
 

 

Influence of Corporate Communication Practices on Corporate Identity in The 
Banking Industry A Case of Equity Bank Limited 

 
 

by 

 

Maureen Wachuka Mutahi  

 

A thesis presented to the School of Communication 

of 

 

Daystar University 
Nairobi, Kenya 

 
 
 

In partial fulfillment of the requirements for the degree of 

 

MASTER OF ARTS 
in Communication 

 

 

October 2021 

  

Daystar University Repository

Library Archives Copy



 

ii 
 

 

APPROVAL 

INFLUENCE OF CORPORATE COMMUNICATION PRACTICES ON 
CORPORATE IDENTITY IN THE BANKING INDUSTRY: A CASE OF EQUITY 

BANK LIMITED 
 

by 

 

Maureen Wachuka Mutahi 
14-2604 

 

In accordance with Daystar University policies, this thesis is accepted in partial 
fulfilment of requirements for the Master of Arts degree. 

 

                                                            Date: 

___________________________    ___________________ 
Robert Aswani, MA,  
1st Supervisor  
 

_____________________________    ____________________ 
Felix Odhiambo, MSc., 
2nd Supervisor  
 

______________________________   _____________________ 
Kinya Mwithia, PhD, 
HoD, Strategic and Organisational Communication 
Department 
 
 
________________________________   _____________________ 
Levi Obonyo, PhD, 
Dean, School of Communication 
  

Daystar University Repository

Library Archives Copy



 

iii 
 

 

Copyright©2021 Maureen Wachuka Mutahi 

Daystar University Repository

Library Archives Copy



 

 

DECLARATION 

INFLUENCE OF CORPORATE COMMUNICATION PRACTICES ON 
CORPORATE IDENTITY IN THE BANKING INDUSTRY: A CASE OF EQUITY 

BANK LIMITED 
 

 

 

 

 

I declare that this thesis is my original work and has not been submitted to any other 
college or university for academic credit. 

. 

 

 

 

 

 

Signed: _____________________________  Date: _____________________ 
              Maureen Wachuka Mutahi 
              14-2604 

 

  

Daystar University Repository

Library Archives Copy



 

v 
 

 

ACKNOWLEDGEMENTS 

I would like to express my special thanks of gratitude to my lovely family for 

standing with me during this process, for the encouragement and prayers. My Papa & 

Mum your support is very much appreciated. To my siblings, Kevin & Sonni. thank 

you so much.  

Secondly, I would like to thank my supervisors, Robert Aswani and Felix 

Odhiambo, it has been a long process, but you have supported me all along. Asante 

Sana. 

  

Daystar University Repository

Library Archives Copy



 

vi 
 

 

TABLE OF CONTENTS 

 

APPROVAL ....................................................................................................................... ii 
DECLARATION ............................................................................................................... iv 

ACKNOWLEDGEMENTS ................................................................................................ v 

TABLE OF CONTENTS ................................................................................................... vi 
LIST OF TABLES ........................................................................................................... viii 
LIST OF FIGURES ........................................................................................................... ix 

LIST OF ABBREVIATIONS AND ACRONYMS ........................................................... x 

ABSTRACT ....................................................................................................................... xi 
DEDICATION .................................................................................................................. xii 
CHAPTER ONE ................................................................................................................. 1 

INTRODUCTION AND BACKGROUND OF THE STUDY .......................................... 1 

Introduction ............................................................................................................... 1 

Background to the Study ........................................................................................... 2 

Statement of the Problem .......................................................................................... 8 

Purpose of the Study ............................................................................................... 10 

Research Objectives ................................................................................................ 10 

Research Questions ................................................................................................. 10 

Justification for the Study ....................................................................................... 10 

Significance of the Study ........................................................................................ 11 

Assumptions of the Study ....................................................................................... 12 

Scope of the Study .................................................................................................. 13 

Limitations and Delimitations of the Study ............................................................ 13 

Definition of Terms ................................................................................................. 14 

Summary ................................................................................................................. 15 

CHAPTER TWO .............................................................................................................. 16 

LITERATURE REVIEW ................................................................................................. 16 

Introduction ............................................................................................................. 16 

General Literature Review ...................................................................................... 20 

Empirical Literature Review ................................................................................... 28 

Conceptual Framework ........................................................................................... 30 

Discussion ............................................................................................................... 33 

Summary ................................................................................................................. 35 

CHAPTER THREE .......................................................................................................... 36 

RESEARCH METHODOLOGY...................................................................................... 36 

Introduction ............................................................................................................. 36 

Research Design ...................................................................................................... 36 

Population ............................................................................................................... 36 

Target Population .................................................................................................... 37 

Sample Size ............................................................................................................. 37 

Sampling Technique................................................................................................ 38 

Data Collection Instruments .................................................................................... 39 

Data Collection Procedures ..................................................................................... 40 

Pretesting ................................................................................................................. 40 

Data Analysis Plan .................................................................................................. 42 

Ethical Considerations ............................................................................................ 43 

Daystar University Repository

Library Archives Copy



 

vii 
 

 

Summary ................................................................................................................. 44 

CHAPTER FOUR ............................................................................................................. 44 

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION ............................. 44 

Introduction ............................................................................................................. 44 

Analysis and Interpretation ..................................................................................... 45 

Summary of Key Findings ...................................................................................... 76 

Summary ................................................................................................................. 79 

CHAPTER FIVE .............................................................................................................. 81 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATIONS .............................. 81 

Introduction ............................................................................................................. 81 

Discussions of Key Findings ................................................................................... 81 

Conclusion .............................................................................................................. 88 

Recommendations ................................................................................................... 89 

Recommendations for Further Research ................................................................. 89 

REFERENCES ................................................................................................................. 90 

APPENDICES .................................................................................................................. 96 

Appendix A: Staff Questionnaire ............................................................................ 96 

Appendix B: Participant Consent Form ................................................................ 103 

Appendix C: Ethical Clearance ............................................................................. 104 

Appendix D: Research Permit ............................................................................... 105 

Appendix E: Equity Bank Research Approval...................................................... 106 

Appendix F: Plagiarism Report ............................................................................. 107 

 
 

Daystar University Repository

Library Archives Copy



 

viii 
 

 

LIST OF TABLES  

Table 4.1: External Communication Practices at Equity Bank ................................... 51 

Table 4.2: Effective External Communication Practice at Equity Bank ..................... 55 

Table 4.3: Corporate Culture at Equity Bank ............................................................. 57 

Table 4.4: Description of Corporate Culture at Equity Bank ..................................... 60 

Table 4.5: Internal Corporate Communication ........................................................... 62 

Table 4.6: Use of Internal Communication Practice at Equity Bank .......................... 65 

Table 4.7: Stakeholder Management Practices at Equity Bank .................................. 67 

Table 4.8: Whether Equity Bank Was Effective in Stakeholder Management ............. 70 

Table 4.9: Corporate Identity of Equity Bank ............................................................. 72 

Table 4.10: Bivariate Correlation Matrix ................................................................... 73 

Table 4.11: Multivariate Regression Model Summary ................................................ 74 

Table 4.12: Multivariate Regression ANOVA ............................................................. 74 

Table 4.13: Multivariate Regression Coefficients ....................................................... 75 

 
 

 

 

 

 

 

 

 

 

  

Daystar University Repository

Library Archives Copy



 

ix 
 

 

LIST OF FIGURES 

Figure 4.1: Respondents’ Gender ................................................................................ 45 

Figure 4.2: Age Distribution of Respondents .............................................................. 46 

Figure 4.3: Respondents’ Highest Educational Qualification .................................... 47 

Figure 4.4: The Number of Years Respondents Worked in the Bank .......................... 47 

Figure 4.5: Respondents’ Level of Management in the Bank ...................................... 48 

Figure 4.6: Number of Years Respondents Served in the Current Position ................ 49 

 
  

Daystar University Repository

Library Archives Copy



 

x 
 

 

LIST OF ABBREVIATIONS AND ACRONYMS 

AGM  Annual General Meetings 

BIRS  Benue State Internal Revenue Service Board 

CEO  Chief Executive Officer 

CSR  Corporate Social Responsibility 

EBL  Equity Bank Limited 

KCB  Kenya Commercial Bank 

NACOSTI National Commission for Science, Technology and Innovation 

  

Daystar University Repository

Library Archives Copy



 

xi 
 

 

ABSTRACT 

The purpose of this study was to investigate the influence of corporate communication 

practices on the corporate identity of Equity Bank Limited (EBL). The objectives 

were to investigate external communication practices adopted by EBL in enhancing 

the corporate identity, assess how corporate culture at EBL related with the bank’s 

corporate identity, analyze the role of internal corporate communication practices at 

EBL in relation to corporate identity, and find out how EBL stakeholder management 

practices were used in shaping the bank’s corporate identity to the external 

stakeholders. Two theories were applied to guide the study: organization identity 

theory and organizational image management theory. These theories were applied in 

the study to provide a framework that explains the relationship that may exist between 

integrated corporate communication and corporate image. The study used both 

qualitative and quantitative methods to collect data. 154 respondents (10.07% of the 

total population) formed the sample size for the study. The study findings showed that 

top executives of EBL focused on communication as a management capability to a 

very high extent as indicated at 45(34.6%). It was also established that EBL, through 

its external communication, had facilitated teamwork and partnership with various 

stakeholders who were outside the formal structure of the organization (at 60%). The 

study recommends the need for EBL to properly manage its communication and 

information flow within it and amongst its numerous publics. Also, further research 

can be carried out to show the importance of corporate communication strategies and 

internal communication policies in organizations. 
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND OF THE STUDY 

Introduction 

This chapter looked at the influence of corporate communication practices on 

corporate identity and its benefits to the banking industry. The study also focused on 

the banking industry and corporate identity, and some of the studies carried out 

internationally, regionally, and locally on the factors that influence corporate 

communication practices on corporate identity and its benefits to the banking 

industry. 

This study chose Equity Bank Limited (EBL) (one of the leading banks in 

Kenya) as a case of corporate identity. EBL offers a broad range of banking services. 

It has a fresh new look with a new logo and website. It dropped the name Group, 

Bank, Insurance or Investment and has emphasized on the use of the word mark (logo 

type) “Equity” that makes it stand out in its commitment to transformation and 

regional expansion. The rebranding of the bank through the logo and the adoption of 

only the word mark “Equity”, symbolizes that its products which includes banking, 

insurance and investment is now under one roof. The brand’s new logo incorporated 

the balance between the house graphic element and the (word mark) logotype that 

makes it different from the previous identity. The color palette of the brand too 

changed and used two swatches hence the logo making the logo visible.  

This study therefore highlighted the profile of EBL, introduced the problem 

statement, purpose of the study, and research objectives. The research then discussed 

practical and academic justifications within this chapter and the significance of the 

study to both the academic and practical fields. Assumptions of the study and the 
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scope have been briefly outlined. Limitations and delimitations in relation to the study 

have also been discussed. Finally, this chapter has a section where key terms were 

defined as used in the research. 

Background to the Study 

Corporate communication (CC) as a practice, has implications for professional 

development programs worldwide (Van Riel & Fombrun 2007). CC, according to 

Steyn (2012) and Cornelissen, (2008) is a strategic organization function aimed at 

building trust with both the internal and external audiences, to engender a responsible 

and accountable corporate culture in an organization. Also based on Cornelissen’s 

definition, CC should promote the understanding of transparency in an organization 

for reputation management and the knowledge that writing is also a key skill for CC 

best practice.  

According to Goodman (2004), CC practices refer to a variety of management 

functions that are tactful. CC practices include promotion of public image, marketing 

and crisis emergency communication, corporate citizenship and reputation 

management, media and investor relations, government relations, management 

communication, branding, and publicity. Consequently, corporations used CC to 

motivate, persuade and inform employees and the public as well. 

Ihator (2004) argued that having adequate knowledge about corporate 

communication puts the company in the limelight in an information-driven era for 

strategic planning. Ihator further stated that CC is more of an art oriented than 

science. Therefore, it is an inter-disciplinary depiction of the various findings of 

anthropology, communication, language and linguistics, management and marketing, 

sociology, and psychology.  
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In another study by Dolphin and Ying (2000), CC was found to play an 

important role in the strategic planning of an organization because corporate branding, 

image, and identity are very important elements. Further, Harvey, Tourky, Knight, 

and Kitchen (2017) postulated that corporate communication is made up of three 

interactive dimensions including human resource management, marketing 

communications and public relations. Then lastly, findings in the study by Varey 

(1997) gave a summary that corporate communication has emerged through the 

merging around of key business processes including, personnel marketing, employee 

communications, public relations, and quality management. However, a study by 

Zerfass, Verčič, Nothhaft, and Werder (2018) signaled that, integration of 

communication functions, may lose the main objectives of the whole process on both 

internal and external communications which gives more insights and more activities 

are involved.  

Corporate Identity 

Corporate identity can be regarded as a collection of meanings through which an 

a company identifies itself and which allows people to use to describe, remember, or 

form a relation with the organization (Balmer & Greyser, 2011). Corporate identity is 

revealed through the organization’s communication, behavior, and symbolism by both 

the internal and external audiences. Corporate identity is also geared towards presenting 

the organization to diverse stakeholders. It is an organization’s unique positioning, and it 

integrates the organization’s communication, design and structure, culture, behavior and 

norms, and the strategy (Amujo & Otubanjo, 2012). 

Corporate identity can be summarized as an organization’s inbuilt character; 

that it stands for and can be accountable for. It also includes the vision and values of 
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the organization which distinguish it from other organizations (Cornelissen, 2017). 

Corporate identity can also be described as a well-organized and operative self-

presentation of a company, internally and externally - which is based on a negotiated 

philosophy, long term company or organizational goals, and a distinct image the 

company or organization wishes to project (Harvey et al., 2017). It also encompasses 

the intention to use every instrument at the company or organization’s disposal as one 

unit to achieve desired behavior, symbolism, and communication intentions. 

Therefore, corporate communications practices influence the corporate identity of an 

organization (Cornelissen, 2017). 

According to Balmer (2012), a strong corporate identity strengthens the brand 

image of an organization and supports in the marketing of its activities. When there is 

consistency in the presentation of a corporate identity in its programs, a positive and 

lasting impression of the organization is created. An organization’s value increases 

every time its corporate identity is presented properly and decreases every time this 

image is misrepresented. 

If an organization invests in a good corporate distinctiveness, then clients are 

more likely to identify with them and remain loyal to them. This signifies a sign of 

long life which is attractive to clients and desirable to any potential investors. It is a 

sign that the organization is serious about success and a dependable leader in the 

industry. An effective corporate identity expresses the organization’s ideals, its 

motives and objectives which altogether express business outlook and purpose. The 

ability to create a consistent corporate identity which is functional gives the 

organization recognition, remembrance, and respect among its stakeholders (Balmer, 

2012). 
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King and Whetten (2008) also argued that an organization’s identity needs to 

be value based by portraying the organization as a social sector thus defining who 

they really are as an organization. Identity is seen as a fundamental concept that is 

used to explain the organization, its distinguishing features, and attributes which 

reflect its membership as a social category and identity. 

Banking and Corporate Identity 

Corporate identity is a multi-dimensional strategic platform through which a 

bank or banking system defines who it is, what it stands for, why it is different and 

why that difference matters to the public (Van Riel & Fombrun, 2004). It is also made 

up of a strategy of how an organization will achieve its vision, live its mission, 

operationalize its business, and create a planned differentiating and outstanding 

experiences of value for all stakeholders. Stakeholders include everyone from 

leadership, physicians, staff, partners, alliances, customers, and the communities a 

hospital serves (Kotler, 2008). 

According to Melewar (2006), corporate brand identity is a strategic tool and 

an important source of sustainable advantage, which provides numerous benefits to 

the organizations. Corporate design which is a constituent of corporate identity also 

encompasses the external outlook of the bank in reference to the conduct, philosophy, 

language, and culture. Furthermore, Kotler (2008) stated that corporate identity can be 

understood as an organization’s distinctive ‘how’ that is how an organization 

develops and delivers its services and programs, how an organization acts, how an 

organization communicates and how an organization relates to all its stakeholders 

inside and outside. The ‘how’ of a bank or a financial system creates the 

differentiation that not only drives choice, but also gives stakeholders a valid reason 
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to transform a choice into a preference. When a bank or financial system becomes a 

preferred choice in its market, it is seen to efficiently drive loyalty, increase 

recommendation behaviors, gain a competitive advantage, and produce top line 

growth. 

