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 In 1992,  Van Riel’s  book  ‘ Identiteit en ima-
go ’  ( ‘ Identity and image ’ ) was one of the 
fi rst, if not the fi rst, monographs to system-
atically cover the fi eld of corporate com-
munication from an academic perspective. 
Earlier books, like  Riley and Levy (1963) , 
 Olins (1978) , and  Garbett (1988) , were pri-
marily practice-oriented, while more aca-
demically oriented books like  Frank and 
Brownell (1989)  and  Jablin  et al . (1987)  fo-
cused on specifi c areas within corporate 
communication.  Van Riel’s  book was very 
well received on the Dutch market, and pub-
lished in English by Prentice Hall in 1995. 
Now, Van Riel and Fombrun, who co-
founded both the Reputation Institute and 
the  CRR , have collaborated to substantially 
revise and update the book. They have add-
ed many new practical examples and discus-
sions of recent academic studies, as well as 
treatments of additional topics. 

 The new edition basically has the 
same structure as the 1995 book. Like its 
predecessor, the book implicitly consists of 
two parts, the fi rst part dealing with the 
principles of corporate communication 
(Chapters 1 – 5), and the second with its 
practical implementation (Chapters 6 – 11). 
The book is guided by two propositions: 

(1) the goal of all corporate communication 
efforts is to enhance corporate reputation, 
and (2) all efforts should be coordinated and 
consistent in order to be effective. 

 Compared to the previous edition, the sec-
tions on the measurement of reputation and 
identity were separated from their concep-
tual counterparts and turned into separate 
chapters, while four new chapters were add-
ed ( ‘ Communicating with the corporate 
brand ’ ,  ‘ Developing a reputation platform ’ , 
 ‘ Communicating with key stakeholders ’ , and 
 ‘ Applied reputation research ’ ). I think this 
revised structure has improved the fl ow of 
the book, which is now structured more like 
a story, following the different steps that com-
panies can take in developing corporate com-
munication. On the other hand, the increase 
in the number of chapters does make it a bit 
more diffi cult to navigate through the book 
by using the table of contents. This is also 
complicated by some of the chapter titles: for 
example, for many readers it might be diffi -
cult at fi rst sight to tell the difference between 
topics like  ‘ Communicating with the corpo-
rate brand ’ ,  ‘ Expressing the company ’  and 
 ‘ Communicating with key stakeholders ’ . 

 The four new chapters do offer valuable 
and detailed insights relevant for both 
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academics and practitioners. The chapter on 
 ‘ Communicating with the corporate brand ’ , 
in addition to giving an overview of the 
internal decision-making processes surround-
ing corporate brands already present in the 
previous edition, also provides a useful 
discussion of the literature on the value of the 
corporate brand for consumers, which was 
still in its infancy at the time of the earlier 
edition (really only starting off with  Brown 
and Dacin’s (1997)  seminal publication). 
The chapter on the  ‘ reputation platform ’  
offers an interesting overview of the emerging 
topic of storytelling and its relevance for 
organizations.  ‘ Communicating with key 
stakeholders ’  (about the different specialized 
communication functions) provides insights 
into (among others) the relatively new fi eld 
of experience marketing, while the  ‘ Applied 
reputation research ’  chapter is a useful 
overview of different standardized reputation 
measures available. 

 One of the strong points of both the old 
and the new editions of the book is that it 
pays ample attention to the historical origins 
of the constructs discussed. The ideas of  ‘ clas-
sical ’  authors like Birkigt and Stadler, Lar ç on 
and Reitter, Bernstein, and Olins regarding 
the central concepts of identity and reputation 
are all given detailed attention. This attention 
is all the more valuable since some of these 
ideas were published in languages other than 
English and therefore might not be accessible 
to many readers. This historical perspective is 
important and refreshing in a fi eld in which, 
like in many other areas in management and 
communication, it can be tempting for re-
searchers to follow the latest business fads and 
fashions, rather than engaging in a discussion 
that has evolved over several decades. 

 In addition to this historical context, the 
authors provide a comprehensive overview 
of more recent academic literature. In doing 
so, they show that they are familiar with the 
developments in such diverse fi elds as cor-
porate fi nance, organizational behavior, 
brand management, and human resource 

management. Besides the academic literature, 
there is a comprehensive overview of practi-
cal tools and models that can be used by 
communication managers as a useful guide-
line for developing a communication cam-
paign. The book guides the manager through 
the whole process, from uncovering the ba-
sic concepts that defi ne who the company 
is, through designing and implementing a 
core message, up to monitoring the effec-
tiveness of the campaign. 

 Overall, the book provides a very good 
overview of a fi eld that has developed tre-
mendously over the past decade. Its attention 
both to the historical context of concepts like 
corporate reputation and identity, as well as to 
the many recent academic and practical stud-
ies that have been published makes it a valu-
able read for both academics and practitioners 
working in corporate communication.       

   Guido       Berens   
    RSM-Erasmus University    
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