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Purpose: The aim of the article is to present various approaches to organizational identity, with 5 

particular reference to the approach of J.M.T. Balmer (2017) and various approaches to values. 6 

Moreover, presenting the results of empirical research on the perception of organizational 7 

identity by enterprise employees and values in relation to own construct of values oriented 8 

towards the functioning of enterprises in their various aspects.  9 

Design/methodology/approach: Theoretical research in the field of organizational identity and 10 

values in the enterprise. Conducting own empirical research, also in relation to own value 11 

construct, which takes into account various aspects of the company’s operation, also relations 12 

with the environment. The article is an innovative approach to the presented topic due to the 13 

use of author’s own value construct in relation to empirical research.  14 

Findings: According to the conducted research, all of the above-mentioned features of the 15 

organizational identity of the entities, the respondents are employed in, were considered 16 

important. These include: organizational type of the enterprise, purpose(s) of the 17 

enterprise/organization, area of activity, geographical scope, ethos and values, market position, 18 

management method and employee behaviour, markets and customers served, quality of 19 

products and/or services. Moreover, it was shown that all the areas included in the author’s 20 

value construct are important for the surveyed employees, i.e. customer service, quality, 21 

responsibility, teamwork.  22 

Research limitations/implications: Further research will focus on the remaining features of 23 

organizational identity by J.M.T. Balmer, also in relation to the analysis of the approach of 24 

representatives of different age groups and industry specificity. Moreover, it is worth including 25 

the cultural context in future research and indicating, on the basis of a representative sample, 26 

how representatives of lower levels of management and the management staff of enterprises 27 

approach the aspects discussed in this article. The study has some limitations. The results cannot 28 

be generalized because the sample was not selected probabilistically.  29 

Practical implications: The presented original value construct can constitute a set of 30 

indications for further diagnosis and modification of the development paths of an economic 31 

entity, also in the perspective dimension. Its application can be universal and the research results 32 

obtained on its basis may support the targeting of programs to improve the management of 33 

various types of business entities, also in the context of shaping their organizational identity.  34 

Social implications: The research presented in the article is part of the research trend that 35 

serves to shape attitudes conducive to building awareness of corporate social responsibility in 36 

the context of the presented approach to values oriented not only to the development of the 37 

enterprise but also to shaping appropriate relations with the environment.  38 
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Originality/value: The study showed the perception of organizational identity by company 1 

employees in connection with the values identified in author’s own construct.  2 

Keywords: organizational identity, employees, values, enterprise. 3 

1. Introduction  4 

According to J. Duraj (2008, p. 90): “changes that take place in the enterprise’s environment 5 

and in itself” result from globalization processes that are related to the competence and 6 

competitiveness of economic entities. Increasing the value of the company’s potential should 7 

undoubtedly be based on well-established foundations. It is worth looking for them in material 8 

resources, but these are not unique. “Referring to the computer analogy, we can say that material 9 

resources play the role of “hardware”. Intangible resources, on the other hand, constitute 10 

something like the “software” of the organization (...). Generally speaking, material resources 11 

can be purchased, but intangible resources must be developed” (de Wit, Meyer, 2007, p. 163). 12 

An enterprise is more than just its material potential. Its specificity, unique “image” is created 13 

by employees. Their intellectual capital, perceived values and attachment to them as well as 14 

identification with their workplace give a unique dimension to the company, just as each person 15 

is unique, one of a kind. Enterprises that want to be recognizable on the market and build their 16 

organizational identity should systematically identify the features and elements of this identity 17 

through the prism of the perception of their employees.  18 

The purpose of the considerations presented in the article is to present various approaches 19 

to organizational identity, with particular reference to the approach of J.M.T. Balmer (2017). 20 

Moreover, another goal is to present the results of empirical research on the perception of value 21 

by company employees in relation to their own value construct oriented towards functioning in 22 

various aspects. 23 

The article was prepared on the basis of the results of empirical research conducted from 24 

