
in character (Cova and Cova 2001, 2002). 

Notions of corporate brand tribes and
communities also require marketing scholars, and
others, to reconsider what is meant by a
stakeholder since membership of such collective
groups may include those who do not neatly fall
into one stakeholder group or another. Brand
tribes and cultures associated with the British
Crown and Manchester United are illustrative of
this. For instance, many individuals outside the
UK and the Commonwealth may be seen to be
part of the brand culture of the British Crown but
in constitutional (and even historical terms) be
devoid of any relationship with the Crown. In
addition, in international contexts, supporters of
Manchester United Football club even though
they have never been present at a football match
and where the entity receives little in the way of
material benefit.

The critical importance of corporate brand
cultures can be seen with regard to organisations
who rely to a considerable degree have franchise
operations such as the Body Shop or who have a
multiplex corporate branding structure such as
Virgin. As such personnel may feel part of a
corporate brand community even though they are
employed by another entity. In the same terms a
customer may have a close affinity to a corporate
brand community but is unaware of the identities
that underpin the corporate brand (this is only
likely to emerge when a complaint it made!)  As
such, it is important to take cognisance of both
identitification with an entity as well as with a
corporate brand.

Making the distinction between corporate and
brand identity and identification highlight the
importance in making a distinction between the
strategic and institutional aspects of identity
along with its cultural and individual/group
perspective of the same. 

Reflections on the corporate identity canvas
In gradually apply my final brush strokes to this
paper and in contemplating the broad identity
canvas that has been surveyed I believe that
although there are reasons to be doleful in
musing on the past there are also many reasons
why corporate identity scholars should be both
hopeful and well as cheerful. 

Reasons to be doleful
Over the last decade, corporate identity scholars
have (and continue to face) a number of trials
and tribulations: not unlike Tantalus who was
punished by the Gods in being barred from
seizing what could so clearly be seen.   Then, as
now, corporate identity can still be narrowly
conceptualised in terms of graphic design; more
recently it has been obfuscated by the literature
on organisational identity/identification. For
some, corporate identity is little more than a
minor part of the marketing communications mix.
The failure, by some marketing scholars, to
studiously ignore the distinct tradition of
corporate identity scholarship within the UK, the
Commonwealth and Continental Europe is a
worrying (recent) development within the
literature.  Another are those marketing scholars
who have turned their back on their marketing
inheritance (owing to the stronger  theoretical
basis on organisational behaviour and the firmer
basis of identity scholarship from that tradition)
and have wholeheartedly embraced identity
studies from the perspective of organisational
behaviour: seemingly they have attempted to
pulled down what they should have devotedly
built up. Although employees are of especial
importance, customers and other stakeholders are
equally so (and in many regards considerably
more so): such perspectives go beyond the
traditional remit of scholars of organisational
behaviour.  Of course, this is a classic case of
social identity theory where individuals have
altered allegiance to a social grouping for reasons
of prestige and career advance.

Reasons to be hopeful
However, there are reasons to up-beat. Corporate
identity has begun to enter the mainstream of
marketing thought as reference to leading
journals in Europe and the US testify (Balmer and
Greyser 2002, Simoes and Dibb 2005).
Increasingly it is the case that other perspectives,
other than the important graphic design
perspective, is beginning to inform our
comprehension of corporate identity in the
marketing literature. Moreover, what I call
identity-based views of the corporation/corporate
brands is (implicitly rather than explicitly)
beginning to enjoy considerable currency.
Moreover, the introduction of courses that in
whole, or in part, that focus on corporate
identity/corporate brand identity have been
introduced at a number of business schools (such
courses were, of course, offered at Harvard and
Strathclyde Business Schools in the 1990s)
represent important developments as is the
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increased number of special editions devoted to
the area by marketing journals such as the EJM.

Reasons to be cheerful
Paul Gauguin’s painting is not unlike a triptych:
each of the three paintings parts is meaningful in
itself but, when all three perspectives are
scrutinised and additional fourth, dimension can
often be discerned which represents the sum of its
parts. In terms of identity studies this has led me
to the conclusion that we are at the point when a
further, critical, breakthrough in our discernment
of corporate identity starts to surface and as such
reveals the efficacy of adopting (what I call)
identity based views of the corporation.
(Analogous to this perspecive is the field of
corporate branding and here I am of the view that
identity based views of corporate branding are
also applicable).

Such a perspective is exciting because it has the
potential to illuminate our comprehension of both
corporate identity along with corporate brand
identity in terms of their traits; their espoused
identities (identification from such identities);
individual and collective stakeholder identification
with the corporate identities and corporate brands
(identification with such identities) and
stakeholder identification to the cultures of both
corporate identities and corporate brands. 

CONCLUSION 

Over the last decade our discernment of corporate
identity has become translucent and, it has to be
admitted, more complicated in addition. 

Looking to the future it is clear that there is still a
good deal to be done by corporate identity
scholars but we should also be pleased that so
much has been achieved and take succour from
the fact that it is common for big ideas start life
on the fringes of debate. 

Ten years on it becomes apparent that corporate
identity is rather more than meets the eye: it has
greater breadth, depth and meaning; very much
like Gauguin’s painting of course!

