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Abstract 
Corporate branding in school management is a relatively new term. The basic element of the marketing proc-
ess of education makes the service itself, i.e. employees in education. This paper analyzes the role of em-
ployees in the construction of a brand that is specific to the school management. We describe a model for
managing brands through brand identity, image and corporate reputation. The models that were used are The 
ACID Test of Corporate Identity Management, The Corporate Identity Mix and Keller's CBBE model. We ana-
lyzed the service from the aspect of creating the brand, which is based on Kapferer's brand metaphor con-
necting the role of employees as providers and promoters of corporate identity. Finally, we review brand per-
ceptions as key factor in building corporate performance in school management. The importance of corporate
image, corporate reputation and communication is crucial for creating Communicated identity. Furthermore, 
we indirectly achieve desired identity based on the creation of communication identity of the organization. 
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Introduction 
The brand is not only the character or reputation. 
Long term brand regarded as a static product 
segment which in its integration of images, char-
acters and symbols goes beyond today's under-
standing of the brand. The brand is a complex set 
of intangible and tangible characteristics that pro-
ject the emotional and social benefits to consum-
ers. Brand in its essence must have added value 
because it increases the expected value. Intangible 
brand equity participation in the company's value 
and such value is constantly increasing. It should 
be noted that intangible value of brands account 
for 80% of success, although they account for 
only 20% of the cost (de Chernatony & McDon-
ald, 2003, p.8). The brand becomes a "living or-
ganism" (Kapferer, 2008, p. 12) that depends on 
the consumer’s perception, emotion and experi-
ence. The brand represents an upgrade of the 
product and provides added value that is not in-
herent in competitive brands. Because of the 
above, it is possible to build a unique association 
from the brand. 

 

Corporate brand includes a much wider range 
and requires coordination of a number of elements 
that influence the outcome. Also, a plurality of 
brands companies is a reflection on the creation of 
brand personality (Aaker, 1997, p. 352). The 
brand represents the promise that eventually de-
velops in corporate reputation. Therefore, the cor-
porate reputation is becoming the most important 
assets in modern management. An important stra-
tegic decision for every business entity is the way 
how to mark the brand (Kotler & Keller, 2007, p. 
296). Brand image interactively affects the con-
sumer's self-images. The symbol that represents 
the brand is viewed through the context of sym-
bolic value. The brand is perceived in the context 
of the image, i.e. the model of associations and 
images. Such perceived structure of attitudes and 
opinions, beliefs and prejudices, represents the 
image in its widest sense of the word.  

 
1. Methodology 
The methodology of Kapferer’s hexagon brand 
(Kapferer, 2008, p.183) and Balmer’s corporate 
identity model C2ITE (Balmer, 2001a, pp. 248-
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291) were used for the research of the corporate 
brand in non-profit organizations. Keller CBBE 
model (Keller, 2001, pp. 15-19; Keller, Aperia, & 
Georgson, 2008, pp. 42-87) and the theory of 
brand personality (Aaker, 1997, pp. 347-357) 
were also implemented. Models were researched 
with comparative method, the method of analysis, 
synthesis, deduction and deconstruction. The role 
of the employees in school management was ana-
lyzed. We explained the model of brand personal-
ity, identity and image, and showed the correla-
tion method ACID test (Balmer & Soenen, 1999, 
pp. 69-92). From the aspects of school manage-
ment, the identity of brand corporation was ana-
lyzed by C2ITE, elements of brand corporations 
(Hatch & Schultz, 2001, p. 133) and construct of 
brand personality corporation (Davies, Chun, de 
Silva, & Roper, 2004, pp. 125-146). Deconstruc-
tion of the brand depends on the customers' im-
pressions and is implemented in methodology of 
Aakers brand personality construct, which was 
compared with other models. 

The paper analyzes the brand companies 
within the school management from the point of 
creating a brand that is based on metaphors. We 
used the interpretive methods, methods of deduc-
tion, analysis and deconstruction. Phenomenol-
ogical and discourse analysis were used for the 
metaphor of the brand. We also used hermeneutic 
spiral and theoretical triangulation method. Induc-
tive approach, holistic perspective and syn-
chronic-diachronic context were used according to 
methodology of qualitative research. 

