
[image: image1.jpg]HETINTELS







Final Thesis - Claire Dubbelman
[image: image1.jpg]
Supervisor – Mrs. Kahar

The Hague School for European Studies

1st of June 2007

4EXECUTIVE SUMMARY


5INTRODUCTION


101. The Corporate Identity of Hemels Publishers


101.1 Introduction


101.2 Desired Identity of Hemels Publishers


101.2.1 Vision


111.2.2 Mission


111.2.3 Key competencies


111.2.4 Values


111.2.5 Characteristics


111.2.6 Value Assessment


111.2.7 Common Starting Points


121.3 Actual Identity of Hemels Publishers


131.4 Corporate Identity Mix


131.4.1 Personality


141.4.2 Behavior


141.4.3 Corporate Design


141.4.4 Corporate Communication


151.5 Conclusion


162. Image Formation of Hemels Publishers by B2C Clients in Northern Europe


162.1 Introduction


162.2 Expectations of B2C Clients in Northern Europe


162.2.1 Personal expectations of B2C Clients in Northern Europe


172.2.2 Trends in market of Custom Publishing


182.2.3 Competitors


192.3 Personal experience of Hemels Publishers by B2C Clients in Northern Europe


192.4 Intercultural influences


202.5 Conclusion


213. Corporate Image of Hemels Publishers


213.1 Introduction


213.2 Primary Impression


213.2.1 First Impression


213.3 Familiarity


213.3.1 Awareness


223.3.2 Knowledge


223.3.3 Direct / indirect experience


223.4 Perception


223.4.1 Characteristics


223.5 Preference


223.5.1 Characteristics


233.5.2 Value Assessment


233.5.3 Importance


233.6 Position


233.7 Conclusion


244. Gap analysis


244.1 Introduction


244.2 Desired Image (CSP)


244.3 Gap 1: Similarities and Discrepancies in Desired and Actual Identity


244.3.1 Similarities between Desired and Actual Identity


254.3.2 Discrepancies between Desired and Actual Identity


264.4 Gap 2: Similarities and Discrepancies in Desired Identity and Corporate Image.


264.4.1 Similarities between Desired Identity and Corporate Image


264.4.2 Discrepancies between Desired Identity and Corporate Image


274.5 Conclusion


285. Conclusion


285.1 Introduction


285.2 Answer to the central question


295.3 Conclusion


30The Assignment


30Situation Analysis


302.1 Internal Analysis


312.1.1     Strengths


312.1.2     Weaknesses


322.2 External Analysis


322.2.1 Opportunities


322.2.2 Threats


33Communication Analysis


333.1 Field of Forces


343.2 Communication goals


34Target Groups and Objectives


344.1 Target groups


354.2 Objectives


38Communication Strategy


385.1 The key idea


395.2 The approach


395.3 Positioning


405.4 Central theme


405.5 Communication Instruments


42Organization


42Preconditions & Planning


43Timing


43Activity


43Target group


43Estimate


43Co-ordination


44Reference list:





EXECUTIVE SUMMARY 

During the existence of Hemels Publishers (since 1994), new clients have always come to Hemels Publishers on their own initiative. However, at this point the management feels the acquisition of clients needs to be structured and streamlined within the company and therefore developed a new marketing plan with the purpose of an even more successful acquisition of clients. To complete the process of structuring new business and to optimize the effect of the new marketing plan, it is necessary to know how current clients think about Hemels Publishers. Subsequently, this information formulated as the Corporate Image, could be used to maximize the effect of the marketing plan and to even include measurements for an improved Corporate Image, if necessary. 

To know whether the Corporate Image fits Hemels Publishers, it should be compared to the Desired and Actual Identity, which form the Corporate Identity. All were researched through surveys with employees, management of Hemels Publishers and Business to Consumer (B2C) Clients. 

Derived from the research, now can be said that the Business to Consumer Clients of Hemels Publishers in Northern Europe perceive Hemels Publishers as a reliable partner that delivers top quality products and provides good service. They recognize the international character of the company, and appreciate the professional and friendly relationship with the clients. However, the B2C clients are not familiar with services and products Hemels Publishers does not directly provide to them. 

Overall can be concluded, that there are no alarming discrepancies between the Corporate Identity and the Corporate Image. In mainlines, the Identity and Image comply with each other on a considerable high level. The most significant discrepancy found in this research report, was the Image of Hemels Publishers as a supplier of printed customer media, where the Desired Identity states that Hemels Publishers should be perceived as a provider of print, online and narrowcasting. 

The gap between print and Cross Publisher was taken as the starting point for a new strategy to bring Corporate Identity and Corporate Image closer together. Especially with the focus on the future, in which Hemels aims to extend its services among already existent customers it is essential that the already existing clients are aware of the wide range of products and services Hemels Publishers is able to provide. In short, in a new strategy Hemels Publishers should be presented as the number one Cross Publisher for Customer Media. In order to achieve this, Hemels Publisher should position itself as a Reliable partner for Cross Publishing solutions, able to deliver top quality products and to provide good service, if desired in multilingual and segmented editions. The communication style of this strategy should be direct, concise and unemotional, maintaining the current logo and house style since these are associated with Hemels Publishers and the current positive Corporate Image of the company. In addition, the subtitle ‘THE CROSS PUBLISHING COMPANY’ should be communicated through all means of communication and presented as a competitive advantage over Hemels Publishers’ competitors. 

INTRODUCTION 

About Hemels Publishers

Hemels Publishers is an experienced international publisher of Customer Media
. Hemels publishes more than 35 different titles for national and international clients. They do not only publish customer magazines, but also offer the services of websites, (email) newsletters and annual reports. If desired, in multiple editions or in multiple languages. Hemels Publishers works with an international network of editors, reporters, photographers, art directors, designers and publishers. The company operates under the assumption that distinctive editorial content leads to a sustainable relationship with the customer (About Hemels Publishers, 2007) 

Hemels Publishers provides the total production process of Customer Media, inclusive lithography, printing and distribution and developed its own online service OverC. OverC is a software program, which enables the clients to criticize and approve layout of customer media online, but in secured setting. Through the Digital Editorial Assistant, multiple editions of a product can be displayed online.

Hemels Publishers works with three teams, which are arranged according to language and market. Each team is under the management of one publisher, who also carries the final responsibility for the product or service. 

One team consists of a managing editor, an editorial assistant, one or more art directors, and a production manager. The managing editor works in close cooperation with the client and guides the production process of the product to be delivered to the client. This managing editor and the editorial assistant are responsible for the editorial content, whilst the art director takes care of the creative process of the product. Finally the production manager guides the production process with the printers and the further distribution of the customer media. Every employee of Hemels Publishers makes sure the concept of the custom publishing product fits the client and connects the right tone of voice, appearance and eventual efficiency to the requirements of the customer. To illustrate the international character of the company, Hemels Publishers employs native speakers of nine languages to be able to serve the international clients on the highest possible level. 

Motivation

During the existence of the company (since 1994), work has always been dripping in. Through contacts and circumstances Hemels has always been relatively successful in obtaining a fair number of new clients. However, at this point the management feels the acquisition of new clients needs to be structured and streamlined within the company. Therefore, a new marketing plan was developed to render Hemels a stronger position within the customer publishing market, with the purpose of an even more successful acquisition of clients. 

To complete the process of structuring new business and to get the most out of the effect of the new marketing plan, it is necessary to know how current clients think about Hemels Publishers. Subsequently, this information, formulated as the Corporate Image, could be used to maximize the effect of the marketing plan and to maybe even include measurements for an improved Corporate Image, if necessary. 

Furthermore, the marketing plan was based upon the research and future prospects of the management. Meanwhile, the evaluation phase of the policy cycle of earlier implemented strategies was never attended to. Part of this evaluation would be to receive feedback on past processes. Elements of this evaluation also contribute to the Corporate Image of the company. Questions arising in this matter are: Is the client conscious of the distinctive Hemels’ characteristics? Or does the client feel different towards the company and its services? What is expected from the company and does Hemels’ services live up to these expectations?

Goal of thesis

Therefore, the thesis contains research about the Corporate Identity by Hemels and the way this Identity is perceived by their clients, meaning the Corporate Image of Hemels Publishers. 

This research will serve a communication specialist as an information source with valid findings and arguments to develop a new Identity or Image strategy or can contribute to the development of the Corporate Reputation
 (C.B.M van Riel, 2006). As the purpose of the research is directed towards a communication professional, this will also be the view from which the research is explored. Communication advice can help to improve a possible discrepancy between Hemels’ Identity and Image.

Problem statement

As can be drawn from the situation above, there is a need for information and insight in the Corporate Image of the clients of Hemels Publishers. Following this necessity, the Identity of the Hemels Publishers is another required element to find out if this Image is corresponding with the Identity to be perceived by the client. Combining the previous elements with relevant target groups, the author hopes to not only provide insight in the Corporate Image of the client but also to give an understanding of a possible discrepancy between its Identity and Image. Giving the opportunity to eventually eliminate or at least decrease this discrepancy in Identity or Image displays the significance of this project. 

Central question

The motivation and problem statement lead to the following central question for this research report: 

‘How do the current Business to Consumer (B2C) Clients of Hemels Publishers in Northern Europe perceive the Corporate Identity of Hemels Publishers?’
Key words 

Subsequently, a definition of the key terms is needed to define the outline of the research project, as well as at the same time setting a framework of the research report. 

