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Abstract
Management researchers, always focus on volumales,sprofit, costs, operations and factors whidluénce
the improvement of organization and try to help aggment to better operate and differentiate thargzgtion
from their competitors. It seems that what has besgiected is the role of determining and key fesctdfecting
the stakeholders and organization’s audience nignt8ince stakeholder's mentality constitute the@w about
the organization and their views form their openativhich would be luck for the organizations or.not
According to previous studies, few research has loseaducted about the dimensions of imaging inedtalders
minds. The models provided in this paper by Kenr{d®77),Dowling(1986),Abratt (1989),Leblanc &
Nguyen(1996) refers to very small area of the irtgoare of these factors on corporate image.
In this paper, corporate imaging dimensions is e@vifrom three aspects of strategic and a modelbbas
introduced in the end which includes 1) single picichnd multi product (each contains sub categpsieategy.
2)competitive aspect of strategy which includesggaphic rang, position in the market and competitieapon
3)operational aspect which includes managers ctaistics, type of transaction with staff, compmts
customers, stockholders, market and industry.
The author believes that managers can better matakeholders minds by implementing these dimessiom
in the end achieve success for the organization.

Introduction

Any organization, whether for-profit or non-protformed to achieve the purposes of its stakehsld&trategy
of a company is a plan and an executive arm of gemant in market position,conducting operationstauer
satisfaction,success in competition and achievarorgtional goals. On the other hand, the corpdratge is
important for organizations because it can creatrigue corporate image in the minds of the audierdhelps
companies to gain a privileged position.Companié®, it ornot,create positive or negative imagetheir
clients mind, henceit is importance not to beddrf@nce thecustomer's perception
oftheimagecanaffectthepurchase intentionand custdoyalty, manufacturing firms and retail estabiigmts
traditionally apart from their tangible goods ,thgiromotional activities at positioning products the
customer’s mind, is dependent to image.(LeblancNgnayen, 1996).The most important factors why comigsm
try to create a desired image include: stimulasatgs; establishing company goodwill; creatingdantity for
employees; influencing investors and financialitnsbns; promoting favorable relations with thenomunity,
government, special interest groups and other opilgaders; and achieving a competitive positiank@zan et
al, 2001)

Indeed, feelings and attitudes about the compamnasportant determinant of brand equity, showddbgreat
interest .Companies have spent millions on comnatioic campaigns to position their entities in avipgged
area of the consumer's mind. The main argument xplag this fact lies in the difficulty to
differentiateintangible products.(Bravo et al,2010)

Considering the fact that all firms,big or smallgimmpetitive conditionsand prevailing market wanattract and
retain customers and the important success fafdothiem is to provide service and good qualityrimimum
time and create good image in their customer’s mgudthe satisfaction of customers is of high ingace.
Unfortunately the type of behavior with employesteckholders, competitors and manager’s charatiterisas
been neglected .So the aim of this paper is todire a new model for strategic corporate imagelwbovers
all theoretical dimensions.

2-The concept of cor porate strategic image

An organization does not project a unique imageh&ait may possess various images which diffeoeting

to specific groups such as clients, employees saadeholders, each of whom has different typexpémences
and contacts with the organization.Corporate imegéormed in a consumer’s mind through a procedure
whereby information is processed and organized meaning on the basis of stored categories. Image i
described as the overall impression made on thesyfh customers. It is related to tradition, idgylobusiness
name, reputation, variety of services, and to theréssion of quality communicated by each perstaraoting
with customers. Reputation is closely tied to imagehat it affects customer expectations with reg@ the
quality of the service offering (Leblanc and Nguy&B96).So the target of Managers is to have theirmanm
control over the information in order to have tlestcorporate image in their customers.(Gholipoai,e2012).
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From early research into corporate image (Kenn&#ély/; Martineau, 1958) up to the present time (Katcal.,
2003), scholars do not agree upon the definiticth the operationalization of the term (Balmer, 20Gigia et
al., 2000). Nevertheless, research in this are@dsbecause corporate image is a valuable asaetbmpanies
need to manage (Abratt&Mofokeng, 2001).A favorahimage can boost a firm's sales through
increasedcustomer satisfaction and loyalty (Andrem&Lindestad, 1998), as well as attract both itores
(Fombrun&Shanley, 1990) and future employees (Dugylil986; Lemmink et al., 2003). It weakens the
negative influence of competitors, enabling orgatiins to achieve higher levels of profit (Fombr@8i&anley,
1990).

In Organizational communication studies in orderrgégeal how stakeholders gather and interpret says
apply them is very essential. Van Riel and Balniamt that images don not end in themselves, but tisy
appear inthe behavioral process of different graffstakeholders.We can say that the main aim oketiag in
general is to create a change, promote or entér@gvior guidelines.( Cornelissen,2000).In othdindmsn
Decaudin et al (2006) claims that corporate imagesists of three elements desired image, conveyed
image,percieved image. (Radulescu,2006)Avenarig83)Lis one of few people who defines corporategienia

its elements.In his belief corporate image consaftsdegree of being well-known, fame and privileged
characteristics.(Lee,2004)

Fombrun (1997) establishes it as ‘the picture dmaaudience has of an organization through thenaglation of

all received messages’. These conceptualisatiors adso in line with other authors (Dowling, 1988;
Karaosmanoglu&Melewar, 2006; Kazoleas, Kim, &Mqfft001).Building a strong corporate image may lead
consumer preference and loyalty to the companyermging credibility and, eventually, enabling thenf to
obtain a sustainablel200 R. Bravo et al. competitiadvantage (Andreassen&lLindestad, 1998;
Fombrun&Shanley, 1990;

Keller &Aaker, 1997).