 
2. The role of brand 
The brand is a very complex symbol. For its posi-
tioning, it is necessary to observe the brand 
through complete marketing mix benefits that is 
called proposed equity (Kotler & Armstrong, 
2007, p. 208). Suggested brand equity was per-
ceived through consumer intangible category. The 
brand represents the promise that the company 
provided and it that must be fulfilled. The brand 
goes beyond the basic value and refers to the con-
sumer's satisfaction and added value. Analysis of 
competition depends on a number of factors, and 
decisions about the target market we look at in 
terms of competing points-of-parity (Kotler & 
Keller, 2007, pp. 312-314): 

 

a) Points-of-parity 
b) Points-of-difference 
c) Points-of-parity versus Points-of-difference 
 

Points-of-differences include features or bene-
fits that consumers associate with the brand and 
have expressed positive connotations to the 
brands they believe. According to the model of 
points-of-differences, consumers are developing 
positive and unique associations that may be 
based on tangible and intangible values. Points-of-
differences represent positive emotional and ra-
tional impressions according to brand. The points-
of-parity represent associations that are not al-
ways related to a specific brand, but can occur in 
competing brands. The appearance of points-of-
parity is manifested through two modules: the 
competition and categories. Similarities include 
competitive negative association against competi-
tive brands, while categorical points-of-parity 
indicate significant association to consumers 
against competitive categories. Points-of-parity 
function according to the principle of recognizing 
and brand recall, while the role of the association 
reflects the real image of the brand positioning in 
the market. 

It must be a certain number of consumers who 
will believe that the selected consumer brand is 
superior to achieve points-of-parity versus points-
of-difference. It is interesting that such consumers 
perceive the brand as superior, even though it 
does not have to be of higher quality. It is crucial 
that they are based on the emotional brand im-
pressions, ignoring rational. Since the brands by 
their nature reflect certain distinctiveness, with 
existing typical utility such as recognition, identi-
fication and assurance, we conclude that the key 
positioning is not in the points-of-difference, al-
though it looks like because of positive associa-
tions that consumers develop, but just in points-
of-parity. 

It is possible to build a unique association of 
brand, which is based on the foundations of semi-
otics. Kapferer’s brand as a "living organism" 
consists of three categories (Kapferer, 2008, p. 
12): the product, the name and the concept of 
brand. The concept of brand includes tangible and 
intangible values and its title includes the name of 
the brand and the meanings that this name evokes 
in the consumer’s awareness. Finally, the service 
itself indicates the concept of experience with the 
brand (de Chernatony & McDonald, 2003, p. 
647). The concept of brand identity has attracted 
the interest of the field of brand management, the 
theory of consumer behaviour (Khan, 2006) and 
marketing strategy. The precondition of building a 
successful brand is the creation of an appropriate 
brand identity. Brand identity can be seen as a 
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vision beyond the brand with its values, promised 
benefits, diversity and uniqueness to which the 
consumers react.  

 
2.1. Brand identity 

Brand identity is a unique set of associations lo-
cated in the impressions of consumers and other 
interested stakeholders (Aaker, 1996, p. 27), and 
constitutes one of the key factors of brand archi-
tecture. Brand identity is understood as a vision 
followed by the brand with its values, promised 
benefits and uniqueness to which the consumers 
react. The components of the brand identity in 
strategic terms (de Chernatony, 2002, p. 47) were 
seen as models of construction, which Aaker calls 
architecture brand (Aaker & Joachimsthaler, 
2000). Brand identity is observed through six as-
pects which Kapferer calls brand identity prism. 
At first it begins with physical characteristics that 
are perceived as tangible value, and end on con-
sumer’s self-image. Brand image reflects the cur-
rent perception of the brand; therefore it includes 
three distinctive communicative features (Aaker, 
1996, p. 180): 

 

a) augmented image 
b) reinforced and exploited 
c) softened and diffused 
 
Augmented image refers to the situation where 

the brand identity does not match with the brand 
image, which is often the case in the demographic 
segmentation. Unlike the extended image, rein-
forced and exploited image includes some added 
associations that consumers develop. However, 
the brand image should not be assigned position 
in the market. Reinforced image improves brand 
personality (Aaker, 1997, pp. 347-357). Softened 
and diffused image is opposite to enhanced and 
utilized image. A combination of consumer seg-
ments shows that the image is not always well 
integrated in marketing communication. Such 
relocation of consumer categories is common, 
because the consumer trends change so that the 
brand image must adapt. Table 1 presents the 
models of brand associations in school manage-
ment. 

