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attributed to industry classifi cation or IPOs 
which are postponed on account of current 
problems with the industry image.  1   

 It seems reasonable to assume that the 
industry image does not only have an 
impact on the perceptions of potential 
investors but also on other relevant stake-
holders of corporate brand management. 
Based on this assumption, this paper draws 
attention to the question whether the 
industry in which a company operates can 
have a positive effect on the companies ’  
attractiveness as an employer. A prerequisite 
to analyse this question is a thorough 
understanding of the infl uence of industry 
images on corporate brand images. In the 
current state the literature is lacking empir-
ically proven answers with regard to the 
nature of this relationship. The aim of this 

 INDUSTRY IMAGE IN THE CONTEXT 
OF CORPORATE BRANDING 
 The importance of industry images has 
recently increased, particularly in capital 
markets, where its infl uence is evident. 
During the boom-time of the new 
economy, for example, there was an enor-
mous global interest to invest in the 
emerging internet industry, with hardly 
anyone taking the trouble to familiarise 
themselves with the respective companies. 
Interestingly, the phenomenon of being 
guided by industry image was not restricted 
to private investors. Institutional investors 
also seem to have based their decisions in 
many cases and to a large extent on industry 
images. This can serve as an explanation for 
several effects on the capital market, 
such as price-earning multiples that are 

     Papers 
    Industry image: Its impact on the 
brand image of potential employees 
 Received (in revised form): 8th June, 2007    

  CHRISTOPH       BURMANN           
 is the holder of the chair for innovative brand management (LiM  ®  ) at the University of Bremen, Hochschulring 4, 
Bremen D-28 359, Germany.   

  KATHARINA       SCHAEFER         
 is a doctoral student at LiM.   

  PHILIP       MALONEY    
is a doctoral student at LiM. 

             Abstract 
 Marketing science has so far devoted very limited attention to the determination of corporate brand 
images through industry images. Our research, therefore, addresses the question whether industry 
images determine corporate images and if so, which variables moderate the effect. To accomplish 
this, a conceptual framework is developed and evaluated in a quantitative, empirical research design. 
The results demonstrate that corporate brand image is indeed determined by the industry image, and 
that this determination is moderated by involvement and knowledge about the specifi c corporation.  
   Journal of Brand Management  (2008) 15, 157 – 176.  doi: 10.1057/palgrave.bm.2550112  ; 
published online 7 September 2007        



 BURMANN, SCHAEFER AND MALONEY 

© 2008 PALGRAVE MACMILLAN LTD 1350-23IX $30.00 BRAND MANAGEMENT  VOL. 15 NO. 3, 157 – 176 JANUARY 2008158

paper is thus two-fold: Firstly, to add to the 
understanding of the infl uence of industry 
images on corporate brand image and 
secondly, to investigate the impact of industry 
image on the brand attractiveness for poten-
tial employees. Of course, corporate images 
can also have an effect on industry images. 
The industry image of a person, who knows 
a lot about one company in an industry and 
little about other companies, might be 
largely driven by the company that is well 
known. As this infl uence has less relevance 
for the management of corporate brands, it 
is not covered in this paper.   

 THE SIGNIFICANCE OF INDUSTRY 
IMAGE FOR THE DEVELOPMENT 
OF BRAND IMAGE 
 One of the fundamental tenets of 
marketing is that brand images are an 
important determinant of buying behav-
iour.  2 – 4   The construct of brand image can 
be understood as the associations external 
target groups have in their minds about 
brands. These associations can be further 
divided into those concerning the func-
tional attributes of a brand and those 
concerning the symbolic attributes of a 
brand.  5   Due to the importance of brand 
images for the behaviour of various target 
groups, considerable attention has been 
paid to factors that possibly infl uence 
brand images. These infl uencing factors 
can be divided into three groups: (1) 
determinants that originate directly from 
the internal brand identity and can thus 
be directly infl uenced by brand manage-
ment,  5,6   (2) personal / individual determi-
nants, for example, the motives and 
experiences of those who perceive the 
brand,  7 – 9   and (3) external factors, that is 
determinants that affect the brand image 
from outside and which cannot be directly 
infl uenced by brand management, for 
example industry image.  10 – 13   

 Up until now little research has been 
carried out regarding the signifi cance of 
industry images. Accordingly, fi rst of all a 
defi nition of industry image will be drawn 
up followed by a brief overview of the 
research carried out so far into the rela-
tionship between industry and corporate 
brand images. Afterwards a conceptual 
model on the effect of industry image on 
corporate brand image will be developed 
by integrating the fi ndings of adjacent 
research areas. This model will then be 
empirically tested.   