Balmer and Stotvig (1997) stated that in the modern-day banking industry, 

banks should have an operational plan. The incorporation of a strong corporate 

identity has been seen to be effective strategy for banks in distinguishing itself from 

other competitors. Banks with a strong and favorable identity are preferred by 

customers and receive referrals. Thus, a strong bank identity is customer loyalty, 

retention, and the acquisition of new customers (Nguyen & LeBlanc, 1998). An 

organization’s degree of attractiveness and visibility represents its visual identity. 

Therefore, banks should strive to train and educate their employees on provision of 

high-quality service to customers (Flavian, Torres, & Guinaliu (2004). This is because 

the level of service quality and how it is provided influences the customers’ entire 

image of the business. Hence, it is important to always remind employees on the 

importance of providing high quality services. 

Communicating Corporate Identity in Banking Industry 

Research conducted by Van Riel (1992) revealed that currently, banks and 

insurance companies have developed increasing usage of communication strategies 

hence the understanding of corporate goals. Moreover, most banks spend about 60-70 

percent of their budgets on marketing and disseminating information. The study 

further revealed that brand identifications such as logos, slogans, and color are 

inseparable from the image an organization wishes to create for itself.  
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According to Carroll (2013), corporate image can be achieved by the 

promotion of the corporate identity through a corporate strategy. This is determined 

by having key communication to highlight the product or service performance. An 

understanding of all internal and external stakeholders’ perceptions of the 

organization is critical in aligning corporate communication with the brand messages 

to prevent contradictions. As stated by Le Roux and Snyman (2007), identity and 

image are created by the organization when it interacts with its different publics, these 

refers to symbols, communication, and behavior as the corporate identity mix. The 

mentioned studies are also supported by Garbett (1988) study findings in that, 

attaining a strong image depends on the management of the corporate identity and 

practices based on conduct, communication and symbolism over time. 

Corporate identity is also a result of both the attitude and behavior of staff and 

the external perceptions of an organization’s culture (Carroll, 2013). Furthermore, 

significant stakeholder clusters such as institutional investors depend on a business’s 

emotional appeal, a strong corporate brand and image, which act as determining 

factors for a company investment alongside the CEO’s profile and a clear 

communication of the corporate strategy (Johan & Noor, 2013). Investing largely in 

corporate communication and spending more time to create more awareness has a 

positive effect on corporate reputation and image.  

State of the Corporate Communication Practice in Equity Bank Limited 

Equity Bank Limited was merged in 2014 due to corporate restructuring of 

Equity Group Holdings Limited. Before restructuring in 2014, Equity Group Holdings 

functioned as a licensed bank and as a holding company for its subsidiaries (Mokaya 

& Kipyegon, 2014). 
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The EBL is one of the leading banks in Kenya with around 9.2 million 

customers. It has operations in six countries and is one of the most successful banks in 

the Eastern Africa region (Equity Bank Limited, 2015). However, in October 2019, 

Equity Group Holdings rebranded to Equity Bank with a new logo and identity. The 

new brand for Equity Bank dropped the name Group, Bank, insurance and Investment 

and they emphasized on the use of the wordmark (logotype) “Equity” that has enabled 

them standout in their commitment on transformation and regional expansion. This 

rebranding was a major milestone as the bank celebrated 35 years of existence and as 

having grown in market share in Kenya. The new logo has incorporated the balance 

between the house graphic aspect and the wordmark or logotype that makes it 

different from the previous identity (Equity Bank Limited, 2019). 

The EBL has a communication and advertising department that deals with 

advertising and corporate communication. The role of the department is to plan, 

develop and implement public relation strategies, liaise with the retained public 

relations agency on media related issues which include production and dissemination 

of press releases and background notes, researching, writing, and distributing of 

broadcast materials to targeted media. 

The department also has a role of collecting and evaluating media coverage, as 

well as writing and editing in-house magazines, supplements, advertorials, case 

studies, articles, speeches, annual reports and coordinating photo opportunities. The 

role of the department also entails organizing events including Annual general 

Meetings (AGMs), press conferences, investor briefings, press tours, maintaining and 

updating information on the organization’s website, and sourcing and managing 

speaking and sponsorship opportunities (Equity Bank Limited, 2015). This study 
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hence assessed how the department plays these roles and how it communicates with 

the different publics. The role of the communication to EBL’s corporate identity was 

also assessed. 

Statement of the Problem 

Corporate communication is a strategic organization function that is centered 

on building trust with the internal and external audience and ensures dependable and 

accountable corporate culture in an organization (Steyn, 2012). On the other hand, 

corporate identity is a collection of meanings through which an organization identifies 

itself and which allows people to use in describing it, remember it, or form a relation 

with (Balmer & Greyser, 2011).  

The EBL has endeavored to communicate to the various publics through the 

traditional as well as the new media. Prior to 2014 when Equity Group Holdings 

Limited was restructured to EBL, the bank functioned operated as a licensed bank and 

as a holding company for its subsidiaries. After EBL was adopted, the bank became 

one of the leading in Eastern Africa region with around 9.2 million customers in six 

countries (Equity Bank Limited, 2015). The latest rebranding came in October 2019 

where Equity Bank adopted a new logo and identity, with the new wordmark 

(logotype) “Equity”.  

Currently, EBL strives to maintain the identity in the competitive banking 

sector by adopting a fully-fledged communication and advertising department which 

deals with corporate communication activities, including communication strategies 

and plans, public relations activities, event planning, research, in-house production, 

sponsorships, advertorials, among others (Equity Bank Limited, 2019).  
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The communication and advertising department clearly shows evidence of 

corporate communication practices as portrayed above by Cornelissen (2008) studies. 

Therefore, this study sought to investigate whether the corporate communication 

practices adopted by EBL has an influence on corporate identity in the banking 

industry. 

Purpose of the Study 

The purpose of this study was to investigate the influence of corporate 

communication practices on the corporate identity of Equity Bank. 

Research Objectives 

1. To investigate external communication practices adopted by EBL in enhancing 

the corporate identity  

2. To assess how corporate culture at EBL related with the corporate identity 

3. To analyze the role of internal corporate communication practices at EBL in 

relation to corporate identity 

4. To find out how EBL stakeholder management practices were used in shaping 

corporate identity to the external stakeholders 

Research Questions 

1. What are the external communication practices adopted by EBL in enhancing 

corporate identity? 

2. What is the relationship between corporate culture and corporate identity at EBL? 

3. How are stakeholder management practices adopted by EBL used in shaping 

corporate identity with the external stakeholders? 
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4. What role do internal corporate communication practices play at EBL in relation 

to corporate identity? 

Justification for the Study 

The projections portend that communication aptitude is turning into a vital 

success feature for businesses in the coming days, with the clear understanding of 

communication (Zerfass & Sherzada, 2015). Over the years, corporate communication 

has been seen as writing broadcast releases and media relations, or staff presentation 

and concession skills (Carroll 2013). Consequently, it is very important that 

communication is broadly viewed and seen as a function that traverses and 

encompasses the entire organization. This means having both internal communication 

in the organization and communication with customers and publics outside the 

organization. Furthermore, today businesses depend on their success on 

communication, on interaction with stakeholders, partners, sponsors, and other 

publics in order to raise their profiles (Cornelissen, 2014).  

This study looks at communication as an intangible organizational asset which 

can be used to enhance the organization identity with the publics. Previous studies 

have focused on corporate communication as a process of just informing the public of 

what is happening in the organization without engaging them and applying it as a 

practicable strategic asset (Berger & Meng, 2014; Cornelissen, 2014; Bronn, 2014). 

Hence, do not dig deeper into how integrated corporate communication can be applied 

to enhance corporate identity. This study therefore sought to fill the knowledge gap by 

exploring how corporate communication practices are applied as a practicable 

strategic asset to enhance corporate identity of EBL.  
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Significance of the Study 

This study has findings that would be of value to EBL, other corporate bodies 

and communication professionals. First, the findings would be important to EBL as 

they will provide an in-depth insight into how corporate communication practices 

have played a role in influencing the different publics of the organization to enhance 

her corporate identity. The findings would hence be expected to lead to improvement 

in corporate communication at EBL to enable it to play its rightful role in enhancing 

corporate identity.  

The study would also be valuable to other organizations as they will be able to 

learn from the case of EBL and hence realign the corporate communication practices 

and processes to gain the effectiveness and outcomes desired. Other organizations will 

also learn about the challenges in corporate communication that have been 

encountered by EBL which would inform their policy and practice towards corporate 

communication. This may help the organizations in enhancing the corporate identities 

and value.  

The study would also be of importance to academia. The findings from the 

study can be used in providing more literary material on corporate communication 

and its effect on corporate image. The study would also have suggestions for further 

research which can provide researchers with areas that they can provide research 

contribution.  

Assumptions of the Study 

This study made the following assumptions: 

1. The respondents would give honest and accurate information 
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2. The EBL staff would participate positively in the study and that the 

findings gave an insight on the bank’s communication practices  

3. The respondents had knowledge on what corporate identity and how the 

new EBL identity had impacted her growth and visibility  

4. The study also assumed that EBL communication and advertising 

department had an impact on the bank’s corporate identity 

Scope of the Study 

This study sought to establish the effects of corporate communication on 

corporate identity of EBL. The study focused on the corporate communication 

practices at EBL, the effects of EBL’s corporate communication practices among its 

publics, the challenges on the effectiveness of corporate communication and how 

EBL had modelled corporate communication as an organization asset. The study was 

conducted through a questionnaire survey and an interview schedule to employees of 

EBL in the head office of the organization in Nairobi. Though EBL has 173 branches 

in Kenya, corporate communication is a strategic process which is determined by the 

company’s top leadership and hence providing views from the head office was 

enough for the study to get a feel of corporate communication in the bank.  

Limitations and Delimitations of the Study 

The study faced several limitations. First, some of the respondents sampled 

declined to participate in the study due to privacy concerns and misconceptions about 

the study. To deal with this challenge, the researcher assured all respondents of the 

confidentiality of their participation and responses. Moreover, the researcher also 

assured the respondents that the responses they provide would only be applied for the 
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academic study. To attest to this, copies of the introduction letter and research permit 

were attached to each questionnaire.  

Another limitation of the study came from its design as a descriptive case 

study of EBL. Though a descriptive case study is important in providing a deeper 

insight into a single entity, the results from such a study may not be readily 

generalizable to other entities. However, the study findings were a better starting point 

for future studies that seek to delve into deeper understanding of the effect of 

corporate communication on corporate identity.  

Definition of Terms 

Corporate communication: Van Riel and Fombrun (2007) defined it as an 

organizational function committed to the sharing of information to key populations, 

the execution of corporate strategy and the development of messages for a variety of 

purposes inside and outside the organization. In this study, it referred to the culture, 

internal processes, external processes, and stakeholder communication practices 

adopted by EBL. 

Corporate identity: A collection of meanings through which an organization 

identifies itself and which allows people to use in describing it, remember it or form a 

relation with (Balmer & Greyser, 2011). In the study, corporate identity referred to the 

EBL inbuilt character which defines what it is, what it stands for (visions and values) 

and what it is accountable for to her publics. 

Corporate social responsibility: Hamrefors (2010) defined CSR as business 

practices and actions by the organization which is aimed at benefiting the community 

in ways that are not directly beneficial to the institute. In the study, it referred to those 

practices that EBL engages in which are aimed to benefit the community. 

Daystar University Repository

Library Archives Copy



 

15 
 

 

Crisis management: This is an identification of threats to an institute and its 

shareholders, and the methods used by the organization to deal with these threats 

(Zerfass & Sherzada, 2015). In the study crisis management referred to the methods 

and strategies applied by EBL to identify and respond to threats.  

Strategic communication: The purposeful use of communication by an 

organization to fulfil its vision (Spear & Roper, 2016). In the study, strategic 

communication referred to the planned use of communication processes and practices 

by EBL to attain its vision. 

Summary 

The chapter has looked at the introduction and background to the study, the 

profile of the bank, problem statement, objectives, research questions, and 

justification. It also presented the significance, key assumptions of the study, 

limitations, and the delimitations of the study. Lastly, the key terms as used in the 

study have been defined. 
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

The chapter presents the literature review related to the study. This includes 

the theoretical framework, general literature review, empirical literature, the 

conceptual framework that guided the study, and a discussion of the literature. The 

theoretical framework section looked at the theories that were applied to guide the 

study. The general literature review focused on the concepts considered in the study 

while the empirical literature discusses literature on previous studies as per the 

research objectives. Moreover, the conceptual framework that guided the study, the 

discussion, and summary were presented in the chapter.  

 

Theoretical Framework 

Two theories were applied to guide the study. These are organization identity theory 

and organizational image management theory. These theories were applied in the 

study to provide a framework that explains the relationship that may exist between 

integrated corporate communication and corporate image. Organization identity is 

how the organization is perceived by its members. The theory also explains the 

formation of identity and its relationship with organizational image and culture 

(Albert & Whetten, 1985). Organizational image management theory on the other 

hand provides a model in which organizations attempt to create, maintain and in some 

cases, and regain a real image of themselves to stakeholders (Gioia & Thomas, 1996).  
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Organization Image Management Theory 

According to Goffman, (1959) and Tendechi & Norman, (1985), 

organizational image management theory maintains that the main goal of corporate 

communication is modelled around the engendering and nurturing of the 

organization’s image. Organizations communicate with their members to encourage 

the building of positive identities and images and discourage negative ones. Even 

though organizations differ with human beings, they are viewed in the same way as 

human beings by organizational theorists.  These theorists point out, that 

organizations are the reification of collective human behavior (Gioia & Schultz, 

2000). 

The theory insists that, the image of an organization is constructed around the 

employees or members perceptions about the organization (Gioia & Thomas, 1996). 

Just like an individual’s self-presentation, an organization’s image management uses a 

two-way approach. It recommends dialogue because it is important in creating an 

image for the organization. An organization’s image is created through 

communication between an organization and the employees or members. An 

organization creates an identity through what it conveys to others hence the 

employees form images and emanating from their experiences with the organization. 

These identities help to create an image which an organization must maintain. 

Maintenance of an identity or image is a continuous process which requires 

communication with stakeholders (Mason, 2014). 

To maintain a good identity and image, organizations must look out for 

feedback from stakeholders to adjust their identity, image, and communication 

strategy accordingly. The process involves dialogue too because as organizations 
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communicate with employees to influence perceptions, the employees tend to have 

personal own ideas about the identity and image of the organization. An organization 

that fails to ask for feedback from stakeholders and act, accordingly, has its 

organization’s image management threatened (Massey, 2011). 

Organizations are the reification of collective human body because they have 

both the brain and heart which are the engines of the body. These two parts work 

together since one function because of the other. They both have a symbiotic 

relationship. By the heart beating it can send signals to the other body parts including 

the brain. The brain then controls body movements which include the heart and 

speeches. 

This human analogy denotes that in an organization, and in this case the bank, 

there is the management and the employees. The management is the brain of the 

organization as they are key in decision making and messaging thus, they are the 

source of information to the entire organization. On the other hand, the employees are 

the heart of the organization. They are the internal recipients of all organizational 

communication hence help in transmitting the messages to the external publics who in 

this case are the bank customers. According to Gioia and Thomas (1996), the 

strengths of this theory are in its emphasis on dialogue because it is important in 

creating an image of the organization through communication between an 

organization and the employees. Feedback from employees is also important in 

helping the organizations to adjust on their identity, image, and communication 

strategy. 
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One of the weaknesses of this theory is that it does not provide a solid 

foundation for identifying and discussing about stakeholders (employees) hence they 

are not clearly brought out. 

The organizational image management theory was applicable to this study in 

describing how corporate communication practices in Equity bank have influenced 

the identity of the bank. Its identity has been projected using symbols which include 

the new signage, just the name “Equity”, the new logo and the new color pallet. In 

Equity Bank, there are the management and founders who are the brain of the bank. 

This is because they are charged with key decision making and coming up with 

corporate communication practices in the bank, so as to reach its target audience 

effectively. These target audience are the customers and the potential customers. The 

information is then passed to another critical component who are the employees. They 

are the heart of the bank because they are the recipients of all communication. They 

then help in transmitting the messages to the external stakeholders who in this case 

include the patients, clients and the other hospital governing bodies such as the 

government, medical unions, pharmaceutical companies, health insurance programs, 

and local health authorities. Based on the information or messaging, these external 

stakeholders will be the ones to judge the image of the organization as positive or 

negative to them (Massey, 2011) 

Organization Identity Theory 

The organizational identity theory by Albert and Whetten (1985) depicted 

organizational identity as a distinguishing statement as perceived by members of an 

organization. This seeks to explain what the organization is, its mission, and its 

vision. The theory explains that organization identity is formed through actions of the 
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organization members and management, their actions, decision making and 

interpretations. Conversely, organization identity influences actions of the 

organization members and management, their decision making, and their 

interpretations (Albert, 1998). The theory also posits that organization identity shapes 

the corporate culture and image of the organization.  