Desired Identity – The characteristics the company wishes to be perceived by the public  (C.B.M. van Riel, 2006). 

Hemels Publishers – The organization of the company as a whole. When referred to Hemels Publishers in this report the following definition will be applied: the organization at management level, on which organizational, strategic and corporate decisions are taken. 

Corporate Image – ‘The Image of an organization as perceived by various groups of the public’ (M. Vos, 1998). 

B2C Clients – The current customers of Hemels Publishers located in the UK, Germany and the Netherlands who make use of their services directed towards the end user, the reader, in the sense of the consumer of the clients products. 

Northern Europe – When referred to Northern Europe, the United Kingdom, Germany and the Netherlands will be taken into consideration. This selection was made because these countries are believed to be the most progressive and advanced markets in the field of Custom Publishing, and are therefore the most interesting areas to explore. 

Research methods 

The proposed research methods are desk research, in-depth interviews and surveys. These methods will require primary (in-depth and surveys) and secondary (desk research) research to maximize the effectiveness of the outcome. 

Firstly, a survey round was held within the upper management of the company to obtain information to be able to gain a solid view of the company’s Desired Identity. This kind of research can be qualified as qualitative research. Subsequently, a survey round among all Hemels employees was held to give an overview of the Actual Identity. Derived from the outcome of these internal surveys held among employees and management of Hemels Publishers a Hierarchical Value Map  (C.B.M. van Riel, 1998) was set up, which was the key element to construct a survey for managers of Mercedes, Liberty Global, Toyota, KLM and Van Lanschot Bankiers. The previous were chosen because of their significance in terms of turnover share and international character. This way there is a basis for fair argumentations of a possible discrepancy. 

Part of the thesis will consist of research on Image formation and Image positioning. Firstly the author researches the theoretical framework of these concepts and then applies the findings of the research on the B2C clients of Hemels Publishers. 

A next step is the gap analysis between Hemels’ Desired Identity and the perceived Corporate Image. This is done on the basis of the primary, qualitative research findings of the in-depth interviews and surveys. 

Theoretical framework

For the physical and theoretical structure the author selected Jaap van der Grinten and his work ‘Mind the gap’ on Identity and Image. The structure of this document was used to determine the order of chapters of this thesis. In addition, the author used several works of Marita Vos, (e.g. The Corporate Image Concept, Integrated Communications, Monitoring the Public Perception). Furthermore, a part of the thesis will be dealing with The Corporate Identity Mix by Birkigt, Stadler and Funk as described by C.B.M. van Riel, in “Identity and Image – Recent views on Corporate Communication” (C.B.M. van Riel, 2006). For the structure of the Recommendations of this thesis the author used the structure of ‘Setting up a Strategic Communication Plan’ (Vos, Otte and Linders, 2003).
Objectives of the research 

Derived from the problem statement and central question, the following objectives are of relevance:

· To acquire knowledge and an understanding of the current Corporate Identity of Hemels Publishers as perceived by internal groups of the public. 

· To obtain information about the B2C clients in Northern Europe and understand their needs for custom publishing and, in addition, to find out whether Hemels’ services fulfill these needs.

· To obtain clear insight in the Corporate Image of Hemels Publishers among B2C Clients in Northern Europe.

· To gain an understanding of how this Image was formed.

· To analyze these findings from internal groups and B2C clients, to be able to analyze a possible discrepancy between Identity and Corporate Image. 

The sub questions 

· What is the Corporate Identity of Hemels Publishers?

· What are the needs for custom publishing 

· What is the Image of Hemels Publishers as perceived by B2C Clients in Northern Europe?

· How was this Image formed?

· Is there a discrepancy between the Corporate Identity of Hemels Publishers and the Corporate Image as perceived by the B2C clients in Northern Europe?

With the answers to the previous sub questions the authors hopes to be able to find solid argumentation and support for her central question. 

Chapter overview

As a sound foundation for the thesis, the first chapter consists of the Identity of Hemels Publishers by means of the applied Corporate Identity mix, which is considered to be the starting point for further Image research. To have a full understanding of the meaningfulness of the answers given by Hemels Publishers’ customers, the second chapter evolves around the Image formation process of the approached customers on the basis of Vos’ theory on Image formation. Thirdly there is a chapter on the Corporate Image as perceived by the Business to Consumer clients, measured by the applied Corporate Image Measurement Model, by Vos and Schoemaker. After having made a full overview of Identity and Image, the analysis of both for a possible discrepancy can be found in chapter four. To finish off with the key findings of the research in the fifth chapter, being the conclusion. 

Expectations

The author expects the Identity and Image will differ from each other, especially in countries other than the Netherlands, where Hemels practically does not have an Image at all, yet. Therefore, it is even more interesting to explore the expected Image in these countries so Hemels can adjust the Identity or at least make use of the knowledge of the expected services in the foreign countries. 

Furthermore, the author expects the Image and Identity in the Netherlands to coincide at a reasonable level, since the production process of a magazine or any other customer medium requires a fair amount of interaction between the client and Hemels Publishers. Regular contact is one of many ways to inform and demonstrate the Identity of the company towards the clients. 

1. The Corporate Identity of Hemels Publishers

1.1 Introduction

In this chapter about the Corporate Identity of Hemels Publishers, the definition of Corporate Identity primarily focuses on how the organization actually manifests itself and what its essential characteristics are (Schoemaker and Vos, 1989).


The Corporate Identity will be explained in two dimensions: a Desired Identity and an Actual Identity. Starting with the Desired Identity, it was defined as how the board of directors wishes it would be, including the elements as used by Jaap van der Grinten; vision, mission, key competencies, values and characteristics (J. van der Grinten, 2004). In addition to the previous, Common Starting Points (CSP’s) (C.B.M. van Riel, 2006) have been set up to generate a standard for further Identity and Image  analysis.  


To complete the Corporate Identity, the Actual Identity was described and measured through the applied Corporate Identity Mix, discussing the Personality, Behavior, Design and Corporate Communication (M. Vos & H. Schoemaker, 2005) of Hemels Publishers. 

The information on the Desired and Actual identities was gained through surveys with Hemels’ upper management (for Desired Identity) and all Hemels’ employees (for Actual Identity). These surveys were used to create paragraphs 1.2.1 Vision until 1.2.7 Common Starting Points and 1.3.1 Personality. The question lists and the graphs with exact numbers and percentages can be found in the Appendices A until E. Eventually the key findings of this chapter will come of use when compared to the contents of the fourth chapter: the Corporate Image. 

1.2 Desired Identity of Hemels Publishers

1.2.1 Vision

 ‘In a fast developing market of customer media, Hemels Publishers delivers print, online and narrowcasting solutions in terms of specialized customer content. 

Where the focus lies on printed customer magazines and content for the Dutch market, Hemels ensures every product, whether printed or online, is integrated in the total communication mix of the client, possibly in segmented versions. 

Hemels Publishers expects to excel and expand to double her size in 5 years, fulfilling the client’s needs for information and added value, in order to achieve the maximum end customer loyalty in a time and cost efficient way.’ (Appendix B: Results of Desired Identity Survey, 2007)

1.2.2 Mission

 ‘Hemels Publishers delivers high quality content and project management, which are complying with the customers’ requirements. Hemels Publishers is a key player in sponsored media and has a strong focus towards custom magazines on European level.’ (Appendix B: Results of Desired Identity Survey, 2007)

1.2.3 Key competencies

 ‘Hemels’ ability to deliver (segmented) customer media on an interregional and international level, combined with quality organization without loosing creativity are distinctive competencies for this customer media publisher.’ (Appendix B: Results of Desired Identity Survey, 2007)

1.2.4 Values

There was a unity among the management considering the importance of the values Quality, Accuracy and Service. Those values were commonly considered as distinctive for Hemels Publishers. Other values that were named with regards to Hemels were Flexibility, Teamwork, Integrity and Dedication. (Appendix B: Results of Desired Identity Survey, 2007)
1.2.5 Characteristics

Only one characteristic was commonly agreed upon by the management, namely Reliable. Other characteristics applicable for Hemels Publishers according to the managers are; Sincere, Capable, Loyal, Successful, Independent, Respectful, Responsible and Creative (Appendix B: Results of Desired Identity Survey, 2007). Except for Creative, all named characteristics can be associated or linked with Reliable, so in that respect, they represent a fair level of coherence.

1.2.6 Value Assessment
The management ranked Quality as the most important element, followed by Reliability. Integrity and Service share the third place, closing of with Imagination, Social Responsibility, and Value for Money and Technical Innovation. (Appendix B: Results of Desired Identity Survey, 2007). 
1.2.7 Common Starting Points

J. van der Grinten argues that it is rather difficult to manage the total communications from vision, mission, key competencies and values, is it useful to summarize the preceding in Common Starting Points (CSP’s)’(J. van der Grinten, 2005.) Firstly a short summary of the above findings will be presented, to conclude with the subsequent and coherent CSP’s:

· Hemels is specialized in high quality content and project management, to provide information and added value to the clients’ communication mix

· Hemels produces high quality customer media complying with customer requirements.