12

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



REFERENCES

Aaker, D.A. (2004), “Leveraging the corporate
brand”, California Management Review, Vol. 46,
No 3, pp. 6-18.

Abratt, R. (1989) ‘A new approach to the
corporate image management process,’ Journal of
Marketing Management, Vol. 5, No. 1, pp. 63-76. 

Abratt, R . ande Mofokeng, T.N. (2001)
‘Development and Management of corporate
image in South Africa’, European Journal of
Marketing, Vol. 35, No. 3 and 4, pp. 368-386.

Alvesson, M. (1998) “The business concept as
symbol,’ International Studies of Management
and Organizations, Vol. 28, No. 3, pp. 57-85.

Argyris, C. and Schon, D.A. (1978) Organizational
Learning: A Theory of Action Perspective, Addison-
Wesley, New York, pp. 8-29.

Ashforth, B.E. and Mael, F. (1989) Social identity
theory and the organization, Academy of
Management Review, Vol. 14, pp. 20-39.

Balmer, J.M.T. Brand cultures and communities in
Schroeder, J.E. and Salzer-Morling, M. (eds) (2005)
Brand Culture, Routledge, London. pp. 34-49.

Balmer,J.M.T. (2001a)  ‘Corporate identity,
corporate branding and corporate marketing:
seeing through the fog,’ European Journal of
Marketing, Vol. 35, No. 3 and 4, pp. 248-291.

Balmer, J.M.T. (1998) ‘Corporate identity and the
advent of corporate marketing’, Journal of
Marketing Management, Vol. 14, No. 8, pp. 963-
996.

Balmer, J.M.T. (1995) ‘Corporate branding and
connoisseurship’, Journal of General Management,
Vol.21, No. 1, pp.24-46.

Balmer, J.M.T. and Gray, E.R. (2003), “Corporate
Brands. What are they? What of them?” European
Journal of Marketing, Vol. 37, No. 7 & 8, pp.972-
997.

Balmer, J.M.T.  and Greyser, S.A. (2002)
‘Managing the multiple identities of the
corporation,’ California Management Review, Vol.
44, No. 3, pp.72-86.  

Balmer, J.M.T. and Greyser, S.A. (2006) ‘Corporate
Marketing: integrating corporate identity,
corporate branding, corporate communications,
corporate image and corporate reputation,
European Journal of Marketing, Vol. 40, No.7 & 8,
pp.730-741.

Balmer, J.M.T. and Van Riel C.B.M. (eds) (1997)
European Journal of Marketing: Special Edition on
Corporate Identity, Vol. 31, No. 5 & 6.

Balmer, J.M.T. and Wilkinson, A. (1991) ‘Building
Societies: Change Strategy and Corporate
Identity’, Journal of General Management, Vol. 1-
17, No 2, Winter, pp.20-34

Balmer, J.M.T. and Wilson, A. (1998) ‘Corporate
identity: there is more to it than meets the eye,’
International Studies of Management and
Organizations, Vol.28, No. 3, pp. 12-31.  

Bhattacharya, C. B. and S. Sen (2003).
“Consumer-company identification:  A 
framework for understanding consumers’
relationships with companies.” Journal of
Marketing, Vol. 67, April, pp.76-89.

Bhattacharya, C.B., Rao, H. and Glynn, M.A.
(1995) ‘Understanding the bond of identification:
an investigation of its correlates among art
museum members’, Journal of Marketing, Vol. 59,
pp. 46-57.

Bick, G, Jacobson, M.G. and Abratt, R. (2003) ‘The
corporate identity management process revisited’
Journal of Marketing Management, Vol. 19, pp.
835-855.

Blake, J.E. (ed) (1971) A management guide to
corporate identity, Council of Industrial Design,
London.

Bromley, D. (2001) ‘Personal and corporate
reputation’, European Journal of Marketing, Vol.
35, No. 3&4, pp.316-334.

Bromley, D. (1993) Reputation, Image and
Impression Management, John Wiley and Sons,
Chichester.

Bronn. P.S. Engell, W.J.L. and Martinsen, H. (2006)
‘A reflective approach to uncovering corporate
identity,’ European Journal of Marketing, Vol. 40,
No. 7 & 8, pp. 886-901.

13

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



Brown, T.J., Dacin, P.A.,  Pratt, M.G., and Whetten,
D.  (2006) ‘Identity, intended image, construed
image and reputation: an interdisciplinary
framework and suggested terminology’, Journal of
the Academy of Marketing Sciences, Vol. 34, No.
2, pp. 99-106.

Bruce, A., Calder, J. and Cator, M. (1999) Keepers
of the Kingdom, Weidenfeld and Nicolson,
London.

Campbell, D.T. and Fiske, D.W. (1959) ‘Convergent
and discriminant validity by the multitrait-
multimethod matrix’, Psychological Bulletin, Vol.
56, pp. 81-105.

Chajet, C. and Shachtman, T. (1998) Image by
design, McGraw Hill, New York.

Colley, L.  (1996) Britons. Forging the Nation,
Vintage, London.