2-1 Kennedy M odel

The main focus of this model is on how corporatagm should be. If the company is stable, then litaised
upon reality and only works in operational stragsgiso this belief is recognized in operationalioes. If

corporate image intentionally is based upon realibf company,then the obligations should be simgiel

more stable.in other section of his study,he pointisthe role of employees in forming image. Altgbwther
researchers after him has not mentioned the sigmifie of role of employees ,but Ind has dedicatelthater to
the role of employees in his latest book in 199@ witites down that perceptions of an organizat®rset
directly and indirectly by managers and employdid. the model is not a complete and doesn'’t inclatie
aspects of corporate strategic image.The diagratiashed in the Appendix.(Stuart ,1999)

2-2 Dowling M odel

Dowling’s (1986) model (Exhibit 18) followed Kenngd model closely. One obvious

improvement was the inclusion of communicationrtfal company policies being

transmitted through internal amthployees’ imagef the company — transmitted through

interpersonal communications). Another point watsipg “organizational culture” in as an

element, which is now viewed as a common senseldyegs’ image of the company,

according to Dowling, is influenced by culture anfluences external image.

.On the other hand other things such as past eqeriof the product and how the distribution chéntransact
also affect this image. Dowling has concluded thatdifference in two images(staff image and fangggoups)
illustrate that there is a need to improve mediakettng communications.The main philosophy in Dagli
model is directing communications policies in tgafar of corporate strategy, corporate identity aothborate
image. He believed that corporate image can afféether direct or indirectly by advertising ,bramame or
logo. The model is attached in the appendix.(St1&%9)

2-3-Abratt M odel

Abratt’'s (1989) model (Exhibit 19) seems to begm#icant shift from the previous models

Based on a literature review, with special regaodSlins (1978), he introduced the concept

of “corporate personality”.

Abratt believed that management should discover dharacteristic of a corporate and by that, cafgor
philosophy which consists of values and assumptafna companywould promote. He called this corporat
culture. In addition his model include strategic namgement as a characteristic of company.In summary
corporate philosophy determines the values of apemy which forms the culture of company. Corporate
culture is a base for strategic management,corpguatposes and edit and implementation of stratefgy.
describes corporate identity as below.The aggregiaphysical clues and behavior from which custsrean
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collect information and be outstanding comparingtioers. This definition of identity is similar ¥an Reil
(1995) which explains the identity is planned by torporate and is constituted from signs, comnatiaios and
symbols of the company. Abratt understood that ¢becept of identity and corporate image are used
interchangeably so his model was after separatieget two concepts with the use of corporate ideatitd
corporate image.lt is good to pay attention todbecept of interface. Balmer in 1997 has designedber of
interfaces. While Hatch and Schulz in 1997 didnéntioned it directly and believed that with increas level

of transactions between corporate members and @daph out of company and different roles of cogter
members ,a change has occurred in the inner aret botrders of the company. So we can claim that th
interface of corporate image is like a boarderrfgdirhe model is depicted in diagram 3 in the afdpe(Stuart,
1999)

2-4- Leblanc and Nguyen M odel (1996)

Next model is presented by Leblanc and Nguyen 8619 eblanc has presented 5 dimensions as corporate
image in service firms which includes: corporatenitity, reputation, service offering, physical eowiment and
contract personnel.

Although various propositions are found in therlitere as to how image is formed in the consummiisd,
MacKinnis and Price (1987) report that researchetbe field agree that image is the result of acpss. This
sensory process arises from ideas, feelings, amdqus experiences with an organization that arexed from
memory and transformed into mental images. As @, rille consumer is exposed to realities createthéy
company and may consciously or unconsciously s¢fecthoughts and impressions on which image igdas
.Salient facts that are compatible with the indistis configuration of attitudes and beliefs aresthetained and
thereafter retrieved from memory to reconstruct gmavhen the company is brought to mind. From this
perspective, a knowledge of the relevant informmatimintained in memory by the customer can leaalltetter
understanding of the corporate image constructlireband Nguyen,1996) The diagram is attached én th
appendix.

2-5 Shojaee 2011 model Strategic corporate image

According to subjects discussed, few models ardadbla to express the dimensions of corporate imagrich
models the complete aspects of the corporate dlyettia dimensions, corporate behavior and corgoeations
have not been considered. Therefore, the stratagjmorate image model due to consideration of sdkeats of
dimensions effectiveness, competitive means has bBekected .The model has been shown in diagram 1.1
present report one can get corporate informatiothoge main aspects ;strategic , competitive ,qoevdnce of
corporate based on strategic corporate image.

performance Strategic corporate imag Strategic aspect

aspect A — E—

D

Competitive aspect

Diagram 1- Strategic Corporateimage

2-5-1 Dimensions and affective factors on cor porateimage

First ,subject to type of strategy employed by ooages,it will affect stake holders image to thepooate. What
is strategy? Never heard of answer to one questi@uch variety of aspects.Each one of these assiedines
the subject on different aspects:

Chandler (1962) Strategy is “Determination of mgdrals and long-term target in a corporate”

Childe (1972) Strategy is a set of fundamental sewkitive selections about the results of an agtamd the
tools to perform it.