· Hemels delivers to reach maximum end customer loyalty in a time / cost efficient way
· Hemels works with an international and interregional approach and uses segmented editions to fulfill the needs of customers who require such an approach. 
(Appendix B: Results of Desired Identity survey, 2007)
In order to be able to pursue the previous statements, Hemels Publishers should adopt the following CSP’s (Appendix B: Results of Desired Identity Survey, 2007).
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1.3 Actual Identity of Hemels Publishers

According to J. van der Grinten, employees should transform the Desired Identity into Actual Identity. It is essential that employees are familiar with the Desired Identity and can identify with it. This situation would be ideal. (J. van der Grinten, 2005)
The Actual Identity exists of the elements of the Corporate Identity Mix, see Figure 1, (M. Vos, 2005); Personality, Behavior, Visual Recognizability, and Communication activities. Another important element concerning Actual Identity is the self-Image of a company (M. Vos, 2006). To explain the self-image  the Vos’ and Schoemakers’ definition was used
 and the whole concept was integrated within the Personality and Behavior aspects of the Corporate  Identity Mix. 
1.4 Corporate Identity Mix

1.4.1 Personality

The Uniqueness of Hemels Publishers 

According to a survey held among 22 Hemels employees, the following is distinctive for Hemels Publishers (Appendix D: Results of Open Question Actual Identity survey, 2007):

· There is a positive attitude among Hemels’ employees, which leads to a cooperative, optimistic and creative atmosphere
· The horizontal organizational structure provides employees the opportunity to work independently, responsibly and in a goal-oriented manner
· Hemels Publishers is a company with an international focus, being able to provide international companies with multilingual and segmented editions of their customer media.

· Hemels employees strive for maximum quality of the client’s customer media. 

· Hemels Publishers is very well organized without loosing creativity. 

The majority of employees is proud of Hemels Publishers, rating the company with a 7 or 8. Moreover, the greater part of the employees is comfortable at Hemels Publishers, because they indicate to feel at home at the company. The best part of the staff believes in the company, stating they contribute to the success of the company and identify with the goals of the organization (e.g. to strive for maximum quality).
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Above all, employees describe the company as Ambitious, and Creative. Additionally, the people find Hemels Publishers Friendly and Independent. Lastly, a greater part of the staff experiences Hemels Publishers as Flexible (Appendix E: Results Actual Identity Survey). 
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1.4.2 Behavior 

The employees of Hemels Publishers have a pro-active attitude, actively coming up with solutions themselves or discussing a problem with colleagues. Hemels’ employees do not wait for problems to be recognized or solved on a higher management level. 

As mentioned earlier, the employees feel that the horizontal organizational structure
 provides them the possibility to work independently, responsibly and in a goal-oriented manner and prove themselves to the company. Initially, the first contact with customers is arranged through the three Publishers of the company, who are also end-responsible for the accounts of the clients. During the daily production process of the Customer Media and for all other matters, the clients are in contact with the Managing Editor, which is assigned to the account. In this respect, Hemels Publishers handles their contacts in a task-oriented way. 

 

1.4.3 Corporate Design 

The organization name refers to the surname of the founder of the company, Jeroen Hemels. In addition, the company uses the slogan ‘THE CROSS PUBLISHING COMPANY’, to support the multi-channel communication tools Hemels Publishers offers. The logo was implemented in 2001 and was designed by one of the company’s art directors. The logo is typographic, meaning to say the logo constitutes of the company’s name in letters. This kind of logo is known to be clean, simple and powerful (Blackdogsquare Design, 2007). The bold modern style of the letters was designed to make a statement and attract attention (Wikipedia, 2007). To maintain the house style, Hemels Publishers works with Stone Sans 11 in their written communication. 

The Hemels building is situated in a business area of Hilversum, in the centre of the Netherlands. The building itself is not recognizable as a Hemels office, if it were not for the name tagged post boxes at the entrance of the building. 

1.4.4 Corporate Communication 

Hemels Publishers represents itself through the magazines they create, by stating their name and contact data in the colophon of the magazines. Furthermore Hemels communicates through their website, www.hemels.com. The Corporate website serves to inform the target groups of Hemels Publishers, and keep them updated on what happens within and around the company. It also serves the brand awareness, through their ad words deal with Google. The website communicates the sense of being the number 1 Custom Publisher for customers in the A-brand section of the market and to raise the knowledge of the target groups of Hemels Publishers. The site is not promoted through nor represented by any means of Hemels Publishers. At this moment, there are no concrete communication goals set for Hemels Publishers to be perceived by its publics, neither do they consider the effectiveness of word-of-mouth in their communication activities. Hemels supports the association for custom publishing in the Netherlands, called Smin and is presented on their website (www.smin.nl). In addition, Hemels Publishers make sure they are represented at fairs, events and exhibits in not only the (international) Custom Publishing branch, but also at fairs related to their client’s industries, such as the IAA Motor show in Frankfurt and the Autosalón in Geneva for Mercedes. 

Hemels does not release annual reports about their own results; neither do they issue press releases nor does Hemels Publishers sponsor third parties. They advertise once a year in the special edition on Custom Publishing of the Marketing Tribune, a reference point for all marketing professionals. 

1.5 Conclusion

This chapter reveals a Desired Identity of Hemels Publishers, distinctive for its high quality in compliance with customer requirements for maximum end customer loyalty in a time and cost efficient way. Moreover, Hemels is international and unique for its ability to deliver segmented versions for their clients. 

These elements of the Desired Identity are of significant importance to other chapters because they set a standard for comparison with the Corporate Image and the Gap Analysis. The Desired Identity as described in this chapter is also of distinctive value to the Strategic Corporate Communication Plan, since the Common Starting Points (Quality, Accuracy, Service, and Reliability) should be a foundation to any other communication activity and strategy (C.B.M. van Riel, 2006).
Discussing the Actual Identity, the difference in approach of the questions was remarkable. As the answers of higher management were more directed towards goals of the organization such as maximum loyalty of end customer, the employee’s answers were more on an organizational level. 

Nevertheless, the Actual and Desired identities have a fair level of compliance. Both mention Hemels international character and recognize it as being unique for its segmented editions. Moreover, and most importantly, they both mention striving for maximum quality as being distinctive for Hemels Publishers. 

Another remarkable finding, which is derived from the Corporate Identity Mix, is that Hemels Publishers does not undertake communication activities on Corporate level, nor makes use of respected communication tools such as press releases or Corporate Sponsoring and is therefore rather passive in their communication towards its publics.

The author notes that during the research the mentioned values and characteristics were only on positive terms. Taking this in consideration and adding the fact that one tends to be more positive about ones own company might give a positive connotation to the research. However, the positive connotation of the adjectives used in the survey does not affect the quality of the research, since the Desired and Actual Identity were tested for compliance, whether positive of negative is of lesser importance.  

2. Image Formation of Hemels Publishers by B2C Clients in Northern Europe

2.1 Introduction

In this chapter the author dealt with the process and influences of Image formation on the Corporate Image of Hemels Publishers. Birkigt, Stadler and Funk define the Corporate Image as: ‘the Image is the projection of an Identity onto the social environment’ (M. Vos & Schoemaker, 2005), which indicates that inclusion of the social environment is necessary when discussing Corporate Image. In order to have a profound understanding of the Corporate Image as perceived by the Business to Consumer (B2C) Clients in Northern Europe there is a need to elaborate on the distinctive elements of the social environment of the B2C Clients. Elements such as personal expectations of clients, the expectations of competitors, the market of custom publishing and personal experience of clients are part of the social environment that has an impact on the perception of the Corporate Image. Intercultural differences have an influence on interpersonal communication, which affect the attitude of client towards Hemels Publishers. 

The paragraphs on 2.2 Personal expectations and 2.3 Personal experiences were based on the survey held with B2C Clients of Hemels Publishers, the exact data and question list are to be found in Appendix G and H. The intercultural differences were explained on the theory of Geert Hofstede and his five dimensions of culture. 

2.2 Expectations of B2C Clients in Northern Europe
2.2.1 Personal expectations of B2C Clients in Northern Europe

The personal expectations of B2C Clients in terms of Custom Publishing are mainly expressing a need for knowledge about the market and product of the client. They expect high quality and their Custom Publishing supplier should act in a flexible and pro-active manner. They expect full service from the company that delivers their customer media. (Appendix I: Results of Corporate Image)

When expecting a service from a Custom Publishing company, Quality and Reliability are most valued. Moreover Imagination, Integrity and Service are highly valued by customers in terms of expectations of a custom publishing company. On a lower level, customers appreciate Value for Money and Social Responsibility. Technical innovation is least appreciated in the list of qualities for a Custom Publishing company (Appendix I: Results of Corporate Image). 

2.2.2 Trends in market of Custom Publishing

Netherlands

The increase in numbers in the customer media branch indicates an increase in professionalization, in which 5000 internal company journalists and 2500 external journalists produce a total number of 11.500 media  (S. de Bakker, 2006). 

In relation to the past (1991) one can speak of an increased professional approach, in which there is a strong preference for the communication department to play a key role. 

Professional company journalists should possess adequate writing, editing and organizing skills. The next step for this branch would be to increase the level of professional qualities, such as producing profession literature. 

Germany

To be successful in the German speaking custom publishing market, according to the German branch organization Forum Corporate  Publishing (FCP) Hemels Publishers should be aware of the information need within specific target groups, as well as the fact that content must be suitable for multinational editing. Another element, which has to be taken into account, is the synergy of the sectical market economy (FCP Factbook, 2006). The growth in broadband technology on the German market provides the opportunity to expand their communication instruments (e.g. Blackberry). The FCP claims the most valued elements of Custom Publishing are its content, continuity and added value; its uniqueness, the international character and the interconnectedness of cross media solutions (FCP Factbook, 2006). The combinations of these differ per Business to Consumer (B2C), Business-to-Business (B2B), Product cycle and Customer Value (FCP Factbook, 2006). 