Cova, B. and  Cova, V. (2002), “Tribal marketing:
the tribalisation of society and 
its impact on the conduct of marketing.” European
Journal of Marketing, Vol. 36, 
No.5& 6, pp.595-620.

Cova, B. and Cova, V. (2001) ‘Tribal aspects of
postmodern consumption: the 
case of French in-line roller skaters,’ Journal of
Consumer Behavior, Vol. 1, No 1, p. 67-76.

Dacin, P.A. and Brown, T.J.  (2002) Corporate
associations: perspectives for future research,
Corporate Reputation Review, Vol. 5, No. 2 & 3,
pp. pp. 253-266.

Donavan, D.T., Janda, S. and Suh, J. (2006)
‘Environmental influences in corporate brand
identification and outcomes’, Journal of Brand
Management, Vol. 14, No. 1 & 2, pp. 125-136.

Dowling, G.R. (1993) ‘Developing your corporate
image into a corporate asset,’ Long Range
Planning, Vol. 26, No. 2, pp. 101-109.

Dutton, J.E. and Harquail, C.V. (1994)
‘Organisational images and member
identification’, Administrative Science Quarterly,
Vol. 39. No. 2, pp. 239-263.

Fombrun, C. (1996). Reputation: Realizing value
from the corporate image, Harvard Business
School Press, Cambridge, MA.

Fournier, S. (1998) ‘Consumers and their brands:
developing research theory in consumer research,’
Journal of Consumer Research, Vol. 13, pp. 196-
213.

Garbett, T.F. (1988) How to build a corporate
identity and project its image, Lexington Books,
Toronto.

Gray, E.R. and Smeltzer, L.R. (1985) ‘Corporate
image: an integral part of strategy,’ Sloan
Management Review, Vol. 26, No. 4, pp. 73-78

Gray, E.R. and Balmer, J.M.T. (1998) ‘Managing
corporate image and corporate reputation,’ Long
Range Planning, Vol. 31, No. 5, pp. 695-702.
.
Hatch, M.J. and Rubin, J. (2006) ‘Hermeneutics of
branding’, Journal of Brand Management, Vol.14,
No.1 & 2, pp.40-59.

Hatch M.J. and Schultz, M. (eds) (2004)
Organizational Identity, Oxford University Press,
Oxford.

He, H-W., and Balmer, J.M.T. (2007) ‘Identity
Studies: Multiple Perspectives and
Implications for Corporate-Level Marketing’,
European Journal of Marketing, In Press.

He, H.W. and Balmer (2005) ‘Identity Strategies.
Identity Studies. Multiple 
Perspectives and Implications for Corporate Level
Marketing’, Working Paper, 05/04, Bradford
School of Management.

Henderson et al 2003,

Holt, D.B. (2002) ‘Why do brands cause trouble?
A dialectical theory of consumer culture and
branding’, Journal of Consumer Research, Vol. 29,
pp. 70-90.

Holt, D.B. (1995) ‘How consumers consume: a
typology of consumption practices’, Journal of
Consumer Research, Vol. 22, pp. 1-16.

Margulies, W. (1977) ‘Make the most of your
corporate identity’, Harvard Business Review, July-
August, pp. 66-77.

Keller, K.L. and Richey, K.  (2006) The importance
of corporate brand personality traits to a
successful 21st century business, Journal of Brand
Management, Vol. 14, No. 1 and 2, pp. 74-81.

14

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



Kennedy, S. H. (1977) ‘Nurturing corporate
images: total communications or ego trip?’
European Journal of Marketing, Vol. 11. pp.120-
164.

Kozinets,R. Cova, B. and Shankar, A. (eds) (2007)
Consumer Tribes: Theory, Practice, and Prospects,
Elsevier/Butterworth-Heinemann, London.

Knox, S. and Bickerton, D. (2003) “The six
conventions of corporate branding”, European
Journal of Marketing, Vol. 37, No. 7 & 8, pp. 998-
1016.

Larcon, J.P. and Reitter, R (1979). Structures de
pouvoir et identite de l’entreprise, Nathan, Paris.

Maffesoli, M. (1996), The Time of the Tribes.
London.

Mc. Alexander, J.H. Schouten, J.W. and Koening
(2002) ‘Building brand community’, Journal of
Marketing, Vol. 66, No. 1, pp. 38-54.

Mayo, P. (1974) The Roots of Identity: Three
National Movements in Contemporary European
Politics, Allen Lane, London.

Meinecke. F. (1908) in Smith, A.D. (1991)
National Identity, Penguin, London.

Melewar, T.C., Saunders, J. and Balmer, J.M.T.
(2001) ‘Cause, effect and benefits of a
standardised visual identity system of UK
companies operating in Malaysia’, European
Journal of Marketing, Vol. 35, No.3 & 4, pp.414-
427.

Melewar, T.C. and Karaosmanoglu, E. (2006)
‘Seven dimensions of corporate identity: a
categorization from the practitioners’
perspectives’, European Journal of Marketing, Vol.
40, No. 7 & 8, pp. 846-869.

