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the formalization stage, 109-114

Dell Computer Company, 153-154

Dell, M., 153-154
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of, and misalignment of vision and
culture, 69-72; and belonging, brand
value and, 21, 22-26, 29, 38-39; and
brand value, 34; lack of, 59, 60

Dilemmas: handling, with paradoxical
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191-192

Euromoney, 91

Events and routines, assessment of, 82

“Evolution and Revolution as Organiza-
tions Grow” (Greiner), 97

External branding responsibility, 212

External stakeholders: outreach to,
49-50, 53; possibility of bringing, into
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See also Organizational identity

Identity dynamics, 47-48, 49. See also
Organizational identity conversation;
Organizational Identity Dynamics
Model
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ING Group, 127, 134-135, 136, 137-138

Ingwersen, P, 105, 106, 107, 108-109
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role of, in brand value, 28, 29, 30, 35,
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Millward Brown’s Brand Pyramid, 34

Mindstorms robotics, 161, 193, 196, 198

Misalignment: anticipating gaps lead-
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of strategic vision and stakeholder
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ing, 208, 211, 212-216, 220, 221
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One-sided communication, avoiding, 57

Orange brand, 70-71, 72, 85, 138-139

Organization, importance of, 211-219

Organization theory, need for, 43

Organizational culture: aligning stake-
holder images with, 53-54; analysis
of, 188; assessment of, 81, 83; backing
a corporate brand with, example of,
127-130; backing employees, 210; and
balancing old and new, dilemma of,
managing, 221-222; bringing strategic
vision into the mix with stakeholder
images and, 65, 151, 227; and change,
131-133; contributions of stakehold-
ers to strategic vision and, 166-171;
controlling, difficulty of, 133; con-
versation between stakeholders and
members of, 50-51, 226; defined, 231;
elements of, 67; embedded, example
of, 112; emergence of, 99; exemplary,
example of, 17-18; facilitating align-
ment of, with strategic vision, example
of, 139-141; growing gaps between,
and vision and images, 182; and
growth, 96; human symbol of, 224; and
the identity conversation, 55; indica-
tor of a gap between vision and, 185;
influence of employees and their,
125-147; and managing corporate
brands, 43; metaphor for, 131, 132; and
misalignment of vision, images, and,
5,6, 14,45, 46, 55, 56, 76, 96, 201;
in multicountry and multicompany
mergers, 88-89; new, aligning, with
stakeholder images and vision, issue
of, 85-86; and organizational iden-
tity, 50; preparing, for organizational
changes, importance of, 201; role for,
123; of Skype, 102-103; of Southwest
Airlines, 16-18; supportive, 200; in
the VCI model, 11, 12, 13, 16, 68, 75,
80, 90, 178; when vision does not align
with, 69-72, 74, 84, 85, 86-87, 138,
182. See also Culture and Cultural entries

Organizational growth: change that
accompanies, 96; effect of, on orga-
nizational identity, 55, 56; managing
corporate brands during, 95-123;
stages of, 97-99
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Organizational identity: assessment of,
81; balancing, 65; creation of, 43, 45;
and cultural change, 138; defined,
231; determining, aspects of, 45-65;
dysfunctional, 55-63; as the founda-
tion for corporate brand manage-
ment, 47, 226; fully functioning, 211;
gaining insight to, through brand
communities, 159; growing brand
equity by expressing, example of,
52-54; having no strong sense of, 59;
integrating, cycle of, 178, 179, 180,
197-199; knowing your, importance
of, 45-47, 229; merged, failure in, 87;
muddled, 205; in multicountry and
multicompany mergers, 88; organiza-
tional culture and, 50; reconsidering
the question of, 184—185; research
on, looking into, 42; shifting, exam-
ple of, 195-196, 201; of Skype, 102;
theories of identity and, 4748, 49;
in the VCI model, 11, 12, 13, 68,75,
80,90, 178

Organizational identity conversation:
balancing the, 57, 111, 139, 222,
224-226; bringing strategic vision
together with the, 67, 68; and con-
fronting subcultures, 117; controlling
the, 56-57; described, 49-51; disrup-
tion in the, 77, 78; early version of
the, 96, 228; healthy, 191; imbalance
in the, 57, 58, 113; improving the,
161; involving Skype, 102; learning
to listen and respond in the, example
of’, 160-163; ongoing, facilitating,
84; provoking an, example of, 53-55;
respect for the, example of, 200;
separating out the, problem with,
141-142; shift in the, 206

Organizational Identity Dynamics Model:
alignment problem in the, due to silos,
77, 78; breakdown in the, 57, 58; and
the case of Madonna, 60; combined
with the VCI model, 67, 68; commu-
nication depicted in, 51; imbalance in
the, 60, 61, 64

