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Abstract: Ethical consciousness cannot be overemphasized in present day globalization-driven and multidimensional environment
with maddened excessive information before consumers who are highly socially conscious. The research examines ethical corporate
image management on organizational profitability using two (2) commercial banks in Lagos, Nigeria. Data was gathered through
questionnaire. One hundred and eighty-six (186) questionnaires were administered to employees of the selected branches of First
Bank plc. and Guaranty Trust Bank Plc. but only One Hundred and Fifty-Eight (158) copies of the questionnaires were retrieved and
analyzed. Hypotheses were tested with regression analysis. The study recommended that commercial banks are encouraged to
incorporate public relations as a significant part of their brand strategy thereby improving customer satisfaction, banks should
employ more aggressive advertisements as competitive tools for increasing and sustaining sales volume thereby increasing their
market share, strategic efforts to make alliance with brands that share and promote their core organizational values and culture, and
encouraged to engage in community programs such as educational programs as well as to regularly give back to the communities
where their offices are located as part of their corporate social responsibility and to increase their market share in the sector.
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1.0 Background of the Study

Corporate identity of an organization is a significant component of the corporate image of an organization. According to Belasen
(2008) a corporate identity is described as philosophies and values that the employees in the organization trust and credit.
Furthermore, Perez & del Bosque (2014) defined corporate identity as a firm’s self-image and a core tool which contributes to drive
communication strategy and by that the external image. The corporate identity of an organization is a strict representation of its core
values. Corporate Identity is what the employees believe to be its enduring, central and unique features (Dutton & Dukerich, 1991;
Ravenswood, 2011). In the same vein, (Albert & Whetten, 1985; Yamashiro, 2015) defined corporate identity as the organization’s
personality and what builds its exclusive nature. In addition, it is described as a firm’s distinctive features which are embedded in the
conduct and attitudes of the employees in the firm. Therefore identity does not only deal with how employees view their
organization, but an “innate and socially constructed phenomenon” (Gioia et al., 2000).

Amaihian et al. (2022) stressed that much significance has not been placed on this by organisations by endorsing a good corporate
image and this has had an effect in the organsation performance in the market. Public relations is a serious problem facing majority
of the business organisations as many organisations loose customers on a daily basis because of negative public relations.
Organisations face ethical issues like over-selling their products/services and the social media is also not helping matters, with all this
public relations challenges, most organisations are in constant risk of losing their customers loyalties (Shu’ara, 2021; Jooda et al.,
2022). A situation whereby an organisation wants to get a large audience, they engage in advertisement, but it is not a new thing that
most advertisements we see today are “outrageous”, customers no longer trust the media or any other advertisement tool, for
information concerning products/services, that’s why we see some organisations that spend heavy on advertisement and marketing
but still experience low sales volume.

Another concern is that the management of corporate image is not all round radical as a result of below par managerial capabilities.
Corporate Social Responsibility for example, which comprises of the image plans are not appreciated in several organisations. Some
companies’ lay more emphasis on profitability, disregarding modern practices of management including social responsibility which
is essential to the forecast of the preferred corporate identity; this has in turn affected customer loyalty (Onakpa & Alfred, 2022;
Shu’ara, 2021). The support given to sectors such as the productive sector, which includes manufacturing and small and medium
enterprises is not adequate. Additionally, female bankers are sometimes used as individuals whose femininity is misused for
commercial deliberation in the appearance of marketing banking products and services. Besides, the industry is seen as a domicile for
fraudulent acts by the general public.

According to Richard & Zhang (2012) the public specifically the prime players in the other segments of the economy view the bank
industry as a bother in the economy as a whole. They considered that persons with this kind of view, think the banks are present to
take advantage through the means of high interest rates and high miscellaneous service charges from customers. This a problem of
hoarding and not providing. According to Obiefule (2012) corporate identity is the typical and recognized behaviour, atmosphere,
value, positions, business activities and thought process in a particular firm that makes it differ from the others. Corporate image
management enhances organizational profitability through sound public relations, advertisement, corporate identity and corporate
goodwill are significant predictors of organizational profitability in commercial banks in Nigeria. It is therefore important for
commercial banks to improve on their public relations, advertisement, corporate identity and corporate goodwill thereby leading to
improved organizational profitability (Ogbari et al., 2016; Malik & Malik, 2022).