Moingeon, B. and Ramanantsoa, D. (1997)
‘Corporate identity: understanding the French
school of thought,’ European Journal of
Marketing, Vol. 31, No. 5 & 6, pp. 253-395.

Muniz, A.M. Jr. and O’Guinn, T. (2001) ‘Brand
Community’, Journal of Consumer Research, Vol.
27, No.4 pp. 412-432.

Napoles, V. (1988) Corporate identity design, Van
Nostrand Reinhold, New York.

Nolan, J. (1975) Protect Your Public Image with
Performance, Harvard Business Review, Vol. 53,
pp. 135-142.

Normann, R. (1977) Management for Growth,
Wiley, London.

Olins, W. (1989) Corporate Identity, Thames and
Hudson, London.

Olins, W. (1979) Make the most of your corporate
identity. Adapted from a lecture delivered at the
Royal Society for the Encouragement of Arts,
Manufacturers and Trades (London) in 1978 in
Balmer, J.M.T. and Greyser, S.A. (eds) (2003)
Revealing the Corporation: Perspectives on
identity, image, reputation, corporate branding,
and corporate-level marketing, Routledge, London,
pp.53-65.

Olins, W. (1978) The corporate personality: an
inquiry into the nature of corporate identity,
Design Council, London.

Phillips, P.L. and Greyser, S.A. Bank One: The
uncommon partnership. Design 
Management Institute Case Study of 2001 In
Balmer, J.M.T. and Greyser, S.A. (2003) 
Revealing the Corporation: Perspectives on
identity, image, reputation, corporate branding, 
and corporate-level marketing, Routledge, London.
pp. 318-344.

Pilditch, J. (1976) Communication by design: a
study in corporate identity, McGraw-Hill,
Maidenhead.

Prattt, M.G. To be or not to be? Central questions
in organizational identification in 
Whetten, D and Godfrey, P (eds) (1998) Identity
in Organizations: Developing Theory 
Through Conversations, Sage, Thousand Oaks, CA.
pp. 171-207.

Pugh, D.S. (1973) “The measurement of
organization structures: does context determine
form?” Organizational Dynamics, Spring, pp. 19-
34.

Sahlins, P. (1989) Boundaries: The making of
France and Spain, Berkeley University Press, Los
Angeles.

Schroeder, J.E. (2002) Visual Consumption,
Routledge, London.

15

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



Schroeder, J.E. and Salzer-Morling, M. (eds) (2005)
Brand Culture, Routledge, London.

Slater, S. (2005) The Illustrated Book of Heraldry,
Hermes House, London.

Smith, A.D. (1991) National Identity, Penguin,
London.

Stuart, H. (1999) ‘Exploring the corporate
identity/corporate image interface: an empirical
study, Journal of Communication Management,
Vol. 2, No. 4, pp. 357-371.

Tagiuri, R. (1982) Managing Corporate Identity:
The Role of Top Management. Invited Address at
The International Seminar on Corporate Identity
Building held at the Centre d’Enseignement et de
Recherche Appliques au Management, Sophia
Antipolis, France, March 25-26.

Tajfel, H. (1972). ‘La catégorization sociale’. In
Moscovici, S. (ed.), Introduction à la psychologie
sociale, Larousse, Paris (Vol 1, pp.272-302). 

Tajfel, H. and Turner, J.C. (1985) ‘The social
identity theory of intergroup behavior’, in
Worchel, S. and Austin, W.W. (eds) Psychology of
Intergroup Relations, Vol. 2, Nelson-Hall, Chicago,
IL. pp. 7-24.

Tajfel, H. and Turner, J. C. (1979). An integrative
theory of intergroup conflict. In W. G. Austin and
S. Worchel (Eds), The social psychology of
intergroup relations,. Brooks/Cole, Monterey, CA.
pp. 7-24

Van Riel, C.B.M. and Van Den Ban, A. (2001) ‘The
added value of corporate logos: an empirical
study,’ European Journal of Marketing, Vol. 35, No
3 & 4, pp. 428- 440.

Van Riel.C.B.M. (1995) Corporate Communication,
Prentice Hall, London.

16

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



LIST OF WORKING PAPER TITLES
2006

06/48 – Professor John M T Balmer
Introducing the Notion of Identity Based Views of the Corporation/
Identity BAsed Views of Corporate Brands

06/47 – Zahid Hussain & Nelarine Cornelius
Change in Metaphorical Position of Organisational Stakeholders

06/46 – Professor John M T Balmer
Management Cognition of Corpoarte Brand Management of Business
Schools and the Link with Student Identification: A Tale of Two Cities
and Eight Busiiness Schools

06/45 – Linda O'Riordan & Jenny Fairbrass
Corporate Social Responsibility (CSR) Models and Theories in Stakeholder
Dialogue

06/44 – Jenny Fairbrass & Eshani Beddewela
Corporate Social Responsibility and Citizenship: A UK Business Response
to National and International Challenges

06/43 – Musa Mangena & Venanico Tauringana
Disclosure, Corporate Governence and Foreign Share Ownership on the
Zimbabwe Stock Exchange

06/42 – Professor Mark Freeman
The Practice of Estimating the Term Structure of Discount Rates

