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Social Image and Brand Image of Organization 
OPREA-VALENTIN BUŞU1 

 
Abstract 
The study starts from two facts: that the social image is an elusive concept and 
that the imprecision of this concept determines an unclear, confusing, 
contradictory relationship between social image and branding. 
The research seeks to clarify the concept of social image joints and put in 
operational relationship between social image and brand image. It appears that 
the image: 
a) consists of symbolic elements and material elements; 
b) establishes the boundary between perception and expectation horizon; 
c) generates trends, attitudes and preferences.  
Brand image is the kind of social image that defines specific economic purpose 
organizations. Brand image has only organizations in economics, finance, and 
trade. In branding material elements prevail over symbolic elements. 
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OPERATIONAL ARTICULATION OF SOCIAL IMAGE 
In general, the image of the organization is related to the performance and relationship network where it 
is submerged. The more the organizations are larger and do more complex activities, the more their 
situation and the hard part of their image depends more on the connections they made. The soft image of 
an organization conditions its performance more subtly. It can be appreciated that the image of an 
organization is a patrimony object, whether it is inherited (i.e., the image of some companies which has 
crossed the decades in an intact way, being all the time a strong factor to promote their respective 
products), or it is included in all the goods of the organization (the image of some companies is 
considered more valuable than all their fixed assets, for example: Coca -Cola, Rolls Royce , Ford , etc.), or 
it is regarded as immaterial, subjective dimension, but which can be appreciated in cash, as it has market 
value (Dima & Vladutescu, 2012a; Traistaru, 2013a). A positive image of the organization has a major 
influence on business achievements, while a negative image sometimes jeopardizes incredibly the success 
of the organization incredibly. This is well understood by the experts of successful companies in the West 
and increasingly better understood by the businessmen in our country. Marketing studies show that in 
most cases, the buyers who are loyal to certain products, services or organizations do not distinguish 
them from others in the same class, which provide similar benefits.  
 These studies concluded that, in fact, consumers buy, consume, and do business with a picture 
(Kotler, 1998, p. 126). In this case, the image makes the difference between the characteristics of the 
product itself and all the other features that determine the choice of the brand: "the more the 
characteristics of the products from different brands are more similar, the greater role of the image is. 
When the products are identical, the image becomes the only determinant factor" (Marder, 2002, p. 17).In 
other words, according to the picture they have, customers prefer a car to another, a soft drink to another, 
an agency to another, a certain town to another, etc.. This assertion can be considered relevant if we 
consider that in the choice there lies an attitude that turns into preference. The image factor must, 
therefore, be considered and understood as very important in determining the demand for products or 
services and the creation of a relevant market share of an organization. However, the image is not a sum, 
but a summary of the consumer behavior dimensions determined by their horizon of expectation and 
their perceptions, it must be approached in a complex way, taking into account its constituent elements, 
how each item is perceived, the clarity and the intensity of the perception (Vlăduţescu, 2009; Vlăduţescu, 
2012a). 
The prestige determines any person with normal social values to take a lot to the image that the others 
have about it. If this image is positive, the individual will act to preserve it and preserving the positive 
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image depends on how the others perceive what they wear, what they eat, they drink, where they live, 
how and by what the individual goes to work or on holiday. So the image is directly joined to the prestige 
and then the individual will buy premium brands that make a powerful positive image for 
himself/herself and for the public important to him/her. It is not enough, however, that the individual’s 
image of a product to be good. It is necessary that the product be positioned favorably in the collective 
mind, because the individual needs the appreciation of those he/she is interacting with, esteem and, 
ultimately, to belong to a group (Dima & Vlăduţescu, 2012d; Dima & Vlăduţescu, 2013a). 
The image of public organizations with national vocation is also very important for their function in 
society. Especially if it requires organizations in the field of education, health, culture, security and 
national defense, whose social situation in their public image gives a high degree of relevance. The 
organizations listed above cannot function effectively in society unless they have a wide social support, 
driven primarily by people’s confidence in these organizations; conditional trust, in turn, how these 
organizations are perceived in society. In this situation, one can identify only two realistic alternatives: 
social partner organizations are perceived as viable and credible social partners who manage the 
resources of society efficiently, or they are perceived as unviable social partners who waste the society 
resources without substantial results in its favor. The amount of resources allocated to budget 
organizations depends, besides the size of the national budget, on the image that citizens, political parties 
and parliamentarians have about the use of these resources (Vladutescu, 2007a; Vladutescu, 2012b). 
Internationally, the image of the organizations with a national vocation associated with the image of the 
country, is particularly important. As they often invoke an international scale of values, on which the 
states are ranked based on their democratic behavior, human rights respect and so on, and internationally 
again, it is more increasingly crystallized and evoked a social scale of the image of the states, which 
determines and imposes the attitude of the international community to them (Chiciudean & Halic, 2003, 
p. 37) (Nowicka-Scowron, Dima & Vladutescu, 2012; Vlăduţescu, 2011a). 
Frequently, in the international practice, the perceived image of the states was one of the elements that 
led to political, economic, military -strategic decisions etc. to them. We speak more strongly about the 
brand or the nation branding, which "is one of the most contentious  political concepts of our time 
“because it turns out to be "extremely important for a nation's position in the world" because "a successful 
brand will be considered a fundamental national wealth"; moreover, the brand has exceeded its 
commercial origins and, therefore, "its impact is practically immeasurable in social and cultural terms". 
From a structural perspective, it contains a synthetic form of the defining concepts already established 
(national image, national identity, national reputation), which causes Wally Olins to say that, although 
the word brand is new, "the concepts it contains are as old as the nation itself" (Olins, pp. 129-132). 
 
