CORPORATE REPUTATION AND MARKETING PERFORMANCE OF THE ALCOHOLIC BEVERAGE INDUSTRY IN PORT HARCOURT
ABSTRACT

This study examine the effects of corporate reputation and marketing performance of the alcoholic beverage industry in port harcourt. An extensive literature were reviewed in the cause of this research. 120 copies of questionnaire were designed and administered to respondents, 100 were retrieved from the respondents. Data gotten through the use of questionnaires were analysed with the simple percentage method of analysis while the hypotheses were tested with the Pearson correlation statistics through the help of statistical packaged for social sciences (SPSS). The researcher concluded that there is no positive and significant relationship between the dimensions and measures. The researcher recommended that management of organization should endeavour to always prioritize corporate reputation management in the day to day operations and also the management of manufacturing companies should be socially responsive to their environment and communities of operations. They should always set performance standard through supervisors, in which employees who meet or exceed the set standard should be rewarded. 
CHAPTER ONE

INTRODUCTION

1.1 Background of the Study
Reputation is seen by many commentators as an important asset which could be used as a competitive advantage and a source of financial performance. A “good” reputation is identified as an intangible resource which may provide the organisation with a basis for sustaining competitive advantage given its valuable and hard to imitate characteristics (Hall, 2003; Barney 2001). Corporate reputation is not a newborn issue neither in academic world nor practice. The term has evolved with the passage of time to become a strategic and intangible corporate asset and it has been used in daily life, business, and politics, etc. for a very long time. Reputation matters and it explain why customers choose company product or service in preference to competitors offering.

These major forces have created newbehaviors and challenges. Kotler (2000) argues that customers increasingly expect high quality, service andsome customization. They perceive fewer real product differences and show less brand loyalty. They canobtain extensive product information from the internet and other sources, permitting them to shop moreintelligently. They are showing greater price sensitivity in their search for value. Brand manufacturers arefacing intense competition from the domestic and foreign brands, which is resulting in rising promotioncosts and shrinking profit margins. Small alcoholic beverages are succumbing to the growing power ofgiant alcoholic beverages and the Category Killers.

It is important therefore to note that, Retail Sector is constantly changing so fast that those who donot innovate with time will ultimately lose substantially. It is an evolving industry which must cope with thevarious changes taking place. Jaworski and Kohli (2003) concluded that the ability of a firm to respond toidentified changes in the market or customer behavior is an important feature exhibited by successful firms.Kotler (2001) argued that today’s consumers are able to access objective information on competing brands,including costs, prices, features, and quality without relying on individual manufacturers or alcoholicbeverages distributors. In many cases they will be able to specify the customized services they want. Theywill be able to specify the prices they are willing to pay, and wait for the most eager sellers to respond. Theresult is the dramatic shift of economic power from alcoholic beverages to consumers. Sternquist (2009)argues that alcoholic beverages have been forced to engage in international expansion for a variety ofreasons. Key among them are; the desire to reach beyond a mature home market with low growth potential,

a need to diversify the investment, intense competition locally and the economic down turn.

Marketers are therefore changing their philosophies, concepts and tools in order to survive duringthis competitive era. From focusing on transactions to building long term profitable customer relationships,from making profit from each sale to making profits by managing customer lifetime value, from a focus ofgaining market share to a focus on building customer share i.e. by offering the best firm to selling the sameoffer in the same way to individualizing, customizing messages and offers. Companies will be able to designtheir own product features on the company’s web page. From heavy reliance on one communication tool tosuch as advertising or sales force blending several tools to deliver on a consistent brand image to customersat every brand contact. From treating intermediaries as customers to treating them as partners in deliveringvalue to final customers. From thinking that marketing is done only by marketing, sales, and customersupport personnel to recognizing that every employee must be customer focused, Kotler (2000).

Ansoff (2009) conceptualized the effects of environmental changes on the firms strategy andcapability. He stated that for a given environment an organization must come up with a suitable strategy. Hesuggested that there must be a fit between the existing strategy and the prevailing environment for theorganization to remain successful which must be supported by company’s internal capability.Benefits of a good reputation are seen as including higher customer retention rates and associated increased sales and product selling prices (Shapiro, 2003), and reduced operating costs (Podony, 2003). Notwithstanding these potential benefits, questions continue to be raised about the adequacy of the reputation construct (Gotsi and Wilson, 2001), how the benefits of corporate reputation are realised financially (Eberl and Schwaiger, 2005) and the direction of the reputation-performance relationship.

Following the approach adopted by Rose and Thomsen (2004), this study examines Australian data to ascertain any relationship between reputation and organisational performance. The paper commences with a review of the extant literature on reputation, its definition, measurement and association with financial performance. We then describe the method and data sources used in the study, followed by an analysis and summary of the results. This is followed by a discussion of the findings and a brief review of two industry-based cases which illustrate points of the discussion. We conclude by discussing the implications of the research.

1.2  Statement of the Problem
Alcoholic beverage companies have played a role in the country’s economic growth. They generaterevenue to the government through taxes; create employment to the locals in the product manufacturing,packaging and distribution to the retail outlets. The alcoholic beverages companies have significantly grownin Port Harcourt. The effect of this has beena reduction in market share, declining profitability and stiff competition. As a result companies have beenforced to craft strategies in order to sustain or grow their market share, expand to new territories or markets,acquire new technologies, develop brand or line extensions, reduce costs and risks (Oliver, 2005).