Organizational learning, brand-
based, 146

Organizational narcissism, defined, 63

Organizing cycle, 178, 179, 180,
186-189

Outsourcing, 6, 107, 194, 195, 210

P

Pampers, 8

Paradoxical management, handling
dilemmas with, 223-226

Partnership map, 171

Past, celebrating the, anticipating the
future by, 228

Pathfinder, 119

PC users, 156

Pentium Processor, 54

Perceived relevance, and brand value, 34

Performance: and brand value, 34; during
branding cycles, 193, 196, 200; and
corporate reputation, 37; enhancing,
229; as an indicator, 215-216

Performance assessment, 81-84, 143

Perry, M., 118, 119-120, 121, 122

Phizer, 154-155, 163

Pfizer Global Health Fellows, 155

Philip Morris, 8

Phillips, 73

Pinillos, A. A., 116

Planning horizon, extent of the, 9, 10

Platform company, creating a, 195-196

Platinum Councils, 153, 154

Plurality, producing, 229

Poe, E. A., 108

Political differences, issue of, in multi-
country and multicompany mergers, 88

Pontiac, 8

Porras, J., 67, 68

Port Authority of New York and
New Jersey, 4546, 47, 50

Positioning, performing the, relying on
corporate brands for, 22

Post start-up, 109-114

Prada, 40

Primary embedding mechanisms,
136-137

Privatizations, effect of, 3, 86

Proctor & Gamble, 8, 204

Product and services, corporate reputa-
tion and, 37, 38

Product branding: versus corporate brand-
ing, consideration of, 7-10; rise of, 204

Psychographic research, 41-42

Q

Qualitative studies, using data from, as
well as objective measures, 82-83
Quality, and brand value, 34
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R

Radical strategic change, effect of,
example of, 84-85

Rainbow Warrior, 61

Rankin, O., 217

Rational effects, accounting for, 34, 35

Rebranding: getting used to the idea of,
189; and hyper-adaptation, 60; lacking
alignment, 14, 200; managing, during
growth, 122; and new market entry,
86; problems with, example of, 47

Recruiting: brand-based, 143; cultural
compatibility in, 17; linking brand
slogans to, 23

Red Spider, 186

Red-tape crisis, 97, 98. See also
Bureaucracy

Reebok, 47

Renewal stage, 97, 98, 117-123, 134, 221,
228

Reorganization for third-wave branding,
211-219

RepTrak, Global, 195

RepTrak model, 37

RepTrakPulse tool, 37-38

Reputation. See Corporate reputation

Reputation Institute (RI), 37-38, 83, 166

Re-re-rebranding, 60

Resistance to change, examples of, 5-6

Resolution, trap of, avoiding the,
223-224

Responsibility: placement of, 9, 10;
unclear definition of, issue of, 188

Riis, J., 214

Rituals and traditions, brand communi-
ties creating, 156-157

Role modeling, influence of, 137, 190,
224

Roles, unclear definition of, issue of, 188

Rolex, 28

Ronaldinho, 160

Rosenfeld, C., 167, 168

Rosenfeld, K., 168

Royal Dutch, 30, 61-62, 63

Ryberg, A., 106, 107

S
Saab, 8, 156-157

Sacred heritage, propensity to protect a,
157
Samsung, 59

Sanofi-Aventis, 170, 173, 216

Sara-Wiwa, K., 62

Saturn, 8

Schein, E., 131, 132, 133, 135, 136

Schendler, A., 149

Schultz, H., 99

Schultz, M., 13, 15,51, 58, 75, 197

Scope and scale, and corporate vs.
product branding, 9-10

Secondary embedding mechanisms, 137

Second-wave branding, 204-206, 207,
208

Security, sense of, the past providing a,
228

Self-efficacy, contributing to, 130

Self-esteem: collective need for,
dysfunction of the, 63; enhancing,
130; level of, determining, 226

Self-monitoring, 158

Sharman Networks, 101

Shell, 30, 61-62, 63

“Shift_” campaign, 120, 121

Sigurdsson, M., 102, 103

Silence, 131

Silink, M., 168

Silo mind-sets: ability to overcome, com-
petitive strength dependent on the,
123; avoiding, 77-80; bureaucracy
bringing, along with subcultures and
turf wars, 114—123; formation of, 99

