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ABSTRACT

-The ‘purpose of this research is to present a new
pp n.:tr"h for r‘rn:-\rﬂ"! ‘Fv1 nag corporate "I“'.."-"gﬁ. Tn this casea, B =
_ o ATPAC, a neural network content analysis computer program, ™ "7
coes--mio is employed to quantify Visa’s corporate communications in 7T T,
o . the form of press releases, annual reports and Internet o
. information. "~ Unlike traditional image research, this study e
~has identified ‘actual corporate communications to be:-the -5
measured variable. Based on the computer analy31s of the -
7 ‘most sdlientsymbols, two majdr areas of content emerged: 1).
i'rJa:productAdevelopment;areamand,qZ) a-state of the business -
area. These results suggests that Visa 1s currently
“conveying twd specific corporate images. The first image .
~mie—. - @t tempts o identify Visa as a “state of the-art”banking
product and service provider while the second 1dent1f1es
'Visa as the worlds largest banking services provider. ==
_ .~ The present-research has illustrated how neural network:
uff_uanaly51s may- provrde~&mage consc1ous organizations - with-
7 timely, cost-effectivé’imagé assessments. --Neural'network = #%. . o
"analysis has also been ‘shown to dimprove the rellablllty and eml o
‘validity of traditional content “analysis technlques :
Therefore, utilizing neural networks to assess all forms,f;fiQ
corporgte communications provides public relations o
- professionals. with a- powerful new tool to measure and R
control ‘corporate image. .- i : LT




Jimage conscrous corporatlons

..image within the public relations field in a 1955 artlcle_ln__
~“the Harvard ‘Business Review. - Soon after this initial~ i
~‘citation, the phrase “corporate -image” exploded -into-the: -
- fields of both public relations -and advert151ng (Flanagan, _ijj'*w~ .
""1967) . "During these early vears of image exploration, .’ T
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 INTRODUCTION:+

Today many organizations arewaware of the benefits of
developring and maintaining a successfyl corporate image.
According to: Gregory (1991),. a-company’s image is highly
critical to sales because it’s=tied=in-directly-to--how -
comfortable customers feel .about: -buying:-.and -using- a product
_or service. Just.-as pOllthlanS must-rely upon publrcz;;
communication to create orce and: redefine their - ..
personal 1mages,'so m . iizations use. public

- communication:to create,or redeflne lmages about their~ T o
,products Or services.. (Goldhaber, 1993) :err;_;“ﬁllm;;r,r;;;lww,jrg;wc

Gregory‘1199l) suggests that organlzatlons are e -
affected hv 1'h911" 1m:—1r‘qu = Far. :«r‘l1r¢ar1-1 q1n_g and markptwn(‘r

____________ D e e i 1_;‘,1:"‘,,,,',,,,‘,—,,,

professronals, corporate 1mage is dlrectly tied to the sale
of the organization'’s. product.-(Meffitt,.1894) _Thereforefui'
is of great value for organlzatlons to know -as- muchjabout'

Publlc 1mage appears to have'become the prlmary target
“of many . large organlzatlons, ‘rather than the by-product of
striving for other organlzatlonal goals (Danoyskl, Barnett &
Friedland, 1987)-... Media management and strategic. publlc T
relations have therefore become the focal point for. many

Finn (1962) ldentlfled the first appearance of Fhe term -

"Bristol-Myers defined image as the picture which _an.

"organization creates in the mind of -its publics- (Brlstol
1960) ‘While many more complex definitions of image ex1st
nd formal theory of- -image formation- has been- accepted -as - _
communication scientists rely on descriptive deflnltlons of -
corporate 1mage (Grunlg, 1993).

According to Avenarius (1993), communications theorists
address image with three preconceived ideas. First, images '
are considered cognitive .constructs that can be developed
and changed over time. The second is that an image can be.
changed by exerting undue influence, which may lead to a
domination of certain publics. The third.idea is that the
most scientific approach to understanding the image
phenomenon is perceptual psychology. Avenarius goes on to
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-.suggest that image constructs are directly related to

N 1 ~ P s W omrn o o [N g = - T R e O N
knowledge, actitudes, schemata, stereoctypes or anyching that

- occurs with in the human brain. Avenarius (1993)--also notes_ﬁgf*
~-that Haberman and Doliphin (1988} defined image as the -

product of messages: “Image is the reproduction of the

- =thoughts or feelings of the sender” (p. 15).