The United Kingdom

The UK is considered to be the most developed market in the Customer Publishing branch (UK Association of Online Publishing, May 2007). It has relatively the most Custom Publishing titles, pursues high quality and has the best-implemented branch-organization for Custom Publishing in the world; the Association of Publishing Agencies (APA) does regular research on custom publishing’s effectiveness, supported by the renowned research institute of Millward Brown (Consumer Attitudes to Customer Magazines, May 2007). From the research the APA publishes on their website was derived that a custom magazine should confirm the client’s Identity and show company’s interest in consumer needs and interests in order to be successful (Consumer Attitudes to Customer Magazines, May 2007). 
2.2.3 Competitors

The Business to Consumer Clients of Hemels Publishers mentioned Media Partners, Sanoma Publishing, Readershourse, Mobile, and Hachette as most important competitors of Hemels Publishing.

For each follows a short description:

Media Partners

Media Partners is part of a bigger concern, namely Roto Smeets de Boer, which gives them the advantage of being relatively well provided with capital. It has subsidiaries in Belgium, Sweden and England and has built up a large amount of experience (existing since 1982). As for foreign languages, Media Partners is only able to deliver English content, because it does not employ any other native editorial managers. Media Partners has clients with strong reputations such as Albert Heijn, TNT Post and Unilever. It is able to deliver full service and is a member of branch-organization Smin.

Sanoma Custom Publishing

Sanoma Custom Publishing is part of Sanoma Magazines, and therefore has access to a large amount of market research and acquistion of advertising. Sanoma positions itself as the expert in the field of Custom Publishing. Despite of the short experience of Sanoma Custom Publishing, it has a lot of knowledge on cross publishing and segmented editions. The company does not have a lot of clients yet, but has the potential to grow very fast. Sanoma Custom Publishing is a member of Smin as well.

Readershouse Hearst

Readershouse belongs to Hearst, which among others, publishes Esquire, Harper’s Bazaar and Cosmopolitan. Readershouse claims to sit on the chair of the reader. Readershouse has a strong reputation in the automotive sector, with clients such as Audi, BMW, Renault and Nissan. Readershouse is known to be creative, but is not a member of the branch-organization Smin. 
Hachette Filipacchi

The Custom Publishing department belongs to Hachette Filipacchi Media. It claims to provide added value. Hachette Filipacchi is fairly active in the field of online services and is not a member of Smin.

Móbile PR

Mobile PR provides public relations solutions, customer media and organizes events. Strongly represented in the automotive sector with customers such as Alfa Romeo, Aston Martin, Ferrari, Lexus and Peugeot. For being a relatively small agency, Móbile PR has a fair amount of experience with Custom Publishing. 

2.3 Personal experience of Hemels Publishers by B2C Clients in Northern Europe

B2C Clients in Northern Europe experienced Hemels Publishers as professional and friendly towards their clients with highly qualitative results. They experienced Hemels as reliable and capable to solve the problems that were met during the whole production process of the Customer Magazines. 

The products of Hemels Publishers are valued as Good and Excellent by the majority of the customers. Both Magazine and E-newsletter did not score any less than Good among all surveyed clients. 
2.4 Intercultural influences

As mentioned in the Introduction of this chapter, Intercultural differences are of relevance to the Corporate Image because they affect interpersonal communication, which in turn influences the attitude of client towards Hemels Publishers. When discussing intercultural influences between the Netherlands, the United Kingdom and Germany to find possible influences on the perception of Hemels Publishers’ Corporate Image, the theoretical and practical framework on which this will be done is taken from one of the most respected social scientists in the world, namely Geert Hofstede  (Intercultural Dialogue Unesco, May 2007). He reviews cultures and arranges them on scores based on power distance, individualism, masculinity, uncertainty avoidance and long-term orientation (G. Hofstede, May 2007).

According to Kwintessential, which is a centre for Intercultural Business Communication, and uses Geert Hofstede’s comparison of cultures, the Dutch, German and British culture are to a large extent similar (Kwintessential, May 2007). The only remarkable difference exists in the relatively low level of masculinity in Dutch culture, compared to a reasonable level of masculinity in the United Kingdom and Germany (Appendix J: Intercultural differences). When mentioning the masculinity dimension, should be approached as the level of masculine characteristics integrated in society (Hofstede, 2007). This being said, the Dutch should take certain elements in consideration when dealing with the British and German. For instance, the Dutch tend to ‘work to live’, including longer vacations and flexible working hours, whereas the British and German have a tendency to ‘live to work’, meaning longer work hours and short vacations. Another important element not to forget is that the Dutch seek to solve conflicts through negotiation, whilst it is considered to be acceptable for the British and German to solve these through more aggressive means. In order to be successful in cultures with a higher masculinity score, Hofstede advises management to consider that they will be expected to make sacrifices in the form of longer work hours, shorter holidays and possibly more travel. Self-promotion is an acceptable part of business culture. The most significant advice Hofstede gives in terms of communication is that a communication style should be direct, concise and unemotional to have the most effective result.

2.5 Conclusion

Personal expectations, personal experience and the markets in the different countries as well as the intercultural differences between the Netherlands, Germany and the United Kingdom affect the Image formation process of the B2C Clients. 

The intercultural differences, personal expectations and experiences of Hemels’ clients are of relevance to the Strategic Corporate Communication Plan; because the outcome, for example the expected maximum level of Reliability and the direct, concise and unemotional communication style, should be taken into account when formulating the situation analysis, target groups, objectives and communication tools of the communication strategy. 

The markets in the different countries also set standards to be taken into consideration when defining the strategy. For instance, the online development and the professionalization of the Custom Publishing Market affect the expected standard of quality to be delivered by Hemels Publishers when operating on these markets. 

Furthermore the elements of this chapter should be linked to the results of the next, about Corporate Image, since the Image formation process always influences the Image as perceived by the clients. When a client expects high quality, this is a criterion on which he or she grades the products of Hemels Publishers. 

3. Corporate Image of Hemels Publishers

3.1 Introduction

The Corporate Image is defined by Vos en Schoemaker as the Image of an organization as perceived by various groups of the public (Vos & Schoemaker, 2005). Because of the focus of this thesis, the various groups of the public are narrowed down to the Business to Consumer (B2C) clients of Hemels Publishers, because this group represents the biggest share in turnover of Hemels Publishers and is therefore of significant importance to the company. 

To measure the Corporate Image of Hemels Publishers among B2C clients, the Corporate Image Measurement Model was applied, because anyone who wants to evaluate a good relationship with external relations should certainly use the Corporate Image measurement model in their analysis (Vos & Schoemaker, 2005).

The applied Corporate Image Measurement Model consists of an elaboration on the primary impression, familiarity, perception, preference and position. 

The entire chapter on Corporate Image of Hemels Publishers consists of the results of the qualitative research (by means of a survey) held among thirteen B2C clients of Hemels Publishers, of whom five responded. For the exact question list and data is referred to Appendix G up to and including Appendix I. 

3.2 Primary Impression

3.2.1 First Impression

The B2C clients of Hemels Publishers was measured by Top of the Mind Awareness, and resulted in the clients stating to find the company above all professional and they state that Hemels delivers top quality products. Furthermore they think of Hemels as a reliable partner. In addition they are of the opinion that the employees of Hemels are friendly towards their customers, possess sufficient problem-solving skills and provide good service. B2C Clients of Hemels Publishers also named flexibility and the international character of the organization as the primary impression of the company. Besides all these, one client mentioned the long-term relationship between the client and Hemels Publishers; another noted that the products and services of the company could be cheaper. 

3.3 Familiarity

3.3.1 Awareness

The awareness of the products and services of Hemels Publishers is limited. Though all clients are conscious of Hemels’ main business of publishing corporate magazines, only a limited number of clients are aware that Hemels also provides the service of annual reports and newsletters. Hemels’ service of e-newsletters is even less known among the company’s clients, which is a service they do provide with a considerable level of success. Clients do not see Hemels as a company that provides services like web design, web logs, events or audiovisual design. 

3.3.2 Knowledge

The fact that B2C Clients are not aware of a number of services that Hemels Publishers provides, makes the knowledge on the company restricted. Beside the limited familiarity of services and products, Hemels Publishers was not distinguished as a multi-channel (or in other words, cross publishing) company by any of the clients. 

3.3.3 Direct / indirect experience

All clients have direct experience with Hemels Publishers as a company. In terms of Hemels’ products and services, the clients have experience with the services that Hemels provides them and have to a certain extent indirect experience with other services, since samples of newsletters and other products are provided at the Hemels Publishers office and covers of products made by Hemels Publishers are displayed in the hallway of every floor within the building. 

3.4 Perception

3.4.1 Characteristics

Hemels is perceived as an Ambitious company, but above all Reliable. What is more, the clients think of Hemels as a Co-operative partner with sufficient Creative skills. Another important characteristic of Hemels Publishers as perceived by the clients is Flexible. 

On a lower level, Hemels Publishers is recognized as an Affectionate and Fast company, which is Loyal, Helpful and Efficient. It is Pleasant to work with Hemels Publishers and is additionally described as Innovative, Elegant, Friendly and Responsible. 