Drucker (1995) Strategic decisions are defineddaltisions related to corporate targets and haweoh them”
Kej (1999) Business strategy is related to cootbneof internal potentials of corporate.
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Shojaee(2011) Strategy is the way and how to remphesent targets by people and the organizations.
Nature of strategy is identifying major opportuaitiand allocate the sources to achieve the intemaals.The
philosophy of strategy is mainly “opportunities”.

Unless we achieve the strategic opportunities atiserwe lose the strategic interests. and withealization of
the same.Then the strategy is completely uselelsa # achieve the final target in competence vather
organizations, we should use strategy. It bringsrmss logic for organization.

If our target is “to be the best” then we shouléireand design strategy to lead us to the best.

The value for a strategy depends on two factonst Fvhat competitive advantage present to us. Skbom
much cost will be for our competitor to fill the gao reach us.Both these factors date back to eatnd its
origin.And to provide the opportunity to benefiusas to be incomplete. Opportunity is “potential’ éveryone
here. But the opportunity to “defacto” is basedtlo& complete availability of particular interestdregs only to
individuals and institutions.

Therefore, strategy is a special way to accesgattyet fulfilling the 3 conditions. Regarding clédissition of
strategies, experts opinions are different sulifeclifferent tastes and different bases, In suehlsifications the
most common strategy used is the practical onategfies are divided to 1.Major 2.Minor 3.Duty 4.€ex
groups (F,Farahmand,2006).

One organization can use 13 models of strategiebtleey are:vertical integration up, vertical ingon down
,harizontal integration ,market penetration, marétetelopment ,product development, assimilatioreidiiy,
horizontal diversity, participation, reduction amisfer and dissolution (Motaghi, 2014) The writas Ipresented
another model of classification in diagram 2 andlebes that in single product strategies most degdions
focus on production and sale of single product.yTdre active in one field and naturally will be sjadized and
will be known to the market accordingly. However tihe long term situations change and the orgdaizatill
start production of other products specially in g@me family of products .In other words, singledurcts
strategy belongs to the initial years of activitydrganizations although, some organizations foltbes same
strategy up to the end. (Shojaee, 2011).Multi pobditrategy which is used in companies for productf
different products comprises of 2 models horizoatal vertical.

In  horizontal multi product strategy , the orgatima is involved in a chain of activity
(production,sales,distribution ...)Horizontal strategomprises of 2 activities: family (centralizedj pon-
family(decentralized).In the family group, all prads are belonging to one market or one industryithso
organization can employ a centralized infrastruetor use split structure. In a centralized strgtuhe
organization produce all products under one bramsensuch as Darugar which presents Darugar Shampoo,
Darugar soap and etc. In split structure the omgdiain set up independent entities like PaksanydRakwhich

have SBU structure. In these companies, differesdycts are presents to end users which do not IRakrokh

or Paksan

Sincle product Stratec

Strategic dimensions

Multi product strategy
Vertical strategy Horizontal strategy
- Upward - Family(centralized)
- Downward - Non-Family(Decentralized)
- 2 sided

Diagram 2: Strategic dimensions of an organization
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In decentralized horizontal strategy, differentdurots are produced and the company is active argaoin in
different product markets also different marketshié company is active in more than one chain ofipct
presentation then the organization has used thicalemultiproduct strategy.Considering organizatias a
system,if the organization himself conduct theriistion,then the model “vertical strategy up” Hzeen used
like ShirinAsal Co.Which does the sales activity ligelf.In case that organization deals with incogni
department then the model “vertical strategy doanmtdi has been used, like Deland tomato juice which
produces the tomato themselves. And if a comparmg dmwth incoming department and outgoing department
activities then the model is vertical strategydsilike oil company. (lbid, 2011)

Strategic management of cor porate image:

Most of managers are worried that how the percapifotheir customer and clients of their productsuld be,
since their presence is vital for the company, ((pbar,2012) The way organizations tend to progress
organizations is the management of mental imageeople. Mental image is the base for different etspef
managements and it can change the organizationdtya@t wholly.In each organization Different pelepwith
unique mental image has been gathered togethetharatt of management has contributed in direatiagtal
image of all and forming the positive mental imagfethe company. Unless the company control it's taken
image, other organizations can easily take cowtirtheir move and lead it.(Jahangiri,2005) Howewee of the
most important question about corporate image isthdr we can manage it or not? In reply most sriti@aim
that companies cannot affect their image. But atingrto above institutions can control and man&gé inner
company variables and improve. Many great Americampanies have successful stories which implies tha
corporate image if planned can get changed ortaeffedhe change of Allegheny Airlines to US Airase of
the examples. At that time perception of consunfren® Alleghany Airlines was completely negative ctists
them 3 million dollars to convert to US Air and aoting to top management of the company,it worth
it.(Zinkhan et al,2001). We should mention that ke#er's task does not end with creating a corpdraége for

a brand.He has to make sure that it is similahodompany and his experience of brand is compatilith
mental image.(Boytof&Boyt, 2010). In conclusion qmamnies can be hopeful to change their image octaiffe
Companies need to develop a vivid image which xefieheir mission and purposes.Corporate imageldteu
vivid for stakeholders.(Zinkhan et al,2001).

