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ABSTRACT

We report the insights gained from a major
international landmark study into Monarchies as
Corporate Brands.  We were granted privileged
and unprecedented access to Their Majesties the
King and Queen of Sweden, to members of the
Royal Family and to Senior Officials of the Royal
Household of Sweden.  Our study, drawing on
field research and drawing on the extensive
literature on monarchy, resulted in identifying
nine elements, relevant to managing a corporate
brand.  We call this ‘The Corporate Brand
Management Protocol.’ The protocol requires
orchestrating nine elements, which we identify as
responsibility, identity, affinity, philosophy, activity, 
community, consistency, sensitivity, and
connectivity. A key affirmation from our study is
the necessity for on-going guardianship of
corporate brands: we label this duty ‘Corporate
Brand Custodianship. For monarchies this resides
with Sovereigns and their Royal Courts and, in
business contexts, this falls to the CEO and to
Senior Management.  They are the ultimate
defenders of the corporate brand.
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THE CORPORATE BRANDSCAPE

Recently, corporate branding has emerged as an
important agenda item for many senior
executives.  This has come with a realization that
corporate brands represent a branding category
that is related to, but is distinct from, product and
services brands.  Brands generally are viewed as
significant corporate assets.  This is particularly
the case with corporate brands, which are viewed
as important profile builders for corporations.
They are seen to be invaluable in attracting and
retaining key constituencies such as customers
and employees.  They can imbue corporations
with a distinctiveness that is not readily
replicated.  Financially, they may be among an
organization’s most coveted and cherished assets.
For a variety of stakeholder groups (and not just
customers), corporate brands serve as a
guarantee, as a type of quasi-contract.  In short,
corporate brands are often invested with the
Midas touch, and their strategic value to
corporations and emotional value to customers
and stakeholders explains their increased
prominence as a branding category.  In a world
saturated with products and messages, corporate
brands represent a critical navigational tool for
stakeholders.  This is particularly the case in
crowded markets where the cacophony of
communication means that corporate messages
are often unheard.  As such, corporate brands give 
voice to an organization’s key values and enable
the organization behind the brand to cut through
the communications hubbub that characterizes
much of today’s corporate world.  In short, in an
age when brands have seized the imagination of
so many, the corporate landscape has become not
only a brandscape but, significantly, a corporate
brandscape1.

A key hypothesis of this article is that not only
should the institution of individual monarchies,
such as the Swedish, should be deemed to be
corporate brands but so should most corporations.
However, some corporations are clearly not visible 
corporate brands. Consider the Toronto-based Cott
Corporation which is the world’s largest maker of
private-label soft drinks but since its name is not
emblazoned on the products it manufacturers it
remains invisible to all but its company
stockholders, employees, and industry customers.
The same is true for Yum Brands, the corporation
that owns KFC, Pizza Hut, and Taco Bell2.
Traditionally, the branding concept has applied to
individual monarchs, royal families, and dynasties
to the exclusion of the institution.  Something
similar has occurred within the business
environment where the principles of brand

management have often focused on products
rather on organizations in their entirety. Procter
and Gamble, which traditionally has not used its
corporate name as part of its product branding,
has begun to raise the umbrella of its corporate
brand. This is particularly so in India, Japan, and
Russia where the corporate brand is seen to add
value3.

Our view is that a failure to contemplate
organizations as brands in their own right is
unwise and potentially dangerous.  However,
whereas an increased emphasis on corporate
brands, as advanced in this article, may appear to
be radical, in fact it mirrors the seismic shift that
has taken place within the business environment.
It is a shift from product or service brands alone
to corporate brands.  It is shift which marks a
move away from marketing strategy only to an
alignment with corporate strategy. 

Longevity is sometimes cited as a key attribute of
corporate brands.  Consider global brands such as
Coca Cola, Ford, Reuters.  These are corporate
brands that have dominated their markets for
much of the last century.  Some corporate brands
have older pedigrees, of course, such as Wells
Fargo and the Hudson Bay companies in North
America.  In Europe, Rothschild’s, Coutts and Co,
and Cadbury provide other examples.

However, these corporate brands are relative
adolescents in another realm of brands, when one
considers an institutional group that appears to
have strong corporate brand characteristics—
namely monarchies whose longevity is measured
not so much in decades but in centuries.  Some
pre-date the first millennium such as the British,
and the Danish: the Papacy (an elected non-
hereditary monarchy) goes back still further4.
Monarchies are of course different from the
modern corporation but in our view they are
brand-like institutions in many ways.  

As a case in point, the Swedish Crown has, by any
branding measure, impeccable credentials. Its
brand loyalty (from its citizens) has remained
high. A Swedish opinion poll conducted in the
first years of the reign of the current sovereign,
showed that H.M. King Carl XVI Gustaf enjoyed
far more confidence among the public than any
elected politician5. Research undertaken by
Gothenburg University has also shown that
support for the monarchy has remained 70% or
more over recent years and has been at a high
level for some considerable time.  Research
undertaken within the UK has shown that public
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support for the British monarchy has also
remained at 70%+ for the last thirty years6.
Nonetheless, serious criticism of the institution,
and of individual Royal behavior, abound.
Detractors argue that monarchies are inherently
undemocratic and anachronistic in the 21st
century (particularly the hereditary principle
where the male line sometimes has precedence).
A separate criticism is that the funds spent to
sustain the Crown constitute a diversion of
resources from broader public needs.

The Swedish monarchy has avoided many of the
travails that have beset other monarchies in
recent years. It is a brand that was not engulfed
in the wave of “institutional regicide” that swept
away most European monarchies in the aftermath
of World War I. It is a corporate brand that has
accommodated and embraced change.  It is a
brand that still adds value and gives meaning to
its key constituencies, an element that is for us a
core tenet of branding.  And it is a corporate
brand with considerable financial value in terms
of benefits to the country’s businesses and
general public. It is a brand that has remained a
symbol of nationhood and people.

MONARCHIES IN CONTEXT

It is our view, and it is the premise of this paper,
that modern constitutional monarchies in general,
and the Swedish Monarchy in particular, are
indeed brands—with many characteristics of a
corporate brand, including amenability to being
managed in a manner analogous to that for a
corporate brand. Indeed, some monarchies have
likened themselves to contemporary corporations.
In the U.K, members of the Royal Family have
referred to themselves as “the firm.”7.  It is,
however, crucially important to make a clear
distinction between the institution (theatre) of
monarchy (the monarchy as a corporate brand)
and the representatives (the actors) of monarchy
(royals as personality brands). We believe the
focus should always be on the defense of the
former. 

Monarchy is an important and widespread
phenomenon, albeit with “different faces in
different places.” We recognize that monarchies
differ from one another, institutionally and
operationally, even as do companies. Some have
absolute sovereigns, others symbolic Heads of
State, while others still have an important
religious function and aura. Our primary example
in this article is the Swedish monarchy, with
reference to other constitutional monarchies. The
modern notion of constitutional monarchy, as

developed in Britain and adopted elsewhere, is
that the monarch’s role has evolved from “a King
with a people” to “a people with a King.” As such,
most modern monarchs, and certainly the British
and Swedish sovereigns, are viewed as key
national symbols and are icons of nation and of
people. As constitutional monarchs they are
“above politics” and, as such, can engender
widespread support as Head of State. This has led
one constitutional expert to muse that such
monarchs, “Reign but do not rule.”8

His Majesty King Carl XVI Gustaf of Sweden made
a similar point to us: “Regarding the apolitical role
of modern monarchs, we do not engage in party
politics nor belong to a party.” He continued: ”As
Sweden’s Head of State, I represent, with loyalty
and my own inner conviction, the high values on
which our country’s constitution rests.”

Constitutional monarchies have corporate brand
communities consisting of hundreds of millions to
whom they are symbols of nationhood. Consider
Queen Elizabeth, in this regard, who is not only
Queen of the United Kingdom but is also Queen
of over a dozen nations including Australia,
Canada, and New Zealand; her role as titular
Head of the British Commonwealth means that
she has a direct association with over a quarter of
the global population9. Western monarchies, and
their crowned heads, engender substantial public
interest and curiosity, often well beyond the
national borders of their origin.  For example,
although the United States has never been a
monarchy, many Americans are fascinated by
monarchs and monarchy, and the U.S. is the
target market for many products with royal
endorsement (i.e., “by appointment to His
Majesty, King———-.”)  Laura Bush, speaking about
the monarchy on the eve of the State Visit to the
UK by the US President in November, 2003
observed: “I think it’s (the British monarchy) a
fairytale to the United States. Americans have
always been fascinated by the monarchy and
certainly the British monarchy.”10

Of course, Canada has always had a crowned
head of state and this is one of the distinguishing
features between these two huge North American
nations11

THE STUDY

Our study of the Swedish monarchy began in
2000 when one of us participated in a televised
discussion on the economic value of the Swedish
monarchy. Following conversations initiated by a
senior Court official, an international trio of

5

WO R K I N G PA P E R S E R I E S



researchers with intellectual, consulting, and
teaching interests in corporate branding was
assembled. Our primary objective was to examine
the Swedish Monarchy through a lens of
corporate branding.  We were eventually granted
unprecedented access to Their Majesties the King
and Queen of Sweden, to the immediate Royal
Family, as well as to senior figures within the
Royal Household.  It soon became apparent that
our study could provide insights for the
comprehension, management, and maintenance
of corporate brands in business contexts.  Our
research, undertaken over several years, involved
numerous interviews with Court Officials and the
Royal Family. We also discussed the concept of
monarchies as corporate brands with captains of
industry. The study also marshaled the extensive
literatures relating to monarchy. Our research
found that monarchies, especially the British
monarchy, have been studied in terms of historical
evolution and from legal, constitutional, political,
anthropological, and social perspectives, among
others12. However, it has not been explored in
terms of management, and virtually never
examined as a brand, let alone as a corporate
brand.  