3.5 Preference

3.5.1 Characteristics

B2C clients prefer to do business with an organization characterized for its Pro-active attitude, but above all Flexibility is valued as the most important characteristic. Creativity is also appreciated on a considerable level, together with Speed and Competence. 

3.5.2 Value Assessment

Assessing nine values on importance, B2C clients gave priority to Quality of the products and services. In second place, they valued Reliability. Subsequently B2C clients of Hemels Publishers ranked Imagination and Service as relevant values, to be continued with Integrity, Value for Money, Social Responsibility and lastly Technical Innovation. 

3.5.3 Importance

B2C Clients of Hemels Publishers value Knowledge of company, market and product as important elements for their Customer Media Publisher. Moreover, they think the ability to deliver Full Service is of significant importance. Best valued as important by all clients of Hemels are Top Quality Products, with a fair Price/Quality Relation. Lastly, clients regard Listening To Customer as an essential value for any Custom Publisher.

3.6 Position

Hemels Publishers was by far the most mentioned custom publisher by B2C clients; of course this is logical, since all B2C Clients are already doing business with Hemels Publishers. More interesting are the competitors to Hemels Publishers, given by the B2C clients. Especially international publishers Sanoma and Readershouse, often named by the clients, are competitors with a strong reputation. Other competitors’ names that were given were Mobile, Media Partners, Electa and Hachette. 

3.7 Conclusion

The most remarkable finding in this chapter is the limited awareness and knowledge of the total range of products and services of Hemels Publishers. B2C Clients of Hemels Publishers see the company as a deliverer of printed customer media and recognize Hemels’ online services only partly by mentioning E-newsletters. In a new strategy to improve Hemels’ Image there should be emphasis on the multi-channel, or in other words, cross publishing services Hemels is able to provide. 

All other findings partly or mainly correspond with earlier findings of this research, meaning the Desired Identity and Actual Identity. This is of relevance for the next chapter, in which a possible discrepancy between the Desired Identity and Corporate Image of Hemels Publishers is discussed. 

Another comment considered in this chapter was the remark of one of the clients that the products and services of Hemels Publishers could be cheaper. If Hemels decides to maintain the price level of its products, it should take in to consideration to communicate its value and find a way to justify their price.

4. Gap analysis 

4.1 Introduction

The Gap Analysis of the findings on Desired Identity, Actual Identity and Corporate Image, was set up by the structure of J. van der Grinten (J. van der Grinten, 2004). Firstly, by giving a summary of the Desired Identity by the means of the Common Starting Points, for which the logical explanation can be found in Appendix M: Hierarchical Value Map (C.B.M van Riel, 2006). After this, there is the analysis of a possible discrepancy between Desired Identity and Actual Identity, mentioning the similarities and discrepancies. Subsequently, the same was done for the Desired Identity and the Corporate Image as formulated by the Business to Consumer clients of Hemels Publishers. 

The paragraphs 4.2 Summary Desired Identity, 4.3 and 4.4 are based on the findings presented in the first chapter of the research report, the Corporate Identity of Hemels Publishers. The result of the Corporate Image as investigated among B2C Clients is taken from the third chapter on the Corporate Image of Hemels Publishers. All exact data on Corporate Identity and Image can be found in Appendices A until I. The exact graphs and data on the gap analysis between Desired Identity and Corporate Image are to be found in the Appendix L: Gap Analysis. 

4.2 Desired Image (CSP)

From the above summary the subsequent Common Starting Points were derived;

Quality, Accuracy, Service, Reliability. These key terms should be central to any communication activity planned by a Hemels Publishers communication professional. (Appendix M: Hierarchical Value Map)

4.3 Gap 1: Similarities and Discrepancies in Desired and Actual Identity 

4.3.1   Similarities between Desired and Actual Identity 

The Desired Identity as formulated by the management complies with the Actual Identity on the fact that they both state to pursue maximum quality of Hemels’ services and products. The identities also represent a fair level of compliance on the international and interregional focus of the company. The segmented editions on language and region mentioned in both identities can be matched to the international and international focus of the company. The time and cost efficiency stated in the Desired Identity , can be seen as a result of the independent, responsible and goal-oriented manner in which the employees are working. 

4.3.2 Discrepancies between Desired and Actual Identity 

The only slight discrepancy that can be found between the Desired Identity and Actual Identity is that the Desired Identity speaks of cross publishing by mentioning Hemels Publisher as the supplier for print, online and narrowcasting solutions. The employees who were interviewed for the Actual Identity did not explicitly recognize this range of services. 

There are no other obvious discrepancies between the Desired Identity and the Actual Identity, meaning to say that the goals of the company (striving for quality and good service), are recognized by Hemels Publishers’ employees. However, there are some differences in the interpretation of the goals by the employees. An example of this is the Desired Identity referring to Hemels Publishers’ work as being in compliance with the customer requirements, which can be recognized as the Actual identities description of Hemels Publishers as a cooperative partner. Moreover, the maximum end loyalty as named by the management is not acknowledged as a priority for the Actual Identity, though maximum end loyalty would be a result of striving for top quality products, which in turn is recognized as a priority in the Actual Identity. 

As a last example of a different interpretation of goals of Hemels Publishers, are the characteristics named by management and employees. The Desired Identity describes Hemels as a company characterized by Quality, Accuracy, Service and Reliability, while the employees described Hemels as Ambitious, Creative, Friendly, Independent and Flexible. Although the characteristics are different, there is certain cohesion between them. A company, which pursues Quality and Accuracy, could be called Ambitious. Furthermore, it is required for a custom publisher to be Creative, in order to deliver Quality and Accuracy. Being Friendly and Flexible are descriptions of how to interpret good Service and being Independent provides a high level of Reliability to the client.  

The Actual Identity even mentions more positive aspects than mentioned by the management in the Desired Identity. For example, the Actual Identity talks about the positive attitude among Hemels employees to always strive for the maximum result. The management also mentioned the goal of maximum results, but the Actual Identity refers to the way this is done. The Actual Identity discloses a cooperative, optimistic and creative atmosphere within the company itself, though the atmosphere was not seen as distinctive for Hemels Publishers by the management. In addition, the Actual Identity describes the flat organizational structure as a strong quality of the organization; however, this is not seen as remarkable by the management. 

4.4 Gap 2: Similarities and Discrepancies in Desired Identity and Corporate Image.

4.4.1    Similarities between Desired Identity and Corporate Image 

The statement in the Desired Identity to strive for high quality content is recognized by the Business to Consumer clients of the company, stating that Hemels delivers top quality products. Likewise Hemels is acknowledged by the clients to be an international company. In addition, the Desired Identity and the Corporate Image comply with each other on the high level of service provided by Hemels Publishers. 

Finally, the B2C clients of Hemels Publishers also understand the reliability, which is highly valued by the management and stated in the Desired Identity.

Using the Value Assessment model (C.B.M. van Riel, 2006), both clients and management agree that Quality, Service, and Reliability are most valuable for a custom publishing company. The B2C clients of Hemels Publishers and the management of Hemels Publishers rate Integrity, Imagination, and Value for money as relatively important. Both parties agree that Technical Innovation and Social Responsibility are of less importance than other values (Appendix L: Gap Analysis).

4.4.2 Discrepancies between Desired Identity and Corporate Image 

There is one obvious discrepancy between Desired Identity and Corporate Image, when speaking of the cross publishing character of the company. The management of Hemels Publishers states to be a multi channel publisher in its Desired Identity, by emphasizing Hemels Publishers as the supplier for print, online and narrowcasting. In spite of this emphasis by the management, it is not recognized in that way by the B2C Clients. B2C Clients are only to a certain extent aware of the online services as e-newsletters and web design and do not perceive Hemels Publishers as a provider of for instance audiovisual design (e.g. narrowcasting). There is also a slight discrepancy in time and cost efficiency. Whilst Hemels Publishers claims in the Desired Identity to be time and cost efficient, one client remarks that Hemels Publishers services could be cheaper. Since it only concerns one client, the difference in opinion on cost efficiency should be noticed, but not seen as considerable. Once more, there are some differences in interpretation of the goals of Hemels Publishers. Where the management defines Hemels Publishers as Quality, Accuracy, Service, the clients appreciate it as an ambitious, creative and cooperative partner. Yet again, the ambitiousness and creativeness can be linked to the persuasion of Quality and Accuracy. The cooperativeness is a quality of the service Hemels Publishers provides to their clients. Reliability was recognized as such by clients, which completes the cohesion between the Desired Identity and Corporate Image of Hemels Publishers. There are even some aspects mentioned by the B2C clients that were perceived as more positive by the B2C Clients than was expected by the management. For instance, the company is perceived as professional and valued for its problem solving skills. Apparently Hemels Publishers adapted to the way of problem solving which is appreciated in not only the Netherlands, but also other European countries (See paragraph 2.4 Intercultural differences). 

4.5 Conclusion 

Overall can be concluded that there are no obvious discrepancies between Desired and Actual Identity. 

The slight discrepancies that do exist are caused by a different interpretation of the goals of Hemels Publishers. The Desired Identity was formulated by the management and created a statement based on goals orientated towards the customer, such as maximum end loyalty for end customer. On the other hand, the employees who created the Actual Identity interpreted the uniqueness of the company on basis of content of their job. These came down to statements such as the appreciated horizontal organizational structure of Hemels Publishers and the independent, responsible and goal-oriented manner of working within the company. 

