Question A 
1. Introduction 
‘Nascent’ was the word used to describe Corporate Marketing by Balmer and Greyser (2003, p349). This to a huge extent exhumes the adolescent nature of this field. Scholars and practitioners alike, form literature reviewed, have pondered upon this concept and its constituent theories and have drawn various conclusions from it; many of which stray from its focus. 
The aim of this article however (as Balmer (2001) phrased: ‘Seeing through the Fog’) is to clear the mist surrounding the subject area. I intend to isolate an acceptable definition to the term Corporate Marketing by explicating its philosophical underpinnings through a retrospective analysis of its roots and also delineate its offspring. 
The article looks at the history of corporate marketing and tries to outline significant milestones in its development. Furthermore, it elaborates the concept trying to pin point key constructs and finally draws a conclusion. 
2. Corporate Marketing: History and Recent Developments 
Corporate marketing is a concept underpinned by other corporate level concepts which amalgamate to shape this relatively new field of management (Balmer and Greyser, 2003). Therefore to fully understand its roots, one needs to look back at events that shaped its conception; which were elucidated by Balmer (1998). 
For the purpose of clarity, I would like to split the time line of event into two parts thus grouping events recorded in Balmer (1998) as Early Phase and events after, Modern Phase. 
2.1 Early Phase (Balmer, 1998, pp 965-989) 
This phase consist five stages which illustrate the industry orientation about corporate level concepts and marketing communication. Although the stages are sparingly covered, the aim is to provide an overview of events that occurred prior to conceiving the Corporate Marketing concept. 
Stage 1 (1950s – 1970s): the main focus during this period was with image and graphic design. The views were dominated by N. American writers and its focus was aimed at affecting the perception of external stakeholders. 
Stage 2 (1970s and Early 1980s): there was growing interest in graphic design and image in the U.S. and Britain during this period. This resulted in various graphic design consultants emerging. The period also witnessed the introduction of the Corporate Communication, Corporate Personality and Corporate Identity Concepts. 
Stage 3 (Late 1980s – Present): greater emphasis was given to the behavioral aspects of identity, particularly organizational identity and it was a view shared both in N. America and Europe. There also was greater academic interest during this period and reference was frequently made to Corporate Identity rather than Corporate Image. 
Stage 4 (The Present – Around late 1990s; Balmer’s (1998) Corporate marketing mix introduced): this is the maturity stage of the corporate level concept of marketing. This was the result of a multidisciplinary and interdisciplinary interaction of management academics which brought forth the emergence of Corporate Brand Management. It also delivered Balmer’s (1998) revolutionary Corporate Marketing mix alongside ‘a new gestalt of marketing’ (Balmer and Greyser, 2003). 
Stage 5 (2000? – A peek into the future): here, Balmer (1998) forecasts the development of Corporate Marketing, anticipating its growth in importance in the modern corporation. He predicted general management consultants will fill the void left by graphic design consultancies and degrees in Corporate Identity and Corporate Marketing will be offered in leading business schools. 

Figure 1: Adapted from Balmer (1998) 
2.2 Modern Phase 
2001- HEADS2 (Balmer, 2001): Balmer introduced another corporate marketing mix using the mnemonics HEADS2 which translates to: ‘…what an organization HAS, EXPRESSES, its AFFINITIES, what it DOES, how it’s SEEN and… its STAKEHOLDERS’ (Balmer and Greyser, 2003, p 353, emphasis in original). He later added ENVIRONMENT since in marketing, one needs to take this element into account; thereby producing a modified mnemonic- HE2ADS2. 
2006- Six Cs of Corporate Marketing (Balmer and Greyser, 2006): I believe this revised version of the Corporate Marketing mix was aimed at developing a concise model which can easily be remembered and also more absorbent (considering the constantly evolving nature of organisations). Balmer sought to build a model which would encompass the 11 Ps (formerly 10 Ps) of Corporate Marketing, which would be as relevant to the corporate-level constructs of modern day organizations. The six Cs are: Character- ‘what we are’, Culture- ‘what we feel we are’, Communication- ‘what we say we are’, Conceptualizations- ‘what we are seen to be’, Constituencies- ‘whom we seek to serve’ and Covenant- ‘what is promised our stakeholders’ (Balmer and Greyser, 2006, Figure 1). 

