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ABSTRACT 

Corporate Identity (CI) is increasingly important for enterprises, because identification helps 

to building loyalty and differences mean competitve edge.  

There is several CI model (Balmer, Birkigt-Stadler-Funck, Olins, etc), which are well 

implemented at MNCs. But small and medium sized companies often have own development 

in self-expression. The result of CI can be a synergistic or a dissonant image – but what is the 

key? 

The presentation shows my survey‟s results based on Birkigt-Stadler-Funck model. I analysed 

100 hungarian companies - from IT and building industry sector- and I made interviews with 

CEOs to understand how CI models work in deed.  

A special survey was created to measure the synergistic CI (SPSS was used for data‟s 

evaluation). The qulitative analyse helped to understand the background and the process.  

The results showed the idiosyncrasy of industrial sectors, size of companies and the role of 

owner and leader of the firm.  
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„Identities situate the organization, group, and person.” (Ashfort, Dutton, 2000, 13. p.) 

 

The background of the research 

Several corporate identity models are known and these models give well defined methods to 

firms to answer these questions above. But on closer examination the case-studies of articles 

we primarily can meet are samples from the world of multinational (or at least big) 

companies. The small and medium-sized companies have their special situation and challenge 

to develop themselves without learning contemporary economic models. This survey analyses 

the background and reasons how these firms make their CI programme.  

 

Introduction 

According to Péter Szeles the corporate identity is a firm‟s inside and outside behaviour and 

self-design, which is planned and consciously, continually used: the momentous combination 

of corporate communication, behaviour and design which is based on the corporate 

personality and self-image (Szeles, 2001). For my research I used the model of Birkigt-

Stadler-Funck because it contains every important part of the corporate identity and 

emphasizes the inside values of the company: 

Diagram 1. The Corporate Identity model of Birkigt, Stadler and Funck: 

 

 

Corporate Identity (CI): 

CB: Corporate Behaviour 

CC: Corporate Communication  

CD: Corporate Design 

The centre of the corporate identity: 

corporate philosophy, strategy, culture 

and mission 

In Szeles, 2001, 141. p. 
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A synergic corporate identity programme should be based on the centre of CI (Olins, 1995).  

 „The concept of corporate identity grew out of a preoccupation in the design, marketing and 

corporate communications communities with the ways in which organizations present 

themselves to external audiences – e.g. in their visual images as well as through more 

elaborate forms of corporate advertising and communications” (Balmer, Cornelissen, Haslam, 

2007).  

 

Empirical work on corporate identity 

A lot of theories emphasize the role of leaders and employees in the synergic CI (Balmer‟s 

ACID test in Csordás 2008 , Olins 1995,  etc). The positive corporate culture has double 

influence on CI: first the employees can be more loyal or motivated and they build the 

positive image, but the HR policy uses this image too, when the corporate‟s reputation helps 

to magnetize new employees to the firm (MORI research in Csordás, 2008).  

The company philosophy and culture has an interesting role too, and two converse situations 

and leader‟s motivation were experienced in my earlier research (Almási, 2007). One group of 

firm owners and leaders established the company only for profit, and in this case the culture 

and philosophy – the central idea of corporate identity – was one of the last created unit. In 

the case of the other group the leaders established their firm with a strong target, and they 

have a further vision about their firms. It helped to create the company culture, because they 

had an own philosophy, and this was made to be the inside value of the firm too. These 

leaders formed their corporate identity spontaneously – without knowledge of theories and 

models –, but they had a strong inner demand to escalate their own philosophy to their 

business environment. These companies had more synergic corporate identity, and they 

started building CI from the first day of the company.  

 

Based on these data the hypotheses are: 

1. The centre of corporate identity model (culture, mission, strategy and philosophy) is 

necessary to be created for synergic CI. 

2. There is more synergic corporate identity at the IT sector than building industry, 

because the IT sector‟s activity is based on information technology, therefore it has 

higher level knowledge about contemporary IT channels.  

3. The higher level of human resource (HR) management means more synergic corporate 

identity. HR strategy is based on corporate culture and philosophy and the change of 

corporate structure/hierarchy can be the indicator of a synergic CI programme.  



 

 

4. There is more synergic CI at that firm, where the centre of the CI model (culture, 

mission, strategy and philosophy) is fundamental for the leader.   

Research context and data collection 

First a questionnaire was planned for objective data analysis. Both from IT and building 

industry sectors 50-50 companies were collected which corresponded to the conditions (being 

a small or medium-sized company, having a website, etc). First the websites of the companies 

were analysed on the basis of desk research questionnaire, and after the data evaluation 5-5 

interviews were made with the leaders of the companies. The website test followed up the 

parts of CI model (culture, mission, design, communication, etc), and gave a static result 

about the company and its identity. The interview helped to reveal the dimension of time 

(which can show the development of CI) and cause an effect (the motivations and background 

of this CI development). 

 

Desk research 

The evaluation based on two ways: one of them is about the concrete values, which measure 

the differences and importance factor of CI parts. The other evaluation is about the 

correlations between CI parts to detect the most relevant components of synergic CI.  