“et al., 1985; Haedrlch,
'Horowitz,'1970 Woelfel, 1991), it makes sense to analyze o

measurement, including semantic differential ratings

L 1979) and ‘multidimensional scaling (Doyle &dFenwick,f1974:'w"
1875) . - Typically, these methods suggests-using the consumer -

- as the unit of.'analysis.as individual perceptlons ‘become. the_
~empirically measured varlable S )

Severaléﬁethods haﬁe'been prOposed forlinage

(McDougal & Fry, 1874-1975), discriminant analysis (Ring,

. Accordrnq to Horowrtz (1970) an image lncludes memory . .. ..

_fragments, reconstructlons, relnterpretatlons, and symbols

that stand. for feelings and dideas.  Thus, images are

multidimensional..constructs containing cognitive elements ,f SRR

=jﬂ=rﬂe*t;&_Erred and, 1987; Gvuaiéf*f”“““"
1993 Haberman & Dolphin,'1288; PR

" (Haedrich, '1993)'j ‘Since images are cognitive in nature . A

(Brigtaol TQAQEQ - ﬁano‘.'rs“_

[ [P Ry} a.var

- corporate rmage with din terms of neural’ network

constructron

The purpose of thlS research is to present a new - . — -
approach for quantlfylng corporate image.. . In this case,
neural network content analysis technlques are -employed to -
quantify corporate communications-in the form of press

_releases, annual reports_and Internet information. _Unlike |

. traditional- image- research thlS study has ldentlfled actual
corporate- communlcatlons}tombe the measureduvarlable

" Content Analy51s

“Content analy51s is a research technlque for the

'objectlve, systematlc, and quantltatlve descripticon of the

manifest content of communication” (Berelson,: 1952, p. 5)-.

‘More recently, Krippendorff (1980) defined content analysis

as a formal procedure for-classifying the qualitative
information contained in written and cral materials. While
numerous deflnltlonsiof,content analysis-exist, researchers
seem to agree upon three distinguishing characteristics
necessary of any content analysis: objectivitw,
systematization, and quantification (Kassarjian, 1977) .

b




“consistency: 1) consistency among analysts - that is,

o group. of coders. should produce the same results when they
"_‘apply the same’ set ™ of categorles to - ‘the ™ same content Bt at

“"inteérviewing them, the investigator takes communication that™

! LGV D LA A LA T AT L LWL Ul LIS Wo A S Loy ALy
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" Content analysis is a multi-step process that requires
developing caté&€gories for coding thematic content, training

“toders; coding the material of interest, and statistically

analyzing-. the resultant data. The procedure yields data in
a form tractable to cquantitative manipulation; Reralson

(1952) requires content analysis to maintain, "two kinds of -

different- coders should produce the same results when they ' '._:1f
apply the same set of categorles to the same content; and 2) B '
consrstency through time -.that is, a -single coder or-a--:

dlfferent ‘times™ (p. 18)% Instead. of. observ1ng people 5.
behavior directly, asklng them to respond to scales or

ﬁcnhla hawae nrodirad '|ﬂ,1-i-'\c Farm of nawernarnars }.'\/\f'\!fs a‘lu -

advertisements and asks questlons of the communications
(Kerlinger, -1986)% =In this way,- content analys;s attempts
to_observe4and measure varlables ==

128 content: analysrs studles

_be ObJeCthe,'Systematlc,*w

_cr1t1C1sm (Kassarjlan, 1977);“

Neural Networks

Koibe & Burnett 5 7(1991y). emplrlcal review of 128
published content apalysis studies identified a oeneral ‘need
for lmprovement in the applicaticn of content analysrs
methods. Kassarjian*s (1977) critical . guidelines for .. . e T
content analysis research were used to- examlne each of the e

(1911)r content analysrs must_r'
e “The™ requlrement
of objectivity ‘stipulates that ‘the- categorles o f - analy51s be

Accordlng to Kassarjlan,

‘defined so precisely that different analysts nay apply them o

to the same body of content’ and. secnre the “same results
(Berelson, '1952).. .Objectivity gives scientific. standlng to
content analysis and dlfferentlates lt from llterary

Systematlzatlon requlres content analysrs to {1y
eliminate biased selections of classification . categorles to
suite the analysts thesis; and (2) examine scientific - ot
problems or hypotheses (Berelson; 1952 and Holsti;i1969).