Alcoholicbeverage companies in Port Harcourt need to adopt distribution strategies that ensure they reach their marketsefficiently.According to Ramamurthy (2007) consumers expect that alcoholic beverages will offer the rightmatch in terms of right product offering, quantities, place, time, and price by the right appeal. Retailing in Port Harcourt has gone through a significant change in the last couple of years with a complete shift in shopper’s expectations and experiences. While the shoppers have remained the same everything has changed and gonemega, ranging from the size of the outlets to the layout, the ambience, the experience, the service, theloyalty, Incentives to the way promotions are done (Hasty and Reardon, 2007).Future managers need a systematized body of knowledge about how it works and how changingenvironmental factors will affect their present and future strategies. Presenting such knowledge is achallenge considering the complexity of human behavior, the highly competitive nature of the retail businessand the large number of environmental factors such as weather, government regulation, supply availability,economic conditions, technological change, and the vagaries of fashion, changing consumer habits andexpectations, social change and the squeeze on space. Companies have therefore been forced to build organizations that consistently deliver the best customer offers. This has been made possible by adopting thebest retail strategies which identifies the needs and wants of a market place and customizing marketingefforts at the store and the individual level allowing the alcoholic beverages capitalize on differences in theconsumer and competition (Hasty and Reardon, 2007).

Randal(2001) argues that by adopting the best retail strategies, most companies have managed to geta clear path to beat competition, succeed in difficult markets, increase their sales and profits, but above allincrease your customer’s satisfaction and loyalty.

1.3 Purpose of the Study
The purpose of this study is to investigate Corporate Reputation and Marketing Performance of the Alcoholic Beverage industry in Port Harcourt. The objectives of the study are;

1. To investigate the relationship between Corporate Image and Marketing Performance of the Alcoholic Beverage Industry in Port Harcourt.

2. To establish the extent to which Customer Orientationand Marketing Performance of the Alcoholic Beverage Industry in Port Harcourt.

3  To examine extent to which Quality of the Managementand Marketing Performance of the Alcoholic Beverage Industry in Port Harcourt.

1.4  Research Questions
i) To what extent does Corporate Image enhance Marketing Performance of the Alcoholic Beverage Industry?

ii) To what extent does Customer Orientation enhance Marketing Performance of the Alcoholic Beverage Industry?

iii) To what extent does Quality of the Management enhance Marketing Performance of the Alcoholic Beverage Industry?

1.5 Conceptual Framework Of Corporate Reputation And Marketing Performance
Corporate Image  (CI)

Market share  (MS)

MARKTEING PERFOMRNACE  (MP)

CORPORATE REPUTATION (CR)

Source: Conceptualized from literature, 2015

1.6 Research Hypotheses
The following null hypotheses are formulated from the above specific objectives:

H01: There is no significant relationship between Corporate Image and Market Share in Alcoholic Beverage Industry in Port Harcourt.

H02: There is no significant relationship between Corporate Image and Service Quality in Alcoholic Beverage Industry in Port Harcourt.

H03: There is no significant relationship between customer Orientation and Market Share in Alcoholic Beverage Industry in Port Harcourt.

H04: There is no significant relationship between customer Orientation and Service Quality in Alcoholic Beverage Industry in Port Harcourt.

H05: There is no significant relationship between Quality of the Management and Market Share in Alcoholic Beverage Industry in Port Harcourt

H06: There is no significant relationship between Quality of the Management and Market Share in Alcoholic Beverage Industry in Port Harcourt

1.7 Significance of the study
It is anticipated that the study will be of benefit to the alcoholic beverages companies, its managerswill be able to articulate the retail marketing strategies aimed at winning and retaining retail customers.

The study will help customers or alcoholic beverages understand the interventions companies shouldimplement in addressing the challenges that affect them from both the internal and external environment.Other companies would benefit from the findings of the study especially when benchmarking themselveswith other players in the same industry line or different industry dealing with alcoholic beverages in theirdistribution chain or in the area of strategic responses.

The study will also add value to the existing body of knowledge in the area of marketing, strategicresponses companies should adopt in order to gain a competitive advantage. It will also set foundation forscholars and researchers who wish to further understand the strategies that have been adopted by thedifferent companies in Port Harcourt

1.8 Scope of the Study
The general scope of this study covers Corporate Reputation and Marketing Performance. The geographical scope is Rivers State of Nigeria. The units of analysis covers randomly Managers, Staff and customers of Alcoholic Beverage Industry in Port Harcourt.

1.9 Limitation of the Study
The researcher was faced with the following constraints in carrying out this study:

Time: The time within the researcher is too short to carry on the detail study on this topic.

Resources: Another constraint of the researcher is financial resources to carry on the detail study of this topic.

Data: another limitation to this study will be lack of data to make valid study on the research problem.

1.10 Definition of Terms
Corporate Reputation:The collective assessments of a corporation's past actions and the ability of the company to deliver improving business results to multiple stockholdersover time. For example, many businesses assess corporate reputations usingfinancialsoundness, quality of management, products and services and marketcompetitiveness as the criteria for ranking.

Managerial Reputation: Activities performed by individual or organization which attempt to maintain or create a certain frame of mind regarding themselves in the public eye.

Market share: A percentage of total sales volume in a market captured by a brand, product, or company.

Service quality:An assessment of how well a deliveredservice conforms to the client'sexpectations.

Service businessoperators often assess the service quality provided to their customers in order to improve their service, to quickly identify problems, and to better assess client satisfaction.

CHAPTER TWO

LITERATURE REVIEW

Theoretical Framework

The underlying theory that best explains the subject of this study is the system theory propounded by Von Bertalanffy in 1956. The theory known as system theory opposes reductionism and promotes holism. Rather than reducing an entity (e.g. the human body) to the properties of its parts or elements (e.g. organs or cells), systems theory focuses on the arrangement of and relations between the parts which connect them into a whole. System theory acknowledges complexity as an attribute of reality and focuses on synergy, combination analysis and synthesis. Systems theory considers organizations as systems with relative boundaries which make exchanges with the environment and must adapt to environmental changes in order to survive. They are open systems which interact directly with the environment through inputs and outputs.