Both approaches are valuable, however for different purposes. The Desired Identity as described by the management serves the communication messages towards clients, whilst the Actual Identity serves as statements communicated to for instance new employees or new suppliers. 

The Actual Identity displayed a wider variety in answers, which is a natural consequence, since there is higher quantity of employees to investigate than there is of higher management. The focus of the employees on the job itself is also understandable, since they are more occupied by performing well in their daily work than on setting goals for clients, as this is more a task of higher management. 

A noticeable finding is that the Corporate Identity resembles more compliance with the interpretation of the Actual Identity then the Desired Identity, in terms of the characteristics of Hemels Publishers. For example, B2C Clients state the flexibility in the Corporate Image, which was also highly valued among employees. Another characteristic was Hemels Publishers being friendly towards their clients, which can also be found in the Actual Identity as perceived by the employees. 

As for the value assessment, it is remarkable and considerably valuable that Corporate Image and Desired Identity comply with each other in terms of priority of the distinctive values. The management and the clients apparently agree on what is most important for a custom publisher. Nonetheless, it should also be noted that the clients rate the individual values higher than the management of Hemels Publishers does. An example is the highest value (Quality) that was ranked a 9.8 in the Corporate Image and a 9.5 in the Desired Identity. This remark goes for all other values as well. 

5. Conclusion
5.1 Introduction

In the process of writing the research report, a thorough understanding of the current Corporate Identity was formed. Meanwhile, the research report covered the needs of B2C Clients in Northern Europe and provided insight in the Corporate Image of Hemels Publishers. During the creation of the Corporate Image the influences that could possibly have altered the perception of the Business to Consumer Clients have been taken into account. Through the creation of Corporate Identity and Image, both could be analyzed and compared to each other. 

5.2 Answer to the central question

‘How do the current Business to Consumer (B2C) Clients of Hemels Publishers in Northern Europe perceive the Corporate Identity of Hemels Publishers?’

The Business to Consumer Clients of Hemels Publishers in Northern Europe perceive Hemels Publishers as a reliable partner that delivers top quality products and provides good service. They recognize the international character of the company, and appreciate the professional and friendly relationship with the clients. However, the B2C clients are not familiar with services and products Hemels Publishers does not directly provide to them. In practice this means that Hemels Publishers is seen as a deliverer of printed customer media, such as magazines and newsletters. 

The priorities of Quality, Service and Reliability of the B2C clients comply with the priorities as distinguished by Hemels Publishers.

Clients of Hemels Publishers experience Hemels Publishers as a Professional, Ambitious and Cooperative company, with sufficient Creative skills. The employees of the company are known to be Flexible to the clients of the organization. Additionally Hemels is recognized as Affectionate, Fast, Loyal, Helpful and Efficient. It is pleasant for clients to work with Hemels Publishers and what is more, Hemels is Innovative, Elegant, Friendly and Responsible.

As Vos states in The Corporate Image Concept: When there is a positive image, which is in compliance with the identity, a company should continue this image, but at the same time to be alert. In this case, being alert should be interpreted as being alert on Technical Innovation, since this is the only obvious discrepancy between Desired Identity and Corporate Image. 

5.3 Conclusion

Overall can be concluded, that there are no alarming discrepancies between the Corporate Identity of the Hemels Publishers and the Corporate Image as perceived by the Business to Consumer clients. In mainlines, the Identity and Image comply with each other on a considerable high level. The most significant discrepancy found in this research report, was the Image of Hemels Publishers as a partner for printed customer media, where the Desired Identity states that Hemels Publishers should be perceived as a provider of print, online and narrowcasting. 

The gap between print and multi channel publisher should be the starting point for a new strategy to bring Corporate Identity and Corporate Image closer together. Especially with the focus on the future, in which Hemels aims to extend its services among already existent customers (R. van Woerkom, 7th of May 2007), it is furthermore essential that the already existing clients of Hemels Publishers are aware of the wide range of products and services Hemels Publishers is able to provide. In short, in a new strategy Hemels Publishers should be presented as the number one multi channel publisher for customer media. 

The Assignment

The Custom Publisher Hemels Publishers is planning to reduce the discrepancy between corporate identity and corporate image as perceived by Hemels’ Business to Consumer Clients. The identity and image research proved that there is a corporate image of Hemels Publishers as a reliable partner for printed customer media, delivering top quality products whilst providing good service. 

      Although Hemels is proud of the image as perceived by the clients this far, there is a small discrepancy with the corporate identity as formulated by the management of Hemels Publishers. This discrepancy concerns the focus on the future, since Hemels wants to be perceived as a cross publishing company, not only providing print solutions, but also online and narrow casting.

The management of the company indicated that expanding of products and services must be sought under already existing clients (R. van Woerkom, 7th of May 2007). In other words, Hemels Publishers should make current clients more profitable. In this light, the expectations and experience of current clients of Hemels is considerably relevant. 

Since Hemels is already working for a wide range of A-brands on national and international level, it could be considered valuable to make the managers of the existing clients aware of Hemels ability to work on international and interregional level, with cross publishing possibilities. 

Situation Analysis

2.1 Internal Analysis

In the mission and vision statement the management of Hemels Publishers expects to excel and expand double her size in 5 years, fulfilling the client’s needs for information and added value, in order to achieve the maximum end customer loyalty in a time and cost efficient way.
Hemels Publishers is a key player in sponsored media and has a strong focus towards custom magazines on European level.
In a fast developing market of customer media, Hemels Publishers delivers print, online and narrowcasting solutions in terms of specialized customer content. 

Where the focus lies on printed customer magazines and content for the Dutch market, Hemels ensures every product, whether printed or online, is integrated in the total communication mix of the client, possibly in segmented versions. 

The flat horizontal structure of Hemels Publishers enables the employees to work independently, responsibly and in a goal-oriented manner. Within the company, values such as Quality, Accuracy and Service are highly appreciated. Employees are proud of Hemels Publishers, rating the company with a 7 or 8. Moreover, the greater part is comfortable at Hemels Publishers, because they indicate to feel at home at the company. The best part of the staff believes in the company, stating they contribute to the success of the company and identify with the goals of the organization (e.g. to strive for maximum quality).
Above all, employees describe the company as Ambitious, and Creative. Additionally, they find Hemels Publishers Friendly and Independent. Lastly, a greater part of the staff experiences Hemels Publishers as Flexible. Employees of Hemels Publishers have a pro-active attitude, implicating that they actively coming up with a solution themselves or discuss the problem with colleagues. Hemels’ employees do not wait for the problems to be recognized or solved on a higher management level.
2.1.1     Strengths

Hemels’ ability to deliver (segmented) customer media on an interregional and international level is considered to be Hemels most valuable strength compared to other Custom Publishing Agencies. The international and segmented editions combined with high quality organization without loosing creativity are another advantage, of which the client could benefit in comparison to others. Another strength for Hemels Publishers are the clients with strong reputations, such as Mercedes – Benz, the Royal Dutch Airlines (KLM), and the governmental department for Work and Income (UWV). In terms of communication activities, the strength of Hemels Publishers lies in the effective use of Google Ad-words. Search engine Google hits the corporate website of the company when a user searches with a range of key words related to Hemels Publishers (such as the name Hemels or sponsored magazines).  

2.1.2     Weaknesses

Hemels undertakes little communication activities on corporate level, for instance the fact that Hemels does not publish press releases could be considered as a remarkable weakness. In this matter, Hemels Publishers misses out on a respected communication tool, which could serve many communication objectives, such as raising awareness of products and services of Hemels Publishers. Hemels neither releases any annual reports on their own results. Since Hemels is not registered on any stock exchange, it is not obliged to publish these results. Hemels is not involved in any corporate sponsoring of third parties. Their advertising activities are also very limited, they advertise once a year in the special edition on Custom Publishing of the Marketing Tribune. Sponsoring, advertising and issuing press releases is relevant to the target groups because they provide the opportunity to position Hemels Publishers as the number one partner for Cross Publishing. 

2.2 External Analysis

With regards to the meso-environment, Hemels clients expect Hemels to have sufficient knowledge about the market and product of the client. The clients expect high quality and their Custom Publishing supplier should act in a flexible and pro-active manner. They expect full service, quality and reliability when doing business.  
As far as the macro environment in terms of the market is concerned, the three markets in focus (Dutch, German and British) require a professional approach, with content, continuity, added value, international character and interconnectedness as key words for any Custom Publishing agency. Moreover, any Custom Publisher should confirm the clients’ identity and show interest in the consumer’s need and interests, in order to be successful. The trends in these markets show a tendency of growth in broadband technology and multi-channel marketing.

2.2.1 Opportunities

Especially in Germany, Hemels would not experience any problems to integrate in the market, because of Hemels’ international character and it’s segmented editions, the company would perfectly comply with the demand of German clients. Considering all markets, there lie opportunities for Hemels Publishers to go along with the new developments in broad band technology and multi-channel publishing (such as e-mail newsletters combined with narrowcasting linked to corporate websites). 

 When Hemels extends her services to audiovisual design (such as narrow casting), new communication instruments could be applied to telephones, laptops and electronic organizers. 


Within the Dutch market, there is a need for profession literature. Hemels could take the lead in sponsoring research institutes on custom publishing effectiveness, like the Dutch organization for communication professionals Logeion does at the moment. It would raise awareness on Hemels Publishers and increase their reputation as a leading custom publishing agency. 