In defining organization identity, three key aspects stand out: durability, 

distinctiveness, and centrality. Durability depicts the lasting nature of organizational 

identity (Albert & Whetten, 1985). Distinctiveness on the other hand highlights that 

the organization’s identity should enable the organization to be distinguishable from 

others. It should hence incorporate the ideology, culture, and philosophy of the 

organization. Centrality emphasizes that the identity should have important and 

essential features valuable to the organization. In forming the organization identity in 

the minds of external stakeholders, the organization communicates its internal values 

and processes to the outside stakeholders which they relate to their experiences in 

their interactions with the organization (Albert, 1998).  

In this study, this theory was applied as it establishes how identity is formed 

and how it can influence culture and corporate identity. The theory posited that 

through communication to external stakeholders, EBL through its identity can shape 

the perceptions and opinions of external stakeholders and in the end attract them to 

the bank. The theory also indicates that identity is shaped by an organization’s 

culture. This study sought to establish how culture at EBL can shape how employees 

and customers view the bank. 
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General Literature Review 

Corporate Communication Practices 

According to Carroll (2013), corporate communication stipulates that media 

reports get to address a whole entity, for example, a specific company or brand. 

Organizations have started controlling their environments by market interpretation 

and stakeholder settings as well as through defining their visions and business models. 

Cornelissen (2014) stated the main responsibility of communication and all other 

strategic decisions and actions within the boardroom. This means that the chief 

executive officer (CEO) should be the person involved in the development of the 

overall communication strategy and the delivery of consistent messages to 

stakeholders (Cornelissen, 2014). The CEO should then communicate with key 

stakeholders and come to a consensus on the priorities of communication, key 

structures, and resources. 

Many top executives believe that corporate communication is simply relying 

information, and this is based on their academic background and practice in business 

administration (Zerfass & Sherzada, 2015). From this perception, companies 

communicate via media to the relevant stakeholders hence this helps in the transfer of 

meaning. This approach   is meant to bring out anticipated reactions such as 

knowledge, attitude change, and behaviour. However, communication scholars, 

emphasize on the construction of reality. They look at communication as a two-sided 

process; an interaction where insights and orientations are shaped individually but 

meaning and reality are socially created. 

Communication professionals are agents who support people others who are 

not conversant with the public sphere. Verhoeven, Zerfass and Tench (2011) claimed 
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that they can be activists empowering various groups in society. According to Carroll 

(2013), communicators work on behalf of the leaders in the top management in 

organizations. This means that, corporate communication is automatically tied, by 

nature and by necessity, to top management, with public relations by the virtue of the 

staff providing counsel and communication support (Frandsen, & Johansen, 2013). 

Communicators are experts in developing public debates and getting messages across 

(Berger & Meng, 2014). They also monitor public opinion and stakeholder interests, 

which allows them to make decisions (Cornelissen, 2014).  

Corporate communication cuts across outbound activities such as generation 

of public attention, influencing customer preferences, employee motivation, and 

building up immaterial assets. Inbound activities refer to the mapping out 

opportunities and public concerns, managing relationships to adjust corporate 

strategies and securing room for manoeuvring (Verhoeven et al., 2011). According to 

Cornelissen (2014), the understanding, experiences, and expectations of top 

executives in organizations are key drivers of the corporate communication practice. 

New visions and role models cannot be actualized if CEOs, board members, leaders 

of business units, and other functions do not support such developments.  

Effects of Corporate Communication Practices on Corporate Identity 

Corporate identity is an effective strategic tool and a means to achieve a 

competitive gain because it has a positive influence on the stakeholders (Melewar & 

Karasmanoglu, 2006). According to Van Riel (1995) organizations with a strong 

corporate identity create a “we-feeling” which acts as a means to identify with the 

organization. This in a way helps to impart confidence in employees, customers and 

investors hence creating a better performance and relationships amongst the 
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employees. To build a strong identity, an organization must have strong 

communication skills to enable them to communicate with its internal stakeholders. 

Therefore, strong communication is an important skill in building an organization’s 

identity and image (Malmelin, 2017). Several studies show that improving corporate 

reputation results in better corporate communication for companies. However, many 

researchers have realized that corporate communication is an important element in 

forming corporate identity, image and build reputation.  

Corporate communication is a management tool designed to support a firm’s 

internal and external stakeholders (Davies, Chun, Silva, & Roper. 2003). As defined 

by Cornelissen (2014), corporate communication is an element that includes all 

activities that are geared towards creating a positive company’s image through 

publicity, relationship building and community events. The key functions of corporate 

communication are to create and maintain excellent relations with the organization’s 

internal and external stakeholders, such as the common public, governmental, and 

societal entities. 

Corporate communication can have a strong impact on public awareness and 

is cheaper than advertising (Cornelissen, 2014). The tools used in corporate 

communication include press releases, lobbying, product publicity and investor 

relations. In this case, the board of management through corporate identity building 

efforts, can use organizational communication through the customer relations 

department of a company to communicate their corporate identity to customers 

(Melewar, 2006). 

Modern corporate communication has grown to embrace corporate 

sustainability. Corporate sustainability encompasses the organizational structure 
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which defines the corporate communication theories and practices. Ecological, 

sociological, and corporate/business elements must be promoted well internally or 

externally by utilizing corporate communication efforts to provide up to date 

information to stakeholders or employees and the public. Regarding the power centre 

of corporate image and reputation, Carroll (2013) posited that organizations need to 

have CEOs with a strategic background, intent, and vision so as to direct corporate 

communication to the target stakeholders.  

Organizations worldwide need to understand the value of corporate 

communication to meet their goals and objectives. The overall strategic plan of an 

organization needs to incorporate corporate communication initiatives. This can be 

achieved within a short- or long-term plan to avoid internal or external 

communication mishaps and denting of the corporate image (Zerfass & Sherzada, 

2015).  

Hindrances to the Effectiveness of Corporate Communication 

Building the corporate image through the identity building of an organization 

is not an easy task that can be achieved within a day by an organization or by a 

corporate communication practitioner (Carroll, 2013). Some industries, financial 

services, chemicals factories, and many other sectors face a serious corporate image 

challenge. According to many people, they are seen as exploiters, inefficient, and as 

having corrupt bosses among many other ills.  

The last few decades there has been remarkable changes in the consumers’ 

preferences and cultural trends (Malmelin, 2017). These changes have made the 

organizations come up with innovative promotional methods for influencing the 

customers. Currently people have become less receptive to the marketing pressures, 
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especially advertising. One of the promotion methods is the concept of corporate 

communication. Corporate communication as a promotion tool for business 

organizations facilitates the development of positive relations with the stakeholders.  

In the corporate communication field, a person should start from the basic 

mission in regard to these activities as a concern for corporate identity, image and 

reputation (Thiessen & Ingenhoff, 2011). However, identity of a company is the result 

of the symbolism, all communication activities and its behaviour or culture. 

Therefore, all business activities are reflected through the corporate identity; all the 

things that the company does (or does not) say and what it really is in nature. What 

the company does in context of its regular business activities is better and more 

influential than how it is presented to the stakeholders using some specially designed 

communication. It is clear that, for an unethical practice in a firm, an advertising 

message or a slogan will not fix the damage on the identity and image of the 

company. It is obvious that the corporate communication strategy (which builds the 

identity and image as a mix of both and communication elements) needs to be taken 

seriously.  

The corporate communication practice is complex and challenging. It can only 

succeed if it is developed according to the rules of the discipline. In addition, it needs 

the support of corporate communication professionals and professionals from other 

disciplines who will share knowledge and expertise in the field that the firms operate 

in (Johan & Noor, 2013). Moreover, there is a multiplicity of laws and regulations 

that the business must adhere to. This makes the role of creating effective 

communication for a good corporate image challenging. Other demands such as 

caring for the environment and corporate social responsibility make the organisation 
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to have a multiplicity of demands from the stakeholders which are hard to satisfy. 

Lastly, various stakeholders have different needs which makes communication 

challenging as each stakeholder is attracted by specific targeted communication. 

Corporate Communication as an Organization Asset 

The main strategic challenge faced by businesses today lies in the 

development of the intellectual capital (Marr & Chatzkel, 2004). For organizations to 

succeed, they need to know what kind of resources they possess and how they can put 

those resources to proper use to generate value in the marketplace (Phillips, 2016). 

Corporate communication is a basic resource for future businesses. This is because 

the success of a business depends more directly on the organizations’ communication 

and its effectiveness. With the wide variety of products and services offered by 

businesses, more business value is created through communication via the images, 

conceptions, stories, and experiences. 

Intellectual capital refers to the intangible value of an organization or business, 

how it covers its public and the kind of relationships involved (Hartman & Lenk, 

2001). However, it is intertwined with communication in many ways. First, 

Communication capital is defined as an asset and a resource for the whole 

organization. Second, the model of communication capital includes both internal 

communication within the organization and communication with stakeholders and 

other groups outside the organization (Hartman & Lenk, 2001). In addition to the 

physical assets of communication, communication capital comprises of 

communication systems, communication competencies and relations. These include 

both intra-organizational interactions and relations with stakeholders outside the 

organization. 

Daystar University Repository

Library Archives Copy



 

27 
 

 

Phillips (2016) stated that models of intellectual capital provide corporate 

management with a beneficial tool for evaluating the impacts and effectiveness of 

corporate communication. An examination and analysis of intellectual capital also 

allows businesses to integrate communication and marketing functions more closely 

into the organization and its operation. Failure to measure the impact of 

communication and public relations on the organization’s performance has 

undermined the credibility of the whole field of corporate communication as far as 

business management is concerned (Malmelin, 2017).  

Communication impacts on people’s opinions, perceptions, and attitudes, but 

it is difficult to demonstrate these impacts on business performance in real and 

measurable terms (Brodie, Glynn, & Durme, 2012). Part of the challenge has been 

due to the abstract, intangible nature of communication. This is because 

communication is not tangible, but rather something that happens in people’s minds, 

and it is rather difficult to describe its impacts on business growth and development. 

Viewed as a form of intellectual capital, communication can be viewed as an 

important part in the management of an organization. The tasks include building and 

increasing the company’s intangible assets. Through this, communication is seen as a 

function that embraces and involves the whole organization and as a tool that impacts 

the organization’s performance and its success in achieving its mission (Malmelin, 

2017). 

As observed by Brodie et al. (2012), communication in an organization should 

be seen as an activity managed by communication professionals. This is because 

many forms of intellectual capital such as relations, networks, competencies, and trust 

require strong communication skills from staff. The organization on the other hand 
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must have appropriate communication structures as well as an organizational culture 

that promotes openness and dialogue. The role of communication professionals in 

modern organizations is shifting towards an analytical and strategic direction 

(Phillips, 2016). Communication is a critical aspect in an organization hence it is 

important in the identification, development, utilization, and management of an 

organization’s communication capital. This, in turn, necessitates that a 

communication capital model is developed and its numerous dimensions. 

Marr and Chatzkel (2004) posited that the growth of intellectual capital is 

grounded in a resource-based concept of business. The competitiveness of a business 

is determined by the resources available to the business hence the intangible assets are 

an important success factor. Intellectual capital has become an important strategic 

organizational asset.  

According to Hartman and Lenk (2001), a firm’s communication capital 

consists of legal assets and assets that contain standard information, the organization’s 

culture and management systems, the skills and competencies of the people working 

in the company and the organization’s relations with customers and stakeholders. 

Empirical Literature Review 

Balmer (2017) and De Chernatony (1999) were among the early writers to 

examine corporate identity, corporate communication, and stakeholders attributed 

identities and behaviour continuum. Corporate identity for all its strategic significance 

is habitually overlooked and narrowly perceived by scholars and managers as most 

look at it synonymously as corporate image (Balmer, 2017). Despite the significance 

of corporate identity, previous research has greatly ignored the influence of corporate 

communications practices on the corporate identity of an organization. According to 
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Balmer, corporate image is created using the perception of corporate identity that is 

projected in the hope of influencing purchase intentions, the willingness to invest or 

desire to work in an organization. Hence corporate identity is seen as a mirror to 

image (Balmer, 2017. 

Corporate communication portrays advertisements as a means of relaying 

information about an entity. Creating and managing corporate identity and image is a 

key function of corporate communication (Worceste, 2009). A study by Adejumo, 

Ogungbade, and Akinbode (2014) assessed the effect of corporate communication on 

corporate image in International Breweries Plc in Ilesa, Osun State, Nigeria. Using the 

survey method.  The study sampled one hundred and twenty (120) respondents’ who 

were stakeholders of International Breweries Ilesa products. The study found out that 

there is a strong relationship between corporate communication and corporate image. 

The study concluded that for firms to have a positive and favourable corporate image 

and reputation they must have effective corporate communication practices. 

Research shows that image tends to have an influence on the perception of the 

management style as well as on buying decisions. Image attracts qualified staff, and it 

deepens relationships, it guides investors through investment decisions and helps to 

build trust (Ingenhoff & Sommer, 2010). Corporate image is an essential criterion for 

differentiating organizations and building an organization’s competitive edge. This is 

because services, products and performances resemble each other. Therefore, a 

company should strive to manage its image (Thiessen & Ingenhoff, 2011). An entity 

with an unfavourable image may engage in actions that enhance its image and even a 

company with a good image may engage in actions designed to maintain and enhance 
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its image effect. Firms engage in the explicit image-building activities such as 

advertising or public relations to improve their firms’ identity and image.  

Johan and Noor (2013) assessed the role of corporate communication in 

building organization’s corporate image in Malaysia. The sample size comprised of 

Malaysian public individuals from all backgrounds. The study used a questionnaire 

survey method where each respondent was invited to complete a set of self-

administered questionnaires for this study. The questionnaires were distributed to 200 

individuals. The study established that corporate communication and public relations 

had significant relationship with corporate image. 

Zerfass and Sherzada (2015) studied the role of corporate communication in 

building a sustainable corporate image. This study was conducted in Benue State 

Internal Revenue Service Board (BIRS). The study employed the survey research 

method. The findings revealed that corporate communication can build and sustain the 

bureau’s corporate image, although BIRS had not recognized any other corporate 

communication strategies apart from customer relations services. The study found out 

that the bureau had not really involved itself in community relations services. As a 

result, the community members could not appreciate the kind of relationship that 

existed between the agency and its host community. 

 Based on these findings, the study concluded that for corporate 

communication to be effective in building and sustaining the bureau’s corporate 

image, the bureau should embark on different tactics. These tactics include knowing 

that image building is not a product of one good action, but an array of good practices 

presented by an organization. The study made the following recommendations: that 

the agency should accord greater recognition to corporate communication by 
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establishing an in-house department with qualified professional staff. The staff should 

ensure efficiency in initiating and executing strategic corporate communication 

programmes that will give surety to the bureau’s image. Secondly, opinion research 

should be regularly carried out to understand the publics’ perception of the bureau and 

to evaluate the efficacy of the existing programmes which will help the bureau to 

maintain or change its programmes. 

Conceptual Framework 

The research conceptualizes that corporate communication can influence 

corporate identity of EBL. However, the effect can be negative if the organization 

does not counter the challenges of corporate communication and if it does not meet 

the needs of the different and sometimes competing stakeholders. Moreover, the 

conceptual framework indicates that placing importance on corporate communication 

as a strategic asset will intervene in this relationship. The conceptual framework that 

will guide this study is presented in Figure 2.1.  

In the conceptual framework, corporate communication is the independent 

variable while corporate identity is the dependent variable. The aspects of corporate 

communication include internal communication practices, external communication 

practices, strategic stakeholder management practices, identifying opportunities and 

public concerns, managing relationships to adjust corporate strategies and secure 

room for crisis management. Aspects of corporate communication include internal 

communication, external communication, stakeholder management practices, 

identifying opportunities and public concerns, relationship Management, Crisis 

Management. The intervening variables include banks management, budget allocation 
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for communication relationship with stakeholders, skills and competencies of 

employees 

The conceptual framework is illustrated in Figure 2.1. 