Concept of Corporate Reputation

There is quite some difficulty in finding a well-crafted definition of corporate reputation in the available literature of corporate reputation which succinctly captures the subject. Earlier definitions tended to mimic the professional orientation or bias of their authors along economic, strategic, marketing, organizational, sociological and accounting lines of thought.. Corporate reputation can be defined as a “perceptual representation of a company s past actions and future prospects that describe the firm’s overall appeal to all its key constituents when compared to other leading rivals Fombrun (2009). Reputation management refers to the set of strategies that companies develop to cope with the expectations of their audiences, Manage the  interpretations those audiences make, and to build favorable regard (Fomrbrun and Rindova, 2009). Many organizations have recognized the importance of reputation management efforts in their overall business strategy. This trend is reflected both in corporate communication spending and beliefs as to what constitutes a company’s public relations objectives.

What are the main components of corporate reputation management? In other words what are those elements that comprise or configure corporate reputation, the doing of which enhance an organization’s ranking in the perceptual mapping of the public at large? These components are also called measures of corporate reputation. However, Schwaiger (2010) in his study titled “components and parameters of corporate reputation: an empirical study” identifies exactly ten components of corporate reputation; while  Harrisons (2012), also identifies ten components that are identical to those of Schwaiger (2010). These components are:

The very foundation of highs reputation resides in the quality of staff that organizations hire, the depth of their motivation and their talents. How these employees are treated and the quality of their workplace behavior, seep out into the public domain and thus affects the reputation or otherwise which an organization will be associated with.

The public likes well-managed organizations that can also boast of high quality managers with clear vision for the future. Organizations that harbor management people or executives who cut corners often end up on the liability side of corporate reputation because with time their flanks burst open irretrievably. Recent examples may include Enron, Halliburton,  Cadbury Nigeria plc and the ten banks recently taken over by the Central Bank of Nigeria.

Reputation management strategies are inherently rhetorical in that they attempt to persuade an audience to trust the organization or to regain the public’s confidence after its image has been damaged. Dukerich and Carter (2012) recognize that ‘corporate reputations are based on perceptions and it is those perceptions that drive reputational assessments, regardless of the reality of the situation. The publics reliance on perception creates opportunities for organizations to intervene in the rhetorical process. Organizations bolster their reputations through proactive strategies, but are often engaged in reparative actions in response to negative press or direct attacks. Dukerich and Carter, (2012) define these two functions as assertive and defensive. Assertive actions, are reputation management actions that enhance an already well established reputation and include achieving equal opportunity employment, contributing to charity developing, non-polluting products, advertising, and creating philanthropic foundations. Defensive signals and activities include verbal accounts through press conferences, written accounts through press releases, and letters to shareholders, among others. Defensive actions, also called reputation-repair behaviors, can take many forms, ranging from the denial of the problem to policy changes within the company. Dukerich and Carter (2012) stress the importance of understanding how and when to engage in reputation repair in addition to creating appropriate steps to do so. According to them, the size of the response is often dictated by the size of the problem. However the resulting self- generative, self-identifying and self-protective models may according to George (2014) overwhelm other functions of the organization. According to George, (2014) most reparative actions are geared towards external audiences, but this is not always the case.

Integrity building 

Integrity is, according to (Bittel, 2005) the ability to act with honesty and be constant in whatever it is that one is doing based on the particular moral value or belief compass one has. According to Bittel, beliefs, morals and values all relate to the culture in which one operate.

At the most basic level, all business relationships are built on trust. This according to (Bittel, 2008), is true for employers, employees and company consumer’s relationship. To trust someone or an agency means that you feel confident in their ability to be fair and respectful as well as their ability to do what they promised and act responsibly.

When trust is in place in business, employers and employees are open with each other. They are not afraid to express their true views or opinions. Trust and integrity are inextricably connected. Individuals and organizations use the presence or absence of integrity to determine whether an extension of trust is warranted. Business relationship is halted or processed based on this basic determination. Integrity is one of the basic principles of ethical business practice, the integrity of a firm or an organization goes a long way to determine its relationship with clients and the general public as well as stakeholders confidence on the organization.

CORPORATE IMAGE

From a personalized point of view, image describes how other people feel about you. In every business or social setting, you behaviour communicates a mental picture, that other observe and remember. This picture determines how they react to you. Your image depends on more than exterior  qualities such as dressing and grooming.

According to Dray (1982: 298), "image is more than just Veneer", and he went further to illustrate thus - "image is a tool for communicating and to reveal your inherent quantities, your reflection of qualities that others associate with you, a reflection that bears long lasting influence in your bid for success. Image is not a tool for manipulation, nor is it a false front. It cannot constitute for substance".

Image, at corporate level describes the manner in which a company, its activities and its services are perceived by the public or outsiders. It is a dynamic and profound affirmation of the nature, culture and structure of an organization. This applied to corporation, businesses, government entities and non profit organization. Corporate image comprises all the visual, verbal and behavioural element that make up the organization.  It also communicates the organization's mission, the professionalism of its leadership, the caliber of its employees and its roles within the business environment or political land scape. In many respect, the corporate image should be a dynamic actualization of the chief executive  officers vision integrated with the corporation mission and strategic plan.

Marquis (1970:2) views corporate image is the sum total  of all impression of the firm in the public consciousness. it is an intangible impression that is different for each observer. "The opinion of employees, customers, suppliers, shareholders, bankers, competitors, government official and the general public

- all combined to form a corporate image". Jefkins  (1998) defines corporate image "as the impress of an organization based on knowledge and experience". In the same vein, Kotler (1987)conceptualizes image as the set of beliefs, ideas about a company's ability and willingness to satisfy  the  interest  of various stakeholders.
 Nicholas (1992) sees caporate image as the picture that an audience has on an organization through the accumulation of all received messages. Every organization has a corproate image, whether it wants one or not. When properly designed and managed, the corporate image
will
accurately
reflect
the
level
of

the organization's commitment
to
quality

excellence
and relationships with its various constituents including current and potential customers, employees and future staff, competitors, partners, governing bodies and the general public at large. As a result, the corporate image is a critical concern for every organization, one deserving the same attention and commitment by senior management as any other vital issue. This has made many companies to invest a great deal of time and other resources in an effort to influence the opinions that customers hold about their companies. This process of cultivating positive public relations extends to not only interaction with customers but also ongoing interaction with the media, labour unions, industrial association and other entitles that have a direct and indirect impact on public opinion.

