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	Abstract:
	This article explores the nature of corporate social responsibility (CSR) and corporate reputation using qualitative research approach. Specifically, the relationship between CSR and corporate reputation is examined from the viewpoint of value theory. This paper brings up for discussion the various value priorities lying in the background of CSR actions. The aim is to form categories of value priorities around CSR and reputation, based on qualitative research approach. The main concepts in this paper – CSR, reputation and value – are also defined. This paper further discusses the theory of value structure and content, which identifies certain principal values among different cultures. The data consist of eight interviews with employees of a newspaper company. The results suggest that value priorities play an influential role in CSR actions, influencing to the essence of certain reputation stories in the corporate context.
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	Abstract: Boardroom recognition of the importance of reputation as a key business driver is growing. This article analyses the findings of the Corporate Reputation Watch - a study by Harris Interactive for Hill and Knowlton - which examines the attitudes towards corporate reputation of over 800 CEOs and senior business figures from seven countries across Europe and North America. The survey shows that business leaders see reputation as delivering for the company's bottom level in terms of driving sales, aiding strategic partnerships as well as assisting the recruitment and retention of talent. In line with this it also reveals that increasing numbers of companies are measuring reputation, monitoring it in the boardroom and even partially remunerating CEOs on their ability to influence it. In addition the study demonstrates a concerning rise in the number of companies completely ignoring the threat to reputation presented by criticism in the new media.
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	Abstract: The aim of this paper is to explore how quality management can act as a foundation and key catalyst for developing corporate social responsibility (CSR) within organizations. CSR is an emergent discourse within organizational research and praxis. It has parallels to sustainable development, environmental protection, social equity and economic growth. Although some organizations consider CSR to be a peripheral and sector specific issue, it is becoming increasingly mainstream, supported by government legislation. Key questions arising are, is there a conflict between profit earning and CSR? How can CSR be implemented without impairing business performance? Can CSR build on existing quality management based business initiatives from a philosophical and practical manner? The critique and case study analysis within this paper shows how the ethical basis of quality management can be used to develop CSR within organizations. Quality management models and methodologies established on the broad principles of quality are seen as a foundation and catalyst for effective CSR in organizations.
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	Abstract: Consumers are increasingly demanding and less tolerant of organisations that fail to live up to their expectations. Organisations are expected to change their approach to business, giving the same priority to all stakeholders, with integrity and commitment. This means that the traditional approach to issues management where organisations "decide" on their plans, "dictate" them to stakeholders, and prepare their "defence", will no longer be adequate. Issues Negotiaion[tm] offers business leaders a powerful alternative that builds trusting relationships, turning potentially negative issues into competitive advantage. It is a process that supports the organisation in its long-term growth.
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	Abstract: Considers the paradoxes inherent in the phrase "corporate social responsibility". These include procedures of corporate governance, the market's view of organizations' ethical stances, the lack of clear definition, acceptance or denial, the lack of formal mechanisms for taking responsibility and the placing and priority that most organizations give to social responsibility. The article concludes that until these paradoxes are properly addressed, corporate social responsibility can legitimately be branded an invention of PR. It can only have real substance if it embraces all the stakeholders of a company, if it is reinforced by changes in company law relating to governance, if it is rewarded by financial markets, if its definition relates to the goals of social and ecological sustainability, if its implementation is benchmarked and audited, if it is open to public scrutiny, if the compliance mechanisms are in place, and if it is embedded across the organization horizontally and vertically
	
	
	


Title: The boundaries of strategic corporate social responsibility Author(s): Geoffrey P Lantos Journal: Journal of Consumer Marketing Year: 2001 Volume: 18 Number: 7 Page: 595 -- p630 DOI: 10.1108/07363760110410281 Publisher: Emerald Abstract: Reviews the development of the corporate social responsibility (CSR) concept and its four components: economic, legal, ethical and altruistic duties. Discusses different perspectives on the proper role of business in society, from profit making to community service provider. Suggests that much of the confusion and controversy over CSR stem from a failure to distinguish among ethical, altruistic and strategic forms of CSR. On the basis of a thorough examination of the arguments for and against altruistic CSR, concurs with Milton Friedman that altruistic CSR is not a legitimate role of business. Proposes that ethical CSR, grounded in the concept of ethical duties and responsibilities, is mandatory. Concludes that strategic CSR is good for business and society. Advises that marketing take a lead role in strategic CSR activities. Notes difficulties in CSR practice and offers suggestions for marketers in planning for strategic CSR and for academic researchers in further clarifying the boundaries of strategic CSR.
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	Abstract: The author outlines a "new rules" agenda for business that is being driven by changing market forces and growing public expectations. The new rules address seven primary issues: corporate legitimacy and stakeholder relations, corporate governance, increased equity and diversity, environmental preservation, the new "employment contract," redefined public-private sector relations, and improved ethical performance. The new rules are evolving not only from the demands of public interest groups; they also represent arenas of action already being taken by leading corporations. Thus, social responsibility has moved far beyond peripheral "do-goodism" and entered the central sphere of corporate strategy.
	