 
Table 1   Strategies of brand association in school  

management 
 

Strategy Perception Example 

Attributes 
technical or technologi-
cal characteristics 

ICT in schools,  
e-diary 

Features 
offered needs or 
benefits 

preparing state 
graduation 

Opportunity 
place, time and 
opportunity to us 

summer and winter 
workshops 

Users new segments of users education of adults 

Activities 
special, specific 
activities 

LiDraNo 

Famous 
persons 

personalization of fame 
brand personality 

A. G. Matoš  

Competition benchmarking 
gymnasiums,  
private schools 

Class 
brand goes beyond the 
original class product 

college, university 
 

Source: The author 

 
As can be seen, associations in school man-

agement have been conceived as a strategic form 
of creating a school culture, and building brand 
according to the model of corporate reputation 
(Urde, Greyser, & Balmer, 2007, p. 11). Figure 1 
shows the identity of the brand, i.e. six models 
which together form the brand identity prism.  

 

 
 

Figure 1   Brand hexagon 
Source: Kapferer, 2008, p. 183 

 
Each of the six characteristics of brand identity 

is crucial in certain elements of building the brand 
(Azoulay & Kapferer, 2003, p. 146), and the char-
acteristics of brand personality, self-images and 
culture are extremely important for the develop-
ment of brand companies as associated image, 
personification of brand and reflection identifica-
tion. Physical properties represent the amount of 
the basic characteristics and predispositions of 
products or services, such as schools look and 
behaviour of employees. 

Attributes represent contemporary technical 
features that make schools distinct from competi-
tion, such as e-journal, e-book and virtual note-
books. Association of users and celebrities can be 
combined in one model because they complement 
each other, as well as new segments of users, 
training of adult learners, summer camps and 
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promotion of employees, and services through 
famous former participants. Also, some authors 
(Balmer, 1995, p.p 24-46; Keller et al., 2008, p. 
58; Urde et al., 2007, p.11) emphasize the impor-
tance of brand culture heritage and personaliza-
tion of celebrities in brand awareness. Places of 
brand origin tells us about the quality of education 
from a certain region, a comparison with better 
and represent the brand that goes beyond the 
original brand services, i.e. when the school man-
agement develops from high school to higher edu-
cation level. 

Below is brand personality, the perception of 
brand properties identification with the personifi-
cation of animals or people (Epley, Waytz, & 
Cacioppo, 2007), model according to model from 
the brand heritage. The third element of identity is 
culture and it is closely related to the model of 
culture of the organization, and refers to the set of 
values, inspiration, and building brand essence as 
opposed to relationships that make up the intangi-
ble exchange between brands and consumers. The 
last two elements of identity are a reflection of the 
self-image, and they reflect the consumer's image 
and become part of the identification. Brand iden-
tity includes the message that the brand transmits 
through the name, visual and sound elements and 
advertising. The image includes beliefs and emo-
tions according to specific brands or consumer's 
impression. 

 
2.2. CBBE model 

The main contribution to theory of brand building 
is provided by Keller's model (Keller, 2001, pp. 
15-19), which introduces the concept CBBE (Cus-
tomer-Based Brand Equity) and inaugurates the 
hierarchy of the brand. Figure 2 shows CBBE 
model that looks at building a brand as input of 
series of steps, from bottom to top, or from the 
visibility and identity to relationships or reso-
nance. Brand resonance is defined as the concep-
tual strength or depth of the psychological con-
nection that the consumer has with the brand, as 
well as the level of activity elicited by this con-
nection (Kotler & Keller, 2007, p. 280). Cus-
tomer-Based Brand Equity is defined as the way 
in which knowledge of the brand influences the 
reaction of consumers in relation to the presenta-
tion of the brand (Keller et al., 2008, p. 57). These 
steps set the foundation for building a framework 
of fundamental strong brands. CBBE model 
represents the way in which knowledge of the 
brand influences the reaction of consumers in re-
lation to the presentation of the brand (Keller et 

al., 2008, p. 57). The brand has a positive CBBE 
when the consumer is more likely to choose prod-
ucts that are presented to the market. 
 