Competitive advantage

-brand, quality, innovation, promotion, cost, seed, price

Position in market

Geographic range

-inside the country
-outside the country P
-both of them

«—— -leader
-follower

-market share

Organizational
Competitor
dimension

Diagram 3: Competitive aspects of the mar ket organizationCompetitive Weapon and M eansto Create a
Positive Image

Before describing the basic factors of the sustdénaompetitive advantage(SCA) weapon; it shoulchbid
that they play an important role in long term swsten of all organizations. There exist a wholes lof
documentations on this matter (Kim 1999).The idE&®©A dates back to 1984, when a researcher cBitad
suggested different strategies which could make patitive advantages,sustainable. The term Sustainab
Competitive Advantage(SCA), was suggested by Panter985, where he tried to explain the factorsahhi
could make the competitive advantages sustainadled§(1991) argues that SCA is possible, where an
organization uses a certain strategy which is setdllby other competitors and it could not be copidhem
(Kim and Colleagues 2012). As a result, it is olgidhat the image of an organization plays a vikd in the
succession of it in the market, and thus it coddbnsidered as one of the most powerful weapottssrfield.
Hence, identifying the related factors to this ingg can provide the organizations with strategstaicess.

2-5-2-1 Competitive weapon and tools making positive image

Strategy is a Greek word, which means employingeilén a war in order to overcome the enemy. A& th
organizations need to employ kinds of weapons; evivithout them they can not fight. These pointsuthde
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put into consideration while choosing a weapon:ofnpetitive weapon is a weapon which provides acged
in competition(Shojaee 2001). A sustainable comipetadvantage could be provided via employing i@ade
strategy which has not been used by other competitoperforming a common strategy in a more eiffeatvay
(Bharadwaj and Colleagues, 1993). This is the gtlepoint of each strategy and preserves the cotiveet
image of an organization and even promotes it.\Wdreorganization employs several certain strategtsh
could not be copied by other organizations; it barclaimed that it is successful as well, in follogvits careers
(KIM and Colleagues 2012)

-The competitive advantage should be chosen frenstitength points of the organization .

- The weapons should be in harmony with the maaketshould suit different markets'

needs. They also should be important to the custrk®r instance price is not a proper factor ichsa case,
while it is not treated the same way in all mark&ce is not that much important for the sociaksses with
high income; while quality seems to be more sigaffit for them.
-Advertisement and innovation are considered asalslei weapons, while they can be more effective.
-The organizations should have enough proficienaysing a certain weapon.

-The organizations should have the needed fasilibeuse a certain weapon.

-A weapon should be used long termed and it shsuitcthe environment.

-The weapon should have a high performance andicoake the organization distinctive from the corntpet
(Shojaee 2001).

According to the modeling of this article; a conippe¢ weapon should have the following factors:
Brand 4P( Price, Production, Distribution, Promojio Quality, Costs, Innovation, Sustainability,
Advertisement, Services(Before Sail, While SailtehfSail)

Other factorsin the competitive weapon is Services and Qualities:

It should be highly noted that the quality of seed is the main cause of succession among the tibonpend

any neglect in providing the qualified serviceslddoe risky. Quality is satisfying the customemséds and it is
them who define it (Shojaee, 2011).Services aresidened as subtle and impalpable activities whidvide

advantages and satisfactions, but they do not dawsey ownership. Services are devided into Afait, While

Sail and Before Sail in marketing (Armstrong 19%¥HJlery and Colleagues described the aspects dffigda
services in an article in 1988 as follows:

-Tangible aspects of services including the prowvisiof physical facilities, equipments and personnel
-Reliability in terms of the ability of providindié promised services under the conditions and adituracy
-Accountability, which means the willingness togheustomers and providing services in accordantie thie
promised conditions.

-Competency, which means that the knowledge anitk sk employees and their ability to attract cusés
confidence and trust.

-Empathy with the customer to demonstrate the itgpoe and attention to customer services is reduire
Lanberrey suggests ten factors, regarding thetgualiservices:

- Reliability in means of prolonged services in@wecy as promised.

-Responsibility, which means the willingness tophelistomers and providing services in

accordance with the promised conditions

.-Competence which means having the required skiltsknowledge to provide services.

-Availablity, which means the possibility and easeaccess in different times and promptly for sessi
-Humility which means politeness, respect, consitien of the employees to communicate with thearsts.

- Relationship with customers which means undedstble notifying of customers, listening to custosper
regular interactions based on customer requiremdeseribing services to determine

how to solve the customer's problems.

-Credit which refers to a company's reputation gretsonality traits of trustworthiness and honesty
-Security which means peace of mind in terms ofatdhzand risk, physical safety, financial securibd @he
confidentiality.

- Understanding the Customers which means tryingnaberstand the specific needs of the customepatiohg
them into consideration.