2.0 Methodology of the Study

For this research, the quantitative survey design was adopted. The selected population for this study are the employees sourced from
selected branches from the Human Resource department of First Bank Plc and Guaranty Trust Bank, Lagos State. The total
population of employees in the selected branches are as follows; CMD Ikosi Road, Lagos, Nigeria, GTBank Plc: 52 employees, First
Bank Plc: 44 employees, Ajao Estate, Lagos, Nigeria, GTBank Plc: 47 employees and First Bank Plc: 43 employees. However, due
to the small amount of the population size, 186 questionnaires were administered to the commercial banks. The data collection of
respondents from sampling techniques used includes; the non-probability method and probability method. The sample technique used
is that of probability sampling methods. There is a chance of selection for each individual. Thus, this study puts into consideration
each individual.

Questionnaires structured for the purpose of getting data relevant to the hypothesis was administered to the respondents. The
partitioning of the questionnaire was into three segments which are: A, B and C. Section A included bio-data; personal questions
about the respondent for example, gender, age, marital status, educational background etc. Section B includes questions pertaining to
questions on corporate image management and Section C deals with questions concerning organizational profitability. The



questionnaire made use of the 5-likert scale approach, where the respondents were requested to signify their responses via “Strongly
Agree”, “Agree”, “Undecided”, “Disagree”, or “Strongly Disagree”. The hypothesis was tested with regression and correlation
analysis to show the level of consequence that ethical corporate image management had on organizational profitability.

3.0 Data Presentation, Analysis and Interpretation

The preliminary analysis of the questionnaire are presented. It is discovered that male and female respondents were 80 (50.6%) and
78 (49.4%) respectively. Therefore, the total number of respondents for this study is 158. Its age distribution is given as 111 (70.3%)
respondents are between age 20 -30, 35(22.2%) are between the ages of 31 - 40, 10 (6.3%) are between the age of 41-50 years, and 2
(1.3%) are above 51 years of age for this study. The educational attainment of the respondent are: 33 (20.9%) of the respondents
were WAEC/O’LEVEL holders, 95 (60.1%) were HND/B.Sc./B. A holders, another 27 (17.1%) of the respondents had
M.Sc./MBA/MA and 3 (1.9%) had P.HD/OTHER degree. Of the answerers’ working experience/patronage, 116 (73.4%) of them
that worked below 5 years, 29 (18.4%) have worked between 6-10 years, 9(5.7%) have worked between 11-15 years,4 (2.5%) of
them have experience for over 21 years. The responders’ position within the organization are 92 (58.2%) are in lower management
level, 57 (36.1%) are middle management level and 9 (5.7%) in peak management level.

3.1 Hypothesis 1
Ho: public relation does not significantly influence customer satisfaction.
Hi: public relation significantly influences customer satisfaction.

3.1.1 Regression

The research shown that there is connection between public relation and customer satisfaction with r=0.274, R-Square is the amount
of difference in the responding variable which is forecast via predictor variable. This showed difference of 7.5% exists between
public relation and customer satisfaction.

Table 1: ANOVA?

Model Sum of Squares df Mean Square F Sig.
. Regression 3.901 1 3.901 12.708 000
Residual 47.893 156 307
Total
51.795 157

The F-value = 12.708, that is, Mean Square Regression (3.901) divided by Mean Square Residual (.307). From the table, this model
has statistical significance at 0.000), so Ho should be rejected. Hence, public relation significantly influences customer satisfaction.

at F 1,157y = 12.708. So, H.is accepted.

The correlation revealed the contributions of public and customer satisfaction and their level of significance. (PURE; B =.382;
t=3.565; p<.05).

