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ABSTRACT

The study focused on the impact of branding on corporate identity on a public university. It
sought to establish how the public universities can embrace branding as a way to establish a
strong corporate identity and the perceived institutional benefits, differentiation, enhance
corporate image, improve corporate reputation as well fight competition in the wake
ofglobalisation, marketization of higher education and existing economic challenges. The
study was conducted at Midlands State University’s newly established Zvishavane
Campus.The study draws a comparative analysis of branding from established public
Universities in Kenya and South Africa.The methodology used in this research was
qualitative with data collection from primary sources through the use of interviews,
documentary reviews and guestionnaire administration as well as from secondary sources
through library research and internet. The results revealed that the newly established public
universities has resorted to branding not only to enhance a strong corporate identity as
branding is alsopart of strategic intangible assets for growth and survival in a competitive
environment. The issues of reputation, image and personality has thus brought in a new
dimension in the Higher Education sector primarily based on attaining a competitive edge,
differentiation and enhance perceived identity of the institution which wholly emanate from
the brand. The study concluded that the concept of branding and corporate identity in
relation to public universities, is somehow a new phenomenon which is different from
branding in the commercial sector.The studyalso revealed dynamics in branding as public
universities cannot solely rely on symbols, colours and visual artefacts alone as branding
depends on the event, purpose and the message to be communicated.The researcher identified
patenting as the major challenge to University branding and recommended that due to the
nature of Higher Education Sector branding should be more concerned about creating a who
we are for the University which can be equated to the institution's academic reputation as
public universities tend to look alike over time and compete less on quality or the price and
seek to enhance corporate reputation, strong institutional governance, stakeholder

engagement as well as image and personality.
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CHAPTER 1

1.0 Introduction
This chapter serves as the introduction to the study bringing out what the researcher intends

to discuss. This includes the background of the study, the research problem, objectives,
significance of the study, limitations and assumptions as well as the theoretical framework.
The study seeks to propel a better understanding on the impacts of branding on corporate
identity and other benefits associated with branding on public universities such as reputation

and differentiation.

Zimbabwean Universities like most in its regional counterparts used to operate as monopolies
with virtually little or no competition at all. The idea of marketing Universities was then
regarded as an unnecessary cost since the education system was highly segregated with little
or no access for the black people during the colonial period. Efforts by colonial government
to establish institutions of higher learning in the then Rhodesia can be acknowledged as it
contributed to the formation of the first public institution University of Rhodesia in 1952 now
knownas the University of Zimbabwe (UZ). Upon attaining independence, the new
government initiated a massive educational policy and creating more institutions of higher
learning in the process. Although public universities outclass private institutions of higher
learning, the new environment requires a shift in model from the traditional way to a more
competitive business-like mode of operating. Majority of these public universities including
Midlands State University were formed in the wake of economic meltdown hence branding
and corporate identity cannot just be viewed as a way to enhance successful communication
with stakeholders but also a means to gain a competitive edge. This new transformation
which can be referred to as “marketization of the academic discourse” reflects a general
reconstruction of universities on a market based approach whilst incorporating higher

education as a commodity in the system.

1.1 Background of study
According to Kotech and Perold (2010) Zimbabwe’s Higher Education Sector (HSE)

comprises of universities, polytechnics and teacher training colleges. In Zimbabwe there is
need to acknowledge that higher learning institutions vary considerably in terms of the
variety of academic programmes, enrolments process and procedures, student numbers as
well as infrastructure and location.With such a notable variation among higher learning
institutions there is need for the Midlands State University to create a distinct visual identity

as a way to outclass rivals. Melewar and Akel (2005) acknowledged that modern universities



are no longer just regarded as institutions of higher learning but also businesses. This
however contradicts with the traditional role of universities where they were regarded as
independent institutions for creating and disseminating autonomous knowledge as well as
awarding academic qualifications mostly degrees. In light of the shift in model of operation,
the new environment requires universities to adopt models and concepts which were
previously meant for private sector organisations. The nature of the new Higher Education
environment is that now they operate in “markets” which creates competition for universities
at both global and local level hence the need to realise the value of a distinctive corporate
identity as a strategic resource. According to Melewar and Akel (2005) as with commercial
organizations, brand and corporateidentity can now be seen as the basis for successful
communication with various stakeholders and more importantly a powerful source of
differentiation. This help to explain how a successful brand would help to create a unique and
unilaterally different image for a public university as the government might seek to create a
level playing field for all its state institutions whilst eliminating unnecessary competition in

the process.

