
CHAPTER EIGHT: INTERPRETIVE INTERVIEW WITH SENIOR 

EXECUTIVES OF THE THREE LARGEST BANKS 

IN THE NIGERIAN BANKING INDUSTRY 

8.1 Introduction 

The outcome of the critical hermeneutic analysis of corporate advertisements in the 

previous chapter support the argument that the meaning of corporate identity in the 

Nigeria's banking industry was constructed as generic, distinctive, innovative and 

transformative corporate personalities in the 1970 to 1986; 1986 to 1994 and 1994 to 

2005 periods. The ways that the three largest banks in Nigeria construct the meaning 

of corporate identity during these periods are addressed again in this chapter through 

the adoption of interpretive interviews with senior managers responsible for corporate 

communications, corporate banking, private banking, banking operations, human 

capital management and corporate planning at the headquarters of the three largest 

banks in Nigeria. This chapter, which constitutes the second phase of this study, is 

pursued once again in conformity with the schema (see diagram 6.1) in chapter six. 

This phase began by the researcher contacting the three largest banking institutions in 

Nigeria (i. e. First Bank of Nigeria Plc; Union Bank of Nigeria Plc; UBA Plc). These 

banks were chosen for the second phase of this study because the corporate 

advertisements that were interpreted in the first phase of this research belong to them. 

Hence, it would be interesting to see how these banks (represented by their senior 

management executives) interpret these corporate advertisements. 
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It is difficult to gain access into top national firms for research purpose. However, the 

industry contacts, which the researcher developed over a 7-year period in consulting, 

made access into these financial institutions achievable. The author contacted former 

colleagues in the branding industry. These executives, many of whom work for 

agencies that consult for key operators in the banking industry introduced the 

researcher to senior executives at the headquarters of the banks under investigation. 

8.2 The sample 

A total of 16 senior management executives working in the corporate communications 

departments as well as in other important departments located at the headquarters of 

the 3 largest banks in the Nigerian financial services industry (i. e. First Bank of 

Nigeria Plc; Union Bank of Nigeria Plc; UBA Plc) were interviewed. Of the 16 

executives interviewed, three were Assistant General Managers responsible for 

corporate communications; thirteen were Principal Managers, Assistant General 

Managers, Deputy General Managers and Executive Directors in charge of various 

departments including Corporate Banking, Private Banking, Banking Operations, 

Human Capital Management and Corporate Planning. Specifically six executives 

from Financial Control, Domestic Banking Operations, Corporate Communications, 

Service Quality Management, Business Development and Public Sector Groups, 

departments and units were interviewed at First Bank of Nigeria Plc. In addition, five 

senior executives representing Corporate Resources, Banking Operations, Corporate 

Communications, International Banking Operations, Risk Management and Control 

departments and units were equally interviewed at Union Bank of Nigeria Plc. 

Similarly five executives responsible for Investment Banking, Global Banking, 
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Strategic Corporate Communications, Customer Relationships and Electronic and 

Transaction Banking were interviewed at UBA Plc. Please see table 8.1 below. 

Table 8.1: Number of interviewees and their designation 

Financial institution No of interviewees Designation of interviewees 

Senior Manager (Financial Control) 
Senior Manager (Domestic Banking Operations) 

First Bank of Nigeria Plc 6 Assistant General Manager (Corporate communications) 
Assistant General Manager (Service Quality Management) 
Deputy General Manager (Business Development) 
Principal Manager (Public Sector Group) 
Senior Manager (Corporate Resources) 
Assistant General Manager (Operations, Up country-south) 

Union Bank of Nigeria Plc 5 Deputy General Manager (Corporate Affairs) 
Executive Director (Corporate and International Banking) 
Principal Manager (Risk Management & Control) 
Executive Director (Investment Banking and Asset Management) 
Senior Manager (Global Banking Directorate) 

United Bank of Africa (UBA) Plc 5 Assistant General Manager (Strategic Corporate communications) 
Assistant General Manager (Customer Relationships) 
Deputy General Manager (Electronic and Transaction Banking) 

Source: developed by author 

The views of senior management executives (in relation to the issue under 

investigation) were sought because they are responsible for policy, planning, strategy 

and decision making (see Figure 8.1) in all the departments in these banks. 
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In addition, the views of these executives (especially those carrying out non-corporate 

communication functions) were sought because it is recognised that the production 

and development of a corporate campaign cannot be successfully accomplished 

without inputs from other departments. The production of a corporate advertising 

campaign is often achieved by corporate communications managers working in 

collaboration with other senior management executives in other departments. 

8.2.1 Use of advertising briefs 

Given that the corporate advertisements that were adopted as the unit of analysis (in 

this study) were produced long before many of the interviewees were employed, the 

researcher encouraged the senior executives or interviewees to use the advertising 

briefs that were issued to the advertising agencies that produced the advertisements 

that were adopted. Usually, advertising briefs, which is an agreement between a client 

and an advertising agency in relation to the objective of an advertising campaign 

(Hackley, 2000) gives a comprehensive insight into important issues such as the 

personality of the bank, its target audience, key message, appeal to be deployed as 

well as the media and media vehicles that will be used in presenting the message to 

target audience (Hackley, 2000). The use of the advertising brief (in this research) was 

to help the respondent in understanding the advertisements, what the objective of the 

advertisements were and why the banks wanted to achieve these objectives. By 

understanding the objectives, target audience, medium, appeal of the campaign, the 

interviewees are placed in a better positioned to interpret the advertisements. 

279 



8.2.1.1 Problem arising from the use advertising briefs 

Although the advertising briefs were useful in helping the interviewees to interpret the 

signs and cues in the corporate advertisements, it however led to a high degree of 

uniformity in the interpretive responses generated from the interviewees. The uniform 

interpretations developed from the interpretive interviews resulted from the desire by 

all the respondents to deconstruct the signs in the advertisements based on the 

advertising briefs issued by the directorates of corporate communications without 

recourse to their own personal interpretations of what the signs constructed in the 

advertisements mean. 

One of the interviewees (while confiding in the researcher) argued that the uniform 

interpretations generated from the interviews resulted from the directive by his 

corporate communication director to adhere strictly to the corporate advertising briefs 

as the only tool for answering all questions posed. As the researcher later discovered, 

this was the case in the other two banks being investigated in this study. In a clear and 

unequivocal manner, the corporate communications directors of the three banks 

advised interviewees that no personal views shall be injected into the interpretation of 

the corporate advertisements - and that any personal interpretation no matter how 

good it may look on the banks shall not be incorporated into the interpretations. The 

corporate communications directors advised further that all interpretations made 

during the interviews must be grounded solely upon the information in the briefs 

issued by the directorates of corporate communications. This was the case in all the 

three banks. 
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Whilst the directive given by the corporate communication directors were useful in 

assisting in constructing a uniform corporate identity, it is however disadvantageous 

to this study as it prevented the respondents from tapping into their personal 

understanding of the personality of their banks as an important basis for interpreting 

the cues constructed in the corporate advertisements. It is conceivable that if the 

respondents were given the freewill to interpret the cues based on their own personal 

experiences, non uniform interpretations may have been generated from the 

interviews. Now, given this challenge, it therefore becomes imperative to commission 

another study that would aim to examine how senior executives within these banks 

can use their understanding of the personality of these banks as a means of 

interpreting the banks' corporate advertisements. 

8.3 Method of analysis 

8.3.1 Meaning interpretation method of analysis 

The meaning interpretation method draws from the hermeneutic philosophy. Under 

this method, the researcher goes beyond what is said by the interviewees to work out 

structures and relations of meaning not immediately apparent in the text. In order to 

do this, the researcher maintained a certain distance from the responses made by the 

interviewees by applying a methodical or theoretical stance, recontextualising these 

comments or responses within a defined conceptual context (Kvale, 1996). 
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8.4 Interview schedule 

This interview schedule aims to provide a mechanism that will enhance the 

actualisation of the schema (see diagram 5.1) put forward in chapter 5. It is also to 

provide answers to the question raised in the first and third chapters of this thesis. 

Thus, this interview schedule is organised around the schema in chapter 5 and a 

discussion of the question under investigation in this thesis. In order to achieve this 

objective therefore, managers were asked to interpret signs and cues (i. e. pictures, 

corporate signature, body copy including headlines, riders, and actual words) in the 

same corporate advertising texts that were deconstructed in the previous chapter. The 

interpretation of the advertisements is achieved by probing interviewees to gain 

insight into the messages and the meanings of the messages that is being conveyed by 

these banks through these signs. Thus, responses to questions, which attempt to 

uncover the meanings of these signs, will be analysed. Importantly, the questions 

focus on the meaning of the entire texts; meaning of the pictures in the 

advertisements; meaning of the body copies (i. e. headlines, sub-headlines, printed 

words) and the meaning of signatures printed on the corporate advertisements. 

Specifically, interviewees were encouraged to interpret the advertisements in relation 

to 1-what comes to mind when they were first confronted with the advertisements; 2- 

messages and meaning of messages being conveyed through the pictures in the 

advertisements; 3-messages and meaning of messages being expressed through the 

body copies (i. e. headlines, sub-headlines, printed words) in the advertisements and 4- 
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messages and the meaning of messages being expressed through the corporate 

signatures that appear on the corporate advertisements. 

Issues relating to pictures, body copies and signature were put under interviewee 

interpretive scrutiny because they constitute the message dissemination centres within 

a corporate advertising text. As Wells et al (1995) points out in their work, messages 

are constructed in print advertisements through headlines (including main headlines 

and riders/kickers); images (i. e. pictures or cartoons) body copy (i. e. the written 

words) and a sign (logo), which identifies the sponsor or sponsors of the 

advertisement. 

Consequently, an analysis on interviewees' interpretation of the messages conveyed 

through these advertisements will dominate this schedule. Hopefully, the outcome of 

this analysis will provide insight into how the meaning of corporate identity was 

constructed by the three largest banks in the banking industry between 1970 and 2005. 

8.5 Interview schedule findings 

As stated above, this chapter aims to address the question raised in the first and third 

chapters of this thesis using the schema put forward in chapters four and six. One 

method that could be adopted in this chapter would be to analyse each interviewees' 

interpretations of the corporate advertisements deconstructed in chapter seven 

individually. This method however would be laborious. The method adopted in the 

analysis of interviewees' interpretations of the corporate advertisements will draw 

upon the findings from each stage of the interview schedule. Thus, paragraph 8.5.1 
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will address empirical findings relating to interviewees' interpretation of corporate 

advertisements syndicated in the Nigerian national press by the three largest banks in 

Nigeria (i. e. First Bank of Nigeria Plc; Union Bank of Nigeria Plc; UBA Plc) between 

1970 and 1986. Paragraph 8.5.2 will address the same objective by laying emphasis 

on interviewees' interpretation of corporate advertisements published by the three 

largest banks in Nigeria between 1986 and 1994. The same exercise will be carried 

out in paragraph 8.5.3. This paragraph will analyse interviewees' interpretation of the 

advertisements published by the same banks between 1994 and 2005. Paragraph 8.6 

will then make a summary of the arguments adopted in terms of the research question 

in the context of the schema that was presented in chapters four and six. In each 

paragraph, opportunity will be taken to draw upon statements given by the corporate 

communications managers of the three largest banks in Nigeria. 

In the process of carrying out various phases of interpretive interviews, four patterns 

characterising how the three largest banks in the banking industry constructed the 

meaning of corporate identity started to emerge. These include (1) generic corporate 

personality, (2) distinctive corporate personality, (3) transformative corporate 

personality and (4) innovative corporate personality. Particular attention was paid to 

how the interviewees' basic assumptions, concepts and themes relate to the banks. 

8.5.1 Interpretation of corporate advertisements, 1970-1986 

This section draws upon findings from interviewees' interpretation of corporate 

advertisements published by the three largest banks (i. e. First Bank Plc; Union Bank 

Plc; UBA Plc) in Nigeria between 1970 and 1986. These corporate advertisements 
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(please see figures 8.3,8.4 and 8.5 below for details) are entitled "Standard Bank. 

First in Nigeria. Your Partners in Progress"; ̀ Barclays in Nigeria"; and "United Bank 

for Africa Limited". These analyses are presented in the paragraphs below. 

8.5.1.1 Analysis of interviewee interpretation of "Standard Bank. First in Nigeria. 

Your Partners in Progress" corporate advertisement 

8.5.1.1.1 The things that came to mind when confronted with this advertisement 

All the 6 executives interviewed at First Bank of Nigeria Plc headquarters shared the 

view that when confronted with "Standard Bank. First in Nigeria. Your Partners in 

Progress" corporate advertisement (see Figure 8.3), the financial support services 

provided by First Bank of Nigeria Plc to aid and assist customers and businesses 

operating in agriculture, industry and commerce comes to mind. 

All the six executives opine that First Bank is a leader in the provision of financial 

services to businesses in most sectors of the economy and therefore it was natural for 

the bank to express its support for these sectors in the advertisement. In addition, all 

the interviewees are of the opinion that the advertisement gives insight into the history 

and prime position of First Bank of Nigeria Plc as the first financial services 

institution ever to be established in Nigeria. In the words of one of these interviewees: 

"When confronted with this advertisement, two things 

come to mind. The first has to do with the presence of 

First Bank and its prime position as the first financial 
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institution ever to be established in Nigeria. Second, the 

advertisement provides information about the top 

quality services rendered by our bank in the aid of 

businesses in the key sectors of the Nigerian economy. 

It tells you that we are a financial institution at the 

forefront of the provision of first class financial 

services. It tells you we are a first class financial 

institution that promotes small, medium, large scale 

businesses in industry, agriculture and commerce. " 

In corroboration of this view, another senior executive noted that: 

"The first time I saw this advertisement, I thought that 

our bank tried to provide information about its history 

and its resolve to assist farmers, builders and 

businessmen engaged in commercial business activities. 

In my opinion, the advertisement exhibits First Bank of 

Nigeria Plc's ability and expertise to provide financial 

assistance to businesses in a variety of sectors 

throughout the country. " 

The interviewees' interpretation of what came to mind when confronted (for the first 

time) by First Bank's corporate advertisement indicates an attempt by First Bank to 

position itself as a bank that provides comprehensive banking services as well as a 

bank with the richest history of providing these services in this industry. In short, the 
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interpretation given to this advertisement by the interviewees is reflective of the 

notion of "what the firm does' (Topalian. 1984, Melewar, 2003) and "where does the 

company come from" (Melewar, 2003). These issues (i. e. "what the firm does" and 

'-where does the company come from") have been described in Abratt's (1989) work 

as an embodiment of corporate personality. 

Figure 8.2: Standard Bank Ltd's (now First Bank Plc) corporate advertisement 

', 

Standard Bank. 
First in Ni aria. .g Your Partners in Progress. 83 years ago, we were 

the first commercial bank to 
open in Nigeria. Today we 
offer comprehensive banking 
services at 99 branches 
thioughout Nigeria and 
as an associate member of 
Standard Chartered Bank 
Group, we offer direct access 
to 1,500 offices in more than 
60 countries. 

So if you're doing 
business or planning to, let 
the Standard's deeper 

MK 

experience in industry, Standard Bank 
commerce and agriculture, Standard Bonk Nigeria Limited 

Unity House, 77 Man: w, PO do. 5216,1a9+ 

and greater national and 1. hone2731z; n13,50477 
international coverane work for vou. ,, Standard Chartered Bonk 6rtlup 

Source: Daily Times, "I-ucsdav. January 4,1977, p. 10 
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8.5.1.1.2 The meaning of the message conveyed through pictures 

All of the six interviewees contend that the pictures in the corporate advertisements 

are representative of the aid and financial assistances given to the key sectors of the 

Nigerian economy. All the interviewees opine that the pictures symbolise the desire 

by First Bank of Nigeria Plc to aid businesses and initiatives in the industrial, 

commercial and agricultural sectors, which make up the real sectors of the Nigerian 

economy. In addition, most of the interviewees hold the view that the pictures 

demonstrates First Bank's activities, aspirations and desire to provide financial 

services that help businesses grow. This view is fully reflected in the interpretation of 

a senior executive who opined that: 

"The pictures give a representation of our bank's 

support for all businesses across the real sectors of the 

economy. For instance, the picture of a man in the 

fanner is a representation of our bank's financial aid to 

the agriculture sector. The picture of the engineer in the 

construction site provides an inkling of how we have 

been at the forefront of promoting businesses operating 

in the building and construction industry. The picture of 

the man in suit is a reflection of how First Bank of 

Nigeria Plc has promoted businessmen and women in 

the commercial and services sectors of the economy. " 
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The unanimous view that the pictures exemplify First Bank's resolve to aid and 

provide financial assistances to businesses and other key operators in the real sectors 

of the Nigerian economy (industry, commerce and agriculture) is indicative of what 

the firm does (Topalian, 1984) and a reflection of a firm's personality (Abratt, 1989). 

8.5.1.1.3 Meaning of the message conveyed via body copies 

The body copy or text in the "Standard Bank. First in Nigeria. Your Partners in 

Progress" corporate advertisement was viewed by all the six interviewees from a 

number of perspectives. Specifically, the interviewees opined that the text expressed 

the history and reputation of the bank, the type of banking services it provides and the 

distribution of its banking services to customers throughout the country. In addition, 

most of the interviewees interpreted part of the text as a representation of First Bank 

links to international banking institutions as well as its knowledge and experience in 

the financing of businesses operating in industry, commerce and agriculture. One of 

the interviewees interpreted the body copy of First Bank's corporate thus: 

"The text in the advertisement tells our customers that 

we have been in Nigeria for a long period of time and 

this expresses our reputation in terms of performance 

and reliability. The text also tells our customers that we 

offer all types of banking services including current 

account, savings account, opening of letters of credit 

and so on. The text also informs our customers that we 

are a local bank located all over the country and that we 
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are connected to many international banks all over the 

world. Finally, the text in this advertisement makes the 

point that we are highly knowledgeable in the financing 

of businesses various sectors of the Nigerian economy 

including industry, commerce and agriculture. " 

In a nutshell, issues such as corporate history (Melewar, 2003); provision of 

comprehensive banking services or what the firm does (Topalian, 1984); location of 

business (Melewar, 2003); links to international banking institutions; knowledge and 

experience in the financing of businesses operating in industry, commerce and 

agriculture (all which were generated from interviewee interpretations of the text in 

the corporate advertisement) is reflective of First Bank's personality (Abratt, 1989). 

8.5.1.1.4 Meaning of the message conveyed through the corporate signature 

All of the six interviewees interpreted First Bank's corporate signature (i. e. symbol, 

wordmark and contact details) printed on the "Standard Bank. First in Nigeria. Your 

Partners in Progress" corporate advertisement as an expression of the bank's size, 

knowledge, intelligence and efficiency. For instance, First Bank's corporate symbol, 

which is the large nimble black African elephant in motion, was interpreted by all the 

interviewees as First Bank's positioning of itself as the biggest financial institution in 

Nigeria. This symbol was also interpreted as a representation of First Bank's financial 

strength and ability to support businesses in the real sectors of the Nigerian economy. 

In addition, Standard Chartered Bank Group's corporate symbol (a twine) was 

conceived a phenomenon implying the close relationship between First Bank Plc and 
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Standard Chartered Bank Group. Similarly, the word mark (i. e. Standard Bank), 

which incorporates the bank's name into a uniquely styled type font treatment was 

interpreted by all the interviewees as a reflection of First Bank's prime position as the 

first financial institution ever to be established in the Nigerian financial services 

industry. In the words of one of the senior executives that were interviewed: 

"Our corporate symbol, which is an elephant in motion 

attests to the size of our bank. The elephant, which is 

the biggest living mammal on land positions our bank 

as the biggest financial institution in Nigeria. The 

moving elephant also denotes that we are not just the 

biggest financial institution but more importantly, it 

signifies that First Bank is agile, active, efficient, and 

strong. The size and strength of the bank is 

demonstrative of our ability to provide financial support 

services to businesses in all the sectors of the economy. 