In a competitive business climate, many businesses actively work to create and communicate a positive image to their customers, shareholders, and general public. A company that mismanages or ignores its image is likely to encounter a variety of problems. At such it should be thoroughly planned  and constantly managed in order to support and sustain the corporation's mission. If managed effectively, it will protect the organization against competition from new competitors or from current competitors offering similar services.

A company's corporate image is formed on the basis of its history, beliefs and business philosophy, nature of its technology, ownership structure, the people that make up the company and its ethical and cultural value system.

2.2 CHARACTERISTICS OF GOOD CORPORATE IMAGE

There are several key characteristics that shows corporate image to be favourable.

Consistency

Corporate image must be consistent with the company' service portioning statements. Once the company defines who it is, what it offers and what benefit it provides to its target audience, it is important that this is reflected in its corporate image.

b)Believable and Credible

Corporate image must be believable in the minds of the public. It should not be image just written on papers but shown to the public. For example, if a company is trying to create an image of environmental concern, it would be ludicrous and unbelievable if its services destroys the environment through pollution or exploitation. Likewise a bank which is trying to create an image of helping SME (Small and Medium Scale enterprise), meanwhile they collect huge collateral and place high interest on the loans given out to these SME's.

c) Advertising Parallels

Advertising strategies must parallel the image a company is striving to create. Advertising strategy of the company should be aligned to suite the corporate image of the company.

d) Alignment with Similar Value

"We are judged by the company we keep" is especially true in creating a corporate image. The people partnership and other businesses a company deal with will either help to reinforce its image or destroy it. It is important it partner or align itself with other organizations and people who share same or similar corporate values. Corporate image is the way the company is identified and perceived by the market. It is essentially the personality of an organization and what differentiate it from competitors. A good corporate image is created by its leadership team, its employees, marketing experts, public relations and media and other formalized form of promotion. But is also  defined by how well the company align its product services, and actions with the image it is trying to create.  A good corporate image is what generates and promotes sales and revenue for a company and it is reflection of day to day activities of the organization.

2.3 CORPORATE IDENTITY

Corporate identity is the average and accepted behaviour, atmosphere, value, attitudes, business practices and philosophy in a given organization which differentiate if from the rest. It is the group of features, value, ethical stance and leadership as it contribute to brand equity and economic success in business relationships. These values are communicated verbally in writing and graphically in the corporate logo, design, symbols and colour. For example, the "Elephant" of First Bank Plc and the "Horse Stallion" of Union Bank.

Corporate identity according to Marquis (1970: 2) "is that part of the image that can be seen or heard". It is every tangible mark of identity - all the vehicles, objects and means of communication in which the corporate identity is displayed. It also refers to the group of attributes a company has: "Its personality", its reason of being, its spirit and soul. The image reflected by the "company's potentiality" will make the company identifiable and different from the rest and it will also determine its importance in the business world. Corporate identity is the group of pieces, aspects, ideas, methods and techniques a company uses to differentiate itself from others. A company's identity can be formed by many of the pieces that form a communication style: Logo, Letterhead, business cards, folder, inserts,
envelope etc. Corporate
identity
merges strategy, culture and communications to present a memorable personality to prospects and customers. The term is closely linked to corporate philosophy, the company's business mission and values, as well
as
corporate
personality,
the
distinct corporate culture reflecting this philosophy and corporate image. A
strong
identity
strengthen's
the company's brand becoming recognizable to the target audience. It is advisable to begin with the creation of a logo or company brand since the development  of the identity will depend  on them.
The logo will be present in all the pieces that forms the corporate identity system. The logo eventually includes the institutional colours of the brand and the complete corporate design is based on them.

The corporate identity is a strategic way to make the image that the rest perceive fit in with the image the company wants to convey. It is the visualization of corporate strategy. Every company continuously conveys message to its surrounding even if they do not communicate anything at all. The visual image is one of the most important means that business constantly use to convey and manifest their identity.

2.4 TYPES OF CORPORATE IDENTITY

There are three kinds of corporate identity.

a)Monolithic Identity

This means that the whole company uses one visual style and the consistency between the corporate identity and the product identity is very strong, reflecting the corporation directly.

b)Endorsed Identity

This implies when the companies have their own style, but the parent company remains recognizable in the background. In this case, the link between the corporation and its different brands may take the shape of a common factor, tying the different brands together.

c) Branded Identity

The corporate identity can be branded where the subsidiaries have their own style and the parent company is not recognizable - the product represent the brand identities rather than corporate identity.

2.5 COMPONENTS OF CORPORATE IDENTITY

Corporate identity - the reality and uniqueness of the organization may be broken down into four components parts. Corporate strategy, corporate culture, organizational design and operations.

a)Corporate Strategy

It is the over all plant that determines the company's product/market scope and the policies and programs it chooses to compete in its chosen markets.

b)Corporate Culture

It is the shared value and beliefs that the organization's members hold in common as they relate to each other, their jobs, and the organization. It defines what the firm's personnel believe is important and unimportant, and explains to a large degree why the organization behaves  the way it does.

c)Organizational Design

This refers to the fundamental choice top managers make in developing the pattern of organizational relationships. it encompasses issues such as whether basic tasks should be organized by function or product division, they company's overall configuration, the degree of decentralization, the number of staff personnel the design of jobs, and the internal systems and procedures.

d)Operations

This is the aggregate of activities the firm engages in to effect its strategy. These activities become part of the reality of the corporation and can influence its identity in wide variety of ways.

INTERDEPENDENCE BETWEEN CORPORATE  IMAGE, CORPORATE IDENTITY, CORPORATE REPUTATION AND CORPORATE COMMUNICATION
Corporate identity, corporate image, corporate reputation and corporate communication are four inseparable concepts. They do not exist independently of each other rather, they are closely interrelated (Christensen and Askegaard, 2001), Hatch and Schultz, 1997, Dutton et al, 1994). The identity forms the basis for the image that is projected to various external observers. The transmitted image in form of sent  messages then returns to the organization and affects the internal employees view of the organization and also their self perception.