3.1.2:Decision
Given significant levels below 0.05, the rejection of Hy and the acceptance of Hiwas further rationalized. It can therefore be
concluded that public relation significantly influences customer satisfaction.

3.2 Hypothesis 2
Ho: there are no significant relationships among advertisement and sales volume
Hy: there are significant relationships among advertisement and sales volume

The correlation Coefficient revealed the nature of relationship that exists among advertisement, sales volume and market share. It
was observed from the table that all the variable items from the three variables have significant correlations with one another.
Consequently, the overall relationship between advertisement and sales volume is r =.476 @0.0001 significant level and overall
relationship between advertisement and market share is r =.315 @0.0001 significant level.

Decision; since the significance level is below .05, then we reject Ho and accept H.. The implication is that there are significant
relationships among advertisement, sales volume and market share.

3.3 Hypothesis 3

Ho: corporate identity does not have significant outcomes on customer loyalty

Hs: corporate identity has significant outcomes on customer loyalty

The research shown that there is connection between corporate identity and customer loyalty with r=.475, R-Square is the portion of
variation in the outcome variable that is envisaged from the predictor variable. The figure showed 22.6% variation between
corporate identity and customer loyalty.

Table 2: ANOVA?



Model Sum of Squares | df Mean Square | F Sig.
1 Regression 13.619 1 13.619 45.543 .000°
Residual 46.651 156 .299
Total 60.271 157

The F-value =45.543is division of the Mean Square Regression (13.619) by the Mean Square Residual (.299). The result shows
statistical significance at.000 for the model, leading to the rejection of Hy. So, corporate identity has significant impact on customer
loyalty at F 1,157y = 45.543, leading to the acceptance of Hi. The coefficient of the study revealed the contributions of corporate
identity and customer loyalty and their level of significance. (CORPIDENT; B =.387;, t=6.749; p<0.05).

Decision
Here, significance level of below .05 justifies the rejection of H, and acceptance of Hi. So, we conclude that corporate identity has
substantial impact effect on sales volume.

3.4 Hypothesis 4
Ho: No significant interrelationship exists between corporate goodwill and market share
Ha: Significant interrelationship exists between corporate goodwill and market share

The correlation Coefficient Matrix revealed the nature of relationship that exists between corporate goodwill and market share. It
was observed from the table that all the variable items from the two variables have significant correlations with one another.
Consequently, the overall relationship between corporate goodwill and market share is r =.290 @0.0001 significant level.

Decision; since the significance level is less than .05, Hy is rejected andHj is accepted the alternate hypothesis. The implication is that
significant relationship exists between corporate goodwill and market share

3.5 Hypothesis 5

Ho: corporate image management has no significant effect on organizational profitability.

Hs. corporate image management has significant effect on organizational profitability.

The research revealed that there is connection between corporate image management and organizational profitability with r=.598, R-
Square is the percentage difference in the outcome variable that the predictor variable accounts for. This figure showed that 35.8%
difference of between corporate image management and organizational profitability.

Table 3: ANOVA?

Model Sum of Squares | df Mean Square F Sig.
1 Regression
12.541 1 12.541 86.805 .000°
Residual
22.538 156 144
Total
35.079 157

The F-value =86.805is the division of Mean Square Regression (12.541) by the Mean Square Residual (.144). Here, the outcome of
the model has substantial significance at .000, resulting in the rejection of Hy. Hence, corporate image management has significant
effect on organizational profitability at F 1,157y = 45.543, leading to the acceptance of Hi. The coefficient of the study revealed the
contributions of corporate image management and organizational profitability and their level of importance. (CORPIMAGE; B =.603;
t=9.317; p<0.05).

4.0 Results and Discussions
The significance level of below .05 for this item, further substantiated that Ho be disregarded while the substitute hypothesis is
acknowledged. Hence, the conclusion that corporate image management has significant effect on organizational profitability.