In light of this new phenomena Zimbabwean public universities should be able to compete
with both local private institutions of higher learning and the regional as well as global
established universities. According to Butcher et al in Kotecha (2008) as of 2008 Zimbabwe
was one of the few SADC countries where public universities still outnumbered private
universities (a total of nine public universities against four private universities). According to
Dobson (2008) traditionally universities were run by the state whilst primarily financed from
the national higher education budget but recently have gained more independency concerning
their funding and management. OKM (2009) acknowledged that this had increased the
pressures faced by universities but it has also allowed them to clearly profile themselves more

in order to compete on international level.

Balmer and Gray (2003) notes that branding a university, like most commercial organization
is based upon a strong and distinctive corporate identity managed as a way to communicate
the organization’s key characteristics to a variety of stakeholders. This can also be viewed as
a way to improve public universities profile and have competitive edge. The new higher
education environment makes itcritically important for the higher learning institutions to
determine what makes them unique. This is particularly due to the fact that establishing a
strong corporate identity help to manage stakeholder relationship. The growth of the higher

education industry as facilitated by globalisation and successful education policies after



Zimbabwe’s independence reflects a massive transformation where public universities don’t
just need to be more focused comprehensive institutions but rather extremely focused entities

clearly distinct from others.

According to Bunzel (2007) there is much greater competition among universities today. In
such an environment there is need for the public universities to continually and consistently
communicate their brands so that all stakeholders can understand the values and corporate
identity of the institution. The need for marketing a university has thus become a global
phenomenon. Becker and Palmer (2009) states that the importance of branding a university
can vary with size and usually the smaller ones are likely to consider it most. This is
particularly facilitated by the need to market themselves and create an improved reputation

and identity and gain market share.

1.2 Statement of the problem
There are many factors which contribute to shaping a University brand, which include its

academic reputation, athletics, location and distinguished alumni. Globalisation has
transformed Higher Education institutions both unconsciously and consciously to ensure they
capitalise on their brand identity, especially as related to survival and growth. Corporate
identity entails the University should tap the power of the institution’s brand and infusing it
into all aspects of college life with the aim to create a unique and identifiable experience for
prospective students and enhance a strong institutional identity. Although public Universities
still has a tendency to look alike and outnumber private institutions,considered as wholly
state owned and face almost similar challenges they always seek to execute and achieve their
mandates in a unique and different manner.lIt is from this background that the research seeks
to identify the impacts of branding on corporate identity on public University and how they

can embrace marketization discourse despite the existing challenges.
1.3 Research Objectives

e To assess how Midlands State University presents its corporate brand.
e To analyse the importance of the branding to the University’s corporate identity.

e To assess how visuals are used for branding Midlands State University.



1.4 Research Questions

e Which discourses does Midlands State University employ to present its corporate
brand?
e How does the University brand create an identity for Midlands State University?

e What isthe importance of visuals to the University’s corporate brand?



1.5 Justification of study
The study seeks to reflect on the impacts of branding on corporate identity in developing and

transformation of public university and how they can gain a competitive edge over rivals at
local, regional as well as global stage. It explains how branding can enhance a strong
reputation in public universities and how local universities can attain a strong identity despite
the existing challenges within the public institutions. Much literature and research had
previously focused on the challenges facing local public universities and sadly without much
attention on how institutions of higher learning can be differentiated and fight competition in
the wake of these challenges. The research finding are of utmost importance to all relevant
stakeholders (both internal and external) in the higher learning industries, to the academics
and the Midlands State University at large. The research shall also highlight how the brand
communicates the University’s mission, strategic direction, values and create unique
reputation, as well as the attractiveness of the University’s services and products to
stakeholders (including prospective and current students and staff, graduates, communities,
businesses, professions, partners, agents, affiliates and government). It is the hope and faith
of the researcher that it will help Midlands State University with an improved use of the

University marks, official insignia, logos and other branding assets.