3. What is Corporate Marketing? - Definition, Philosophical underpinnings and more. 
Having taken a retrospective view at constructs of the corporate marketing field, it is practical that a definition be drawn for maybe expedient reasons, but I hope this definition is explicit and wholesome enough for future referencing. 
So ‘What is Corporate Marketing’? Balmer and Greyser (2006) viewed corporate marketing as having insights from the identity theory and influencing the conceptualization of marketing; therefore suggesting that a key input into the concept is identity. How is identity relative to corporate marketing? For a start, it sets about answering two corporate level concerns which are: ‘who are we’ and ‘what are we’ (Balmer and Greyser, 2003)? 
Going back to the first part of this article, it’s quite evident that corporate marketing has been influenced by a number of concepts through time. These concepts have served different foci areas at various times and places. Balmer and Greyser (2003) referred to the concepts of corporate communication as the building blocks of ‘a new gestalt’ in marketing, which I believe is a referral to corporate marketing. 
Although some marketers would argue, as Balmer (2006) states; that corporate marketing is a surrogate for service marketing, it’s important to remember not all organizations are services and as such highlighting an important difference between the two. Additionally, two organizations may offer service marketing whereas one might be purely a service brand whilst the other a corporate brand (see Balmer, 2006, p 4). A key attribute of corporate level marketing which differentiates it from service marketing is its concern with multiple stakeholder groups and networks (Balmer, 2006). 
Having thoroughly researched corporate marketing from its infancy (Balmer, 1998), through its adolescence (Balmer, 2001) to maturity (Balmer and Greyser, 2006); it is safe to define corporate marketing as an integrated disciplinary and philosophical approach to management underpinned by five main corporate level concepts which are: Corporate Image, Corporate Personality, Corporate Identity, Corporate communication and Corporate Branding. 
Finally, it is important to note corporate marketing as compared to marketing generally is more about a philosophy rather than a function: meaning marketing is not the responsibility of one person or a department, but everyone in the organization (Balmer and Greyser, 2006). 

4. Corporate marketing: Pros and Cons 
4.1 Pros 
1. In contrast to traditional marketing, corporate marketing gives emphasis to multiple exchange of relationship meaning nowadays companies see beyond departmental or disciplinary boundaries, they rather see themselves as part of a network which amalgamates to function effectively (Balmer and Greyser, 2003). 
2. Corporate marketing is regarded a philosophy rather than a function, meaning it’s an ideology which should reside in the mindset of everyone in the organization (Balmer and Greyser, 2003). This is summed up by Balmer (2006): ‘…corporate marketing should be institutional wide. In short, we are all corporate marketers’ (Balmer, 2006, p 10). 
3. Corporate marketing has evolved beyond the traditional marketing orient in the sense that rather than being customer oriented, its stakeholder oriented. This indicates that corporate marketing has a broader vision (Balmer and Greyser, 2003, p351) 
4. Another important aspect of corporate marketing which Balmer and Greyser (2003) highlighted was corporate marketing is focused on creating value as opposed to being solely profit oriented (Balmer and Greyser, 2003, p 351). 
5. Balmer (2009) outlined that the corporate level constructs which form the building blocks of corporate marketing have each spawned new zones of management, e.g. new or altered management theories. I believe this brings a new horizon to management, opening up alternate routes to exploit. 
4.2 Cons 
1. Corporate marketing is a delicate field and as such viewed with much skepticism. Balmer (2001, p 285) elucidates the foggy nature of the area is a reason its growth has been impeded. 
2. Corporate marketing encompasses various corporate level concepts and as such, inherits the demerits of all these components. 
3. The multi-disciplinary nature of corporate marketing, Balmer and Greyser (2003, p 348), is disadvantageous because for an ideology that has little stronghold in management circles, it gives room to a lot of misconceptions, assumptions, misunderstanding and sometimes, oversight. 
5. Conclusion 
Balmer (1998) elucidates the fogginess of this disciplinary area and tried to clarify things so that academics and practitioners can embrace the concept. This understanding can only be acquired through digesting literature on the subject area and understanding its underpinning ideas. 
Looking back half a century in this field, Balmer (2009) explains that the field is characterized by conceptual life cycles- meaning the field was bore from concepts and to this very moment, conceptual in every way. 
Finally, Balmer and Greyser stress (2003; 2006) that corporate marketing is a multi-disciplinary field; therefore to effectively utilize the concept, one needs to be multi-disciplinary in training and possess inter-disciplinary skills. 