2.2.2 Threats

Particularly when a considerable number of opportunities lie in broadband technology and multi-channel publishing, Hemels should pay attention to the Technical Innovation of the customer services and nonetheless they should be known as a reliable partner for these new services. 

At this moment, Technical Innovation is one of the less valued qualities by the management of Hemels Publishers, which could be a pitfall if there if not paid attention to. Moreover, it provides an opportunity for unique positioning, since none of the competitors named by the Clients in paragraph 2.2.3 names Technical Innovation, or Cross Publishing as strength of their organization.

The attention regarding technical innovation is embedded in the vision as defined by the management of Hemels Publishers (‘In a fast developing market of customer media, Hemels Publishers delivers print, online and narrowcasting solutions in terms of specialized customer content’). Nonetheless, Technical innovation is not regarded as highly valuable quality when compared to Reliability, Quality and Service. Especially in terms of trends in the concerned markets, meaning to say a growth in broad band technology and multi-channel publishing, Hemels Publishers should consider Technical Innovation as a quality to value highly and to be paid a fair level of attention to. 

Communication Analysis

3.1 Field of Forces

The first of the public groups in the Field of Forces
 are the managers of the communication departments, because these persons are at all times the direct contacts of Hemels Publishers in the production process of a custom publishing product or service. The manager expects the custom publisher to be cooperative, reliable and flexible (Communication Research Report: Chapter 2) in order to achieve the most effective result for an increase of customer loyalty. 

Decision Making Units (DMU) on corporate level of A brand companies are in the field of forces because they decide whether to outsource the customer media to a third party, outside of the company. To a DMU it is important that a custom publisher is the right choice in terms of man power, quality and budget. 

The branch organization for Customer Media in the Netherlands is called Smin. Smin represents all its members when it speaks of quality improvement and hopes to increase the thrust in the customer media branch. Moreover, it strives for the enhancement of customer media image and seeks to be an information platform to exchange information among its members. Hemels Publishers is a member of Smin and is therefore directly connected to the branch organization. 

When media are concerned, this should be limited to company journalists, specialized on customer media or the field of company journalism. One of the authorities in the field of company journalism and professional journalists is Sak van der Boom. This respected authority maintains his own website, reviewing all corporate magazines and developments within the market. 

In terms of suppliers, printers need to be taken into consideration. When Hemels Publishers takes on a new product or service, this means that the pressure on suppliers such as printers will be increased. Especially when pursuing a cross publishing image, Hemels could offer combinations such as magazines and newsletters, at the same time demanding a larger offer of a printer. If this demand stays within the capacity of the printer, the printer will be encouraging towards Hemels as a cross publishing company. 

Regarding internal publics, employees should be taken into account when a new communication strategy is being developed and implemented. It needs no further explanation that employees have a direct interest in what is happening within Hemels Publishers, their employer. 

3.2 Communication goals

· Communication must raise awareness among clients of Hemels Publisher as a cross publisher of customer media. 

· Communication confirms the confidence in Hemels Publishers as a cross publisher of customer media. 

· The market for new cross publishing possibilities must be opened up via a favourable product image.

· The new image as Cross Publisher must be guided with internal communication, to maximize the base for spreading out the new corporate image. 

Target Groups and Objectives

4.1 Target groups

The primary communication target groups to solve the problem of the limited knowledge of Hemels Publishers products and services exist of managers of the communication departments, Decision Making Units (DMU) on corporate level of A brand companies in Northern Europe and the employees of Hemels Publishers.
The branch organization Smin, suppliers and specialists on company journalism represented in the media can be identified as the secondary communication target groups, since they are indirectly involved in solving the problem of the limited product awareness of Hemels Publishers. They are groups who are aware of the problem, feel closely involved, and would like to be informed about the approach to the problem (M. Vos, J. Otte, P. Linders, 2003).
4.2 Objectives

For all communication objectives, whether based on knowledge, attitude or behavior count the following criteria;

· The appropriate objectives are to be known to a 100% of the communication departments of already existing clients and 50% of the Decision Making Units on corporate level.

· All employees and suppliers should be familiar with the stated objectives. 

· The whole of the branch organization Smin and 70% of the specialists on company journalism should acknowledge the objectives of Hemels Publishers

· The effects of the objectives are to be achieved in a period of 1 year

Knowledge

· To be aware of the whole range of Hemels Publishers services and products

· To be aware of Hemels Publishers as a cross publishing company

· To be aware of Hemels Publishers’ international character 

· To be aware of the possibilities in online and narrowcasting publishing

Attitude

· To feel about Hemels Publishers as a reliable cross publishing partner, delivering top quality products and providing good service in terms of custom publishing. 

· To feel that Hemels Publishers has a competitive advantage in matters of cross publishing over its competitors on a long term.

· To feel that Hemels Publishers has a competitive advantage in matters of nationally and internationally segmented editions of customer media over its competitors. 

Behavior

· To increase reporting about cross publishing at Hemels Publishers.

· To prefer Hemels Publishers’ products over others due to a competitive advantage in cross publishing.

· To purchase Hemels products and services.

· To increasingly visit the Hemels Publishers corporate website

On the next page the objectives are linked to the target groups:

	Target Group
	Objectives

	Manager of 

Comm. Department

&

DMU 
	· To be aware of the whole range of Hemels Publishers services and products

· To be aware of Hemels Publishers as a cross publishing company

· To be aware of Hemels Publishers’ international character 

· To be aware of the possibilities in online and narrowcasting publishing

	
	· To feel about Hemels Publishers as a reliable cross publishing partner, delivering top quality products and providing good service in terms of custom publishing. 

· To feel that Hemels Publishers has a competitive advantage in matters of cross publishing over its competitors on a long term.

· To feel that Hemels Publishers has a competitive advantage in matters of nationally and internationally segmented editions of customer media over its competitors.

	
	· To prefer Hemels Publishers’ products over others due to a competitive advantage in cross publishing.

· To purchase Hemels products and services.

· To increasingly visit the Hemels Publishers corporate website

	Employees 

& 

Suppliers
	· To be aware of the whole range of Hemels Publishers services and products

· To be aware of Hemels Publishers as a cross publishing company

· To be aware of Hemels Publishers’ international character 

· To be aware of the possibilities in online and narrowcasting publishing

	
	· To feel about Hemels Publishers as a reliable cross publishing partner, delivering top quality products and providing good service in terms of custom publishing

	Smin 

& 

Specialists on company journalism 

 
	· To be aware of the whole range of Hemels Publishers services and products

· To be aware of Hemels Publishers as a cross publishing company

· To be aware of Hemels Publishers’ international character 

· To be aware of the possibilities in online and narrowcasting publishing

	
	· To feel about Hemels Publishers as a reliable cross publishing partner, delivering top quality products and providing good service in terms of custom publishing. 

	
	· To increasingly visit the Hemels Publishers corporate website

· To increase reporting about cross publishing at Hemels Publishers.


Communication Strategy 

5.1 The key idea

According to the identity and image research, Hemels Publishers and clients feel very positive about Hemels Publishers, wanting to be and actually being perceived as a reliable partner for printed custom publishing solutions, able to deliver top quality products and to provide good service. Since the perception of the company matches the priorities as set out by the management, the corporate identity and corporate image should remain as they are currently.

However, Hemels mentions in it’s vision statement:

In a fast developing market of customer media, Hemels Publishers delivers print, online and narrowcasting solutions in terms of specialized customer content. 

Where the focus lies on printed customer magazines and content for the Dutch market, Hemels ensures every product, whether printed or online, is integrated in the total communication mix of the client, possibly in segmented versions. 

Basically, the implementation of this vision would mean to maintain the positive corporate image which is in compliance with the desired identity and in addition, extend the positive corporate image of Hemels Publishers as a reliable partner for cross publishing solutions, able to deliver top quality products and provide good service. 

This key idea is supported by the theory of M. Vos, stating that a positive image, which is in compliance with the identity, should be continued (M. Vos, 1992). However, the company should be alert, which can be explained as being alert on Technical Innovation, since this is the only obvious discrepancy between Identity and Image. 

To maintain the Corporate Image, the Common Starting Points that were derived from the Desired Identity should be maintained. For the logical explanation of these Common Starting Points, see Appendix M: The Hierarchical Value Map.  

· Quality

· Accuracy

· Service

· Reliability
5.2 The approach

To integrate the alertness of Technical innovation, it is recommended to act pro-actively and adapt the communication on cross publishing according to the findings in the Research Report.

· Restructure Hemels Publishers Internal Communication in terms of cross publishing

· Restructure Hemels Publishers’ Corporate Communication in terms of cross publishing

· Integrate new aspects of custom publishing (such as online and audiovisual design) 

· Restructure Hemels’ corporate website

· Involvement of branch organization

· Free publicity through branch organization and specialists on company journalism

· Advertising in media for Communication Professionals and within the Custom Publishing Branch

· Corporate Sponsoring

5.3 Positioning

The aim of this Communication Strategy is to position Hemels Publishers as the reliable Cross Publishing Partner, delivering top quality products and providing good service, whilst having a competitive advantage in matters of nationally and internationally segmented editions of Customer Media over its competitors.