1.6 Limitations of the study
The research was mainly conducted at the Midlands State University Zvishavane Campus and

majority of the staff referred to the Public Relations Office. The students in particular those at
Zvishavane Campus reflected a lack of understanding on the concept of branding and
corporate identity as they were enrolled for Arts and Mining programmes as well as a small
number for Social Sciences with little or no knowledge on the concept and research topic.
Some of the interviewed students rarely know much about the institution as they enrolled
after the multi-campus approach and have never been at the University’s main campus. The
research instruments used in the research are questionnaires and interviews. The researcher

also didn’t not enough resources to visit all the University’ campuses

1.7 Delimitations of the Study
The research was affected by failure to access confidential information, geography (isolated

MSU campuses) and the content of the research didn’t not consider much from some
stakeholder’s perceptions since it was focused on the institution (MSU). The parameters to
the research doesn’t have a time frame and the case study to was mainly conducted at

Midlands State University Zvishavane Campus and the researcher could not access all the



campuses. It was thus not possible to distribute questionnaires or interview at all campuses of
the University as most of the communication and information can be obtained from the

Public Relations office atGweru Campus.

1.8 Conceptual framework
The study views branding and corporate identity as part of the strategic processes to manage

the organization’s overall reputation building and value addition to stakeholder perceptions
and enhance corporate image as well as differentiation. More importantly, the study
recognises the aesthetics of university branding which emanates from the seal, motto, logos

and any other visuals which can be included as a way to establish a strong identity.

The brand of a University cannot simply be simply a slogan or name but rather something
visible, intangible which can be viewed as an all-embracing tool. This entails that whatever
the university does must be an affirmation of its unique brand identity. According to Melewar
and Saunders (2000) an organization’s corporate identity is composed of four sub-constructs
which are communication and visual identity, behaviour, corporate culture and market
conditions. The corporate visual identity of an organization emanates from sub-components
which includes the name, symbol and/or logo, typography, colour, slogan and additional
graphic elements. Colours are very useful in disseminating the meaning and establishes
significant associations of the organization within its various interpretations. Rationality
through evenness in corporate identity visual elements is a significant feature of university’s

reputation which develops over time.

According to Stern (2006) the common interpretation of branding on universities rely on
branding as a tool to create differentiation among perceived similar practices and products
which they offer. The artefacts of universities which draws attention here are the most formal
ones comprising of the university’s icons namely the seal, logo and colour. Melewar and
Akel(2005) acknowledges that these were originally created for authenticating formal
documents with the seal as the most formal of all the university’s icons. In most universities
the seal is naturally designed as the distinctive symbol of the university’s brand and identity,
commonly combining various expressions (motto and images, organized in a particular
arrangement and accentuated with specific colours) whilst arranging them so uniquely as a
means to identify the institution and celebrate its singular character, history, mission or any
other features.



Racic (2009) suggested that branding campaigns have resulted in the replacement of old or
traditional seals rather, mostly owing to resistance from the university constituents with
newly designed iconography added to the traditional seal. In most instances, the seal becomes
the symbol of the university on official documents, such as diplomas and certificates, while
branded iconography is resembled on media advertising, official public announcements and
competitions.Clark (1998) labelled branding of the iconography in universities as a move
from emblem to logo (branded iconographic style, concerned with recognition and visibility
and with the translation of both into value). This means thateven in cases where public
universities may choose not to redesign their core icon, majority of them end up modernising
the style of their visual material with new aesthetics of iconography on websites, tag lines,

letterhead graphics and other publicity material.

Drori et al (2010) argued that stylistic features of this branding trend are graphic or visual
simplification (which are less figurative or detailed, more abstract), modern style (fewer
ornamentals and typographic serifs, more linear simplicity) and universalistic (less expressive
identification that discloses details of sector affiliation or mission, business-like and general
in approach).The university’s identity creates a distinct personality which can determine the
image and perceptions of stakeholders making it a valuable asset.It is widely accepted that
corporate audiences rely on the reputation of firms coming out of their identities in making
investment decisions, career decisions and product choices (Dowling, 1986).Corporate
identity may thus be regarded as a distinct strategic resource for building credibility and
support amongst a variety of stakeholders as a way to attain competitive advantage for higher
learning institutions.Notwithstanding of how an organization adopts to converse its identity,
either in a monolithic or branded form, considerable care must be taken to ensure it

disseminates unified voice.