06/41 – Kayhan Tajeddini, Myfanwy Trueman & Gretchen Larsen
Examining the Effects of Market Orientation on Innovativeness

06/40 – Mary Klemm & Dawn Burton
Tourists of Servants: The Portrayal of Ethnic Minorities in Tourism
Brochures

06/39 – Aya Fukushige & David P. Spicer
Leadership Preferences in Japan: An Exploratory Study

06/38 – Professor John M.T. Balmer, Dr Kyoko Fukukawa & Professor
Edmund R. Gray
The Nature and Management of Ethical Corporate Identity: Discussion
Paper on Corporate Identity, Corporate Social Responsibility and Ethics

06/37 – Professor John M T Balmer & Dr Helen Stuart
British Airways, the AC3ID TestTM and the Multiple Identities of the
Corporation

06/36 – Dr Christopher L Pass
Non-Executive Directors and the UK's New Combined Code on Corporate
Governance

06/35 – Professor John M.T. Balmer & Dr Mei-Na Liao
Shifting Loyalties and identition to Corporate Brand: An Exploratory
Case-study of Students Identification in Higher Education

06/34 – Dr Chris Taylor
Making a Case: Detectives, Case Construction and Disclosure

06/32 – Myfanwy Trueman & Diana Cook
Creativity and Regeneration: New Approaches to Old Problems in 
Re-Branding Cities

06/31 – Dr Jenny Fairbrass
UK businesses and CSR Policy: Shaping the debate in the EU

06/30 – Fernando Fastoso & Dr Jeryl Whitelock
The Standardisation of Advertising in the Mercosur: 
A Process Oriented Perspective

06/29 – Shona Bettany
Feminist epistemology meets the masculinity of marketing and consumer
knowledge: a contemporary rendering of a decade-long debate

06/28 – Chengang Wang, Yingqi Wei & Xiaming Liu
Does China Rival its Neighboring Economies for Inward FDI?

06/26 – Miguel Martínez Lucio & Robert Perrett
Linking up? The Different Realities of Community Unionism

06/25 – Gonzalo E Shoobridge & Alexander T Mohr
Ethnic diversity and export performance of SMEs

06/24 – Jing Li, Richard Pike, & Ros Haniffa
Intellectual Capital Disclousres in Corporate Annual Reports:
A European Comparison

06/23 – Dr Liz Breen
Can Customer Non-Compliance Undermine Reserve Logistics Systems? –
A Preliminary Investigation and Analysis

06/22 – Xiaming Liu, Yingqi Wei, Chengang Wang & Bo Lui
Foreign Direct Investment, Transactional Linkages and Productivity
Spillovers in Chinese Manufacturing

06/21 – Dr Chris Taylor
Advance Disclosure and the Culture of the Investigator: 
The Good Idea That Never Quite Caught On?

06/20 – Alexander Mohr, Jonas Puck & David Rhyl
An Empirical Analysis of Managers’ Adjustment to Working in Multi-
National Project Teams in the Pipeline and Plant Construction Sector

06/19 – Professor John M.T. Balmer
Comprehening Corporate Identity, Corporate Brand Management 
and Corporate Marketing

06/18 – Laura Martínez Caro & Ellen Roemer
Developing a Multidimensional and Hierarchical Service Quality Model
for the Travel and Tourism Industry

06/17 – Dr James Wallace, Dr Rana Tassabehji & Dr Nelarine Cornelius
A Statistical Analysis of Corporate Social Responsibility, Corporate
Identity and Ethics Teaching in Business Schools

06/16 – Robert Perrett & Miguel Martínez Lucio
Networks, Communities and the Representation of Black and Minority
Ethnic Workers in Employment Relations: The realities of community
politics and trade unions 

06/15 – Christine A Hope & Tamsin L Potter
A Comparison of Operations Management in Hotels in Germany and 
the UK

06/14 – Tietze, S., Musson, G., & Scrurry, T.
Invisible Aspects of Homeworking Practices and Managing the
WorkLifeBalance: An Empirical Investigation in Two Case Organisations

06/13 – Myfanwy Trueman & Nelarine Cornelius
Hanging Baskets or Basket Cases? Managing the Complexity of City
Brands and Regeneration 

06/12 – Dr Christopher Pass
The Revised Combined Code and Coraporate Governance: An Emprical
Survey of 50 LArge UK Companies

06/11 – Professor John M T Balmer & Professor Stephen A Greyser
Raising the Corporate Marketing Umbrella

06/10 – Stephanie Hussels & Damian R Ward
The Impact of Deregulation on the German and UK Life Insurance
Markets: An Analysis of Efficiency and Productivity Between 1991 – 2002

06/09 – Melaine Baier, Gernot Graefe & Ellen Roemer
Screening New Service Ideas for Business Markets: The Case of IT
Business Services

06/08 – Professor John M T Balmer
Comprehending Corporate Marketing and the Corporate Marketing Mix

06/07 – Shona Bettany
Steps Towards transformative Consumer Research Practice: A Taxonomy
of Possible Reflexivities

06/06 – Axèle Giroud & Jonna Scott-Kennel
Foreign-Local Linkages in International Business: 
A Review and Extension of the Literature

06/05 – Jenny Fairbrass, Linda O’Riordan & Hafiz Mirza
Corporate Social Responsibiity: Differing Definitions and Practice?