 DEFINITION OF INDUSTRY IMAGES 
 In Gabler ’ s Dictionary of Economics, 
industries are defi ned as groups of commer-
cial institutions engaging in identical or 
similar commercial activity.  14,15   This defi -
nition is somewhat hazy. Particularly, the 
question arises, how  identical or similar 
commercial activities  can be determined? 
Porter  16   defi nes an industry as a group of 
companies that supplies products or serv-
ices that are interchangeable (p. 27). This 
defi nition, however, does also appear 
imprecise since it considers different 
unspecifi ed degrees of interchangeability. 
Abell ’ s  17   defi nition of a industry is more 
specifi c. He defi nes industries on the basis 
of the addressed customer group, the func-
tions of products and services for customers 
and the technologies used to access these 
functions (p. 170ff). This defi nition high-
lights the extent to which industry classi-
fi cation is dependent on subjective 
perception, as it cannot be assumed that 
everyone will evaluate the used techno-
logies, functions and customer groups in 
the same way. Based on this consideration 
and the defi nition provided by Abell,  17   the 
term  ‘ industry ’  is defi ned as follows:  

  ‘ A group of companies that, from the 
point of view of one individual, supplies 



© 2008 PALGRAVE MACMILLAN LTD 1350-23IX $30.00 BRAND MANAGEMENT VOL. 15, NO. 3, 157 – 176 JANUARY 2008 159

 INDUSTRY IMAGE 

the same customer groups with the same 
technologies for the fulfi lment of the same 
customer functions. ’    

 On the basis of this defi nition and the 
image defi nition provided by Meffert,  5,18 – 20   
 ‘ industry image ’  is defi ned as follows:  

   ‘ Industry image is a set of associations that is 
fi rmly anchored, condensed, and evaluated 
in the minds of people concerning a group 
of companies, which, from the point of view 
of an individual, supplies the same customer 
groups with the same technologies for the 
fulfi lment of the same customer needs. ’      

 INDUSTRY IMAGE AS A 
DETERMINANT OF CORPORATE 
BRAND IMAGE 
 Buyer behaviour can relate to different 
levels of the brand architecture of a 
company. In particular, it is necessary to 
distinguish between three levels: (1) 
corporate brands,  21,22   (2) strategic busi-
ness unit brands  23   and (3) product and 
service brands.  24,25   Especially corporate 
brands have recently received a lot of 
attention in both theory and practice.  22,26 – 40   
On the one hand, this can be attributed 
to the fact that competition between 
companies is no longer confi ned to 
product markets but has now expanded 
to include procurement and labour 
markets as well. On the other hand, the 
corporate brand is generally of particular 
importance, as it is often used to support 
other brands within the portfolio (Meffert 
and Bierwirth,  28   p. 147ff ). We therefore 
concentrate in the following on corporate 
brands. A benefi t of this reduction is that, 
taken on a holistic perspective on brand 
management, no distinction needs to be 
made between corporate image and brand 
image, which was defi ned earlier as asso-
ciations that external target groups have 
in their minds about brands.  5   Conse-
quently, this defi nition is similar to 

Balmer ’ s  41   defi nition of corporate image, 
which he understands as the perceptions of 
an organization by individuals or groups. 

 There is general consensus in both liter-
ature on brand management and literature 
on corporate identity that corporate iden-
tity and corporate image, and brand iden-
tity and brand image, respectively, have a 
cause – effect relationship. That means, that 
an image can best be interpreted as the 
result of the external perception of an iden-
tity, may it be a corporate or a brand iden-
tity.  5,41     A corporate identity is defi ned by 
He and Balmer  42   as  ‘ critical attributes and 
traits that make us distinctive and which 
defi nes who we are and what we are as an 
organisation ’  (p. 338). This defi nition shows 
apparent similarities to the understanding 
of the construct of brand identity by 
Burmann and Meffert,  5   which they 
describe as the sum of all attributes that 
determine the essence and character of a 
brand from the point of view of the internal 
target groups (p. 53). 

 Therefore, in order to understand the 
relationship between industry image and 
corporate brand image, one has to start at 
an earlier stage, namely by looking at the 
relationship between industry identity and 
corporate brand identity. The term 
industry identity, sometimes also called 
generic identity or branch identity, can be 
understood as the common identity 
factors of the organisations operating in a 
particular industry (He and Balmer,  42   
p. 339). Balmer  41   points out that a strong 
industry identity fosters similarities with 
regard to strategic plans and missions 
among companies belonging to that 
industry and is thus a determinant of the 
corporate brand identities, which leads to 
increased similarity among the respective 
companies.  43,44   Several case studies, espe-
cially in the fi nancial sector, support this 
point of view.  42,45 – 47   In an attempt to fi nd 
an explanation for this phenomenon, 
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Podnar  48   argues that customers have 
specifi c expectations regarding particular 
industries and the companies belonging 
to it. As a result of these general expecta-
tions companies are forced to develop 
similar competencies, processes or prod-
ucts and become thus more alike. This 
argumentation is already refl ected in his 
understanding of the construct of  ‘ branch 
identity ’  which he defi nes as  ‘ those prop-
erties or characteristics demanded by 
customers and other stakeholders which 
are common to all companies inside a 
particular branch and which a particular 
company has to have in order to operate 
inside the respective branch or industry ’  
(Podnar,  48   p. 378). Based on this consid-
eration, he concludes that industry iden-
tity shapes the identity of those companies 
which are operating in it. It is clear that 
if the industry identity shapes the corpo-
rate brand identities of the companies 
belonging to it, there must be also a close 
relationship between the industry image 
and the corporate brand images. One 
could conclude that the infl uence of the 
industry image on the corporate brand 
images would be just a result of the simi-
larities between industry identity and 
corporate brand identities. This paper is, 
however, solely focused on the relation-
ships at the result stage, that is on the stage 
of industry image and brand image. 