This requirements isrintended-to,eliminatemany biased -
analysis in which only those elements in the content- -+ .
applicable: to-the analys 's thesis are selected (Kassarjkan,
1977) . : ' : e :




~"~ brain, neuralznetworks contain billions of neurons;=each =

‘-actlvate the restr(Woelfel 1991)
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.Quantification. refers to the process by which
qualitative data is transformed into a .form amenablie To

statistical methods (Kassarjian, 1977). = This process :
distinguishes content. analysrs from a mere crltlcal reading.:-
of the text. = -

. CATPAC, a self-organizing Artificial-Neural=network - - - -~ '
computer program developed by Joseph'WOelfel'and"Terra LT
Research and Computing .{1991), satisfies Kassarjian's

critical requirements for content analysis-by providing both

a complete neural network of the 1nterrelatlonshlps among

-words.. .In thls_way the text can be prec1sely 1nterpreted e

" CATPAC systematically follows a. set of research

procedures as part of its-content--analysis--feature, — o

therefore satisfying the objectivity concerns associated

- with content analysis. Since CATPAC isa computer based- S

- neural network analysrs ‘program, quantitative analy31s may
by conducted without any preconceived notions-.or-bias. from,”mf;w S
the .researcher. By applying the same research technlques to
~each analysis, CATPAC satisfies the.systematization

requirement. CATPAC also satisfies the. quantlflcatlon

" requirement by providing the researcher with a statistical,

neurological, interpretation of the text to include word 4
frequencmes and hlerarchlcal cluster analy51s T S

, , A neural network cons;sts of neurons,reach Wthh may be~'
connected to'many other neurons. ~Similar to. the human g

-connected-to-thousands. ¢of other neurons.--When-a neuron is— -

ijstimulatedﬁiit’becomesjﬁactivatedhfﬁandWsends;signals to'alljjjrf
“thetotherwneuronsttO“which it is:connected (Woelfel 1991) o

“Neural networks learn by connectlng together the e
-.neurons-which: represent any..particular pattern. "Thus,mwhen“; T
'a network sees part of a pattern, it can-recall-the rest-of-—

, the pattern; even in spite of incomplete or. erroneous .. .. ...l
‘information, as long as-enough of the pattern is there to e

Contlngency theory suggests that when two or more -
neuronsare simultaneously active, the connection between-
~them is:strengthened. 'CATPAC’s neural network application

. operates accordlng to this theoretical assumption. .Neural
network analysis is therefore a method of investigation
whereby the association structure in a message source is
tested by the content contingencies. b




I et LA CORPORATE IMAGE / 7

' Accordingte- Krippendorff (1980),. "Contingency analysisa
aims to . infer the .n&twork of a source’s associations from
the pattern of.co-occurences of symbols in messages. "It
presumes that -symbols, .concepts, or ideas that are closely
associated cnnCthuallv wil} be alsq closely related
statistically™-(p.114). Contingency analysis counts the
frequencyof: ‘the occurrences of the key terms, however,
'"Contlngency'analy51s ‘asks how often a given symbolic form-
appears ln conjunctlon with other symbollc units™ (Pool,

'ﬁ1959)

LT e Buddl;Thorp and Donohew (1967) suggest that contlngency
. .analysisicould be a- useful: procedure for.analyzing e

propaganca, srgned editorials, or letters to the editor.

© 7T 0sgood (1957) “states, "If there is any content-analysis.-

~fechnique . which-has-a ﬂeFeﬂsibleLpeycholog1cal raticnale 1t
is the contingency method"” (p. 53).---Contingency theory and

- ‘neural network analysis should therefore be useful for the:-
- ~analysis-of- external corporate communlcatlons and image-
rw_ﬁr;cldentlflcatlon.uﬂ e i , : ., : o

CATPAC

Based on contlncenqv theorv, CATPAC 1dent1f1es the most
important words in a body of text -and-determines their .

. patterns of similarity based on their associations in the
text. CATPAC accomplishes. this by flrst assigning a. neuron -

‘to-each major word in the text. Next,=.it runs a:.scanning .

window through the text. The neuron'representing’a"word
becomes actlve when that .word:- appears in thehw1ndow, and

As,ln.the_humanmbra1nfrcoﬁﬁéctioﬁﬁihetﬁeéﬁ;ﬁéﬁfbﬁé?thét"

‘are simultaneously active"are*strengthened*following the law
of classicaliconditioning.. (Woelfel, 1991). "The .patterns of.
welghts ‘or connections-among neurons:- forms a specific - -
representation w1th1n,CATEAC_of‘themassocratlons,among“the
words in the text. These neurclogical representations may
be- modified by -changing: CATPAC’s default parameters which
include neuroclogical clamping, -threshold, decay rate, -and
learning rzte. :This pattern of - weights represents complete
information about the similarities: among all words in. the-
text.

Technically, the pattern of connections between neurcns
is a complete paired compariscn similarities matrix, and so
lends itself to the most powerful and sophisticated
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statistical analysis (Woelfel, 1991). ZAmong thesa is the

diameter method and cluster analysrs automatlcaily performed
by CATPAC. ;

ATPRAC nac hc:nwmﬁﬂ n'r wridinea +ha vaqa:wﬁ%cv 111 1—1-1
g 2

o= AT Vom iy L A - o e S i S S

objective, systematlc and quantitative content*analysis.