As the evaluation the one of the corporate identity‟s substance is the philosophy: 36% of the 

building industry and 31% of the IT sector published the company philosophy on the website 

– so they have philosophy and they want to show it for the environment. The communication 

and behaviour parts of corporate identity were presented in five questions. The interactive 

communication and direct relationship possibilities (real time customer service on the 

website, newsletter, etc) are overrepresented in IT sector – as it was expected. The ‟Career‟ 

menu was important because of the aspect of organisational culture. Many authors emphasize 

the role of HR management in synergic CI: „where is the „me” among the „us”?”-asked 

Kreiner, Hollensbee and Sheep (2006). Oliver and Roos think that the best CI programme will 

fall if the employees do not support it (2007). 

According to the correlation, cross tabs, ANOVA and regression analysis the next results 

were received: 

 

Building trade companies: 

The most important factors – which influenced primarily the synergic corporate identity – 

were in the building industry: slogan, contact facility for long time period (newsletter, 
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consultant service, etc), published corporate philosophy, published corporate culture, Press 

Room on the website. 

 

Table 1.  Buliding sector: CI component‟s effect on synergic CI 

 

Model   

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 0,498 0,462   1,078 0,288 

slogan 0,078 0,318 0,037 0,244 0,809 

About Us menu 0,810 0,385 0,298 2,104 0,042 

philosophy / mission / vision -0,109 0,378 -0,049 -0,287 0,776 

environment/quality police 0,743 0,437 0,287 1,703 0,096 

download menu 0,497 0,454 0,162 1,093 0,281 

Contact menu for direct relations 0,319 0,306 0,155 1,041 0,304 

Contact menus for long time period -0,278 1,038 -0,039 -0,268 0,790 

Press room 0,205 0,309 0,100 0,662 0,512 

Career menu with corp culture infos -0,260 0,548 -0,071 -0,474 0,638 

a. Dependent Variable: synergic CI 

 

According to the detailed crosstabs analysis (with Phi and Cramer‟s V, Lambda and Chi-

Square Tests) there is cause and effect relationship between synergic CI and detailed Career 

menu (information about corporate culture, etc): 

 

Table 2.  Synergic CI and Career menu  

 

Symmetric Measures 

 Value Approx. Sig. 

Nominal by Nominal Phi ,113 ,889 

Cramer's V ,113 ,889 

N of Valid Cases 50  

 

In the building industry there is softer connection between synergic CI and other factors, but 

the reason can be that these companies use more parts of CI models, but they do not update 

the published information. Therefore more factors influenced the CI than int he IT sector, but 

there are a few strong correlations. For example: 

 

 

 

 



 

 

Table 3. Contact facility for long time period * Synergic CI 

ANOVA(b) 

Model   
Sum of 

Squares df 
Mean 

Square F Sig. 

1 Regression 0,864 1 0,864 0,849 0,361 

Residual 48,816 48 1,017     

Total 49,680 49       

a. Predictors: (Constant), contact facility for long time period 
 

Table 4.  There is structured ‟Career‟ menu with company values * Synergic CI 

ANOVA(b) 

Model   
Sum of 

Squares df 
Mean 

Square F Sig. 

1 Regression 0,473 1 0,473 0,462 0,500 

Residual 49,207 48 1,025     

Total 49,680 49       

a. Predictors: (Constant), structured Career menu with company values 

b. Dependent Variable: synergic CI 

 

IT companies: 

The most important factors – which influenced primarily the synergic corporate identity – 

were in the IT sector: published corporate philosophy, published environmental policy, 

contact menu for direct relations, contact facility for long time period (newsletter, consultant 

service, etc), particular „About Us‟ menu on the website. 

 

Table 5:  IT sector: CI component‟s effect on synergic CI 

Model   

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B 
Std. 
Error Beta 

1 (Constant) 1,049 0,490   2,142 0,039 

slogan 0,248 0,225 0,160 1,104 0,276 

About Us menu 0,116 0,082 0,195 1,413 0,166 

philosophy / mission / vision 0,493 0,436 0,151 1,131 0,265 

environment/quality police 
-0,076 0,191 -0,047 

-
0,396 

0,694 

download menu 0,218 0,309 0,084 0,705 0,485 

Contact menu for direct relations 0,381 0,276 0,180 1,383 0,175 

Contact menus for long time period 0,232 0,259 0,149 0,893 0,377 

Press room 
-0,276 0,268 -0,166 

-
1,033 

0,308 

Career menu with corp culture infos 0,496 0,233 0,320 2,135 0,039 

(Constant) 0,267 0,205 0,168 1,304 0,200 

a. Dependent Variable: synergic CI 

 

In the IT sector the classical main parts of CI model have a stronger influence for synergic 

corporate identity, and the results verified my 2nd hypothesis (the IT sector‟s activity is based 



 

 

on information technology, therefore it has higher level knowledge about contemporary IT 

channels). The analysed companies can use the new channels of information technology for 

more synergic CI too, and they make the best of these possibilities. For example: 

Table 6. ‟About Us‟ menu * Synergic CI 

ANOVA(b) 

Model   
Sum of 

Squares df 
Mean 

Square F Sig. 