	
	


17 November  

	what do we mean by corporate social responsibility?

	Author(s): Lance Moir 

	Journal: Corporate Governance: International Journal of Business in Society 

	Year: 2001 Volume: 1 Number: 2 Page: 16 -- 22 

	DOI: 10.1108/EUM0000000005486
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: There have long been conflicting expectations of the nature of companies' responsibilities to society. However, for those businesses that do undertake what might be termed "corporate social responsibility", what is actually socially responsible behaviour as opposed to management of corporate image management or other activity aimed predominantly at business benefits? This article reviews definitions of corporate social responsibility from both practice and the literature and looks at theories to explain why such behaviour takes place. The literature has strong divides between normative or ethical actions and instrumental activities. The article concludes by posing the question of when instrumental activities become business activities rather than largely social responsibility.
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	Abstract: This study sets out to investigate the perception of different users of corporate information about the notion of the accountability process and the possibility of widening the scope of the current corporate annual report in Qatar to include social responsibility information. To achieve this objective, four user groups were invited to take part in the study. The outcome of the analysis revealed that most of those who took part in the study would like to see corporate social responsibility information disclosed, either in a separate section, or as part of the board of directors' statement within the annual report. To achieve accountability, the respondents believe that a law that encourages the disclosure of corporate social responsibility information should be introduced, and different parties within the society should have the right to such information.
	
	
	

	At least do no harm: sources on the changing role of business ethics and corporate social responsibility

	Author(s): Maureen Kilcullen; Judith Ohles Kooistra 

	Journal: Reference Services Review 

	Year: 1999 Volume: 27 Number: 2 Page: 158 -- 178 

	DOI: 10.1108/00907329910275150
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: Although the topics of business ethics and Corporate Social Responsibility (CSR) are not new, this article focuses on the changing role of both subjects in the current business world. Having heard much about CSR in the past, the authors were under the impression that it had taken hold as a movement and more and more corporations were leaning toward ethical business practices and social responsibility. Media attention on the shocking revelations of the tobacco industry stimulated their interest in investigating this impression. Their research indicates that, although some corporations are still practicing unethical behavior, many more indicated that they have a social responsibility to their stakeholders.
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	Author(s): Brendan O'Dwyer 

	Journal: Accounting, Auditing & Accountability Journal 

	Year: 2003 Volume: 16 Number: 4 Page: 523 -- 557 

	DOI: 10.1108/09513570310492290
	
	
	

	Publisher: Emerald 
	
	
	