' CATPAC has the capacity to handle large”amountS'of fext
allowing the researcher to analyze- all'the'tekt “instead of-
a sample, thus eliminating potentlal sampling errors.

Unlike traditional content analysis, CATPAC allows for .the
‘categories to emerge from-the data opposed'to“the'researcher

~establishing a category system. Consistency among coders 1s'ﬁ].'w

—'féno longer-an- issue-with CATPACZas-no:- categorles ‘are i
- predetermined by the analyst (Claffey, 1996). .Coder
Ffatlgue, another issue present in tradltlonal content

G..lJ.C}..LyDJ.D,' -LD J..l.ut LJJ-'CSCLLL., 'bvh::ﬂ- Clllb)_LUy.Llllﬁ t_UllLEJLlL-ﬁ.L UGL‘)CLJ. T
content analysis. Validity concerns mentioned by Budd,

l:Thorp and Donohew (1967), are also Satisfied'through'the use

mm;Whlle CATPAC has Deen used ln organlzatlonal settlngs,
cultural $ettings, and- polltlcs, there-are- limitations to
CATPAC. "For example, the data must be. vrrtually free from.

anyftypOgraphicferrors;;spelliﬁg”errorsj”or erroneous marks,

since the Drogram may identi Fv these marks as add'l i ona'l
. concepts (Doerfel & Barnett, in Press) S

‘ CATPAC has been used by numerous researchers in more
recent . scholarly 1nvest1gatlon Barnett and Jang (1994)
“‘utilize 'CATPAC to analyze the text of both Japanese and
~wwwwr~ffAmerlcan companles chief - operatlng officers!- -letters-from-
"“";'T'fthe ‘companies“anniual .report. : Through. the use of CATPAC. the .

" are able to drﬁferentlate companies by their national™
, culture Freeman and Barnett (1994). used the program to -:
descrlbe organrzatlonal culture-as- their analysis-included--

newsletters, promotional materials and human resocurces T

“researchers”  found the that- text of the president's letters

m_statements Doerfel {1995) utilized CATPAC to analyze. news ALSQ,A;

ceroev articles found in national papers for a study on the effects
.of politics on news reporting. Kim (1996), used CATPAC in a-. _

study which analyzed beliefs and attitudes towards
_ international ‘television manufacturers. Salisbury (1996) "
went on to suggest the ‘use -of CATPAC within a "Total Quality
- ~Management” ‘environment . “te-precisely identify heth internal
and external customer requirements. . CATPAC has been used
extensively in a wide vakiety of applications-within the
private sector but due to the proprietary nature of this ,
research, many of these studies are not published. T
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METHOD ' o DR K U

The Case

In 1977 BankAmericard, the world’s first bank card, was =~ .
changed in name  only to Visa. Since -then, Visaz-: U S
International has become the world’s largest payment P e S
Ainfrastructure comprised of numerous international member-€Wff¥1¥??
banks. ‘. :

Today, Vlsa systems transfer funds and rectlfy charge.
‘accounts by processing over 11, 000 transactions per mlnutef T
.every day.. .Visa has: also_become more than an international . :_-.“; e
payment system as their high-tech product 'line includes Vlsa

Cash Cards and Visa E<pay-products. Visa International
p?‘ﬁ}gr‘*‘l“q 1‘]’1:\1" }WU 1998 t£he :ﬂﬂ'ld:l-l Visga szleg olume. will.- e

‘‘‘‘‘‘‘‘‘‘‘‘ detio-- !_l__i_.l."'-————

surpass one trllllon Us dollars (Visa, 199e6) .

-,a,_

As a- large 1nternatlonal organlzatlon, Visa produces
and communicates a multitude of daily. corporate messages
from Internet. coamunlcatrons -and press.releases to. ;}‘;;k
international advertising .campaigns. -As noted above, these .
"corporate communlcatlons are responsible for shaping Visa’s.
corporate image. Since sales,-profit margin and corporate
image are highly related (Greqory, 1991), it makes sense for
Visa to monltor its external communications-and assess its:
corporate lmage

SamEle

External communlcatlon was- gathered from Visa oo
‘International“over "a - six .week period. *Press releases, .
Internet communlcatlons, ‘and - Vlsa S annual report were L
compiled and saved-as.>5,004. llnes of ASCII text. "These
messages communlcated_trom May, 1995 to May, 1996 comprlsed
the qualitative sample... Press. releases and.Internet -
 information:compeosed 90% of, communlcatlon analyzed wath in oo o
this study.oon oo T

mealysis . Ll

_ The purpose of-this investigation was essentially to-
explore Visa’s corporate image. -Therefore, no specific
-hvpotheses were formulated bevond the general prediction -
that there would be-multiple images and messages produced by
Visa. 278 pages of text (Visa's externel communication) was
entered into a computer readable form through the use of a-
gcanner and file transfeormation. Pilctures, images, and Tk
other graphic representations present on the Internet and




'ff:_VISA text.
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other corporate materials were not analyzed as part of this
study. The text was .then analyz€d using CATPAC.