 
 

Figure 2   Brand resonance pyramid 

Source: Keller et al., 2008, p. 57 

 
But the brand can have a negative CBBE when 

the consumer is less favourable to products which 
are under the same conditions presented in the 
market. Exactly that experience of the brand 
makes corporate management, since the holders of 
services in school management are employees. 
Brand resonance pyramid includes four steps: a) 
ensure the identification of the brand with con-
sumers, b) determine the overall significance in 
the minds of consumers, c) encourages appropri-
ate response of consumers according to identify 
and signification of the brand, d) changes the re-
sponse to the brand to create a strong relationship 
between customer loyalty and brands. 

According to this model Keller establishes the 
so-called six building brand blocks with consum-
ers. These steps set the foundation for building a 
fundamental framework for strong brands. Brand 
building includes the initial stage of development 
of the brand identity, while hierarchically climbs 
to the top, i.e. brand resonance that represents the 
relationships and a strong and active brand loy-
alty. It is important to point out that Keller em-
phasizes hierarchically display and warns that the 
progress on the “branding ladder” creates a model 
of building brand that determines the specific 
stages. 

 
3. Corporate branding 
Corporate brand is specific construct which was 
created according to the theory of brand personal-
ity (Aaker, 1997, pp. 347-356). Although the con-
cept of brand personality is associated with the 
products or services of the brand and the corpo-
rate brand, there are very significant differences in 
the consumers' impression. Furthermore, the 
model C2ITE (Balmer, 2001a, pp. 248-291) is five 
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characteristic features of corporate brand, a brand 
associated with the brand personality. Table 2 
shows characteristics of the model of corporate 
brand C2ITE through five key concepts, starting 
from cultures which includes "cultural roots" 
(Balmer, 2001a, pp. 248-291; Balmer, 2001b, pp. 
11-21; Balmer, 2001c, pp. 1-17; Balmer & Gray, 
2003, pp. 972-997), i.e. emphasizes the value of 
corporate culture, sub-culture environment, re-
gionalism and nationalism.  

 
Table 2   Model C2ITE 

 

Characteristics Performance 

Cultural “cultural roots” 

Intricate  multidimensional 

Tangible brand architecture 

Ethereal emotional response 

Commitment corporate image 
 

Source: Balmer, 2001c, p. 3 

 
Corporate brand personality is based on the 

behaviour of employees (Punjaisri & Wilson, 
2007, p. 59), i.e. corporate culture. The construct 
of corporate brand personality reflects the values 
represented by the company and is projected 
through the activities of the organization itself. 
The specificity of the construct is based on the 
relationship between culture and reflection on 
identity (Kapferer, 2008, p. 183) non-profit or-
ganizations such as the characteristic of the school 
management. If a core value within the strategy of 
school management is to provide a service 
(knowledge) and taking care of customers 
(Hooley, Saunders, & Piercy, 2004, p. 26), then 
the qualities of caring and responsibility should be 
implemented in the corporate brand personality, 
like Aaker said in her theory of brand personality 
(Aaker, 1997, pp. 347- 356).  

Corporate brand increases company’s visibil-
ity, recognition and reputation. Table 2 shows the 
model C2ITE which clearly shows the characteris-
tics of the corporate brand. The concept of corpo-
rate branding consists of five characteristics: cul-
tural, intricate, tangible, ethereal and commitment. 
Therefore, the cultural characteristics include 
strong cultural roots of the corporation, or start 
from the strong loyalty of employees in the brand. 
Then they include connection and commitment of 
all employees with the vision of the corporation. 
By doing so, the tangible and intangible values of 

the brand are correlated with the employees' val-
ues. In order to create a corporate image, employ-
ees must be linked to the performance of the or-
ganization. Brands are closely associated with the 
employees in the service sector, especially in 
school management. School management should 
be aware that their image is projected through the 
employee's interactions with clients, stakeholders 
and consumers. In order to build positive brand 
personality (Saucier, 1994, pp. 506-516) is impor-
tant for school management to have a vision of the 
company's development. 

In Table 3 brand identity was analyzed accord-
ing to Kapferer's methodology. It is obvious to 
have all six segments mutually intertwined and 
connected, but it is also indicative that the last two 
segments: reflection and affirmation represent the 
final consumer. We should point out that the 
school system in terms of marketing communica-
tions is the least in the central part, in segments of 
culture and brand relationships with consumers. 