The Standard Chartered's symbol expresses the close 

strategic relationship we have with this international 

banking institution. It indicates that we have access to 

international financial institutions and also that we are 

closely linked to them. Also our name implies that we 

hold a prime position in the banking industry. More 

importantly, our name signifies that we are the first 

financial institution that was established in Nigeria. " 
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The interpretations given to the corporate signature (i. e. the biggest financial 

institution in Nigeria; financial strength; ability to support businesses; close 

relationship between First Bank and Standard Chartered Bank Group; first financial 

institution to be established in the Nigerian financial services industry) is reflective of 

who or what the firm is (Gioia et al 2000; Topalian, 1984); core competence 

(Melewar, 2003); association (Dacin and Brown, 2002) and history (Melewar, 2003). 

These issues make-up and constitute First Bank's personality (Abratt, 1989). 

8.5.1.1.5 Standard Bank (now First Bank Plc): an analysis of interviewees' 

interpretation of advertisement 

The review of interviewees' interpretations from paragraph 8.5.1.1.1 to 8.5.1.1.4 

indicates that the meaning of corporate identity was constructed by First Bank from 

several dimensions. A summary of these dimensions is presented in table 8.2. 
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8.5.1.2 Analysis of interviewee interpretation of `Barclays in Nigeria" corporate 

advertisement 

8.5.1.2.1 The things that came to mind when confronted with this advertisement 

All of the five interviewees are of the view that when confronted with the "Barclays in 

Nigeria" corporate advertisement (see Figure 8.4), Union Bank Plc's ability, speed, 

efficiency, business knowledge, history, quality of services came to mind. All the 

interviewees contend that Union Bank's corporate symbol (a perching black African 

eagle), which is a powerful, intelligent and large bird expresses Union Bank Plc's 

prime and leadership as a pioneering financial institution in the banking industry. In 

addition, the text of the body copy in the advertisement was mostly conceived as 

Union Bank's positioning of itself as a reputable commercial bank offering 

comprehensive banking services to support the growth and development of businesses 

in industry, commerce, agriculture. In addition, most of the interviewees opined that 

the history of the bank (with regards to performance) came to mind when confronted 

(at first) with the advertisement. One of the interviewees who is an Assistant General 

Manager (Corporate Affairs) interpreted the corporate advertisement stating thus: 

"A number of things came to my mind when I first saw 

this advertisement. First is that our bank developed this 

advertisement to position itself as financial institution 

that is strong, efficient, reliable and knowledgeable. For 

instance the use of the perching black eagle, which 

293 



symbolises the power, knowledge, presence and speed 

within our culture, equally exemplifies our personality. 

The black eagle is a representation of our financial 

strength and our ability to support a variety of business 

and capital projects in most industries. The eagle is a 

very intelligent and fast bird. It exemplifies our 

understanding of the Nigerian business environment and 

the speed with which we carry out our business. In 

addition, the history and reputation of the bank came to 

my mind at first glance. " 

The interviewee interpretation of the `Barclays in Nigeria" corporate advertisement 

(i. e. strength; speed; efficiency; knowledge; corporate presence throughout the 

country) at first glance gives an illustration of who and what First Bank is (Gioia et al 

2000; Topalian, 1984) as well as its unique ability (Melewar, 2003) in relation to the 

provision of fast, reliable and efficient banking services. For majority of the 

interviewees, the text (at first glance) gives insight into the nature of banking services 

provided by bank, which Topalian (1984) and Melewar (2003) theorised as what the 

bank does. In addition, the advertisement expresses the history (Melewar, 2003) of the 

bank. These characteristics define Union Bank's personality (Abratt, 1989). 

294 



Figure 8.3: Barclays Bank Ltd's (now Union Bank Plc) corporate advertisement 
P. p. 8, Daily Times. Tuesday January 18> 19!; ' 

\1 

The bank with the largest number of branches all over Nigeria. The bank 
with at least one branch in the capital of every State. The bank that is in 
close contact with commerce, industry and agriculture in Nigeria. 
BARCLAYS. Backed by well over half a century's experience of local 
conditions, our expertise and knowledge have helped the development of 
many businesses and projects. You, too can take advantage of our special 
knowledge and personal service. There is a BARCLAYS branch very near 
yr, u so call in and see us-you'll be welcome. Get together with... 

Barclays Bank of Nigeria, Limited 

Source: DaiI) Times, 'I'uesda\, Januar}' 18,1972, p. 8 

8.5.1.2.2 The meaning; of the message conveyed through Union Bank's corporate 

S 

All the five interviewees avowed that Union Bank of Nigeria Plc's corporate symbol 

(a perching black eagle, found all over Nigeria) is evocative of the presence of the 

bank at various locations throughout the country. The interviewees contend that the 
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perching black eagle is a big, fast, powerful and intelligent bird symbolising size, 

speed and efficient services offered by Union Bank of Nigeria Plc. The symbol in the 

view of the interviewees is a reflection of Union Bank of Nigeria Plc's ability to 

provide financial support services to businesses in the Nigerian economy. Also the 

corporate symbol was interpreted as the sign of Union Bank's knowledge and 

understanding of the delivery of banking and financial services to businesses in the 

real sectors of the Nigerian economy. The interpretation given to this symbol by one 

of the executives summarises this point. 

"As at the time our perching black eagle was in use, it 

symbolised speed, efficiency, strength, knowledge of 

local businesses and the presence of our bank all over 

the country. The eagle was designed to inform our 

customers and stakeholders that we were a fast and 

efficient financial institution. It was also meant to tell 

our customers that we had a strong financial muscle that 

can be used to support a variety of businesses in many 

sectors. You will agree that the eagle is a big and 

intelligent bird. The use of the eagle at that time was to 

present Union Bank as a large financial institution as 

well as a bank that understands how the Nigerian 

business environment operates. " 

Interviewees' interpretation of the picture (i. e. the corporate symbol, which is a 

perching bird) as a signification of size, speed, efficiency, ability to provide financial 
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services, knowledge and presence can be described as a reflection of the bank's 

personality (Abratt, 1989). These characteristics are reflective of who and what the 

bank is (Gioia et al 2000; Topalian, 1984) and what the bank does (Melewar, 2003). 

8.5.1.2.3 Meaning of the message conveyed via body copies 

The five interviewees averred that the messages conveyed through the body copy 

exemplify the size of the bank and its presence at various locations throughout the 

country and the financial support services offered to customers. In addition, the 

interviewees observed that the messages imply Union Bank's corporate history, its 

experience and business knowledge. In the words of one of the interviewees: 

"The text in the advertisement presents a variety of 

issues which tells a lot about important characteristics 

of our bank. For instance the reference to our bank as 

the financial institution with the largest number of 

branches distinguishes our bank from the rest. In 

addition, the reference to our branch network implies 

that we are a big financial institution with branches 

throughout the country. The reference to the proximity 

of the bank to industry, commerce and agriculture imply 

that Union Bank has been supporting firms operating 

the core productive sectors of the Nigerian economy. 

Reference to the half a century experience indicate that 
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we have robust history, reputation and experience in the 

Nigerian financial services market. " 

These interpretations provide a synopsis of the nature of Union Bank of Nigeria's 

corporate personality. 

8.5.1.2.4 Meaning of the message conveyed through signatures 

These are already discussed thoroughly under paragraph 8.5.1.2.2. 

8.5.1.2.5 Barclays Bank (now Union Bank Plc): an analysis of interviewees' 

interpretation of advertisement 

The review of interviewees' interpretations from paragraph 8.5.1.2.1 to 8.5.1.2.4 

indicates that the meaning of corporate identity was constructed by Union Bank Plc 

from several dimensions. A summary of these dimensions is presented in table 8.3. 

Table Union Bank of Nigeria U UN Plc 1970-1986 
Bank No of Questions Interviewee responses Response 

interviewees fre uency 
UBN 5 Things that came to mind when Ability, speed, efficiency, knowledge, history, service quality 5 of 5 (100%) 

confronted with advertisement Prime and leadership position in the banking industry 5 of 5 (100%) 
Corporate reputation 5 of 5 (100%) 
Comprehensive banking services 5 of 5 (100%) 
Credit support for industry, commerce, agriculture 5 of 5 (100%) 
Corporate history in relation to performance 5 of 5 (100%) 

Meaning of the messages Nationwide branch network 5 of 5 (100%) 

communicated through pictures Size, speed and efficient services 5 of 5 (100%) 
Credit support for industry, commerce and agriculture 5 of 5 (100%) 
Knowledge and understanding of delivery of banking services 5 of 5 100% 

Meaning of the messages conveyed Size of the bank 5 of 5 (100%) 

via body copies Nationwide branch network 5 of 5 (100%) 
Credit support for industry, commerce, agriculture 5 of 5 (100%) 
Corporate history 5 of 5 (100%) 
Experience and business knowledge 5 of 5 (100%) 

Meaning of the messages expressed Nationwide branch network 5 of 5 (100%) 
through corporate signatures Size, speed and efficient services 5 of 5 (100%) 

Credit support for industry, commerce and agriculture 5 of 5 (100%) 
Knowledge and understanding of delivery of banking services 5 of 5 100% 

Source: aeveiopeu oy auunui 
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8.5.1.3 Analysis of interviewee interpretation of "United Bank for Africa Limited" 

corporate advertisement 

8.5.1.3.1 The things that came to mind when confronted with this advertisement 

The interviewees at the United Bank for Africa (UBA) Plc provided yet another 

insight into the meaning of corporate identity, especially what comes to mind when 

confronted with an advertisement. All the five interviewees at this bank are of the 

view that the thought of UBA as one of Nigeria's leading financial institution comes 

to mind when confronted with the UBA corporate advertisement (see Figure 8.5). The 

view of a senior executive on this issue is presented in the excerpt below. 

"When one sees this advertisement for the first time 

(especially in the first few seconds of being confronted 

with it) one thinks of UBA as a bank. It is also possible 

to think of this bank as one of Nigeria's biggest 

financial services institution in the first few seconds of 

being confronted with this advertisement. " 
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Fiiiure 8.4: United Bank for Africa (UBA) Ltd's corporate advertisement 
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The interviewee whose view is presented above showed a strong inclination towards 

the positioning of UBA as leading financial institution through the corporate 

advertisement. The interviewee made reference to the leadership position of United 

Bank for Africa (UBA) Plc within the Nigerian banking industry. None of the 

interviewees made reference to absence of a picture in the corporate advertisement. 
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Rather, the interviewees appear to lay a strong emphasis on the presentation of UBA 

Plc both as a bank as well as a leading financial institution operating within the 

Nigerian banking industry. Taken together, the interviewees' interpretation of the 

advertisement (especially when they were first confronted with the advertisement) 

demonstrated who and what the firm does (Gioia et al, 2000; Topalian, 1984). These 

interpretations, which gives insight into the core characteristics of UBA represents the 

embodiment of its corporate personality. 

8.5.1.3.2 Message and the meaning of the message conveyed through the body copy 

In the views of all of the five interviewees, the messages conveyed through the United 

Bank for Africa (UBA) corporate advertisement include the onward presentation of 

UBA for quotation on the Lagos Stock Exchange, nationwide distribution of 

comprehensive banking services at all locations throughout the country and the 

provision of credit facilities and financial services to support small, medium and large 

scale businesses in industry, agricultural and commercial sectors of the economy. The 

view of one of the interviewees (below) makes a summary this interpretation. 

"The information that UBA is about to be quoted on the 

Lagos Stock Exchange implies that UBA has fulfilled 

some of the conditions set out by the Securities and 

Exchange Commission (SEC). Some of these conditions 

include evidence that the firm applying to be quoted on 

the exchange is profitable and growing. By applying to 

be quoted on the Lagos Stock Exchange, it implies that 
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UBA is a growing and profitable bank. The reference 

(made in the advertisement) to the number of branches 

and the type of banking services we offer means that we 

are present at major cities and location throughout the 

country and also that we offer a variety of banking 

services that aid businesses in the key productive 

sectors of the economy. " 

Evidence from interviewee interpretation of UBA advertisement indicates that UBA is 

a leading financial institution providing comprehensive commercial banking services 

at many locations throughout Nigeria. These interpretations provide answers to the 

question of who and what UBA is (Gioia et al 2000; Topalian, 1984); where UBA 

carries out its business (Melewar, 2003) and what the bank does (Melewar, 2003). 

These issues provide a comprehensive insight into UBA's personality (Abratt, 1989). 

8.5.1.3.3 Meaning of the message conveyed through signatures 

The five interviewees, UBA's corporate signature is an amalgamation of many signs 

(i. e. name; date of incorporation of business; wordmark and corporate symbol). 

Majority of the interviewees concurred that the name United Bank for Africa and its 

abbreviation (UBA) is a symbol of successful banking. The interviewees also argued 

that the date of incorporation of the bank implies the history and reputation of the 

bank and the symbol represents the bank's poise for innovation. The interpretation of 

the interviewee in charge of corporate communications summarises this: 

302 



"The UBA signature is a combination of our full name, 

which is United Bank for Africa Limited; our date of 

incorporation; our word mark and our corporate symbol. 

Our name clearly indicates that we are a limited liability 

African bank. The date of our incorporation exemplifies 

our history. It indicates that we have been in operation 

for decades. Our ability to operate successfully in an 

environment that is as difficult as ours (over a long 

period) means that we are a successful reputable 

financial institution. Our word mark symbolises our 

innovative and pioneering spirit of entreprise. The UBA 

corporate symbol represents efficiency, strength, speed 

and our ability to aid and support commerce, industry 

and agriculture as well as other businesses in other 

sectors of the economy. " 

8.5.1.3.4 UBA Plc: an analysis of interviewees' interpretation of advertisement 

The review of interviewees' interpretations in paragraphs 8.5.1.3.1 to 8.5.1.3.3 

indicates that the meaning of corporate identity was constructed by Union Bank Plc 

from several dimensions. A summary of these dimensions is presented in Table 8.4. 
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Table 8.4: UBA Plc, 1970-1986 
Bank Interviewees Questions Interviewee responses Response I 

Frequency 
UBA 5 Things that came to mind when Prime and leadership position in the banking industry 5 of 5 (100%) 

confronted with advertisement 
Meaning of the messages No picture NIL 
communicated through pictures 
Meaning of the messages conveyed Nationwide branch network 5 of 5 (100%) 
via body copies Comprehensive banking services 5 of 5 (100%) 

Credit support for industry, commerce and agriculture 5 of 5 (100%) 
Meaning of the messages expressed Successful banking 5 of 5 (100%) 
through corporate signatures Prime position in banking 5 of 5 (100%) 

Corporate history 5 of 5 (100%) 
Corporate reputation 5 of 5 (100%) 
Innovation 5 of 5 100% 

Source: developed by author 

8.5.1.3.5 Generic corporate personality: emergence of a new construct 

The findings from interviewees' interpretation of corporate advertisements in 

paragraphs 8.5.1.3.1 to 8.5.1.3.4 (above) indicates that Nigerian banks to display 

similar, common and unified corporate personalities in relation to credit support for 

the real sectors of the Nigerian economy (i. e. industry, commerce and agriculture). 

The analysis also indicates a unified corporate personality in relation to corporate 

history, size, branch network and provision of comprehensive banking services. 

Inadvertently, these interpretations present the Nigerian banking industry with a 

strong industry-wide generic corporate personality. These common characteristics 

dominated the ways that operators constructed the meaning of corporate identity 

between 1970 and 1986. Table 8.5 makes a summary of this finding. 
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Table 8.5: Industry construction of the meaning of corporate identity, 1970-1986 

No of Questions Interviewee (industry) response Dominant Emergent 
interviewees interviewee construct 

_(industry) 
response 

16 (All Things that came to FBN Plc 
banks) mind when Credit support for industry, commerce and agriculture 

confronted with Corporate history 
advertisement Prime position in banking industry 

UBN Plc 
Ability, speed, efficiency, knowledge, history, service quality 
Prime and leadership position in the banking industry 
Corporate reputation 
Comprehensive banking services 
Credit support for industry, commerce, agriculture 
Corporate history in relation to performance 

UBA Plc 
Prime and leadership position in the banking industry 

Meaning of the FBNPlc 
messages Credit support for industry, commerce and agriculture 
communicated 
through pictures UBN Plc 

Nationwide branch network Credit support for 
Size, speed and efficient services industry, commerce 
Credit support for industry, commerce and agriculture and agriculture 
Knowledge and understanding of delivery of banking services 

Corporate history & 
UBA Plc corporate reputation 
No picture 

Meaning of the FBN Ple Comprehensive 
messages conveyed History and reputation of the bank banking services 
via body copies Comprehensive banking services Generic 

Nationwide branch network Nationwide branch corporate 
Links with international network of banks network personality 
Knowledge and experience in the financing of businesses 
Credit support for industry, commerce and agriculture Ability, speed, 

efficiency, 
URN Plc knowledge, service 
Size of the bank quality 
Nationwide branch network 
Credit support for industry, commerce, agriculture Prime and 
Corporate history leadership position 
Experience and business knowledge 

UBA Plc 
Nationwide branch network 
Comprehensive banking services 
Credit support for industry, commerce and agriculture 

Meaning of the FBN Ple 
messages expressed Bank's size, knowledge, intelligence, strength and efficiency 
through corporate Credit support for industry, commerce and agriculture 
signatures Prime position in industry 

Links with international network of banks 

UBN Plc 
Nationwide branch network 
Size, speed and efficient services 
Credit support for industry, commerce and agriculture 
Knowledge and understanding of delivery of banking services 

UBA Pic 
Successful banking 
Prime position in banking 
Corporate history 
Corporate reputation 
Innovation 

Source: developed by author 
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8.5.2 Analysis of interviewees' interpretation of advertisements, 1986-1994 

In this section interviewees' interpretation of corporate advertisements published by 

the three largest banks (i. e. First Bank Plc; Union Bank Plc; UBA Plc) in Nigeria 

between 1986 and 1994, were analysed. These corporate advertisements (please see 

figures 8.6,8.7 and 7.8 below for details) are entitled "You'll always leave First Bank 

with a smile - that's our goal"; "You can depend on Union Bank"; and "UBA... for 

innovative banking". These analyses are presented in the paragraphs below. 

8.5.2.1 Analysis of interviewee interpretation of First Bank's "You'll always leave 

First Bank with a smile - that's our goal" corporate advertisement corporate 

advertisement 

All the six interviewees that interpreted the "You'll always leave First Bank with a 

smile - that's our goal" advertisement (see Figure 8.6) contend that when they were 

presented with this text for the first time they all thought that the advertisement gives 

a representation of First Bank's unique ability to provide a safety and security for its 

customers' deposits. Most of the interviewees conceive First Bank's ability to provide 

a safe and secure environment for customer deposits as being unique because it is one 

of the very few banks that have stood the test of time while other banks were 

collapsing. The interpretation given to this advertisement by First Bank Plc's manager 

responsible for corporate communications function captures this analysis: 

306 



The first time I saw this advertisement. what came to 

my mind was an attempt by our bank to communicate 

its unique ability to provide top quality financial 

services that assure our customers that their deposits are 

safe and secure. Our bank's ability to provide a safe 

haven for the deposits of our customer is unique 

because while other financial institutions collapsed we 

Figure 8.5: First Bank (Standard Bank Ltd's) corporate advertisement 
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did not. We simply waxed stronger. Our bank has been 

in existence for over a long period of time and we have 

stood the test of time. We have developed a reputation 

for providing a safe haven for customer deposits. So 

basically, this advertisement is a clear attempt on our 

part to position our bank as a financial institution whose 

customers are happy, confident and rest assured of the 

safety and security of their deposits. " 

Interviewees' notion of the advertisement when they were first confronted by this 

advertisement provides insight into the issues that differentiate and distinguish First 

Bank of Nigeria Plc from other banks in the Nigerian banking industry. Reference to 

the issues that distinguishes First Bank of Nigeria Plc from other banks in the banking 

industry provides the basis for the development of a distinct personality for the bank. 