	Abstract: Furnishes a narrative reflecting an in-depth examination of managerial conceptions of corporate social responsibility (CSR) in the Irish context. The narrative locates itself within the debate surrounding the extent to which corporate management may capture social accountants' efforts to promote a broad society-centred conception of CSR. Three key findings emerge from the narrative. First, there is evidence of a tendency for managers to interpret CSR in a constricted fashion consistent with corporate goals of shareholder wealth maximisation. Second, pockets of robust resistance to and defences of this narrow conception do, however, also emerge in the narrative. Third, the complexity of conceiving of a clear meaning for CSR, particularly for those exposed to the structural pressures encountered by these managers, is apparent. This is evident in the initial, somewhat contradictory, nature of many of the conceptions analysed. Reflects on these findings and considers their broad implications for social accountants' attempts to promote greater society centred corporate accountability in Ireland.
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	Abstract: This commentary questions commonly held assumptions about corporate social responsibility (CSR). It discusses the morality of altruistic CSR - philanthropic CSR activities that are not necessarily beneficial to the firm's financial position. Evaluating altruistic CSR from all major ethical perspectives - utilitarianism, rights, justice and care - leads to the conclusion that, for publicly held corporations, such activity is immoral. This is because altruistic CSR violates shareholder property rights, unjustly seizing stockholder wealth, and it bestows benefits for the general welfare at the expense of those for whom the firm should care in close relationships. The paper also determines that what are often considered mandatory ethical and social corporate duties are actually optional activities that should only be undertaken when it appears that they can enhance the value of the firm, i.e. when they are used as strategic CSR. However, using ideas taken from secular and Judaeo-Christian authors on the meaning of work, the article also concludes that altruistic activities are appropriate and commendable for private firms and individuals. It offers suggestions for practitioners of CSR and for future academic research.
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	Abstract: The general concept of stakeholder management seems to be widely accepted, but its central tenet of "balancing" interests was prominently abandoned during the 1990s, as corporations favored financial interests rather than the balanced treatment proposed by stakeholder theory. The prevailing logic of business provides little incentive to do otherwise. Managers and scholars generally think about stakeholders in terms of morality, ethics, and social responsibility rather than economic value and competitive advantage. This article presents an economic theory of the firm and supporting evidence that reconcile the conflict between profitability and responsibility. Rather than passive recipients of responsible treatment, modern stakeholders work with managers to improve their own benefits while also enhancing corporate profitability. Thus, the wealth-creating role of business arises directly out of integrating stakeholders into a productive whole - a "corporate community."
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	Abstract: Companies along the forestry-wood value chain from four European countries were surveyed in order to examine social responsibility in values and environmental emphasis in their marketing planning. Most of the Finnish, Swedish, German and UK companies emphasise environmental issues in their values, marketing strategies, structures and functions. The companies were classified into three groups according to their responsibility values based on the concepts of redirecting customers towards sustainability and the role of governmental balancing of markets. "Proactive green marketers" (companies emphasising pursuing sustainability and believing in free market system) emphasise environmental issues in their marketing planning clearly more than traditional "consumption marketers", and more than "reactive green marketers" (companies emphasising pursuing sustainability under governmental balancing). We interpret that proactive marketers are the most genuine group in implementing environmental marketing voluntarily and seeking competitive advantage through environmental friendliness. Thus, the example of these progressive companies should be the direction towards sustainable development in business and society. The results also give evidence that green values, environmental marketing strategies, structures and functions are logically connected to each other as hypothesised according to the model of environmental marketing used to guide this study.
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	Abstract: This paper presents social responsibility of business organisations not as a "nice to do" gesture but rather as a critical driver of corporate performance. The paper proposes a perspective on how social responsibility is currently perceived by the global business community, how it is defined and measured. The paper then analyses critical factors of success in making social aspects count (such as community focus, stances on safety and the environment, external activities, etc.) using best practice examples.
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	Abstract: When institutional shareholders famously opposed the HP/Compaq merger, we stood witness to the power of the investor in today's organization. Shareholders have the ability to block mergers, replace board members and influence directors. However, if it comes to light that an organization has behaved unethically, investors are rarely held accountable. With the rise to prominence of Corporate Social Responsibility (CSR), is it time we considered Corporate Shareholder Responsibility?
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	Abstract: We attempt to go beyond media representations as we explore the following question: Is Ben & Jerry's Inc. a socially responsible organization? This exploration includes a description of the concept of corporate social responsibility, and an investigation of some specific actions by Ben & Jerry's to ascertain whether or not these actions are indeed socially responsible in nature.
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	Abstract: Reviews the development of the corporate social responsibility (CSR) concept and its four components: economic, legal, ethical and altruistic duties. Discusses different perspectives on the proper role of business in society, from profit making to community service provider. Suggests that much of the confusion and controversy over CSR stem from a failure to distinguish among ethical, altruistic and strategic forms of CSR. On the basis of a thorough examination of the arguments for and against altruistic CSR, concurs with Milton Friedman that altruistic CSR is not a legitimate role of business. Proposes that ethical CSR, grounded in the concept of ethical duties and responsibilities, is mandatory. Concludes that strategic CSR is good for business and society. Advises that marketing take a lead role in strategic CSR activities. Notes difficulties in CSR practice and offers suggestions for marketers in planning for strategic CSR and for academic researchers in further clarifying the boundaries of strategic CSR.
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	Abstract: There persists the belief that a firm's only responsibility to society is to maximize profits without breaking the law, hence the role of corporate governance is to provide appropriate corporate control. Research suggests that there is a growing perception that corporations are social entities overall, answerable to social constituencies and that the role of corporate governance is to understand and adequately address the interest of such social and political constituents. A review of research studies in the area of corporate governance's contribution to corporate performance reveals that there is no conclusive evidence of contribution. Moreover, it illuminates the need for a boarder criteria of performance and for the adoption of a political model of corporate governance in order to facilitate a corporation's external accountabilities.