MONARCHIES AS CORPORATE BRANDS

To us, there are a number of reasons why
monarchies (especially constitutional monarchies)
may be viewed as corporate brands.

First, Monarchies have one of the most
recognizable, powerful, ubiquitous, and centuries-
old visual symbols: the crown.  Originally a mark
of power, it is increasingly used as a mark of
sovereignty and of quality in monarchical and
non-monarchical contexts.  It has even been
marshaled (albeit with different visual treatment)
as a quality sign for products and services
including beer (Kronenburg), hotels (Crowne
Plaza), and three Swedish bicycle brands (Rex,
King, and Monarch).  

Second, Monarchies, as with other types of
corporate brands, have to meet the demands of
multiple stakeholder groups.

Third, as in commercial contexts where there are
differences in the positioning of corporate brands,
this same is the case for monarchies. For instance,
in the British monarchical tradition royal
ceremony and protocol is more elaborate and
formal than in most other monarchies.  In
contrast, a key characteristic of the Norwegian
Crown, for instance, is its relative informality, very
different from the UK model. In Norway, the late

King Haakon decided that the Norwegian
monarchy should be characterized by a small
Royal Court and should observe a simple lifestyle.
To some commentators the simplicity of the
Norwegian monarchy sometimes startles
foreigners.13

Fourth, just as most corporate (and many
product/service) brands have a strap line (tag
line) which articulates the core of its branding
covenant (e.g., BP: “beyond petroleum;” GE:
“imagination at work”), monarchs and monarchies
have mottos which often articulate the “promise”
inherent in the royal brand. The motto of the late
Pope John Paul II  was “Totos Tuus” (All Yours),
while King Carl XVI Gustaf of Sweden’s motto is
“For Sweden—in keeping with the times”. 

Fifth, monarchies, as with other corporate brands,
de facto “rents” some of its prestige in the form of
visual and verbal endorsements to individuals as
well as to organizations.  Prominent among these
is the granting of a Royal Warrant—the use of the
Royal Coat of Arms with “by appointment” which,
in England, dates back to the 15th century and
from which the phrase. “Fit for a King” is likely
derived. Today, British Royal Warrants have been
granted to corporations as diverse as Coors Beers,
IBM, Sony, Xerox, as well as to old-line companies
such as Fortnum and Mason and Twinings.  Royal
Warrants are viewed by companies as powerful
endorsements that suggest a long brand history
and which are particularly attractive in overseas
markets14. As well as the visual endorsements
there is also the verbal form with the use of the
prefix Royal, e.g., the Royal Canadian Mounted
Police, the Royal Philharmonic Orchestra, the
Royal Society for the Protection of Cruelty to
Animals, KLM-Royal Dutch Airlines, and the
granting of Royal Charters to organizations such
as the BBC, and to Universities. It was the
Swedish King Karl XIV Johan who started to
award Warrants in the early 19th century.  One
Royal Warrant holder15 noted the importance of
warrants to Swedish business as follows: “Our
Royal Warrant is one of the proofs of our quality.
It is about meeting the highest quality standards.”
Interview with Jan Ryde (CEO Hastens Sangar).

Sixth, monarchies can give an indirect financial
value to commercial organizations. Front-page
coverage of Royalty in popular magazines often
results in a substantial increase in circulation.
From our study we discovered that the use of a
little used but scenic railroad line by the Swedish
Royal Family made the railway fashionable and,
moreover, made it a viable concern.  
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Seventh, the institutional character of monarchies
is very much like that of corporate brands. Just as,
“a monarch is not the monarchy” so a chief
executive is not the same as the corporation. Of
course, a monarch is typically an incumbent for
life (although in Malaysia a college of Sultans
elects one of their own as monarch for a five-year
period) whereas corporate CEOs change from time
to time.  As such, a monarch can be on the throne
for decades, barring war, revolution, and
recognized mental incompetence. Queen Elizabeth
is a case in point; her reign commenced in 1952.  

Eighth, the wave of rebranding that has
characterized many corporations has characterized
monarchies since time immemorial. A 20th
century example is the adoption of the dynastic
name “Windsor” by the British Royal Family in
1917 during World War I when Great Britain was
at war with Germany. The British public was
uncomfortable with the Royal Family’s German
links and the dynastic name of the British
monarchy caused considerable disquiet: it was
Saxe-Coburg and Gotha16. 

The Protocol of Corporate Brand Management In
this article, we shall explain the insights and
reflections derived from our study by focusing on
nine dimensions we found to be imperative with
regard to the management and maintenance of
corporate brands. It is the task of all those who
have responsibility for the management and
maintenance of corporate brands (monarchies,

corporations, or otherwise) to ensure that due
accord is given to each of element of the
corporate brand protocol detailed below.

Each part of the protocol is accompanied by a
brief explanation which can be drawn on by
senior executives having custodianship for the
corporate brand:

RESPONSIBILITY The necessity of corporate
brand custodianship

IDENTITY: Understanding the legacy of a
corporate brand’s historical
roots

AFFINITY: Appreciating the importance of
brand meaning and
identification

PHILOSOPHY: Comprehending corporate
brand values  

ACTIVITY: Using the brand as a template
for guiding performance and
behavior

COMMUNITY: Showing sensitivity to corporate
brand communities

CONSISTENCY: Orchestrating primary,
secondary, and tertiary
corporate communications  

SENSITIVITY: Responding and anticipating
change in the business
environment 

CONNECTIVITY: Maintaining public support and
approval
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Exhibit One shows the nine elements of the
corporate brand protocol in diagrammatic form.
The nine elements of the protocol consist of two
category types. The first (as represented by those
within the diamond) take a retrospective
perspective and relate to (a) the need for senior
management attention being accorded to
corporate brand heritage with senior management
having a custodianship role and (b) those key
elements of brand inheritance relating to identity,
affinity, philosophy, and activity. These provide a
vector, or a guiding light which directs the four
other dimensions of the corporate brand protocol.
This explains why they form the four dimensions
on the outside of the diamond as represented by
community, consistency, sensitivity and
connectivity.

RESPONSIBILITY: The necessity of corporate
brand custodianship 
“I declare before you that my whole life, whether
it be long or short, shall be devoted to your
service, and the service of our great Imperial
Commonwealth to which we all belong.” Her
Majesty Queen Elizabeth II (then Princess
Elizabeth) in 194717

“When you are assigned to the responsibility for
an established brand – which may have been in
the hands of many brand managers before you,
and which probably will be in the hands of many
more brand managers after you – you have
become a part of a long process. You treat what
has been done before with respect, and you want
to leave an even stronger brand to the person who
comes after you.” Interview with Luic Tassel
(Marketing Manager, Procter & Gamble, Sweden)

Custodianship of the monarchy, as with any
corporate brand, resides with senior figures within
the institution. A key element of corporate brand
custodianship is the maintenance of the corporate
brand covenant or what in colloquial terms is
often described as the “brand promise.” This can
be seen in the two quotes detailed above. The
first illustrates her lifetime fidelity to serve the
peoples of Britain and Commonwealth as Queen
and titular head, a promise she has honored. The
second quote from Luic Tassel illustrates that
senior figures, whether they are monarchs or
senior managers, are brand custodians and, as
such, have a responsibility to what has been
achieved in the past and a duty to invest in the
brand for the future. From our insights into
monarchy we found that day-to-day responsibility
for the brand resided with all personnel, who took
meticulous care to maintain the highest standards

expected of a brand with such impeccable
credentials. A key point from the above is that
ultimate responsibility for corporate brands
resides with institutional heads. For corporations
this is the CEO and for monarchies this is the
King and Queen and the Head of the Royal
Household.