 Up until now only a few studies have 
been carried out into the relationship 
between industry image and corporate 
brand image. Some authors, for example, 
Boyle  49   and Markwick and Fill,  36   point to 
the possible infl uence of industry image on 
corporate brand image, but then fail to theo-
retically work out this idea or to empirically 
test it. Besides these, there are a number of 
investigations that empirically determine the 
image of individual industries, for example 
that by Marten and Schm ö ller.  50   As these 
only claim that industry image infl uences 

corporate brand image without empirically 
proving it, their importance for this investi-
gation is limited.  50 – 52   

 The most comprehensive conceptuali-
sation of the connection between industry 
and corporate brand image to our knowl-
edge is that of Dowling,  13   whose book 
 ‘ Creating Corporate Reputations: Iden-
tity, Image, and Performance ’  is explicitly 
dedicated to the creation and alteration of 
corporate brand images. He integrates 
industry image into a network consisting 
of country image, corporate brand image 
and product brand image, and claims that 
these four images all infl uence each other. 
Dowling points out that only a few studies 
have been carried out into the connection 
between industry image and corporate 
brand image; however, his work does also 
lack an empirical substantiation. 

 In addition to these studies, investiga-
tions on employer brand image and on the 
capital market also analyse the connection 
between industry image and corporate 
brand image. In the area of  ‘ Employer 
Branding ’ , Kirchgeorg, Lorbeer and Grobe 
established in three consecutive studies on 
employer image that  ‘ industry sustainability ’  
was of medium to high importance for 
students when it came to choosing a future 
employer.  53 – 55   They also determine a high 
degree of variance with regard to the 
attractiveness of the examined indus-
tries.  55,56   Teufer  57   conceptualises industry 
image using the two characteristics of envi-
ronmental behaviour and industry growth 
prospects. While the environmental behav-
iour of an industry is of relatively low 
relevance, the growth prospects of an 
industry infl uence the choice of employer 
considerably and consequently the attrac-
tiveness of a corporate brand (Teufer,  57   
p. 186). Fopp  8   empirically records the 
images of individual industries in a highly 
differentiated manner, without, however, 
linking them with specifi c employer brands. 
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By doing this he demonstrates the strengths 
and weaknesses of individual industries and 
determines potential employees ’  wide-
ranging intentions when applying to 
different industries. 

 S ü  ß   58   adopts a similar procedure by 
asking his interviewees to assess individual 
industry images. In addition, he develops a 
model for job selection, which is divided 
into three phases (development of corporate 
brand images, creation of employer prefer-
ences and application to an employer). In 
each of these phases industry image is of 
importance (S ü  ß ,  58   p. 74ff ). S ü  ß  concludes 
that industry images seem to hide the bulk 
of individual corporate circumstances 
(S ü  ß ,  58   p. 2) and considers industry images 
to be important determinants of corporate 
brand image (S ü  ß ,  58   p. 85). His analysis of 
industry image, however, goes no further 
than this. Like Fopp he refrains from linking 
the determined industry images with specifi c 
employer brand images. 

 As an intermediate summary it can be 
concluded that there is suffi cient evidence 
for the importance of industry image 
when it comes to the evaluation of poten-
tial employers. The studies are, however, 
for various reasons, incomplete. First, none 
of the studies examines in a theoretical or 
empirical manner what infl uence industry 
image has on the various attributes of 
corporate brand image and under which 
conditions industry image exerts a high 
or low infl uence. Secondly, when it comes 
to the infl uence of industry image on 
corporate image, none of the studies are 
grounded in theory. Thirdly, employer 
brand image accounts for just a small part 
of the entire corporate brand image. 

 In the area of  capital market research , 
Margulies  59,60   has already noted how 
important industry image is for the percep-
tion and evaluation of a company by 
analysts, investors and other fi nanciers. 
He shows how companies, based on their 

original fi elds of activity, are associated with 
certain industries, and which positive or 
negative effects this classifi cation can have. 
His investigations are backed by the works 
of Stancill,  61   which were published subse-
quently. He also recognised the importance 
of corporate brand image on capital 
markets. Simon  et al .  1   note that when eval-
uating companies, investors pay a great deal 
of attention to the industry and that this 
can infl uence their investment decisions 
either positively or negatively. According to 
Simon  et al ., industry membership results 
in the creation of limits for the positioning 
of a company on the capital market. 
Tomczak and Copperti  62   in a later publica-
tion support the statements of Simon  et al . 
Common to all the capital market investi-
gations is the fact that they represent purely 
conceptual work based on individual case 
studies rather than wide, quantitative 
examinations. 

 Accordingly, despite numerous studies 
involving various areas of business admin-
istration, there are no sound theoretical 
and empirical fi ndings concerning the 
infl uence of industry image on corporate 
brand image. This leads to the basic 
hypothesis underlying this investigation, 
which is divided into two parts, initially 
to allow analysis of the fundamental rela-
tionship between industry and corporate 
brand image, and subsequently of the 
causality of this relationship: 

  H 1a :    There is a signifi cant relationship 
between industry image and corpo-
rate brand image. 