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	Abstract: Discusses an area which is growing in terms of significance and proven to impact on business performance, reputation and corporate image. Discusses social responsibility from the point of view of environmental issues and ethical considerations. Useful examples of models for the effective management of environmental issues are provided, together with examples of best practice. Finally, proposes a framework for auditing this very pertinent area of business excellence.
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	Abstract: This paper investigates the relationship between corporate social responsibility (CSR) and the economic performance of corporations. It first examines the theories that suggest a relationship between the two. To test these theories, measures of CSR performance and disclosure developed by the New Consumer Group were analysed against the (past, concurrent and subsequent to CSR performance period) economic performance of 56 large UK companies. Economic performance included: financial (return on capital employed, return on equity and gross profit to sales ratios); and capital market performance (systematic risk and excess market valuation). The results supported the conclusion that (past, concurrent and subsequent) economic performance is related to both CSR performance and disclosure. However, the relationships were weak and lacked an overall consistency. For example, past economic performance was found to partly explain variations in firms' involvement in philanthropic activities. CSR disclosure was affected (positively) by both a firm's CSR performance and its concurrent financial performance. Involvement in environmental protection activities was found to be negatively correlated with subsequent financial performance. Whereas a firm's policies regarding women's positions seem to be more rewarding in terms of positive capital market responses (performance) in the subsequent period. Donations to the Conservative Party were found not to be related to companies' (past, concurrent or subsequent) financial and/or capital performance.
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	Abstract: This article critiques "middle-of-the-road" approaches to corporate social reporting and their cautions against radicalising the subject. The historicity of the concept of middle ground is challenged philosophically, politically and socially, by suggesting that its foundations reside in relativism, quietism and pluralism. A counter-theory is proposed: that the middle ground is a contested terrain that shifts over time with social struggles and conflicts. This proposition is supported by a periodisation analysis of five theoretical themes or trends in the last 30 years of US social responsibility accounting: the Brilovian Critique, the Caring Society Critique, the Caring Market Critique, the Market Re-regulation Critique, and the Radical Critique. Even if adherence to the middle ground is deemed desirable, it requires a social analysis of the concrete circumstances of each period - today's middle ground cannot be extrapolated into the future.
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	Abstract: Focuses on "big business" and what is seen as its growing influence on the state of the world and argues that increasing globalization is posing significant challenges that require new thinking about global governance, particularly with regard to international trade. Businesses are required to operate within legislative and economic frameworks created by governments and should be helped to develop global, values-based systems of management rooted in internationally accepted principles. Concludes that corporate social responsibility will only make a visible difference if the concept is fully integrated into corporate principles and practices, and if progress is monitored over time.
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	Abstract: Beauty Essential, a medium-size company in the Thai clothing industry, has changed its working procedures to conform to an international standard on social responsibility - and improved productivity into the bargain. The company produces garments for such international brands as Calvin Klein, Tommy Hilfiger and Nautica. All its production is for export. Almost three-quarters goes to the USA, 10 percent to Japan, a further 10 percent to Europe and the remaining 5 percent to the countries of the Association of South-East Asian Nations (Asean). As an exporter, the company found that international customers were putting increasing pressure on producers to demonstrate their commitment to basic human values in the workplace.
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	Abstract: At the end of 2001 a global summit conference in San Francisco aimed to address the future role of corporate social responsibility in business. As the delegates got to grips with the subject, among the challenges tabled were two that stood out clearly from the rest. These were whether CSR could in fact survive in a business system intent on cutting "nice to have" costs and, if so, how value from CSR can be clearly and accurately measured. Just over a year on and the CSR annus horribilis that was 2002 has served to cry out for immediate answers to these pressing questions.
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	Abstract: Although the current wave of globalization is the result of unprecedented scientific and technological advances, through history, movements of an international nature have been, to a large extent, about the spread of political and economic ideas across borders. "Geopolitical realism is based on the interests of the state". Scientific and technological advances, together with the opening of markets to the free passage of goods, services and finance, has led to a huge growth in world trade. However, such positive developments have also their downside. The findings of the United Nations Human Development Programme Report highlight that global inequalities in income and living standards have reached grotesque proportions. Further, such disparities are linked to ever-intensified environmental degradation and the extinction of some 11,046 species. Such circumstances have witnessed the growth of community-based local currencies, the emergence of a social movement advocating corporate social reasonability (CSR) and a growing literature critical of the Anglo-American corporate governance model, where shareholder wealth maximization is the driving force. Yet, the philosophy and practice of shareholder wealth maximization persists. This paper explores the effects of free-market economics, globalization and western capitalist practices in terms of their consequences for the planet, people, profit and posterity (the four Ps). A case is made outlining the need for an advanced corporate governance model that integrates the four Ps. In so doing, the paper seeks inspiration from the ancient philosophy of Buddhism and, in conclusion, examines the role of the Business School in developing future, reflexive practitioners, equipped to effectively provide the necessary balance between shareholder expectations and stakeholder needs within a new paradigm of a balanced society.
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	Abstract: Many social accounting researchers refer to environmental pressure groups as being a major influence on companies' decisions to disclose social information. Such a claim is, however, to date unsubstantiated. Virtually no empirical evidence has been produced which confirms or refutes this proposition. Similarly there is no literature on pressure groups' interest in, or reaction to, corporate social disclosure (CSD). Provides the first, albeit exploratory, investigation of such pressure groups and their potential influence on the production of CSD. Results show that pressure groups are users of CSD and do attempt to influence companies' disclosure practices. The environmental movement considers current CSD to be insufficient and low in credibility. The preferred corporate social report (for pressure groups) would include narratives and quantified terms, would be in the annual report and would be prepared by, certified by, and/or held by a body external to the company.
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	Abstract: Considers how corporate reputation is most influenced by the actions of an organization rather than a successful (or otherwise) PR campaign. Then considers how a communication strategy can best influence reputation. It is important to avoid a monologue - deciding the message then conveying it with ruthless efficiency - and move to dialogue - knowing what matters to an audience and communicating on that level. Also discusses corporate social responsibility, familiarity versus favourability and the drivers of favourability among specific target audiences.