8.5.2.1.1 The meaning of the message conveyed through pictures 

The message communicated through the picture (in the advertisement) by First Bank 

of Nigeria Pic was interpreted by all of the six interviewees in two ways. First, 

majority of the interviewees interpreted the picture as a means of constructing the 

piece of mind that customers enjoy when their money is deposited at First Bank of 

Nigeria Plc. The interviewees argued that the relaxed posture of the couple in the 

advertisement reflects the rest of mind and confidence enjoyed by customers those 
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who bank with old generation banks- and First Bank is one of these banks. Second, 

the interviewees opine that the ability to assure customers of the safety and security of 

their deposits is a unique virtue that only First Bank Plc and a few other Nigerian 

banks have. In the opinion of the interviewees, this is a virtue that distinguishes First 

Bank Plc. The interpretation given by one of the interviewees captures this analysis: 

"The picture in this advertisement is the image of a 

relaxed happy couple. The key message being conveyed 

by our bank through the relaxed happy posture in the 

corporate advertisement is that when customers keep 

their money with us, they become confident and they 

have a rest of mind. By keeping a deposit account with 

us, our customers are rest assured that their money is 

safe and secure in our vaults. This is what makes our 

customers feel relaxed and it puts a smile on their faces. 

Also our ability to keep our customer deposits safe and 

secure has enabled our bank to wax stronger and bigger 

in an industry where many other banks and financial 

services institutions have either collapsed or have their 

licenses revoked. This is what distinguishes First Bank 

of Nigeria Plc from others. " 

It is clear that the interpretation given to the picture in the "You'll always leave First 

Bank with a smile - that's our goal" corporate advertisement is a representation of 

First Bank of Nigeria Plc's unique ability to provide customers a rest of mind on the 
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safety and security of their deposits. This is an exceptional virtue that defines First 

Bank's unique ability or core competences (Melewar, 2003). It is this distinct virtue, 

which differentiates First Bank Plc from others. It presents First Bank with a 

distinctive corporate personality. 

8.5.2.1.2 Meaning of the message conveyed via body copies 

The issues of discourse under the body copy in the "You'll always leave First Bank 

with a smile - that's our goal" corporate advertisement were interpreted by all the six 

interviewees as a reflection of distinct characteristics of First Bank of Nigeria Plc. All 

of the six interviewees conceived the issues of discourse under the body copy as a 

representation of (1) First Bank's unique ability to satisfy customer needs efficiently 

and make them smile; (2) the bank's unique history and experience (3) biggest 

resource base and (4) largest branch network. The interpretation given by one of the 

interviewees, which captures this analysis, is presented below. 

"This is an advertisement that presented a number of 

characteristics that differentiate our bank from other 

financial institutions in Nigeria. One of the 

characteristics presented (in the text) which 

differentiates our bank from others is our unique ability 

to make customers smile. Another characteristic is the 

ability to identify customer needs and satisfy these 

needs efficiently. The advertisement also laid emphasis 

our bank's history and experience, which no other bank 
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in Nigeria posses. We are the first bank ever to be 

established in Nigeria and we are the most experienced 

and smartest financial institution in Nigeria. No other 

bank can meet our wit. In addition, this advertisement 

distinguishes our bank by presenting us as the bank with 

the most formidable asset and resources base in the 

Nigerian banking industry. The advertisement 

distinguishes us further by positioning our bank as a 

financial institution with the largest number of branches 

in the Nigerian banking industry. " 

It appears that the interpretation of the body copy in the "You'll always leave First 

Bank with a smile - that's our goal" corporate advertisement provides a synopsis of 

the unique characteristics that exemplify First Bank's corporate personality. The 

references made to distinguishing characteristics such as unique ability to make 

customers smile; unique history (Melewar, 2003) and widest experience points to the 

bank's distinct personality. In addition, the reference made to other unique features 

(i. e. the biggest resource base and the most formidable asset base) also exemplifies 

First Bank's distinctive personality. 

8.5.2.1.3 Meaning of the message conveyed through corporate signature 

All of the six interviewees that spoke on behalf of First Bank of Nigeria Plc 

interpreted the corporate signature on the advertisement as an construction of the 

characteristics that differentiate First Bank from its competitors. All the interviewees 

311 



contend that the elephant in the corporate signature is a representation of First Bank's 

size and also that is a clear attempt by the bank to position itself as the biggest 

financial institution in Nigeria. Also all the interviewees concurred that the use of the 

word mark and the payoff, strap line or slogan (i. e. lt Bank.. . truly the first) 

exemplifies the unique history of the bank and its pioneering position in the Nigerian 

banking industry. The quote from one of the senior executives interviewed at First 

Bank gives a summary of this analysis. 

"Our signature is a combination of the large black 

African Elephant, a word mark, date of incorporation 

and our payoff. The black African elephant is the 

biggest mammal on land. This implies that we are the 

biggest financial institution in Nigeria. The nimbleness 

and agility demonstrated by the elephant implies that we 

are a big, fast and efficient financial institution. The 

word mark and the payoff position us as the first 

financial institution ever to be established in Nigeria. 

These together with date of incorporation positions us 

inevitably us as the pioneering and most experienced 

bank in this country" 

The reference made by all the interviewees to the unique features of the bank such as 

First Bank's history (Melewar, 2003); wide experience; exceptional resource base; 

and its unmatchable asset base exemplify the First Bank's distinct personality. 
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8.5.2.1.4 First Bank Plc: an analysis of interviewees' interpretation of advertisement 

The review of interviewees' interpretations from paragraph 8.5.2.1.1 to 8.5.2.1.4 

indicates that the meaning of corporate identity was constructed by First Bank of 

Nigeria Plc from several dimensions. A summary of these dimensions is presented in 

Table 8.6. 

Table 8.6: First Bank of Nigeria (FBN ) Plc 1986-1994 
ank Interviewees Questions Response Responses 

frequency 
BN 6 Things that came to mind when Unique ability to provide a safety and security for its customers' 6 of 6 (100%) 

confronted with advertisement deposits in an environment fraught by bank collapse. 
Meaning of the messages Unique ability to assure customers of the safety and security of 6 of l (100%) 
communicated through pictures their deposits in an environment fraught by bank collapse. 
Meaning of the messages conveyed Unique ability to satisfy customer needs and make them smile; 6 of 6 (100%) 
via body copies Unique history and experience 

Biggest resource base 
Largest branch network 

Meaning of the messages expressed Biggest financial institution in Nigeria 6 of 6 (100%) 
through corporate signatures Unique name 

Unique history 
Pioneering position in the Nigerian banking industry 

Source: developed by author 

8.5.2.2 Analysis of interviewee interpretation of Union Bank's "You can depend on 

Union Bank" corporate advertisement corporate advertisement 

8.5.2.2.1 What came to mind when confronted with the advertisement 

At the time the majority of interviewees were first confronted with the "You can 

depend on Union Bank" advertisement, several things came to their minds. First, all 

of the five interviewees thought that Union Bank attempted to position itself as a bank 

that supports industry, commerce, agriculture and other businesses in the Nigeria 

economy. In addition, majority of the interviewees thought that the advertisement was 

an attempt to present Union Bank as a financial institution with a large human capital 
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resources and a big branch network spread throughout the country. The interviewees 

also thought that the corporate advertisement (see Figure 8.7) positioned Union Bank 

as the first financial institution ever to offer free advisory services. They also though 

of Union Bank as the most profitable and the first financial institution to attain aI 

billion Naira deposit. This analysis is represented in the quote presented below. 

Figure 8.6: Union Bank Ltd's (previously Barclays Bank Ltd) coLporate advertisement 
10 - THE PUNCH. THURSDAY JULY 20.1989 
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"At the time I first set my eyes on this advertisement, I 

thought that we were trying to say to our customers that 

were a friendly bank that provide credit and financial 

support services to businesses operating in various 

sectors of the Nigerian economy especially industry, 

commerce and agriculture. I also thought that the 

advertisement tried to represent us as the biggest bank 

with the largest branch network. I also think that Union 

Bank wanted to express present itself as the first 

financial institution ever to offer free advisory services 

as well as the most profitable financial institution in the 

Nigerian banking industry" 

The analysis of interviewees' interpretation of Union Bank's "You can depend on 

Union Bank" advertisement (when they were first confronted by this campaign) 

indicates that Union Bank attempted to present a distinct corporate personality by 

presenting a variety of characteristics and accomplishments that differentiates the 

bank from other. References to Union Bank's large branch network, unique staff 

strength, unique free advisory services and its 1 billion Naira deposit, all constitute a 

deliberate attempt by the bank to position itself with a distinct corporate personality. 

315 



8.5.2.2.2 The meaning of the message conveyed through pictures 

All the five interviewees are of the opinion that the messages being communicated 

through the pictures is simply to highlight the financial support services that Union 

Bank of Nigeria Plc renders to all operators in the productive sectors of the Nigeria 

economy. All the interviewees concurred that the pictures positioned Union Bank of 

Nigeria Plc as a bank that contribute towards the development of agriculture, industry, 

trade and commerce. They are also of the opinion that the ability to provide these 

services to all operators in the productive sectors of the Nigerian economy is what 

distinguishes First Bank from others. As the interviewees' observed, only a few banks 

(during this period) had the financial ability to support all businesses in the productive 

sectors of the Nigerian economy. The interpretation given to the pictures in the Union 

Bank's "You can depend on Union Bank" advertisement substantiates this view: 

"In these pictures we are saying that we are bank that 

provides financial and credit support services to 

manufacturers, producers, farmers, transporters and 

other businesses that contribute towards the 

development of our economy. We are just one of the 

very few banks that posses these financial ability to 

provide such services to all and sundry within these 

sectors of our economy. " 
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Evidence from the interpretation of the pictures in the Union Bank advertisement is 

indicative of an attempt by Union Bank to differentiate itself from other financial 

institutions by laying emphasis on its ability to meet the financial services needs of 

businesses in the productive sectors of the Nigerian economy. The emphasis on the 

bank's ability or its core competencies (see Melewar, 2003) is reflective of an attempt 

to present Union Bank with a distinctive corporate personality. 

8.5.2.2.3 Meaning of the message conveyed via body copies 

Several issues were discussed under the body copy of Union Bank's "You can depend 

on Union Bank" corporate advertisement. These issues were interpreted by all of 

interviewees as a reflection of the characteristics that differentiate Union Bank of 

Nigeria Plc from its competitors. The five interviewees conceived the issues of 

discourse under the body copy as a representation of (1) Union Bank's unique ability 

to provide financial and credit support services for businesses operating industry, 

commerce and agriculture; (2) its strong staff strength (3) its unique business advisory 

service - the first in the history of Nigerian banking industry (4) its large branch 

network (5) the one billion naira in its savings account balances - first financial 

institution to attain such a balance (6) its level of profitability (i. e. the most profitable 

bank in Nigeria). The interpretation given by one of the interviewees, which captures 

this analysis, is presented below. 

"The body copy in this advertisement presented several 

issues that differentiate Union Bank from its 

competitors. For instance the advertisement presented 
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information about our ability to aid farmers, 

manufacturing companies, transport companies and 

other companies in the productive sectors of the 

Nigerian economy. At the time of going to press with 

this advertisement, we were one of the few banks in 

Nigeria that had the financial muscle to aid businesses 

operating in various sectors of the Nigerian economy. In 

addition our advertisement presented information about 

our staff strength. Only one or two others banks during 

this period had as many as 11,000 employees. Our staff 

strength distinguishes us from other banks. Also we 

established the first business advisory service in Nigeria 

to provide free business advisory services to 

businessmen and women all over the country. The 

advertisement also presented us to our customers as one 

of the bank with the largest branch network and the first 

bank that attained one billion naira in its savings 

account balances. The advertisement also positioned us 

as the most profitable banking institution in Nigeria. " 

The review of interviewee interpretation of "You can depend on Union Bank" 

advertisement points toward an attempt by Union Bank to differentiate itself from its 

competitors. Essentially interviewees' interpretation of the advertisement provides an 

insight into the characteristics that define Union Bank's unique personality. 
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8.5.2.2.4 Meaning of the message conveyed through corporate signature 

All the interviewees are of the opinion that the corporate signature is composed of the 

word mark (i. e. Union bank), the corporate symbol (a rearing white horse), and the 

payoff or slogan (... big, strong, reliable). Most of the interviewees contend that the 

word mark is a sign of excellence, performance and strength. They observed that the 

rearing or gliding white horse represents speed, efficiency, purity, strength and the 

large size and the large branch network of the bank. Similarly, the interviewees argue 

that Union Bank's slogan signifies its large branch network, dependability, asset base 

and financial ability. The opinion of one of the interviewees summarises this view. 

"Our corporate signature is composed of three signs. 

These are our name, our gliding white horse and our 

slogan, which is big, strong, reliable. Basically, our 

name represents our banking service excellence, 

excellent performance and strength. Our gliding horse 

expresses our ability to provide banking services 

speedily. It represents efficiency, strength, the size our 

bank and its branch network. In addition our slogan 

signifies that we have a large network of branches. It 

also implies that we are a dependable, strong and 

reliable bank. These virtues differentiate us from our 

competitors. " 
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The interpretation given by the interviewees' indicate that the signature signifies the 

unique characteristics that differentiate Union Bank's corporate personality from other 

financial institutions in the Nigerian banking industry. 

8.5.2.2.5 Union Bank Plc: an analysis of interviewees' interpretation of advertisement 

The review of interviewees' interpretations in paragraphs 8.5.2.2.1 to 8.5.2.2.4 

indicates that the meaning of corporate identity was constructed by Union Bank Plc 

from several dimensions. A summary of these dimensions is presented in Table 8.7. 

Tahle R_7_ Union Bank of Nigeria (UBN) Plc. 1986-1994 
Bank nterviewees I Questions Response Response I 

Frequency 
UBN 5 Things that came to mind when Credit support for industry, commerce, agriculture 5 of 5 (100%) 

confronted with advertisement Large human capital resources 5 of 5 (100%) 
Big branch network spread throughout the country 5 of 5 (100%) 
First financial institution ever to offer free advisory services. 5 of 5 (100%) 
Most profitable financial institution 5 of 5 (100%) 
First financial institution to attain aI billion Naira deposit 5 of 5 100% 

Meaning of the messages Unique ability to provide credit support for agriculture, 5 of 5 (100%) 
communicated through pictures industry, trade and commerce 
Meaning of the messages conveyed Unique ability to support to industry, commerce, agriculture 5 of 5 (100%) 
via body copies Unique large and strong staff strength 5 of 5 (100%) 

Unique business advisory service 5 of 5 (100%) 
Unique and large branch network 5 of 5 (100%) 
Unique NIM balances - first institution to attain such balance 5 of 5 (100%) 
The most Profitable bank in Nigeria 5 of 5 100% 

Meaning of the messages expressed Unique sign of excellence, performance and strength 5 of 5 (100%) 
through corporate signatures Speed, efficiency, purity, strength 5 of 5 (100%) 

Large/unique size and large/unique branch network 5 of 5 100% 

Source: developed by author 
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8.5.2.3 Analysis of interviewee interpretation of UBA's "UBA... for innovative 

banking" corporate advertisement 

8.5.2.3.1 What came to mind when interviewees were first confronted with 

advertisement 

All of the five interviewees representing UBA opined that the when they were first 

presented with the "UBA... for innovative banking" advertisement (see Figure 8.8), 

they thought of the attempt to construct the innovative spirit of UBA and how this 

spirit differentiates it from competitors. Specifically, the majority of the interviewees 

thought that UBA attempted to communicate what it has done so far to assist small, 

medium and large scale businesses in the key productive sectors of the Nigerian 

economy. The interpretation given by one of the executives provides an insight: 

"When you first presented me with this advertisement, I 

thought that our bank was trying to inform our 

customers that unlike other banks we are different bank 

that thrive on innovation. In addition, I thought that our 

bank was trying to inform our customers that we have 

distinguished ourselves by pioneering numerous 

financial services schemes that aid and support small 

businesses especially women entrepreneurs in rural 

areas and farmers and so on. 
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The numerous but pioneering financial services schemes that aid and support small 

businesses especially women entrepreneurs in rural areas and farmers is reflective of 

UBA's unique business activities (or what the firm does, Gioia et al, 2000; Topalian, 

1984). It is a representation of what UBA does and how these activities differentiate 

UBA from the rest of the operators in the Nigerian banking industry. These unique 

activities present UBA with a distinct corporate personality. 

8.5.2.3.2 The meaning of the message conveyed through picture 

The picture in the advertisement is the image of the right hand of a human hand 

ticking all the achievements that UBA accomplished. Importantly, the five executives 

interviewed at UBA opined that the picture attempted to inform UBA's target 

audiences of the numerous pioneering achievements UBA has accomplished in recent 

times. One of the executives interviewed summarises this point. 

"The hand ticking the list of things we have achieved in 

the advertisement simply attests to the numerous 

pioneering and innovative achievements we have 

accomplished over the years. It implies that we are a 

bank that sets and achieve unique goals. Our unique and 

pioneering achievement differentiates us from our 

competitors. " 
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Fizure 8.7: United Bank for Africa (UBA) Ltd's corporate advertisement 

Source: The Punch. Wednesday. July 5,1989, p. 3 

The references made by the interviewees to the hand ticking the unique and 

pioneering achievements positions UBA as the most innovative bank in the Nigerian 

banking industry and it differentiates it and provide it with a distinct corporate 

personality. 
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8.5.2.3.3 Meaning of the message conveyed via body copies 

All of the five interviewees that were interviewed interpreted the key messages in the 

body copy of the "UBA... for innovative banking" advertisement as an attempt by the 

sponsor (UBA) to inform customers and stakeholders alike that UBA is an innovative 

bank with a distinguished track record in the Nigerian banking and financial services 

industry. The interpretation given by one of the interviewees captures this view. 

"The body copy in this advertisement expresses 

messages that imply that we are an innovative bank that 

develop new and pioneering financial services ideas that 

help our customer to grow. The body copy in this 

advertisement implies that we were the first financial 

institution to assist small scale women entrepreneurs in 

rural areas. We have also led the pace in the financing 

of agric credit scheme, house saving and loans scheme. 

The innovation and leadership we have shown in the 

provision of financial aids to these sectors typically 

differentiates us from others. 

The interpretation of the body copy in the corporate advertisement gives insight into 

some of UBA's pioneering accomplishments. These pioneering achievements (or 

what the firm does, Gioia et al, 2000; Topalian, 1984) sets UBA apart from its 

competitors and positions the bank with a distinct corporate personality. 
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8.5.2.3.4 Meaning of the message conveyed through signatures 

For the five interviewees, UBA's corporate signature is an amalgamation of many 

visible signs (i. e. name; wordmark and corporate symbol). Majority of the 

interviewees concurred that the name United Bank for Africa and its abbreviation 

(UBA) is a symbol of successful and innovative banking. The interpretation of the 

interviewee in charge of corporate communications summarises this: 

"The UBA signature is a combination of our full name, 

which is United Bank for Africa Limited; and our word 

mark. Our name clearly indicates that we are a limited 

liability African bank and our word mark represents 

efficiency, strength, speed and our ability to aid and 

support commerce, industry and agriculture as well as 

other businesses in other sectors of the economy. " 

Interviewee interpretation of the body copy in the corporate advertisement points 

towards an attempt by UBA to differentiate and position itself as an innovative bank. 