 

Figure 2.1: Conceptual Framework  
Source: Author (2021) 

 
A conceptual framework is the actual idea that encompasses all the concepts, 

assumptions, expectations, and beliefs of a study. For this study, the conceptual 

framework has been founded on the background literature review and the theories 

used in the study. 
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Discussion 

The study is aimed at determining the influence of corporate communication 

practices on corporate identity in the banking industry. Corporate communication is 

an important resource in building an organization’s identity. It is embedded on three 

components which include internal and external communication, stakeholder 

management practices, identifying opportunities and public concerns, relationship, 

and crisis management. That is through internal and external communication 

characterized by memos, letters, emails, calls, advertisements, public relations 

activities via sending verbal or formal messages there is accessibility to information 

by the stakeholders. As a process of communication, the management can decide on 

which effective channel will be used to relay the identity of the bank to the 

stakeholders. Through communication there is information flow which triggers 

feedback from the stakeholders. 

The stakeholder management practice too communicates directly to the 

internal stakeholders; employees through regular briefings, meetings, and seminars 

hence the management is able to learn the behaviour of its employees and in return 

incorporate a transparency culture as a bank. 

Identification of opportunities and public concerns too communicates to 

employees through listening to employee problems and concerns hence seek to make 

solutions. The management will then decide on the best channel to use to address the 

concerns. 

Relationship management of employees is also key in te bank as it brings 

about compromise of ideas and out of this respect and a good working environment is 
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guaranteed hence improved productivity. This also helps to bring about good 

employee behaviour and a healthy working culture. 

Crisis management aspect is also important in an organization. Through 

handling of a crisis, a proper communication approach is identified; how to address 

the crisis and at the same time strive to uphold a good organizational culture of 

honesty and transparency. 

Intervening variables are used to explain the link between other variables. 

These variables will not be part of my study but can affect the independent and 

dependent variables. Intervening variables such as bank’s management can affect the 

dependent variables such as bank’s identity if they fail to address the policies goals 

and programs of the bank to the employees which might lead to conflicts and 

misunderstandings as they carry out duties. Budget allocation for communication can 

affect the identity of the bank if there is not enough funding to cater for the bank’s 

communication expenses hence very little communication will take place regarding 

the bank in terms of advertising, branding or marketing. The relationship with 

employees too can affect the bank’s identity if they introduce new policies or 

guidelines that the bank’s staffs do not want hence this may destabilize the 

communication procedures and guidelines if unrests occur. The skills and 

competencies of employees can affect bank’s operations if they do not have relevant 

education and training. This may lead them in difficulty in tasks completion which 

might lead to work delays and differences.  

Further, the intervening variables can still affect the independent variables. 

The bank’s management will affect the corporate identity if the management 

determines the signs, symbols, and the logo to be used and where they should be 
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placed. The management may choose the corporate colors to be used to identify the 

bank. The bank’s management is responsible for coming up with a communication 

strategy that outlines the goal of the bank, profile of services, communication methods 

and principles and the stakeholders. Budget allocation will determine the type of the 

communication channels to be used by the bank and enhancements to be done by the 

public relations and advertising departments. The skills and competencies of 

employees will determine the nature of work to be done and the productivity levels of 

employees hence improving or lowering the performance of the bank. 

Summary 

This chapter has presented the theoretical, general, and empirical literature. 

Specifically, the two theories that the study used were discussed and the various 

studies conducted on corporate communication and corporate image reviewed. The 

general literature, empirical literature and the conceptual framework that guided the 

study have also been presented. The chapter ends with a presentation of discussion of 

literature.  

In this chapter the study reviewed the influence of corporate communication 

practices on corporate identity globally, regionally, and locally. The organizational 

image management theory and organizational identity theory were used as significant 

theories for the study. The general literature reviewed captured extensively literature 

on corporate communication practices and corporate identity respectively. The 

empirical literature captured studies that have been conducted on the influence of 

corporate communication practices on corporate identity in the banking industry. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Introduction 

This chapter presents the research methodology, target population, and data 

collection instruments. The chapter similarly presents research designs and outlined 

the kind of data required for the study, sampling methods, sampling procedures, data 

processing and analysis procedure and the pretesting procedure. Ethical 

considerations during data collection and analysis are also briefly outlined. 

Research Design 

The study adopted qualitative and quantitative data. Mugenda and Mugenda 

(2003) highlighted that quantitative data emphases mainly on the outcomes from the 

population, but not on individuals. Contrastingly, Qualitative approach provides 

insights into the problem being studied. Qualitative approach defines entirely the role 

of the qualitative study, researcher’s role, stages of the research, and the data analysis 

method. Quantitative data was collected from the bank staff using self-administered 

questionnaires while qualitative data was obtained from the senior management staff 

comprising of the manager and the Assistant Manager of corporate communications 

and public relations at Equity Bank Limited. 

Population 

A population can be referred as the entire collection of persons, happenings, or 

entities with common observable features (Kairichi & Kieti, 2014). Equity Bank 

employees were the population for this study. 
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Target Population 

The target population of the study was the equity staff at the head office in 

Upperhill. This is because, this is where the management of the Bank work from and 

they are charged with key decision making and coming up with corporate 

communication practices in the bank, so as to reach its target audience effectively. 

According to the human resource manager’s report (2020), the employees in the 

Nairobi branches and the head office are 1528 in number from various departments. 

Out of these, two were the top management staff and it is comprised the manager and 

assistant manager of corporate communication and the public relations.  

Sample Size 

Ngechu (2006) posited that a sample is a portion of the entire population for 

the study. A sample possess similar characteristics as the population and is considered 

a smaller version of the population investigated. To select the sample, stratified 

random sampling which is a probability sampling technique was used to ensure 

equitable representation of the population.  

Stratified random sampling groups populations into subsets that share similar 

characteristics hence ensuring subgroups are proportionately represented (Mugenda, 

2008). According to Kumar (2005), 10%of the total population under study is 

appropriate to form a good sample size of the study.  

Based on stratified random sampling for the middle level managers, 154 

respondents formed the sample size for the study, which is 10.07% of the total 

population. This is because for some of the categories the researcher got half persons 

and had to round it off to the nearest whole number, as presented in Table 3.1. 
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Table 3.1: Composition of the Sample 

Staff Category Actual Number of samples 
Middle level  Credit department 393 39 

 Communications & Advertising 32 3 
 Finance department 78 8 

 HR & Administration department 28 
 

3 

 Agency department 115 
 

12 

 Procurement department 17 
 

2 

 Legal department 22 
 

2 

 Card center 160 
 

16 

 Customer service department 80 
 

8 

 Corporate department 49 
 

5 

 IT department 296 
 

30 

 Branch department 30 
 

3 

 Security department 48 
 

5 

 EGF department 180 
 

18 

 Total  1528 
 

154 

Sampling Technique 

Sampling for qualitative data was arrived at, using the purposive sampling 

method which identified two senior managers for the study. The researcher included 

the top management in the study because the standing of the management as a 

selected public is important in a communication field. This is confirmed by Mugenda 

and Mugenda (2003) who stated that in purposive sampling subjects are handpicked 

by a researcher because they are instrumental, informative, and possess essential 

characteristics for the study. 
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The basic idea behind sampling lies in selecting elements of a population; to 

draw conclusions about the whole population (Coopers & Schindler, 2003). Purposive 

sampling is selecting a specific unit of study by the researcher with the purpose of 

obtaining information (Kothari, 2004).  

Data Collection Instruments 

The quantitative data was collected through questionnaires while the 

qualitative data was collected through an in-depth interview schedule. As highlighted 

by Mugenda & Mugenda (2003), qualitative research method include: techniques, 

designs and measurements that do not give discrete numerical data. 

Wimmer and Dominick (2006) argued that qualitative research uses a flexible 

questioning approach which can lead to follow-up questions that make the research 

findings more valuable and informative. The follow up questions give an opportunity 

to the respondents to express and give their views on the questions asked. 

Questionnaires were administered by the researcher to the 154-middle level, 

lower level, and non-management staff - comprising of departmental heads who were 

willing to participate.  

Questionnaire 

A questionnaire is an instrument used in research to gather data in a large 

sample and can be administered to the selected individuals (Kombo & Tromp, 2014). 

The importance of using this instrument is that the researcher will get the data from 

the source. This gives the opportunity to examine correlation among the respondents’ 

responses (McBurner, 2001). A standard questionnaire should have open and closed 

ended questions. A closed-ended question as defined by McBurner (2001) is set of 

questions where the respondents’ responses are restricted to certain options. In 
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quantitative data collection, the closed ended questionnaire is mainly used whereas in 

qualitative data collection, open ended questionnaire is normally employed. 

Questionnaire was used in this study to provide information that was free from 

the researcher’s bias to enhance credibility.  Secondly, the respondents had adequate 

time to give well thought out information and credible answers. Questions were 

formulated by the researcher to cover the anonymity of the respondents, however, 

personal information such as age, gender, management level, level of education and 

years worked was incorporated in this study.  

Data Collection Procedures 

Data collection procedure as postulated by Creswell (2013) is a process of 

collecting and measuring data; to respond to the research inquiries as suggested by the 

research. Data collection instruments and procedures are dictated by the research 

questions and objectives. The researcher will seek permission from Equity Bank to 

embark on the study. The researcher sought approval for research from Daystar 

University, the Ethics and Review Board and National Council for Science and 

Technology (NACOSTI). The researcher then recruited and trained two (2) research 

assistants to assist in the collection of data from the respondents for a period of two 

days. The discussions and questioning were conducted on the respondents. The 

respondents’ identities, participation and remarks were kept anonymous. Everything 

in the interview was confidential and anonymous. 

Pretesting 

Pretesting of data collection instruments refers to administering the 

instruments to a group of people or a population that is deemed to have the same kind 
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of features in testing reliability and validity of the research tool (Kothari, 2004). 

Mugenda and Mugenda (2003) opined that the reliability and validity of study 

instruments determines the quality of data collected. It is important to test the 

reliability and validity of research instruments applied in any data collection.  

In this study, the pretest was conducted to establish whether the questionnaire 

was fitted for data collection. The researcher conducted a pre-test at EBL Kimathi 

Branch which is a comparable branch to EBL, Kimathi Street Branch (in size, central 

location, number of customers and number of employees). Ten employees from the 

EBL Kimathi Branch (10% of the target sample) participated in the pre-test. The pre-

test determined the suitability of the data collection instrument, ambiguity of the items 

in the questionnaire and to assess the time and effort required to respond to the items. 

This enabled the researcher to identify areas in the questionnaire that required 

adjustments.  

The questionnaire was also tested for validity and reliability. Validity of a 

research instrument refers to the degree to which an analysis of data collected results 

portrays the phenomenon that is being measured (Creswell, 2013). However, 

reliability refers to the overall consistency of the data collections instrument in 

measuring a certain occurrence repeatedly (Robson, 2012). Reliability refers to the 

repeatability of results obtained from a certain study instrument. In this study, content 

and construct validity was assessed. Content validity assesses if an instrument has all 

the elements that the variable sought for measurement. This was ascertained by expert 

reviews from the research supervisor and experts in research instrument design. On 

the other hand, construct validity tests whether the research tools measure what it 
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ought to measure. Expert reviews were also incorporated to test this validity where all 

variables were conclusively considered and assessed.  

Cronbach alpha was used to test reliability of the research instrument.  The 

rated items on the questionnaire were keyed into Statistical Package for Social 

Sciences (SPSS) Version 23 and tested for reliability where Cronbach alpha were 

selected. Cronbach’s alpha assesses the internal consistency of questions in a research 

questionnaire. This measures the closeness of related questions to each other. It is 

regarded as a reliable measure of scale reliability in questionnaires with questions in 

an ordinal scale. The value of alpha ranges between 0 and 1. The higher the value of 

alpha, the higher the reliability of the item. Creswell (2013) specified that a Cronbach 

alpha value of 0.6 or above is acceptable. Nonetheless, when the alpha value is less 

than 0.6, modification or dropping of the item is advised. 

Data Analysis Plan 

According to Kombo and Tromp (2008) data analysis is the coding and 

classification of qualitative and data quantitative. Qualitative and quantitative analysis 

methods were applied to analyse the collected data. Quantitative data was collected 

through open ended questions in the questionnaires, while qualitative data was 

collected using the closed-ended questions.  The Statistical Package for Social 

Sciences (SPSS) version 23 was used to analyse quantitative data. Analysis comprised 

of descriptive statistics, and some inferential statistics. The descriptive statistics 

incorporated were frequency distributions, means, percentages, and standard 

deviations. These enabled the study to establish the corporate communication 

practices adopted and how the respondents perceive the corporate identity of the bank.  
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The inferential statistics used was the regression analysis. This was used to 

analyse how corporate culture at Equity bank relates with its identity. This was 

applied to the quantitative data collected through the questionnaires and assisted in 

assessing the influence of integrated corporate communication practices on the 

corporate image of EBL. According to Saunders (2016), regression analysis can be 

used on quantitative Likert rated data to establish the influence of one variable on 

another.   

 Quantitative data was interpreted using descriptive statistics such as tables, 

bar charts, percentages, and pie charts. The researcher checked the data to ensure 

accuracy, detection of erroneous data entry, completeness, and consistency and finally 

validation (Mugenda & Mugenda, 2003). For the qualitative findings, the data was 

coded and categorized before analysis. This helped the researcher to reduce huge 

volumes of data into homogenous classes from which relationships are established. In 

this case, it is the link or connection between the influence of corporate 

communication practices on the bank’s identity. 

Ethical Considerations 

The researcher observed ethical standards in the entire study process. The 

ethical values observed were beneficence and confidentiality, informed and voluntary 

consent, avoidance of dishonesty and accurate representation of the data. According 

to Coolican (2014), no deception should be used to get consent from the participants. 

The researcher informed the target respondents on the purpose of the study; that it was 

their right to refuse or withdraw to participate in the study. Questionnaires were only 

administered to the respondents after the consent was provided.  
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Beneficence is the ethical value of ensuring that the welfare of the research 

participants is always upheld. Beneficence was observed in the entire period of the 

research and mostly where respondent participation was vital. This was done by 

requesting the study participants to respond to the questionnaires voluntarily. 

Respondents were not forced to respond to the questionnaires and were treated with 

respect. 

The researcher also safeguarded confidentiality and anonymity of the 

participants.  The responses provided by the respondents were held in confidence and 

were kept anonymous. This was warranted by not putting any personal or identifying 

information in the questionnaire. Additionally, an introductory letter from the 

university was attached to each questionnaire indicating the scope and purpose of the 

study.   

The study was conducted after the permission was granted by Daystar 

University, through the Ethics Review Board and a permit received from the National 

Commission for Science, Technology and Innovation (NACOSTI. Moreover, data 

that was collected from the study respondents formed the basis of the findings. There 

was no misrepresentation of the data. 

Summary 

This chapter has provided the research methodology that was used to conduct 

the study. Other areas included are the research design, the study population, and 

target population. The chapter has also outlined the sample size, sampling technique 

and the data collection instruments that were utilized. Moreover, the chapter has 

presented the data collection procedures that was applied, the procedure for 

pretesting, the data analysis plan, and the ethical considerations.  
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION 

Introduction 

This chapter presents analysis of the data that was obtained through the 

administered questionnaire. The goal was to investigate the influence of corporate 

communication practices on the corporate identity of the Equity Bank Limited. The 

response rate and demographic features of the respondents were presented. Similarly, 

the descriptive statistics from the analysis were outlined in form of pie charts, tables, 

and graphs. Lastly, the inferential statistics through bivariate correlation and 

multivariate linear regression was also presented. 

Analysis and Interpretation 

Response Rate 

The researcher administered 154 questionnaires, out of which 130 

questionnaires were dully filled and returned resulting in a response rate of 84.41%. 

Based on Mugenda and Mugenda (2012), 50% to 60% response rate is appropriate; 

61% to 70% is good, 70% and above is considered excellent response for research. 

Therefore 84.41% response rate is excellent.  

Gender of Respondents 

The study aimed at ensuring that every individual, irrespective of their gender 

had a chance to participate. The respondents were therefore asked to specify their 

gender and the findings of the study were presented in Figure 4.1. 
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          Figure 4.1: Respondents’ Gender  

Figure 4.1 indicates that 71(54.6%) of the respondents were males and 

59(45.4%) were females. This study had respondents drawn from both genders. 

Age Distribution of Respondents 

The respondents were required to indicate their age bracket and below were 

the findings as presented in Figure 4.2. 

 

           Figure 4.2: Age Distribution of Respondents 

Findings in the Figure 4.2 illustrates that 61(46.9%) of the informants were 

aged between 31-35 years and 30(23%) were aged between 26-30 years. The findings 

of the study likewise indicated that 29(22.3%) of the respondents were aged between 

36-40 years, 6(4.6%) were aged between 41-45 years and 4(3.1%) were aged 21-25 

years. This indicates that the views of respondents across ages concerning influence 
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of corporate communication practices on corporate identity of the bank were taken 

into consideration. 

