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How do consumers incorporate multiple branding (e.g. Corporate and Products)? Dr. Sheinin
addressed this question in his presentation. He also pointed out that there are two perspectives to
consider in addressing the issue: customer’s perspective vs. manager’s perspective. He focused more on
the manager’s perspective in his paper aiming to build brand equity.

Dr. Sheinin addressed this issue through qualitative research aiming to answer three specific
questions. The first question was “How to unlock the power of the corporate brand with customers?”
This question was addressed from a corporate-based corporate communication (CCC) strategy. Second,
“When should your company develop a CCC strategy?” This point leads to determining the factors that
influence the decision. Finally, Dr. Sheinin addressed the question of “How to implement the CCC
strategy?” and pointed out that the implementation might be achieved through searching for corporate
and product synergies.

Eva Goutzamani presented her research on the interaction between identity and reputation.
Her research focused on the factors that influence the interaction between Identity, Image, and
Reputation and how that affects identification with organizations. She identified four concepts:
Organizational Identity, Corporate Reputation, Construed External Image, and Construed Internal
Identity. It is hypothesized that the interaction between these constructs influences trust.

Shaun Powel addressed the influence of role ambiguity in creative context on client — company
identification. He showed that organizational creativity affects the relationship with clients. He also
pointed out that current literature on creativity addresses individual creativity in detail; however, we



need to know more about organizational creativity. This research suggests that creative transparency
leads to trust, rewards, and feeling of unity.

Dr. Wiedmann enriched the discussion by presenting some ideas that might guide future
research based on his practical experience in with companies in Germany. He pointed out the
importance of “sense-making process”, a skill that managers need to uncover the pattern behind any
phenomenon. He contended that business activities should be structured along value chains. That will
help in identifying the drivers of sustainable core value.

Johan van Rekom addressed the issue of what determines whether a consumer perceives a
feature to be authentic. He highlighted the importance of authenticity in brand positioning. According
to van Rekom’s research, consumers will perceive the brand to be authentic if it is close to “real-self”.
That is, if the positioning of the brand captures its core value or essence. This research adopted a
cognitive approach that links brand essence to authenticity which in terms leads consumers to like the
brand.

What should managers tell stakeholders about the company? How should they express that? Dr.
Mignon van Halderen addressed this point in her paper. The short answer to these questions is “express
your company in a way that makes sense to stakeholders.” She identified three principles for expressing
organizational identity: sincerity, consistency, and distinctiveness. Dr. van Halderen contends that
these principles have the ability to bridge the gap between organizational identity and managing
stakeholder perceptions.