Each significant change in corporate identity reflects on the perception of the company's  corporate image. Of key importance is the perception of the company held by its stakeholders - both internal an external. This awareness makes it possible for managers to more easily harmonize corporate communication and corporate identity while reputation encompasses the way in which the company present itself and the various ways  in which the company is perceived by customers, the community, the investors and employees. Company image should be accommodated so as to satisfy the expectations of various stakeholders. it is also important to emphasize that the performance of business activities in different places accentuates the importance of efficiently managing corporate image and reputation.

At times, the identity and image of a company can be poorly matched, which means that the employee's perception of their own organization differ from the picture the external observers has of the organization. This difference might result from the organization communicating or projecting an image that does not mirror its identity or the external factors might have misunderstood the intention of the company.  Regardless of the reasons, it is important that the gap is dealt with as soon as possible. A substantial gap between the self - perception of the organizations and the perception of external public can have fateful consequences for the firm and the bigger the discrepancy, the greater the risk for the organization's well being (Whetten, 1985).

Corporate Social Responsibility 

Corporate social responsibility is the factor which illustrates the growth of business toward sustainability, which is the fundamental concept of religious ethics (Baker, 2006). This is done by utilizing resources from both internal and external sources to support and accommodate the society. In addition, it endorses the outcomes of organizations’ committed actions as either preventive or corrective operations, which include aids to the society, community and employees for happiness and good quality of life Alsa et al (2008). Hence, corporate social responsibility is also named corporate citizenship which sees organization as a member of the society that ought to behave appropriately to people and environment like the way humans relate with one another in the environment (Quaak, 2007)  Rahimzah, (2009). These good deeds carried out by organizations would impact corporate social responsibility, corporate ability and reputation, (Aqueveque, 2011). (Siegel, 2001) highlighted that consumers consider socially responsible firms to have a good reputation by constantly executing a series of programmes of social responsibility. Such  programmes  give  a big impact to corporate reputation. A good reputation influences a positive consumer satisfaction.

Concept of Organizational Performance

One of the important questions in business has been why some organizations succeeded while others failed.  Organizational  performance has been one of the most important issues for every organization, be it profit or non-profit one. It has been very important for managers to know which factors influence an organization’s performance in order for them to take appropriate steps to initiate them. However, defining, conceptualizing, and measuring performance have not been an easy task. Researchers among themselves have different opinions and definitions of performance, which remains to be a contentious issue among organizational researchers (Barney, 2007). According to Javier (2013), performance is equivalent to the famous 3Es (economy, efficiency, and effectiveness) of a certain program or activity. However, according to Daft (2000), organizational performance is the organization’s ability to attain its goals by using resources in an efficient and effective manner. Quite similar to (Daft) , Richardo (2001), defined organizational performance as the ability of the organization to achieve its goals and objectives.  Nwachukwu (2009), sees organizational performance as an organization’s ability to effectively combine its available human and material resources to yield high output in face of competition or other economic variables that may be prevalent. Onuoha (2012), defined organizational performance as the effective utilization of organization’s resources to yield not only increased output but also to enhance the realization of the set aims and objectives of the organization. 

Organizational performance has suffered from not only a definition problem, but also from a conceptual problem.  Hefferman and Flood (2000), stated that as a concept in modern management, organizational performance suffered from problem of conceptual clarity in a number of areas. The first was the area of definition while the second was that of measurement. The term performance was sometimes confused with productivity. According to Ricardo (2001), there was a difference between performance and productivity. Productivity was a ratio  depicting the volume of work completed in a given amount of time while performance was a broader indicator that could include productivity as well as quality, consistency and so on.

Relationship between corporate reputation management and organizational performance

Reputation is a set of collectively held belief about a company’s ability to satisfy the interest of its various stakeholders. Corporate reputation is a key contributor to organizations success. While corporate reputation management refers to the set of strategies that companies develop to cope with the expectations of their audiences, manage interpretation that these audiences make as well as build favorable regard (Formbrum and Rivdora 2009) most of the concerns of these audiences are centered on specific issues while organizational performance is an organizational ability to affectively combine its available human and material resources to yield increase or high output in face of competition.  Corporate reputation management enhances the performance of organizations. 

According to Health (2008) corporate reputation management is more directly involved with the momentary and development of stakeholders relationship directed at not only enhancing the interrelationship between stakeholders and the organization but also to enhance them reliability and confidence on the organization geared toward sustainable patronage.  Good reputation management are recorded in various ways for example, when investors bid up the prices of the company’s market shares, customers pay premium prices for the products of reputable companies and employees on their part are happy to work for reputable company.

CORPORATE IMAGE MANAGEMENT

"The foundation of corporate image management is the premise that "everything an organization does and does not do, affect the perception of that organistion and its performance product and services. These perceptions affects its ability to recruit the financial resources, people and partnerships, it needs to attain its goals and objectives." Business owners and operators must understand that this image can directly affect the organization's success, and companies should incorporate it into all levels of operation, beginning at the top (Howard: 1997).

From a personalized point of view, image management is the on going, pro-active process of evaluating and controlling  the impact of your appearance on a person, others and on the achievement of his/her goals. It is a science and an art that provides a framework, addressing all the elements - clothing, grooming, practices, body language and etiquette and vocal communication that help create the right image  for each role that a person undertakes at different occasions. Given that each person is unique, image management takes into account the person's personal style, enhances strength and down plays weaknesses while making optimal use of resources. Image management it is not personality development, which focuses only on the self nor is it image make over or grooming which focuses on the outside. it is about managing the "image from the inside out". Creating the right image based on the real self (inside) and projecting the right image based on the occasion (outside).