IDENTITY: Understanding the legacy of a
corporate brand’s historical roots
Monarchies, and their Royal Households, are
acutely aware of their historical roots and how
their institutions have adapted while being
sensitive to the distinguishing features of the
institution. Monarchy (literally, the rule by one)
accords Kings, Queens, and their immediate
families a singular status: that of being “royal”.
This is an identity type that makes them
preeminent in their nation: at the apex of the
social pyramid.  The right to use titles such as
Your Majesty and Your Royal Highness are clear
indicators of their separateness and special status.
Royal Palaces and the ceremonies of court are
carefully choreographed to reflect the Royal
status. In Britain, the Coronation Rites are of
considerable antiquity and have remained largely
unchanged. During the coronation the monarch is
consecrated to God’s service and is anointed with
holy oils in rites similar to the consecration of
Catholic bishops. Unlike most western monarchs
there is still a formal coronation and, moreover,
the crown is still worn every year during the State
Opening of the British Parliament. 

The importance of comprehending the historical
roots of a corporate brand can be seen with
regard to certain British (Jaguar, Rolls Royce,
Bentley) and Swedish (Saab and Volvo) car
marques. They have strong brand heritages that
owe a great deal to their country of origin. Yet,
every single one these famous automotive brands
is under foreign ownership. To us, the survival of
these famous marques is to a considerable degree
dependent on sensitivity being shown to their
historical roots and, thereby, their distinctiveness
and value. 

AFFINITY: Appreciating the importance of
brand meaning and identification
During World War II, King Christian of Denmark
went to great pains to remain a visible symbol for
the Danes during the German occupation and
continued the tradition of his morning ride,
unescorted, through Copenhagen. “Who guards
him?” asked one incredulous German soldier. “We
all do” came the reply.18
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“The (British) Crown seems to be deeply
embedded in the identity of the English people, if
not all the British people. The monarchy reinforces
the sense of English uniqueness…My sense it that
removing the British Crown would be akin to
psychological amputation.” Raymond Seitz. Former
US Ambassador to Great Britain.19

“We are going into a world that is global and
globalized. People need roots. I remember when
an older gentleman walked up to me and said:
‘Wasa rye crisps is now Italian, Volvo Cars is
American. The only thing we have left is the King.’
“ Interview with Gunnar Brodin. Former Marshal
of the Swedish Realm. 

Our inquiries found that the key dimension of
monarchy as corporate brand is the importance in
giving groups a sense of identity. As the above
quotes illustrate, with regard to both the Swedish
and British monarchies, both institutions have
important roles in defining the self, the nation,
and people. These monarchies provide a conduit
through which national traditions are expressed.
This serves a key role in terms of the nation’s
continuity and stability. Monarchies do, of course,
define nation states. They characterize such
nations as being “Royal” and, in a world where
most nations are republics they have a rarity and
value and are key points of difference. This is
especially so for Canadians as Bousfield and
Toffoli20 relate: “Living next door to the most
dynamic, even if usually benevolent, republic in
the world has forced Canadians to think about
the value and role of monarchy in society in a way
that most other monarchical people have not had
to do.”

Monarchies as corporate brands defined nations
such as the British, Danish, and the Dutch.
Something of the same phenomenon can be
found with other brands such as BBC (Great
Britain), Lego (Denmark) and Philips (the
Netherlands).  The same is true for US corporate
brands such as Coca Cola, Microsoft, and Macy’s
and Japanese brands such as Sony and Mitsubishi.
As such, senior managers need to be sensitive to
issues concerning brand heritage. Volvo (cars),
and Wasa Bread may be foreign-owned but they
remain indisputably Swedish brands and still help
define the Swedish nation. Corporate brands can
generate attachment customer and stakeholder
attachment that cannot merely be explained by a
corporation’s distinctive traits.  

Jeff Bezos21 of Amazon defined brands in
comments on the importance of corporate brand

identification: “It’s what people say about you
when you’re not in the room.” 

PHILOSOPHY: Comprehending corporate
brand values
“In England, the Scandinavian and Dutch
monarchies are sometimes described as bicycle
monarchies, meaning it is possible to see a
monarch on a bicycle as well as in a Rolls Royce.”
Interview with Elisabeth Tarras-Wahlberg Head of
Information and Press Department at the Royal
Court of Sweden 

Corporate brand characteristics are, to a
considerable degree, shaped by the past and by
national mores and precepts. Such elements
underpin what is called the corporate brand
promise or the corporate brand covenant. This is a
key feature that needs to be understood by senior
managers. For instance, Sweden’s egalitarian and
practical inheritance has exerted a profound
influence on the monarchy. For instance, the
constitution in Sweden does, in some detail,
prescribe the roles and responsibilities of the King
as a national symbol and titular head of state.
Moreover, there is less distance between the
public and the monarch. For instance, we noted
that the general public had a degree of access to
the Royal Palace in Stockholm that is
inconceivable with regard to London’s
Buckingham Palace. Of course, there is greater
social and psychological distance between the
monarch and the people in the case of the
monarchies of Britain and Japan where
considerable emphasis is placed on the minutiae
of protocol. This does, of course, reflect the more
hierarchical social structures of both nations
compared to what exists in Sweden. In Britain, for
example, great store is placed on maintaining the
allure and enchantment of monarchy through the
maintenance of elaborate ceremony and ritual.

Such national mores and precepts can also find
reflection in national brands. Consider the
Swedish egalitarian nature reflected in Ikea as a
do-it-yourself brand and the emphasis placed on
safety and on family values as epitomized by
Volvo. Contrast this with the status accorded by
British retail brands such as Burberry, and by car
marques such as Jaguar and Range Rover.

ACTIVITY:  Using the brand as a template for
guiding performance and behavior
“We are sometimes criticized that we are too
common in a sense. Young people, for example,
often want us to be like them – but at the same
time there are expectations that we should be role
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models and ‘behave like a royal.’ I feel that
dealing with this paradox is sometimes very hard.”
Interview with Her Royal Highness Crown Princess
Victoria of Sweden

“Acting regal is about what to do and not to do. It
is about drawing the line, even about what
invitations should be recommended for the Royal
Family to accept and not to accept.” Interview
with Elisabeth Tarras-Wahlberg.

“I wish that (the) media would report more about
what is in my head rather than what is on my
head.” Interview with Her Majesty Queen Silvia.

Corporate brands are associated with a set of
expectations: these are key elements of the
corporate brand promise. As such, there is an
expectation that members of any Royal Family
should act in a regal manner. For a monarch, the
implication is not so much that every action and
activity needs to be regal (indeed we argue the
opposite) but rather that a monarch’s behavior
should not be un-regal.  

The importance of appropriate behavior is evinced
by the relatively recent travails of Enron and
Arthur Andersen (corporate misbehavior) and
Martha Stewart Living Omnimedia (executive
personal misbehavior) which have led to the
operational demise of the former two and
considerable business impairment to the latter
(from which it is now emerging in late 2005).  In
the nonprofit world, widely known organizations
affected recently by reputation-rooted troubles
include the Catholic Church in the U.S.
(widespread priest sex abuse), the International
Olympic Committee and Salt Lake City Organizing
Committee (scandals in conjunction with city bids
as Olympic venues), and the U.S. Red Cross
(diversion of funds raised after 9/11 into other
charitable areas).  Also consider the Mercedes
luxury car brand where there has been an
expectation of superior performance, yet, in recent
years the cars have not always met the quality
standards demanded of the brand and were prone
to performance problems. As a consequence the
Mercedes Car Group suffered a third quarter
plunge in profits in 2004 that was directly
attributable to these failings22.

A key element of corporate brand management is
one of authenticity: there needs to be an
alignment between promise and delivery, termed
the promise-performance gap by one of us. 

COMMUNITY: Showing sensitivity to
corporate brand communities 
“From the very beginning the King presented the
Nobel prizes. At the time the Nobel Prize was one
of the very few distinctions of its kind. In a sense
it was from the nation, even though it, of course,
was from the Nobel Foundation. When I say, ‘in
the name of the Nobel Foundation,’ it is still in a
sense also from the nation.” Interview with His
Majesty, King Carl XVI Gustaf 

“The Government and the Head of State (the
monarch) must understand the content of each
other’s tasks and roles. The roles are defined in the
Constitution, but they must play the roles in a way
that wins the people’s approval. In a democracy
the play is written by and put on by Parliament.”
Interview with Ingemar Eliasson, Marshall of the
Swedish Realm 

“Over time, the Crown has supported Swedish
industry and trade. The king gives attention on
the highest level. Traveling with a Royal
delegation creates a good atmosphere, and doors
that normally would have been shut are opened.”
Interview with Michael Treschow (Chairman of LM
Ericsson)

Constitutional Monarchs and their advisers have
long recognized that survival of the monarchy is
dependent on its having an affinity with a range
of stakeholder groups.  This is not always an easy
task, however, since the relative importance of key 
stakeholder groups shifts over the passage of
time. The Church, Nobility, and the mercantile
classes have all, at various times, been more
important than they are today. In our time,
monarchs need to serve the interests of diverse
groupings as the three quotes above testify. Many
constitutional monarchies work to stay au courant
with their changing populations, in part through
planned programs that involve engaging with the
wave(s) of immigrants that have settled in their
countries over recent years. 