5.0 Conclusions and Recommendation

The first hypothesis is “public relation significantly influences customer satisfaction”. Responses to questions relating to the
variables in particular were analysed using the linear regression, public relation was found to be a significant influencer of customer
satisfaction at .000 significant level. Hois then rejected and Hsis then accepted confirming the with the view of Aamer et al. (2016)
who states that public relations plays a role in satisfying the needs of the public. The second hypothesis is “There are significant
relationships among advertisement and sales”. Responses to questions relating specifically to advertisement and sales volume were
analyzed and following the statistical test, a significant relationship between the three concepts was discovered at a 0.01 significance
level, leading to the rejection of Ho and acceptance of Hywhich is consistent with findings of empirical studies (Ivanovic & Collin,



2003; Harris & Seldon, 1959; Roberts& Pettigrew, 2007). Thus, inferring advertising as a trigger of incredible trade persuasion tool
for customers goods and services which influences business and in turn develops image and nurtures goodwill (Pressey, 2016).

The third hypothesis; “corporate identity has significant effect on customer loyalty” Responses to questions relating to the variables
in particular were analyzed using the linear regression, it was discovered that corporate identity has a significant effect on sales
volume at .000 significant level, hence, the rejection of Hy and acceptance of Hi. This correspond with the view of Waithaka (2014),
who claimed that operations of corporate identity management mediates characteristics of firms in terms of corporate image and
brand performance. The fourth hypothesis is substantial association exists between corporate goodwill and market share. Responses
to questions relating specifically to between corporate goodwill and market share were analyzed and following the statistical test, a
significant relationship between the two concepts was discovered at a .01 significant level, resulting in the rejection of Ho and
acceptance of Has consistent with the view of Tretyakov (2013) who examined the role of goodwill in understanding the financial
position of the company in playing amendment yardsticks for other elements of the organization.

The fifth hypothesis is “corporate image management has significant effect on organizational profitability” Responses to questions
relating to the variables in particular were analyzed using the linear regression, it was discovered that corporate image management
has a substantial impact on firms’ profitableness at .000 significant level, leading to the rejection of Ho and acceptance of Hi. The
null hypothesis is then rejected and the alternative hypothesis is then accepted. This study is consistent with the view of Ijabadeniyi
(2018). They argued that corporate pointers, which includes corporate reputation and corporate image, are possibly applicable and
efficient instruments used to reduce consumer uncertainty regarding brands in developing markets and hence, potentially cause an
increase in the product brand equity. Following the findings of this study, it is therefore imperative to conclude that the adoption of
corporate image management play significant role in enhancing organizational profitability. Specifically, this study concludes that
public relations, advertisement, corporate identity and corporate goodwill are significant predictors of organizational profitability in
commercial banks in Nigeria. It is therefore important for commercial banks to improve on their public relations, advertisement,
corporate identity and corporate goodwill thereby leading to improved organizational profitability.

6.0 Acknowledgement

Authors of this research work articulate sincere gratitude to Covenant University, Ota, Nigeria for full financial support of
publishing this research paper.

7.0 References of the Study

Aamer, S. M., Al Shamsi, S. O., Kendi, M. A., Al Darei, T. H. & Al Shamsi, A. R. (2016). Public Relations and Customer Service.
Higher Education of Social Science, 10(1): 38-46.

Amaihian, A. B., Ogunnaike, O. O., Omankhanlen, E. A. & Peter, F. O. (2022). Optimisation of Queueing Efficiency and
Performance of Nigeria Commercial Banks. American Journal of Research in Business and Social Sciences, 2(4): 1-13.

Albert, S. & Whetten, D. A. (1985). Organizational Identity. Research in Organizational Behaviour, 3(4): 77-89.

Amaka, O. S. & Campus, E. (2012). The Role of Corporate Image Management on Bank's Performance a Comparative Study of First
Bank Plc and Union Bank Plc (Doctoral Dissertation, Master Thesis).

Belasen, A. & Frank, N. (2008). Competing Values Leadership: Quadrant Roles and Personality Traits. Leadership & Organization
Development Journal, 29(2): 127-143.