06/04 – Professor John M T Balmer & Irene Thomson
Hilton. The Siamese Twins Syndrome and the Shared Ownership of
Corporate Brands

06/03 – Ke Peng
Does Liquidity Information Matter? 
A View from Fixed Income Dealers

06/02 – Dr Jenny Fairbass
Sustainable Development, Corporate Social Responsibility and
Europeanisation of the UK Business Actors: Preliminary Findings

06/01 – Christopher J S Gale
The UK Responseto Terrorism: Human Rights and a Wider Perspective

2005

05/43 – Professor John M T Balmer
Corporate Brands: A Stretegic Management Framework

05/42 – Professor John M T Balmer
Monarchical Perspectives on Corporate Brand Management

05/41 – Gretchen Larsen, Rob Lawson &  Sarah Todd
The Symbolic Consumption of Music

05/40 – Professor John M T Balmer
The British Monarchy and Corporate Brand Management: 
Historical Perspectives

05/39 – Adrian Kuah & John Day
Revisiting the Porter Diamond: Applying Importance Performance Matrix
to the Singaporean Financial Cluster

05/38 – Jean-Marc Trouille
Towards a European Industrial Policy? French and German Strategies

17

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



05/37 – Kyoko Fukukawa, Christine Ennew & Steve Diacon
An Eye for An Eye: Investigating the Impact of Consumer Perception of
Corporate Unfairnwess on Aberrant Consumer Behavior

05/36 – Dr Ellen Roemer
Customer Value in (A) Symmetric Buyer-Seller Relationships

05/35 – Professor John M T Balmer
Comprehending the Constitutional Monarchies of Britain and Sweden:
Issues of Trust and Corporate Brand Management

05/34 – Christopher Maguire & Christine A Hope
The Forensic Sciences Service Post Monopoly – the Need to Understand
Customer Expectations

05/33 – Mr David Ginn & Professor M Zairi
The Role of QFD in Capturing the Voice of Customers

05/32 – Axèle Giroud & Hafiz Mirza
Factors Determining Input Linkages Between Local Suppliers and 
Foreign Subsidiaries in South East Asia

05/31 – Dr M Al Azmi & Prof M Zairi
Knowledge Management: A Proposed Taxonomy

05/30 – Axèle Giroud & Hafiz Mirza
Multinational Enterprise Policies Towards International Intra-Firm
Technology Transfer: The Case of Japanese Manufacturing Firms in Asia

05/29 – Noor Azman Ali & Mohamed Zairi
Service Quality in Higher Education

05/28 – Alexander T Mohr & Jonas F Puck
Control and trust as Organizing Principles of International Joint Venture

05/27 – Dr A Al Nofal, Dr N Al Qmaim & Prof M Zairi
TQM: Theoretical Insights: Part 2

05/26 – Dr A Al Nofal, Dr N Al Qmaim & Prof M Zairi
TQM: Theoretical Insights Part 1

05/25 – Jeryl Whitelock & Hui Yang
An Empirical Analysis of Moderating Effects of Parent Control on
International Joint Ventures Performance

05/24 – Dr Ellen Roemer
View Your Customers as Real Options

05/23 – Dr A Al Nofal, Dr N Al Qmaim & Prof M Zairi
Critical Factors of TQM: An Update on the Literature

05/22 – L Chatziaslan, Dr L Breen & Dr M Webster
An Analysis of Power in Buyer-Supplier Relationships in the
Pharmaceutical Supply Networks in the UK National Health Service and
its Application to International Markets

05/21 – Fernando Fastoso & Jeryl Whitelock
Policies and practices of International Advertising Standardisation in 
the Mercosur

05/20 – Alwabel S A & Professor Zairi M
E-Commerce Critical Success Factors: A Cross-Industry Investigation

05/19 – Alwabel S A, Ahmed A M & Professor Zairi M
The Evolution of ERP and its Relationship with E-Business

05/18 – Alwabel S A & Professor Zairi M
The Web and its Impact on the Provision of Financial Services: 
A Benchmarking Perspective of Saudi Banks

05/17 – Alwabel S A & Professor Zairi M
Factors Influencing the Implementation of E-Commerce Technologies by
Financing Services in Saudi Arabia – An Empirical Study

05/16 – Andrew J Taylor & Damian R Ward
Consumer Attributes and the UK Market for Private Medical Insurance

05/15 – Roszaini Haniffa, Mohammad Hudaib & Abdul Mailk Mirza
UQUD & Accounting Policy Choice

05/14 – Mohamed Zairi
TQM Sustainability: How to Maintain its Gains Through
Transformational Change

05/13 – Myfawny Trueman
Emotional Intelligence: The Relationship Between an Innovative
Construct and Successful Training in Management Schools 
(A Comparison Between German and British Contexts)

05/12 – Nicholas J Ashill & David Jobber
Measuring Perceived Environmental Uncertainty: 
Scale Development and Validation