Question B 
1. Introduction 
In an era of unpredictable markets and changing ground rules of competition, differentiation requires positioning the whole corporation so that the values and emotions symbolized by the organization become key elements of differentiation strategies (Hatch and Schultz, 2003). In light of this hypothesis, I hereby introduce you to the corporate marketing mix. It is to say the corporate marketing mix is a strategic tool made available to organizations to meet identity challenges in the modern business landscape. 
The aim of this article is to discuss the corporate marketing mix, traditional and new, compare them and point out their strengths and weaknesses. In the first part of the essay, we would look at the genesis of the corporate marketing mix, followed in the second by introducing the mixes; then finally we examine their strengths, weaknesses and applicability. 
2. Balmer’s corporate marketing mix- Genesis. 
Going back to Hatch and Schultz’s (2003) postulation, the question still remains how can we effectively differentiate in this modern and dynamic business environment which organizations operate today? (It important to note, from my analysis, that differentiation’s main aim in marketing is to maximize profits; and it’s underpinned by the corporate identity, corporate image and corporate reputation concepts). Balmer (2009) explains that many who write about marketing fail to see marketing, and therefore corporate marketing, at its foundation to be a philosophy. This point is buttressed by the creation of a method of operationalizing this theory with the creation of the sexpartite corporate marketing mix. 
2.1 Why the Corporate marketing mix? 
Balmer (2009) elucidates the defining points which informed the creation of the corporate marketing mix. The difference between the traditional marketing mix and the corporate-level marketing mix gives us an insight into the necessity for creating the later. The following are the desired result intended from creating the corporate marketing mix. 
1. The elements are broader than the traditional four Ps of marketing. 
2. The elements of the traditional marketing mix required a radical reorientation from product/ service marketing. 
3. The mix elements have distinct disciplinary traditions which transcend traditional organizational boundaries. 
3. The mixes 
Balmer (1998) introduced the ten Ps of corporate marketing, a model which radically reconfigured the traditional marketing tenets in an applicable manner to the corporate level. This model answered strategic needs of organizations that needed a structured approach to properly managing identity, communication and other corporate level concerns. As a result, the mix gained interest from scholars and practitioners and has grown from strength to strength ever since. 
As Borden (1984) states that various market forces bear on his marketing mix, so also does it affect the corporate marketing mix. That’s why the corporate marketing mix has gradually evolved, adapting (along its way) to emerging corporate level concerns and has become permeable to change. 
3.1 Ten Ps 
This mix constituted the traditional four Ps of marketing plus six new elements. I’ll highlight the additional six elements only since the four Ps to marketers is akin to ‘the lord’s prayer’. 
A. Philosophy and ethos: refers to what the organization does, what it stands for and how it undertakes it work. 
B. Personality: is a mix of ideologies inherent within an organization which underpins the corporate philosophy. 
C. People: this is recognizing the importance of personnel in the mix. 
D. Performance: is how the organization's performance is rated by its key stakeholders through its agreed philosophy and ethos and that of the competition. 
E. Perception: focuses on how the organization is perceived, corporate image and corporate reputation and a measurement of this value in the minds of its stakeholders. 
F. Positioning: focuses on the position the organization occupies in the minds of its important stakeholders, how this position is relative to competition and the external environment. 

Balmer (2001) briefly introduced another marketing mix, using the mnemonics HEADS2. This mix however didn’t become as popular as the ten Ps or the later introduced six Cs of corporate marketing. Although an eleventh P- Promise, was added to take into consideration corporate branding Balmer (2006). 