Six Sigma, version of, 118

Skyline, 119

Skype, 100-104, 109

Sociology, 208

Soerensen, L. R., 214

Sony, 73

SONY, 185

Southwest Airlines, 15-19, 143, 221

Speedmark design, 4

Stability and change, balancing, dilemma
of, managing the, 221

Stakeholder capitalism, era of, 206

Stakeholder culture, and the identity
conversation, 55

Stakeholder dialogues, 153, 154. See also
Organizational identity conversation

Stakeholder engagement: aspects of,
149-174; benefit of, 229; increased,
206, 207

Stakeholder feedback, collection
and dissemination of, system for,
developing, 62
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Stakeholder images: aligning a new orga-
nizational culture with vision and,
issue of, 85-86; aligning, with orga-
nizational culture, 53—54; assessment
of, 81, 82, 83; attempting to control,
222; of BMW, 23; bringing strategic
vision into the mix with culture
and, 65, 151, 227; changing strategic
vision to reconnect with, example of,
73-74; and cultural change, 138, 182;
defined, 231; different, responding to,
dilemma in, 220; embedded, example
of, 112; enhancing, 226; growing gaps
between, and vision and culture, 182;
and managing corporate brands, 43;
and misalignment, 5, 6, 14, 45, 46, 55,
56, 76, 96, 201; in multicountry and
multicompany mergers, 88-89; organi-
zations seeing themselves reflected in,
50, 226; of Southwest Airlines, 16—18;
tapping into, key to, 215; in the VCI
model, 11, 12, 13, 16, 68, 75, 80, 90,
178; when vision does not align with,
72-74, 83-84, 86, 138

Stakeholder involvement, meaning of,
154. See also Stakeholder engagement

Stakeholder Surveys, use of, 81

Stakeholder theory, 151-155

Stakeholder-organization conversation.
See Organizational identity
conversation

Stakeholders: communicating new
meanings to, 138; contributions of,
to strategic vision and organizational
culture, 166-171; controlling of,
avoiding the, 56; and creating orga-
nizational identity, 43, 45; cycle of
involving, 178, 179, 180, 189-196,
200; defined, 231; early conversation
between founders and, 96, 98, 99, 102,
153-154, 228; impact of centralization
and decentralization on relating to,
220; improvisational way of listening
to, 229; inspiring action on the part
of, 208; learning to listen and respond
to, example of, 160-163; mapping,
151-153; neglecting, 204; outreach to,
49-50; point of view of, understanding
and appreciating the, importance of,
64; role of, in determining meaning,
28, 29, 30, 39; status of employees as,
146; and the three waves of branding,
205, 207. See also Brand communities;
External stakeholders

Standardized methodologies, using, 217

Star Wars play kits, 181

Starbucks, 99

Starkey, K., 63

Start-up stage. See Entrepreneurial start-
up phase

Stating cycle, 178, 179, 180, 184-186

Stereotypes, nationalistic, issue of, 89

Strategic change, radical, effect of,
example of, 84-85

Strategic vision: aligning a new organiza-
tional culture with, and stakeholder
images, issue of, 85-86; assessment of,
81, 82, 83; basis of a leader’s, 225-226;
bringing, into the mix with culture
and image, 65, 151, 227; changing,
to reconnect with existing customer
images, example of, 73-74; contribu-
tions of stakeholders to organizational
culture and, 166-171; defined, 231;
elements of, 67; embedded, example
of, 112; facilitating alignment of orga-
nizational culture with, example of,
139-141; growing gaps between, and
culture and images, 182; including
corporate branding in the, success in,
indicator of, 215-216; indicator of a
gap between culture and, 185; integral
role of, 227; and managing corporate
brands, 43; and misalignment, 5, 6, 14,
45,46, 55, 56, 76, 96, 201; in multi-
country and multicompany mergers,
89; returning to the founder’s original,
example of, 195; reworked, constantly
referring to, 201; role of, 67-68; shift-
ing, expression of a, example of, 4;
of Southwest Airlines, 16—18; in the
VCI model, 11, 12, 13, 16, 68, 75, 80,
90, 178; when organizational culture
is misaligned with, 69-72, 74, 84, 85,
86-87, 138, 182; when stakeholder
images do not align with, 72-74,
83-84, 86, 138

Subcultures: and bureaucracy, 114-123;
confronting, example of, 116-117; and
the LEGO Group, 182, 186, 189; mis-
match between, 72; in multicountry
and multicompany mergers, 87, 89, 91;
spinning off into, 85, 87, 99

Successful corporate brands, model for,
11-13

Swatch, 28

Swedish snow tire, 88

Swoosh, 21, 160, 173
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Symbol: defined, 26, 39; human, 224

Symbolic approach, 21, 31, 36, 131-132,
206-207, 208-209

Symbolic effects: ignoring in economic
analyses, 33, 35; indicators of, 38

Symbolic images, building, of employee
feelings and perceptions, example of,
190-191