Consider British Airways, which in the 1990s
embarked on a corporate strategy which
emphasized its international credentials. As part
of this strategy the airline celebrated its global
links by introducing fifty global images that
adorned its aircraft. However, the diminished
importance accorded to British symbolism and to
its crucially important UK customer base
alienated many of its British customers along with
notable political figures such as former Prime
Minister Baroness Thatcher. Realizing the damage
that had been caused, the airline’s management
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embarked on a volte-face and adopted a policy of
emphasizing more clearly its British affiliations23.
Of course, corporate brand communities are
valuable strategic assets. Consider Bank of
America’s $35bn purchase of MBNA, the
independent credit card issuer which has built a
significant part of its business around affinity
cards issued to members of corporate brand
communities such as Sony, Virgin, The World
Wildlife Fund and Manchester United Soccer
Club.24

CONSISTENCY: Orchestrating primary,
secondary and tertiary corporate
communications
“One is dedicated. No matter the situation in the
country, you know, and the people know, that you
will be there.” Interview with Her Royal Highness
Crown Princess Victoria of Sweden. 

“My role is to… be a symbol for my country; some
people use the modern word trademark. The
symbol must be used with the utmost care.”
Interview with His Majesty King Carl XVI Gustaf.

My role is: “Showing the positive sides of Sweden.”
Interview with Her Royal Highness Crown Princess
Victoria of Sweden

Our study revealed that the Swedish Monarchy
employs communication (of many types) to retain
its visibility and sense of connection with the
Swedish public. Through its adroit and
imaginative deployment of corporate
communication it can remind its stakeholders that
it is working in their interests. Because individual
communication channels are widely considered to
be value-laden, some types of communication are
likely to be unsuitable for a monarchy (corporate
advertising for instance) while others are
eminently suitable (discreet public relations
initiatives). Regarding Internet presence, a trawl
through the web-sites of constitutional
monarchies such as Belgium, Canada, Denmark,
Japan, Norway, and the UK revealed that a
considerable investment has been made in this
relatively new mode of communication.  

A key insight from monarchies is their adroitness
in marshalling multiple channels of
communication that go beyond the traditional
marketing communications mix.  This is something
that most business and some nonprofit
organizations now realize and explains the rise of
corporate communications directorates and
university courses in corporate communications.
However, corporate communications is far from

easy, and is far broader in scope than the
communication efforts supporting typical product 
brands. It has been argued by Balmer25 that
corporate communications encompasses primary
communications (the communication effects of
product and service performance), secondary
communications (the orchestration of channels of
communication that can be controlled), and
tertiary communication (word of mouth, third
party, and communication from employees). 

Illustrative of the above are two examples from
the US and Singapore. The $50m advertising
campaign by Boeing in 2000 was aimed not so
much at its industrial customers, but its 190,000
employees.  Judith Muhlberg, Boeing Vice
President argued that there was a need to inform
employees about the range of Boeing products,
and wished to reassure employees that they had a
promising future with the corporation after it had
suffered internal upheaval, production problems
and poor labor relations26. Starbucks, in contrast
to Boeing, has eschewed corporate advertising in
many of its markets. For example, in Singapore
Starbucks concluded that the ubiquity of its
corporate brand would work against the
corporation and, as such, its corporate
communications efforts placed great store on
community programs and on one-to-one
relationships with customers. As with most
monarchies it has eschewed corporate
advertising27.  In this regard, an increasing number
of corporations are resorting to more subtle
means of corporate communication and, as such,
mirror something of the practice within monarces
and the role of primary communication cited
above. This was recognized as far back as 172 by
a US corporate communicator:

“More and more corporations are communicating
with their publics not through the traditional
verbal maneuvering and eye-pleasing graphics but
through their actual deeds-actions they take,
which are a reflection of how they think, how they
feel towards society, the world and them.”27

SENSITIVITY: Responding and anticipating
changes in the environment   
The King of Sweden’s motto is: “For Sweden-With
the times.”

“To me it means being a monarch in a modern
society – that is, to adapt the role by meeting the 
demands of a changing world. Not being ahead
of the times, not being behind the times. But
rather being in our time. It’s about sensing
feelings and what is right at the time - what the
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Swedish people wish and expect from a modern
monarch.” Interview with His Majesty King Carl
XVI Gustaf

“Responsive implies flexibility, in terms of doing
what the people want their Head of State to do. It
is not about being an opportunist, but it means
having priorities. But one’s responsiveness must be
authentic.” Interview with Elisabeth Tarras-
Wahlberg

Evolutionary change and responding to changes
in the environment we found to be a key feature
of our study.  Monarchies have metamorphosed
from theocratic, to autocratic, to constitutional,
and more recently, to symbolic institutions of
state. Many monarchies have been adroit in
adapting to societal change and to changing roles
over the centuries. Within Sweden we found that
there had been a streamlining of court rituals,
traditions and protocol since the accession of the
present King of Sweden reflecting the monarchy’s
non-political status (since his accession). The
Royal Family’s open expressions of emotion at the
time of the Tsunami catastrophe in Asia in
December 2004 marked a departure and
captured not only the national mood of Swedes
but mirrored the more relaxed mood within
Swedish society.  In Britain, there has also been
radical change in recent years: the Queen is no
longer exempt from taxation, the Royal Yacht has
been withdrawn, and staff has been cut. The
Prince of Wales Royal Warrant is granted only
after a check has been made of the company’s
ethical and environmental policies. There is also a
willingness to examine issues of protocol. As such,
there was a radical change in modus operandi in
the aftermath of the September 11th catastrophe
when the US national anthem was played during
the changing of the guard at Buckingham Palace
as a mark of British solidarity with the US at a
time of national trauma. This was viewed as a
most meaningful gesture in the US.

In the corporate world, threats to the business
viability of a firm typically come from an inability
to keep pace with changes in the competitive
environment. The recent experiences of Polaroid
are illustrative, as the former innovator in instant
photography slid into bankruptcy as others come
to dominate with new technology.  The effect of
the external environment on corporate brands is
recognized as a serious strategic concern and
Andrew Grove, former chairman of Intel, calls this,
“the strategic inflection point”. This occurs when
critical external developments, such as technology.
In the case of Intel, leave the corporate brand

floundering in its wake. The historiography of the
corporate world is full of examples where
corporations have failed to respond to such
changes. IBM was reluctant to move away from
mainframe computers, and Intel clung to memory
chips. Of course, some corporate brands have
adapted, survived and flourished. Ancient seats of
learning such as Harvard and Oxford have
responded to change by embracing disciplines,
activities, and social groups that might well have
been anathema in a former time.  Reuters, the
world famous newsgathering service has
responded to the environment by becoming an
information and technology-centered (and not
just news) brand. For its part the Disney brand
has moved beyond its roots in producing cartoons
so as to embrace other types of media and leisure
activities including a television network and
sports team ownership. 

CONNECTIVITY: Maintaining public support
and approval
“Despite the huge constitutional difference
between a hereditary monarchy and an elected
government, in realty the gulf is not so wide. They
are complementary institutions, each with its own
role to play. Each, in its different way, exists only
with the support and consent of the people. That
consent, or the lack of it, is expressed for you,
Prime Minister, through the ballot box. It s a
tough, even brutal, system but at least the
message is clear for all to read. For us, a Royal
Family, however, the message is often harder to
read, obscured as it can be by deference, rhetoric
or the conflicting attitudes of public opinion. But
read it we must.” Her Majesty Queen Elizabeth II30

In constitutional monarchies the existence of the
monarchy is no longer by inalienable right but
through the consent of the people (where, de
facto, real sovereignty resides, particularly via
their elected parliaments) For this reason, public
respect is a sine qua non for the survival of the
monarchic corporate brand.  

Moreover, this explains the emphasis accorded to
philanthropic activities, the emphasis given to
charitable causes, and the attention given to the
disadvantaged and vulnerable groups in society
by many monarchies. The symbolic weight of
history, and of the institution’s legitimacy (via the
association with symbols cited earlier) helps to
throw light on the disadvantaged groups and, in
an indirect way, give voice to their needs and
concerns. The corporate analogy is to increasing
business initiatives in the realm of social
responsibility.
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In certain regards, corporations also do not exist
by some inherent right and issues of corporate
governance are important. When senior executives
in corporations ask themselves “How are we
doing?” they typically turn primarily to financial
measures, such as earnings and share price.
However, financial value is not the only functional 
measure of a corporate brand’s performance
whether it be BP or the Belgian monarchy..  One
major component of assessing corporate brands
rests in corporate image and reputation, which is
built on the platform of public approval and
support.

Typical measures of corporate reputation that
implicitly underpin corporate brands are:
awareness and familiarity,
favorability/unfavorability, and assessment of
specific corporate attributes, such as does the
institution reflect current values, do they represent
value for money, are they an asset for their
publics.

