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Communication Management of Modern Retail
Business Identity: A Case Study on Central

Department Store and Tesco Lotus Hypermarket*

Ll

Buppa Lapawattanaphun™*

Abstract

In the study on “The Identity Management of Modern Retail Business:
A Case Study on Central Department Store and Tesco Lotus Hypermarket”,
has used qualitative research methodology to gather in-depth information
about corporate identity management starting from building and management
process. The Researcher gathered information from in-depth interviews,
document researches and also non-participant observations to make information
analysis to be more concrete and substantial. There are three major conclusions

in relation to the studying objectives:

1) The Building of Corporate Identity of Modern Retail Business Under
identity structure, retailers with different types and nationalities have shared
the same concurrent in relation to three major opponents, which are Essence,
Core Identity, and Extended Identity. The oulstanding of Central Department
Store and Tesco Lotus Hypermarket has been reflected through the five
dimensions of Extended Identity, comprising corporate culture, corporate

behaviour, market conditions and strategies, product and services, communication

and designs. This is a result of their ability in creating the distinctness in
\_ J

* This Article is a Part of Thesis Topic “Communication Management of Modern Retail Business
Identity: A Case Study on Thai and Multi-National Retailers”, Doctor of Philosophy Program
in Mass Communication, the Faculty of Journalism and Mass Communication, Thammasat
University.

** Lecturer, School of Communication Arts, University of the Thai Chamber of Commerce
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Core Identity, which combines market positioning and personality, as well as
identifying the Essence, which consists core purpose and values, that are in line

with the business pattern.

2) The Identity Management of Modern Retail Business In order to make
the key audiences recognize about the Essence, which has been built base on core
purpose and corporate values, It require appropriate tools in managing corporate
identity. However, despite the different in business background, working principle
and business adjustment to fit in with consumer bebhaviors, which are changing
very quickly, both Central Department Store and Tesco Lotus have shared the
common tools of enbancing identity management internally, comprising code
of conduct, staff training, exemplary leadership, and presentation formart.
Identity management externally, which are offering product variety, one-stop

service, good-care staff, and attractive promotions.

3) Corporate Identity Communication Management of Modern Retail Business
To make all target receivers understand the Essence as intended by the two
modern retailers, all components within the communication process - senders,
messages, channels, and receivers need to be well-organised, simply because
communication management is meant to support all the management tools of
corporate identity in order to deliver the Essence to the target receivers. It will also
create the same understanding between corporate and employees and between

corporate and customers.

Keywords: Corporate Identity, Identity Management, Identity Communication,

Retail
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