1 Regression 0,014 1 0,014 0,023 0,881 

Residual 29,986 48 0,625     

Total 30,000 49       

a. Predictors: (Constant), there is ’About Us’ menu 

b. Dependent Variable: synergic CI 

 

Table 7. Corporate philosophy * Synergic CI 

ANOVA(b) 

Model   
Sum of 

Squares df 
Mean 

Square F Sig. 

1 Regression 0,014 1 0,014 0,022 0,883 

Residual 29,986 48 0,625     

Total 30,000 49       

a. Predictors: (Constant), there is corporate philosphy/mission 

b. Dependent Variable: synergic CI 

 

According to the detailed crosstabs analysis (with Phi and Cramer‟s V, Lambda and Chi-

Square Tests) there is very strong cause and effect relationship between synergic CI and 

communicated corporate philosophy/mission or environment/quality policy: 

 

Tabe 8. Synergic CI and communicated corporate philosophy 

Symmetric Measures 

 Value Approx. Sig. 

Nominal by Nominal Phi ,090 ,940 

Cramer's V ,090 ,940 

N of Valid Cases 50  

 

Table 9. Synergic CI and environment/quality policy: 

 

 

Symmetric Measures 

 Value Approx. Sig. 

Nominal by Nominal Phi ,181 ,649 

Cramer's V ,181 ,649 



 

 

Symmetric Measures 

 Value Approx. Sig. 

Nominal by Nominal Phi ,181 ,649 

Cramer's V ,181 ,649 

N of Valid Cases 50  

 

Field research 

The target of this research was to reveal the most important aspects and factors of corporate 

identity in the building industry and IT sector. Of course the low level of interviews is not 

enough to prove industrial specialities, but these conversations helped to find the background 

reasons, the leader‟s motivation and the process of CI creation. 5-5 interviews were arranged 

in the IT and building industry sectors. The leaders answered a concrete guidelined 

questionnaire, which contained the next main topics: first the period of company 

establishment, and the later period of the company. 

The question „what units were created further, when and why, or who managed them ?” could 

reveal the process and the motivation of leaders. The most frequent reason was the time: after 

the first years (when leaders worked for daily profit) and the firm started up, the leaders were 

more ambitious of the company‟s external judgement. This disengaged energy and time 

induced the leaders to care for corporate identity and its central topics.  

 

Conclusions 

This research was only about revealing the background of corporate identity development at 

small and medium-sized companies, especially in the IT and building industry sector in 

Hungary. The process of research – reduced for two market sectors – helped to point at the 

speciality of different industries. This research method was necessary because of the small 

sample too.  

 

The hypotheses were mostly verified: 

1. The centre of corporate identity model (culture, mission, strategy and philosophy) is 

necessary to be created for synergic CI. 

In the IT sector there were other factors with great influence on synergic corporate identity, 

and these items (environmental policy, interactive connections on the websites, etc) help the 

consequent communication and behaviour which are the important parts of CI model. 



 

 

2. There is more synergic corporate identity in the IT sector than building industry, 

because the IT sector‟s activity is based on information technology, therefore it has 

higher level knowledge about contemporary IT channels.  

The crosstabs and correlation analysis supported this assumption (Table 4). The IT sector uses 

more IT based channels to communicate and behave, they use them more efficiently, and 

these channel‟s influence on synergic corporate identity is proved by data evaluation. 

3. The higher level of human resource (HR) management means more synergic corporate 

identity.  

This hypothesis was not realized completely, because there is special practice for HR 

management in both sectors. The desk research results showed the emphasized role of HR in 

the building industry, and in the IT sector this factor was not so important for synergic CI. 

There is connection between company culture and synergic CI and HR management, but the 

style can be different in the two sectors: outside or inside oriented. 

4. There is more synergic CI at that firm, where the centre of the CI model (culture, 

mission, strategy and philosophy) is equal with profit. 

In both of two sectors the central CI items were emphasized, just with different importance 

level. The philosophy, culture and strategy (as compatibility) were opined as an important 

inner spinal of the company by leaders, and the desk research evaluation proved  these 

factor‟s essential role to synergic CI.                             

The change is the key: every leader who was interviewed talked about a new situation which 

induces the corporate identity development. It can be the company name‟s change, moving or 

building a new office, winning a new customer group with different demands, new business 

relationships, using new communication channels, etc. However the change needs to be 

thought of the central values of the firm, and usually this process does not stop at design – 

even if the leaders never payed attention to the other factor of corporate identity model 

(Ravasi, Schultz, 2006, Corley, Gioia, 2004). 

I believe that the analysis of these sectors and this topic is necessary because we have 

incomplete information about this important part of economy, and the trends show the 

increasing importance of corporate identity. The role of leaders in the process of synergic CI 

development is emphasized, especially at small and medium-sized companies, when the 

leader is often the owner too (Oliver, Roos, 2007, Olins, 1995).  
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