- Tangible aspects of the services regarding phYysippearance, physical facilities, appearanggecsonnel,
tools and equipment used to provide the service.
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As mentioned before, all organizations have an @riagninds of their customers, no matter they haaee an
effort on that or not. There are some uncontrofidktors which affect this image, such as the smadd the
general image of industry. But there are means ligiwthey can directly improve this image. Oneha thost
significant of such means and weapons is adverésém

Advertisement is one of the most useful tools ia ttmnaging management. Not only can the advertisemen
improve the image of an organization; but it caspalisable its negative image which is boned togteeral
situation of the industry or the propaganda ofrtieslia (Zinkhan et al,2001). Advertisements are nwitle the
aim of providing positive image in customers in@rdo persuade them tobuy the productions and ceviA
successful advertisement plan should hold folloviaxgors:

-Customers should be involved with the advertisdameat the right place and right time.
-The applied creativity within the advertisemenbwsld attract the customers and on the other haondidgmot
prevent the advertisement's message observation.

-The advertisement should be in balance with thetormers' level of knowledge from the production.
-The advertisement should clearly demonstrate tbdyztion's level, based on the common and diskiigug
points.

-The advertisement should encourage the customerevaluate and considerate the production.
-The advertisement should function in a powerfidoagating way, that affects the customers whiley tage
evaluating the product(Clare,1989).

Position in the mar ket

One of the effective factors in the image of aramigation within the market and industry is its vedypehavior.
This behavior and functioning leads to a certaisifun in the market.Regarding the organizationarkat
position; it behaves in three methods of followitgading and market share. The number of the fatigw
organizations are totally more than the leadingsanghe market. They are more risk-averse andta@misnost
of the market's body. There are some leading ozgéions in the market which attempt to gain the tf "The
Most...". They want to lead the market and be thstrprofitable, the best-selling and...

Another factor is the market share. It is definedte percentage of its sales to total sales obduygt in a year
(Shojaee ,2011) As a conclusion, with respect &sdhthree factors and the position of an orgawizati the
market; one can get to another important factoangigg the organization's image.

Geogr aphic Range:

Each organization functions within a certain gepbia range and constantly reviles this messagetsto i
competitors that in which geographic field it aaties. The organizations which tend to have proractivategy,
seek wider geographic range. The geographic ramgmrnsisted of three factors: within country, aldsthe
country and both. In order to maintain a certaiategy for the organization, we should put its gapbic range
within the country(narrow and wide range), outside country(regional and global), and both of thembo
consideration. For instance, while deciding to eatglobal market, we should focus on the factongclv can
compete the other countries organizations. We shimalk for the factor which areadvantageous indlubal
opinion in order to create a positive internatiomalage of our organization (Shojaee 1999) When the
organization's activity aims within the borderefsacountry; the proper strategies would diffemfrthe time it
functions globally or both. Activity within a coumtrefers to a particular province (such as Bah&hgaz
Newspaper) or the whole of the country (KhooshadBetions). Sometimes the organization functionghd
the country's borders and there are cases in vifisiettivity will aim both within and outside theuntry(Kaleh
Productions). Undoubtedly the chosen strategiesandsy each of these situations will be different ainel
geographic range of each will make a different iemagthe customers' minds (Shojaee, 2011).

Effective Aspects and Factorsin the I mage of an Organization

An organization functioning is a structure thders to the organizational procedures (Shojaee]l RUke most
well-known functioning is suggested by Neilli andl@agues in 2002:" The process of explanationqlneity

of effectiveness and efficiency, based on the fordweds". Moreover as he points out creating vafoes
stakeholders plays a key role in the organizatioocsssion. The managers need to know how the key
stakeholders evaluate their organization. Emphagian this point will lead the organization to meas
perceptions the stakeholders. Affecting factorprimctical image of an organization include the abtar of the
manager , the type of performance or behavior gbleyees , type of operation with customers, shddss

and the competitors ( fast or slow and gentle)d is performance in the market ( industry ); whigiti be
described in detail . (Shojaee 2011).
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the type of performance with employeg

(7]

-salary and benefits, loan, rewards, nop-
cash rewards, restaurant, health servides
and the promotion of employee

The character of managers

-the type of management
-physical fea_tures _ theperformanceinthe market
-The reputation andexpertise
ofthe managers

-the idea of managers

-how to communicate with -physical environment
employee -social responsibility
-environment

/ - the amount of effect in
market decision

The performance
factors of

organization

The type of performancewith
shareholdersofthe performang

competitors /
-fast

-slow y'y -revenue
-capital increasing

-the amount of information
-stakholders participation

typeof treatment with customers

-the variety of product, the access to
product, the way of reply to
customers, the parking

Diagram 4: the perfor mance factors of organization
3-5-2- Effective perfor mance Dimension and factorsthat effective on organizational image

Over all performance of organization is a constthat refers to how organizations operate (Shoja@gl). The
most famous definition is presented by tili(200Battis the effectiveness of quality process acogrdd past
did. Also the process of creating value for berneficis a key factor that has role in organizatiaeccessful.
Factors affecting performance include an imagectigracters of the managers, the type of performavitte
employees, type of treatment with customers, sluddehs of the performance, the type of performanis
competitors(fast or slow and gentle), the perforoearnn market (industry) which will be described in
detail(shojaee, 2011)