This innovative positioning (or what the firm does, Gioia et al, 2000; Topalian, 1984) 

differentiates UBA and defines it with a distinct corporate personality. 
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8.5.2.3.5 UBA Plc: an analysis of interviewees' interpretation of advertisement 

The review of interviewees' interpretations in paragraphs 8.5.2.3.1 to 8.5.2.3.4 

indicates that the meaning of corporate identity was constructed by UBA Plc from 

several dimensions. A summary of these dimensions is presented in Table 8.8. 

TahlP R R- T1RA Plc! 
- 

19g6-1994 
Bank Interviewees Questions Responses Response 

Fre uenc 
UBA 5 Things that came to mind when Unique spirit of innovation 5 of 5 (100%) 

confronted with advertisement First institution to support SMEs, in industry, commerce, agric 5 of 5 100% 
Meaning of the messages Pioneering achievements 5 of 5 (100%) 
communicated through pictures 
Meaning of the messages conveyed Unique innovative track record 5 of 5 (100%) 
via body copies 
Meaning of the messages expressed Unique abbreviation name symbolizing success and innovation 5 of 5 (100%) 
through corporate signatures 

Source: developed by author 

8.5.2.3.6 Distinctive corporate personality: emergence of a new construct 

The findings from interviewees' interpretation of corporate advertisements in 

paragraphs 8.5.2 to 8.5.2.3.5 (above) indicates that Nigerian banks displayed unique 

corporate personalities in relation to size, asset base, history, branch network, 

innovation. These interpretations present Nigerian banking industry with a distinct 

corporate personality. The construction of corporate identity as distinctive corporate 

personality dominated the ways that operators constructed the meaning of corporate 

identity between 1986 and 1994. Table 8.9 makes a summary of this finding. 
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i me a. y: inaustr eonstructtun ui utc iiicaiutt ui cur uratc iuciittt i 7ou-177`F 
No of Questions Interviewee (industry) response Dominant Emergent 

Interviewees interviewee construct 
(industry) 
response 

16 (All Things that came to FBN Plc 
banks) mind when Unique ability to provide safety and security for its customers' 

confronted with deposits in an environment fraught by bank collapse. 
advertisement 

[IBN Plc 
Credit support for industry, commerce, agriculture 
Large human capital resources 
Big branch network spread throughout the country 
First financial institution ever to offer free advisory services. 
Most profitable financial institution 
First financial institution to attain a1 billion Naira deposit 

UBA Plc 
Unique spirit of innovation 
First institution to support SMEs, in industry, commerce, agric Unique corporate 

history 
Meaning of the FBN Plc 
messages Unique ability to assure customers of the safety and security of Unique service 
communicated their deposits in an environment fraught by bank collapse quality that cannot 
through pictures be matched 

LUBN Plc 
Unique ability to provide credit support for agriculture, Most formidable 
industry, trade and commerce asset base 

UBA Plc First advisory 
Pioneering achievements services in DISTINCTIVE 

Nigerian banking CORPORATE 
Meaning of the FBN Plc industry PERSONALITY 

messages conveyed Unique ability to satisfy customer needs and make them smile; 
via body copies Unique history and experience Matchless profit 

Biggest resource base level 
Largest branch network 

Unparalleled 
UBN Plc savings balance 
Unique ability to support to industry, commerce, agriculture 
Unique large and strong staff strength Largest branch 
Unique business advisory service network 
Unique and large branch network 
Unique N1M balances - first institution to attain such balance Widest experience 
The most profitable bank in Nigeria 

Innovative and 
UBA Plc ground breaking 
Unique innovative track record services 

Meaning of the FBN Plc Core competencies 
messages expressed Biggest financial institution in Nigeria 
through corporate Unique name 
signatures Unique history 

Pioneering position in the Nigerian banking industry 

LTBN Plc 
Unique sign of excellence, performance and strength 
Speed, efficiency, purity, strength 
Large/unique size and largelunique branch network 

UBA Plc 
Unique abbreviation name sbolizin success and innovation 

Source: developed by author 
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8.5.3 Analysis of interviewees' interpretation of advertisements. 1994-2005 

This section aims to analyse interviewees' interpretation of corporate advertisements 

published by the three largest banks (i. e. First Bank of Nigeria Plc; Union Bank of 

Nigeria Plc; UBA Plc) in Nigeria between 1994 and 2005. The corporate 

advertisements interpreted by interviewees in this section are "Century2"; "Union 

Bank in the age of change" and "How may we help you? ". Please see figures 8.9,8.10 

and 8.11 for details. These analyses are presented in the paragraphs. 

8.5.3.1 Interviewee interpretation of First Bank's Century2 corporate advertisement 

8.5.3.1.1 What came to mind when interviewees were first confronted with 

advertisements 

When the First Bank's Century2 corporate advertisement (see Figure 8.9) was 

presented to the interviewees, all of the six interviewees thought that it represented the 

changes that First Bank of Nigeria Plc pursued in order to reposition it to offer better, 

speedy and more efficient banking services. Majority of the interviewees also opined 

that the advertisement represented the creative and the innovative ability of First 

Bank. The quote below drawn from the interpretation given to this advertisement by 

one of the interviewees substantiates this. 

This is one of First Bank's recent corporate 

advertisements. Now, when you first handed me a copy 
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of this campaign, what came to my mind were the 

ongoing changes in our bank. You see just over a 

decade ago, our bank recognised the need to change the 

way we serve our customers. This resulted in a change 

management project which we call Century2. This 

project is still ongoing and it is aimed at reengineering 

the entire bank and repositioning it to offer better and 

more efficient banking services. We have since 

revitalised our banking services and we have become 

more efficient than ever before. Now, in the course of 

these changes, we instituted a number of measures to 

make our bank more innovative than ever before. We 

have introduced new products, new service approaches, 

engaged the most talented and most experienced hands 

in the industry. These things are reflected in this 

advertisement and these are the things that came to my 

mind when I first saw this advertisement. 

Following the interpretation of the things that comes to mind when the interviewees 

were presented with the Century2 advertisement, it is possible to argue that the 

syndication of this advertisement in the media is an attempt to construct the new 

changes and the new innovative spirit driving the bank. The construction of these 

virtues defines First Bank as a financial institution with a transformative and 

innovative corporate personality. 
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Figure 8.8: FirstBank Plc's (previously First Bank Ltd) corporate advertisement 
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8.5.3.1.2 The meaning of the message conveyed through pictures 

All the six interviewees concurred that the messages expressed through the pictures 

signify that First Bank has been renewed and also that it has become more creative 

and innovative than ever before. All the interviewees contend that the picture is 

representative of the re-engineering of First Bank towards the provision of fast and 

efficient, top quality and innovative banking services. The view of one of the 

interviewees, which is presented below gives support to this analysis. 

"The picture in this advertisement is a panoramic view 

of the high-rise architectural edifice housing our 

international headquarters at night. The picture 

represents a new and innovative First Bank. It denotes 

our change from the past to a new First Bank re- 

engineered to provide speedy, efficient and world class 

financial services. This architectural edifice, covered 

with fabricated glass and brick red ceramic wall tiles 

brightly lit with yellow lights illuminating onto the 

walls of the basement section as well as onto the Marina 

waters represents our renewed creative and innovative 

as well as our rejuvenated First Bank poised to provide 

a speedy, more efficient financial services. " 
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The common view that the picture in the Century2 advertisement is a representation 

of the change and innovative projects pursued by First Bank to provide faster, 

innovative and more efficient banking services endows First Bank of Nigeria Plc with 

a transformative and innovative corporate personality. 

8.5.3.1.3 Meaning of the message conveyed via body copies 

For all the six interviewees, the messages constructed through the body copy in First 

Bank's century2 corporate advertisement is representative of the history of First Bank 

in the provision of financial services to customers throughout Nigeria in the last 100 

years. All the interviewees observed that in order to get the bank ready to meet the 

challenges in the next century, the Century 2 project was initiated to re-engineer and 

reposition the bank to provide a better and more efficient and innovative financial 

services to customers. The quote below drawn from the view of one of the 

interviewees throws more light into this. 

"The message conveyed through the body copy in the 

Century2 campaign implies that we have offered 

financial services to our customers for over a hundred 

years. In preparedness for the next century, we have re- 

engineered and repositioned ourselves towards the 

provision efficient banking services by engaging 

talented, experienced and highly skilled executives, new 

and advanced information technology, revitalized 

business processes and the development of new and 
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innovative services. These are things which the body 

copy in this advertisement implies. " 

The interpretation of the body copy in the advertisement as a representation of the 

new spirit of change and innovation driving the bank towards the provision of a better, 

faster, more efficient and more innovative financial services provide First Bank with a 

transformative and innovative corporate personality. 

8.5.3.1.4 Meaning of the message conveyed through signatures 

First Bank's corporate signature is a combination of a symbol (i. e. an agile elephant) 

word mark, date of incorporation and slogan. Five of the six interviewees interpreted 

this signature as an expression of First Bank's size, its ability to operate speedily and 

efficiently. It is also a representation of its history and its pioneering position as the 

first financial services institution that was established in Nigeria. The interpretation 

given by one of the interviewees in the paragraph below, support this analysis. 

"Our signature comprises our symbol, which is an agile 

nimble black African Elephant, our name, our date of 

incorporation and our slogan ̀ ........ truly the first'. The 

black African elephant is the biggest mammal on land. 

This implies that we are the biggest financial institution 

in Nigeria. The nimbleness and agility demonstrated by 

the elephant implies that we are a big, fast and efficient 

financial institution. The word mark and the payoff 
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position us as the first financial institution ever to be 

established in Nigeria. These together with date of 

incorporation positions us inevitably us as the 

pioneering and most experienced bank in this country" 

The review of the interpretations given above is reflective of First Bank's drive 

towards change and innovation. The drive towards these virtues created a new First 

Bank with a new management style and a new innovative way of doing business. 

These virtues provide First Bank with an innovative and transformative personality. 

8.5.3.1.5 First Bank Ple: an analysis of interviewees' interpretation of advertisement 

The review of interviewees' interpretations in paragraphs 8.5.3.1.1 to 8.5.3.1.4 

indicates that the meaning of corporate identity was constructed by First Bank Plc 

from several dimensions. A summary of these dimensions is presented in Table 8.10. 

-r-ui- Q In- F; rct Rank nfNiueria Plc_ 1994-2005 
Bank Interviewees Questions Responses Response 

Frequency 

FBN 6 Things that came to mind when Changes to offer better, speedy and more efficient services 6 of 6 (100%) 

confronted with advertisement Creative and the innovative ability of First Bank 6 of 6 (100%) 

Meaning of the messages Corporate renewal 6 of 6 (100%) 

communicated through pictures Creativity and innovation 
Reen ineerin towards efficient, quality, innovative service 

Meaning of the messages conveyed Corporate history in the provision of financial services to 6 of 6 (100%) 

via body copies customers throughout Nigeria in the last 100 years. 
Reengineering and repositioning to provide a better, efficient, 
innovative services 

Meaning of the messages expressed Size, ability to operate speedily and efficiently 6 of 6 (100%) 
through corporate signatures Corporate history 

Pioneering position as the first financial services institution 

Source: developed by author 
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8.5.3.2 Interviewee interpretation of Union Bank's Union Bank in the age of change 

corporate advertisement 

8.5.3.2.1 What came to mind when interviewees were first confronted with 

advertisements 

All of the five interviewees opined that the notions of change management and 

innovation dominated their minds when they were first confronted with the Union 

Bank in the age of change corporate advertisement (see Figure 8.10). These notions or 

concepts were conceived as the approaches drawn by Union Bank of Nigeria Plc to 

reengineer its management style, rejuvenate its business processes, introduction of 

new products and new state of the art technology. One of the interviewees 

interpretation of the advertisement states thus: 

"At the time I first came in contact with the 

advertisement, what struck me was the internal 

reorganisation of our bank especially in the mid 1990s. 

Between the mid 1990s and until recently, our bank 

tried to reengineer itself, its process and its management 

style. We introduced new technologies and we 

implemented better and more efficient ways of ways of 

dealing with customer queries. We developed new and 

better human resource policies and we engaged some of 

the most talented and most experienced bankers. In 
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addition, we introduced new products to the market and 

provided our customers with a more efficient and more 

reliable Union Bank. These are the things that came to 

my mind when I first saw the advertisement and it 

represents the information being presented in this 

advertisement" 

The interviewees' interpretation of what came to mind when confronted by Union 

Bank's Union Bank in the age of change corporate advertisement indicates an attempt 

by Union Bank to position itself as a financial institution changing and driving the 

change in the Nigerian financial services industry. It is also an attempt by Union Bank 

to position itself in the mind of stakeholders as a bank at the forefront of business 

8.5.3.2.2 The meaning of the message conveyed through pictures 

The picture (in the Union Bank's "Union Bank in the age of change corporate 

advertisement") was interpreted by four of the five interviewees in two ways. First, 

majority of the interviewees interpreted the picture as a signification of Union Bank of 

Nigeria Plc's change and preparedness for the newly emerging financial services 

industry. Second, the interviewees argued that the picture of the building housing 

Union bank of Nigeria Plc's international headquarters, which has been designed in 

the shape of figure 1 is reflective of the innovative ability of the bank. The 

interpretation given by one of the interviewees captures this analysis: 
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Figure 8.9: Union Bank Plc's (previously Union Bank Ltd) corporate advertisement 
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The picture in the advertisement is the image of our 

high-rise building. It is the home and headquarters of 

our bank. The architecture was designed creatively to 

look like figure 1. This architecture represents Union 

Bank's creative and innovative ability as well as our 
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poise to deliver better and more efficient banking 

services in future. " 

Interviewee interpretation of the picture of architectural edifice housing Union Bank's 

international headquarters is illustrative of Union Bank's effort to position itself as 

bank at the forefront of change. It is also an attempt to position itself as an innovative 

bank. The attempt towards change and innovative positioning presents Union Bank of 

Nigeria Plc with a transformative and innovative corporate personality. 

8.5.3.2.3 Meaning of the message conveyed via body copies 

In the view of the all of the five interviewees, two interpretations can be drawn from 

the body copy in the Union Bank's "Union Bank in the age of change corporate 

advertisement". First, the body copy in the corporate advertisement signifies Union 

Bank's effort to drive the change in the Nigerian banking industry and its attempt 

towards changing its own banking and management practices. Second, the message 

constructed through the body copy of the corporate advertisement signifies Union 

Bank's innovative ability and its drive towards the introduction of new products and 

new technology. The interpretation give to the body copy by one of the interviewees 

support this view. 

"The text in the advertisement addresses two main 

issues. First it informs customers about our change 

management programme and second it informs our 

customers that we are an innovative commercial bank. 

338 



As a testimony to our change and innovation 

programme, we have developed new products, new and 

more efficient management styles, new technology and 

new office designs and new architecture. Our drive 

towards the reengineering, change and innovation is 

what the text in this advertisement implies" 

Interviewees interpretation of the body copy in Union Bank of Nigeria Plc's corporate 

advertisement as a representation of the bank's drive towards the reengineering of its 

banking practices and management style and the innovation driving the bank towards 

the introduction of new products, new technology, endow Union Bank of Nigeria Plc 

with a transformative and innovative corporate personality. 

8.5.3.2.4 Meaning of the message conveyed through signatures 

The meaning of the message conveyed through Union Bank's corporate signature (i. e. 

name, gliding white horse and slogan) was interpreted by four of the five interviewees 

as a representation of excellence, successful performance, size, speed, strength, and 

reliability. This argument is supported by the interpretation presented below. 

"Our corporate signature is composed of three signs. 

These are our name, our gliding white horse and our 

slogan, which is big, strong, reliable. Basically, our 

name represents our banking service excellence, 

excellent performance and strength. Our gliding horse 
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expresses our ability to provide banking services 

speedily, efficiency, strength and the size our bank and 

its branch network. In addition our slogan signifies that 

we have a large network of branches. It also implies that 

we are dependable, strong and reliable bank. These 

virtues differentiate us from our competitors. " 

Interviewees' interpretation of Union Bank's corporate signature as a representation 

of strength, size, purity, efficiency and reinforces the bank's drive towards the 

development of a transformative and innovative corporate personality. 

8.5.3.2.5 Union Bank Plc: an analysis of interviewees' interpretation of advertisement 

The review of interviewees' interpretations in paragraphs 8.5.3.2.1 to 8.5.3.2.4 

indicates that the meaning of corporate identity was constructed by Union Bank Plc 

from several dimensions. A summary of these dimensions is presented in Table 8.11. 

T_1-1,. 0 11 . TT,,; nn Ranlr nfNioprin Ple 199d_7ffc 

Bank Interviewees Questions Responses Response 
Frequency 

UBN 5 Things that came to mind when Change management and innovation 5 of 5 (100%) 

confronted with advertisement reengineering of management style 5 of 5 (100%) 
Rejuvenation business processes 5 of 5 (100%) 
Development of new products 5 of 5 (100(/, 0) 
Introduction of new state of the art technology 5 of 5 OWN, ) 

Meaning of the messages Change 5 of 5 (100%) 

communicated through pictures Preparedness for the newly emerging financial industry 5 of 5 (100%) 
Innovative ability 5 of 5 100% 

Meaning of the messages conveyed Drive towards industry change 5 of 5 (100%) 

via body copies Change of banking and management practices 5 of 5 (100%) 
Innovative ability 5 of 5 (100%) 
Introduction of new products and new technology 5 of 5 (100%) 

Meaning of the messages expressed Excellence 5 of 5 (100%) 
through corporate signatures Successful performance 5 of 5 (100%) 

Size 5 of 5 (100%) 
Speed 5 of 5 (100%) 
Strength 5 of 5 (100%) 
Reliability 5 of 5 100% 

Source: developed oy autnor 
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8.5.3.3 Interviewee interpretation of UBA's How may we help you? corporate 

advertisement 

8.5.3.3.1 What came to mind when interviewees were first confronted with 

advertisements 

All the five interviewees that were given the advertisement (see Figure 8.11) to 

interpret viewed it as UBA's expression of drive towards change and innovation. An 

interviewee interpretation of this advertisement when he was first confronted reads: 

"Technology! This is what came to my mind. It appears 

our bank is telling its customers that we are technology 

driven financial institution. Until recently we were not 

highly driven by technology. But with the recent 

changes and reorganisation of our bank, we have 

become technology focused and we have also become 

more innovative than before. This in my opinion what is 

being expressed through this advertisement" 
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Figure 8.10: United Bank for Africa (UBA) Ltd's corporate advertisement 
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The interpretation of this advertisement (in relation to what comes to the mind of the 

interviewees when they were first presented the corporate advertisement) is reflective 

of UBA's drive towards change and innovation. The drive towards the virtues of 

change and innovation led to a new UBA with a new and new innovative UBA. These 

virtues personify UBA with a transformative and innovative corporate personality. 
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8.5.3.3.2 The meaning of the message conveyed through picture 

The notion that the picture of the girl with a finely braided hair wearing a head set is a 

representation of UBA's telephone banking services, effort towards innovation and 

reengineering of its management style dominated the views of the five interviewees. 

This analysis is supported by the interpretation given by one of the interviewees. 

"The picture in the message is that of a beautiful young 

girl wearing a headset and attending to customer calls. 

This signifies telephone banking. It must be noted 

however that telephone banking is one of the outcomes 

of the recent changes in our bank. It is outcome of our 

renewed effort to provide innovative financial services. " 

The interpretation of the picture in United Bank for Africa (UBA) Plc's "How may 

we help you? " corporate advertisement presented by majority of the interviewees 

indicate that United Bank for Africa (UBA) Plc developed this advertisement to 

present an innovative and transformative corporate personality. 

8.5.3.3.3 Meaning of the message conveyed via body copies 

The messages conveyed through the body copy addressed UBA's renewed effort 

towards the provision of first class customer services. This is the view that was 
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reiterated in all the five interviewees interpretation of UBA's "How may we help 

you? " advertisement. The quote from one of the interviewees supports this analysis. 