Respondents’ Highest Educational Qualification 

The study also sought to find out the respondent’s highest educational 

qualification. The findings are as shown in Figure 4.3.  

 

 
          Figure 4.3: Respondents’ Highest Educational Qualification 

The findings indicated that, respondents with undergraduate qualifications 

were 53(40.8%), 5(57.7%) had post graduate degrees, and 2(1.5%) were diploma 

holders. This demonstrates that the respondents were literate and there could read and 

understand the questions in the research tools and provide respondents without 

external influence.  

Number of Years Respondents Worked in the Bank 

The respondents were required to specify the number of years they had 

worked with the bank. The findings of the study are indicated in Figure 4.4. 

Diploma 
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            Figure 4.4: The Number of Years Respondents Worked in the Bank 

The findings in Figure 4.4 displays that 58(46.6%) of the respondents 

indicated that they had worked in the bank for 1-3 years, 52-(39.9%) had worked in 

the bank for 4 to 6 years, 18(13.9%) for 7 to 10 years and 2(1.5%) for above 10 years. 

The findings infers that the respondents had been in the Bank for a long period of 

time; thus, had knowledge on all the corporate communication practices at the Bank. 

It also meant that they had lots of experience in regard to the area of service, hence 

were of great help in setting the course of this research study. 

Respondents’ Level of Management in the Organization 

Respondents were also required to specify their level of management in the 

Bank. Figure 4.5 displays the study findings.  

1 to 3 years 4 to 6 years 7 to 10 years above 10 years
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      Figure 4.5: Respondents’ Level of Management in the Bank 

Based on the results presented in Figure 4.5, 76(58.5%) of the respondents 

were non-management employees. Those that were in middle management level 

accounted for 40(30.8%), 8(6.2%) represented workers lower management level and 

6(4.6%) consisted of those who were at senior management level. This implies a 

majority of the respondents were drawn from the non-management cadre with 4.6% 

being drawn from senior management. 

Number of Years Respondents Served in Current Position 

The respondents were asked to indicate how long they had served in their 

current position. Figure 4.6 shows the findings. 
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  Figure 4.6: Number of Years Respondents Served in the Current Position 

The study findings in Figure 4.6 illustrates that 85(65.4%) of the informants 

had worked in their present position for a duration of less than 5 years and 45(34.6%) 

of the respondents had served for 5-10 years. These findings imply that the 

respondents had good working experiences which enabled them to have good 

understanding on the influence of corporate communication practices on corporate 

identity of the bank and hence responses provided were reliable in meeting the 

objectives of the study. 

External Communication Practices at Equity Bank 

The study sought to investigate the external communication practices adopted 

by EBL in enhancing her corporate identity. The respondents were asked to indicate 

the extent various external communication practices were adopted at the Equity Bank. 

The extent the practices were adopted were anchored on a five-point rating scale 

ranging from 1=Not at all to 5= to a very high extent. Findings of the study are shown 

in the Table 4.1. 

Below 5 years 
65.4% 

5 – 10 years 
34.6% 

Daystar University Repository

Library Archives Copy



 

51 
 

 

  

Daystar University Repository

Library Archives Copy



 

52 
 

 

Table 4.1: External Communication Practices at Equity Bank 

xternal communication practice 
little 

extent 

Modera
te 

extent 
High 
extent 

Very high 
extent 

The top executives of Equity Bank 
focus on communication as a 
management capability freq 4 38 43 45 

 
% 3.1 29.2 33.1 34.6 

Equity Bank CEO takes external 
communication very seriously freq 0 2 62 66 

 
% 0 1.5 47.7 50.8 

The bank ensured that employee at 
every level had communication 
responsibilities that could do it well freq 22 12 45 51 

 
% 16.9 9.2 34.6 39.4 

External communication by the bank 
facilitates cooperation and 
collaboration with the various 
stakeholders  freq 0 4 48 78 

 
% 0 3.1 36.9 60 

The bank utilized a variety of 
communication channels  freq 0 4 43 83 

 
% 0 3.1 33.1 63.8 

The external communication channels 
utilized by the bank depend on the 
nature of the relationship with a 
specific stakeholder freq 0 2 50 78 

 
% 0 1.5 38.5 60 

Equity Bank ensures consistent 
information flow from the several 
categories of stakeholders to the 
organization and vice versa freq 0 31 46 53 

 
% 0 23.8 35.4 40.8 

The bank is timely in its 
communication to stakeholders freq 0 7 51 72 

 
% 0 5.4 39.2 55.4 

External communication by the bank 
is interactive and bi-directional freq 0 60 32 38 

 
% 0 46.2 24.6 29.2 

External communication was always 
sensitive to the requirements of the 
bank and the shareholders with whom 
the bank intends to communicate freq 0 6 63 61 

 
% 0 4.6 48.5 46.9 

Content and form of external 
communication by the bank are 
developed in a participatory manner, freq 0 27 40 63 
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to foster cooperation and 
collaboration 

 
% 0 20.8 30.8 48.5 

The external communication by the 
bank is objective, and always use 
accurate and reliable data sources freq 1 24 83 22 

 
% 0.8 18.5 63.8 16.9 

The external communication is clear 
and accessible to the intended 
audiences freq 0 20 59 51 

 
% 0 15.4 45.4 39.2 

  

Findings in Table 4.1 show that the top executives of Equity Bank focused on 

communication as a management capability to a very high extent as indicated by 

45(34.6%) of the respondents, 43(33.1%) stated of high extent, 38(29.2%) stated of 

moderate extent and 4(3.1%) stated of little extent. Further, 66(50.8%) of the 

respondents indicated that Equity Bank CEO took external communication very 

seriously to a very high extent, 62(47.7%) indicate to a high extent and 2(1.5%) stated 

to a moderate extent. 

Study findings indicated that 51(39.4%) of the respondents indicated that the 

bank ensured that any employee at any level who had responsibility for some form of 

communication could do it well to a very high extent, 45(34.6%) to a high extent, 

12(9.2%) stated to a moderate extent and 22(16.9%) to a little extent. External 

communication by the bank enabled cooperation and collaboration with the different 

stakeholders that were outside the formal structure of the organization to a very high 

extent as indicated by 78(60%) of the respondents, to a high extent as indicated by 

48(36.9%) of the respondents and 4(3.1%) indicated to a moderate extent. The 

external communication channels utilized by the bank depended on the nature of the 

relationship with a specific shareholder to a very high extent as indicated by 78(60%) 
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of the respondents, to a high extent and moderate extent as indicated by 50(38.5%) 

and 2(1.5%) of the respondents respectively. 

The study findings also indicated that to a moderate extent, external 

communication by the bank was interactive and bi-directional in nature at 60(46.2%), 

to a high extent at 32(24.6%), and to a very high extent at 38(29.2%). The External 

communication was always sensitive to the requirements of the bank and the 

shareholders with whom the bank intended to communicate to a high extent as 

indicated by 63(48.5%) of the respondents and to a very high extent and moderate 

extent as indicated by 61(46.9%) and 6(4.6%) respondents respectively. The content 

and form of external communication by the bank were advanced in a participatory 

manner, to encourage cooperation and collaboration to a very high extent as stated by 

63(48.5%) respondents and to a high and middle extents as indicated by 40(30.8%) 

and 27(20.8%) of the respondents respectively. 

In terms of external communication objectivity, 83(63.8%) of the respondents 

indicated that external communication by the bank were objective, and always used 

accurate and reliable data sources to a high extent, 24(18.5%) stated to a moderate 

extent while 22(16.9%) stated to a very high extent. Further, 59(45.5%) of the 

respondents indicated that external communication was clear and accessible to the 

intended audiences to a high extent, while 51(39.2%) indicated to a very high extent 

and 20(15.4%) to a moderate extent.  

Regarding utility of communication channels, 83(63.8%) of the respondents 

indicated that the bank utilized a variety of communication channels like face-to-face 

meetings, print and broadcast media, internet, and establishing virtual discussion 

forums to a very high extent, 48(36.9%) stated to a high extent and 4(3.1%) state to a 
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moderate extent. This made Equity Bank ensure steady information flow from the 

various categories of stakeholders to the organization and vice versa to a very high 

extent as indicated by 53(40.8%) of the respondents, to a high extent and moderate 

extent and indicated by 46(35.4%) and 31(23.8%) of the respondents respectively. 

The bank was timely in its communication to stakeholders to a very high extent as 

indicated by 72(55.4%) of the respondents, while 51(39.2%) of the respondents 

indicated that communication to stakeholders was timely to a high extent and 7(5.4%) 

stated to a moderate extent. 

It can therefore deduced from the study findings that external communication 

at Equity Bank was coherent, and that the management function offered a structure for 

effective coordination of all external communications with the whole purpose of 

creating and sustaining positive image with stakeholder’s groups upon which the 

organization is reliant on and harmonizes favorable relations with stakeholders by 

transmitting the corporate philosophy and vision ensuring consistency; hence it is a 

tactical tool in increasing competitive advantage.  

The study sought to find out among the external communication practices 

adapted by Equity Bank which one stands out as the most effective. Table 4.2 shows 

the findings. 
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Table 4.2: Effective External Communication Practice at Equity Bank  

 
Frequency Percent 

no response 27 20.8 
Advertising and communication to customers on their 
accounts 14 10.8 

annual general meetings 5 3.9 

billboards, radio, advertisement, and financial statements 21 16.2 
Communication is integrated with all channels and thus an 
effective way of communication by the bank 33 25.3 

Live events with Different stakeholders 4 3.1 
Quarterly Press briefings with media footage shared with 
media houses afterwards 4 3.1 
Re-launch and launch event always attract a lot of 
coverage and financial briefings 2 1.5 

Social Media, Email, SMS, and Live Events 8 6.2 

the listening caring partner to customers 2 1.5 
Wings to Fly campaigns and the recent re-launch 
advertising 10 7.7 

Total 130 100 
 

 The study findings revealed that 33(25.3%) of the respondents stated that the 

external communication practice of integrating all channels and thus an effective way 

of communication by the bank stood out as the most effective, 21(16.2%) of the 

respondents stated of information sharing through billboards, radio, advertisement, 

and financial statements were the most effective and 14(10.8%) of the respondents 

stated of advertising and communication to customers on their accounts. Further, 

10(7.7%) of the respondents stated that Wings to Fly campaigns  and the recent re-

launch advertising stood out as the most effective, 8(6.2%) stated social media, email, 

SMS and live events, 5(3.9%) stated of annual general meetings, those who stated live 

events with different stakeholders and quarterly press briefings with media footage 

shared with media houses afterwards had a tie at 4(3.1%) and those stated of financial 

briefings and the listening caring partner to customers had a tie at 2(1.5%). It is 
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therefore evident that the external communication practice of integrating all channels 

was the most effective way of communication by the bank. 

Corporate Culture at Equity Bank 

 The second objective of the study aimed at assessing how corporate culture at 

EBL related to her corporate identity. Respondents were asked to specify the extent 

the corporate culture aspects were observed at Equity Bank on a Likert scale of 1-5 

where 1=Very Poor and 5=Excellent. Table 4.3 shows the findings. 
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Table 4.3: Corporate Culture at Equity Bank 

Corporate culture aspect 
Very 
poor Poor Average Good Excellent 

Public commitment to values 
by top leadership 

fre
q 0 0 45 53 32 

 
% 0 0 34.6 40.8 24.6 

Adherence to competition 
rules and operational 
guidelines 

fre
q 0 0 23 38 69 

 
% 0 0 17.7 29.2 53.1 

Health and safety record over 
time 

fre
q 0 0 27 53 50 

 
% 0 0 20.8 40.8 38.5 

Staff satisfaction 
fre
q 29 28 33 26 14 

 
% 22.3 21.5 25.4 20 10.8 

Board effectiveness reviews 
fre
q 0 0 23 63 44 

 
% 0 0 17.7 48.5 33.9 

Consistent application of code 
of conduct 

fre
q 0 0 30 57 43 

 
% 0 0 23.1 43.8 33.1 

Training of employees 
fre
q 1 40 34 42 13 

 
% 0.8 30.8 26.2 32.3 10 

Openness of culture where 
staff at all levels feel free to 
speak up about concerns 

fre
q 59 7 17 41 6 

 
% 45.4 5.4 13.1 31.5 4.6 

Consistency of recruitment 
policies with declared values 

fre
q 7 0 30 61 32 

 
% 5.4 0 23.1 46.9 24.6 

Consistency of remuneration 
and incentives at all levels 
with declared values 

fre
q 41 6 33 44 6 

 
% 31.5 4.6 25.4 33.8 4.6 

Transparency and robustness 
of risk management systems 

fre
q 0 0 27 47 56 

 
% 0 0 20.8 36.2 43.1 

Employee engagement 
fre
q 30 27 26 34 13 

 
% 23.1 20.8 20 26.2 10 

 

 Results of the study showed that 53(40.8%) of the respondents stated that 

public commitment to values by top leadership at Equity bank was observed at a good 
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level, 32(24.6%) stated that it was excellently observed and 45(34.6%) of the 

respondents stated that it was averagely observed. Adherence to competition rules and 

operational guidelines was excellently observed as indicated by 69(53.1%) of the 

respondents while 38(29.2%) and 23(17.7%) of the respondents stated the culture had 

been observed to a good and average extent respectively. In terms of health and safety 

record over time, 53(40.8%) respondents indicated that the practice had been 

observed to a good extent, 50(38.5%) stated to excellent extent and 27(20.8%) stated 

that it has been observed to an average extent. 

 In regard to staff satisfaction, the study findings showed that 33(25.4%) 

respondents indicated that it had been observed to average extent, 29(22.3%) 

indicated to a very poor extent, 28(21.5%) indicated to a poor extent, 26(20%) 

indicated to good extent and 14(10.8%) indicated that the staff satisfaction had been 

observed to an excellent extent. 63(48.5%) respondents stated that board effectiveness 

had been observed to a good extent, 44(33.9%) respondents stated it had been 

observed to an excellent extent and 23(17.7%) indicated that it had been observed to 

an average extent. Consistent application of code of conduct had been observed to a 

good extent as indicated by 57(43.8%) respondents, to an excellent extent as indicated 

by 43(33.1%) respondents and 30(23.1%) respondents indicated that it had been 

observed to an average extent. 

 In terms of training of employees, 42(32.3%) respondents indicated that extent 

of observing the corporate culture at Equity bank was average, 34(26.2%) respondents 

indicated that it was averagely observed, 13(10%) respondents indicated that it was 

excellently observed while 40(30.8%) indicated that it was poorly observed and 

1(0.8%) very poorly observed. Openness of culture where staff at all levels feel free to 
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speak up about concerns was very poorly observed as indicated by 59(45.4%) 

respondents, poorly observed as indicated by 7(5.4%) respondents, 17(13.1%) 

respondents indicated averagely observed, 41(31.5%) respondents stated that it was 

observed to a good level and 6(4.6%) respondents stated that it was excellently 

observed. 

 Regarding whether the recruitment policies at the bank were consistent with 

declared values, 61(46.9%) of the respondents stated they were to a good extent, 

32(24.6%) indicate the consistency was excellent, 30(23.1%) indicated the 

consistency was average, while 7(5.4%) respondents indicated that it was very poorly 

observed. Similarly, 44(33.8%) of respondents indicated that consistency of 

remuneration and incentives at all levels with declared values was observed to a good 

extent, 33(25.4%) respondents stated to an average extent, 41(31.5%) indicated to 

very poor extent while those stated to poor extent and excellent extent had a tie at 

6(4.6%). 

Transparency and robustness of risk management systems was observed to an 

excellent extent as indicated by 56(43.1%) respondents, 47(36.2%) indicated to a 

good extent and 27(20.8%) respondents indicated to an average extent. Employment 

engagement corporate culture was observed to a good extent as indicated by 

34(26.2%) respondents, 26(20.8%) respondents indicated to an average extent, 

13(10%) indicated to an excellent extent while 30(23.1%) respondents indicated that 

it was very poorly observed and 27(20.08%) indicated it was poorly observed. 

  It can therefore be deduced from the study findings that public commitment to 

public values, adherence to competition rules and operational guidelines, Health and 

safety record over time, Board effectiveness reviews, Consistent application of code 
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of conduct, Training of employees, Consistency of recruitment policies with declared 

values, Consistency of remuneration and incentives at all levels with declared values, 

Transparency and robustness of risk management systems corporate cultures were 

observed at Equity Bank from an average extent to excellent extent. However, 

Openness of culture where staff at all levels feel free to speak up about concerns and 

Employee engagement were poorly observed. 