05/11 – David Jobber
The Social Psychology of Sales-Marketing Intergroup Relations:
An Empirical Investigation

05/10 – Myfawny Trueman, Ali Bagg & Diana Cook
Anyone for Hanging Baskets? Re-Building Business Confidence and
Shaping Socirty in a Multi-Ethnic City

05/09 – Dr Rana Tassabehji
Managing E-Business Security: A Holistic Approach

05/08 – Dr Myfanwy Trueman, Mirza Mohammed Ali Baig & 
Dr Diana Cook
Who’s Listening? How a Misunderstanding about Communications
Networks within the UK Asian Business Community can Impact on the
Rejuvenation of a City Brand

05/07 – Dr Hong-Wei He & Professor John M T Balmer
Identity Studies: Multiple Perspectives and Implications for Corporate-
level Marketing

05/06 – Robert Wapshott & David P Spicer
Seeking Evidence of HR Change Agents in SMEs – 
A Preliminary Investigation

05/05 – Gretchen Larsen & Daragh O’Reilly
Music Festivals as Sales of Consumption: An Exploratory Study

05/04 – Dr Hong-Wei He & Professor John M T Balmer
Identity Studies: Multiple Perspectives and Implications for Corporate-
level Marketing

05/03 – David P Spicer & Rusli Ahmad
Cognitive Processing Models in Performance Appraisal: Evidence From
the Malaysian Education System

05/02 – Alexander T Mohr & Jonas F Puck
How Can Firms Improve the Performance of Their International Joint
Venture? Responding to Functional Diversity

05/01 – David P Spicer
Culture in Change: A Case Study of a Merger Using Cognitive Mapping

2004

04/44 – (not available)

04/43 – Professor John M T Balmer & Professor Edmund R Gray
Corporate Brands as Strategic Resources

04/42 – Musa Mangena & Venanico Tauringana
A Study of the Relationship Between Audit Committee Charactistics and
Voluntary External Auditor Involvement in UK Interim Reporting

04/41 – Axèle Giroud & Hafiz Mirza
Multinational Enterprises and Local Input Linkages in South East Asia

04/40 – Belinda Dewsnap & David Jobber
What Factors Affect Collaborations Between Sales and Marketing
Department?

04/39 – Dr Hong-Wei He & Professor John M T Balmer
The Oneworld Alliance Brand: A Preliminary Inquiry

04/38 – Hairulliza Mohamad Judi, Roger Beach & Alan Paul Muhlemann
Defining Manufacturing Flexibility: A Research Prerequiste

04/37 – Professor W A Taylor
Relative Influence of Structure and process in Strategic Alliances: 
An Empricial Study of the Software Sector

04/36 – Dr Ellen Roemer
Guiding a Double-Edged Sword: Continuity versus Flexibility in Industrial
Relationships

04/35 – David P Spicer
Organisational Learning and Perfromance in SMEs

04/34 – Aren Boschman & Margaret Webster
Outsourcing as an Operations Strategy in a National Conservation
Agency: A Case Study from South African national Parks (SANParks)

04/33 – Jo McBride & John Stirling
A New Industrial Relations in an Old Industry?

04/32 – Roszaini Haniffa & Mohammad Hudaib
Disclosure Practices of Islamic Financial Institutions: An Exploratory Study

04/31 – Professor John M T Balmer
The Corporate Branding Triumvarite: Values, Promise and Behaviour?

04/30 – Christopher Pass
The Configuration of Long-Term Executive Directors Incentive Schemes:
An Empirical Survey of Option and LTIP Practice in Large UK Companies

04/28 – Ellen Roemer
Real Options and the Theory of the Firm

04/27 – Deborah Allcock & Christopher Pass
Executive Incentive Pay Strategies in Entrepreneurial UK Initial Public
Offering Companies: An Empirical Study

04/26 – Professor John M T Balmer & Dr Helen Stuart
British Airways and Balmer’s AC3ID Test of Corporate Brand Management

04/25 – Musa Mangena & Richard Pike 
Shareholding of Audit Committee Members, Audit Committee Size and
Expertise and the Quality of Interim Financial Reporting
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04/24 – Professor John M T Balmer, Stephen A Greyser & Mats Urde
Monarchies as Corporate Brands

04/23 – Nur Naha Abu Mansor, Mike Tayles & Richard Pike
The Role of Team-Realated Factors in Implementations Success of
Activity-Based Costing Systems

04/22 – Musa Mangena
On the Perceived Importance of Disclosure Items in UK Interim Financial
Reports: Evidence from the Investment Analysis

04/21 – Arvid Falgestad & Christine A Hope
Stakeholders in a Winter Sports Destination: 
Identification and Prioritisation

04/20 – Oliver Breiden, Hafiz R Mirza & Alexander T Mohr
Coping with the Job Abroad: A Correspondence Model of Expatraite
Work Adjustment

04/19 – Michael Baum, Sandra Hogarth-Scott & Devashish Pujari
The Auction Flow: Goal-Directed and Experimental Flow Effects on User
Experience in Online Auctioning

04/18 – Hong-We He & John MT Balmer
The Saliency & Significance of Generic Identity: 
An Exploratory Study of UK Building Societies

04/17 – Professor John M T Balmer
The British Monarchy as a Corporate Brand: Heresy or Necessity?