"The body copy is a signification of our customer 

services philosophy. It implies that we now offer top 

quality banking services through telephone banking" 

The review of interviewees' interpretation of the body copy implies that UBA 

attempted to represent itself as an innovative and transformative bank. The body copy 

provides a representation of UBA's innovative and transformative personality. 

8.5.3.3.4 Meaning of the message conveyed through signatures 

UBA's corporate signature is a combination of a name; word mark and corporate 

symbol. All the five interviewees interviewed observed that the name United Bank for 

Africa and its abbreviation (UBA) symbolises change and successful and innovative 

banking. One of the interviewees summarises this point. 

"The UBA signature is a combination of our full name, 

which is United Bank for Africa Limited; and our word 

mark. When you compare this signature with the old, 

you will agree that we have made slight changes to it. 

The change is representative of our new drive towards 

change. Our name clearly indicates that we are a limited 

liability African bank and our word mark represents 
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efficiency, strength, speed and our ability to support 

commerce, industry and agriculture as well as other 

businesses in other sectors of the economy. " 

Interviewee interpretation of the body copy in the corporate advertisement is 

reflective of the attempt by UBA to position itself as a transformative and innovative 

bank. These transformative and innovative positioning defines UBA and defines it 

with an innovative and transformative corporate personality. 

8.5.3.3.5 UBA Plc: an analysis of interviewees' interpretation of advertisement 

The review of interviewees' interpretations in paragraphs 8.5.3.3.1 to 8.5.3.3.4 

indicates that the meaning of corporate identity was constructed by UBA Plc from 

several dimensions. A summary of these dimensions is presented in Table 8.12. 

Tn1,1P R 12- i1RA Plc. 1994-2005 
Bank Interviewees Questions Responses Response I 

Frequency 
UBA 5 Things that came to mind when 5 of 5 (100%) 

confronted with advertisement 5 of 5 (100%) 
5 of 5 (100%) 
5 of 5 (100%) 
5 of 5 100% 

Meaning of the messages 5 of 5 (100%) 
communicated through pictures 5 of 5 (100%) 

5 of 5 100% 
Meaning of the messages conveyed 5 of 5 (100%) 
via body copies 5 of 5 (100%) 

5of5(100%) 
5of5100% 

Meaning of the messages expressed 5 of 5 (100%) 
through corporate signatures 5 of 5 (100%) 

5of5(100%) 
5of5(100%) 
5of5(100%) 
5 of 5 (100%) 

Source: developed by author 
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8.5.3.4 Transformative and innovative corporate personalities: the emergence of two 

new constructs 

The findings from interviewees' interpretation of corporate advertisements in 

paragraphs 8.5.3.2.1 to 8.5.3.2.4 (above) provides enough evidence to argue that 

Nigerian banks to displayed transformative and innovative corporate personalities in 

relation to business and product process change; redesign of new offices; 

reengineering of management styles; introduction of new technology; development of 

new banking products etc. These interpretations endow the banking industry with 

transformative and innovative corporate personalities. This construction dominated 

the ways that operators constructed the meaning of corporate identity between 1994 

and 2005. Table 8.13 makes a summary of this finding. 
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Table R-11- Industry construction of the meaning of cornorate identity 1994-2005 
No of Questions Interviewee (industry) response Dominant Emergent construct 

interviewees interviewee 
(industry) 
response 

16 (All Things that came to FBN Plc 
banks) mind when Changes to offer better, speedy and more efficient services 

confronted with Creative and the innovative ability of First Bank 
advertisement 

iBt N Plc 
Change management and innovation 
reengineering of management style 
Rejuvenation business processes 
Development of new products 
Introduction of new state of the art technology 

UBA Plc 
Change 
Innovation 

Meaning of the FBN Plc 
messages Corporate renewal 
communicated Creativity and innovation 
through pictures Reengineering towards efficient, quality, innovative service 

LUBN Plc 
Change Business and 
Preparedness for the newly emerging financial industry product process 
Innovative ability change 

UBA Plc Redesign of new 
Innovativeness offices TRANSFORAMATIVE 
Reengineering of management style AND INNOVATIVE 
Telephone banking Reengineering of CORPORATE 

management PERSONALITY 
Meaning of the FBNPlc styles 
messages conveyed Corporate history in the provision of financial services to 
via body copies customers throughout Nigeria in the last 100 years. Introduction of 

Reengineering and repositioning to provide a better, new technology 
efficient, innovative services 

Development of 
UBN Plc new banking 
Drive towards industry change products 
Change of banking and management practices 
Innovative ability 
Introduction of new products and new technology 

UBA Plc 
Provision of first class customer services 

Meaning of the FBN Plc 

messages expressed 
through corporate Size, ability to operate speedily and efficiently 
signatures Corporate history 

Pioneering position as the first financial services institution 

EBN Plc 
Excellence 
Successful performance 
Size 
Speed 
Strength 
Reliability 

1TBA Plc 
Change 
Success 
Innovative banking 

source: developed by author 
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8.6 Discussion in the light of the conceptual schema and research question 

In conformity with the schema presented under Figure 6.1 in chapter six, this chapter 

has sought to address how senior executives of the three key operators in the Nigerian 

banking industry (i. e. First Bank Plc, Union Bank Plc, UBA Plc) interpret the 

corporate identity of their banks, which were constructed in some corporate 

advertisements published in the press between 1970 and 2005. Before making a 

review of these findings in this context, a brief summary of this chapter is made. 

Initially, a sample size of sixteen senior (strategy and decision making) executives and 

the rationale for approaching these executives for the purpose of these interviews 

were highlighted and discussed. Kvale's (1996) grounded theory method was drawn 

as a means of analysing interviewees' interpretation of the corporate advertisements 

published in the press by the three largest banks and financial services institutions in 

Nigeria. The use of Glaser and Strauss's (1967) method was hinged on its ability to 

provide insight into how interviewees understood corporate advertisements published 

by the three biggest financial institutions in Nigeria. Table 8.2 below makes a 

summary of the main findings from interviewee interpretation of these corporate 

advertisements. 
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Table 8.14: Findings from the interpretive interview with senior executives 

Findings Details of findings 

I (one) The meaning of corporate identity was interpreted by senior managers of the three largest banks in Nigeria as 
generic corporate personality between 1970 and 1986. The construction of this concept as generic corporate 
personality was stable throughout this period. 

2 (two) Thus the meaning of the concept was constructed by senior managers of the three largest banks in Nigeria as 
distinctive corporate personality between 1986 and 1994. The construction of this concept as distinct corporate 
personality remained stable throughout this period. 

3 (three) Following a stable period, the meaning of corporate identity changed to a combination of innovative and 
transformative corporate personalities. This occurred between 1994 and 2005. These meanings emerged from 
interpretations by senior managers of the three largest banks in Nigeria. 

Source: developed by author 

Based on the findings presented in table, it appears that the meaning of the concept of 

corporate identity was dominantly constructed as generic corporate personality 

between 1970 and 1986 and remained stable throughout this period. The construction 

made a shift towards distinct corporate personality between 1986 and 1994 and 

maintained stability during this period. The meaning of corporate identity also 

witnessed a movement from distinct corporate personality between 1986 and 1994 

towards a combination of transformative and innovative corporate personalities and 

remained stable between 1994 and 2005. These findings are indicative of how the key 

operators in the Nigerian banking industry constructed the meaning of corporate 

identity between 1970 and 2005. Importantly, these outcomes provide an answer to 

the question set out in chapters one and three of this thesis. 

8.7 Summary 

Findings from the preceding chapter indicate that the meaning of corporate identity 

has been constructed as a combination of generic corporate personality (i. e. 1970 to 

1986); distinct corporate personality (i. e. 1986 to 1994) and transformative and 

innovative corporate personalities (i. e. 1994 to 2005). Rather than confirm these 
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findings as it is often done in positivistic studies, this chapter presents us with the 

interpretive interview as another plausible approach capable of addressing the same 

research question (i. e. how do firms construct the meaning of corporate identity over 

time), which was set out in chapter one and chapter three of this thesis. 

These findings were obtained following the interpretation of nine corporate 

advertisements published in national and general interest newspapers by senior 

executives of the three largest banks and financial services institutions in the Nigerian 

banking industry. Specifically these findings were analysed using Glaser and Strauss's 

(1967) grounded theory. 

In conclusion, it seems reasonable to argue that the findings generated from this 

chapter strengthens the arguments made in chapter four of this thesis, which is that the 

meaning of corporate identity has been on a trajectory flow of change and stability. In 

addition, findings from this chapter provide an insight into how the meaning of 

corporate identity has been constructed in the Nigerian banking industry over time. 
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CHAPTER NINE: DISCUSSION OF RESEARCH FINDINGS 

CHAPTER TEN: RESEARCH CONTRIBUTIONS, IMPLICATIONS, 

LIMITATIONS AND FUTURE RESEARCH DIRECTIONS 
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CHAPTER NINE: DISCUSSION OF RESEARCH FINDINGS 

9.1 Introduction 

This thesis attempts to examine how the meaning of the concept of corporate identity 

was constructed by the three largest banks in the Nigerian banking industry (i. e. First 

Bank of Nigeria Plc; Union Bank of Nigeria Plc; UBA Plc) between 1970 and 2005. 

Following the development of a theoretical framework in chapters one to five and the 

identification of a suitable research methodology (i. e. interpretive research 

methodology) in chapter six, an empirical analysis of corporate advertisements was 

drawn in chapters seven and eight. Importantly, the empirical chapters attempted to 

address the question under investigation in this research (i. e. how do firms construct 

the meaning of corporate identity over time? ) by deconstructing corporate 

advertisements published during the said period (through critical hermeneutic method) 

as well as providing analytical insights into how senior management executives at the 

headquarters of these banks understand or interpret these corporate advertisements. 

The outcome of the deconstruction of corporate advertisements (in phase one) 

together with the analysis of interpretive interviews with senior managers (in phase 

two) strengthens the argument in the theoretical framework that the industry 

construction of the meaning of corporate identity was on a trajectory flow of 

stabilities and changes between 1970 and 2005. Given its importance, it is worth 

reiterating the outcome of this research. These are discussed briefly below. 

352 



First finding: corporate identity as generic corporate nersonali 

The deconstruction of corporate advertisements together with the analysis of 

interpretive interviews with senior managers of the three largest banks in the Nigerian 

banking industry indicate that the meaning of corporate identity was constructed as 

generic corporate personality between 1970 and 1986. It appears that the construction 

of this concept as generic corporate personality was stable throughout this period. 

Second finding: cor porate identit y as distinctive corp orate personality 

The interpretations derived from the deconstruction of advertisements published 

between 1970 and 1986 and the interpretations generated from the analysis of 

interpretive interviews with senior managers of the three largest banks in the Nigerian 

banking industry reveals that the construction of the meaning of corporate identity 

witnessed a change from generic corporate personality (between 1970 and 1986) 

towards distinctive corporate personality between 1986 and 1994. Evidently, the 

construction of the meaning of corporate identity was stable throughout this period. 

Third finding: corporate identity as a combination of transformative and 

innovative corporate Personalities 

By 1994, the construction of the meaning of corporate identity by the three largest 

banks in Nigeria changed from corporate distinctiveness towards a combination of 

transformative and innovative corporate personalities. This construction, which 
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emerged following the construction of the meaning of corporate identity as corporate 

distinctiveness (between 1986 and 1994) remained stable until year 2005. 

Obiective of this chapter 

The aim of this chapter therefore is to discuss these findings (which are presented 

briefly in the paragraphs above) with reference to the question (i. e. how do firms 

construct the meaning of corporate identity over time) being investigated in this 

study. These findings are discussed comprehensively in the paragraphs that follow. 

9.2 Corporate identity as generic corporate Personality (1970-1986) 

The meaning of corporate identity was constructed by the three largest banks in the 

Nigerian banking industry as generic corporate personality between 1970 and 1986. 

The factors of credit support for industry, commerce and agriculture; comprehensive 

banking services; corporate history; size/branch network, which influenced the 

development of this construct are discussed in the paragraphs that follow. Table 8.5 

gives a graphic description of this view. 

9.2.1 Provision of credit support for industry, commerce and agriculture 

Phase one of the empirical research (i. e. the deconstruction of corporate 

advertisements) found that the three largest banks in the Nigerian banking industry 

(i. e. First Bank of Nigeria Plc; Union Bank of Nigeria Plc; UBA Plc) presented the 

provision of credit services to businesses operating in industry, commerce and 
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industry as a signification of how the three largest banks in the Nigerian banking 

industry constructed the concept of corporate identity. See Table 7.1. Phase two of the 

empirical study, the analysis of interpretive interviews with senior management 

executives of the three largest banks in the Nigerian banking industry strengthens this 

position. It found out that the views of all senior management executives (see Tables 

8.2,8.3,8.4 and 8.5) strengthens the notion in phase 1 (see Table 7.1) that the 

provision of credit services to industry, commerce and industry represents how the 

three largest banks in Nigeria constructed the concept of corporate identity in the 

period under review. Importantly, this representation contributed significantly towards 

the construction of the meaning of corporate identity as generic corporate personality. 

Importantly, this finding supports the argument grounded in theoretical review of 

literature (see chapter four). 

9.2.2 Provision of comprehensive banking services 

The empirical findings via phase one of this research (i. e. critical hermeneutic 

analysis of corporate advertisements) showed that corporate identity was partly 

constructed as a phenomenon reflective of the comprehensive banking services 

provided by the three largest banks in the Nigeria banking industry between 1970 and 

1986 (see table 7.1). This finding was supported in chapter eight when it was reported 

that the three largest banks in Nigeria presented the provision of comprehensive 

banking services (see Tables 8.2,8.3,8.4 and 8.5) as a representation of their 

corporate identity. This finding, which contributes towards the overall construction of 

the meaning of corporate identity as generic corporate personality (between 1970 and 

1986) strengthens the argument in theoretical literature (see chapter four) that the 
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meaning of corporate identity was constructed as a representation of the 

comprehensive banking services offered by these banks. 

9.2.3 Corporate history 

The construction of corporate identity as a representation of corporate history was 

highlighted in the empirical research. For example in the outcome of the critical 

hermeneutic analysis of corporate advertisements published by the three largest banks 

in Nigeria between 1970 and 1986, the author found out that the concept of corporate 

identity was constructed as a representation of a firm's performance since the date of 

incorporation (see Table 7.1). This position is firmly supported by second phase of 

this study involving interpretive interviews with senior managers working for the 

three largest banks in the Nigerian banking industry. All the managers interviewed 

expressed the notion that corporate identity was constructed as a reflection of a firm's 

history especially since the date of incorporation (see Tables 8.2,8.3,8.4 and 8.5). 

This empirical finding supports those derived from the theoretical framework of 

literature review presented in chapter four of this thesis. 

9.2.4 Size/branch network 

The critical hermeneutic analysis of corporate advertisements, which constitutes the 

first phase of this study, provides considerable evidence to show that the three largest 

banks in Nigeria attempted to construct corporate identity by laying emphasis on their 

large size of the large branch network (see Table 7.1). This argument was firmly 

supported by all the interviewees in phase two. Importantly, the outcome of the 
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analysis of interpretive interviews with senior managers showed that the three largest 

banks in the Nigerian banking industry presented the large size of the banks or their 

large branch network (throughout the country) as a representation of corporate 

identity is constructed between 1970 and 1986 (see Tables 8.2,8.3,8.4 and 8.5). The 

finding generated from this empirical analysis strengthens the argument in the 

theoretical literature in chapter four of this thesis. 

9.2.5 The development of a generic corporate personality 

The discussion in paragraphs 9.2.1 to 9.2.4 indicate that the three largest banks in the 

Nigerian banking industry displayed similar characteristics in relation to (1) the 

provision of credit support for industry, commerce and agriculture; (2) provision of 

comprehensive banking services to customers; (3) expression of history; and (4) 

expression of corporate size and branch network. These similar characteristics, which 

constitute the core personality of a firm triggers the development of a strong industry- 

wide generic corporate personality between 1970 and 1986 (see Tables 7.1 and 8.5). 

9.2.6 Comments in the light of the research question and research objective 

The theoretical frameworks proscribing the arguments developed under the literature 

review and empirical analysis sections of this thesis bear unanimity. It was argued 

under the review of literature in chapter four that the meaning of corporate identity 

was constructed by the three largest banks in the Nigerian banking industry as a 

reflection of their (1) provision of credit support for industry, commerce and 

agriculture; (2) provision of comprehensive banking services to customers; (3) 
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expression of corporate history; and (4) expression of corporate size and branch 

network. These arguments were strengthened under a two phase empirical analysis 

involving the deconstruction of corporate advertisements published by the banks 

between 1970 and 1986 as well as an interpretive interview with senior managers at 

the headquarters of these banks. Although the views generated in the second phase of 

the empirical study are not replicated with exactitude, the dominant views expressed 

during the interpretive interview phase are nevertheless in agreement with the 

outcome of the critical hermeneutic deconstruction of corporate advertisements in the 

first phase. Importantly, the outcome of this study goes to show that the meaning of 

corporate identity has been constructed as generic corporate personality between the 

period of 1970 and 1986. It is noted that the theoretical and empirical arguments, 

linked by the research design, indicate broadly similar arguments. This finding (i. e. 

the industry construction of the meaning of corporate identity as generic corporate 

personality) however, constitutes only a part of the research (i. e. 1970 to 1986 period). 

It is part of an attempt towards proffering an answer to question under investigation in 

this thesis. 

9.3 Corporate identity as distinctive corporate Personality (1986-1994) 

Between the period of 1986 and 1994, the three largest banks in the Nigerian banking 

industry constructed the meaning of corporate identity drawing on its distinctive 

characteristics including unique corporate history that cannot be imitated and unique 

service quality that cannot be matched by competitors. The characteristics that the 

three largest banks drew upon to differentiate themselves include (1) rich but unique 

corporate history, (2) unique service quality, (3) unique achievements, (4) innovative 
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and groundbreaking activities and (5) core competencies. These constructions, which 

influenced the development of a distinctive corporate personality throughout this 

period (1986 to 1994), are discussed in full in the paragraphs that follow. 

9.3.1 Rich but unique corporate history 

The construction of the concept of corporate identity as a phenomenon reflective of a 

firm's rich but unique history during the 1986 to 1994 period of study was indicated 

in the first and second phases of empirical findings. For example, the critical 

hermeneutic deconstruction of corporate advertisements published by the three largest 

financial institutions in the Nigerian banking industry proposed the construction of 

corporate identity as a representation of how firms express their unique history with 

reference to events such as the date of business incorporation, which is exclusive to 

the banks, their historic reputation and corporate performance (see Table 7.2) since 

inception. The outcome of the analysis of interpretive interviews held with senior 

managers supports this view (see Tables 8.6,8.7,8.8 and 8.9). All the managers 

interviewed opined that the three largest banks in the Nigerian banking industry 

constructed the concept of corporate identity as a representation of the banks' date of 

incorporation. The findings generated from this empirical analysis strengthen the 

argument presented in the review of theoretical literature in chapter four. 

9.3.2 Unique service quality that cannot be matched by competitors 

Phase one of this research involving the deconstruction of corporate advertisements 

indicates that the three largest banks in the Nigerian banking industry constructed the 
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notion of corporate identity as a phenomenon indicative of the unique service quality 

offered by the banks, which cannot be matched or surpassed by competitors (see 

Table 7.2). The argument has been supported by the outcome of the analysis of 

interpretive interviews held with senior managers of the same banks (see Tables 8.6, 

8.7,8.8 and 8.9). All the managers argue that the concept of corporate identity was 

constructed as a manifestation of the banks' unbeatable top quality banking services, 

which is being offered to customers. Findings from the two phases of empirical 

research strengthen the theoretical argument put forward within the theoretical 

framework of literature review in chapter four of this thesis. 