 The respondents were also asked to state how they could term corporate 

culture at Equity bank. Table 4.4 shows the findings. 

Table 4.4: Description of Corporate Culture at Equity Bank 

 
Frequency Percent 

no response 
30 23.1 

Consistency in work and onward growth for 
all operations and livelihood 11 8.4 

Equity Bank should improve its corporate 
culture for its internal publics/ not much is 
done to protect staff from supervisors who 
takes advantage of their team members 8 6.2 

Friendly, collaborative, and innovative 15 11.6 

Good organization culture and growth 
business word but staff are fearful 10 7.7 

Has been gradually improving with a focus on 
employees 13 10 

Progressive and innovative – the company is 
always seeking ways to innovate its processes 
to improve service delivery to customers  8 5.1 

Top-down management culture style wanting 4 3 

Total 130 100 
 

 The study found that the corporate culture was friendly, collaborative, and 

innovative as stated by 15(11.6%) respondents and that the culture had been 

improving gradually with a focus on employees as stated by 13(10%) respondents 
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with consistency in work. Similarly, 10(7.7%) respondents indicated that the 

corporate culture at Equity bank instilled fear to employees and that Equity should 

improve its corporate culture for its internal publics as not much was done to protect 

staff from managers/ supervisors who took advantage of their team members. Many 

felt like they did not have a voice and the Bank should practice what they preached to 

the external publics as indicated by 11(8.4%) respondents. Further, 8(6.2%) of the 

respondents indicated that the corporate culture was progressive and innovative – the 

company was always seeking ways to innovate its processes in order to improve 

service delivery to customers especially in this digital era. Also, 4(3%) of the 

respondents stated that the corporate culture at Equity bank was a top-down 

management culture style. 

Internal Corporate Communication 

Internal communication is another aspect in framing the corporate identity of 

the banking system. Respondents were enquired to indicate the extent to which 

internal communication practices were adopted in the bank. The study findings are 

indicated in the Table 4.5.  
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Table 4.5: Internal Corporate Communication 

Statement  Strongly 
 disagree 

Disagre
e 

Neutr
al 

Agree strongly 
agree 

The senior communication executives have 
responsibility for assessing and helping to 
improve verbal and non-verbal 
communication during the bank 

Freq 
 
% 

20 
 
15.4 

6 
 
4.6 

36 
 
27.7 

40 
 
30.8 

28 
 
21.5 
 

The bank uses internal communication to 
build organization’s culture with a emphasis 
on a small number of clear, sincerely 
embraced values 

Freq 
 
% 

0 
 
0 

24 
 
18.5 

41 
 
31.5 

45 
 
34.6 

20 
 
15.4 

There are channels for feedback and ideas 
provided for all forms of internal 
communication in the bank 

freq 22 41 18 38 11 

 % 16.9 31.5 13.8 29.2 8.5 

The bank encourages all forms of 
communication including top-down down-top 
and peer-to-peer communication 

freq 46 17 20 45 2 

 % 35.4 13.1 15.4 34.6 1.5 

The bank encourages cross-departmental 
communication and collaboration 

freq 0 21 11 80 18 

 % 0 16.2 8.5 61.5 13.8 

The bank observes effective internal 
communication that connects people with one 
another and providing the right information at 
the right time 

freq 20 4 40 64 2 

 % 15.4 3.1 30.8 49.3 1.5 

Internal communication practices at the bank 
involve, motivate, and inspire employees 

freq 46 6 26 46 6 

 % 35.4 4.6 20 35.5 4.6 

Lines of communication at Equity bank are 
open and leaders are good listeners 

freq 24 40 16 36 14 

 % 18.5 30.8 12.3 27.7 10.7 

The bank encourages company-related use of 
social media 

freq 0 9 45 40 36 

 % 0 6.9 34.6 30.8 27.7 

The banks shares industry news, trends, and 
insights with employees 

freq 0 3 41 38 48 

 % 0 2.3 31.5 29.2 36.9 

Equity Bank uses internal communication to 
recognize and praise success 

freq 0 13 41 40 36 

 % 0 10 31.5 30.8 27.7 

The bank promotes employee communication 
resources and training 

freq 6 19 23 61 15 

 % 4.6 14.6 17.7 46.9 11.5 
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 Results indicate that 68(52.3%) of the respondents affirmed that senior 

communication executives had the mandate for evaluating and assisting to improve 

verbal and non-verbal communication throughout the bank, 36(27.7%) respondents 

were neutral, while 6(4.6%) disagreed and 20(15.4%) strongly disagreed. Similarly, 

20(15.4%) and 45(34.6%) of the respondents agreed and strongly agreed that the bank 

used internal communication to build the organization’s culture with a focus on a 

small amount of clear embraced values, while 41(31.5%) respondents were neutral, 

and 24(18.5%) respondents disagreed. As to whether there were channels for 

feedback and ideas provided for all forms of internal communication in the bank, 

11(8.5%) strongly agreed and 38(29.2%) respondents agreed, 18(13.8%) respondents 

were neutral while 41(31.5%) respondents disagreed and 22(16.9%) strongly 

disagreed. This indicated that not all internal communications had channels for 

feedback. 

 As whether the bank encouraged all form of communication including top-

down, down-top a peer-to-peer communication, 46(35.4%) respondents strongly 

disagreed, 17(13.1%) disagreed, 20(15.4%) were neutral, 45(34.6%) respondents 

agreed and 2(1.5%) strongly agreed. This indicated that vertical communication and 

horizontal communication were not adequately observed making it bureaucratic. In 

regard to cross departmental communication, 80(61.5%) respondents agreed, 

18(13.8%) respondents strongly agreed, and 11(8.5%) were neutral while 21(16.2%) 

respondents disagreed. This indicated that the bank encouraged communication within 

and between different departments making information accessible. The bank observes 

effective internal communication that connects people with one another and also 

providing the right information at the right time as agreed by 64(49.3%) respondents 
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and strongly agreed by 2(1.5%) respondents, however, 20(15.4%) respondents 

strongly disagreed and 4(3.1%) disagreed while 40(30.8%) were neutral. 

 Regarding whether internal communication practices at the bank involve, 

motivate, and inspire employees, those respondents who strongly disagreed and 

agreed had a tie at 46(35.4%), those who strongly agreed and disagreed had a tie at 

6(4.6%) while 26(20%) were neutral. 40(30.8%) respondents disagreed that lines of 

communication at Equity bank are open, and leaders are good listeners, 24(18.5%) 

strongly disagreed, 16(12.3%) respondents were neutral, 36(27.7%) agreed and 

14(10.7%) strongly agreed. This indicated of an existing challenge in communication 

lines at the bank the bank encourages company-related use of social media as agreed 

by 40(30.8%) respondents and 36(27.7%) strongly agreed while 45(34.6%) 

respondents were neutral and 9(6.9%) disagreed. 

 The study findings indicated that the bank shared industry news, trends, and 

insights with employees as 48(36.9%) respondents strongly agreed, 38(29.2%) 

agreed, 41(31.5%) were neutral while 3(2.3%) disagreed. Internal communication was 

used to recognize and praise success as agreed by 40(30.8%) respondents and 

36(27.7%) strongly agreed, 41(31.5%) were neutral while 13(10%) disagreed. The 

bank promotes employee communication resources and training as agreed by 

61(46.9%) respondents, 15(11.5%) respondents strongly agreed, 23(17.7%) were 

neutral, 19(14.6%) disagreed and 6(4.6%) strongly disagreed.  

 The bank uses internal communication for accurate and consistent information 

sharing to build and harmonize favorable relationships with shareholders by 

transmitting the corporate philosophy and vision to ensure consistency. Thus, it is a 

strategic tool by the bank in developing competitive advantage and perfecting the 
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corporate identity as well as monitoring public opinions and interests enabling its 

officials to make informed decisions. Theses study findings concur with Verhoeven et 

al., (2011) who found that corporate communication involves outbound activities 

including generating influencing customer preferences, public attention, motivating 

employees, and building up immaterial assets - where it identifies prospects and 

public concerns or management of relations to adjust corporate strategies and 

safeguard room for manoeuvre. 

 The respondents were also asked to indicate the internal communication 

practice stands out at Equity bank as the most effective. The Table 4.6 below shows 

the findings. 

Table 4.6: Use of Internal Communication Practice at Equity Bank  

 
Frequency Percent 

No response 
8 6 

Departmental targets meetings and customer 
service annual competition 25 19 

Email communication 32 24 

Intranet 35 27 

The bank uses internal communication to build 
the organization’s culture  15 12 

There are channels for feedback and ideas 
provided for all forms of internal communication  

15 12 

Total 130 100 
 

 From the findings in Table 4.6, 35(27%) respondents indicated that the email  

was used in internal communication, 25(19%) stated departmental target meetings and 

customer service annual meetings were used, 35(27%) respondents stated that the 

intranet was used, 15(12%) respondents indicated the bank used internal 

communication to build the organization’s culture, while 15(12%) respondents stated 
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of  availability of channels for feedback and ideas provided for all forms of internal 

communication in the bank. Intranet and email stood out as the most effective internal 

communication possibly because of advancements in technology in the banking 

system making most effective in sharing of information within the organization’s 

departments. 

Stakeholder Management Practices at Equity Bank 

The fourth objective of the study aimed at finding out how Equity Bank 

stakeholder management practices were used in shaping corporate identity to the 

external stakeholders. Respondents were asked to show the extent that various 

stakeholder management practices were applied at Equity bank on a scale of 1-5 

where 1=Not at all and 5=Very high extent. The study findings are presented in Table 

4.7. 
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Table 4.7: Stakeholder Management Practices at Equity Bank 

 Little 
extent 

Moderate 
extent 

High 
extent 

Very high 
extent. 

The Equity Bank considers each 
stakeholder relationship as unique 
in its form and substance 

 0 
0 

13 
10 

59 
45.4 

58 
44.6 

The bank designs deliberate 
stakeholder communication tactics 
that align with organizational 
objectives 

Freq 
% 

0 
0 

0 
0 

70 
53.8 

60 
46.1 

Equity bank adopts a strategic 
approach that is rooted in 
understanding the nature and 
importance of the stakeholder 
relationship 

Freq 
% 

0 
0 

2 
1.5 

75 
57.7 

53 
40.8 

The bank considers stakeholder 
communication as a precise form of 
outreach with specific imperatives 

Freq 
% 

0 
0 

0 
0 

89 
68.5 

41 
31.5 

The bank adopts the systems 
approach to communication that 
recognizes that audiences are not 
static or homogenous segments 

Freq 
% 

16 
12.3 

4 
3.1 

82 
63.1 

28 
21.5 

In any stakeholder engagement, 
Equity Bank performs high quality 
research and consultations 

Freq 
% 

0 
0 

1 
0.8 

101 
77.7 

28 
21.5 

The bank considers creative 
solutions for creating win-win 
opportunities with the stakeholders 

Freq 
% 

16 
12.3 

4 
3.1 

82 
63.1 

28 
21.5 

The bank approaches stakeholder 
communication activities from the 
fundamental premise that 
communication is a support 
function. 

Freq 
% 

0 
0 

23 
17.7 

81 
62.3 

26 
20 

The bank conducts stakeholder 
mapping to help plan effective 
stakeholder communication 

Freq 
% 
 

0 
0 

1 
1 

84 
64.6 

45 
34.6 

 

Findings in Table 4.7 showed that 59(45.4%) respondents indicated that 

Equity Bank considered each stakeholder relationship as unique in its form and 

substance to a high extent, 58(446%) respondents indicated to a very high extent 

while 13(10%) respondents indicated that management practice was applied to a 

moderate extent. The bank designs deliberate stakeholder communication approaches 
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that align with organizational objectives to a high extent as indicated by 70(53.8%) 

respondents and to a very high extent as indicated by 60(46.1%) respondents. To a 

high extent, Equity bank adopts a tactical method that is entrenched in understanding 

the nature and importance of the stakeholder relationship as indicated by 75(57.7%) 

respondents, 53(40.8%) respondents indicated that the practice was applied to a very 

high extent and 2(1.5%) respondents indicated to moderate extent. 

The bank considers stakeholder communication as a particular form of 

outreach with specific imperatives to a high extent as indicated by 89(68.5%) 

respondents and to a very high extent as indicated by 41(31.5%) respondents. 

82(63.1%) respondents indicated that the bank adopts the systems approach to 

communication that recognizes that audiences are not static or homogenous segments 

to a high extent, 28(21.5%) respondents stated to a very high extent, 4(3.1%) 

respondents stated to a moderate extent and 16()12.3% stated to a little extent. In 

regard to stakeholder engagement, 101(77.7%) respondents indicated that in any 

stakeholder engagement, Equity Bank performs high quality research and 

consultations to high extent, 28(21.5%) respondents stated to a very high extent while 

1(0.8%) respondent indicated to a little extent. 

The bank considers creative solutions for creating win-win opportunities with 

the stakeholders to a high extent as indicated by 82(63.1%) respondents, 28(21.5%) 

respondents stated to a very high extent, 4(3.1%) indicated to moderate extent and 

16(12.3%) to a little extent. 81(62.3%) respondents indicated that the bank approaches 

stakeholder communication activities from the fundamental premise that 

communication is a support function to a high extent, 26(20%) indicated to a very 

high extent and 27(17.7%) respondents indicated to a moderate extent. 84(64.6%) 
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respondents indicated that to a high extent the bank conducts stakeholder mapping to 

help plan effective stakeholder communication, 45(34.6%) respondents indicated to a 

very high extent and 1(0.8%) respondent stated to a moderate extent. 

The study findings on stakeholder management practices revealed that Equity 

bank upholds corporate social responsibility, sustainable development and corporate 

governance practices which are necessary for stakeholder relation and corporate 

identity to be fully integrated, in order to ensure consistency in the messages that are 

delivered to the financial community and other company’s stakeholders. 

The respondents were also asked to state whether Equity bank is effective in 

management of her stakeholders. Findings of the study are indicated in the Table 4.8. 
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Table 4.8: Whether Equity Bank Was Effective in Stakeholder Management  

 
Frequency Percent 

Yes 113 86.9 
No response 17 13.1 
Total 130 100 

Explanation Frequency Percent 

No response 63 48.5 
Being a financial institution, the bank is governed 
by the Central Bank of Kenya which has given 
guidelines on communication to stakeholders, the 
period and frequency. Due to the nature of the 
financial institution Equity bank has gone above 
and beyond in communicating to its stakeholders 8 6.2 
Consultation is effectively done 3 2.3 
Equity bank prioritizes the stakeholders’ 
preferences which in turn makes it easier to deliver 
to their expectations 3 2.3 
Equity ensures all stakeholders are well managed 
even if at times not effectively 2 1.5 
Equity is usually very keen especially with how the 
external stakeholders are handled as this are the 
people who believed in us and made us who we are 
today 4 3.1 
Growth of the bank has been brought about by 
consistent involvement of stakeholders and thus 
improved ways of working 3 2.3 
Key stakeholders are engaged when making 
decisions 11 8.5 
Positive feedback from stakeholders 2 1.5 
Regular stakeholder communication has been 
carried out with great success 9 6.9 
The bank normally ensures all customers and 
stakeholders are well advised and communicated to 4 3.1 
The CEO has always pushed for excellence 
especially when it comes to commitment by the 
bank to stakeholders 5 3.8 
Their communication with stakeholders is well 
mapped, researched and executed and the results 
monitored 4 3.1 
We value our customers so much because they 
believed in us when no one did, therefore, we treat 
them with outmost professionalism 9 6.9 

Total 130 100 
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Most respondents at 113(86.9%) affirmed that Equity bank was effective in 

stakeholder management. Some of the reasons given included key stakeholders were 

engaged when making decisions as stated by 11(8.5%) respondents, 9(6.9%) 

respondents stated that Equity bank valued customers so much because they believed 

the bank when no one did, therefore, it treated them with outmost professionalism, 

8(6.2%) respondents stated that being a financial institution, the bank was governed 

by the Central Bank of Kenya which has given guidelines on communication to 

stakeholders, the period and frequency.  

Due to the nature of the financial institution Equity bank had gone above and 

beyond in communicating to its stakeholders and that regular stakeholder 

communication was carried out with great success as reported by 9(6.9%) 

respondents. Other factors that made Equity bank effective in managing her 

stakeholders included effective consultation, prioritizing stakeholder preferences, the 

CEO always pushing for excellence especially when it comes to commitment by the 

bank to stakeholders and that communication with stakeholders is well mapped, 

researched and executed and the results monitored. 