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	Abstract: In light of a slew of recent ethical infractions in business, commercial organizations are increasingly expected to exhibit ethical behavior and moral management, and rightly so. However, firms are now also being called to practice "corporate social responsibility" (CSR), not always rightly so. The problem is that the concept of CSR is fuzzy, with unclear boundaries and debatable legitimacy.
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	Abstract: In examining the effects of the Exxon Valdez oil spillage on corporate social reporting (CSR) in the annual reports of oil companies, Patten suggested examining companies in other industries and their response to social (e.g. environmental) threats. This paper examines environmental and social reporting in five companies representing three FTSE sectors, selected according to an intuitive understanding of society's perceptions of their depth of "sin" or supposed unethical behaviour. Social disclosure data were captured from annual corporate reports between 1975 and 1997. Results suggest that legitimacy theory may be an explanation of disclosure in some cases but not in others. The distorting effects of perception (of legitimacy-threatening factors) and the increase in choices of disclosure media partly explain the mixed results and these factors and it is suggested, challenge the usefulness of future "annual-report only" studies.
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	Abstract: Although CSR appears to be the new craze on the corporate block, history has shown that this penchant for responsibility is not necessarily as straightforward as you may think. Certainly this was the experience of Shell Oil, the global giant who (perhaps unwittingly) discovered a number of paradoxes inherent within the realities of this entity when it was drawn into a bitter dispute with some of the people of Nigeria - the Ogoni.
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	Abstract: Four distinct stages can be recognised in a company's operation. These "stages of development" in the life cycle of a company presage a turnaround situation for that company over the course of time. The quality of communicative interaction in these stages determines the effectiveness of the modus operandi of a company, resulting in its market position within any given stage. The internal and external communication integrates a company in the process of utilising its internal resources to the optimum through the recognition and transfer of values from the environment and by strengthening a company through the integration of the new values into its attitude, either consolidating or changing the corporate culture. The value-creating functions of appropriate corporate communication in each of the stages is discussed.
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	Abstract: A key assumption underlying many corporate social reporting content analysis studies is that volume of disclosure signifies the relative importance of disclosures. Most of these studies have only quantified disclosures in annual reports, and there is disagreement within the literature regarding the best way to measure each individual disclosure. Based on observations made during the conduct of a 100-year content analysis study, which examined a broad range of Shell's corporate reports, this paper argues that an exclusive focus on annual reports is likely to result in an incomplete picture of reporting practices. It also contributes further insights to the debate on measurement techniques, arguing that while measurement in sentences may be carried out with greater accuracy than measurement in proportions of a page, the former is likely to give less relevant results than the latter.
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	Abstract: In 1998, executives at US-based fruit and vegetable producer Chiquita Brands Inc. were horrified to see their company splashed all over the newspapers after an under cover investigation into "dangerous and illegal business practices" throughout its Latin American operations. The Financial Times explains how the investigations shocked the company into a dramatic review of its entire business. Chiquita's CEO declared his commitment to breaking new ground in responsible management and pledged that the company would do much more than merely repair the damage brought about by the media. Four years on and despite a change at the helm, Chiquita's corporate social responsibility policy is in full flight.
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	Abstract: Little more than a decade ago, Shell was a by-word for corporate mistrust. Not only had it caused public outrage with its plans to sink the Brent Spar oilrig in the Atlantic, but the energy giant was also facing intense opposition to its activities in Nigeria (where it was perceived to be plundering this developing nation). Consequently shareholders were boycotting the company and international suspicion was running high. Yet, according to many critics, these outcomes were the fault of no one but Shell itself, which has learned the hard way the value of social awareness, ethics and trust in a world that appears to be finding less and less time for greed or corruption.
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	Abstract: In the words of Business Week, we occasionally witness scandals so vast that they profoundly shock our most deeply held beliefs about the honesty and integrity of corporate conduct. There is unlikely to be a more devastatingly spectacular demonstration of this than the collapse of US energy giant Enron. As recently as two years ago, investors could hardly have been more confident in Enron's direction. Here we had a firm led by 17 directors with impeccable records, MBA qualifications and hundreds of years in combined business experience. In this environment how could things possibly go wrong? But wrong they certainly went and the furor surrounding this catastrophe is likely to persist for months, if not years, to come. Surely among the embers of what remains of one of the world's largest energy firms and the lives that ran it there are some fundamental lessons to be learned in order to ensure nothing of this magnitude is ever allowed to happen again.
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	Abstract: This study sets out to investigate the perception of different users of corporate information about the notion of the accountability process and the possibility of widening the scope of the current corporate annual report in Qatar to include social responsibility information. To achieve this objective, four user groups were invited to take part in the study. The outcome of the analysis revealed that most of those who took part in the study would like to see corporate social responsibility information disclosed, either in a separate section, or as part of the board of directors' statement within the annual report. To achieve accountability, the respondents believe that a law that encourages the disclosure of corporate social responsibility information should be introduced, and different parties within the society should have the right to such information.
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	Abstract: This paper analyses the link between the importance, as stated by reporters, of specific factors in the decision to disclose environmental information and actual reporting practices. Through a mail survey, chief finance officers (CFOs) of selected Australian companies rated the perceived importance of specific factors in the decision to disclose environmental information. Environmental disclosure within respondents' annual reports were reviewed and an analysis was undertaken to determine if relationships existed between actual reporting practices and ratings of importance assigned to various factors. The results indicate some significant correlations between the perceived importance of a number of factors and environmental reporting practices. The results of the analysis provide limited support for legitimacy theory as an explanatory link between identified influential factors in management's decision process and actual environmental disclosure.
	