9.3.3 Unique achievements 

The critical hermeneutic interpretations generated from the deconstruction of 

corporate advertisements in phase one of this study reported that the concept of 

corporate identity in the Nigerian banking industry was constructed as a set of unique 

achievements accomplished by a bank. The report from the deconstruction of 

advertisements indicates that the notion of corporate identity was constructed as a 

phenomenon which positions a firm as having the largest asset base, creation of the 

first free advisory services, attainment of the highest profit level, accomplishment of 

an unparalleled savings balance, development of the largest branch network, 

achievement of the widest industry experience (see Table 7.2). Phase two of the 

empirical research supported this view. In the view of all the senior executives of First 

Bank Plc for instance, the concept of corporate identity reflects the unique features of 

a firm - especially its achievements. All of First Bank's senior managers argue that 

while these unique accomplishments (i. e. largest asset base, creation of the first free 
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advisory services, attainment of the highest profit level, accomplishment of an 

unparalleled savings balance, development of the largest branch network, 

achievement of the widest industry experience) differentiates the banks from 

competitors, these factors also signify what the concept of corporate identity means 

(see Tables 8.6,8.7,8.8 and 8.9). Importantly, the two phases of empirical research 

support the argument presented in chapter four of this thesis. 

9.3.4 Innovative and groundbreaking activities 

The deconstruction of corporate advertisements through critical hermeneutic method 

in the first phase of the empirical research showed that the concept of corporate 

identity in the Nigerian banking industry was constructed as a manifestation of the 

innovative and groundbreaking business activities of a bank (see Table 7.2). This 

position was supported by the views of managers during the interpretive interview 

phase of this study. For all the managers, the construction of the concept of corporate 

identity in the Nigerian banking is signification of the innovative or pioneering 

business ability of the key operators of this industry. For instance, all the managers at 

UBA Plc opine that the innovative and pioneering spirit with which the bank carries 

out its business activities led the bank to pioneering several new business initiatives. 

This in the view of these managers is at the heart of the banks corporate personality 

and it inadvertently represents the bank's corporate identity (see Tables 8.6,8.7,8.8 

and 8.9). This view together with the outcome of the deconstruction of advertisements 

in the first phase of the empirical study corroborates the arguments presented in 

review of literature in chapter four. 
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9.3.5 Core competencies 

The empirical findings in the first phase of this study showed that the deconstruction 

of corporate advertisements published by the three largest banks in the Nigerian 

banking industry constructed the concept of corporate identity as core competencies 

or as the core abilities of Nigerian banks. The interview phase of this study 

corroborated this viewpoint (see Table 7.2). Specifically, the review of the 

interpretive interviews held with all senior managers positioned the concept of 

corporate identity as a representation of the bundles of skills developed or created 

within the banks. For instance, all the managers interviewed at First Bank Plc 

conceived corporate identity as a phenomenon indicative of the bank's ability to 

provide fast and efficient banking services to customers (see Tables 8.6,8.7,8.8 and 

8.9). This ability in the views of these managers represents (metaphorically speaking) 

the nucleus of the bank's personality and it is indicative of what corporate identity 

means for the bank. Importantly, these findings support the argument in the 

framework of theoretical literature in chapter four of this thesis. 

9.3.6 The development of a distinctive corporate personality 

The discussion in paragraphs 9.3.1 to 9.3.5 together with the review of theoretical 

literature in chapter four reveals that the meaning of corporate identity was 

constructed as a concept indicative of a firm's unique accomplishments (i. e. largest 

branch network, largest asset base, unique corporate history, innovativeness and so 

on) (see Tables 8.6,8.7,8.8 and 8.9). Although, it may appear that (in some cases) 

362 



this construction may not necessary have a theoretical basis under the literature 

review, nevertheless, it does not challenge the dominant view that the meaning of 

corporate identity was constructed as a unique phenomenon. It must be noted however 

that these unique characteristics, which constitute the part of these banks' personality 

influenced the development of a distinctive corporate personality between throughout 

the industry between the period of 1986 and 1994 (see Table and 8.9). 

9.3.7 Comments in the light of the research question and research objective 

The framework of theoretical literature and the outcome of the deconstruction of 

corporate advertisements and the outcome of interpretive interviews with senior 

management executives of the three banks are similar. The review of the outcome of 

the two phases of research in chapters seven and eight indicate that the meaning of 

corporate identity has been dominantly constructed as distinctive corporate 

personality. Although this finding does not provide an over all answer to the question 

under investigated in this study, it nevertheless less represents one of the ways in 

which the meaning of corporate identity has been constructed by key operators of the 

Nigerian banking industry between 1986 and 1994. The next paragraph attempts to 

discuss and analyse how the meaning of corporate identity was constructed by these 

key operators during the remaining period (i. e. 1994 to 2005) under investigation. 
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9.4 Corporate identity as transformative and innovative corporate personalities 

(1994-2005) 

The three largest banks in the Nigerian banking industry (i. e. First Bank Plc, Union 

Bank Plc and UBA Plc) constructed their corporate identity as a combination of 

transformative and innovative corporate personalities between 1994 and 2005. This 

construction was accomplished by these banks by laying emphasis on issues such as 

the changes adopted by the banks in their business processes, redesign of new offices, 

reengineering of management styles, introduction of new business technologies and 

the development new banking products. These issues, which led to the construction of 

the concept of corporate identity as a combination of transformative corporate 

personality and innovative corporate personality between 1994 and 2005, are 

discussed comprehensively in the paragraphs that follow. 

9.4.1 Business and product process change 

The concept of corporate identity was constructed as a representation of the business 

and product change processes witnessed in the Nigerian banking between the period 

of 1994 and 2005. This construction is reflected in the outcome of the deconstruction 

of corporate advertisements via the critical hermeneutic analysis (see Table 7.3). The 

construction of corporate identity as an expression of the banks' business and product 

process change has also been reiterated in the second phase of this study (see Tables 

8.10,8.11,8.12,8.13) involving interpretive interviews with senior management 

executives of the three largest banks in the Nigerian banking industry. Essentially, 
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these two phases of research (i. e. critical hermeneutic phase and interpretive interview 

phase) are corroborative of the arguments presented in the framework of the review of 

theoretical literature. 

9.4.2 Redesign of new offices 

Phase one of this research, the outcome of the critical hermeneutic analysis of 

corporate advertisements published by the three largest banks in the Nigerian banking 

industry, indicated the concept of corporate identity was constructed as a 

manifestation of the redesign of new business offices (see Table 7.3). This view was 

corroborated in the second phase of this study involving interpretive interviews with 

senior management executives of the three largest banks in the Nigerian banking 

industry (see Tables 8.10,8.11,8.12,8.13). In the view of all managers interviewed at 

First Bank Plc and Union Bank Plc for instance, the concept of corporate identity 

manifests in the redesign of their business offices and premises. These new designs 

reflect the banks' corporate identity. This is seen to be at the centre of these new 

designs. These empirical findings are supportive of the arguments developed in the 

framework of the review of conceptual literature in chapter four of this thesis. 

9.4.3 Reengineering of management styles 

One of the major findings emerging from the review of theoretical literature in this 

thesis is the argument that corporate identity is partly reflective of the reengineering 

that takes place in management styles. This theoretical argument is firmly supported 

by the outcome of the deconstruction of corporate advertisements using critical 
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hermeneutic analysis (see Table 7.3). The construction of the concept of corporate 

identity as a phenomenon reflective of the reengineering of management styles is also 

indicated in the outcome of the interpretive interviews carried out with senior 

executives (see Tables 8.10,8.11,8.12,8.13). All the senior managers at First Bank 

and Union Bank opined that the construction of corporate identity lies at the 

reengineering of the banks' entire business activities. 

9.4.4 Introduction of new technology 

The adoption of critical hermeneutic method in the analysis of corporate 

advertisements indicates that the concept of corporate identity was constructed as a 

reflection the ability of a bank to adopt the use of information and electronic 

technologies in their business operations (see Table 7.3). This position is firmly 

supported in the second phase of empirical study following the analysis of interpretive 

interviews with senior managers. The analysis of interpretive interviews with senior 

managers indicates that the concept of corporate identity was constructed as 

introduction of new information and electronic technologies (see Tables 8.10,8.11, 

8.12,8.13). These findings support the arguments advanced in the review of literature. 

9.4.5 Development of new banking products 

The deconstruction of corporate advertisements through critical hermeneutic analysis 

of corporate advertisements (see Table 7.3) together with the outcome of interpretive 

interviews with senior managers of the three largest banks in Nigeria indicate that the 

concept of corporate identity was constructed as a reflection of the development of 
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new bank products between the period of 1994 and 2005 (see Tables 8.10,8.11,8.12, 

8.13). This position is supported by the strands of arguments under literature review. 

9.4.6 The development of transformative and innovative corporate personalities 

The discussion in paragraphs 9.4.1 to 9.4.5 indicates that the three largest banks in the 

Nigerian banking industry displayed transformative and innovative characteristics in 

relation to (1) business and product process change; (2) redesign of new offices; (3) 

reengineering of management styles; (4) introduction of new technology; (5) 

development of new banking products. These characteristics influenced the 

development of a combination of transformative and innovative corporate 

personalities between 1970 and 1986 (see Tables 7.3 and 8.13). 

9.4.7 Comments in the light of the research question and research objective 

The theoretical arguments presented under the review of theoretical literature together 

with the arguments advanced under the empirical analytical sections this thesis are 

related. The argument presented in chapter four of this thesis is that the meaning of 

corporate identity was constructed by the three largest banks in the Nigerian banking 

industry as a reflection of their (1) business and product process change; (2) redesign 

of new offices (3) reengineering of management styles; (4) Introduction of new 

technology; (5) development of new banking products. These conceptual arguments 

were strengthened by the development of a two phase empirical analysis incorporating 

the deconstruction of corporate advertisements published by the banks between 1994 

and 2005 as well as an interpretive interview with senior managers of banks. 
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Importantly, the outcome of this study demonstrates that the meaning of corporate 

identity was constructed as a combination of transformative corporate personality and 

innovative corporate personality. This finding (i. e. the construction if the meaning of 

corporate identity as a combination of transformative corporate personality and 

innovative corporate personality between 1994 and 2005) represents the final part of 

empirical study (i. e. 1994 to 2005 period). It answers (in part) the question being 

investigated under thesis. 

9.5 Comments in the light of the social constructionist based model and findings 

The argument emerging from the social constructionist based model presented in 

chapter two of this research highlighted the repetitive, habitualised, ongoing and 

never-ending nature of business activities, especially a firm's personality. Findings 

from the deconstruction of nine corporate advertisements in the empirical chapters of 

this thesis support this viewpoint. Importantly, the deconstruction of these corporate 

advertisements through critical hermeneutics in chapter seven, together with the data 

generated from the interpretive interview in chapter eight indicates that the industry 

construction of the meaning of corporate identity has been on an ongoing flow of 

stabilities and change. Specifically, the empirical data generated from these chapters 

indicates that the industry construction of the meaning of corporate identity moved 

from corporate identity as generic corporate personality between 1970 and 1986 to 

distinctive corporate personality between 1986 and 1994. Following the construction 

of the meaning of corporate identity as distinctive corporate personality between 1986 

and 1994, the industry construction of this concept changed to a combination of 

transformative and innovative corporate personalities between 1994 and 2005. Whilst 
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this outcome strengthens the argument presented under the social constructionist 

corporate identity model in chapter two, it also provides an answer to the question set 

out in chapters one and three of this thesis. 

9.6 Summary 

This chapter sought to juxtapose the theoretical framework with the empirical 

evidence developed the process of this research. The research question and schema 

put forward in chapters one, three and six became the integrative mechanism for the 

research design and the subsequent findings from the two phases of research 

discussed in chapters seven and eight. The discussion in this chapter addressed the 

three major periods in which the meaning of corporate identity was constructed by the 

three largest banks in the Nigerian banking industry. For instance, the argument 

stipulated in the first period (i. e. 1970 to 1986) under investigation is that the meaning 

of corporate identity was constructed as generic corporate personality. This position 

was firmly conceptualised by drawing on theoretical and empirical evidences to argue 

that the display of strong industry-wide characteristics such as ((1) the provision of 

credit support for industry, commerce and agriculture; (2) provision of comprehensive 

banking services to customers; (3) expression of history; and (4) expression of 

corporate size and branch network) triggered the development of generic corporate 

personality throughout the Nigerian banking industry between 1970 and 1986. 

Similarly, the discussion in this chapter examined the argument presented in the 

second period (i. e. 1986 to 1994), which is that the meaning of the concept of 

corporate identity was constructed as distinctive corporate personality. Theoretical 
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and empirical evidence to this effect was presented by presenting an analysis of how a 

number of factors (i. e. unique corporate history, unique service quality, unique 

achievements, innovative and groundbreaking activities, core competencies) led the 

Nigerian banking industry towards the development of a distinctive corporate 

personality during the period under review. 

The third period being investigated in this study (i. e. 1994-2005) addresses the notion 

that the meaning of corporate identity was constructed as a combination 

transformative corporate personality and distinctive corporate personality. The 

theoretical and empirical evidence presented in this chapter highlighted several factors 

(i. e. business and product process change; redesign of new offices; reengineering of 

management styles; introduction of new technology; development of new banking 

products), which contributed towards the emergence of these new constructs during 

the period under review, were addressed. 

The next chapter makes an attempt to draw together the important findings generated 

from the framework of literature review as well as the framework of supporting 

evidences derived from the empirical chapters of this thesis. It will also examine the 

implication of these findings for corporate identity theory and practice. 
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CHAPTER TEN: RESEARCH CONTRIBUTIONS, IMPLICATIONS, 

LIMITATIONS AND FUTURE RESEARCH DIRECTIONS 

10.1 Introduction 

This chapter makes an attempt to bring together the contributions that emerged from 

the conceptual, methodological and empirical chapters of this thesis. It also aims to 

highlight, underscore and draw attention to the implication of these contributions for 

corporate identity theory and practice. Put another way, this chapter aims to draw 

together what has been accomplished throughout the process of this doctoral research 

and highlight what these contributions imply for the theory and practice. 

In order to amalgamate these contributions, this chapter has been further delineated 

into five paragraphs. The first paragraph makes a summary of the contributions from 

this thesis. The second and third paragraphs provide an insight into the implication of 

the contributions from this thesis for corporate identity theory and practice. The next 

paragraph makes an analysis of the limitation of this research and makes 

recommendations for future research directions. The chapter ends with a concluding 

remark on the objective of this thesis and its outcome. 

10.2 Contributions emerging from thesis 

Four important contributions emerged from the second chapter of this thesis. First, the 

review of literature indicates all existing corporate identity formations process models 
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(Kennedy, 1977; Dowling, 1986; Abratt, 1989; Balmer, 1995b; van Riel and Balmer, 

1997; Marwick and Fill, 1997; Stuart, 1998b, 1999b; Alessandri, 2001; Melewar and 

Woodridge, 2001; Suvatjis and de Chematony, 2005) are positivistic in nature. Thus 

there is a lack of a social constructionist based model that could be drawn to examine 

the relationship between social constructionism and the concept of corporate identity. 

This study attempted to overcome this challenge by deconstructing existing corporate 

identity process models (Kennedy, 1977; Dowling, 1986; Abratt, 1989; Balmer, 

1995b; van Riel and Balmer, 1997; Marwick and Fill, 1997; Stuart, 1998b, 1999b; 

Alessandri, 2001; Melewar and Woodridge, 2001; Suvatjis and de Chernatony, 2005) 

into five conceptual typologies namely `environmental', `corporate personality', 

`mission', `strategy', and `communication' driven models. A critique of these models 

led to the conceptualisation of a social constructionist based model, which articulates 

how corporate identity is formulated. In addition, the deconstruction of these models 

provide a comprehensive analysis of all arguments in corporate identity formation 

processes and in addition, the models gives a highlight of the mandatory presence of 

major and minor components within corporate identity formation process literature. 

Second, conceptual literature on identity studies is very explicit as to the source of 

organisational identity and social identity theories. While some authors trace identity 

theories to Mead's (1934) epistemological philosophy (Hatch and Schultz, 2002) 

others (see Gioia, et al, 2000) contend that organisational identity literature such as 

the influential work of Albert and Whethen (1985) has been inspired by a combination 

of the epistemological philosophies of Cooley (1902/1964); Goffman (1959) and 

Mead (1934). Whatever the philosophical sources of these academic fields of study, it 

appears that social and organisational identity theories has their roots firmly grounded 
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in strong philosophical epistemologies. The review of the works of some of the most 

influential and prolific authors in corporate identity studies (i. e. Balmer, 1998,2001a; 

Balmer and Greyser, 2002,2006; Melewar and Karaosmanoglu, 2006; Melewar & 

Saunders, 1999a, 2000; Melewar, Saunders and Balmer, 2001a) which appears in 

some world class journals are founded mostly on corporate strategy theory. Authors 

have yet to provide corporate identity studies with a strong epistemological 

foundation. This chapter addressed this gap by developing a synthesis which builds 

ontological assumptions under social constructionism into discourses emerging from 

the social constructionist based corporate identity model. Consequently, seven points 

of interconnectivity between these two disciplines were put forward. These include 

social order, direction, stability; social interaction; habitualisation; institutionalisation; 

historicity; control; communication. These points of interconnectivity provides an 

epistemological and ontological rationale for approaching future work on the meaning 

of corporate identity and other works concerning corporate identity in general. 

The seven mutual points of interconnectivity as developed in this study is hinged on 

the notion that corporate identity emerges through formal or informal interactions 

between corporate actors (who act on behalf of the firm) and stakeholders. There is 

evidence to suggest that a great deal of effort is placed on the management of the 

formal outcome of interactions between managers and stakeholders. However, there is 

very limited proof to argue that the outcome of informal interaction between corporate 

actors and stakeholders is viewed as importantly as the formal management of 

corporate identity. The monitoring and effective management of informal expressions 

of corporate identity can help to build a strong and more effective corporate identity 
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among customers and other stakeholders who interact daily with service based firms 

such as banks, insurance companies etc. 

Five important contributions emerged from the review of literature in chapter three. 

First, this chapter presented evidence to argue that the theoretical construction of the 

meaning of corporate identity has been on ongoing flow of stability and change. 

Specifically, it was argued that the meaning of corporate identity was dominantly 

constructed as corporate personality and CI mix between 1970 and 1984. It also 

argued that following the publication of Albert and Whetten's (1985) influential text 

in the mid 1980s, the theoretical construction of the meaning of corporate identity as 

corporate personality and CI mix (between 1970 and 1984) changed dramatically to 

corporate distinctiveness. The construction of corporate identity as corporate identity 

and CI mix however remained constant during this period. By 1995, the theoretical 

construction of corporate identity changed to TED-central, enduring, distinctiveness' 

and organisational image. This remained stable until 2008. The ongoing changes and 

stabilities that were witnessed in the theoretical construction of the meaning of 

corporate identity represent the first contribution emerging from the third chapter. 

Second, contrary to the view that the meaning of corporate identity is fraught with 

lack of consensus (Topalian, 2003; Cornelissen and Harris, 2001; Balmer and Wilson, 

1998; van Rekom, 1997; van Riel and Balmer, 1997; Baker and Balmer, 1997; 

Balmer, 2001b) evidence emerged from this chapter that this may not be completely 

true. This is because this study demonstrates that there is a growing notion of 

consensus on the meaning of corporate identity within a framework of disagreements. 
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Figure 10.1: Corporate identity divide 
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The variety of ways in which the meaning of corporate identity has been constructed 

between 1970 and 2008 illustrates a dichotometric, trichotometric and 

quatrochotometric divide along two, three and four lines of thought. Each of these 

lines of divide. which represent the disagreement in the theoretical construction of 

corporate identity, equally contains common, unified, related and correlated views on 

the meaning of this concept. Based on the review of theoretical literature. it appears 

that there is both a "lack of consensus" as well as "framework of accords" on the 

theoretical construction of the meaning of this concept. Figure 10.1 gives a 
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description of how unified constructions of the meaning of corporate identity function 

cohesively within the dichotometric, trichotometric and quatrochotometric 

framework. This argument represents the second contribution in this conceptual 

chapter. 