CATPAC operates as follows. The CATPAC program reads. a
text file and deletes any list, of articles, prepositions,
‘transitive verbs, conjunctions .and ‘other words as specified
by the analyst that have proven problematic in the past or
distort the description-of the documents. -191 words were,
excluded from this analysis. They are listed in Table 1.
--In. this case the- text=w§s read twice.  The purpose of the
_first reading was to determlne the problematlc words for the

Next, the program ‘passes a window of spe01fled length
through the text and-determines if two or more-of-the -~
mfrequentlyAoccurrlnghwords_ce occur within -this window-
_this..case,..a window of 5 words .was used. In other woras
“"the program -determined .if the two most frequent words -

‘occurred within five words of one another. A window: of;flve
‘words was selected because past research has shown that it =
is sufficiently wide to accommcdate the subject- -verb-object

syntax of English and not too wide to allow words that are

not semantically unrelated to appear to be related e
(referring-to the same object). The program then counts the
“occurrences of.the remaining words. The infrequently. '
-occurring words are:deleted, such that“onlyrthE‘numberWOf”*r—r
-the most frequentlyneecurrinngords¢as—determined_byntheme+~hém~<ﬁ
"researcher remain. CATPAC performs a hierarchical Eluster
ranalysis of the remaining unique words and produces'a“”'”‘““’
coordinate matrix for:the identified spatial represeéntationi’

"The results of CATPAC’s cluster analysis identifies a .- ... =
‘neurclogical pattern representative of which symbols.. - —e—n. -
organizations-are using to communicate “their corporate_ ' o
" image. . These .results are a list of the frequencies of the .
most prevalent words -and: a- descrlptlon of- how these words
.cluster (Woelfel 1991) -

For this study the number of unique words was initially’
set at 100. After a preliminary analysis which identified
the problematic words for the Visa text, the 58 most
frequent words were identified as those most relevant. to the
Image -analysis. These 58 words ‘were mentioned-at least 49
times each within the Visa text.

© b _

The coordinate matrix produced as a function of CATPAC

was entered into a multidimensional scaling (MDS) algorithm
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. for semantic analysis. MDS is the mathematiCal.pIOCess for
determining the dimensions which underlie the content based

on the co-occurance matrix. It is the same process that ~
would be required for.converting a matrix of intercity
distances to the goordinates (latitude and longitude) from
which a map is drawn (Woelfel, 1991). . = - e

instructs the program to have the concepts related

Neural—Network Parameters

R Whlle CATPAC prov1des content :analysis. research w1th an o
unblased representatlon of. corporate communications, there

are several options availablé to the résearcher that may

_effect the resultant -data.- Among these CATPAC functions are.

clamping,  threshold, decay rate, and learning rate.

CLAMPING - Cheost

] ~ =~ o haoatvra Fha oo
SeslUU oo ly Wi ddave o

a AT amr
ne LN acL k_.J_CLLLI._hJ

another. - Clamping the-nodes -allows the program to re
the concepts 1n'1ts perceptual field and. therefore,-

As a result, those. concepts e
which are strongry rerated to-‘other concepts emerge as such—f

because the “links between the nodes are strengthened.. . If.

clamping is not. chosen, the concepts are.not_retalned in the
perceptual field.. For this study the clamping option was._ .
activated. S c : o

THRESHOLD - Each neuron is.either turned on, or . else it

’ receives inputs from other-neurons which it-is connected.- -
These inputs . are.transformed by.an. activation function. ... .
CATPAC*can.use“oneiofffour“transfer-functions:-a linear- -~ =~ -

‘function varying_between ~lmand +1 .a - logistiC'function '"w__hl.

between -1° and +1 (Woelfel 1991) - 'For. the present study,'“"
£ -1 an ;+l was used.

‘Once the-inputs to any neuron have'been transformed by -
the transfer function;. they-are summed and if they exceed a
given threshold wvalue the nodes are activated. - Otherwise,
they are left inactive. By lowering the thresheld it is
more likely for neurons to become activated. Raising the
threshold, makes.activation:less likely. The default
threshold of 0.0 was used. in this study

DECAY RATE - The decay rate functlon refers to the
rate at which a node loses a proportion ofeits activation. as
a function of time due to restoring forces which returns
nodps tc their resting levels. The decay rate specifies how
quickly the neurons return to their rest condition after
being activated. Raising the rate turns them off faster.

 between -1 and +l and a hyperbollc tangent function varylng




_ Word Frequencies -

7j'clueter*AnalYSiS ee—'

~ symbol becomes a part of a single cluster. As a result, s
. cluster analysrs may .be further subdivided. into smaller. e e
‘clusters. ' This analysis resulted in three large c;usters__ .