1.9 Theoretical framework
The major challenge in establishing the desired corporate identity theoretical framework was

that majority of the available methods, theories and models were developed for the purpose
of positioning product brands at the expense of corporate brand. The theoretical approach to
the discourse of branding and corporate identity in the research was be based on theories of
visual identity as reflected by the corporate name, symbol and logotype, typography, colour,
and slogan. The research was drawn from stablished corporate identity theories and models

propounded concentrating on the primary elements of corporate identity (visual identity).



1.9.1 Lambert's Corporate Identity model
According to Lambert (1989) it is crucial that all aspects of the organisations pay attention to

corporate identity. The idea here was that corporate identity should be incorporated in all
aspects of the organisation. In his contributions Lambert (1989) suggest two major definitions
of corporate identity. Corporate identity can thus be viewed as the manifestations in an
organisation which enhance distinctiveness and reflecting who you are, what you do and how

you do it. Lambert (1989) described the model as the iceberg of corporate identity.

The model depicts that corporate identity has two levels which are one below the surface and
the other one which is above. Lambert (1989) suggests that below the “surface are the written
communications, corporate structure and behaviour”. According to Lambert (1989) this is
equal to the visual elements, but it may not be visible to the public. The model further
suggests that the “elements are the natural forces of the firm that manifest in the visible
elements of the corporate identity”. In the model above the surface are the “visual elements
which can also be described as the visual style and include the name of the institution, logo as
well as corporate colour scheme. Lambert (1989) maintains that this is the only part of the
corporate identity which is visible to the stakeholders. Central to the model is the view that
the institution’s visual communication, notably the corporate colour scheme, plays a

significant role in effective and successful communication with various stakeholders.



1.9.2 The Corporate Identity model by Melewar and Jenkins (2002)
The model brings together the psychological, graphic design, marketing and public relations

standards of the corporate identity and as such can be regarded as the unique representation
of the different views and schools of corporate identity. The model aims to achieve a
balanced combination between different restraints in the area of branding and corporate
identity. The model subscribes that corporate identity is composed from the following sub-

elements:

a) Communication and visual identity

b) Behaviour

c) Corporate culture

d) Market conditions

Source: (Melewar and Jenkins 2002, p 81)

In this study the researcher concentrated on the communication and visual identity constructs.
This is due to the fact that despite all the established forms of formal communication and
successful public relations managements by the University, it is difficult or almost impossible
to control all reports about the institution. Melewar et al (2006) suggested that despite all
deliberate forms of communication, unintentional messages through third party reports and
informal communication can still be transmitted and uncontrollable communication
necessarily becomes part of corporate identity. Realising the constant threats of information
from third parties which may damage the reputation of the university there is need to

communicate a strong message through the brand.

Tahtinen (2014) further suggests that corporate communication involve denominations which
are management, marketing and organizational communication. The marketing dimension
then seeks to ensure that strategic information and identity of the university is represented by
the brand. It is thus not a myth since strong emphasis on the role of communication and
visual identity presented in the model by Melewar and Jenkins (2002) will result in greater

projection of a distinct corporate identity by the university.

1.9.3 Allessandri's model of Corporate Identity(2001)
Allessandri (2001) developed a corporate identity model illustrating the relationship between

corporate identity, corporate mission, corporate image and corporate reputation. Corporate



mission in this model represent institutional philosophy. The model is based on the
assumption that every institution has a philosophy whether “tacit or codified”. This
philosophy is personified through the behaviour of the institution, as well as the visual
presentation of the organisation. The behaviour and visual presentation together form the

corporate identity. Corporate identity emanates from these two complementary parts.

The model depicts that corporate identity has two levels which are one below the surface and
the other one which is above. Lambert (1989) suggests that below the “surface are the written
communications, corporate structure and behaviour”. According to Lambert (1989) this is
equal to the visual elements, but it may not be visible to the public. The model further
suggests that the “elements are the natural forces of the firm that manifest in the visible
elements of the corporate identity”. In the model above the surface are the “visual elements
which can also be described as the visual style and include the name of the institution, logo as
well as corporate colour scheme. Lambert (1989) maintains that this is the only part of the
corporate identity which is visible to the stakeholders. Central to the model is the view that
the institution’s visual communication, notably the corporate colour scheme, plays a

significant role in effective and successful communication with various stakeholders.