The third contribution in chapter three emerged from the failure to successfully 

resolve the raging confusion that beset the meaning of corporate identity. The inability 

to resolve this confusion encouraged some authors to develop social theory models 

(see Balmer, 1995b; van Riel and Balmer, 1997; Cornelissen and Harris, 2001; He 

and Balmer, 2007; Moingeon and Ramanantsoa, 1997) which compartmentalise and 

describe common assumptions in theoretical construction of the meaning of this 

concept. Essentially, this led to a paradigmatic shift from the search for a universal 

definition to an attempt to provide a better and deeper understanding of the concept. 

Fragments emerging from the elements that constitute the social theory models of 

corporate identity were drawn to together at two levels of convergence namely CI mix 

level and corporate personality level. At the CI mix level, a synthesis, which 

integrated common and unifying chords of arguments (i. e. corporate symbol, 

behaviour, corporate communications and multidisciplinary) from the social theory 

models of corporate identity, were presented. Similarly, the corporate personality 

level brings together corporate and internal personality elements within these models. 

These two syntheses represent the fourth and fifth contributions in chapter three. 

Two major contributions emerged from chapter four. The first contribution indicates 

that the meaning of corporate identity (in the Nigerian banking industry) has been on 
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a trajectory flow of change and stability; triggered by a myriad of regulatory and 

deregulatory policies together with an untimely outbreak of financial distress. The 

outcome of this study reveals that the meaning of this concept was dominantly 

constructed as generic corporate personality between 1970 and 1986 and remained 

stable throughout this period. This has been so given the regulatory nature of business 

activities of the key operators of the Nigerian banking industry. Following the 

deregulation of this industry in 1986, this construction made a shift towards distinct 

corporate personality between 1986 and 1994 and maintained stability during this 

period. The meaning of corporate identity also witnessed a movement from distinct 

corporate personality between 1986 and 1994 towards a combination of 

transformative and innovative corporate personalities and remained stable between 

1994 and 2005. This is so given the liquidation of many banks by the CBN and the 

recognition by the key operators that such a liquidation exercise provides a unique 

opportunity to be innovative and transform their entire business processes. 

The second contribution made in this study addresses four new conceptualisations. 

These are generic, distinct, transformative and innovative corporate personalities. 

Generic corporate personality refers to the display of similar, homogeneous and 

unified corporate characteristics throughout the banking industry. Distinct corporate 

personality came about in view of the desire by key industry operators to distinguish 

themselves by express who and what they are, following the rise in the use of 

competitive marketing strategies in the banking. Transformative and innovative 

corporate personalities are interconnected. Both refer to the display of signals of 

change and renewal in business processes. The concepts signify the introduction of 

products and processes in relation to a firm's corporate character. 
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One major contribution emerged in the methodological chapter of this thesis. This 

contribution emerged from the positioning of the research question (how do firms 

construct the meaning of corporate identity over time) within the context of a variety 

of methodologies (i. e. quantitative, qualitative, mixed and exploratory 

methodologies). A critique of theoretical literature on research methodology indicates 

a lack of fit between these methodologies and the research question. Consequently, 

the lack of fit between any of these methodologies (on the one hand) and the research 

question (on the other) led to the adoption of a methodology (i. e. interpretive research 

methodology) which is not commonly used in corporate identity studies signifies a 

turning point. This represents a breakaway from the usual positivistic approach to 

corporate identity studies. This contribution indicates that work on the meaning of 

corporate identity can also be approached from an interpretive perspective. 

Two major contributions, which strengths the arguments put forward in the 

conceptual chapters of this thesis emerged in chapters seven and eight. The first 

contribution relates to how the meaning of corporate identity has been constructed by 

the three major operators of the Nigerian banking industry. This contribution emerged 

based on the empirical evidence gathered from the critical hermeneutic analytical 

phase (i. e. chapter seven) and the interpretive interview phase (chapter eight). The 

outcome of analysis of data in these chapters indicates that the industry construction 

of the meaning of corporate identity has been on an ongoing trajectory flow of change 

and stability. Specifically, evidence emerged from these chapters (i. e. chapters seven 

and eight) to argue that the meaning of corporate identity was constructed as generic 

corporate personality between 1970 and 1986 and remained stable throughout this 
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period but made a shift towards distinct corporate personality between 1986 and 1994 

and maintained stability during this period. The meaning of corporate identity also 

witnessed a shift from distinct corporate personality between 1986 and 1994 towards 

a combination of transformative and innovative corporate personalities and remained 

stable between 1994 and 2005. Importantly, the ongoing stabilities and changes 

witnessed in the construction of corporate identity throughout these period is 

representative how the Nigerian banking industry construct the meaning of the 

concept of corporate identity over time. 

The second contribution represent the bulk of the new constructs (i. e. generic 

corporate personality, distinct corporate personality, transformative corporate 

personality and innovative corporate personality) emerging from the hermeneutic and 

interpretive interview phases of this thesis. These constructs have been discussed 

above. 

10.3 Implication of contributions for corporate identity theory 

This thesis attempted to provide an epistemological foundation by positioning social 

constructionism within the context of corporate identity. The review of literature 

indicate that although social constructionism has been deployed in the fields of 

business management and organisational studies, it has however not been sufficiently 

addressed within the nascent disciplines of corporate identity and corporate 

marketing. Until date, majority of studies conducted within the disciplines of 

corporate marketing and corporate identity has been positivistic. There is no known 

study in any western or high profile business or management journal that addressed 
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corporate identity issues from a social constructionist lens. Thus, social 

constructionist phenomenon is yet to be sufficiently addressed within the nascent field 

of corporate marketing and more importantly within corporate identity studies. 

Consequently, it is argued that the use of social construction within the realm of 

corporate identity and corporate marketing studies is new. More importantly, this 

study attempts to make a break from the traditional positivistic approach to corporate 

identity by laying a foundation for the pursuit of corporate identity research from the 

social constructionist epistemological lens. 

The use of the social constructionist perspective portends significant implication for 

the understanding of the meaning of corporate identity. The outcome points to the 

notion that the meaning of corporate identity cannot be understood through authors' 

conceptual constructions alone. It indicates that the meaning of corporate identity is 

better understood by taking a critical review of a firm's corporate communication 

activities. Texts or press advertisements, which constitute a significant proportion of a 

firm's corporate communications, are often loaded with signals and cues which when 

deconstructed provide useful insights into the corporate identity of the sponsor of the 

text. Importantly, the corporate identity of the sponsors of texts can invariably provide 

useful connotations for the meaning of the concept of corporate identity. 

This study is valuable and important because it aims to draw the attention of corporate 

identity and corporate marketing scholars (majority of who are positivists) to the 

social constructionist philosophy. Thus, the study attempts to initiate how social 

constructionism can be drawn as an underlying philosophy for addressing topical 

issues within the disciplines of corporate identity and corporate marketing. Hopefully, 
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this will provide a foundation for gaining deeper knowledge and robust intellectual 

insights into the true meaning of corporate identity, which is currently fraught by 

heated debate (Otubanjo and Melewar, 2007; Melewar and Karaosmanoglu, 2006; 

Topalian, 2003; Cornelissen and Elving, 2003; Motion and Leitch, 2002; Balmer, 

2002b; Balmer and Wilson, 1998; Wilkinson and Balmer 1996; van Rekom, 1997; 

van Riel and Balmer, 1997; Baker and Balmer, 1997; Balmer, 2001b). 

In addition, the study is new and important because it offers a new synthesis, which 

extends beyond the disciplines of corporate identity and social constructionism. The 

synthesis provides ontologically grounded evidence demonstrating the usefulness of 

social construction. The blend of these two constructs provides new insights into the 

issues that bind these disciplines together and how the conceptualisation of these 

issues enhances the understanding of the meaning of corporate identity. 

Existing social theory models on the meaning of corporate identity (Balmer, 1995b; 

van Riel and Balmer, 1997; Moingeon and Ramanantsoa, 1997; Cornelissen and 

Harris, 2001; He and Balmer, 2007) compartmentalize and describe common 

assumptions in the theoretical construction of the meaning of corporate identity. Other 

works (Melewar and Karaosmanoglu, 2006; Podnar, 2005; Schmidt, 1995; Schmidt, 

1997) focus on managerial perceptions of the meaning of this concept. Although these 

models contributed towards the understanding of the meaning of corporate identity, 

they are however limiting in that they failed to acknowledge the ongoing nature of the 

theoretical construction of the meaning of corporate identity, which arguably has been 

prone to changes, stabilities and paradigmatic shifts since the publication of Pilditch's 

(1970) definition of corporate identity. This adds to these studies by providing a 
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longitudinal analysis of the theoretical construction of the meaning of corporate 

identity between 1970 and 2008. Contribution from this study is valuable and 

important for several reasons. First, it provides a broad, comprehensive and 

longitudinal analysis of how the meaning of corporate identity was constructed for 

nearly four decades and highlights the ongoing changes and stabilities witnessed in 

the theoretical construction of the meaning of this concept. In addition, the study 

provides insights into the clusters of accord emerging from the dichotometric, 

trichotometric and quatrochotometric divisions in the meaning of corporate identity. 

Furthermore, this theoretical analysis provides corporate identity and corporate 

marketing scholars with a broad view of the meaning of corporate identity and it gives 

insights into the scope and boundaries of the meaning of the concept. An insight into 

the boundaries and scope of authors' conceptualisations of corporate identity provides 

the basis on which other conceptual issues (i. e. communication, planning, 

management, measurement of corporate identity etc) that depend on a clear 

understand the meaning of corporate identity can advance. In addition, this chapter 

demystifies, draws the lines, pinpoints and makes precise the issues that constitute the 

meaning of corporate identity in theoretical literature. In addition, this study provides 

scholars with a clarification of and insight into what the concept of corporate identity 

is and what it is not. In essence, by making a review of this subject, academics are 

provided with an analysis that squarely distinguishes corporate identity from other 

related concepts and provides a means of confining the meaning of the concept, which 

might otherwise allow it to claim more territory and importance for itself than is 

legitimate. 
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Chapter four makes a departure from previous studies on corporate identity by 

presenting a conceptual insight into how the Nigerian banking firms constructed the 

meaning of corporate identity over a period of thirty-five years, 1970 to 2005. Earlier 

studies tended to focus on theoretical perceptions of corporate identity (Balmer, 

1995b; van Riel and Balmer, 1997; Moingeon and Ramanantsoa, 1997; Cornelissen 

and Harris, 2001; He and Balmer, 2007). This chapter adds to the conceptualisations 

emerging from these theories by presenting evidence to argue that the meaning of 

corporate identity has been theorised from four new constructs namely generic, 

distinctive, transformative and innovative corporate personalities. Unlike existing 

social theory models of corporate identity and other works (Melewar and 

Karaosmanoglu, 2006; Podnar, 2005; Schmidt, 1995; Schmidt, 1997) which 

addressed the meaning of corporate identity at specific periods, this chapter gave 

insight into the ongoing stabilities and changes in industry construction of the 

meaning of corporate identity. 

This study approached the concept of CI mix as a media (i. e. symbols, behaviour and 

corporate communication) through which generic, distinctive, transformative and 

innovative corporate personalities of a firm are expressed. This view runs contrary to 

previous works where corporate identity (CI) mix has been used interchangeably with 

the concept of corporate identity. This chapter takes the view that corporate identity 

addresses the generic, distinctive, transformative and innovative aspects of who and 

what the firm is (Gioia et al., 2000; Topalian, 1984); where the firm is and why it is 

there (Melewar, 2003); where it is going (Downey, 1986); what it does (Topalian, 

1984); how the firm is run, what it stands for (Topalian, 1984); what it believes in and 

how it operates (Abratt, 1989). In essence, the study advocates that the meaning of 
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corporate identity needs to be broadened to accommodate generic, distinct, 

transformative and innovative corporate personalities. 

Surprisingly, unlike what is already known within existing studies positivistic led 

studies, which conceives corporate identity as a combination of elements of the Cl 

mix (see Balmer, 1995b; van Riel and Balmer, 1997; Cornelissen and Harris, 2001; 

He and Balmer, 2007) the notion of corporate identity (within the Nigerian banking 

industry) is seen along the dimensions of corporate personality with refernce to the 

generic nature of the Nigerian banking industry. The outcome of this study also 

indicates that the concept is approached from distinctinctive, transformative and 

innovative corporate personality perspectives. The implication of this shocking 

outcome, which challenges exisiting western positivistic knowledge points to the 

urgent need for western corporate identity academics and researchers to widen their 

understanding of this phenomenon by commissioning further studies that examine the 

nature of corporate identity within non western context. It is apparent from this study 

that deeper understanding of the meaning of corporate identity is achievable if further 

studies on the concept of corporate identity are approached from a non-western 

context. Therefore, commissioning further studies from a non western context will 

serve a useful purpose in advancing existing knowledge within this discipline. 

The majority of empirical works on the meaning of the concept of corporate identity 

(see Melewar and Karaosmanoglu, 2006; Podnar, 2005; Schmidt, 1995; Schmidt, 

1997) and other works on corporate identity in general often employ the use of 

quantitative, qualitative, mixed and exploratory methodologies, which are embedded 

in the positivistic paradigm. This study challenges existing methodologies by 
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approaching the meaning of corporate identity from an interpretive methodological 

approach incorporating critical hermeneutics and interpretive interviews - methods 

which are not commonly used in corporate identity studies. 

The outcome of the deconstruction of the corporate advertisements published between 

1970 and 2005 by the three largest banks in Nigeria and the interpretation of these 

advertisements by senior management executives of these banks strengthened the 

argument that the meaning of corporate identity has been on an ongoing trajectory 

flow of change. It also strengthened the emergence of four new theoretical 

conceptualisations including generic corporate personality, distinct corporate 

personality, transformative corporate personality and innovative corporate personality 

constructs. Contributions from this empirical study present a significant implication 

for the meaning of corporate identity. Unlike the existing literature which positions 

corporate identity as an embodiment of the elements that make up the corporate 

identity mix (see van Riel and Balmer, 1997). Contributions from the interpretation of 

corporate advertisement make a departure from this conceptualisation. It presents 

empirical evidence to argue that corporate identity implies generic, distinctive, 

transformative and innovative aspects of a firm's corporate personality (Abratt, 1989). 

As stated in the last paragraph, a key finding in this study concerns the ongoing nature 

of the industry construction of the meaning of corporate identity. The ongoing nature 

of this concept as witnessed in the Nigerian banking industry implies that corporate 

identity would be better understood if approached as one whose meaning will 

constantly change. The reason for the continuous change in the meaning of the 

concept of corporate identity lies within the desire by business organisations to 
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constantly seek change in their business activities. Thus, for as long as firms strive to 

adapt to various business and environmental changes, corporate identity authors' 

experiences of how these firms respond to change will automatically manifest in the 

theoretical conceptualisation of the meaning of this concept. Consequently, the 

meaning of corporate identity will constantly be made subject to change. Thus, a 

useful approach to the understanding of the meaning of corporate identity would be 

first to address it as an illusive phenomenon fraught by constant change. This serves 

as a key implication for the understanding of the meaning of corporate identity. 

10.3.1 The significance of the cultural context (as indicated in the literature review) in 

research findings 

A number of environmentally induced factors were highlighted under the literature 

review of this study. Some of these factors include the regulation of the Nigeria 

banking industry through military decree and administrative fiats, the degregulation of 

banking industry to usher-in private operator institutions, improvements in 

information technology systems, financial distress and the collapse of some new 

private banks. Importantly, these factors did not just change or stabilise the corporate 

identities constructed within the Nigeria's banking landscape, more importantly, it 

contributed towards the socio economic and cultural attitudes of Nigerians. For 

instance, the ongoing stabilities and changes witnessed in the Nigerian banking 

industry has led many Nigerians to loose confidence in Nigerian banks for the 

safekeeping of their monies and other valuables. Consequently, many Nigerians now 

resort to keeping their monies and other valuables at home or spreading their savings 

or capitals over a consortium of banks. This is often done to reduce the risk of loosing 
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entire business capitals or personal savings to the unexpected collapse of financial 

institutions. Importantly, this presents a serious challenege to the managers of the 

Nigerian economy as this attitude has made it increasingly difficult to use fiscal and 

monetary instruments to effectly control the flow of money within the economy. 

10.4 Implication of thesis contributions for corporate identity Practitioners 

The seven mutual points of interconnectivity as developed in this study is hinged on 

the notion that corporate identity emerges through formal or informal interactions 

between corporate actors (who act on behalf of the firm) and stakeholders. There is 

evidence to suggest that a great deal of effort is placed on the management of the 

formal outcome of interactions between managers and stakeholders. However, there is 

very limited proof to argue that the outcome of informal interaction between corporate 

actors and stakeholders is viewed as importantly as the formal management of 

corporate identity. The monitoring and effective management of informal expressions 

of corporate identity can help to build a strong and more effective corporate identity 

among customers and other stakeholders who interact daily with service based firms 

such as banks, insurance companies etc. 

This conceptual aspect of this thesis identified four dominant perceptions namely 

"corporate personality", "corporate identity mix", "central, enduring and 

distinctiveness-CED", "organisational imagery". These perceptions or dominant 

views of divide in literature provide a precise idea of what corporate identity means. 

By understanding the meaning of corporate identity, managers can gain greater insight 

into corporate identity planning, strategy, management, evaluation and its many 
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important aspects. Knowledge on the meaning of corporate identity enables managers 

to quickly understand how to better manage corporate identity in practice. 

Another important implication of this study for practitioners is that it points to the 

need for managers to renew and intensify efforts towards the management of (not just 

the corporate identity mix) but more importantly the constituents of corporate 

personality mix. This study serves as a guide to managers not just in understanding 

the meaning of corporate identity but also it gave insight into how the meaning of the 

concept navigated through the complexities of industry turbulence and how industry 

regulations can affect corporate identity. More importantly, the study indicates that 

the construction of corporate identity is a never ending business activity. It implies 

therefore that managers must be skilful at managing corporate identities in relation to 

ongoing industry turbulence. The management of the construction of the meaning of 

corporate identity is an ongoing exercise underpinned by stability and change. 

10.5 Limitation of research and future research directions 

The study reveals a couple of limitations that offer opportunities for future research. 

First this study mainly addresses the construction of the meaning of corporate identity 

was constructed in the Nigerian banking industry between 1970 and 2005. It is time 

bound and industry specific. Thus the outcome of this study may not be generalisable 

for other industries either within or outside Nigeria. There is no concrete evidence that 

the contributions from the study can be applied to industries either in other parts of 

Africa and indeed the western world. Given this limitation therefore, it may be 

necessary to extend this study further to cover other industries in other countries and 
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possibly the western world. Also it will be insightful to see the outcome of a similar 

study focusing on how firms in the post consolidation period of the Nigeria banking 

industry and the period of pre-independence constructed their corporate identity. 

Future research addressing all these areas will enhance the development of corporate 

identity theory and give deeper and more robust insight into the meaning of corporate 

identity. 

Second, the unit of analysis in this study is corporate advertisements. However, 

corporate advertisements are not the only corporate identity and corporate 

communications tools. Firms also express their corporate personality formally using 

several tools of corporate communications. These include corporate brochures, report 

of annual report of accounts, corporate websites, corporate social responsibility 

reports, guided editorials, stage managed events, calendars etc. It will therefore be 

insightful to see how the use of these corporate communication tools enhances the 

construction of corporate identity either longitudinally or during a given period. 