	
	


	Corporate identity, corporate branding and corporate marketing - Seeing through the fog

	Author(s): John M.T. Balmer 

	Journal: European Journal of Marketing 

	Year: 2001 Volume: 35 Number: 3 Page: 248 -- 291 

	Publisher: Emerald 
	
	
	

	Abstract: Outlines 15 explanations for the fog which has enveloped the nascent domains of corporate identity and corporate marketing. However, the fog surrounding the area has a silver lining. This is because the fog has, unwittingly, led to the emergence of rich disciplinary, philosophical as well as "national", schools of thought. In their composite, these approaches have the potential to form the foundations of a new approach to management which might be termed "corporate marketing". In addition to articulating the author's understanding of the attributes regarding a business identity (the umbrella label used to cover corporate identity, organisational identification and visual identity) the author outlines the characteristics of corporate marketing and introduces a new corporate marketing mix based on the mnemonic "HEADS"[2]. This relates to what an organisation has, expresses, the affinities of its employees, as well as what the organisation does and how it is seen by stakeholder groups and networks. In addition, the author describes the relationship between the corporate identity and corporate brand and notes the differences between product brands and corporate brands. Finally, the author argues that scholars need to be sensitive to the factors that are contributing to the fog surrounding corporate identity. Only then will business identity/corporate marketing studies grow in maturity.
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