 
Table 3   Corporate identity in school management 

 

Physique  
The layout of the building, hall, library, 
projects 

Brand personality 
Reputation employees, specialization, 
mentoring 

Culture 
The attitude of employees towards  
consumers 

Relationship CRM 

Reflection Customer satisfaction, customer loyalty 

Self-image The trust, tradition, awards 
 

Source: The author 

 
Unsatisfied and unmotivated employees dam-

age the reputation of the organization, and prevent 
the development of the central part of hexagons 
brand identity. School management cultivates 
only the left part of hexagons, or part of the exter-
nalization of the sender, precisely only visual fea-
tures. All other dimensions are not used, but the 
most important segments, i.e. the employees are 
continuously marginalized. School climate here is 
understood as a metaphor that characterizes the 
individual characteristics of non-profit organiza-
tions, and it can be perceived as a complete emo-
tional impression (Owens, 2004, p. 183). The 
concept of cultural roots in school management, 
in contrast to the sub cultural roots and nationality 
or reputation (Urde et al., 2007, p. 11), here is 
based on the values, symbols, phrases and cere-
monies. In particular, school culture is not a static 
characteristic because it constantly creates and 
forms, and the most developed through the rela-
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tionship with employees. In fact, all the elements 
of a school model C2ITE are build on elements of 
the brand companies (Hatch & Schultz, 2001, p. 
133) and dimensions of CBBE model (Keller et 
al., 2008, pp. 47-81).  

Corporate identity is necessary to create the 
reputation of the company (Motion, Leitch, & 
Brodie, 2003, p. 1082) and the quality of service 
is crucial to the strategic approach to the success 
of the organization. School management is a 
young discipline of managing non-profit organiza-
tions which in its essence is one of the segments 
of management in education. Marketing in school 
management is defined as a set of activities that 
develops the planning, implementation, distribu-
tion and communication. The school management 
has a complex management model (Bush & 
Glover, 2003, pp. 37-160), and the basic premise 
of the marketing of non-profit organizations, like 
schools, is based on service users. Also, the domi-
nance of non-economic objectives further compli-
cates evaluation of objective attitudes of business 
success. Marketing in schools in terms of service 
providers is a key factor in enterprise value. 
Therefore, the classification of services is classi-
fied as pure services since it offers a high level of 
intangible elements. Figure 4 shows a model of 
school management by which we can build a cor-
porate brand. As it can be seen, the key elements 
are employees.  

 

 
 

Figure 3   Model three circles in school management 
Source: The author 

 
The basic marketing elements of the education 

process are: instructional processes, technology 
and teaching staff. The quality of school usually 
depends on a systematic concern and motivation 
of teachers and providing autonomy to work. 
Characteristics of a climate within a given school 
stem from the interaction forms, i.e. it is possible 
and inevitable impact on any person and any other 
group. Therefore, the role of employees in educa-
tion is crucial. Model of three circles inaugurated 
by Adair (Adair, 1983, p. 4) represents the key 

factors that can be compared in the case of non-
profit organizations like schools in the purpose of 
its improvement. In the first place Adair points 
out the duties and responsibilities of school man-
agement, then teams or groups of employees such 
as assets or associates and individuals within 
teams, i.e. individual employees.  

In such an understanding, it is clear that inspi-
ration is a very important component, not only 
interpersonal skills but also of certain leadership 
styles. Employees who are not motivated lead to 
lower productivity, avoid liability, bad service, 
leaving the organization and ultimately, to the 
new cost of the institution itself. We will analyze 
a model of corporate identity with Corporate Iden-
tity Mix method and the ACID test. 

Corporate Identity Mix consists of three mod-
els (Balmer & Soenen, 1999, p. 74): Soul, Mind 
and Voice. Soul core model includes values, cul-
tures, and internal images and employee’s affin-
ity. Mind comprises vision, strategy, product or 
service performance, corporate performance, 
brand architecture and corporate ownership. Fi-
nally, a model includes Voice-controlled commu-
nication, non-controlled communication, symbol-
ism, or corporate employee behaviour and indirect 
communication. Corporate Identity Mix repre-
sents three dimensions of corporate personalities 
that comprise the core values and history Corpora-
tion or its culture and preferences of employees. 
The school management is about values and em-
ployee motivation and organizational culture. This 
model Balmer called the Soul because it makes 
the essence of creating corporate identity.  