  H 1b :    Industry image has a signifi cant 
causal infl uence on corporate brand 
image. 

 Although scientifi c literature contains some 
supporting evidence for the fundamental 
existence of a connection, no information 
is available concerning whether industry 
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image infl uences all the characteristics of a 
corporate brand image, or whether the 
perceiving subject has characteristics that 
strengthen or weaken the connection. In 
order to clarify this question, other research 
areas need to be analysed which provide 
additional fi ndings. 

  Brand origin research  seems to be able to 
make a contribution to the fi eld, as it also 
involves the examination of the effect of 
an image that is superior to the brand 
image.  11,12,63 – 65   According to Blinda,  11   
brand origin infl uences the subjectively 
perceived functional and symbolic use of a 
brand. For a brand ’ s functional use this 
applies in particular when certain skills are 
associated with brand origin that facilitate 
fulfi lment of brand use. Origin can infl u-
ence perceived symbolic use by supporting 
the trust, identifi cation and prestige aspects 
of brands. Brand origin is of particular 
relevance for customers who have limited 
knowledge of the respective product area. 
Limited knowledge can generally be 
understood as a lack of suffi cient  ‘ direct ’  
information concerning the brand, which 
makes an evaluation impossible. This in 
turn can be the result of lacking skills 
or motivation to process the available 
information.  66,67   

 Following the application of these fi nd-
ings to the connection between industry 
image and corporate brand image, it can 
be concluded that industry image does 
have a causal infl uence on the functional 
and symbolic attributes of corporate brand 
image. This infl uence should increase as 
the knowledge of the respective target of 
the company decreases, resulting in the 
following hypotheses: 

  H 2a :    There is a signifi cant relationship 
between the functional attributes 
of industry image and the func-
tional attributes of corporate brand 
image. 

  H 2b :    The functional attributes of industry 
image exert a signifi cant causal 
infl uence on the functional attributes 
of corporate brand image. 

  H 3a :    There exists a signifi cant rela-
tionship between the symbolic 
attributes of industry image and 
the symbolic attributes of corpo-
rate brand image. 

  H 3b :    The symbolic attributes of industry 
image exert a signifi cant causal 
infl uence on the symbolic attributes 
of corporate brand image. 

  H 4a :    The extent of knowledge about 
a company negatively infl uences 
the strength of the relationship 
between industry image and 
corporate brand image. 

  H 4b :    The extent of knowledge about a 
company negatively infl uences the 
causal infl uence of industry image 
on corporate brand image. 

 Hypotheses H 4a  and H 4b  show parallels to 
the elaboration likelihood model of Petty 
and Cacioppo.  68   The core suppositions of 
their model are two different routes of 
information processing. Central informa-
tion processing sees all available informa-
tion gathered and rationally processed 
before a brand image is created or altered. 
The quality of the information is consid-
ered much more important for this process 
than contextual factors such as industry 
image. In the case of peripheral informa-
tion processing, an individual does not 
carry out a detailed and rational evalua-
tion of the object (in this case the corpo-
rate brand). Instead, he relies on indirect 
stimuli and heuristics. Such indirect 
stimuli and heuristics can include the 
method of information presentation, the 
source of information or other images that 
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accompany the actual evaluation object, for 
example the industry image. Since a lack 
of information also limits the ability to 
process complex information, Petty and 
Cacioppo predict a dominance of the 
peripheral routes. This would in turn 
imply that industry image exerts a higher 
infl uence on corporate brand image. The 
knowledge of an industry is in this case a 
moderator of the relationship, as the vari-
able changes the relationship between 
industry image and corporate brand image. 
It is not an intermediary variable that is 
dependent on the industry image and does 
not explain why an infl uence exists. 

 The information processing method 
chosen by an individual depends on a 
number of different factors, such as their 
involvement and problem-solving ability. 
For the purpose of this paper the contro-
versially discussed construct of involve-

ment is generally defi ned as the perceived 
importance of a stimulus to a person 
(Mittal,  69   p. 664). A high level of involve-
ment and a correspondingly high problem-
solving ability will result in the central 
route being chosen, while low involve-
ment or low problem-solving ability will 
result in the peripheral route being 
chosen.  68,70   In addition, two hypotheses 
on involvement as a moderating factor can 
be derived from this (cf.  Figure 1 ): 

  H 5a :    The degree of involvement nega-
tively infl uences the strength of 
the relationship between industry 
image and corporate brand image. 

  H 5b :    The degree of involvement nega-
tively infl uences the causal effect of 
industry image on corporate brand 
image. 

Industry image

Knowledge [H4]

Corporate brand
image

Involvement [H5]

Influence on symbolic
attributes [H2]

Influence on
functional

attributes [H3]

Symbolic attributes

Functional attributes

Symbolic attributes

Functional attributes

Influence
on all

attributes
[H1]

  Figure 1          Illustration of the hypotheses within the frame of reference for the empirical examination  
  Source : Own illustration  
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 The involvement is also a moderating 
variable in this case, as it is — as the knowl-
edge of an industry — not dependent on 
the industry image and does not explain 
why the infl uence exists.   