Corporate Identity of Equity Bank 

The bank’s corporate identity mostly relies on its corporate culture that 

includes history and country of origin, sub-cultures and philosophies, values, 

missions, principles, and guidelines. This corporate culture in the long run develops 

teamwork, integrity and probity which result to the bank’s effectiveness in various 

dimensions. These dimensions are indicated in Table 4.9. 
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Table 4.9: Corporate Identity of Equity Bank 

Indicator 
 

Poor Average Good Excellent Mean 
Std. 

Deviation 
Investor 
confidence freq 0 9 48 73 12.15 24.288 

 
% 0 6.9 36.9 56.1 

  Employee loyalty freq 55 28 31 12 10.72 24.754 

 
% 42.3 21.5 23.8 12.3 

  Talent attraction freq 22 15 30 63 11.69 24.453 

 
% 16.9 11.5 23.1 48.4 

  Customer loyalty freq 0 40 65 25 7.72 17.741 

 
% 0 30.8 50 19.2 

  Treatment by the 
media freq 0 22 63 45 8.01 17.677 

 
% 0 16.9 48.5 34.6 

   

Findings in Table 4.9 show that investor confidence was excellent as indicated 

by 73(56.6%) respondents with the highest mean of 12.15 and standard deviation of 

24.288. Employee loyalty lowered the corporate image of the bank as 55(42.3%) 

respondents rated it as poor with 12(12.3%) respondents rating it as excellent. Talent 

attraction was excellent with a mean of 11.699 and standard deviation of 24.453 as 

indicated by 63(48.4%) respondents. Customer loyalty and treatment by the media 

were rated good by 65(50%) and 63(48.5%) respondents respectively. The results 

revealed that the corporate image of Equity bank was good which attracts positive 

perception of by the public and investors. This could be as a result of its commitment 

to maintain good external communication, corporate culture and stakeholder 

management. 

Bivariate Correlation Matrix Influence of Corporate Communication on 
Corporate Identity of Equity Bank 

 
The study conducted Pearson Moment Correlation Coefficient to ascertain if 

relationship occurs between dependent variable (corporate identity) and independent 
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variables (corporate communication) and the nature of such relationship if any. 

Findings are shown in Table 4.10. 

Table 4.10: Bivariate Correlation Matrix  

  

Corpo
rate 

culture 

Internal 
corporate 

communication 

Stakeholder 
managemen
t practices 

Corporat
e identity 

Corporate 
culture 

Pearson 
Correlation 1 

   

 
Sig. (2-tailed) 

   

 
N 126 

   Internal 
corporate 
communication 

Pearson 
Correlation .268** 1 

  

 

Sig. (2-
tailed) 0.003 

   

 
N 124 124 

  Stakeholder 
management 
practices 

Pearson 
Correlation .295** .580** 1 

 

 

Sig. (2-
tailed) 0.001 0 

  

 
N 124 124 124 

 Corporate 
identity 

Pearson 
Correlation .668** .390** .470** 1 

 

Sig. (2-
tailed) 0 0 0 

 

 
N 118 118 118 118 

** The Correlation is significant at the 0.01 level (2-tailed). 

 

The correlation matrix results indicated that there was a significant strong 

positive linear association between corporate culture and corporate identity (r=0.668, 

p=0.00). A significant moderate positive linear association between corporate identity 

and internal corporate communication was observed (r=0.390, p=0.00). Also, a 

significant moderate positive relationship was observed between corporate identity 

and stakeholder management practices (r=0.470, p=0.00). These results showed 
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corporate image at Equity bank was directly proportional to internal corporate 

communication, corporate culture, and stakeholder management practices.  

 

Multivariate Linear Regression 

 The Regression Model was used to establish the connection between the 

dependent and independent variables.  Multivariate Regression Model was. 

Y = β0 + β1X1 + β2X2 + β3X3 + β4X4 + ε   

Where: Y = Corporate Identity; β0 = Constant Term; β1, β2, β3 and β4= Beta(β) 

Coefficients; X1= External Communication; X2= Corporate Culture; X3= Internal 

Corporate Communication and X4 =Stakeholder Management Practices 

Table 4.11: Multivariate Regression Model Summary  

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .732a 0.536 0.52 0.471 
A Predictors: (Constant), Stakeholder Management Practices, Corporate Culture, 
External Communication, Internal Corporate Communication 
 

As indicated in Table 4.11, the R value (0.732) showed that the overall model 

is significant. The independent variables that were studied explain 53.6% of the 

corporate identity at Equity bank signified by the R2 where other factors not studied in 

this research contributed 46.4% in corporate identity of Equity bank. 

Table 4.12: Multivariate Regression ANOVA 

Model 
 

Sum of Squares df Mean Square F Sig. 

1 Regression 28.951 4 7.238 32.694 .000b 

 
Residual 25.016 113 0.221 

  

 
Total 53.966 117 

   a. Dependent Variable: corporate identity 
b. Predictors: (Constant), Stakeholder Management Practices, Corporate Culture, External 
Communication, Internal Corporate Communication 
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In multivariate regression analysis, the ANOVA tests the statistical 

significance of the model. The F-ratio in the ANOVA (Table 4.12) tests if the overall 

regression model is a good fit for the data. The table shows that the independent 

variables (Corporate Communication) statistically significantly predict the dependent 

variable (corporate identity), F (4, 113) = 32.694, p (.000) < .05 (i.e., the regression 

model is a good fit of the data). 

Table 4.13: Multivariate Regression Coefficients 

Model 
 

Unstandardized 
Coefficients 

Standardized 
Coefficients t Sig. 

  
B Std. Error Beta 

  
1 (Constant) 0.189 0.558 

 
0.338 

0.73
6 

 

External 
communication 0.14 0.116 0.102 1.213 

0.22
8 

 
Corporate culture 0.643 0.079 0.605 8.151 0 

 

Internal corporate 
communication 0.109 0.068 0.14 1.602 

0.11
2 

 

Stakeholder 
management practices 0.396 0.13 0.243 3.041 

0.00
3 

a) The Dependent Variable: Corporate Identity 

 

The findings in the table 4.13 established regression equation as follows.   

Y = 0.189 + 0.14 X1 + 0.643 X2 + 0.109 X3 + 0.396 X4 + 0.471 

The regression equation above recognized that taking all factors into account 

(external communication, corporate culture, internal corporate communication, and 

stakeholder management practices) constant at zero, corporate identity is 0.189. 

Findings showed that there was a positive relationship between corporate identity and 

external communication (beta=0.14, p=0.228) inferring that an increase in 

effectiveness of external communication by 1 unit leads to improvement I corporate 

identity by 0.14 units.  
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Results further indicated that corporate identity and corporate culture had a 

positive relationship (beta=0.643, p=0.00) implying that an improvement in corporate 

culture by 1 unit leads to improvement corporate identity by 0.643 units. Internal 

corporate communication and corporate identity had a positive relationship 

(beta=0.109, p=0.112) implying that improvement in internal corporate 

communication by 1 unit leads improvement of corporate image by 0.109 units. Also, 

stakeholder management practices and corporate identity had a positive relationship 

(beta=-0.396, p=0.003) implying that an improvement of stakeholder management by 

1 unit leads to improvement of corporate identity of Equity bank by 0.396 units. 

Summary of Key Findings 

The top executives of Equity Bank focused on communication as a 

management capability to a very high extent as indicated by 45(34.6%) of the 

respondents, 51(39.4%) of the respondents indicated that the bank ensured that any 

employee at any level who had duties for some form of communication could do it 

well to a very high extent. External communication by the bank facilitated 

cooperation and collaboration with the various shareholders that were outside the 

formal structure of the organization to a very high extent as indicated by 78(60%) of 

the respondents and that the external communication channels utilized by the bank 

depend on the nature of the relationship with a specific stakeholder to a very high 

extent as indicated by 78(60%) of the respondents. Also, external communication by 

the bank is interactive and bi-directional to a moderate extent as stated by 60(46.2%) 

of the respondents and it is always sensitive to the requirements of the bank and the 

stakeholders with whom the bank intends to communicate to a high extent as 

indicated by 63(48.5%) of the respondents. 
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The content and form of external communication by the bank were developed 

in a participatory manner, to foster cooperation and collaboration to a very high extent 

as stated by 63(48.5%) respondents. In terms of external communication objectivity, 

83(63.8%) of the respondents indicated that external communication by the bank is 

objective, and always use accurate and reliable data sources to a high extent and 

59(45.5%) of the respondents indicated that external communication is clear and 

accessible to the intended audiences to a high extent. In regard to utility of 

communication channels, 83(63.8%) of the respondents indicated that the bank 

utilizes a variety of communication channels including the internet, print and 

broadcast media, face-to-face meetings and establishing virtual discussion forums to a 

very high extent. This makes Equity Bank ensure consistent information flow from 

the various categories of stakeholders to the organization and vice versa to a very high 

extent as indicated by 53(40.8%) of the respondents and it is timely in its 

communication to stakeholders to a very high extent as indicated by 72(55.4%) of the 

respondents.  

The study findings revealed that 33(25.3%) of the respondents stated that the 

external communication practice of integrating all channels and thus an effective way 

of communication by the bank stands out as the most effective. 

Results of the study showed that 53(40.8%) of the respondents stated that 

public commitment to values by top leadership at Equity bank was observed at a good 

level where adherence to competition rules and operational guidelines was excellently 

observed as indicated by 69(53.1%) of the respondents. In terms of health and safety 

record over time, 53(40.8%) respondents indicated that the practice had been 

Daystar University Repository

Library Archives Copy



 

79 
 

 

observed to a good extent and 33(25.4%) respondents indicated that staff satisfaction 

had been observed to average extent. 

In terms of board effectiveness, 63(48.5%) respondents stated that board 

effectiveness had been observed to a good extent where consistent application of code 

of conduct had been observed to a good extent as indicated by 57(43.8%) 

respondents. Training of employees was averagely observed at Equity bank. Openness 

of culture where staff at all levels feel free to speak up about concerns was very 

poorly observed as indicated by 59(45.4%) respondents, Consistency of recruitment 

policies with declared values was observed to a good extent as observed by 61(46.9%) 

respondents and 44(33.8%) respondents indicated that Consistency of remuneration 

and incentives at all levels with declared values was observed to a good extent. 

Transparency and robustness of risk management systems was observed to an 

excellent extent as indicated by 56(43.1%) respondents; employment engagement 

corporate culture was observed to a good extent as indicated by 34(26.2%) 

respondents, but the overall corporate culture was wanting as stated by 24(18.5%) 

respondents. This could be especially in openness of culture where staff at all levels 

feel free to speak up about concerns and employee engagement. 

It was clear that the bank used internal communication for accurate and 

consistent information sharing to build and harmonize favorable relationships with 

shareholders by transmitting the corporate philosophy and vision to ensure 

consistency hence it is a strategic tool in developing competitive advantage and 

perfecting the corporate identity as well as monitoring public opinions and interests 

enabling the bank officials to make informed decisions. Intranet was the most 

effective internal communication practice at Equity bank. 
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The study findings on stakeholder management practices revealed that Equity 

bank upheld corporate social responsibility, sustainable development and corporate 

governance practices which are vital for stakeholder relation and corporate identity to 

be fully integrated, in order to ensure consistency in the messages that are delivered to 

the financial community and other company’s stakeholders with majority 113(86.9%) 

respondents affirming that Equity bank is effective in management of stakeholders. 

Some of the reasons given include key stakeholders are engaged when making 

decisions.  

The correlation matrix results indicated that there was a significant strong 

positive linear association between corporate culture and corporate identity (r=0.668, 

p=0.00). A significant moderate positive linear association between corporate identity 

and internal corporate communication was observed (r=0.390, p=0.00). Also, a 

significant moderate positive relationship was observed between corporate identity 

and stakeholder management practices (r=0.470, p=0.00). The findings indicated that 

there was a positive relationship between corporate identity and external 

communication (beta=0.14, p=0.228). 

Results further indicated that corporate identity and corporate culture had a 

positive relationship (beta=0.643, p=0.00). Internal corporate communication and 

corporate identity had a positive relationship (beta=0.109, p=0.112). Also, stakeholder 

management practices and corporate identity had a positive relationship (beta=-0.396, 

p=0.003). 

Summary 

In this chapter, it is evident that internal and external communication at all 

levels in EBL is very key. In particular, external communication was well managed 
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compared to some aspects of internal communication. EBL ensures consistent 

information flow from the various categories of stakeholders to the organization and 

vice versa. In terms of board effectiveness, 63(48.5%) respondents stated that board 

effectiveness had been observed to a good extent where consistent application of code 

of conduct had been observed. 

It was clear that the bank used internal communication for accurate and 

consistent information sharing to build and harmonize favorable relationships by 

transmitting the corporate philosophy and vision to ensure consistency hence it is a 

strategic tool in developing competitive advantage and perfecting the corporate 

identity as well as monitoring public opinions and interests enabling the bank officials 

to make informed decisions. Intranet was the most effective internal communication 

practice at Equity bank. 

The different corporate communication activities practiced at equity have 

proven to a direct correlation with the corporate identity of the company. The findings 

indicated that there was a positive relationship between corporate identity and 

external communication. Internal corporate communication and corporate identity had 

a positive relationship. 
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATIONS 

Introduction 

This chapter focuses on the discussion of key findings of the study according 

to the presentation, analysis, and interpretation in chapter four based on the study’s 

objectives and relevant literature as provided in chapter two. In addition, the chapter 

also provided the conclusion, the recommendations, and suggestions for future studies 

based on the study’s findings.  

Discussions of Key Findings 

External Communication Practices Adopted by EBL in Enhancing Corporate Identity 

The first objective of the study was to investigate external communication 

practices adopted by EBL in enhancing the corporate identity. The study findings 

showed that top executives of Equity Bank focused on communication as a 

management capability to a very high extent as indicated at 45(34.6%), 51(39.4%) of 

the respondents indicated that the bank ensured that any employee at any level who 

had responsibility for some form of communication can did it well. This resulted to 

creation of awareness in which the services could be recognized by potential investors 

and customers.  

External communication by the bank has facilitated teamwork and partnership 

with various stakeholders who were outside the formal structure of the organization at 

78(60%). The external communication channels utilized by the bank depended on the 

nature of the relationship with a specific stakeholder at 78(60%). Also, external 

communication by the bank was interactive and bi-directional at 60(46.2%) and it was 
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always critical to the requirements of the bank and the stakeholders with whom the 

bank intended to communicate to at 63(48.5%). This aids in transmission of correct 

information about the bank and reduces erroneous information which could create a 

negative corporate identity. These findings agree with Brodie et al. (2012) who 

observed that it is very important to perceive communication in an organization as a 

wide activity managed by communication professionals. Many forms of intellectual 

capital such as relations, networks, competencies, and trust require strong 

communication skills of staff.  

The content and form of external communication by the bank were developed 

in a participatory manner, to foster cooperation and collaboration. In terms of external 

communication objectivity, 83(63.8%) of the respondents indicated that external 

communication by the bank were objective and always used accurate and reliable data 

sources to and 59(45.5%) of the respondents indicated that external communication 

was clear and accessible to the intended audiences. These study findings concur with 

Carroll (2013) who posits that organizations should have CEOs with strategic 

background, intent, and vision in order to direct corporate communication to the 

targeted stakeholders.  

In regard to utility of communication channels, 83(63.8%) of the respondents 

indicated that the bank utilized several communication channels including the 

internet, print and broadcast media, face-to-face meetings and established virtual 

discussion forums to a very high extent. This made Equity Bank acquire consistent 

information flow from various categories of stakeholders to the organization and vice 

versa and it was timely in its communication to stakeholders. The findings indicated 

that there was a positive relationship between corporate identity and external 
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communication (beta=0.14, p=0.228) implying that an increase in effectiveness of 

external communication by 1 unit leads to improvement I corporate identity by 0.14 

units.  

This makes the stakeholders and employees to understand the vision, mission, 

and especially the strategic plan of the organization as stated by Zerfass and Sherzada, 

(2015). The authors stated that the overall organizational strategic plan needs to 

incorporate corporate communication initiatives within a short- or long-term plan to 

avoid internal or external communication problems and denting the corporate image. 

The study findings also coincide with Equity bank’s strategic plan that currently, EBL 

strives to maintain the identity in the competitive banking sector by adopting a fully-

fledged communication and advertising department which deals with media relations, 

corporate public relations, and product relations management (Equity Bank Limited, 

2019). 

How Corporate Culture at EBL Relates with the Corporate Identity 

The relationship between corporate culture at Equity bank and her corporate 

identity was assessed by the extent to which corporate culture aspect was observed. 