1-3-5-2- The character of managers

Sometimes, Knowledge aboutan organization is fentiflyingcertain characteristicsthat the managenge in
that organization. Some of the organization, theratter of their managers effect of all the orgaitnimn. And
some features such as the type of management,cphysatures, The reputation andexpertise oftheagens,
the idea of manager, how to communicate with engsogauses that people identify the organizatioh thits
features (Shojaee,1390).
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Reputation is an important factor that effect ogamizational image that encompass both manageusatam
and organizational reputation. Reputation managénsassentiallymeansthestrategicuseofresourcestolav
positive impactonattitudes, beliefs, opinions anidas ofvariousstakeholders, includingcustomers,
employees,investorsand themedia.

The companyacquiredthe reputationofprofit,risklewbe market value oftheCompany's sharesas wethasso
factors, such as vision, concern for social issuta® size ofthe companydividendrate, the type of
advertisingisused and...(hosseinghorban, 1391)

Redulesca with studying theliterature of this scqibe sevenfactorsthathelp buildreputationcanbetified:
financial performance, employee behavior, sociapoasibility, respect forcustomers,quality produatsd
services, quality management team andthe abil®ptomunity (redulesca, 2009)

Carrollargues thatfive factors inestablishingthgutationof the organization, are involved: the sinelage of the
firm, companyinvolvementinmore than onebusiness mesg, the proximity ofaparticularnews source,
coveringbeingleaders ofthe amount ofPrestigeorgainiz (redulesca, 2009).

In another definition, there are eight factors sash quality management, quality of products owises,
financial security, education and the ability tiradt and retain talent, use of corporate assebelgnk et al,
1996)

ReputationbyHrbygand colleagues(1994) asmeasutabdityover timeis described. According to
Lebelankthereputationof aserviceas described inthissariable iscreated viavalidmeasures
ofmanagement.Management's belief that theclaimdagséll do.

Lebelank in definition and description of reputatistress that the managers should be sure aboattess to
their customers.

Evral and chuaz(2005) use from cognitive and affectlimension for measuring the reputation of conipa
The cognitive dimension encompass the performandecampetitors dimension but the emotional dimemsio
encompass the kind of treat with customers (brawd, 2010)

There are some study about the effect of reputatiothe persistence of companies. some of thenfijsdshow
that the reputation is the important qualitativarse in organizational situation (moghbel et al783

2-3-5-2- Thetype of performance with employee

There are some factors such as: salary and berlefits rewards, non-cash rewards, restaurantirhsaivices
and the promotion of employee that effect the watt of employee about the organization. Also tHastors
effect on the work quality of employee that it caudlse success or failure of companies. The orghoimthat
have the special attention to their employee have special advantage than other companies
(shojaee,2011).Phantasm of every person in compane effected by physical and environmental factbat
cause the negative or positive image about thenizgton (alipour,1383)

3-3-5-2.The type of performance with customers

There are Different Factors in shaping the imagtheforganization (OSI) clients. Some of the maictdrs and
variables are: the quality of goods and service® to treat and deal with clients, informing appiafe speed,
accuracy manufacturer doing client work, the amatfirfoods and services.The type of performancesbatior

of customers and the importance of our customespeaally for organizations that are active in #ervice
sector, The most important success factor is thietyeof factors such as (major and minor), actesservices,
staff in contact with customers, how to answer @mglrs, customer satisfaction, number of the branemel
parking.These factors can lead to customer loyalig make the organization more successful and more
powerful against their competitors. A good examnipléhis regard can be behavior of personnel ingteibanks
with government customers, particularly at the beijig of the establishment of private banks andapei banks
regarding state banks that led to the success efatient. Generally in organizations direct contaith
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customers, employees who have a direct relationstilp customers located has the key role in theasg of
the management strategy is perhaps more critical.

Nguyen& LeBlanc believe that in service industrith® relation between organization image and sendae to
the intangible nature of services is very diffictiere is another tangible characteristic sucheagce provider,
to make easier and more specific mental image order to influence customer behavior, service oiEgions
tend to be in contact personnel and physical enwient through the eyes of their customers. For pi@nan
airline, insists on the flight crew on the size awinfort of the seats in the strategy of creatinfgnarable
image.

With this description, those employees, whom custsmeceived the services, they are facing a nrajerin
creating a mental image - particularly customerbisTis why the first thing the customer sees inirthe
relationships with the organization, are employ@escontact. Unfortunately, in many cases this has n
importance in terms of level of staffs and low levi@ the hierarchy are considered for these stBifi$ it should
be noted that since the initial impressions, visiane crucial, personal in contact with customsrpaat of the
service environment, have a vital role in corpoiatage management service companies. Contactisthitles
all employees in the forefront of those who havedticontact with customers. These staffs keep thé until
the completion of the service. These features oftami staffs will be used often in the organizdton
communications strategy. In addition to evaluating role of sales, this group of employees consillers a
mirror of the values of organization.