 EMPIRICAL STUDY  

 Study design 
 For the empirical study of the hypotheses, 
real corporate brands and industries are 
used to ensure the greatest possible degree 
of external validity. Industries and corpo-
rate brands are chosen according to the 
following criteria: (1) manufacturing and 
service industries, in order to ensure high 
industry heterogeneity; (2) familiarity of 
the corporate brands and industries; (3) at 
least two known corporate brands per 
industry and (4) companies with clear and 
unclear industry classifi cations. Based on 
these criteria, nine industries and 27 
corporate brands were chosen. The indus-
tries and corporate brands chosen are 
shown in  Table 1 . It additionally shows 
how the interviewees classifi ed the corpo-
rate brands to the different industries (cf. 
 Table 1 ).  71   

 The scholarship holders at e-fellows.
net (a programme that sponsors high 
potential undergraduate and postgraduate 
students with internet access, access to 
research facilities and especially targeted 
events etc) were chosen as an  interviewee 
sample . These scholarship holders include 
a mixture of undergraduate and postgrad-
uate students from wide-ranging fi elds of 
study who, on account of their above-
average performance, have been selected 
by e-fellows.net as worthy of a scholar-
ship. This sample was deemed preferable 
to one that would be representative of the 
population as a whole, as the scholarship 
holders, on account of their high qualifi -
cations, possess the largest possible choice 

of future employers, and are also of partic-
ular interest to companies for the exact 
same reason. A total of 3,368 interviewees 
completed the questionnaire between 
January and February of 2005. This 
corresponds to a response rate of 29 per 
cent. An internet-based questionnaire was 
used as a recording instrument, as this 
represented the best way to reach the 
interviewees (all scholarship holders 
receive free internet access as part of their 
scholarship). 

 The individual attributes for the oper-
ationalisation of the  corporate brand images  
were chosen from the studies of Kirch-
georg and Lorbeer,  53   Grobe,  54   S ü  ß   58   and 
Sutherland  et al .,  72   and selected on the 
basis of their importance therein. In addi-
tion, symbolic corporate brand image 
attributes were added from the study of 
Aaker  73   in order to ensure a suffi cient 
number of symbolic attributes. This selec-
tion of corporate brand attributes was 
chosen, as it includes the widest range of 
well-tested brand attributes and integrates 
attributes, that were successfully used in 
international as well as German studies. 
This was regarded important due to the 
set-up of the study which was only in 
Germany. The attributes were measured 
on a six-point scale from  ‘ true ’  to  ‘ not at 
all true ’  and include, for example,  ‘ co-
operation with colleagues ’ ,  ‘ fun to work ’  
and  ‘ training possiblites ’ . 

  Industry image , like corporate brand 
image, is also recorded on the basis of 
symbolic and functional attributes. In 
order to ensure the content-related 
comparability of the attributes of both 
industry and corporate brand images, the 
same operationalisation method and the 
same attributes were chosen as for corpo-
rate brand image.  74   This appears reason-
able as Keller  75   has already noted that 
industry images can be specifi ed using 
attributes common to all the companies 
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in an industry as well as those specifi c to 
individual companies. He also states that 
both functional and symbolic attributes 
should be included in a industry image 
evaluation.  58,75,76   

 The interviewees also assigned each 
company to an industry (cf.  Table 1 ). As 
no suffi ciently validated scale for Company 
knowledge was available for German 
respondents,  Company knowledge  was 
assessed using a six-step Likert scale 
starting with  ‘ I know the company 
very well ’  and ending with  ‘ I know 
nothing about the company ’ . This scale 
was then validated for the purpose of this 
study by using the individual brand 
contact points. Each company contact, it 
was believed, should lead to an increase 
in the level of knowledge, if the scale was 
valid. This assumption was empirically 
confi rmed to a signifi cant level in our 
study.  77   

  Involvement  was measured by closely 
following the example of Kapferer and 
Laurent,  78   who record it in fi ve different 
dimensions, all of which are independent 
of each other. The measurement indica-
tors for the fi ve involvement dimensions 
were selected from the scales of Kapferer 
and Laurent and translated into German.  79   
These translations were then checked by 
experts for comprehensibility. To deter-
mine the degree of individual involve-
ment, all of the indicator values were used. 
As, according to Laurent and Kapferer, all 
dimensions are equally important, no 
differentiated weighting of the individual 
items was carried out.  78   The fi ve dimen-
sions are: interest, fun, probability of 
mistakes, sign value of behaviour and 
importance of mistakes. 