Of course, in business contexts corporate
assessment systems also include measures of
‘willingness to support’ the company in
competitive contexts, as a business partner, on
social/regulatory issues, and as an investment.
There is of course a key difference between
constitutional monarchies and most business
corporations in that whereas the former typically
have the good of the nation in their sights, the
latter focus dominantly on profits. 

CONCLUSION

Sidney J. Levy in his classic 1959 “Symbols for
Sale” article in the Harvard Business Review29

concluded,  “As behavior in the market place is
increasingly elaborated, it also becomes more
symbolic.” This insightful observation is
particularly apposite with regard to corporate
brands and, in terms of symbolic brands there can
be few that compare with monarchies. 

Our study of the Swedish monarchy and
constitutional monarchies generally have resulted
in ten principal ideas which we believe to be
salient to senior executives having responsibility
for their corporation’s corporate brand:  

1. Many corporations and institutions (including
monarchies) should be viewed and managed
(at a senior level) as corporate brands. 

2. Corporations, as “brand-rooted institutions”
transcend CEOs just as monarchies have
transcended individual monarchs and
sometimes dynasties. 

3. Some corporate brands are similar to
monarchies in that they have strong national
identities, but are nonetheless global brands
in terms of impact: consider Coca Cola,
Disney, BBC, BP, Ericsson and Sony.

4. The primary criteria for assessing corporate
brands are public approval and permission:
this is something that the constitutional
monarchies of Britain and Sweden have long
realized. The huge public support for the
monarchy in both Sweden and the UK is
something that most corporations would
covet.

5. The corporate brand protocol (detailed earlier)
requires orchestration and on-going
consideration on the part of senior executives.
Although the components of the mix might be
the same, the manner of their blending and
the relative attention given to individual
elements will make one corporate brand
distinct from another. In the world of
monarchies the major differences among the
monarchies of Sweden, Japan, Malaysia, and
Great Britain are illustrative of this. 

6. If a corporate brand’s identity and image are
not managed proactively the brand may well
find itself defined externally – as critics or
(even) the media fill the vacuum. This applies
to monarchies also.

7. Corporate brands require thoughtful
management. Otherwise there is potential for
reputational erosion, and this may threaten
the survival of the institution itself. Consider
Enron, and Arthur Anderson in this regard
and, in contrast, the British Government’s
insistence that Edward VIII should give up the
British Throne in 1936 (to marry “the woman I
love”) so as to preserve public support for the
institution of monarchy.

8. Communications are a key element in
managing corporate brands but some brands
require more subtle forms of communications
such as monarchies, churches, and charities.
However, senior managers need to consider
the breadth of both communications channels
and also the multiple stakeholder groups. The
latter have a meaningful association with the
brand and, as such, need to the object of
specific communication.

9. Corporate brands can learn from monarchies
in terms of the erosion of public
support/reputational trouble and the damage
this can cause. The change of the dynastic
name by the British monarchy in World War I
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and the difficulties suffered by the same
monarchy in the aftemath of the death of
Princess Diana are instructive.  

10. In relation to heritage brands, of which
monarchies are one category, it is imperative
to recognize that their effective management
calls for them to be not only of the past and
the present, but also the future. Such brands
are stable reference points in a changing
world. As Vaclav Havel pointed out, we can be
both mature and modern and still have
icons32.

In short, there is much than can be learned from
monarchies when viewed through the lens of
corporate brand management. Our research
affirmed the necessity for on-going guardianship
of corporate brands: we label this duty ‘Corporate
Brand Custodianship.” For monarchies this resides
with Sovereigns and their Royal Courts and in
business contexts, this falls to the CEO and to
Senior Management. They are the ultimate
defenders of the corporate brand.

It is a sobering thought that monarchies as
corporate brands have been part of human
consciousness for millennia, not just decades, as
in the case of many corporate brands. To us, it
seems probable that the monarchies of Sweden
and Britain, despite their age, will outlast many
contemporary, and even iconic brands.
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Managing E-Business Security: A Holistic Approach

05/08 – Dr Myfanwy Trueman, Mirza Mohammed Ali Baig & 
Dr Diana Cook
Who’s Listening? How a Misunderstanding about Communications
Networks within the UK Asian Business Community can Impact on the
Rejuvenation of a City Brand

05/07 – Dr Hong-Wei He & Professor John M T Balmer
Identity Studies: Multiple Perspectives and Implications for Corporate-
level Marketing

05/06 – Robert Wapshott & David P Spicer
Seeking Evidence of HR Change Agents in SMEs – 
A Preliminary Investigation

05/05 – Gretchen Larsen & Daragh O’Reilly
Music Festivals as Sales of Consumption: An Exploratory Study

05/04 – Dr Hong-Wei He & Professor John M T Balmer
Identity Studies: Multiple Perspectives and Implications for Corporate-
level Marketing

05/03 – David P Spicer & Rusli Ahmad
Cognitive Processing Models in Performance Appraisal: Evidence From
the Malaysian Education System

05/02 – Alexander T Mohr & Jonas F Puck
How Can Firms Improve the Performance of Their International Joint
Venture? Responding to Functional Diversity

05/01 – David P Spicer
Culture in Change: A Case Study of a Merger Using Cognitive Mapping

2004

04/44 – (not available)

04/43 – Professor John M T Balmer & Professor Edmund R Gray
Corporate Brands as Strategic Resources

04/42 – Musa Mangena & Venanico Tauringana
A Study of the Relationship Between Audit Committee Charactistics and
Voluntary External Auditor Involvement in UK Interim Reporting

04/41 – Axèle Giroud & Hafiz Mirza
Multinational Enterprises and Local Input Linkages in South East Asia

04/40 – Belinda Dewsnap & David Jobber
What Factors Affect Collaborations Between Sales and Marketing
Department?

04/39 – Dr Hong-Wei He & Professor John M T Balmer
The Oneworld Alliance Brand: A Preliminary Inquiry

04/38 – Hairulliza Mohamad Judi, Roger Beach & Alan Paul Muhlemann
Defining Manufacturing Flexibility: A Research Prerequiste

04/37 – Professor W A Taylor
Relative Influence of Structure and process in Strategic Alliances: 
An Empricial Study of the Software Sector

04/36 – Dr Ellen Roemer
Guiding a Double-Edged Sword: Continuity versus Flexibility in Industrial
Relationships

04/35 – David P Spicer
Organisational Learning and Perfromance in SMEs

04/34 – Aren Boschman & Margaret Webster
Outsourcing as an Operations Strategy in a National Conservation
Agency: A Case Study from South African national Parks (SANParks)

04/33 – Jo McBride & John Stirling
A New Industrial Relations in an Old Industry?

04/32 – Roszaini Haniffa & Mohammad Hudaib
Disclosure Practices of Islamic Financial Institutions: An Exploratory Study

04/31 – Professor John M T Balmer
The Corporate Branding Triumvarite: Values, Promise and Behaviour?
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04/30 – Christopher Pass
The Configuration of Long-Term Executive Directors Incentive Schemes:
An Empirical Survey of Option and LTIP Practice in Large UK Companies

04/28 – Ellen Roemer
Real Options and the Theory of the Firm

04/27 – Deborah Allcock & Christopher Pass
Executive Incentive Pay Strategies in Entrepreneurial UK Initial Public
Offering Companies: An Empirical Study

04/26 – Professor John M T Balmer & Dr Helen Stuart
British Airways and Balmer’s AC3ID Test of Corporate Brand Management

04/25 – Musa Mangena & Richard Pike 
Shareholding of Audit Committee Members, Audit Committee Size and
Expertise and the Quality of Interim Financial Reporting

04/24 – Professor John M T Balmer, Stephen A Greyser & Mats Urde
Monarchies as Corporate Brands

04/23 – Nur Naha Abu Mansor, Mike Tayles & Richard Pike
The Role of Team-Realated Factors in Implementations Success of
Activity-Based Costing Systems

04/22 – Musa Mangena
On the Perceived Importance of Disclosure Items in UK Interim Financial
Reports: Evidence from the Investment Analysis

04/21 – Arvid Falgestad & Christine A Hope
Stakeholders in a Winter Sports Destination: 
Identification and Prioritisation

04/20 – Oliver Breiden, Hafiz R Mirza & Alexander T Mohr
Coping with the Job Abroad: A Correspondence Model of Expatraite
Work Adjustment

04/19 – Michael Baum, Sandra Hogarth-Scott & Devashish Pujari
The Auction Flow: Goal-Directed and Experimental Flow Effects on User
Experience in Online Auctioning

04/18 – Hong-We He & John MT Balmer
The Saliency & Significance of Generic Identity: 
An Exploratory Study of UK Building Societies

04/17 – Professor John M T Balmer
The British Monarchy as a Corporate Brand: Heresy or Necessity?

04/16 – Professor John M T Balmer
The British Monarchy: Does the British Crown as a Corporate Brand Fit?