BRANDING ORGANIZATIONS 
As already mentioned, the image of the organization is part of the heritage that it holds (Pruteanu, 
Munteanu & Clauschi, 1999, p. 11). As a result, the brand image of a company is registered in specialized 
institutions and constitutes its property (Law 84/1998). It is considered as valuable as productive means 
that the company has available, an essential element in the individualization of the organization and its 
products in relation to other organizations or competing products (Vlăduţescu, 2006c; Vladutescu, 2013a; 
Vladutescu, 2013b; Vlăduţescu, 2013d). 
The brand image defines especially purpose the organizations with economic purposes and represents a 
synthetic embodiment of the company image. It individualizes a company, a product or a service, 
enabling the buyer to distinguish them from others similar, to save them individually by specific 
attributes, to give them psychological significance and to establish affective relationships with them in 
their horizons of expectation (Dima & Vlăduţescu, 2012b; Dima & Vlăduţescu, 2012c; Vlăduţescu, 2013c). 
The brand image is both the mental representation of an object or of an attitude, and the summation of 
values and beliefs about a particular product or service brought together in this expression. As marketers 
say, the brand image is “a reflection of the personality of the brand, is what people think about a brand 
that is their thoughts and expectations" (Evens & Berman, 1994, p. 448). The brand is “a name, a term, a 
symbol or a design or a combination of these elements intended to help identify the goods or services of a 
seller or group of sellers and differentiate them from those of competitors"; in the concept of the 
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renowned theorist and practitioner Philip Kotler, the brand is more than a complex symbol, it guarantees 
the product and service quality through a series of relevant meanings: the product characteristics (any 
brand reflects features worthy  highlighting); the product advantages  (the product characteristics must 
be transformed into functional benefits and emotional satisfaction); the values  (the brand renders the  
values  appreciated and agreed by the manufacturer); the design (one brand is an attitude to life, 
efficiency, organization, quality, aspirations, etc.); the personality (the brand reveals a certain personality, 
symbolically objectifying itself in  a person, an object, an animal, etc.); the user (the brand, depending on 
its characteristics, suggests the consumers or users’ category and status) (Kotler, 1998, p. 558)(Dima, Man 
& Vlăduţescu, 2012; Dima & Vlăduţescu, 2013b). All these six dimensions of the brand are important, but 
the highest meanings are given by values, outlook and personality. By what they suggest it is defined, in 
fact, the essence of the brand. 
There are many situations where the image of the organizational brand (the corporate image) and the 
image of the product brand (commercial) interact and replace each other (Halic & Chiciudean, 2004, pp. 
19-22) (Vlăduţescu, 2006a; Vlăduţescu, 2006b; Traistaru, 2013b). Therefore, it is difficult to strictly 
delineate images, since they are more than complementary. For these reasons, it is recommended a policy 
of global promoting of the image that considers all the aspects of the organization activity and supply. 
The corporate image (the overall mental representation that an individual has about the organization) is a 
complex concept to be addressed in connection with as complex as other concepts: the corporate 
individuality or the corporate style ( including the visual and verbal signs by which the organization can 
be identified: name, logotype, logo, advertising slogan, corporate color, uniform, flag/ pennant); the 
corporate reputation (revealing the quality characteristics determined by the corporate image that the 
individuals have: authenticity, honesty, responsibility, trust); the corporate brand (reflecting a sense of 
trust and complicity determined by the corporate reputation) Dutton, Dukerich & Harquail, 1994). Things 
become more complex when we consider the scope of the concept of brand drawn by Wally Olins: "the 
brands are clarity, safety, consistency, status, affiliation ... identity" (Olins, 2006, p. 27). 
A product can be defined as anything that can be offered to satisfy a need or desire (Kotler, 1998, p. 36). 
The product brand image (commercial) is generally defined as a synthesis of mental, cognitive, affective, 
social and personal representations of the product among buyers. Being a motivational and subjective 
component, this picture is the result of perception, in some way, of a product by users or consumers. A 
positive and differentiated image individualizes the product and makes it visible, ensuring it a favorable 
position in the global supply, while a negative image may undermine the market success of a superior 
quality product. This entitles the authors of The 22 Immutable Laws of Marketing to assert that "the 
marketing is not a battle of products, but the perceptions that consumers have about the products. 
Perception is reality. The rest is illusion. Reality and perception of reality overlap somewhere in people's 
minds to such an extent that there is no possibility of differentiating between the two" (Ries & Trout, 
1993). 
In these circumstances, it must be stressed that the future of a trademark is built on a positive past - 
resulted from positive experiences and perceptions – favorable for the product. Past negative experiences 
and perceptions about a brand are updated and maintained in the collective mind as frustrations and 
dissatisfactions, damaging the brand image (Vlăduţescu, 2007b; Vlăduţescu, 2011b). Eric Marder states 
that it is easier to build a good image at the beginning, than to change a bad image once installed" 
(Marder, 2002, p. 112). 

 
CONCLUSION 
The social image is the soft power of an organization. It is the synthetic result of the behavior of 
consumers. Any organization has an image: state organizations, non-governmental organizations, 
professional organizations, political, economic, financial etc. In general, with the means of production, 
human resources, image is important in heritage organization. Brand image is a kind of social image, is 
social image of economic organization. Therefore, the property of brand image is registered in 
international formal fora. 
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