Corporate image management, according to Agbonifoh Oshgbemi (1992) refers to the totality of an organization's deliberate efforts directed at moving its image towards its target image. In other words, it is concerned with management's efforts at consciously fashioning, protecting and promoting for its company, a desired image or impression in the eyes of its customers. It is a holistic management discipline designed to prepare organization to compete for resources, partners, customers and market share. Corporate image management integrates the corporate culture with the process of managing and it requires the best leadership, communication and training skills the organization can master. It entails the creation of a corporate language, behaviour patterns, symbology, traditions and a dialogue that focuses on an appropriate expression of the company. This dialogue matches the expectation and understanding of both customers and employees about what the organization stands for, where it is heading and what its core strengths, traditions and principles are. It also develops relevance within every single aspect of the company, its product and its service and results in perception that become the key to long term succes. In a way, corporate image management is the purest definition of total quality management, if everything has relevance to the company or to its customers, then nothing retained is wastage.

Corporate image management becomes an on-going, synergistic management tool rather than a one time "corporate image exercise" as currently practiced by most organization and almost all corporate identity consultants. Corporate image management, therefore, becomes a comprehensive and all embracing process that internalizes a new skill set for managing relationships between constituent at all level in the organization. Its goal is to enable sustainable relationship advantages to be developed with key audiences. Since the process of corporate image management is on-going, these relationship management skills are applied to all current, prospective and future relationships.

By incorporating a post graphic design management process into the practice of corporate image management, today's organizational managers can develop an integrated approach to managing all verbal, visual and environmental elements and media used in communicating the organization's identity to each of the organization's constituents. Corporate image management focuses on the very heart and soul of the organization, even to the extent of evaluating why the organization exists and determining the organizations's key purpose. it represent one of the highest levels of functional control of the organization. Perhaps more importantly, it values as a management tool is greater because it provides a mechanism for the organization -

To differentiate itself from competition,

2. To create recognized added value to the services delivered by the organization and to attract and maintain customer relationships in order to prosper in an increasingly competitive and constantly changing global market place.

Corporate image management, therefore, also represents the highest level of brand personality and characteristics that can be created and communicated to customers and stakeholders.

In the banking sector, image management is very important due to the fact that the banking business is built on trust and confidence and at such the image ordinary by them should be affectively managed so as to win the public's perception about them. Bank's image management requires planning. Not just ordering planning but long range planning as research, marketing or finance. Since no successful bank exist without an image, if the image is ignored during the planning state, the true picture of the bank may be distorted. While providing services, research, finance, marketing and other major functions of management are the building blocks with which the corporate image is constructed. Therefore, the long range plans for the corporate image should be an integral and important part of total management planning.

In considering corporate image plans, management  should take into account to changes that can take place in the bank and its business environment. There is need for flexibility  to accommodate the changes induced by the business environment. An ironclad policy and inflexible corporate image can easily become obsolete after the inevitable swift changes takes place. However the need for a revised image and policies may arise in order to adjust to these environmental  changes.  An image can become outdated following some internal or external changes., For instance, change in government  rules and regulations concerning banking in Nigerian, merger and acquisition of banks etc. Such changes can make the overall image obsolete or at times, the bank may have started with an incorrect image i.e. portraying what they are not or portraying an image that does not match with their corporate identity. This could be due to poor communication strategies, at such when the bank finds out, there tend to track and correct their image to fit their identity.

Marquis (1970: 14) observes that "the corporate image has been confused with publicity, which is too often measured by the number of clippings". a favourable image, however as observed comes from careful planning based on research and consistent work towards the establishment of its objectives. For bank image to be effective, it requires thorough research on how to effectively manage its image and also an indept analysis to ascertain and clarify the present relationship between the bank's present image and its desired image. The desired image is then compared with the present image as revealed by the views that are found among the publics. Where there are variances, the need for vigorous corporate image management is established and steps can be taken to refocus public perception. Where there are no deviations, efforts must be made to sustain the present image.

It is also vital for banks to design and operate an image tracking and management system; which is deifned as  a "system of periodically collecting, analyzing and acting on information that describes how different publics view key attributes of the company's performance. The main advantage  of an image tracking and management system are that:

a)banks can detect unfavourable image shifts early and act before they hurt its statue or name.

b)banks can identify key areas where its performance lags behind its competitors and work to strengthen  those areas.

c)banks can identify key areas where it outshines its competitors and can capitalize on those strength.

d) banks can learn whether its corrective actions have improved its image. Since these systems are costly, they need to  be designed correctly, if their value is to exceed their cost.

Further still, the evaluation of the image and any attempt to make it representative and appealing must be function of top level management and also other employees in the organization if actions is to be effective. Research has shown that most banks leave its image management to the hands of public relations department or a unit of the personnel department. This practice is unsatisfactory for a number of reasons. Firstly, it tends to create the enormous impression that other department cannot or should not play a significant role in shaping the image or banks. Secondly, it tends to encourage or result in practice that have contradictory effects on its image and thus reduce the impact of the deparment charged with the responsibility for coporate image management. While the public relations department are working hard to foster a good corporate image for instance, the bank marketers especially the female gender might be busy creating a bad image for the bank through favouritism, prostituting with their customers to gain favour etc. Thus, the decision to create or manage corporate image and also revise it should involve many of the employees in the bank and represent an important item of management. This is because the opinions of the employees count very much in determining a bank's image, if only because outsiders depends on the insiders for what the organization is worth. Also banks should provide for image considerations in all aspects of the banking operation. With this, corporate image would be managed effectively.

Approach To An
Effective Image Management

Effective image management is both a creative and highly disciplined process requiring the implementation of a well defined approach. We call this approach the three Cs, clarity, cohesiveness and control.

Clarity is characterized by a precise business strategy, shared core values and image goals and a well defined market position. At the heart of the corporate image management effort is a positioning statement. The positioning statement precedes most other image management activities. It provides the underlying platform for all corporate brand communications by addressing three critical issues, firstly, a positioning  statement provides a definition that states how the company defines its business and how the company defines its competitive set, who it is, what it does. Secondly a positioning statement provides differentiation. it explains what makes the company special. Thirdly, the positioning statement defines the benefits that the company delivers to the customers. The positioning statement will identity the core image attributes that banks should always project.