04/15 – Professor John M T Balmer
Dimensions and Associations of Corporate Identity: Insights from the
British Monarchy, the BBC and from Identity Consultancy

04/14 – Edmund R Gray & John M T Balmer
The Sustainable Entrepreneur

04/13 – Professor Zairi M, Dr Hogg L & Dr Ahmed A M
Introducing A New Innovation By Stimulating A Real Shopping
Experience

04/12 – Dr Al-Rasheed S, Professor Zairi M & Dr Ahmed A M
Getting in The Mind of The Customer: An Empirical Study of Consumer
Behaviour in Retailing

04/11 – Dr Al-Nofal A, Professor Zairi M & Dr Ahmed A M
Critical Factors of TQM: An International Comparative Benchmarking
Analysis

04/10 – Belinda Dewsnap & David Jobber
The Antecedents of Sales-Marketing Collaboration: 
An Empirical Investigation

04/09 – Mary Klemm & John Redfearn
Mission Statements: Do They Still Have a Role?

04/08 – Taufiq Choudhry, Edward Ng & Ke Peng
Dynamic Interaction Among Asian Exchange Rates: Evidence From
Asian Financial Crisis

04/07 – Zahid Hussain & Peter Prowse
Human Resource Information Systems (HRIS) as Means of Fulfilling Job
Roles More Professionally for Human Resource (HR) Managers

04/06 – Damian Ward
Measuring the Value of Differentiation In The UK Monthly Savings Market

04/05 – Stephanie Hussels & Damian Ward
Cost Efficiency and Total Factor Productivity in the European Life
Insurance Industry: The Development of the German Life Insurance
Industry Over the Years 1991-2002

04/04 – Axèle Giroud & Hafiz Mirza
Intra-firm Technology Transfer: The Case of Japanese Manufacturing
Firms in Asia

04/03 – David Spicer
The Impact of Approaches to Learning and Cognition on Academic
Performance in Business and Management

04/02 – Hafiz Mirza & Axèle Giroud 
Regionalisation, Foreign Direct Investment and Poverty Reduction: 
The Case of ASEAN

04/01 – Gretchen Larsen & Veronica George
The Social Construction of Destination Image – A New Zealand Film
Example

2003

03/35 – Alexander T Mohr & Jonas F Puck
Asymmetries in Partner Firms’ Perception of Key Variables and the
Performance of International Joint Ventures

03/34 – Hafiz Mirza & Axèle Giroud
The Impact of Foreign Direct Investment on the Economic Development
of ASEAN Economies: A Preliminary Analysis

03/33 – Raissa Rossiter
Networks, Collaboration and the Internationalisation of Small and
Medium-Sized Enterprises: An Interdisciplinary Perspective on the
Network Approach – Part 1

03/32 – Stephanie Hussels, Damian Ward & Ralf Zurbruegg
How Do You Stimulate Demand For Insurance? 

03/31 – Donal Flynn & Zahid I Hussain
A Qualitative Approach to Investigating the Behavioural Definitions of
the Four-Paradigm Theory of Information Systems Development

03/30 – Alexander T Mohr & Simone Klein
Adjustment V. Satisfaction – An Analysis of American Expatriate
Spouses in Germany

03/29 – David Spicer & Eugene Sadler-Smith
Organisational Learning in Smaller Manufacturing Firms

03/28 – Alex Mohr & Markus Kittler
Foreign Partner Assignment Policy & Trust in IJVs

03/27 – Avinandan Mukherjee & Rahul Roy
Dynamics of Brand Value Management of Entertainment Products – 
the Case of a Television Game Show

03/26 – Professor Andrew Taylor
Computer-Mediated Knowledge Sharing and Individual User Difference:
An Exploratory Study

03/25 – Dr Axèle Giroud
TNCs Intra- and Inter-firms' Networks: The Case of the ASEAN Region

03/24 – Alexander T Mohr & Jonas F Puck
Exploring the Determinants of the Trust-Control-Relationship in
International Joint Ventures

03/23 – Scott R Colwell & Sandra Hogarth-Scott
The Effect of Consumer Perception of Service Provider Opportunism 
on Relationship Continuance Behaviour: An Empirical Study in 
Financial Services

03/22 – Kathryn Watson & Sandra Hogarth-Scott
Understanding the Influence of Constraints to International
Entrepreneurship in Small and Medium-Sized Export Companie

03/21 – Dr A M Ahmed & Professor M Zairi 
The AEQL Framework Implementation: American Express Case Study

03/20 – Dr K J Bomtaia, Professor M Zairi & Dr A M Ahmed
Pennsylvania State University Case Study: 
A Benchmarking Exercise in Higher Education

03/19 – Alexander T Mohr & Jonas F Puck
Inter-Sender Role Conflicts, General Manager Satisfaction and Joint
Venture Performance in Indian-German Joint Ventures

03/18 – Mike Tayles & Colin Drury 
Profiting from Profitability Analysis in UK Companies?

03/17 – Dr Naser Al-Omaim, Professor Mohamed Zairi & Dr Abdel
Moneim Ahmed
Generic Framework for TQM Implementation with Saudi Context: 
An Empirical Study 

03/16 – AM Al-Saud, Dr AM Ahmed & Professor KE Woodward
Global Benchmarking of the Thrid Generation Telecommunication
System: Lessons Learned from Sweden Case Study

03/15 – Shelley L MacDougall & Richard Pike
Consider Your Options:  Changes to Stratetic Value During
Implementation of Advanced Manufacturing Technology

03/14 – Myfanwy Trueman & Richard Pike
Building Product Value by Design.  How Strong Accountants/Design
Relationships Can Provide a Long-Term Competitive

03/13 – Jiang Liu, Ke Peng & Shiyan Wang
Time Varying Prediction of UK Asset Returns
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03/12 – A M Ahmed, Professor M Zairi & S A Alwabel
Global Benchmarking for Internet & E-Commerce Applications

03/11 – A M Ahmed, Professor M Zairi & Yong Hou
Swot Analysis for Air China Performance and Its Experience with Quality

03/10 – Kyoko Fukukawa & Jeremy Moon
A Japanese Model of Corporate Social Responsibility?: 
A study of online reporting

03/09 – Waleed Al-Shaqha and Mohamed Zairi
The Critical Factors Requested to Implement Pharmaceutical Care in
Saudit Arabian Hospitals: A Qualitative Study

03/08 – Shelly MacDougall & Richard Pike
The Elusive Return on Small Business Investment in AMT: Economic
Evaluation During Implementation

03/07 – Alexander T Mohr
The Relationship between Inter-firm Adjustment and Performance in
IJVs – the Case of German-Chinese Joint Ventures

03/06 – Belinda Dewsnap & David Jobber
Re-thinking Marketing Structures in the Fast Moving Consumer Goods
Sector: An Exploratory Study of UK Firms

03/05 – Mohamed Zairi & Samir Baidoun
Understanding the Essentials of Total Quality Management: 
A Best Practice Approach – Part 2

03/04 – Deli Yang & Derek Bosworth
Manchester United Versus China: The “Red Devils” Trademark Problems
in China

03/03 – Mohamed Zairi & Samir Baidoun
Understanding the Essentials of Total Quality Management: 
A Best Practice Approach – Part 1

03/02 – Alexander T Mohr
The Relationship Between Trust and Control in International Joint Ventures
(IJVs) – An Emprical Analysis of Sino-German Equity Joint Ventures

03/01 – Mike Tayles & Colin Drury
Explicating the Design of Cost Systems

2002

02/34 – Alexander T Mohr
Exploring the Performance of IJVs – A Qualitative and Quantitative
Analysis of the Performance of German-Chinese Joint Ventures in the
People’s Republic of China

02/33 – John M T Balmer & Edmund Gray
Comprehending Corporate Brands

02/32 – John M T Balmer
Mixed Up Over Identities

02/31 – Zoë J Douglas & Zoe J Radnor
Internal Regulatory Practices: Understanding the Cyclical Effects within
the Organisation

02/30 – Barbara Myloni, Dr Anne-Wil Harzing & Professor Hafiz Mirza
A Comparative Analysis of HRM Practices in Subsidiaries of MNCs and
Local Companies in Greece

02/29 – Igor Filatotchev
”Going Public with Good Governance’’: Board Selection and Share
Ownership in UK IPO Firms

02/28 – Axele Giroud
MNEs in Emerging Economies: What Explains Knowledge Transfer to
Local Suppliers

02/27 – Niron Hashai
Industry Competitiveness – The Role of Regional Sharing of Distance-
Sensitive Inputs (The Israeli – Arab Case)

02/26 – Niron Hashai
Towards a Theory of MNEs from Small Open Economics – Static and
Dynamic Perspectives

02/25 – Christopher Pass
Corporate Governance and The Role of Non-Executive Directors in Large
UK Companies: An Empirical Study

02/24 – Deli Yang
The Development of the Intellectual Property in China

02/23 – Roger Beach
Operational Factors that Influence the Successful Adoption of Internet
Technology in Manufacturing

02/22 – Niron Hashai & Tamar Almor
Small and Medium Sized Multinationals: The Internationalization
Process of Born Global Companies