Results of the study showed that 53(40.8%) of the respondents stated that public 

commitment to values by top leadership at Equity bank was observed at a good level 

where adherence to competition rules and operational guidelines was excellently 

observed as indicated by 69(53.1%) of the respondents. In terms of health and safety 

record over time, 53(40.8%) respondents indicated that the practice had been 

observed to a good extent and 33(25.4%) respondents indicated that staff satisfaction 

had been observed to average extent. 
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In terms of board effectiveness, 63(48.5%) respondents stated that board 

effectiveness had been observed to a good extent where consistent application of code 

of conduct had been observed to a good extent as indicated by 57(43.8%) 

respondents. Training of employees was averagely observed at Equity bank. Openness 

of culture where staff at all levels feel free to speak up about concerns was very 

poorly observed as indicated by 59(45.4%) respondents, Consistency of recruitment 

policies with declared values was observed to a good extent as observed by 61(46.9%) 

respondents and 44(33.8%) respondents indicated that Consistency of remuneration 

and incentives at all levels with declared values was observed to a good extent. 

Transparency and robustness of risk management systems was observed to an 

excellent extent as indicated by 56(43.1%) respondents; employment engagement 

corporate culture was observed to a good extent as indicated by 34(26.2%) 

respondents, but the overall corporate culture was wanting as stated by 24(18.5%) 

respondents. This could be especially in openness of culture where staff at all levels 

feel free to speak up about concerns and employee engagement. The correlation 

matrix results showed that there was a significant strong positive linear association 

between corporate culture and corporate identity (r=0.668, p=0.00). Results further 

indicated that corporate identity and corporate culture had a positive relationship 

(beta=0.643, p=0.00) implying that an improvement in corporate culture by 1 unit 

leads to improvement corporate identity by 0.643 units. 

In most cases the perceptions and preferences of stakeholders, investors, and 

consumers on the services of an organization are coherent to their perceptions on the 

organization’s corporate identity in terms of commitment to values, satisfaction, 

effectiveness in review, openness of culture and transparency. The study findings 
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concur with Carroll (2013) who observed that for an organization to have a good 

corporate image it needs to promote corporate identity through a corporate strategy 

based on the primary communication where a product, service or performance is 

highlighted. The study findings are also supported by Garbett (1988) who agreed that 

for an organization to achieve a strong image, it is all dependent on the management 

of the corporate identity and practices, behavior, communication, and symbolism over 

a period. 

The Role of Internal Corporate Communication Practices at EBL in Relation 
to Corporate Identity 

 On the role of internal corporate communication practices, the study findings 

revealed that senior communication executives have a duty to   assess and help to 

improve verbal and non-verbal communication in the bank. The bank uses internal 

communication in building the organization’s culture with a focus on a small amount 

of clear, sincerely embraced values.  The study findings indicated that the bank 

observes effective internal communication that connects people with one another and 

also providing the right information at the right time as agreed by 64(49.3%) 

respondents and strongly agreed by 2(1.5%) respondents. 

The study findings indicated that the bank shares industry news, trends, and 

insights with employees as 48(36.9%) respondents strongly agreed. Internal 

communication was used to recognize and praise success as agreed by 40(30.8%) 

respondents and 36(27.7%) strongly agreed and the bank promote employee 

communication resources and training as agreed by 61(46.9%) respondents. The bank 

uses internal communication for accurate and consistent information sharing so as to 

create and harmonize positive relations with stakeholders by conveying the corporate 
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philosophy and vision to ensure dependability hence it is a tactical tool in developing 

a competitive advantage and perfecting the corporate identity as well as monitoring 

public opinions and interests enabling the bank officials to make informed decisions. 

Intranet was the most effective internal communication practice at Equity bank. 

A significant moderate positive linear association between corporate identity 

and internal corporate communication was observed (r=0.390, p=0.00). Internal 

corporate communication and corporate identity had a positive relationship 

(beta=0.109, p=0.112) implying that improvement in internal corporate 

communication by 1 unit leads improvement of corporate image by 0.109 units. These 

study findings agree with Verhoeven et al., (2011) that corporate communication 

engages outbound activities such as influencing customer preferences, motivating 

employees, generating public attention, and building up immaterial assets. Inbound 

activities are aimed at identifying opportunities and public concerns as well as 

manage relationships to adjust corporate strategies and secure room for manoeuvre 

implying that strong communication will be important in building an organization’s 

identity and image (Malmelin, 2017). 

How EBL Stakeholder Management Practices are used in Shaping Corporate 
Identity to the External Stakeholders 

Findings showed that 59(45.4%) respondents indicated that Equity Bank 

considers each stakeholder relationship as unique in its form and substance to a high 

extent, 58(446%) respondents indicated to a very high extent while 13(10%) 

respondents indicated that management practice was applied to a moderate extent. 

The bank designs deliberate stakeholder communication approaches that align with 
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organizational objectives to a high extent as indicated by 70(53.8%) respondents and 

to a very high extent as indicated by 60(46.1%) respondents. 

To a high extent, Equity bank has adopted a tactical method that is geared 

towards understanding the nature and importance of the stakeholder relationship as 

indicated by 75(57.7%) respondents.  The bank considers stakeholder communication 

as a specific form of outreach with specific imperatives to a high extent as indicated 

by 89(68.5%) respondents.  Also, the bank adopts the systems approach to 

communication that recognizes that audiences are not static or homogenous segments 

to a high extent. Regarding stakeholder engagement, 101(77.7%) respondents 

indicated that in any stakeholder engagement, Equity Bank performs high quality 

research and consultations to high extent, and it considers creative solutions for 

creating win-win opportunities with the stakeholders to a high extent as indicated by 

82(63.1%) respondents. 

The bank approaches stakeholder communication activities from the 

fundamental premise that communication is a support function to a high extent and to 

a high extent the bank conducts stakeholder mapping to help plan effective 

stakeholder communication. From the bivariate correlation, a significant moderate 

positive relationship was observed between corporate identity and stakeholder 

management practices (r=0.470, p=0.00). Also, stakeholder management practices 

and corporate identity had a positive relationship (beta=-0.396, p=0.003) implying 

that an improvement of stakeholder management by 1 unit leads to improvement of 

corporate identity of Equity bank by 0.396 units. 

The study findings on stakeholder management practices revealed that Equity 

bank upholds corporate social responsibility, sustainable development and corporate 
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governance practices which are vital for stakeholder relations and for corporate 

identity to be fully integrated. This in turn helps to ensure consistency in the messages 

that are delivered to the financial community and other company’s stakeholders. 

Conclusion 

Corporate image is naturally a combination of products which reveal and 

communicate the identity of an organization. An important evaluation criterion for 

communication managers is whether corporate image placing endeavors to achieve 

the objectives the decision makers intended them to achieve.  

Since people will be influenced by any type of corporate communications, it is 

important for companies to ensure that all company cues conveyed by symbolism, 

communication and behavior are clear and the ultimate influence is positive. Hence, it 

is important for a company to assess whether its corporate identity has been 

effectively communicated. 

Thirdly, customer satisfaction is very importance because customers are the 

most valued assets of an organization. As highlighted previously in this study, having 

a sound relationship with the bank's special public such as: customers, employees, 

investors, shareholders, governments are necessary.  

Moreover, the findings have revealed that good community relations and good 

communication increase the chances of an organization at the marketplace. One of the 

findings indicated that new customers are attracted, and present ones retained. Finally, 

there is a gain in saying that a good corporate image is necessary for the survival and 

growth of a bank. Therefore, it should receive the same attention as the other major 

functions of management. If the management of banks would improve their corporate 
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image in the light of this research, it would enhance their reputation and ultimately 

their performance at the marketplace.  

Recommendations 

From the findings of this study, the researcher made the following 

recommendations:  

It is necessary improve on the employees’ welfare and management of worker 

relations. Communication and information flow within the bank and amongst its 

numerous publics should be properly managed. In most cases, corporate image 

making starts from the type of information that emanates from the organization. If the 

information is dependable and is of substance, then the organization has had its work 

cut out for it, but if the information is bad, it could taint the image of the bank or 

organization. 

Recommendations for Further Research 

1. Further research can be carried out to show the importance of corporate 

communication strategies and internal communication policies in 

organizations. 

2. Another study can be conducted to establish the place of corporate 

communication and its influence in achieving organizational efficiency of 

Equity Bank. 

3. An exploration of the internal communication management system utilized at 

Equity bank and its effects. 

4. A communication audit need be done to strengthen corporate communication 

practices.  
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APPENDICES 

Appendix A: Staff Questionnaire 

Dear participant, 

My name is Maureen Wachuka Mutahi, a postgraduate student at Daystar University. 

As part of the fulfilment of my Master of Arts degree in communication, I am 

carrying out a study to find out the influence of corporate communication practices on 

corporate identity in the banking industry, a case of Equity bank limited. I am kindly 

requesting you to spare a few minutes of your time to fill the attached questionnaire as 

sincerely as possible. The information requested her is for academic purposes only 

and will be treated in confidentiality. 

SECTION A: BACKGROUND OF THE RESPONDENT 

1. Please indicate your gender. 

 Male  [  ]   

 Female  [  ]    

2. Please indicate your age in years. _______________ years 

3. Please indicate your highest educational qualification. 

Secondary education [  ]  

Diploma level  [  ] 

Undergraduate  degree [  ] 

Post graduate degree [  ] 

4. Please indicate the number of years you have worked in this bank. ________years 

5. Please indicate your level of management in this organization 

 Senior management  [  ]    

 Middle management  [  ]   
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 Lower management  [  ] 

Non-management   [  ] 

6. Please indicate the number of years you have served in your current position 

Below 5 years  [  ]   

 5 – 10 years  [  ]    

 11 - 15 years  [  ]   

 16 - 20 years  [  ] 

Above 20 years  [  ] 

SECTION B: EXTERNAL COMMUNICATION PRACTICES AT EQUITY 

BANK 

1. Indicate the extent that the below listed external communication practices are 

adopted at Equity Bank.  For each tool, indicate the extent the tool is in use 

using the following scale: 1 = Not at all, 2 = little extent, 3 = Moderate extent, 

4 = High extent and 5 = Very high extent.  

External Communication Practices 1 2 3 4 5 

The top executives of Equity Bank focus on 
communication as a management capability 

     

Equity Bank CEO takes external 
communication very seriously 

     

The bank ensures that any employee at any 
level who has responsibility for some form 
of communication can do it well 

     

External communication by the bank 
facilitates cooperation and collaboration 
with the various stakeholders that are 
outside the formal structure of the 
organization 

     

The bank utilizes a variety of 
communication channels including the 
internet, print and broadcast media, face-to-
face meetings and establishing virtual 
discussion forums 
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The external communication channels 
utilized by the bank depend on the nature of 
the relationship with a specific stakeholder 

     

Equity Bank ensures regular information 
flow from the various categories of 
stakeholders to the organization and vice 
versa 

     

The bank is timely in its communication to 
stakeholders 

     

External communication by the bank is 
interactive and bi-directional 

     

External communication is always sensitive 
to the requirements of the bank and the 
stakeholders with whom the bank intends to 
communicate 

     

The content and form of external 
communication by the bank are developed 
in a participatory manner, to foster 
cooperation and collaboration 

     

External communication by the bank are 
objective, and always use accurate and 
reliable data sources 

     

External communication are clear and 
accessible to the intended audiences 

     

 

2. Which external communication practice stands out at Equity bank as the most 

effective? 

_______________________________________________________________

_______________________________________________________________

_______________________________________________________________

__________________ 

SECTION C: CORPORATE CULTURE AT EQUITY BANK 

1. Indicate the extent that the below listed corporate culture aspects are observed 

at Equity Bank. For each aspect, indicate the extent the aspect is present at the 

bank using the following scale: 1 = Very poor, 2 = Poor, 3 = Average, 4 = 

Good and 5 = Excellent.  
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Corporate culture aspect 1 2 3 4 5 

Public commitment to values by top 
leadership 

     

Adherence to competition rules and 
operational guidelines 

     

Health and safety record over time      

Staff satisfaction      

Board effectiveness reviews      

Consistent application of code of conduct      

Training of employees      

Openness of culture where staff at all levels 
feel free to speak up about concerns 

     

Consistency of recruitment policies with 
declared values 

     

Consistency of remuneration and incentives 
at all levels with declared values 

     

Transparency and robustness of risk 
management systems 

     

Employee engagement      

 

2. How can you term corporate culture at Equity bank? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

________________________________________________ 

SECTION D: INTERNAL CORPORATE COMMUNICATION 

1. Based on the internal communication practices in this bank, indicate the extent to 

which the listed practices are adopted and indicate your agreement to the listed 

statements. Use the following scale: 1 = Strongly disagree, 2 = Disagree, 3 = 

Neutral, 4 = Agree 5 = strongly agree.  
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Statement 1 2 3 4 5 

Senior communication executives have responsibility 
for assessing and helping to improve verbal and non-
verbal communication throughout the bank 

     

The bank uses internal communication to build the 
organization’s culture with a focus on a small number 
of clear, sincerely embraced values 

     

There are channels for feedback and ideas provided for 
all forms of internal communication in the bank 

     

The bank encourages all forms of communication 
including top-down, down-top and peer-to-peer 
communication 

     

The bank encourage cross-departmental 
communication and collaboration 

     

The bank observes effective internal communication 
that connects people with one another and also 
providing the right information at the right time 

     

Internal communication practices at the bank involve, 
motivate and inspire employees 

     

Lines of communication at Equity bank are open and 
leaders are good listeners 

     

The bank encourages company-related use of social 
media 

     

The banks shares industry news, trends, and insights 
with employees 

     

Equity Bank uses internal communication to recognize 
and praise success 

     

The bank promote employee communication resources 
and training 

     

 

2. Which internal communication practice stands out at Equity bank as the most 

effective? 

_______________________________________________________________

_______________________________________________________________

_______________________________________________________________

________________________________________________ 
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SECTION E: STAKEHOLDER MANAGEMENT PRACTICES AT EQUITY 

BANK 

Indicate the extent that the below listed stakeholder management practices are applied 

at Equity Bank. For each practise, indicate the extent the practise is applied using the 

following scale: 1 = Not at all, 2 = little extent, 3 = Moderate extent, 4 = High extent 

and 5 = Very high extent.  

 

Stakeholder management practice 1 2 3 4 5 

Equity Bank considers each stakeholder 
relationship as unique in its form and 
substance 

     

The bank designs deliberate stakeholder 
communication approaches that align with 
organizational objectives 

     

Equity bank adopts a strategic approach that 
is rooted in understanding the nature and 
importance of the stakeholder relationship 

     

The bank considers stakeholder 
communication as a particular form of 
outreach with specific imperatives 

     

The bank adopts the systems approach to 
communication that recognizes that 
audiences are not static or homogenous 
Segments 

     

In any stakeholder engagement, Equity 
Bank performs high quality research and 
consultations 

     

The bank considers creative solutions for 
creating win-win opportunities with the 
stakeholders 

     

The bank approaches stakeholder 
communication activities from the 
fundamental premise that communication 
is a support function. 

     

The bank conducts stakeholder mapping to 
help plan effective stakeholder  
communication 
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3. Can you say that Equity bank is effective in management of its stakeholders? 

Yes [  ] 

No [  ]  

Please explain your answer above 

_____________________________________________________________________ 

 

 

SECTION F: CORPORATE IDENTITY OF EQUITY BANK 

1. Rate the corporate identity of the bank based on the below listed indicators.  Use 

the following rating (1 = Very poor, 2 = Poor, 3 = Average, 4 = Good and 5 = 

Excellent) 

Indicator 1 2 3 4 5 

Investor confidence      

Employee loyalty      

Talent attraction      

Customer loyalty      

Treatment by the media      

 

 

‘Thank you’ 
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Appendix B: Participant Consent Form 

I, the undersigned, hereby voluntarily agree to participate in this research study.  

a) I have been guided and advised about the research accordingly and am willing 

to participate 

b) I understand that even if I agree to participate now, I can withdraw at any time 

or refuse to answer any question without any consequences of any kind.  

c) I understand that I can withdraw permission to use data from my interview 

within two weeks after the interview, in which case the material will be 

deleted. 

d) I have had the opportunity to ask questions about the study to my satisfactory 

e)  I agree that my interview can be audio-recorded. 

f) I understand that there will be no compensation for participating in this study 

Agreed and Signed by 

Signature of research participant -----------------------------------------Date ----------------  

Signature of researcher------------------------------------------------------ Date---------------

- 
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Appendix C: Ethical Clearance 
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Appendix D: Research Permit 
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Appendix E: Equity Bank Research Approval 
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Appendix F: Plagiarism Report 
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