Cohesiveness is the part of the process through which a company ensures that a brand's positioning and core attributes are experienced and communicated in a consistent manner. This means that every aspect of the bank's service offerings, business practices, employee behaviour and communication practices are in perfect alignment to each other. Cohesiveness is at the very heart of brand management. It helps make sure that a brand never confuses a customer about what it is and what it stands for. Cohesiveness ensures that a "brand always says the same thing about itself and always perform in a manner that is consistent with what it has said.

Control addresses the process and systems  through which the corporate image is managed - appropriate centralization, monitoring and adjustment. Critical to a success reputation is that all factors which contribute to the corporate image align or otherwise "make sense" when subconsciously brought together to form the big picture of the corporate image.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 


This study was carried out to examine the corporate reputation and marketing performance of the alcoholic beverage industry in Port Harcourt. Selected Managers, Staff and customers of Alcoholic Beverage Industry in Port Harcourt form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of Managers, Staff and customers of Alcoholic Beverage Industry in Port Harcourt, the researcher conveniently selected 120 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analysed using the frequency tables, which provided answers to the research questions. Also, hypotheses were tested using T-test and the regression statistics.
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.
CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of hundred and twenty (120) questionnaires were administered to respondents of which 100 were returned. The analysis of this study is based on the number returned.

4.1
DATA PRESENTATION
The results are hereby presented as follows:

Table 1: Gender Distribution of Respondents

	Gender
	Frequency
	Percentage

	Male
	48
	48%

	Female
	52
	52%

	Total
	100
	100.0%


Source: Author’s Computation from Field Survey 2021

The table above shows the gender distribution of respondents. 48% of the respondents were male and the remaining 52% were female. Thus, female respondents were slightly higher than their male counterparts.

Table 2: Age Distribution of Respondents

	Age
	Frequency
	Percentage

	20-30 years
	24
	24%

	31-40 years
	47
	47%

	Above 40 years
	29
	29%

	Total
	100
	100.0%


Source: Author’s Computation from Field Survey 2018

The table above shows the age distribution of respondents. 24% of the respondents are between the age bracket of 20-30 years; 47% which constituted the majority are between the age bracket of 31-40 years and 29% are above 40 years.

Table 3: Marital Status of Respondents

	Marital Status
	Frequency
	Percentage

	Single
	13
	13%

	Married
	87
	87%

	Total
	100
	100.0%


Source: Author’s Computation from Field Survey 2021

The table revealed the marital status distribution of respondents. Majority of the respondents, which constituted 87% are married while the remaining 13% respondents are unmarried.

Table 4: Educational Qualification of Respondents

	Qualification
	Frequency
	Percentage

	SSCE
	11
	11%

	HND/B.Sc
	80
	80%

	M.Sc/PhD
	9
	9%

	Total
	100
	100.0%


Source: Author’s Computation from Field Survey 2021

The table revealed the educational qualification of respondents. 11% of the respondents are SSCE holders, 80% of them, which formed the majority, are HND/B.Sc holders and 9% are M.Sc/PhD holders.

Table 5: Position of Respondents

	Position
	Frequency
	Percentage

	Manager
	12
	12%

	Accountant
	31
	31%

	Auditor
	26
	26%

	Cashier
	24
	24%

	Others
	7
	7%

	Total
	100
	100.0%


Source: Author’s Computation from Field Survey 2021

Table 5 unveiled the distribution of position of respondents. 12% are managers, 31% are accountants, 26% are auditors, 24% are cashiers and 7% are mostly administrative staff.

ANSWERING RESEARCH QUESTIONS

Question 1: To what extent does Corporate Image enhance Marketing Performance of the Alcoholic Beverage Industry?

Table 4.3: Respondent on question 1

	Options
	Frequency
	Percentage

	High 
	60
	60

	Low 
	19
	19

	Undecided
	21
	21

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said high. 19 respondents constituting 19% said low. While the remain 21 respondents constituting 21% were undecided.

Question 2: To what extent does Customer Orientation enhance Marketing Performance of the Alcoholic Beverage Industry?

Table 4.4: Respondent on question 2

	Options
	Frequency
	Percentage

	High 
	56
	56

	Low 
	21
	21

	Undecided
	23
	23

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 56 respondents constituting 56% said high. 21 respondents constituting 21% said low. While the remain 23 respondents constituting 23% were undecided.

Question 4: To what extent does Quality of the Management enhance Marketing Performance of the Alcoholic Beverage Industry?

Table 4.5: Respondent on question 3

	Options
	Frequency
	Percentage

	High
	61
	61

	Low
	17
	17

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 61 respondents constituting 61% said high. 17 respondents constituting 17% said low. While the remain 22 respondents constituting 22% were undecided.

4.3
RESEARCH HYPOTHESIS

H0: There is no significant relationship between Corporate Image and Market Share in Alcoholic Beverage Industry in Port Harcourt.

HA:  There is a significant relationship between Corporate Image and Market Share in Alcoholic Beverage Industry in Port Harcourt.

Level of significance: 0.05

Decision Rule: 

In taking decision for “r”, the following riles shall be observed;

If the value of “r” tabulated is greater than “r” calculated, accept the alternative hypothesis (H1) and reject the null hypothesis (H0).
If the “r” calculated is greater than the “r” tabulated, accept the null hypothesis (H0) while the alternative hypothesis is rejected
Table 3: Pearson Correlation Table showing the relationship between Corporate Image and Market Share in Alcoholic Beverage Industry in Port Harcourt 

	
	CI
	MS

	CI
	Pearson Correlation

Sig. (2-tailed)

N
	1

100
	-.342
.000

100

	MS
	Pearson Correlation

Sig. (2-tailed)

N 
	-.342
.000

100
	1

100


Source: Survey data, 2021 

Correlation is not significant at the 0.05 level (2-tailed)

In Table 4 is the Pearson Correlation result showing the degree of association between CI and MS. The correlation coefficient, r, between the two variables is -0.342 indicating a negative correlation. Moreover, such relationship was statistically significant at (p< 0.000). This indicates that CI are not correlated with MS of Alcoholic Beverage Industry in Port Harcourt.