02/21 – M Webster & D M Sugden
A Proposal for a Measurement Scale for Manufacturing Virtuality

02/20 – Mary S Klemm & Sarah J Kelsey
Catering for a Minority? Ethnic Groups and the British Travel Industry

02/19 – Craig Johnson & David Philip Spicer
The Action Learning MBA: A New Approach Management Education

02/18 – Lynda M Stansfield
An Innovative Stakeholder Approach to Management Education: 
A Case Study

02/17 – Igor Filatotchev, Mike Wright, Klaus Uhlenbruck, 
Laszlo Tihanyi & Robert Hoskisson
Privatization and Firm Restructuring in Transition Economies:
The Effects of Governance and Organizational Capabilities

02/16 – Mike Tayles, Andrew Bramley, Neil Adshead & Janet Farr
Dealing with the Management of Intellectual Capital: The Potential Role
of Strategic Management Accounting

02/15 – Christopher Pass
Long-Term Incentive Schemes, Executive Remuneration and Corporate
Perfomance

02/14 – Nicholas J Ashill & David Jobber
An Empirical Investigation of the Factors Affecting the Scope of
Information Needed in a MkIS

02/13 – Bill Lovell, Dr Zoe Radnor & Dr Janet Henderson
A Pragmatic Assessment of the Balanced Scorecard: An Evaluation use in
a NHS Multi-Agency Setting in the UK

02/12 – Zahid Hussain & Donal Flynn
Validating the Four-Paradigm Theory of Information Systems Development

02/11 – Alexander T Mohr & Simone Klein
The Adjustment of American Expatriate Spouses in Germany – 
A Qualitative and Quantative Analysis

02/10 – Riyad Eid & Myfanwy Trueman
The Adoption of The Internet for B-to-B International Marketing

02/09 – Richard Pike & Nam Cheng
Trade Credit, Late Payment and Asymmetric Information

02/08 – Alison J Killingbeck & Myfanwy M Trueman
Redrawing the Perceptual Map of a City

02/07 – John M T Balmer
Corporate Brands: Ten Years On – What’s New?

02/06 – Dr Abdel Moniem Ahmed & Professor Mohamed Zairi
Customer Satisfaction: The Driving Force for Winning Business
Excellence Award

02/05 – John M T Balmer & Stephen A Greyser
Managing the Multiple Identities of the Corporation

02/04 – David Philip Spicer
Organizational Learning & The Development of Shared Understanding:
Evidence in Two Public Sector Organizations

02/03 – Tamar Almor & Niron Hashai
Configurations of International Knowledge-Intensive SMEs:
Can the Eclectic Paradigm Provide a Sufficient Theoretical Framework?

02/02 – Riyad Eid, Myfanwy Trueman & Abdel Moniem Ahmed
The Influence of Critical Success Factors on International Internet
Marketing

02/01 – Niron Hashai
The Impact of Distance Sensitivity and Economics of Scale on the
Output and Exports of Israel and its Arab Neighbours

2001

01/18 – Christopher M Dent
Transnational Capital, the State and Foreign Economic Policy:
Singapore, South Korea and Taiwan

01/17 – David P Spicer & Eugene Sadler-Smith
The General Decision Making Style Questionnaire:
A Comfirmatory Analysis

01/16 – David P Spicer
Expanding Experimental Learning: Linking Individual and
Organisational learning, Mental Models and Cognitive Style

01/15 – E Grey & J Balmer
Ethical Identity; What is it? What of it?

01/14 – Mike Talyes & Colin Drury
Autopsy of a Stalling ABC System: A Case Study of Activity Based Cost
Management and Performance Improvement

01/13 – N Esho, R Zurbruegg, A Kirievsky & D Ward
Law and the Deminants of International Insurance Consumption

01/12 – J Andrews Coutts & Kwong C Cheug
Trading Rules and Stock Returns: Some Preliminary Short Run Evidence
from the Hang Seng 1985-1997
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01/11 – D McKechnie & S Hogarth-Scott
Linking Internal Service Encounters and Internal Transactions: Unravelling
Internal Marketing Contract Workers

01/10 – M Webster & D M Sugden
Operations Strategies for the Exploitation of Protected Technology: Virtual
Manufacture as an Alternative to Outward licensing

01/09 – Axèle Giroud
Buyer-Supplier Transfer and Country of Origin: An Empirical Analysis of
FDI in Malaysia

01/08 – Damian Ward
Do Independent Agents Reduce Life Insurance Companies’ Free Cash Flow?

01/07 – Daragh O’Reilly
Corporate Images in ‘Jerry Maguire’: A Semiotic Analysis

01/06 – Tony Lindley & Daragh O’Reilly
Brand Identity on the Arts Sector

01/05 – M Trueman, J Balmer & D O’Reilly
Desperate Dome, Desperate Measures! Managing Innovation at London’s
Millennium Dome

01/04 – M Trueman, M Klemm, A Giroud & T Lindley
Bradford in the Premier League? A Multidisciplinary Approach to
Branding and Re-positioning a City 

01/03 – A Harzing
Self Perpetuating Myths and Chinese Whispers

01/02 – M Webster
Supply Systems Structure, Management and Performance:
A Research Agenda

01/01 – A Harzing
Acquisitions Versus Greenfield Investments: Exploring the Impact of the
MNC’s International Strategy

2000

0031 – John Ritchie & Sue Richardson
Leadership and Misleadership in Smaller Business Governance

0030 – Mary Klemm
Tourism and Ethnic Minorities in Bradford: Concepts and Evidence

0029 – (not available)

0028 – (not available)

0027 – Axèle Giroud
Determinant Factors of the Degree of Supply-Related Technology Transfer:
A Comparative Analysis Between Asian Affiliates

0026 – A Cullen, M Webster & A Muhlemann
Enterprise Resource Planning (ERP) Systems: Definitions, Functionality and
the Contribution to Global Operations

0025 – B Chennoufi & M Klemm
Managing Cultural Differences in a Global Environment

0024 – (not available)

0023 – Simon Best & Devashish Pujari
Internet Marketing Effectiveness:
An Exploratory Examination in Tourism Industry

0022 – Dr Myfanwy Tureman
Divided Views, Divided Loyalties: Changing Customer Perceptions by Design

0021 – Yasar Jarrar
Becoming World Class Through a Culture of Measurement

0020 – David Spicer & Eugene Sadler-Smith
Cognitive Style & Decision Making

0019 – Z J Radnor & R Boaden
A Test for Corporate Anorexia

0018 – (not available)

0017 – Peter Prowse
Public Service Union Recruitment Workplace Recovery or Stagnation in
a Public Services Union? Evidence From a Regional Perspective

0016 – Yasar F Jarrar & Mohamed Zairi
Best Practice Transfer for Future Competitiveness:
A Study of Best Practices

0015 – Mike Tayles & Colin Drury
Cost Systems and Profitability Analysis in UK Companies: Selected
Survey Findings

0014 – B Myloni & A Harzing
Transferability of Human Resource Management Practices Across
Borders: A European Reflection on Greece 

0013 – (not available)

0012 – Nick J Freeman
Asean Investment Area: Progress and Challenges

0011 – Arvid Flagestad & Christine A Hope
A Model of Strategic Success in Winter Sports Destinations:
the Strategic Performance Pyramid

0010 – M Poon, R Pike & D Tjosvold
Budget Participation, Goal Interdependence and Controversy:
A Study of a Chinese Public Utility

0009 – Patricia C Fox, John M T Balmer & Alan Wilson
Applying the Acid Test of Corporate Identity Management

0008 – N Y Ashry & W A Taylor
Information Systems Requirements Analysis in Healthcare:
Diffusion or Translation?

0007 – T Lindley, D O’Reilly & T Casey
An Analysis of UK Television Advertisements for Alcohol

0006 – Eric Lindley & Frederick Wheeler
The Learning Square: Four Domains that Impact on Strategy

0005 – K K Lim, P K Ahmed & M Zairi
The Role of Sharing Knowledge in Management Initiatives

0004 – C De Mattos & S Sanderson
Expected Importance of Partners’ Contributions to Alliances in 
Emerging Economies: A Review

0003 – A Harzing
Acquisitions Versus Greenfield Investments: Both Sides of the Picture

0002 – Stuart Sanderson & Claudio De Mattos
Alliance Partners’ Expectations Concerning Potential Conflicts and
Implications Relative to Trust Building

0001 – A Harzing
An Empirical Test and Extension of the Bartlett & Ghoshal Typology of
Multinational Companies

1999

9922 – Gerry Randell & Maria del Pilar Rodriguez
Managerial Ethical Behaviour

9921 – N Y Ashry & W A Taylor
Requirements Analysis as Innovation Diffusion: A Proposed
Requirements Analysis Strategy for the Development of an Integrated
Hospital Information Support System

9920 – C Hope
My Way’s The Right Way! Or, With Particular Reference to Teaching on
Tourism Courses, is ‘Best Practice’ in Operations Management
Dependent Upon National Culture?