This approach would put Hemels Publishers in a good position because of the unique combination of elements in comparison to their competitors. From the research can be derived that the competitor Media Partner also provides full service, but does not provide segmented, international and Cross Publishing solutions. Sanoma Custom Publishing does provide Cross Publishing and segmented editions, however not in nine different languages. Furthermore, Hemels is already perceived as a reliable partner, which cannot be said of Sanoma (yet), because of their short limited experience in the field of Custom Publishing. Hachette Filipacchi provides added value to their customer but is not able to work on the same scale as Hemels Publishers. 

Móbile PR and Readershouse are competitors in terms of the same market sector: automotive. However, they do possess strengths such as multilingual and segmented editions. 

5.4 Central theme

In order to decrease the gap between Desired Identity and Corporate Image, the central theme of the Communication Strategy, is to communicate Hemels Publishers as a Reliable partner for Cross Publishing solutions, able to deliver top quality products and to provide good service, if desired in multilingual and segmented editions.

The communication style of this strategy should be direct, concise and unemotional 
The Corporate Design of the company, including logo and house style should remain, since these are associated with Hemels Publishers and the current positive Corporate Image of the company. In addition, the subtitle ‘THE CROSS PUBLISHING COMPANY’ which is this far only used on business cards of employees should instead be communicated through all means of communication and presented as a competitive advantage over Hemels Publishers’ competitors. 

5.5 Communication Instruments

Restructure Hemels Publishers Internal Communication in terms of Cross Publishing

To provide a basis for interest in and knowledge of Cross Publishing, the editorial board of Hemels Publishers’ internal magazine ‘Good Heavens’, should publish an article about Cross Publishing, explaining the different aspects and how Hemels Publishers could expand its activities with the help of these possibilities. This article should also serve as a preparation and inspiration for the next Communication tool to implement the Cross Publishing Company strategy within Hemels Publishers;

The next step would be to put the Forum, which is organized every six months by Hemels Publishers, in the theme of Cross Publishing. The Forum is an event for the employees of Hemels Publishing and was initiated to enlighten and inspire the staff on certain aspects of Hemels Publishers. During this event, an expert of a certain area of Custom Publishing is invited to give a lecture, after which the employees can respond and discuss. The purpose of this event is to increase the knowledge of the staff on a certain topic and in the end to improve the quality of products and services. For example, the last Forum was held in May 2007 and the subject of this event was Media Planning. 

Restructure Hemels Publishers’ Corporate Communication in terms of Cross Publishing

Hemels has to create publicity packages, including brochures, supplying clients with the aims and objectives, the services, and publications of the company. If Hemels Publishers wants to expand its strategy to potential clients as well, the brochure also needs to mention contact persons, address, telephone, fax, website, email addresses and opening times. These publicity packages can be used when the staff visits clients, inserted into envelopes when any further research is undertaken, or attached in electronic format when research is done through online or email purposes. 

Other events to use these brochures and / or publicity packages would be at training seminars and conferences, and lastly but not less important, being put on display to enable visitors to the company to take them away with them. These brochures would also be useful to put on Hemels Publishers corporate website. Another communication instrument that was left untouched by Hemels Publishers is to issue press releases about their achievements or other newsworthy events. When Hemels Publishers acquires a new client or launches a new product or service, a press release can be send to both the branch organization of Custom Publishing and the branch organization of the market sector the client is involved in. For example, when Hemels Publishers would provide a weblog service for the dealers of Mercedes-Benz, a press release could be send to www.automotive-online.nl or www.automobielmanagement.nl . Other institutes which are to be informed are specialists in the field of Customer Media, such as Sak van der Boom and www.logeion.nl, the branch organization for Communication in the Netherlands. 
Advertising in professional magazines for communication specialists

To promote Hemels Publishers as the Cross Publishing agency and to reach the target groups of communication managers and DMU’s, Hemels should advertise in branch magazines such as Communicatie Magazine, which is published on national level and a respected authority within the field of communication. This way Hemels Publishers could not only inform the communication managers of current clients, but also DMU’s and even potential new clients of the variety in products and services.

Restructure Hemels’ Corporate Website

In order to breathe the Cross Publishing character of Hemels Publishers, the Corporate Website has to be restructured in such a way that Cross Publishing is presented as a core value of the company. At this moment the Corporate Website of Hemels Publishers does not provide more attention to Cross Publishing than one line on the home page of www.hemels.com. To do Cross Publishing justice, the subtitle ‘THE CROSS PUBLISHING’ should be represented on every page of the Corporate Website. In addition, it would be useful to complete the website with an extra subject in the main menu, referring to Cross Publishing and the possibilities Hemels Publishers can offer to their clients. 

Another communication instrument which can be used to promote Hemels Publishers as the Cross Publishing Company is to make effective use of Ad-words with Google. Ad-words are certain key words, which leads to direct links with the one who pays for the key word. For example, when Hemels Publishers pays for the ad word Cross Publishing and a visitor of www.google.com searches for the words Cross Publishing, the first hit they see as a result of their search, will be the Corporate Website of Hemels Publishers. 

Involvement of branch organization

With the aim of improving the quality of services within Custom Publishing and especially Cross Publishing, Hemels Publishers could take the lead in organizing a conference on Cross Publishing. Hemels Publishers should invite specialists on the different aspects of Cross Publishing as speakers. These specialists should have their expertise in new technologies such as broadband marketing and narrowcasting as customer media solutions. To increase the level of professionalism for this conference, Hemels should seek involvement of Smin. Conferences like these would be in line with their aims to bring Custom Publishing to a higher level. 

Free publicity through branch organization and specialists on company journalism

Through the communication instruments of press releases and the involvement in conferences, Smin and specialists on company journalism could be able to generate free publicity for Hemels Publishers. 

Corporate Sponsoring

Within the Dutch market, there is a need for profession literature. Hemels could take the lead in sponsoring research institutes (such as universities) on custom publishing effectiveness, like the Dutch organization for communication professionals Logeion does at the moment. It would raise awareness on Hemels Publishers, increase their reputation as a leading custom publishing agency and contribute to the credibility of the Custom Publishing sector. 

Organization
Preconditions & Planning

There are a few preconditions to the strategy which have to stay consistent in order for the strategy to have the maximum effect

· The trends within the market of Custom Publishing have to follow the current developments. If the market abandons the trends such as professionalization and growth in technical innovation, the strategy as described above would loose its value.

· Hemels Publishers should be willing to accept the gap discrepancy between Desired Identity and Corporate Image, in order to recognize the need for the strategy as described.

· Hemels Publishers should stick to the statement made by the management (R. van Woerkom) on the 7th of May 2007, to search for expansion of services within the current client database. If not, the target groups for this strategy should be adjusted. 

· The clients of Hemels Publishers should not abandon Custom Publishing as an important element of their Total Communication Mix. 

	Timing
	Activity
	Target group
	Estimate
	Co-ordination

	June 2007
	Publicity packages
	Communication Managers, DMU 
	xxx
	Senior Managing Editors / Publishers

	July 2007
	Good Heavens
	Internal - employees
	Costs on House
	Editorial Board of Good Heavens

	August 2007
	Corporate Website

& 

Ad words Google
	All
	Costs on House

&

Google ad words 0.10 cents per click
	Online managers

	September 2007
	Advertise in branch magazines
	Communication Managers, DMU
	Full page black and white 1.600,- 

Full page full color 2.950,-

Halve a page black and white 1.100,-

Halve a page full color 2.450,-
	Sales 

	October 2007
	FORUM on Cross Publishing
	Internal – employees 
	Costs on House
	Management 

	November 2007
	Corporate Sponsoring
	Branch organization & Custom Publishing specialists
	Costs in negotiation with research institute
	Management

	December 2007
	xxx
	xxx
	xxx
	Xxx

	January 2008
	Conference on Cross Publishing
	Branch organization
	Costs depending on location, division of costs

&

Free publicity
	Management in cooperation with Smin

	February 2008
	xxx
	xxx
	xxx
	Xxx

	March 2008
	xxx
	xxx
	xxx
	Xxx

	April 2008
	xxx
	xxx
	xxx
	Xxx

	May 2008
	Evaluate results
	xxx
	xxx
	Management
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� Customer Media – Custom media is a � HYPERLINK "http://en.wikipedia.org/wiki/Marketing" \o "Marketing" �marketing� term referring broadly to the development, production and delivery of media (� HYPERLINK "http://en.wikipedia.org/wiki/Print" \o "Print" �print�, � HYPERLINK "http://en.wikipedia.org/wiki/Digital" \o "Digital" �digital�, � HYPERLINK "http://en.wikipedia.org/wiki/Sound_recording_and_reproduction" \o "Sound recording and reproduction" �audio�, � HYPERLINK "http://en.wikipedia.org/wiki/Video" \o "Video" �video�, events) designed to strengthen the relationship between the sponsor of the medium and the medium's � HYPERLINK "http://en.wikipedia.org/wiki/Audience" \o "Audience" �audience�. Also called, branded media, customer media, member media, and custom publishing (Wikipedia, 22th of March 2007).





� The Corporate reputation emerges from interactions between different groups of stakeholders who share information about the firm’s actions, decisions and characteristics. These interactions are based on specific experiences and opinions.





� Definition self-Image: The Image which internal groups of the public have of their own organization, (Schoemaker and Vos, 2006)


� Definition: Flat organization (also known as horizontal organization) refers to an organizational structure with few or no levels of intervening management between staff and managers. (American Marketing Association, May 2007)


� Field of Forces = inventory of the organizations and public groups involved with the problem and its solution (M. Vos, J. Otte en P. Linders, 2003)
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