Table 4: Pearson Correlation Table showing the between Corporate Image and Service Qualityin Alcoholic Beverage Industry in Port Harcourt.
	
	CI
	SQ

	CI
	Pearson Correlation

Sig. (2-tailed)

N
	1

100
	-.352
.000

100

	SQ
	Pearson Correlation

Sig. (2-tailed)

N 
	-.352
.000

100
	1

100


Source: Survey data, 2021 

Correlation is not significant at the 0.05 level (2-tailed)

In Table 4 is the Pearson Correlation result showing the degree of association between CI and SQ. The correlation coefficient, r, between the two variables is -0.352 indicating a negative correlation. Moreover, such relationship was statistically significant at (p< 0.000). This indicates that CI are not correlated with SQ in Alcoholic Beverage Industry in Port Harcourt.

Table 4: Pearson Correlation Table showing the relationship between customer Orientation and Market Share in Alcoholic Beverage Industry in Port Harcourt.
	
	CO 
	MS

	CO
	Pearson Correlation

Sig. (2-tailed)

N
	1

100
	-.452
.000

100

	MS
	Pearson Correlation

Sig. (2-tailed)

N 
	-.452
.000

100
	1

100


Source: Survey data, 2021 

Correlation is not significant at the 0.05 level (2-tailed)

In Table 4 is the Pearson Correlation result showing the degree of association between CO and MS. The correlation coefficient, r, between the two variables is -0.452 indicating a negative correlation. Moreover, such relationship was statistically significant at (p< 0.000). This indicates that CO are not correlated with MS of Alcoholic Beverage Industry in Port Harcourt.

Table 5: Pearson Correlation Table showing the relationship between customer Orientation and Service Quality in Alcoholic Beverage Industry in Port Harcourt 

	
	CO
	SQ

	CO
	Pearson Correlation

Sig. (2-tailed)

N
	1

100
	-.342
.000

100

	SQ
	Pearson Correlation

Sig. (2-tailed)

N 
	-.342
.000

100
	1

100


Source: Survey data, 2021 

Correlation is not significant at the 0.05 level (2-tailed)

In Table 4 is the Pearson Correlation result showing the degree of association between CO and SQ. The correlation coefficient, r, between the two variables is -0.342 indicating a negative correlation. Moreover, such relationship was statistically significant at (p< 0.000). This indicates that CO are not correlated with SQ of the firm.

Table 3: Pearson Correlation Table showing the relationship between Quality of the Management and Market Share in Alcoholic Beverage Industry in Port Harcourt
	
	QM
	MS

	QM
	Pearson Correlation

Sig. (2-tailed)

N
	1

100
	-.365

.000

100

	MS
	Pearson Correlation

Sig. (2-tailed)

N 
	-.365

.000

100
	1

100


Source: Survey data, 2021 

Correlation is not significant at the 0.05 level (2-tailed)

In Table 4 is the Pearson Correlation result showing the degree of association between QM and MS. The correlation coefficient, r, between the two variables is -0.365 indicating a negative correlation. Moreover, such relationship was statistically significant at (p< 0.000). This indicates that QM are not correlated with MS in Alcoholic Beverage Industry in Port Harcourt.

CHAPTER FIVE

CONCLUSION AND RECOMMENDATION

Conclusion
The aim of this study was to investigate The effects of corporate reputation and marketing performance of the alcoholic beverage industry in port harcourt. The study revealed a significant relationship between the corporate reputation management strategies employed by the understudied organizations and organizational performance. The corporate reputation management which include: integrity building, reliability and corporate enhances, profitability and market share of the organization. The study also revealed that when corporate reputation management is effective in organization, it will further attract the exhibition of positive work attitude of employees as well as creating a positive image and impression in the mind of stakeholders and the general public regarding the organization.

Recommendations

Having reached the above conclusions, the researcher recommended that; 

1.
Management of organization should endeavour to always prioritize corporate reputation management in the day to day operations and also the management of alcoholic beverage industry in port harcourt

2.
Management of organization like alcoholic beverage industry in port harcourt should be socially responsive to their environment and communities of operations.
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QUESTIONNAIRE

Instructions:Please tick [] in the box(es) provided for the option you consider appropriate. You can as well supply other information where you deem necessary.

1.What is your Sex?

a)Male
[ ]

b)Female
[ ]

2.To which of these age bracket do you belong? a)Under 20 years
[ ]

b)20 - 25 years
[ ]

c)30 - 44 years
[ ]

d)45 years and above
[ ] 3.Indicate your level of academic qualification?

a)WAEC/SSCE
[ ]

b)B.Sc
[ ]

c)MBA/M.Sc and above
[ ]

d)Others
[ ]

4.What category do you belong to in your bank?

a)Junior Staff
[ ]

b)Senior Staff
[ ]

c)Management Staff
[ ]

5.Does your firm have a laid down image policy?

a)Yes
[ ]

b)No
[ ]

6.What is the extent of efficiency and effectiveness of your organization services delivery in terms of your organizational goals?

a)To a very large extent
[ ]

b)To a large extent
[ ]

c)Not to a very large extent
[ ]

d)No Idea
[ ]

e)Not to a very big extent
[ ] 

7.How do you rate the image of your firm?

a)Very high [ ]

b)Fairly high

[ ]

c)
Low

[ ]

d)
Undecided
[ ]


8.Does your firm adopt strategies in building maintaining and promoting its image?

a)Yes
[ ]

b)No
[ ]

9.What is your firms method of building maintaining and promoting good image

...................................................

10.Do you think these promotional strategies can contribute to the success, growth and performance of your firm?

a)Yes
[ ]

b)No
[ ]