9919 – A Harzing
Of Bumble-Bees and Spiders: The Role of Expatriates in Controlling
Foreign Subsidiaries

9918 – N Y Ashry & W A Taylor
Who will take the Garbage Out? The Potential of Information
Technology for Clinical Waste Management in the NHS

9917 – D O’Reilly
Nice Video(?), Shame about the Scam… Paedagogical Rhetoric Meets
Commercial Reality at Stew Leonard’s

9916 – A Harzing
The European Monolith: Another Myth in International Management?

9915 – S MacDougall & R Pike
The Influence of Capital Budgeting Implementation on Real Options: 
A Multiple-Case Study of New Technology Investments

9914 – C Pass, A Robinson & D Ward
Performance Criteria of Corporate Option and Long-Term Incentive
Plans: A Survey of 150 UK Companies 1994-1998

9913 – R Beach, A P Muhlemann, D H R Price, J A Sharp & A Paterson
Strategic Flexibility and Outsourcing in Global networks

9912 – H M stewart, C A Hope & A P Muhlemann
The Legal Profession, Networks and Service Quality

9911 – J F Keane
Design and the Management Paradigms of Self-Organisation

9910 – D O’Reilly
On the Precipice of a Revolution with Hamel and Prahalad

9909 – S Cameron & D Ward
Abstinence, Excess, Success?: Alcohol, Cigarettes, Wedlock & Earnings

9908 – M Klemm & J Rawel
Eurocamp – Strategic Development and Internationalisation in a
European Context

9907 – M Webster & R Beach
Operations Network Design, Manufacturing Paradigms
and the Subcontractor
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9906 – D Ward
Firm Behaviour and Investor Choice: A Stochastic Frontier Analysis of
UK Insuramce

9905 – D Ward, C Pass & A Robinson
LTIPS and the Need to Examine the Diversity of CEO Remuneration

9904 – C Smallman
Knowledge Management as Risk Management: The Need for Open
Corporate Governance

9903 – R Beach, D Price, A Muhlemann & J Sharp
The Role of Qualitative Research in the Quest for Strategic Flexibility

9902 – N Hiley & C Smallman
Predicting Corporate Failure: A Literature Review

9901 – M Trueman
Designing Capital: Using Design to Enhance 
and Control Technological Innovation

1998

9826 – A Harzing
Cross-National Industrial Mail Surveys: Why do Response Rates Differ
Between Countries?

9825 – B Dewsnap and D Jobber
The Sales-Marketing Interface: A Synthesis of Theoretical Perspectives
and Conceptual Framework

9824 – C De Mattos
Advantageous Exectutives’ Characteristics in Establishing Biotechnology
Alliances in an Emerging Economy: The Case of Brazil

9823 – C A Howorth
An Empirical Examination of the Usefulness of the Cash Conversion Cycle

9822 – A Harzing
Who’s in Charge? An Empirical Study of Executive Staffiing Practices in
Foreign Subsidiaries

9821 – N Wakabayashi & J Gill
Perceptive Differences in Interorganizational Collaboration and
Dynamics of Trust

9820 – C Smallman
Risk Perception: State of the Art

9819 – C Smallman
The Breadth of Perceived Risk: Why Integrated Risk Management of
Health, Safety & Environmental Risks is only the End of the Beginning

9818 – P S Budhwar, A Popof & D Pujari
Evaluating Sales Management Training at Xerox in Greece: 
An Exploratory Study

9817 – W A Taylor
An Information-Based Perspective on 
Knowledge Capture in Business Processes

9816 – S Hogarth-Scott
Category Management Relationships: 
Is it Really Trust Where Choice is Limited?

9815 – W A Taylor
Sustaining Innovation in Organisations: Managing the Intangibles 
A Study of TQM Implementation in Northern Ireland Organisations
1991-1996

9814 – M Webster, A Muhlemann and C Alder
Subcontract Manufacture in Electronics Assembly: 
A Survey of Industry Practice

9813 – M J S Harry
Is Object-Orientation Subject-Oriented?: Conflicting and 
Unresolved Philosophies in Object-Oriented Information 
Systems Development Methodology

9812 – J Jackson
The Introduction of Japanese Continuous Improvement Practices to a
Traditional British Manufacturing Site: The Case of RHP Bearings
(Ferrybridge)

9811 – C De Mattos
A Comparative Study Between Perceptions of British and German
Executives, in the Biotechnology Sector, Relative to Potential Future
Contributions of Greatest Importance to and from Transnational
Alliance Partners in Emerging Economies

9810 – J Martin-Hirsch & G Wright
The Cost of Customer Care – A Value Analysis of Service Delivery
Approaches

9809 – J Martin-Hirsch & G Wright
A Service Provider’s View of Success Factors in Alternative Service
Stategies

9808 – J Martin-Hirsch & G Wright
A Professional’s Evaluation of Alternative Service Delivery Regimes for
Customer Care and Satisfaction

9807 – J Martin-Hirsch & G Wright
A User’s Perspective of Alternative Service Delivery: A Comparative
Study of the Evaluation of Service Strategies

9806 – J Martin-Hirsch & G Wright
The Case for Choice in Health Care: A Comparison of Traditional and
Team Midwifery in Effective Service Provision

9805 – M Woods, M Fedorkow amd M Smith
Modelling the Learning Organisation

9804 – W A Taylor
An Action Research Study of Knowledge Management in Process Industries

9803 – C Singleton
Quantitative and Qualitative – Bridging the Gap Between Two
Opposing Paradigms

9802 – R McClements & C Smallman
Managing in the New Millennium: Reflections on Change, Management and
the Need for Learning

9801 – P Eyre & C Smallman
Euromanagement Competencies in Small and Medium Sized Enterprises:
A Development Path for the New Millenium

1997

9729 – C Smallman
Managerial Perceptions of Organisational 
Hazards and their Associated Risks

9728 – C Smallman & D Weir
Managers in the Year 2000 and After: A Strategy for Development

9727 – R Platt
Ensuring Effective Provision of Low Cost Housing Finance in India: 
An In-Depth case Analysis

9726 – (not available)

9725 – (not available)

9724 – S Estrin, V Perotin, A Robinson & N Wilson
Profit-Sharing Revisited: British and French Experience Compared

9723 – (not available)

9722 – R Beach, A P Muhlemann, A Paterson, D H R Price and J A Sharp 
Facilitating Strategic Change in Manufacturing Industry

9721 – R Beach, A P Muhlemann, A Paterson, D H R Price and J A Sharp
The Strategy Options in Manufacturing Industry: Propositions Based on
Case Histories

9720 – A Giroud
Multinational Firms Backward Linkages in Malaysia: A Comparison
between European and Asian Firms in the Electrical and Electronics Sector

9719 – L Kening
Foreign Direct Investment in China: Performance, Climate and Impact

9718 – H Mirza
Towards a Strategy for Enhancing ASEAN’s Locational Advantages for
Attracting Greater Foreign Direct Investment

9717 – B Summers & N Wilson
An Empirical Study of the Demand for Trade Credit in UK
Manufacturing Firms

9716 – R Butler & J Gill
Reliable Knowledge and Trust in Partnership Formation

9715 – R Butler 
Stories and Experiments in Organisational Research

9714 – M Klemm & L Parkinson
British Tour Operators: Blessing or Blight

9713 – C A Hope
What Does Quality Management Mean for 
Tourism Companies and Organisations?

9712 – S Hogarth-Scott & P Dapiran
Do Retailers and Suppliers Really have Collaborative Category
Management Relationships?: Category Management Relationships in
the UK and Australia

9711 – C De Mattos
The Importance of Potential Future Contributions from/to Transnational
Joint Venture Partners: Perception of Brazilian Managing Directors and
Specialists Linked to Biotechnology

9710 – N T Ibrahim & F P Wheeler
Are Malaysian Corporations Ready for Executive Information Systems?
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9709 – F P Wheeler & A W Nixon
Monitoring Organisational Knowledge in Use

9708 – M Tayles & C Drury
Scoping Product Costing Research: A Strategy for Managing the Product
Portfolio – Cost System Design

9707 – N Wilson, B Summers & C Singleton
Small Business Demand for Trade Credit, Credit Rationing and the Late
Payment of Commercial Debt: An Empirical Study

9706 – R Beach, A P Muhlemann, A Paterson, D H R Price & J A Sharp
The Management Information Systems as a Source of Flexibility: 
A Case Study

9705 – E Marshall
Business Ethics: The Religious Dimension

9704 – M Wright, N Wilson & K Robbie
The Longer Term Effects of Management-Led Buy-Outs

9703 – G Hopkinson & S Hogarth Scott
Quality of Franchise Relationships: The Implications of Micro Economic
Theories of Franchising

9702 – G C Hopkinson & S Hogarth-Scott
Channel Conflict: Critical Incidents or Telling Tales. 
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