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3. Branded Identity

mass market
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(Corporate strategy)
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(growth strategy) Corporate strategy
V¥ hard issues
soft issues
hard soft issues

turning point



Frank Brownel (1989)
' Organizational Communication

1 Rational Perspective
structure
target
2. Cultural/Symbolic

share meaning

3. Human Resources

4, Power/Politic

conflict management
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(effective communication)

Organizational

Human Resource Development ?

Awareness
Understanding
Belief
Effort
Reward
Feedback
System accommodation

0189C2



16

1990

organizational communication

Communication strategy
Corporate strategy
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Allan Frank

Judi Brownell, 1989)

Kurt Lewin (
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Wilson (1989)

public

1- The publicity model

»

Publicity Model

2. The public information model
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Lee
public communication

public information model
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3. The two-way asymmetric model
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two-way asymmetric model

4. The Coorientation model

Coorientation Model
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1. Enable linkages

2. Functional linkages

3. Normative linkages

4. Diffused linkages

“public opinion™
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Linkage

Enabling

Functional
(Input)

(Output)

Normative

Diffused
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Public Communication Program
Congress Government relations
Legi latures Publie affairs

Board of directors ¥ Stockholder re lations
Stockholders

Community leaders Community relations
Employees Employee relations
Unions Labor relations
Suppliers Supplier relations
Consumers

Industrial purchasers Consumer relations
College graduates

Association ’

Professional societies' Generally no formal

Political graps 1 program

Environmentalists Environmental
relations

Community residents Community relations

Minority public Minority relations
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Gruni g
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Grunig
inaction
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Peirce Saussure (1990)

Peirce (

, 2533) (Semiology



Semiotic)
(Sign) De Saussure
(
(Hark)
(
(Signifier)
(
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Signification

(Signified)
(Signification)

( -derive)
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( - yntax)
2
(denotative) (connotétive)
(associations) (image)
(myths)
(
)

Burgelin (

2533)



Barthes (

(Denotation)
(signifier)
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(Signification) Roland
John Fiske, 1982)
2

(signi-fied)



connotation

signifier

(Connotation)
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