The corporate identity and the corporate mission which are in the institution’s control
completes the lower half of the model. This can be manipulated or altered as per will of the
organisation. The upper half of the model presents public perception towards the organisation
and that’s where the concept of corporate image is premised. In the model interaction or
experience with a corporate identity produce a corporate image in the minds of stakeholders.
The model suggests that this distinct image in the minds of the public is important as
organisation retain full control of their identities as well as how to present themselves but
however they can’t control stakeholder perceptions. Central to the model is the view that
corporate reputation can be created overtime through repeated impressions of the corporate
image which can be positive or negative. Below is the diagrammatic presentation of the

model.



Figure 1. 1Allessandri’'s Model of Corporate Identity
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1.9 Summary
This chapter served as an introduction to the phenomena in research, highlighting briefly on

what the research seeks to achieve.
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CHAPTER 2

2.0 LITERATURE REVIEW

2.1 Introduction
This chapter serves to highlight previous contributions from other authors and researches on

the impact of branding on corporate identity. Information in this chapter was drawn from
various sources and contributions towards the discourse of branding and its impacts corporate
identity whilst primarily more focused on visual identity and how it can help differentiate

Midlands State University from other public or state owned universities.

2.2 The current state of Zimbabwean Universities
A credible system of expanding higher education led to the increase in the number of

universities from one in 1980 to the present 14 (ten State owned and four private)
universities. The Zimbabwe Council for Higher Education (ZIMCHE) provides intellectual
leadership for the developments of higher learning institutions while the Government provide
the policy frameworks. The higher education sector is one of the fastest growing industries in
Zimbabwe with more universities both private and state on the horizon. With respect to the
considerable difficulties faced by universities in Zimbabwe in the last decade, Kotecha
(2010) recognised numerous factors which are unique in context and that the ultimate
resolution to the difficulties facing higher education in Zimbabwe lies primarily between the
Zimbabwean universities themselves and the government. However, as highlighted above,
despite facing combined challenges which can be may be regarded as “extreme” universities
in Zimbabwe cannot be certainly unique nor completely isolated situation as many of
regional universities face ‘survival’ challenges in one way or the other. This consolidate the
fact that governance, revitalising and planning of higher education remains a national

responsibility through the Ministry of Higher Education.

There is need to realise that during their establishment, these institutions developed their
niche foci according to the gaps that existed in the economy (Kotehca in SARUA Report,
2010). Notable differences among the nine state universities can be seen in the wide range of
disciplines which includes humanities, social sciences, business studies, architecture, arts,
information technology and computer science, natural resources, health and pure sciences and

engineering as well as agriculture programmes which are offered.



The sizes of these institutions vary considerably in terms of the variety of academic
programmes they offer and enrolment of students as well as infrastructure and physical
location. SARUA Report (2010) acknowledged that while some of the universities operates
from rented or borrowed premises, others on half-built campuses, the University of
Zimbabwe (UZ) operates from a fully developed, but rapidly ageing and deteriorating
campus. The Midlands State University (MSU) and other five universities (Bindura
University of Science Education, Chinhoyi University of Technology, Great Zimbabwe
University, Harare Institute of Technology and Lupane State University) were formed after
the year 2000 in the wake of economic recession and are relatively new (Butcher et al. in
Kotecha 2008). As is evident from the analysis above, Zimbabwe’s higher education sector is
relatively well as compared to higher education in the other SADC member states with South
Africa as solely above Zimbabwe. However, needs analysis for the higher education sector

should embrace the notion of branding and corporate identity as a way of differentiation.

2.3 Corporate identity
According to Argenti (2000) corporate identity can be viewed as the fundamental concern of

reality and what an institution really is. van Riel and Balmer (1997) maintain that identity
reflects corporate ethos, values, aims as well as presenting individuality which helps an
organization differentiate. Balmer and Gray (2003) view corporate identity as emanating
from subcultures, structure, performance strategy and communication. Melewar et al. (2006)
is of the view that central to corporate identity are the traits which include strategy,
companyphilosophy, business scope, history, the type of products and services offered, forms
of both internal and external communication as well as corporate personality. However,
divergent views still do exist over what actually determines the uniqueness of an

organisation.