As a fact the staffs in contact with customers digtotheir attitudes and behaviors indicate thellaad quality
of services provided by the organization and tlaéf sfluence on customer satisfaction. Bytnz antleagues
(1990) believe human interaction has a significaffikct on the assessment process regarding toligma's
services.

In the minds of customers, performance of staft@mtact can be measured by three elements: apgearan
competence and Behavior. In regard to the thremrfador evaluating the performance of personnalantact,
causing them to focus on specific features. Appearaf staff in contact with clients is an impottdactor
during face to face contact, because has an imypoeféect on the initial image of the customer. Apmnce
includes clothing, hair styles, makeup and cleasén Competence of staff in contact indicates thgiertise
through training and experience, and the abilityctonmunicate with the customer is to comply witle th
processes and standards of service delivery. Behatithe staff is a result of personal characterd social
interaction with the customer.

In order to maximize the synergistic effect on priplerceptions, personal style is perfectly congtuweith the
company's image. LeBlanc and Nguyen's researchestgythat the chosen style should be evaluated lase
four dimensions: distinctiveness, appropriatengssessionalism and evocativeness.

Distinction is to improve the company's image, est@taff in contact must and should be unique énsitope of
distinction strategy.

Appropriateness means personal style, to revealdhee of services. To prevent possible harm ¢iesg or to
destroy a corporate image to fit the purpose ofgl@nce with industry standards is usually a gotytesdoes
not necessarily mean the old fashion, or is thegso of

Professionalism to build trust and respect of austis than agents, and helps plan will be basedod gervice
, And competent staff, staff in contact should taéned to perform their duties precisely becauseaoélessness
may create doubts in the mind of the customer aedte an image that the service organization areapable
of carrying out its roles and responsibilities.

Evocativeness; staffs in contact (the contact persb should be able to remember customers and their
background services), an affiliate of the prominirdrmation stored in the minds of customers. Thuss
likely that, when the customer is looking for tleeree service, the basic information is retrieved tlwedmage is
transferred from his mind. In this case, the stgleeminiscent of the personnel, may lead to greaistomer
loyalty.

1-3-3-5-2-Services presented

How products and services are made can be detedtnoinemage of organization of customer's. Whates t
number of company's branches or the number ofstamd service centers or how the company is Easysac
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by customers or vice versa could lead to productsenvices offered by the organization Obviouslgsth
influential audiences is subjective. This appletimited or extensive after-sale service and dqyalf after-sales
service centers of organization.

2-3-3-5-2-Access to services

As mentioned extension of after-sale service cerenvide faster and easier access to product §ipiers so
at the result that would contain greater custoradisfaction. Then after-sale services will ppartrust to
quality of products and as well make loyalty cliand satisfactions. So this has the valuable effec¢he image
of the organization, customers.

When determining the mix of services to providetocoers, Management must ensure that services avilpd
in a manner responsive and at the right time. Stoooers won't wait for the services. Waiting forveee has a
negative effect on the valuation of services anp@a@te image, especially when the service prouidervisual
control over the expected time.

Waiting for services is a strategic variable thmectly affects the competitiveness of financiadtitutions. In
fact, in an effort to gain market share, finandmstitutions are now emphasized by the speed oféhneices as
their main advertisers in their communication gtgis. For example the Toronto Dominion bank payddllar

for each 15 minute wait of the customers and asAtbeess to services have a direct impact on custome
perception of service, Management must ensureqilnity standards for all components of the serdielvery
system, in order to ensure timely services and mestbmer expectations, comply with the As a resutiérnal
marketing efforts should be focused on persuadiaff ® create an image that is part of the jold alt staff
should be involved in the establishment of quadigndards Because the customer experience ispdcts of
the company, the service delivery

4-3-5-2. The type of perfor mance with stakeholde

The major stakeholders of the organization are skareholders, Influential stakeholders, particylarl
shareholders and holders that they have a signffisamber of shares, through participation, contidn and
involvement in the decision making, planning andamization.... Significantly affect the fate of theental
image of the organization can be a determining irolde future. The most important factors thatuefce the
mental image, dividends, capital increases, thaitigpation in the organization, accountabilitpdanformation
is about the organization.

5-3-5-2-The type of performance with competitors

Performance or responses of some organizationgeayefast, quick and strong, and some are slowgamdle.

Study of the reaction against environmental changasicularly to competitors actions are necessarigsue
avoidance some organizations attempt to environmhehtanges and competition, respond quickly, ndbse

customers and its market rivals may benefit. Howeseme other organizations in such cases havgeatbknd
late respond. Each of these different types makifseht effect of audience reaction. For examfie, company
"A" knows when to perform certain actions, suchl@sering prices or advertising, which of the conijpes

react quickly therefore should be careful of thiection and which have delay and there is no teéake care

promptly.

So the image of organization will be warranted &y company to increase its sales through customer
satisfaction and loyalty, this is achieved attragtinvestors and future employees and will reduegative
image and increased competition will increase tloditability of the company.