R CORPORATE IMAGE / 12

Lowering the rate keeps them on.longer. The decay rate was
set at theé default setting of .|

Learning Rate - When neurons-behave similarly, the
strenagth of the connection between them is strengthened.
The learning rate determines-how much they are strengthened
each cycle. The learnlng rate was also set at the default
setting of .085. P

"TTRESULTS

The 'initial"aﬂ‘a]jyei’é"’fei}ealetl"the"‘58 most frequently

Armmirrins warde Frame oA b -i—:l Af 0 N2 ginimie cumihnale anA
UUMJ—J—J—LL& L R . ok VP 1 R uit-u\— ‘-IJ-."""J ,"U&‘.— ‘Al&&%iu\.— -J_YJ.&L}J\J.A..-.J = O I

5 004 iines of text. The 58 are listed in Table 2. Worth

.noting is that Visa was the ‘most - frequent word occurring- R

1,162 times or 12.9%.. .. card was the second most - frequent : _

word, .occurring..6QL: ‘times (6.7%), and.customer. wasuthlrd,wmm—-“lm-uqﬁ7
with 352 mentions (3.5%). Worldwide was the fourth most - ... ..
frequently .mentioned. term 342 (3.8%). Million and service - e
occurred 309 (3.4%) and 297 .(3.3%).respectively. . The 36

most frequently occurring words, those with 86 (1.0%) or

more mentions, made up 86% of the words in the text

(excluding the nOLSe words)

- .Table 2 About Here

Hlerarchlcal cluster analySls adds concepts untll eaeh

and several smaller_clusters.ﬁ.These”results;arerpresented

Table 3 About Here

Cluster one represents the majority of the most
frequektly occurring words. As in past studies, the most
freguently occurring symbols become the issues for the
remaining clusters. The following six woyds comprise
cluster one: - - : :




~=;and banklng systemS‘
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card - - financial

. =3
Visa plus : .
worldwide — service ..
This cluster may be interprated to'sagge:t”t“at Visa is
a worldwide flnan01al serv1cé organization. " Y T

The second cluster focuses_on Visa's ‘customers' and the
Visa ATM network. Cluster two consists of the following
eight words: B R e e

ATM payment
...~ _customer Interllnku_-_ N o
e -~ million - - gystem- - R e e T

_network bank

mi_ 2 — Y

This cluster communicates -messages about Visa’'s-ATM e
network which includes the. Interlink system. Millions of

customers-are ‘al'so referenced within-this cluster suggestlng R

Visa provides millions of customers w1th network payment

The thlrd major cluster ‘focus on- Vlsa 5 technologlcal
developments such as. the electron bank card, chip card, and
Internet technologles. This cluster consists of the

following words: o ' o
banklng _ technologies E
electron - -~ percent
.fraud R m:Internet

- benefit = " check - -
' Chlp o developlng

Si%- smaller clusters were also identified" comprlslng

.the remainder of the analysis. :-Cluster four consists of -
" three words: 1} on-line, 2) travel and, 3) information

suggesting that Visa is focusing communicating 1nformatlon.
related to its on- llne travel services.

~Cluster five consists of: 1) accepted, 2} largest, 3)
marketing, 4} electronic,. 5) sales and, &) ipecations, This
cluster clearly 1dent1f1es Visa as the largest, accepted,
electronic, payment Fetwork -

Clust"r six consists of: 1) new, 2} aedit and, 3) ¢
program suggesting Visa is promotlng its new credit

programs.

.“_mf‘fThls ‘cluster. may be interpreted. to.. sugcest that.Visa: 1sW;;;;l;;;_j;.;
' developing hew banking technologies related to electron T
m;banklng,_chlp cards, Internet activities and fraud S
mreductlon o 7




—gccurrence—of-

_._.3) electreon, 4) benefit, and_ 5) ‘banking.
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__glcruster seven consists ©of: 1) glcbal and, Z)business
‘orice again” suggesting Visa is an international competltor
wrth ln the banking. industry.

'Cluster"eight'consists of: 1) stored and, 2) value
1nd1catlng Vlsa has been promoting the new Stored Value Cash

'1gluster nlne consrsts of 1) debit and 2) transaction.