Balmer and Greyser (2002) suggest, there are five different kinds of identities presented by
any organisation. Actual identity includes the current characteristics of an institution and
refers to issue like the organizational structure, product range andownership. Secondly there
is communicated identity which is the most clearly revealed via controlled forms of corporate
communication. Conceived identity refers to the perceptions held organisational stakeholders.
Desired identity and ideal identity are therefore related to the ideal placing of an organization,
which is the future visions and prospects apprehended by strategic by the top management
and strategic planners. In the study corporate identity is defined as the strategically planned



public presentation, established and managed as a way to get incredible corporate reputation

over time as takes the communicated identity dimension.

Balmer, (1998) acknowledged that ‘corporate identity emerged during the second half of the
twentieth century emerged out of an initial predominant emphasis on external corporate
image as a constituent of reputation’ The notion of corporate identity was long established as
a way to reflect what can be described as visual called visual identification today. In this case
it draws reference to the logo and other forms of symbolism that can be used by an
organization (Baker and Balmer 1997). Hatch and Schultz (2003) purports that organizational
and corporate identity have attracted increasing interest among scholars and practitioners
during the past decades and Balmer (2008) pin point that identity is currently at the forefront
of corporate marketing and management literature. There is a general consensus from

theories and practitioners of corporate identity that every organization has an identity.

Corporate identity thus articulates corporate ethos, values and aims as well as presenting a
sense of individuality which can help to differentiate organizations within their competitive
environment. The success of higher tertiary institutions in third world countries such as
Zimbabwe can thus be based on establishing as strong corporate identity as a way of
differentiation. Cornelissen et al. (2007) acknowledges that discussion on identity however
should incorporates perspectives from multiple disciplinary domains and literature which
involve corporate communications, management, marketing, organizational behaviour, social
and organizational psychology, human resources and strategy. Balmer (2008) further suggests
that identity can viewed as a “portmanteau expression with a variety of meanings”. In this
case the parameters of corporate identity are set clear by the fact that as a multi-disciplinary
phenomena corporate identity establishes shared values and connections with organizational
identity. Olins (1978) notes that “evolution of the field of corporate identity has led to
consultants focusing more on internal communications within organisations whilst fostering
corporate identities which reflects embodied values of the organisations in question and the

corporate personality”.

The interest on identity in general sense can be historically traced in organisations from a
quite diverse and multi-disciplinary perceptions. When considering corporate communication
and marketing of public universities, the major emphasis is premised on institutional
positioning and the need to promote itself to others as well as integrating visual identity,

corporate public relations and the management of communication messages (Van Riel and



Balmer 1997). The emergence of different and diverse approaches to corporate identity has
thus created a series of overlapping structures in organisations and there arise greater need for
integration. From this perspective, Cornelissen et al (2007) defined corporate identity as the
Organization’s strategically planned, purposeful presentation of itself in order to gain a
positive corporate image. It is from this definition where corporate identity can be established
and controlled within the internal structures of an organisation (corporate management)

whilst manifesting as a positive influence to stakeholders (visual identity).

According to Melewar and Akel (2005) globalisation of business has finally been embraced
by the higher education sector in which education is seen as a service that could be marketed
worldwide. The creation of a “marketization” discourse in the higher education means that
institutions of higher learning now has to compete at both local and international level hence
the development and adoption of marketing standards. The major challenge here is how
public Universities such as Midlands State University can create a consumer/stakeholder
oriented approach to the provision of higher education with more or greater emphasis on
corporate image and identity.

2.3.1 Clarifying the concept
The issue of divergent views and controversy within the literature concerning what is actually

meant by corporate identity is more reality than a myth. Cees (1997) is of the view that
“corporate identity unlike traditional brand marketing initiatives is concerned with all of an
organization’s stakeholders and the multi-faceted way in which an organization
communicates”. However, in the research corporate identity specifically referred one of three
main developments in the area which constitute corporate identity on three major domains
which include graphic design, an integrated corporate communication as well as a
multidisciplinary approach based on organizational behaviour. van Riel and Blamer (1997)
acknowledged that each of the three approaches had followed a separate line of development
and would appear that the literature on each of the three domains has started to reach
maturity. Balmer and Gray (2003) notes that corporate identity is a “necessary concept
whereas a corporate brand is contingent” in the wake of organisational differentiation. What
constitutes this ultimate difference is the fact that corporate identity is applicable to all
organisations whereas not all organisations may have plans or have plans or may need/require

corporate brand.