3.2 The Six Cs 
Balmer (2006) hoped his 6Cs of corporate marketing would not suffer loss of richness as Borden’s mix did when McCarthy simplified it. 

Figure 1: Source: Balmer (2009, p 9) 

A. Character: refers to the organizational traits that differentiate it from another. They include legal constitution, organizational activities, markets served, corporate ownership and structure amongst many. 
B. Culture: is derived from the values, beliefs and assumptions about an organization and its heritage. Culture serves as the context in which employees engage each other and other stakeholder groups. 
C. Constituencies: involves identifying and meeting the wants and needs of various stakeholder groups. Balmer’s (2009) view of stakeholders goes further in considering not just current stakeholders, but past and future ones as well. 
D. Conceptualizations: primarily addresses how an organization is perceived immediately or over a period, by stakeholders. The immediate perception is a result of image, while the long term perception is built through corporate reputation. 
E. Communication: deals with all controlled messages the organization directs towards its stakeholders. 
F. Covenant: is the promise kept between an organization and its stakeholders. A corporate brand is usually underpinned by a particular identity inherent in the organization’s identity. 
A good advantage of the corporate marketing star according to Balmer (2009) is that it provides senior executives with key components which inform the corporate marketing paradigm. 
3.3 Comparison 
Balmer (2006) introduced the 6Cs of corporate marketing. He tried to link the two mixes by simplifying in the table below, how the new elements relate to the older ones. 
The most significant symbiosis is that between the Character element and Philosophy and Ethos, Price, Product, Place, Positioning and Performance elements. It is my belief that Character is indubitably connected with Philosophy and Ethos, because they are the defining traits of any organization. Now taking to consideration that corporate marketing is a raised umbrella for marketing, Balmer (2006), I believe Price, Product, Place and Promotion (the 4Ps of marketing) though applicable in all marketing situations; is also characteristic of an organisation. It is in this light Balmer (2009) grouped these elements under Character. Character basically is what completely defines an organization and this includes the philosophy and ethos and its own marketing mix model. This logic also applies to Positioning, since an organisation’s positioning is also characteristic to the organization. 
The other elements on the other hand are simply straight swaps and are quite similar in comparison, only that the 6Cs expands the views on each element. 

4. Strengths, weaknesses and application. 
4.1 Strengths 
• The 10Ps elaborate the traditional marketing mix, taking into cognizance various corporate level concerns. 
• The 10Ps simplify various corporate level concerns in an operable model. 
• The general purpose of the corporate marketing mixes is to delineate and align misaligned corporate identities. 
• It provides senior executives with key components which inform the corporate marketing paradigm. 
• The 6Cs is scalable in nature; this implies that it takes into account past, present and future conditions of the organization. 
4.2 Weaknesses 
• The 11Ps were too many and thus proved difficult to remember. It had the same feeling of Borden’s (1984) original marketing mix, which McCarthy simplified to the 4Ps. 
• As with any inheritance, both sides share traits. This also is the case with the limitations the traditional marketing mix faces- PEST factors. 
4.3 Application 
Balmer (2009) elucidates that two important dimensions require attention in regards to the corporate marketing mix which are context and custodianship. 
Context: refers to primary and secondary corporate mix elements that impact on the corporate marketing mix as well as political, economic, ethical, social and technological factors. 
Custodianship: refers to the role of senior management in relation to the mix and the way they apply their expertise and vision to the model, in order to properly draw meaningful results. 
5. Conclusion 
This article has, though briefly, evaluated the corporate marketing mix, its origin, its application and its limitations. The corporate marketing mix has no doubt revolutionized the way organizations operate in the sense that a more dynamic and scalable ‘guide’ is provided which can, if properly utilized, aid a company enhance its corporate image, its corporate reputation and ultimately its brand value. 
Therefore as often said, ‘to be forewarned is to be forearmed’, the corporate marketing mix is a powerful tool any company can utilize to achieve success in its business. However it should be cautiously utilized so as to avoid undesired results. 
I hope my analysis of the mixes throws more light on the topic and is comprehensive enough for referencing. 
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