Worth notlng is that NFL . (the Natlonal Football League)

VlS mentioned 34 times throughout the text. While this term -
" does not srgnlflcantly ‘cluster with any other symbols, the

this.-reference-suggests-that Visa is currently

promotlng 1ts new relatlonshlp wrth the NFEL.

Once the cluster analy81s ‘were computed the co-

Li—Qccurence matrrx of -the most . salient: concepts ‘underwent . -MDS
;resurtlng in a multi-dimensional- sorutlon Overarl the

-content analysis of Visa’s external communlcatrons resulted -
ln four prlmary dimensions. It is graphlcally represented

A I

The results Of'thé"MDS”ﬁrééént%foﬁf“distlnctfﬁroﬁpings T
- messages.. - The first—group- contalns~~1k—check-~2)develop1ng,”

"This. dlmen51on
identifies new and emerging Visa products” specrfrcally
related to ‘the beneflts of electron banklng

technologies.” Thls drmensron 1dent1f1es Visa as an

Internet techﬂologles B e

‘prganization who has chosen-to: promote 1ts ‘on- llne or

The third group contains: 1¥-global; 2) payment, 3)
largest, "4} "payment, “and 5) -international.  Similar to
cluster one-identified above, this dimension suggests that

Visa is.the laroest 1nrernat1onaT cavmeht ornanrzatlon

The final ‘group .can be 1nterpreted to suggest that Vesa

products provide travelers with access to world wide
financial institutideons. It consists of: 1) products, 2)
access, 3} institutions, 4} financial, and 5) travel.-

~Figure 1 & 2 About -Here - &%- - - T
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DISCUSSION

Based on the computer analy51s of ‘the’ most salle T
symbels in Visa's external communication; two major~areas of:
.content emerged: 1) a product development area and, 2).
state of the business area. Corporate communlcatlons
related to Visa product development-specifically" address new. .. .
and emerging products such as stored value cards; electrom - -
products, chip card products and on-line informatiocn. These
corporate, communlcatlons -convey an. -image. of- Vlsa as a ..o
progressive organlzatlon who 1s concerned wrth developlng
”'“state of’ the art” banklng products and servrces;

The second major area of content ldentlfled Vlsa s
' daily operations as the concepts worldwide, largest, =~

ol t‘\b

e Tah! 1 . P ] Coma .
-financial,..service, customer,:-cardhol

=1
el g
- business,. network and ATM, were used. These concepts create
_ - - -an image of Visa as -the worlds largest flnanc1al network s
et serv:.ce prov.lder - 7 o TR e e

cardholder,~Interlink,= G O

”lrn summary, the content. analy51s of .Visa's. externar
= communlcatlons suggests that Visa is.currently conveying two
specific corporate 1mages. The first image attempts-to.
identify Visa as a “state of the art” banking product and
service provider while the second identifies Visa as the b
worlds largest banking services provider. Past reseazch
suggests that organizations should focus on future
. activitiés in thelr external communications as Visa has
chosen to - do.: Communicating the future success of ‘an
_ -~ " -organization creates a more- favorable climate foxr - .~ %
rwww"nr*mlnvestmentmssales andmoverall customerwsatlsfactlon.-hr

R leltatlons and """ Future Research f?‘”

It should be noted that only 278 pages oF text were e
analyzedlas part of this study These corporate . .. ... e
_ ccommunications may not be representative of all ‘the messages jﬂ’“' '
- produced ‘by Visa. Organlzatlons communicate internally .and
R to their customers in other ways besides printed materials,.
primarily verbally and through television commercials. _
Customer conversations with. sales representatives may.leave
~the impression_ Visa-.is not.- the worlds largest progressive
banking service provider. .Many of Visa’s mediated messages
may also focus too much on the past and not on Visa's future
success. - This analysis did not take these messages 1nto
account. y =Y -

Future research may chose to sxamine mediated messages ,
to determine if they are consistent with those images being.
created by the organization in gquestion. This may be




%

"time,

lmage. ey e e gl e e

timely, cost effective image assessments. Neural"network
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accomplished by conducting in-depth interviews with
customers and Vlisa personnel and submitting them to a
computer-based content analysis. - The same procedure may be
followed with-the text of4its-commercials,-focus groups and

n

Neuralﬁnetworkfimage analysis will also expand the . ,
current sample ‘to-other forms of communication to include:
internal communication, communication with customers,
business communications,. -and- media- communications.
Includlng all forms of corporate communication in subsequent

image assessments will enablé corporations to accurately.
- identify how- .their corporate communications--contribute. to..

their corporate images. Since corporate images change over
longitudinal 1mage'assessments will allow

r
vy 1Ama

Aarniwzat + Jak:
CryadliilZadTtanid—- to~monditor- -

DJ
Q

Addltlonal research may also chose to-analyze messages
created by various media sources such as- magazrnes,

.- hewspapers. ~and- trade_journals._ By doing- so,.- organlzations
. may assess. those images. being created by the -mass.-media.-.-.In

this case, .organizations will be able to. compare ‘these.
images with those belng produced from within the
organlzatlon._

Comparative research may-.-also be .conducted in terms of
neural network image assessments. ..Corporate’ image.. ... ..