Corporate identity form a graphic design paradigm have been hugely influential in two

regards, by articulating the basic tenets of corporate identity formation and management as



well as successfully keeping the subject on the agenda of senior managers in organisations
(ibid). This is supported by Olins (1978) who classified visual identity as a three mode
dimension incorporating (monolithic, endorsed and branded) perspectives which if observed
by organizations can reflect an organization’s strategy, branding and communications
policies. In this case central to corporate identity in universities is the new role assigned to

symbolism where it can communicate corporate strategy.

Bernstein (1986) argued that there should be consistency in formal corporate communication.
This means that for corporate identity to be successfully institutionalised university graphic
designers and marketing teams should realise the efficacy of consistency in visual and
marketing communications as the primary goal of corporate identity. Contributions by
Birkight and Stadler (1980) to the understanding of corporate identity gradually broadened
the concept whichcan be now considered as indicators to the way in which an organization’s
identity is revealed through behaviour, communications as well as through symbolism to both

internal and external audiences.

2.4 Visual identity
Visual identity can be defined as the brand’s appearances which can visually influence

stakeholder’s perception (Thomas 2015). According to Lamson (2016) the organisational
logo is regarded as the “central and most identified visual element” which can help
stakeholders realise, discover and potentially share the brand forward. This reflect the fact
that continuity must be established for the visual identity and it is formed through family
resemblance of different components. For a public university, like any other institution the
logo is solely the major proponent for visual identity. Boyle (1996) asserts that a brand ‘s
visual identity helps overcome intangibility in terms of consumers being able to differentiate
between brands. Furthermore, van den Bosch et al. (2005) notes that a brand name and logo
can be regarded as “visual cues and important drivers of brand awareness”.de Chernatony
(2006) observes that for service brands, physical cues such as the logo, clothes employees

wear and premises can help to distinguish organizations.

Visual identity has mostly been recognised as important in business (Bromley, 2001) as it
represents overall attempts by the institution to communicate with its broader stakeholder.
According to van den Bosch et al (2006) “visual identity includes various constituent parts,
including the logo, colour and typeface, company name and tagline”. There is need to pay

considerable attention to the various elements of visual identity as it can help to assist public



universities through effective communication and standardisation as a way to convey clear

message to all stakeholders.

Olins (1998) states that visual identity, as part of the organisation information dimension
embodies a distinguishing part of brand identity. Visual brand identity which can also be
described as corporate design can be referred to as the set of graphic components which
altogether provide for the identification and representation of a brand (Clifton et al., 2009). In
this case a clear as well as consistent visual identity is important for establishing a desirable
and strong image. For public universities visual identity resembles the prospects of visual
impressions as associated with the ted with name of the institution. The focus on visual
identity cannot thus be simply premised on the logo but rather consistently applied system
which serves as the external visual representation while it also marks utilization of the
symbol or logo. In accordance with public universities in third world countries it becomes
necessary that all elements of the university project present a clear image and fully

coordinated identification initiatives.

2.4.1 Elements of Visual Identity
According to Clifton et al (2009) elements of visual identity includes logotypes, colour

symbols and typefaces. Visual identity (CI) can thus be regarded as tangible asset that can be
used as a way to represent the university. Melewar and Saunders (1998) argued that
“corporate visual identity includes the corporate name, logotype and/or symbol, typography
and colour”. There is a general consensus among scholars that corporate name, slogan,
stationery, printed materials (which involves brochures and leaflets), the official website,
vehicles, buildings, corporate clothing as well as architectural infrastructure represents visual
identity. Previous definitions for visual identity didn’t incorporate the slogan however,
Youssef and Magne, (2008) asserts that the slogan can also be considered as a part of the

graphic element making it a component of visual identity.