 This operationalisation treats involve-
ment as a formative construct, with the 
dimensions representing different facets of 
the construct.  78 – 85   Therefore, instead of 
the traditional criteria like Cronbachs 

alpha, a MIMIC model was used, which 
was preceded by a multi-collinearity 
analysis.  82,83,86   

 The adjustment parameters of the 
MIMIC model (RMSEA (0,046), GFI 
(0,995), AGFI (0,968) and CFI (0,960)), 
were estimated using the ADF proce-
dure  87,88   and they achieved very good 
values, which almost entirely fulfi lled the 
criteria developed by Homburg and 
Baumgartner.  89   Only the   �   2  test failed to 
provide a satisfactory result (  �   2 / df     =    8,026). 
This is not a serious problem, as it is not 
necessary that all the quality measures are 
fulfi lled.  90   

  The analysis  was carried out in two 
steps. In a fi rst step, of all the hypotheses 
marked with  ‘ a ’  were examined using 
simple regressions and moderated regres-
sions. In order to allow an overall evalu-
ation of the connection for all image 
attributes, they were fi rst of all  z -standard-
ized. For each brand attribute  ‘  n  ’  in the 
newly created data set, an own case in 
which the respective corporate brand 
image evaluation was entered into the 
new variable  U   n   and the industry image 
evaluation into the new variable  B   n   was 
created. The correlating variables, for 
example  U  1  and  B  1 , are synchronous, that 
is the evaluation of the corporate brand 
image attribute  ‘ happy ’  correlates with the 
same attribute at industry level. 

 To examine H 1a , regression was carried 
out with the entire data set using the vari-
able  U   n   as a dependent variable and the 
variable  B   n   as an independent variable. 
Individual regressions were subsequently 
carried out for each corporate brand 
attribute in order to examine hypotheses 
H 2a  and H 3a . Moderated regressions were 
carried out for the examination of hypoth-
eses H 4a  and H 5a  as per Aiken and West.  91   
For this purpose, both the moderating 
variables and the industry image variable 
were centred and multiplied with each 
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other. The resulting variable is the moder-
ator in the regression equation. 

 These regressions were used to verify 
the existence of a connection and not its 
direction. As a result, another procedure 
had to be used to examine the  ‘ b ’  causality 
hypotheses which separated the effect of 
the corporate brand image on the industry 
image from the effect of the industry 
image on the corporate brand image. In 
order to achieve this, the 13 companies 
classifi ed as belonging to different indus-
tries by the interviewees were selected and 
the interviewees were then allocated to 
each study group in accordance with their 
industry classifi cation. As the interviewees 
could not be allocated at random to the 
study groups, as is required by traditional 
experiments,  92,93   it had to be ensured that 
no distorting self-selecting effects infl u-
enced the corporate brand evaluations. 

Three possible distorting effects (company 
knowledge, sex and fi eld of study) were 
examined in order to prove sample equiv-
alence. For the interval-scaled variable, 
company knowledge, a  t -test for average 
differences was carried out. The two 
nominally scaled variables, sex and fi eld 
of study, were examined using   �   2  tests. 

 Since sample equivalence could only be 
ensured for fi ve of the 13 companies 
selected for this part of the study ( N     =    2,527 
corporate brand image evaluations), only 
these fi ve companies were included in the 
subsequent empirical examinations. For 
these fi ve companies, the differences in 
corporate brand image evaluations in the 
case of differing industry classifi cations 
were analysed. 

 As a second step, industry images were 
analysed after having been adjusted for 
corporate brand image. The reason behind 

Group 1

Interviewees
who assign
AMB Generali
to the insurance
industry

Group 2

Interviewees
who assign

AMB Generali
to the banking

industry

Explained
?

Evaluation
of the
banking
industry
(AMB
Generali not
included)

Evaluation
of the

insurance
industry

(AMB
Generali not

included)

Corporate
brand image
of AMB
Generali

Difference in the
industry images

of
Banking and

Insurance
(in each case

excluding AMB
Generali)

Difference in
the corporate
brand images
(in each case
with different 

industry
assignment)

Corporate
brand image

of AMB
Generali

 

  Figure 2          Procedure for determining the causal infl uence of industry image on corporate brand image using the example of AMG 
Generali  
  Source : Own illustration  
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this is to avoid that the industry image is 
infl uenced by a particular corporate brand 
image. This is achieved by only selecting 
evaluations by interviewees who did not 
assign the company in question to the 
evaluated industry.  This means, for ex-
ample, in the case of AMB Generali and 
the evaluation of the banking industry, 

that the only evaluations to be included 
were those by interviewees who did not 
assign AMG Generali to the banking 
industry, and similarly for the insurance 
industry that the only evaluations to be 
included were those by interviewees who 
did not assign AMG Generali to the insur-
ance industry. It is thus assured that the 

  Table 2       Determination coeffi cients for the individual image attributes (H 2a , H 3a ) 

  Image attribute     R     Adjusted 
determination 
coeffi cient  

   F -statistic 
of the variance 
analysis  

  Sig. 
2-sided  

  Functional attribute  
 Good opportunities for advancement  0.27  0.07  53  0.00 
 Good prospects on the job market  0.27  0.07  61  0.00 
 Good cooperation with colleagues and 
superiors 

 0.27  0.07  37  0.00 

 Good opportunities for further training  0.31  0.10  40  0.00 
 Rapid growth and guaranteed future  0.31  0.10  42  0.00 
 Company size  0.31  0.10  88  0.00 
 International  0.33  0.11  110  0.00 
 Quick transfer of responsibility  0.38  0.14  96  0.00 
 Challenging tasks  0.40  0.16  133  0.00 
 Work is fun  0.43  0.18  96  0.00 
 High degree of job security  0.45  0.20  81  0.00 
 Social responsibility  0.46  0.21  37  0.00 
 High wage increases  0.46  0.22  172  0.00 
 High starting salary  0.49  0.24  141  0.00 
 Innovativeness  0.51  0.26  406  0.00 
 Balance between professional and 
private life 