Also, the vision of the corporation, providing 
services and performance represent model Mind. 
Finally, model Voice makes symbolism, indirect 
marketing communications, i.e. creating a brand. 
As it can be seen, a model can be compared with 
Figure 3, which shows model of three circles in 
the school management because it highlights the 
positive environment of the organization, employ-
ees and the provision of services. At the same 
time, a model of Corporate Identity Mix confirms 
the theory of identity brand can be seen from Ta-
ble 3 where all six of the features included in the 
model of Soul, Mind and Voice. To verify the 
importance of corporate identity and corporate 
branding and school management, we will use the 
method Acid Test (Balmer & Soenen, 1999, pp. 
82-85). As it can be seen in Table 4, the model of 
ACID test includes four types of identity: Actual 
Identity, Communicated Identity, Ideal Identity 
and Desired Identity. The highest point of corpo-
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rate identity management is achieving a dynamic 
congruency between the four types of identity 
(Balmer & Soenen, 1999, p. 82).  

 
Table 4   ACID test in school management 

 

Identity Performance School  
management 

Actual 
what the organi-
zation is in reality 

poor management, 
unmotivated staff, 
weak principals 

Communicated 
how the organiza-
tion is perceived 
by its publics 

representation in the 
media, success in 
competitions, repu-
tation managers 

Ideal 
the optimum posi-
tioning in markets 

positioning at na-
tional level, social 
responsibility, fidelity 

Desired wish to acquire 
desire to be the best 
school in the region, 
the best results 

 

Source: The author 

 
Model Actual Identity represent values based 

on the management, it is a real, true picture of the 
organization. Also, the first model includes per-
formance of the organization and the services 
provided, and even the behaviour of employees. 
The school management it is very difficult be-
cause employees are unmotivated, interpersonal 
communication is very weak, and the directors are 
bad managers. Communicated Identity is a dual 
concept that refers to corporate reputation and 
overall corporate communication. In particular, in 
the school management it represents a success at 
school competition, media coverage, reputation 
managers and school success. Ideal Identity repre-
sents the positioning of the organization in the 
market. It is ideal identity that is realized by 
CBBE model and model of Kapferer’s brand iden-
tity or personality of the brand and loyalty accord-
ing to brands. Finally, Desired Identity construes 
vision of the corporation, the organization's mis-
sion. It is equivalent to brand resonance pyramid.  

 
Conclusion 
The brand represents the promise that eventually 
develops in the reputation of the corporation. 
Corporate brand can supply sustainable advantage 
to companies if it is understood as a form of cor-
porate identity. In order to achieve corporate 
branding, it is necessary to pay attention to organ-
izational behaviour that is evident at all levels, 
especially in the interaction with clients and 
stakeholders. Successful corporate brand is 
formed between the strategic vision, brand image 

and organizational culture. The success of the 
brand is closely associated with the behaviour of 
employees, and corporate reputation represents 
image evaluation that is retained in the consum-
ers. Corporate brand reflects the values and work 
of the employees individually and collectively. 

Since the employee motivation is the subject 
of management research, and in correlation with 
the corporate image and brand management, 
analysis of brand architecture was seen holisti-
cally. To research the corporate brand we have 
used different models of the most important theo-
rists of brand architecture: building brand identity 
(Aaker, 1996), hexagon brand (Kapferer, 2008, 
p.174), model CBBE (Keller et al, 2008, p.57), 
the brand personality (Aaker, 1997, p.347-357) 
and model of C2ITE (Balmer, 2001c, p.3). Brand 
image and the image of the corporation are based 
on the consumer's perception, therefore, the role 
of associations, and consumers' perception of it-
self as the primary analysis in the building brand 
corporate in the school management. Brand image 
and the image of the corporation is based on the 
consumer's perception, therefore, the role of asso-
ciations, and consumers' perception in the analysis 
of corporate brand building in the school man-
agement sets as primary. Corporate identity is 
necessary to create the reputation of the company. 
Model ACID test confirms the hypothesis model 
of three circles in the school management as well 
as CBBE model. SM 
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