Joannes (2008) is of the view that where visual identity is represented by the logo, it mostly
results in constant communication between brand image and positioning of the organisation.
Universities although they cannot be regarded as product organisations they can also benefit
from the constant interaction as a way to improve enrolment and attracting high calibre staff.
This is also in line with Heilbrunn (2006) who argues that “the goal of visual identity’s and
its usefulness is premised on the interaction with classic communication concept”. The major
idea here is to say that consistent use of logo, colour and any of the elements of visual

identity by MSU should reinforce strong positive image for the institution. There is need for



considerable care in the communication and development of corporate logos and symbols

stakeholder and ensure recognition as well as associations.

2.4.2 The University Logo
The logo design is a creative work which allows an organisation to be viewed through

symbol which possess a visual and graphic message (Adir et al, 2012). The logo thus can be
viewed as a symbol, a graphic or visual sign which communicates the structure of an
organisation and makes a distinction between two or more organisations. According to Adir
et al(2012) thelogo is a signature of an organisation which may bear a new conception, a
certain life style and is a bridge between the organisation and stakeholders. The logo conveys
the University through deliberate graphic representation.Henderson and Cote (1998) regards
the logo as “one of the most obvious representations of visual identity and brand identity used
by institutions”. In the case of public universities, it is thus possible to compare similar visual
elements. Adir et al (2012) suggests that creating a logo doesn’t just happen but a rather a
consequence of very specified analyses taking into account geometric shapes, colours,
various signs and symbols with the goal to establish a harmonious mixture driven “to catch”
or inspire as well as be part of stakeholder mind and perceptions. There is need to
acknowledge that for some of Midlands State University stakeholders it may be difficult to
keep in memory if it becomes overly complicated hence disseminating the wrong message.
The design constitutes should be relevant or something which connect with higher education

markets as a way to impress stakeholders.

Keller (2003) notes that “visual aspects of a brand are a crucial element in enhancing brand
equity, particularly relating to awareness”. According to Adir et al (2012) the functions of a
logo are determined to assure the graphic, visual and feeling communication as well as
disseminating or translation of the message to the public. The power of the logo thus should
be in the ability to guarantee quality and the value of products (ibid). Henderson et al. (2010)
observed “that logos influence corporate image, by creating brand awareness, brand selection
and organisational evaluations while indicating quality. In the strict sense the logo has a

“rational and feeling” function.

Adir et al (2012) notes that the colour is a very important constitutive element which has a
role to play in balancing the balance graphic. In essence the “colour has to be carefully

selected” as a way to avoid disrupting stakeholder perceptions. Adir et al (2012) notes that in



the universe of logo design there is usually monochrome logos, two colours logos, three or
four colours while the most “essential thing” is to create a good integrated graphic structure
of the logo. The idea here is to avoid too many colours which may not do well with
stakeholder perceptions. It is thus critical and important that the University logo should bear
or possess the same characteristics and shape at all sizes.Below is a suggestive induction of

the shape in a logo design table by Adir et al (2012).

Figure 2. 1Adir et a/’s Suggestive Induction of the shape in Logo Design (2012)

Geometric shape Suggestive induction
circle perfection, balance
square stability, power
rectangle duration, progress
ellipse continue searching
triangle harmony, urge towards
spiral advancement, detaching
sphere perfection, finality
pyramid integration, convergence
cube stability, integrity

Source: Adir et al 2012, (pp 654).

2.5 Corporate brand
Melewar et al (2006) defined corporate branding as the “efforts made by an organization to

create a favourable image and brand based on the corporate identity”. In differentiating
corporate brand from the corporate branding system, Balmer (2008) defined corporate brand
as the attributes of corporate identity which can be known by stakeholders or a target image
that an institution can communicates. However, for the sake of this research there is need to
differentiate brand from reputation. Alessandri (2001) defined corporate reputation as “the
sum of the individual images of an organization”. The study thus tackles branding and
corporate identity from an analytical perspective while considering discourse as part of the
key concept.However, in the “marketization” dimension of public universities, their role can
also be defined on promotional perspective. In general, for them tothrive there is need to
market and initiate a strong corporate brand which serves both strategic goals of the

institution andstakeholder interests whilst attaining a competitive edge.

de Chernatony (2002) notes that corporate-level brands are complex and well applicable to

non-commercial entities. The idea for corporate branding might not be well regarded in some