170 Naresuan University Journal 2009; 17(2)

A1z UNINANHAIBIANT: ANNBNIY LUUIIBDI uaznaqnﬁmsﬁams

1388 e

”e

Before Becoming “Corporate Image”: Definition, Models and Communication Strategies
Wanawan Doherty
madndmamans angInemsiamsuasasaumamans s inenaaulses v.ivalan 65000

Department of Communication Arts, Faculty of Management and Information Sciences, Naresuan University, Phitsanulok 65000,

Thailand.

UNAREa

UNANNHNUI ANUNEIMNANBAIRIANSlaNNTaSUIedagaanMIENdnsaaadns Nadail i ernusiud
JausTINaIAnsuazyAinadnsdnaly Hindnnsidanunmnamwansaiasdnsnnumeyuneas INnLNMTeae Ynwginssn

P o o Py vo L o 5 ¢ P A a & Vet 1 a Y A vo we o a a v }
aedAnsuazinmsdiams wenazagulansith mwanwalasdng da mwilieaululawesdiidiunedaeilasugansdniutanmsludmusa g
2a9a9AnT INIIMsTudiauafizasyamnsluasdnsauiaanuszivle swilissnnnmsivjduiusseninnulosass waz/

oy o A«Lwd & oA v var y a Y A a i} ¢ o N & A«Lw‘s
vsashunszuumsieansillasinsrwnuduagdiial il dunedasdiiruailumanindsasdns dmsunuudasim 3 wuunladnm
wuNdimswannamininmshdnmauendnwalasdnsidudiulvg lesuvuireawmeauwuuldaduednszuviumsians
MNANHABIANS WUUT1989289 Shee & Abratt tHunuUTIaaIn 9 faduadamsudmsiamsmwanuaiasrns laaduaanuidanles

a ¢ ' o 5 ¢ A o } L vy a v doe v a o 5 P Py P .
nyrdnaedns lWgenanealasdnsifinsaeanslugluuuee g dindidniesdasihldifiamwanvolasdnsluiige Tuwaeii Markwick
& Fill laugnasddsznaudunagnsasdnsnnyadnasdnsluwuudiaswss Shee & Abratt sanmiiuaude waldiaanudila
Tunsianisiendnuaiuazmwansaiosdnslanasdy  Tuzaei wuuinesszas Alessandri IWsgazidaniernunsdadas
mwanwalasdnsuarmatidiviinvesidrui erdaslitanuiu warludrugamevasunanuldaduisanuvanszasnagns
magassmwansal Tasudadu 2 dszan Taun msdeasmsema wasmadszmanius Hwedwd wazfidsuldiavawuudiaas
mMad s amwanwalavdnsnnyunesaunsusznduiusloghnagnsnedasUsaanundunsgnswan  Teald danles
nagnsasdnsndeuimusssnasdnsuazdyanwolasdns lugmstiyadnuesasdns aunanaluenanwolasdns uasfamsluds

v o

' o o o s o ] o oy P2 Y a o 2 o ¢ v o v
giiduderdaslasldnagnsnsdessiminzandung mihwneialdifanwdnuainaednsdaants wazgavinauuszly
a s

£3 Vet y o v A4 o 9 v a o 3 ¢ Aoy
fimsfnwrassipunngidinunsdauimhllliuvlpudlaliiamwsnvalasdnsndaall

o o s

day: mwanvelaedng anavIg; wuuiaas; nagnsmsiaas

Do

Abstract

This paper reveals that the definitions of cooperate image have been further elaborated from the term "corporate identity.
"Corporate image" is also associated with the terms "corporate culture" and "corporate personality." Scholars have defined
"corporate image" from different perspectives including marketers, organizational behaviorists, and communicators. How-
ever, corporate image can be conclusively defined as an image occurring in the mind of the stakeholders who are informed of
the management in various sectors within an organization. The term also covers the awareness of the attitudes of personnel
in the organization and their impression resulting from direct interaction between each other and/or through a communication
process that has been decently planned so that the stakeholders will have positive attitudes toward the organization. As for
the three models investigated in this paper, the author found that they were mostly developed by scholars who study
corporate identity. These models explain the process for managing corporate image. Shee and Abratt's model is one among the
very first models that explains the administration and management of corporate image by proposing the connection from
corporate personality to corporate identity with different forms of communication to the stakeholders, which eventually
creates corporate image. However, Markwick and Fill separate the elements concerning corporate strategies from corporate
personality in Shee and Abratt's model to make them more distinguished for the better understanding of identity management
and corporate image. Finally, Alessandri's model clearly provides details about the communication of corporate image and
involvement of the stakeholders. The final section of the paper substantially explains the definitions of image communication
strategies by dividing them into two types: marketing communication and public relations. In addition, the author proposes
a model of corporate image communication from the public relations perspective by making these strategies the principal
ones. This model connects corporate strategies through corporate culture and corporate symbols to corporate personality.
This later becomes corporate identity which is communicated to the stakeholders by using communication strategies suitable
for the target group so that the expected corporate image can occur. Finally, reflections from the stakeholders must be studied
and taken into account for improvement and further good corporate improvement and further good corporate image.
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