04/16 – Professor John M T Balmer
The British Monarchy: Does the British Crown as a Corporate Brand Fit?

04/15 – Professor John M T Balmer
Dimensions and Associations of Corporate Identity: Insights from the
British Monarchy, the BBC and from Identity Consultancy

04/14 – Edmund R Gray & John M T Balmer
The Sustainable Entrepreneur

04/13 – Professor Zairi M, Dr Hogg L & Dr Ahmed A M
Introducing A New Innovation By Stimulating A Real Shopping
Experience

04/12 – Dr Al-Rasheed S, Professor Zairi M & Dr Ahmed A M
Getting in The Mind of The Customer: An Empirical Study of Consumer
Behaviour in Retailing

04/11 – Dr Al-Nofal A, Professor Zairi M & Dr Ahmed A M
Critical Factors of TQM: An International Comparative Benchmarking
Analysis

04/10 – Belinda Dewsnap & David Jobber
The Antecedents of Sales-Marketing Collaboration: 
An Empirical Investigation

04/09 – Mary Klemm & John Redfearn
Mission Statements: Do They Still Have a Role?

04/08 – Taufiq Choudhry, Edward Ng & Ke Peng
Dynamic Interaction Among Asian Exchange Rates: Evidence From
Asian Financial Crisis

04/07 – Zahid Hussain & Peter Prowse
Human Resource Information Systems (HRIS) as Means of Fulfilling Job
Roles More Professionally for Human Resource (HR) Managers

04/06 – Damian Ward
Measuring the Value of Differentiation In The UK Monthly Savings Market

04/05 – Stephanie Hussels & Damian Ward
Cost Efficiency and Total Factor Productivity in the European Life
Insurance Industry: The Development of the German Life Insurance
Industry Over the Years 1991-2002

04/04 – Axèle Giroud & Hafiz Mirza
Intra-firm Technology Transfer: The Case of Japanese Manufacturing
Firms in Asia

04/03 – David Spicer
The Impact of Approaches to Learning and Cognition on Academic
Performance in Business and Management

04/02 – Hafiz Mirza & Axèle Giroud 
Regionalisation, Foreign Direct Investment and Poverty Reduction: 
The Case of ASEAN

04/01 – Gretchen Larsen & Veronica George
The Social Construction of Destination Image – A New Zealand Film
Example

2003

03/35 – Alexander T Mohr & Jonas F Puck
Asymmetries in Partner Firms’ Perception of Key Variables and the
Performance of International Joint Ventures

03/34 – Hafiz Mirza & Axèle Giroud
The Impact of Foreign Direct Investment on the Economic Development
of ASEAN Economies: A Preliminary Analysis

03/33 – Raissa Rossiter
Networks, Collaboration and the Internationalisation of Small and
Medium-Sized Enterprises: An Interdisciplinary Perspective on the
Network Approach – Part 1

03/32 – Stephanie Hussels, Damian Ward & Ralf Zurbruegg
How Do You Stimulate Demand For Insurance? 

03/31 – Donal Flynn & Zahid I Hussain
A Qualitative Approach to Investigating the Behavioural Definitions of
the Four-Paradigm Theory of Information Systems Development

03/30 – Alexander T Mohr & Simone Klein
Adjustment V. Satisfaction – An Analysis of American Expatriate
Spouses in Germany

03/29 – David Spicer & Eugene Sadler-Smith
Organisational Learning in Smaller Manufacturing Firms

03/28 – Alex Mohr & Markus Kittler
Foreign Partner Assignment Policy & Trust in IJVs

03/27 – Avinandan Mukherjee & Rahul Roy
Dynamics of Brand Value Management of Entertainment Products – 
the Case of a Television Game Show

03/26 – Professor Andrew Taylor
Computer-Mediated Knowledge Sharing and Individual User Difference:
An Exploratory Study

03/25 – Dr Axèle Giroud
TNCs Intra- and Inter-firms' Networks: The Case of the ASEAN Region

03/24 – Alexander T Mohr & Jonas F Puck
Exploring the Determinants of the Trust-Control-Relationship in
International Joint Ventures

03/23 – Scott R Colwell & Sandra Hogarth-Scott
The Effect of Consumer Perception of Service Provider Opportunism 
on Relationship Continuance Behaviour: An Empirical Study in 
Financial Services

03/22 – Kathryn Watson & Sandra Hogarth-Scott
Understanding the Influence of Constraints to International
Entrepreneurship in Small and Medium-Sized Export Companie

03/21 – Dr A M Ahmed & Professor M Zairi 
The AEQL Framework Implementation: American Express Case Study

03/20 – Dr K J Bomtaia, Professor M Zairi & Dr A M Ahmed
Pennsylvania State University Case Study: 
A Benchmarking Exercise in Higher Education

03/19 – Alexander T Mohr & Jonas F Puck
Inter-Sender Role Conflicts, General Manager Satisfaction and Joint
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

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
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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

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
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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

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
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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
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