6-3-5-2-Thetype of performancein market

Picture Industry: The overall picture of the indysh which a company operates, it can affect tbmgany's
image.the case can consider when the client poithe call for an inquiry about car insurance,sloet know
anything about an insurance company The custortaiarship begins without any background image alioai
company or companies, the insurance industry thénmind of the same image?So the stakeholdershege
image of the industry which has little knowledgeatithe particular industry, as the representative.

lllustration of country of origin: Consumers arengeally born unconsciously the concept of "coumtfyrigin®
as a criterion for the initial evaluation of formigproducts is. It is natural and pleasant good rstdeding
consumers' perceptions about a country have letthdoassignment and its relation to its productsltiss
therefore desirable and pleasant perception oftthatry of origin, the initial assessment of eacbdpct to
facilitate and accelerate the decision-making afistoner's plays. As a result, knowledge of the aguat
origin, will affect the company's image. The inian follows a halo effect (stereotypically) assted with
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Japanese cars and German machine helps. For examgiemers may deal directly with the company euith
having any visual form that Mitsubishi is a mantdmer of high-tech cars. Just because Mitsubishilapanese
company

The performance of organization in the industrymarket the products and the characteristics ofriheket or
industry specific Include the physical environmesdcial responsibility, the environment and the antoof
influence on market decisions whose is All the perfance and functioning of the organization anditiege
that is created in the minds of audience impact

2-5-3-6-1 Physical Environment

As explained in the Quality and services, Qualiigation is one of the most important dimensiohservice
quality which is related to the process of provipgervice to people.In the process of providingiser,physical
environment is one of the most important factordctwhnfluence mental corporate image and in the end
satisfaction. Since in services,production and obeservices are simultaneously presented in a phlsi
environment and controlled by service organizatidls® in case of big services like Banks, insurance
companies, training organizations with professiogsaivices are not available.However, in the proaafss
delivery serviced presence of customer is compylsar a result elements as physical environmentssign
constitute fatal means in customer understandiogn fservice organizations. But this does not meah dgther
factors like name of company, communication stiage@nd other marketing activities have little effen
customer understanding before getting in touchavghnizations.(Leblanc & Nguyen, 2002).

In an appeal targeting the effect of service emvitent on customer,Bitner (1992/1990) states thasipal
signs are means to match the organization targgtsonstomer image. In addition atmospherics hasrang
effect in staff and quality of interacting services

Physical environment which is named as service ggeks constituted from 3 parts:ambient conditispegjal
layout, orientation signals. Ambient conditions lgad various elements as colors, smell, temperatoise,
wind, sound which all of them are effective on ousér understanding and reaction to such elem8ptstial

lay out is the design and arrangement of buildiagsessories subject to process of service dgli@ientation
signals are visual means in the organization td tba customers in a suitable manner all throughstrvice
process.

Reaction of customers to physical environment naye from cognitive ,physical, emotional sensexdse of
cognitive , customers upon considering non verlalsslearn about the nature of presenting senacesvalue

or frame of company who furnishes the serviceséxample when a customer visit a service officthanfirst
time.type of decoration and office furniture mayesent the signal for company success or expenseits fo
services. Physiological reactions is a result obiem condition. This means that due to convenieacy
inconveniency during the process the customer pmageed to buy the services or stop such procebsshim
may put effect on the staff who is supposed te giervice to him.

Finally the physical environment may trigger thestouner emotion that will affect his behavior andspaal
treatment to others.(Leblanc & Nguyen, 2002)

In the process of forming the company image, mafsenvironment is an important element as reg&rds
beauty valuation and may enforce a strong effestaff performance in the visit. Physical envirominieas to be
designed to satisfy two types of needs: practiealds to maximizing the organization efficiency amarketing
needs to prevail an atmosphere to affects the wmestattitude regarding company image.Upon practical
needs,spatial layout of environment must help tedopmance of customer and staff duties smoothlye T
design of environment may be worked out considetting dimensions space and time. Regarding space
dimension, management should be well aware of ifiefrs of staff/customer relations that might letal
negative affect on performance of services.Gengrdle staffprefer to have control overworkinguations . A
wildly opened setting without limitation to accebe customers may produce physical and mentalrdiffes in
the working area.

2-5-3-6-2 Cor porate social responsibility

Another attractive aspect that writers have poingethe social responsibility of companies. Nowaggsocial
responsibility of a company has turn to one of ingat issues in marketing.(Chattananon et al, 200&hy
companies worldwide has dedicated part of theiuahincome to social responsibilities. It is vegmmon to
spent part of their income in Environmental issaad charities also their balancesheet can grahtiatteof
stockholders, customers and Governmental ingditsti.In our country in the recent years same behani
conducted in charities and educational centersiwisiexpected to develop in future.There is no dablout the
effect of these behaviors in mental image.(Shopfdd,) Thus, cause-related campaigns are frequently
implemented to promote a socially responsible imageller & Richey, 2006), which positively
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differentiatesthem from competitors (Karaosmanodiigfewar, 2006; Kay, 2006) and heightensthe company
evaluation (Brown &Dacin, 1997)..Customers and otj®ups of stakeholder asked formoral behaviothian
company, since moral behavior create good corpoimgge which ends to good business.Now a day
stockholders pay attention not only to financidluras but also their environment and social openstiwithin

the company. The continuous transaction with emwirent leads to bigger responsibility toward theietgc
Annual reports show how hard the companies triedetdair,green and responsible (Mattila,2009) Ateamt
Brettel explain that management,corporate idemifign promoted by social responsibility.
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