Third this study is devoted to the formal construction of corporate identity. However, 

there is significant evidence that corporate identity is not only communicated formally 

but it is also expressed informally through employee behaviour. Consequently, it will 

be useful to carry out a study deconstructing the informal expression of corporate 

identity to see whether this matches the formal expression of corporate identity. 

Fifth, the conceptual literature of this study is limited to the conceptualisation of an 

epistemological and ontological foundation for this thesis. There is no indication 

whether such a philosophical foundation is generalisable for interpretive studies on 
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other related areas including corporate identity communication, corporate branding, 

corporate reputation etc. A valuable direction for future research would be to establish 

how work on these fields of study can be approached via social constructionism. 

Sixth, this study addressed the relationship between formal corporate identity models 

and social construction. The study failed to address how informal corporate identity 

can be integrated into the social constructionist epistemology. A future research 

direction therefore will be to understand the relationship between informal aspects of 

corporate identity social constuctionism. 

10.5.1 Strengths and weaknesses of the data 

Strengths: a number of strengths are inherent in the use of the Nigerian banking 

industry as the venue for this research. First, the corporate advertisements generated 

in this study contain signs (which when deconstructed) are capable of providing 

answers to the question being investigated in this study. Second, the corporate 

advertisements generated from the Nigerian banking industry have never been used in 

any study of this nature before. Therefore, the use of these new data, presents the 

researcher with a unique opportunity to present the Nigerian perspectives to the 

ongoing debate (in western literature) on the meaning of corporate identity. Third, the 

corporate advertisements drawn in this study provides a detailed picture of the 

varieties of corporate identities inherent in the banks under investigation in the study. 

Therefore, these corporate advertisements make a good representation of all other 

corporate advertisements, which were not deconstructed. Third, the corporate 

advertisements that were deconstructed in this study were drawn from the three 
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largest financial institutions in Nigeria, 1970-2005. The use of these advertisements, 

presents this study with a very clear picture of the nature of the corporate identities 

that were outwardly constructed by the key operators of the Nigerian banking industry 

during the period under review. 

Weaknesses: a number of issues, which appear as weaknesses in these corporate 

advertisements are also observable. First, some of the corporate advertisements that 

were deconstructed in this study lacked pictures. Pictures (if used in these corporate 

advertisements) would have enriched data. Second, some of the pictures do not 

present a good representation of women, who form a significant proportion of the 

customers of these banks. Women if used in some of these corporate advertisements 

(i. e. the 1989 UBA advertisement) would have assisted the banks in conveying their 

identity more effectively and it would have also enriched the data used in this study. 

10.6 Concluding remarks 

This thesis set off in chapter one with the conceptualisation of a research question, 

which reads: how do firms construct the meaning of corporate identity over time?. 

An attempt was made to answer this question by developing a theoretical framework 

grounded on social constructionism. Consequently, an interpretive research 

methodology firmly supported by method combination research design approach 

grounded on critical hermeneutic analysis of corporate advertisements of the three 

largest banks in Nigeria and interpretive interviews with senior managers of the three 

largest banks in Nigeria were developed. Contributions from the data analytical stage 

of this study indicate that the Nigerian banking industry constructed the meaning of 
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corporate identity as generic corporate personality between 1970 and 1986 but 

changed dramatically to distinct corporate personality between 1986 and 1994. The 

stability witnessed during the 1986 to 1994 period was truncated as these banks began 

to construct the meaning of corporate identity as a combination of transformative and 

innovative corporate personality in 1995. These constructions remained stable until 

2005. The ongoing stabilities and changes witnessed in the construction of corporate 

identity throughout these period is representative how the Nigerian banking industry 

construct the meaning of the concept of corporate identity over time. This outcome 

answers the question investigated in this study and it brings this study to an end. 
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APPENDIX I 

DEFINITIONS OF CORPORATE IDENTITY 

Author Definition 

Pilditch (1970): Corporate identity will identify and express the 

personality of corporations as it will be when the 

scheme is substantially in use" 

Selame and Selame (1975): The firm's visual statement to the world of who and 

what the company is, of how the company views itself 

and therefore, has a great deal to do with how the world 

views the company 

Margulies (1977): The sum of all the ways a company chooses to identify 

itself to all its publics-the community, customers, 

employees, the press, present and potential 

stockholders, security analysts and investment bankers 
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Olins (1978): The tangible manifestation of a corporate personality is 

a corporate identity. It is the identity that projects and 

reflects the reality of the corporate personality. 

Sometimes as we know, the corporate identity is 

introduced as a catalyst to encourage the development 

of a corporate personality; sometimes it reflects not 

what is, but what the corporation will like to be 

Birkigt and Stadler (1980): Visuals of an organisation 

Henrion (1980): It embodies all visual expressions, also all non-visual 

expression and behaviour in the social, economic and 

political field 

Carter (1982): Corporate identity is the logo or brand image of a 

company and all other visual manifestations of the 

identity of a company 

Hannebohn and Blocker (1983): 

Corporate identity is the strategy that helps to increase 

the economic performance and efficiency of a company. 

It co-ordinates achievements, values and information, 

and leads to integration in the sense of corporation 
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Topalian (1984): Corporate identity articulates what the firm is, what it 

stands for and what it does. Corporate identities are 

projected and are largely under the control of host 

organisations. 

Albert and Whetten (1985) It is that which is central, enduring, and distinct about 

an organisation's character 

Antonoff (1985): Corporate identity is the sum of all methods of 

portrayal, which the company uses to present itself to 

employees, providers of capital, and the public. 

According to organisational units, corporate identity is 

the total of all typical and harmonised methods of 

portrayal of design, culture and communication 

Lux (1986): Corporate identity is the expression of the personality of 

a company that can be experienced by anyone. It is 

manifested in the behaviour and communication of the 

company and it is aesthetic, formal expression; it can be 

measured as perceptual result amongst internal and 

external target groups. 

Downey (1986): Corporate identity is the sum of all factors that define 

and project what an organisation is and where it is 

going-its unique history, business mix, management 
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style, communication policies and practices, 

nomenclature, competencies and market and 

competitive distinction 

Portugal and Halloran (1986): 

The comprehensive and orchestrated presentation of 

what a corporation is, where it is going, and how it is 

different. It facilitates the communication of a 

corporation's strategic commitments, business 

competencies, market participants, competitive 

positioning, organisational character, and standards of 

performance 

Birkigt and Stadler (1986): Corporate identity is the strategically planned and 

operationally applied internal and external self- 

presentation and behaviour of a company. It is based on 

an agreed company philosophy, long term goals and in 

particular a desired image, combined with the will to 

utilise all instruments of the company as one unit, both 

internally and externally 

Tannebeger (1987): Corporate identity reflects the distinctive capability and 

the recognisable individual characteristics of the 

company. Identity, in this sense, also includes the 
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distinction and recognition of parts of the whole 

company and the attribution of those parts to the whole 

Ackerman (1988): It is the unique capability of a company that is the cross- 

functional mix of experience, skills knowledge and 

talents-which distinguish the corporation and determine 

its ability to create value in proprietary ways (Ackerman 

1988). 

Carls (1989): Corporate identity is "active" and visual consistency is 

more about "attitude" than a rigid set of values. The 

corporate identity programme is a series of compatible 

but non-uniform images 

Abratt (1989): It is a set of visual cues-physical and behavioural that 

makes a firm recognisable and distinguishes it from 

others. These cues are used to represent or symbolise 

the company 

Olins (1989): Corporate identity is the tangible manifestation of the 

personality of a company. It is identity that reflects and 

projects the real personality of a company. 

Lambert (1989): Identity includes all distinct manifestations of a firm. 
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Olins (1990): Corporate identity consists of explicit management of 

the sum or all ways in which company's activities are 

perceived. It can project three things: who you are, what 

you do and how you do it. 

Smythe et al. (1992): Corporate identity is an organisation's name 

representing its parts, subsidiaries and brands and how 

these interrelate. It is a visual style as expressed through 

its products, printed materials including packaging and 

stationery, its working environments and livery of its 

staff, vehicles, etc. It is an entity, which may also 

include the behaviour of employees and the styles of 

language used by employees 

Balmer (1993): It is a fusion of strategy, behaviour (culture) and 

communication. It is not the preserve of any 

management discipline, but instead draws from several. 

It comes into being when there is a common ownership 

of an organisation's philosophy. 

Blauw (1994): Corporate identity is the total of visual and non-visual 

means applied by a company to present itself to all its 

relevant target groups on the basis of a corporate 

identity plan. 
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Schmidt et al. (1995): Corporate identity is the degree to which a firm 

achieves a distinct and a coherent image in its aesthetic 

output 

Olins (1995): Every organisation carries out thousands of transactions 

every day: it buys, it sells, it hires and fires, it makes, it 

cleans, it promotes through advertising and other 

publicity-and so on. In all these, these transactions, the 

organisation will in some way be presenting itself or 

part of itself to the various groups of people with whom 

it deals. The totality of the way an organisation presents 

itself can be called identity (Olins 1995). 

van Riel (1995): The manifestation of a bundle of characteristics, which 

form a kind of shell around the organisation, displaying 

its personality' 

van Rekom (1997): The set of meanings by which an object allows itself to 

be known and through which it allows people to 

describe, remember and relate to it. 

van Riel and Balmer (1997): It indicates the ways a company presents itself through 

behaviour as well as through symbolism, to internal and 

external audiences. It is rooted in the behaviour of 

individual firm members, expressing the firm's 
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"sameness over time", "distinctness" and 

"centrality". 

Balmer and Soenen (1997): It encompasses three core dimensions: the mind, the 

soul, and the voice. The mind is the product of 

conscious decisions, the soul results from subjective 

elements such as the firm's distinct corporate values and 

the sub-cultures present in the firm. The voice 

represents the way a firm communicates 

Leuthesser and Kohli (1997): It is the way an organisation reveals its philosophy and 

strategy through communication, behaviour and 

symbolism 

Marwick and Fill (1997): The firm's framing of itself to stakeholders and ways it 

distinguishes itself from all other firms, through a 

variety of cues. It represents how the organisation 

would like to be perceived and can include corporate 

identity programmes, advertising, dress codes and the 

standard of customer contact. Some of the cues will 

focus on visual identity. Some will focus on behaviour. 

International Corporate Identity Group (1997): 

Every organisation has an identity. It articulates the 

corporate ethos, aims and values and presents a sense of 

individuality that can help to differentiate the 
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organisation within its competitive environment. When 

well managed, corporate identity can be a powerful 

means of integrating the many disciplines and activities 

essential to an organisation's success. It can also 

provide the visual cohesion necessary to ensure that all 

corporate communications are coherent with each other 

and result in an image consistent with the organisation's 

defining ethos and character. By effectively managing 

its corporate identity an organisation can build 

understanding and commitment among its diverse 

stakeholders. This can be manifested in an ability to 

attract and retain customers and employees, achieve 

strategic alliances, gain the support of financial markets 

and generate a sense of direction and purpose. 

Corporate identity is a strategic issue. Corporate identity 

differs from traditional brand marketing since it is 

concerned with all of an organisation's stakeholders and 

the multi-faceted way in which an organisation 

communicates 

Hatch and Schultz (1997): We view organisational identity as grounded in local 

meanings and organisational symbols and thus 

embedded in organisational culture, which we see as the 

internal symbolic context for the development and 

maintenance of organisation identity. The symbolic 
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construction of corporate identity is communicated to 

organisational members by top management, but is 

interpreted and enacted by organisational members 

based on the cultural patterns of the organisation, work 

experiences and social influence from external relations 

on the environment. Thus, organisational identity 

emerges from the ongoing interactions between 

organisational members (including middle-level 

managers) as well as from top management influence. 

Furthermore, we argue that as the internal-external 

distinction collapses, organisational identity is 

increasingly influenced by (and becomes an influence 

on) organisational image 

Moingeon and Ramanantsoa (1997): 

It is a set of interdependent characteristics that gives an 

organisation specificity, stability and coherence, thus 

making it identifiable. These characteristics alone do 

not make it possible to identify an organisation. It is the 

configuration or pattern of the system that establishes 

the uniqueness of the organisation, which plays a 

significant role. 

Gray and Balmer (1998): Corporate identity is the reality of an organisation. It is 

the distinct characteristics of the firm 
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Fiol, Hatch and Golden-Biddle (1998): 

An organisational identity is the aspect of culturally 

embedded sense making that is self-focussed. It defines 

who we are in relation to the larger social system to 

which we belong. Identity is affected by organisational 

culture and so by other meaning-making systems with 

which the self interacts. 

Gioia (1998): Organisational identity is (a) what is taken by the 

organisation; (b) what makes the organisation 

distinctive from other organisations (at least in the eyes 

of the beholding members); and (c) what is perceived by 

members to be an enduring or continuing feature. 

Hawn (1998): Identity is what the firm is. Image is how the firm is 

perceived. A corporate identity programme is the visual 

melding of identity and image. 

Leitch (1999): Both corporate identity and "logo centrism" see 

identity as something that can be constructed, therefore, 

controlled by the firm. 

Dolphin (1999): Identity concerns the presentation of the corporate 

persona. Unlike image, identity does not change from 
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one audience to another until the time it is altered, it 

remains consistent. Corporate identity is not corporate 

image. Corporate identity is the individuality of the 

organisation. The way that it actually is, in short, 

corporate personality. 

Balmer and Dinnie (1999): A powerful corporate identity enhances the likelihood 

of identification or bonding with the organisation. This 

applies both to internal and external target groups 

Gioia et al. (2000): It is the consistent and targeted representation of the 

firm, with emphasis on corporate symbol and logos. It is 

strategic and applied both internally and externally 

Kiriakidou and Millward (2000): 

Corporate identity is the tangible representation of the 

organisational identity, the expression as manifest in the 

behaviour and communication of the organisation, 

Shultz and Holten-Larsen (2000): 

Visual and strategic schools of thought 

Alessandri (2001): Corporate identity is a firm's strategically planned and 

purposeful presentation of itself in order to gain a 

positive corporate image in the minds of the public. A 
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corporate identity is established in order to gain a 

favourable corporate reputation over time. It is all of the 

observable and measurable elements of a firm's identity 

manifest in its comprehensive visual presentation of 

itself, including, but not limited to, its name, logo, 

tagline, colour palette and architecture. Corporate 

identity also includes the firm's public behaviour, 

including, but not limited to, its reception of employees, 

customers, shareholders and suppliers 

Korver and van Ruler (2003): It is self-presentation to stakeholders through 

symbolism, communication and behaviour. Corporate 

identity can be seen as the way in which a company 

makes itself known to the world. Behaviour, 

communication and symbols are its indicators 

Davies et al. (2003): Identity is what holds a group together, the corporate 

glue, a sense of belonging, the informal and formal set 

of rules that we abide by, an understanding of who can 

join. Identity is socially constructed. It does not exist 

but is created through our interaction with other 

organisation members. It may be formalised in part by a 

company history, rulebooks, terms and conditions of 

employment and documents such as the mission and 
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vision statement, but it is still difficult to encapsulate in 

any formal way 

Melewar and Karaosmanoglu (2006): 

Corporate identity is the presentation of an organisation 

to every stakeholder. It is what makes an organisation 

unique and it incorporate the organisation's 

communication, design, culture, behaviour, structure, 

industry identity and strategy. It is thus intrinsically 

related to both the corporate personality and image. 
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APPENDIX II 

The Head, Image Management Unit 

Corporate Planning and Group Coordination Department 

First Bank of Nigeria Plc 

Samuel Asabia House, 

35 Marina Lagos, Nigeria 

Dear Sir, 

INTERPRETIVE INTERVIEW 

My name is Olutayo Otubanjo. I am a full time Ph. D. candidate in the process of 

completing a PhD in Marketing at Brunel Business School, Brunel University, 

London. My doctoral thesis is entitled "Industry Construction of the Meaning of 

Corporate Identity in the Nigerian Financial Services Sector, 1970-2005". 

I write to solicit your co-operation in participating in an interpretive interview aimed 

at establishing how the three largest banks in Nigeria constructed the meaning of 

corporate identity through corporate advertisements between 1970 and 2005. 
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Importantly my intention is to get your interpretations of what it is exactly your bank 

attempted to convey to stakeholders through the syndication of the attached 

advertisements in press media. Please note that this is not a competitive study. 

Therefore, the interview will remain within the scope of the attached corporate 

advertisements. It will not go beyond the context of these advertisements. 

Your bank has been purposefully selected for this research because it is one of the 

three largest banks in Nigeria during the said period and also because your bank is 

perceived as one of the three most vibrant banks that consistently articulated and 

expressed its corporate identity throughout the said period. Your opinion on this 

research will be mostly valuable and will enrich and contribute to an in-depth and 

further understanding of the meaning of the concept of corporate identity. 

The interview will take place at your office. It will be recorded electronically and it 

will take no longer than an hour. The data collected from the transcription of the 

interview will be treated as strictly confidential. It will be used only for the purpose of 

this study and will not be divulged to any one. A summary of the outcome of this 

interview in relation to the focus of this study will be sent to you or your designate. 

I am happy to answer any questions you might have on issues related to this interview 

and this research. My contact telephone numbers are 08023138415 (Nigeria) and 

0044 (0) 7901646822 (Mobile-England); 0044 (0) 1895 265783 (Office at Brunel 

University, London) and my email address is olutayo. otubanjo abrunel. ac. uk 

Thank you for your co-operation and assistance. 
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Sincerely. 

Olutayo Otubanjo 

APPENDIX III 

List of Nigerian banks 

Visual identity Corporate name Website 

UBA AT UBA Plc http: //www. ubaaroup. com/ 

Stanbic Bank Stanbic IBTC http: //www. stanbicibtcbank. com/ 

'NJ 
First Bank Plc http: //www. firstbanknigeria. com/ 

r1r1I r> 

Syke Bank Pic http: //www. skyebankniz. com/index. php Skye Bank 
Q* Union Bank Plc http: //www. unionbankný,,. com/ 

Wema Bank Plc 
_rrf r.. r ý. s K. r 

http: //www. wemabank. com/ 

z/or 
ZENITH 

Zenith Bank Plc http: //www. zenithbank. com 

® 
FCMB Pic http: //www. firstcilyjzroup. com/Fcmb/index. aV 

Guaranty Trust Bank http: //portal. ý, tbplc. com/portal/index. pl 

rF Fidelity Bank Plc http: //www. fidelitybankplc. com/ 

" 
Intercontinental Bank Plc http: //www. intercontinentalbankplc. com 

Citibank 
Citibank NIB http: //www. citigroup. com/citigroup/global/nga. htm 

Standard Standard Chartered http: //www. standardchartered. com/ng/index. litml Chartered 

Sterling Bank Sterling Bank Plc htti): //www. sterling. bankný,,,. com/ 

OCEAN IC B, NN" 'ý \11'ý: \1 I: I fsII V Oceanic Bank Plc http: //wwýv. oceanicbanknigeria. com/ . 

etb ETB Plc http: //wwww. equitorialtrustbank. com 

LI acceSS >> > 
Access Bank Plc http: //www. accessbankplc. com 
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APPENDIX III (CONTINUED) 

List of Nigerian banks 

Ecobank Plc http: //www. ecobank. com 

Diamond Bank Plc http: //www. diamondbank. com 

Spring Bank Plc =http: //www. sprin ,, bg ank-plc. org/ 

Bank PHB http: //www. platinumbanklimited. com/live/ 

iI1I ýG i ld First Inland Bank Plc ham: //firstinlandbankplc. net/ 

Afribank Plc http: //www. afribank. com/ 

C UnityBank Pic Unity Bank Plc http: //www. unitybqDkn c 
Barclays Nigeria www. barclays. com/africa/nigeria/barclays in. htm 
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