Collin, P. & Ivanovic, A. (2003). Dictionary of Marketing. Bloomsbury.

Dutton, J. E. & Dukerich, J. M. (1991). Keeping an Eye on the Mirror: Image and Identity in Organizational Adaptation. Academy of
Management Journal, 34(3): 517-554.

Gioia, D. A., Schultz, M. & Corley, K. G. (2000). Organizational Identity, Image, and Adaptive Instability. Academy of Management
Review, 25(1): 63-81.

Harris, R. & Seldon, A. (1959). Advertising in a Free Society. Institute of Economic Affairs.

ljabadeniyi, A. (2018). Exploring Corporate Marketing Optimisation Strategies for the Kwazulu-Natal Manufacturing Sector: A
Corporate Social Responsibility Perspective (Doctoral Dissertation).

Jooda, D. T., Ladokun, I. O., Ayo-Oyebiyi, G. T. & ljiwole, A. A. (2022). Mediating Effect of Impulsive Buying on the Relationship

between Financial Behavior, Materialism, and Savings Decision of Generation Z. American Journal of Research in Business and

Social Sciences, 2(1): 1-11.

Malik, A. F. & Malik, A. H. (2022). A Study of Financial Performance of Small-Scale Industries in Kashmir. American Journal of
Research in Business and Social Sciences, 2(1): 1-6

Martinez, P., Pérez, A. & Del Bosque, I. R. (2014). CSR Influence on Hotel Brand Image and Loyalty. Academia
Revistalatinoamericana De Administracion, 27(2): 267-283.



Ogbari, M. E., Oke, A. O., Ibukunoluwa, A. A., Ajagbe, M. A. & Ologbo, A. C. (2016). Entrepreneurship and Business Ethics:
Implications on Corporate Performance. International Journal of Economics and Financial Issues, 6(3S): 50-58.
Onakpa, S. M. & Alfred, O. G. (2022). Influence of Social Media Covid-19 Messages on the Lifestyle of Students in Two Nigerian

Universities. American Journal of Research in Business and Social Sciences, 2(2): pp. 1-9.

Pressey, A. D. (2016). Forgotten Classics: Advertising in a Free Society, By Ralph Harris and Arthur Seldon (1959). Journal of
Historical Research in Marketing, 8(1): 174-196.

Ravenswood, K. (2011). Eisenhardt's Impact on Theory in Case Study Research. Journal of Business Research, 64(7): 680-686.

Richard, J. E., & Zhang, A. (2012). Corporate Image, Loyalty, and Commitment in the Consumer Travel Industry. Journal of
Marketing Management, 28(5-6): 568-593.

Roberts, M. & Pettigrew, S. (2007). A Thematic Content Analysis of Children’s Food Advertising. International Journal of
Advertising, 26(3): 357-367.

Shu’ara, J. (2021). Consumer Perception of Food Security during the Period of Covidl9 Pandemic. American Journal of
Multidisciplinary Research in Africa, 1(2): 1-8.

Shu’ara, J. (2021). Consumer Education as a Strategy for Sustaining Human Rights and National Security in Nigeria. American
Journal of Research in Business and Social Sciences, 1(2): 1-8.

Tretyakov, 1. (2013). The Role of Goodwill in Understanding the Financial Position of a Company.

Waithaka, T. W. (2014). Corporate Identity Management Practices, Organizational Characteristics, Corporate Image and Brand
Performance of Kenyan Universities (Doctoral Dissertation, School of Business, University of Nairobi).

Yamashiro, Y. (2015). Conceptual Expansion into Organizational Identity Change. Annals of Business Administrative Science, 14(4):
193-203.



	Ethical Corporate Image Management on Organizational Profitability: A Study of Commercial Banks in Nigeria
	6.0 Acknowledgement
	Authors of this research work articulate sincere gratitude to Covenant University, Ota, Nigeria for full financial support of publishing this research paper.
	7.0 References of the Study