 0.63  0.40  333  0.00 

          
  Symbolic attributes  
 Charming  0.32  0.10  42  0.00 
 Cheerful  0.31  0.10  78  0.00 
 Well-mannered  0.33  0.11  73  0.00 
 Reliable  0.33  0.11  71  0.00 
 Authentic  0.34  0.12  61  0.00 
 Distinguished  0.38  0.14  194  0.00 
 High standing among friends and 
acquaintances 

 0.39  0.15  65  0.00 

 Intelligent  0.40  0.16  51  0.00 
 Robust  0.40  0.16  61  0.00 
 Spirited  0.40  0.16  177  0.00 
 Honest  0.41  0.17  71  0.00 
 Freedom-loving  0.42  0.18  120  0.00 
 Enterprising  0.42  0.18  251  0.00 
 Passionate  0.43  0.19  180  0.00 
 Imaginative  0.45  0.20  279  0.00 
 Solid  0.47  0.22  168  0.00 
 Employees are like me  0.52  0.27  38  0.00 

        Source : Own illustration.   
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corporate brand image of AMG Generali 
does neither affect the image of the 
banking industry nor the one of the insur-
ance industry. 

 Following this, the differences between 
the industry image evaluations were calcu-
lated for the industry images not distorted 
by corporate brand image. These values 
are used in a linear regression to predict 
the differences between the corporate 
brand images (depending on industry 
classifi cation) (cf.  Figure 2 ). The only 
attributes included in the analysis are 
those for which the industry images differ 
signifi cantly.   

 Results of the empirical study 
 The regression used to examine H 1a  
showed that 16 per cent of the variance 
in corporate brand image can be explained 
by the respective industry image. 

 This result is highly signifi cant 
(  p     =    0.000). Following this, regressions 
were carried out for each individual 
corporate brand attribute in order to 
examine H 2a  and H 3a  (cf.  Table 2 ). For 
each regression there is at least an adjusted 
determination coeffi cient of 0.07, which 
represents a weak to medium effect 

(Cohen,  94   p. 79f  ). All the regressions are 
highly signifi cant. The presumed connec-
tion can, therefore, be proven for both 
symbolic and functional image attributes. 
The differences between the determina-
tion coeffi cients can primarily be explained 
by the differing discrimination of the 
industry images. The more the industry 
image attributes in the sample discrimi-
nate, the higher their explanatory contri-
bution to corporate brand image.  95   The 
moderated regressions in the case of H 4a  
and H 5a  provide less clear-cut results. Even 
if the moderator variable is signifi cant, no 
signifi cant improvement in the explained 
variance component is achieved compared 
to the nonmoderated regression, and 
hence hypotheses H 4a  and H 5a  cannot be 
confi rmed (cf.  Table 3 ). 

 The analysis of the causal infl uence of 
industry image on corporate brand image 
is illustrated in  Table 4 . The hypotheses 
H 1b  (  p     =    0.000), H 2b  (  p     =    0.000) and H 3b  
(  p     =    0.001) can be confi rmed. The deter-
mination coeffi cients are, at the 0.01 level, 
highly signifi cant, that is the differences 
in the industry images make a signifi cant 
contribution to the explanation of the 
overall differences in corporate brand 
images. Comparison of the regression 

  Table 4       Result of the examination of hypotheses H 1b , H 2b , H 3b , H 4b  and H 5b  using regression and group 
comparisons 

  Model    Adjusted 
determination 
coeffi cient  

  Standard error 
of the estimator  

   F     Sig. 2-sided  

 H 1b   0.27  0.15  38  0.000 
 H 2b   0.45  0.16  20  0.000 
 H 3b   0.19  0.14  13  0.001 
 H 4b          
    Low involvement  0.35  0.24  54  0.000 
    High involvement  0.00  0.22  1  0.281 
 H 5b          
    Low knowledge  0.26  0.23  25  0.000 
    High knowledge  0.00  0.22  1  0.439 

        Source : Own illustration.   
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equations for interviewees with low and 
high involvement shows a highly signifi -
cant effect. While the regression for inter-
viewees with low involvement is highly 
signifi cant, and 35 per cent of the variance 
of the corporate brand image differences 
are explicable, these values are lower for 
individuals with high involvement. The 
regression is not signifi cant ( p     =    0.28) and 
it explains only 1 per cent of the total 
variance. 

 The same applies for corporate knowl-
edge. While the regression for interviewees 
with low corporate knowledge is highly 
signifi cant ( p     =    0.000) and 26 per cent of 
the variance of corporate brand image 
differences can be explained by industry 
image, regression with high corporate 
knowledge is not signifi cant ( p     =    0.44) 
and explains only 1 per cent of the total 
variance.    

