Corporate identity



an introduction to the vocabulary of public relations and visual identity
Corporate identity is not the same as corporate image. The first is how an organisation is recognised physically, the second is how its character and behaviour is perceived mentally.

Throughout history, corporate identity schemes have been applied to ships, stage coaches, buses, trams, delivery vans etc.

Not every business has a standard scheme, and it has become a very specialised business designing a distinctive corporate identity. This identity is best supported by repetition. Repetition is a recognised factor in advertising, but also in PR.
It is essential that a corporate identity is distinctive, easily recognised and remembered, and if possible, characteristic.

There are five basic components:
1° the logotype (may or may not be a trademark): this is a special design which becomes the badge of the organisation. Simple but effective are those based on the signature of the founder e.g. Kellogg’s. 
The design uses a certain typeface or symbolic shapes or a combination of both.
2° the colour: e.g. the yellow Kodak box
3° the typeface (on all printed materials)
4° a trade character (e.g. the Michelin man or the striding figure of Johnnie Walker)
5° a permanent slogan (e.g. BMW’s ultimate driving machine)
A corporate identity scheme may consist of all or some of these five components. Thus the corporate identity enhances the corporate image.

So, what is a corporate identity? What does it do and what advantage does it confer on an organisation?
Corporate identity has been described as the single image presented by a company or organisation, giving an impression of unity through all the manifestations of that company’s or organisation’s activities.

Corporate identities fall into three kinds, the monolithic, the endorsed and the branded.

(1) The monolithic identity is generally seen in companies which have enjoyed strong organic growth, with few acquisitions in their own area. Examples are Marks & Spencer, Volvo

(2) The endorsed identity exists in companies in which the parent is keen to be closely associated with its subsidiaries
(3) The branded identity is best seen in the working of a conglomerate, or other major holding companies. It is also found in companies which support competing brands.

The manifestations of an identity will vary from one organisation to another, but the following are the most common:

· stationery

· literature of all kinds

· advertising

· vehicles

· premises of all kinds

· packaging

· the product itself

A good corporate identity can improve marketing by offering recognition.
Remember – an identity is more than just a glossy new image or style. It has to affect the way the organisation behaves.