- pertaining to competing organizations such” as Visa; Master
‘Card and American Express may be compared. and analyzed to

identify-variations in- message strategles and corporate

The present research has 1llustrated how neural network o
analysrs may provide image® conscious: organlzatlons with

analysis has also been shown to. improve the reliability.- and
validity of traditional content analysis techniques.
Therefore, utilizing neural networks.to.assess .all forms

,corporate communications provides: publlc relations

professicnals with a powerful new tool to measure ~and
control corporate lmage., o
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CARD
CUSTCMER
WORLDWIDE
MILLIOE

- - S8ERVICE - [
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LOTFXINBNCIAL. - oo

SYSTEM
MEMBER -

' .PAYMENT -
MERCHANT
ATM
NEW
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- -GLOBAL
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TTTCASE T _
- - FRAUD,. [P —
- ~w=---ELECTRON -- - -
... -BENEFIT

. INTERNATIONAL
TRANSACTION
- LARGEST -
CARDHOLDERS
PROGRAM
PRESIDENT
ELECTRONIC
ACCEPTED
PERCENT
SALES .
" FIRST -
. .ACCESS . .
BILLION™ "~

INFORMATION -

CREDIT

 PRODUCTS
DEBIT -

" 'CHIP

- TECHMOLOGIES - --

“TRAVEL -

CHECK )
._.INTERNET . ...

MARKETING

NFL
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STORED

BUSINESS

OFFER

DEVELOPING

ONLINE

LEADING

68 0.8~ 335
S =59 -0.77300

.. ...56 0.6 345
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WORD FREQUENCIES-VISA CONTENT ‘ANALYSIS

FREQUENCY LIST
" CASE CASE
FREQ PCNT FREQ BCNT

1l1le2 12.9 5752 3.8
601 6.7 3264 36.2
352 3.9 2207 24.5
342 3.8 2204 24_.4
309 3.4 1701 18.9
287 3.3.1781719.8..

---248 2.7 1383-15.3
_..244 2.7.1593.17.7
242 2.7 1512 16.8
236 2.6 1569 17.4
229 2.5 1479 16.4

226 2.5 1328 14.7

- 212 2.3 71282 14.2
207 2.3 1298 14.4

on193 2.1 1301 14.4

© 7181 2.0 1054 11.7
---177  2.071133 12.6
--162 1.8 1127 12.5

TU7is1 0 1.7 796 78,8
..0149 1.7 919 10.2 . .
o l4d4sTi060 930°10.3

141-21,6 975 10.8 --
133 1.5 902 10.0
i29..1.4 789 8.8
125 1.4 816 9.1
114 1.2 7i5 7.9
111 1.2 751 8.3

110 1.2, 558 6.2
109 1.2°.709 7.9
106 1.2 688 7.6
© 101 1.1 673 7.5

e 96 1,1 7567 6.2
‘86 1.1 °590 _6.5

93 1.0 617
. 87_.1.0 530 .
1.0 546 .
500. .
=Q.8 "52%L

75 0.8 500
74 0.8 492
13708 43

Uy

.

W h @ n @

58 0.6 7406
58 0.6 350
58 0.6 402
58 0.6 300
57 0.6 325

LI

56 0.6

"54 0.6 189
.54 0.6 374
S4- 0.6 342
53 0.6 364
52 ‘0.6 364

50 0.6 350 3.9

339

e s a4 s et PR P

50 0.6 313 3.5
3.8=

4% 0.5 343

ALPHABETICALLY SORTED LIST
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BANK. -

BANKING
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CREDIT
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T FIRST
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INFORMATION
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LARGEST "~
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MARKETING
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~NFL -
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PRESIDENT
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PROGRAM
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SERVICE
STORED
SYSTEM

TECHNOLOGIES
TRANSACTION

TRAVEL
VALUE
VISA
WORLDWIDE

e 24882 2701383

L33 1.5 902

LIS

~—-106="1.2 688

©193 2.1 1301

© 177 2.0 1133
e 207 2.3.1298...

S 125 1.4 416

CASE CASE
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101" 1.1 673
212 2.3 1282

86 1.0 546
580 0.6 406
96 1.1 562 .
. 53, 0.6.7364"
601. 6.7 3264
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Fiqure 2

TWO-DIMENSIONAL REPRESENTATION OF
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