 DISCUSSION OF THE RESULTS 
 This study proves that industry image has 
a signifi cant infl uence on corporate brand 
image. Both a highly signifi cant connec-
tion between corporate brand images and 
industry images (H 1a ) as well as a signifi -
cant connection for each individually 
analysed brand image attribute (H 2a , H 3a ) 
could be established. Moreover, the causal 
infl uence of industry image on corporate 
brand image for all industry image 
attributes could be proven (H 1b , H 2b , H 3b ). 
The moderating effects of involvement 
and corporate knowledge are only signif-
icant for the sub-samples, which were 
used to examine the causality of the 
connection between industry image and 
corporate brand image. These are the 
samples where the industry images were 
not distorted by the corporate brand 
image (see section  ‘ Study design ’ ).   The 
results for the total sample were in line 
with the hypotheses, but did not lead to 

an increase in the determination coeffi -
cients, and hence the hypothesis could not 
be confi rmed. There could be a number 
of reasons for this. For example, it could 
be the case that corporate knowledge and 
involvement are only of signifi cance when 
the industries to which a company can be 
assigned are signifi cantly different. Impli-
cations for further research and manage-
ment as well as limitation of the study are 
detailed in the next section.   

 PRACTICAL AND THEORETICAL 
IMPLICATIONS FOR FURTHER 
RESEARCH AND MANAGEMENT 
 Despite the confi rmation of most of the 
hypotheses, the study does provide further 
indicators for future research. These are 
also the main limitations of this research. 
For example, the results were all gathered 
using a sample of students who were asked 
about their career choice. Still to be exam-
ined is the degree to which the results 
could be confi rmed for other target 
groups of corporate brands (eg investors 
and employees). Furthermore, the results 
were gathered using only a limited selec-
tion of companies and industries. This 
applies, in particular, to the causal infl u-
ence of the industry image on the corpo-
rate brand image as for the evaluation of 
this hypothesis out of the total group of 
27 corporate brands, only fi ve could be 
evaluated as only for those sample equiv-
alence could be proven. 

 Next to that, it remains open to what 
extent industry image also affects the 
images of a company ’ s other brands (eg 
product brands, strategic business unit 
brands), and what kind of infl uence this 
represents. What degree of freedom 
remains for the management of a corpo-
rate brand, if a large percentage of the 
variance of the individual attributes of 
corporate brand images are determined 
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by the industry image? The opportunities 
for brand management activities, it would 
seem, are much more limited than is often 
assumed. 

 Therefore, the relatively strong infl u-
ence of industry image on corporate 
image has wide-ranging implications for 
companies. These implications depend, on 
the one hand, on whether the industry 
image has a positive or negative infl uence 
and, on the other hand, on the importance 
of the brand attributes that are infl uenced 
by the industry image. A positive industry 
image infl uence on important attributes 
of the corporate brand image can help a 
company to differentiate itself from 
competitors or from other industries. A 
negative industry image, on the other 
hand, in particular, if it involves important 
corporate brand attributes, can lead to 
competitive disadvantages. In such a case 
the negative infl uence can be reduced by 
altering the image of the industry itself. 
This can be done by initiating and 
contributing to voluntary industry self-
commitments or through strengthening 
the public relations work carried out by 
industry associations. Concrete results in 
this case, however, are only to be expected 
in the long term and only if consistent 
industrywide measures are implemented. 

 Furthermore, a company can alter its 
actual membership of an industry or the 
subjective perception of its membership of 
an industry. For example, the alteration of 
its strategic business unit portfolio can infl u-
ence the industry to which it belongs. Like-
wise, the perception of industry membership 
alone can be altered in the long term by 
deliberately managing the brand architec-
ture, clever co-branding or emphasising 
individual industries within the framework 
of corporate communications. 

 What signifi cance does this study, there-
fore, have for the questions asked at the 
beginning of the article? As far as employer 

desirability is concerned, a number of 
straightforward conclusions can be drawn 
on the basis of this study, as the infl uence 
of industry image was determined using 
the example of employer selection. It was 
shown that employer desirability very 
much depends on being in the right 
industries. This applies, in particular, if 
applicants have little knowledge of the 
company or low involvement with respect 
to employer selection. 

 With regard to brand management 
practice and to the fi ndings of He and 
Balmer,  42   this study provides a strong 
argument for industry collaboration. It is 
undoubtedly a mutual task to positively 
infl uence the industry image. This is of 
particular relevance for industries and 
companies that are under public scrutiny 
and suffer from weak images such as the 
oil industry or, in many economies, also 
the banking industry. Drawing on the 
argumentation of Podnar,  48   a useful fi rst 
step for a single company could be to 
analyse the necessary points of parity with 
the other companies in the industry and, 
in many cases perhaps more important, to 
identify relevant points of difference. This 
process should result in a clear and differ-
entiating positioning. 

 From a practitioner ’ s perspective, it 
would be particularly interesting to learn 
more about possibilities to either make 
corporate brand images more independent 
of industry image or to infl uence the 
industry image by changing the corporate 
brand image of one prominent player in 
the industry. It seems reasonable to assume 
that certain industries are heavily infl u-
enced by the image of just a few compa-
nies. Microsoft and Apple are surely 
examples of corporate brands that shape 
the industry image strongly. The question 
arises as to what extent the causal relation-
ship analysed in this paper works the 
opposite direction as well. Moreover, it 
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would be interesting to investigate how 
strong and differentiated a brand image 
has to be in order to reduce the effect of 
the industry image to a minimum. Future 
research should seek for insights into these 
areas.             
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