Symbolic value: consideration of, 36—40;
enhancing, 225; importance of, 26;
models detached from, 35; source
of, 150

Symbolism of brands. See Brand symbolism

T

TakeAction!, 144—-145

Target audience, 9, 10

Team building, brand-based, 145

Teams, cross-functional, managing
corporate brands with, 117-123, 188,
2052006, 211, 214-215

Tele2, 101

TeleDanmark, 86

Telefénica, 86

Telefénica Spain, 86, 116-117

“Tell Shell” system, 62

Testosterone (Pinillos), 116

Thatcher, M., 5-6

Third-party endorsements, 172

Third-wave branding, getting into,
203-229

Tide detergent, 8, 35

Time Warner, 87

Time Warner/AOL, 87, 91

Top 100 Coaching Circle, 144

Top 300+ (managers), 144

Touch-points, defining, 153

Toy of the Century Awards, 177

Toyota, 32, 120

Training, brand-based, 144. See also Brand
School

Traps, avoiding, 223-224

Trends, obsessed with following, 60

Triple-bottom-line reporting, early
adopters of, 215

Trump, D., 41

Trust: and corporate reputation, 37, 38;
in management, building, 194

Trustmark, overseeing the, unit estab-
lished for, 217-218

TRW, 125

Turf wars, 114-123, 200

Turnover, 199-200

2407, 119

Two-way communication flow, 50-51,
207,210

Tylenol, 130

U

Uz, 104

UN Resolution on Diabetes, 168

Uncertainty, 133, 185

Unibank, 89

Unifunctional approach, 204, 205, 207

Unilever, 204

“Unite for Diabetes” campaign, 168,
170,173

United Bimmer Community, 156

United Nations (UN), 106, 167, 168, 169

University of Copenhagen, 170

\Y%

Value of brands. See Brand value

Values: core, restating, 185-186, 187;
new, embedding, mechanisms for,
136-137; strategy based on, 200

“Values confusion,” diagnosing, 184-185

Value-Up Pilots, 118

VClI alignment model. See Vision-Culture-
Image (VCI) Alignment Model

Viral distribution, 173

Viral marketing, consumer-generated,
159-160

Virgin, 8, 85-86, 98, 109, 111-113, 114,
126, 142

Virgin Atlantic, 112

Virgin Brides, 112

Virgin Direct, 112

Virgin Express, 126

Virgin Megastore, 112

Virgin Records, 111

Virgin Trains, 85, 112

Virgin Wine, 112

Vision-Culture-Image (VCI) Alignment
Model: achieving integration through
the, 78; addressing the three central
questions of the, importance of con-
tinually, 80; anticipating gaps in the,
84-87; assessment of, 83; branding
cycles within the, 177-202; closing
gaps in the, example of, 87-91; culture
side of, managing the, 127; described,
11-13; different gaps in, during mul-
ticountry and multicompany mergers,
90; effects of a gap in one part of the,
74, 75; elaborated, 67, 68; and
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Vision-Culture-Image (VCI) Alignment Walsh, W., 7
Model: (Continued) Watts, P, 62
the entrepreneurial start-up phase, WCRS, 70
examples of, 100-109; and explaining ~ We-ness, feeling of, sharing a, 156
“founder effects,” 95-96, 100; growing ~ Wikipedia, 158
gaps in the, example of, 182; insight William J. Clinton Foundation, 170
provided by the, 46; interrelationships ~ Wired Magazine, 198

between the gaps in, example of, Wolff-Olins (WO), 69-70
75-717, 138, 201, 202; link between Woods, T., 160

employee motivation and, 129-130; Workforce reduction, massive.
and mismatch between subcultures, See Downsizing

72; organizational identity conversa- Workplace factors, in corporate
tion influencing, 51, 139; and the post reputation, 37

start-up, pre-bureaucracy stage, World Diabetes Day, 169
109-114; sources of misalignment World Diabetes Foundation (WDF), 167,
in the, 75; stakeholder contribu- 168,170

tions to, 166; success story support-

ing the, 15-19. See also Alignment; X

Organizational culture; Stakeholder

) o Xterra, 27,119
images; Strategic vision

Visual identity, incorporating a new, %

example of, 4
Vodafone, 71 Yin-yang dualism, 106, 108-109
Volunteering, brand-based, Yorkshire Post, 5

144-145 Young & Rubicam, 177, 191
Volvo, 28 Young Leadership Program, 168

YouTube, 160, 162
A%

Wal-Mart, 150, 185, 196 Z
Walmart-blows.com, 158 Zennstréom, N., 100, 101, 102, 104