April to September 2023 on a group of people employed in the Lubuskie voivodeship.  25 

2. Organizational identity – approaches, features, importance  26 

for the functioning of enterprises  27 

There are a lot of approaches to the issue of organizational identity. It is organizational 28 

identity that provides the company’s brand promise (Balmer, 2012) and is a kind of platform 29 

on which it is built and maintained (Balmer, 2001a). In turn, M. Paliderova, A. Bielikova,  30 

E. Spuchľakova (2015, p. 288) are of the opinion that: “Organizational identity is a complex 31 

view of the organization, which is created by its philosophy, history, management, leadership, 32 



Organizational identity and perception… 85 

contemporary situation in the organization and its outlook on the future”. According to  1 

G. Davis, R. Chun, R.V. da Silva, S. Roper (2001), it is interpreted as “the internal image of  2 

a particular economic entity and applies only to its employees”. This perspective on the issue 3 

of organizational identity requires taking into account an important aspect of it, namely building 4 

organizational identification by taking various actions that ensure that a particular economic 5 

entity is well distinguished from the environment and at the same time maintains internal 6 

coherence (Stefański, Czarnota-Bojarska, 2020). 7 

According to B. Olszewska and K. Olszewska (2009, pp. 175-176): “The identity of  8 

a company is defined as its self-awareness, character, specificity expressed in attitudes and 9 

behaviours, in what the company is, what it tries to define when forming its missions.  10 

(…) The company’s identity, understood as a relatively coherent, internal image of the 11 

company, is shaped as a result of the perception and assessment of various forms of its activities, 12 

experiences, successes and failures, in the process of changes that the company is undergoing”. 13 

This, in turn, depends on the level of perception of understanding and remembering, as well as 14 

the strengthening of internal coherence represented by employees. This concept must be 15 

implemented through communication not only within a particular enterprise but also outside it, 16 

organizational behaviour is also important. It is crucial to ensure its harmonization with the 17 

organizational structure of the enterprise and changes within it, conditions resulting from taking 18 

actions conducive to strengthening the company’s position on the market in the form of new 19 

expansion activities, or other market conditions (Paliderova, Bielikova, Spuchľakova, 2015). 20 

The given issues should also be looked at from a broader perspective. Organizational identity 21 

can also be analyzed in relation to the sustainable development of enterprises in the context of 22 

globalization processes (Olexova, Chlebikova, 2020). It is worth adding that, as suggested by 23 

the research of M.R.Z. Aly, S.A.A.E. Eltanbouly, and R.S. Ebrahim (2023), organizational 24 

identity has a positive, direct impact on corporate social responsibility, and by demonstrating 25 

appropriate attitudes on the part of top management, it is possible to obtain the commitment of 26 

company employees in this area.  27 

According to Ana Čuić Tanković (2020), organizational identity based on solid foundations 28 

builds trust and support of various stakeholders and gains an advantage in the business 29 

environment, also by attracting highly respected managers to a particular entity. Furthermore, 30 

it has a positive impact on the business potential of the organization, its perception by 31 

consumers in terms of the quality of products and services, thus contributing to building loyalty, 32 

and is also related to the involvement of stakeholders in creating the organizational brand.  33 

The importance and benefits of organizational identity can be evidenced by, among the 34 

others (Işık, 2021): its motivational impact on employees who, understanding the features and 35 

goals of the organization, show greater support and commitment to its development, shaping 36 

attitudes of trust that strengthen the positive behaviour of the environment business as well as 37 

the target audience, protecting the brand against competition. This requires an efficient 38 
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communication process not only in the intra-organizational dimension but also in terms of 1 

contacts with the environment, which should be taken into account from a strategic perspective.  2 

“Typically, key corporate identity traits encompass (but are most certainly no limited to) 3 

(Balmer, 2017, p. 1478): 4 

1. an institution’s organisational type, 5 

2. its purpose(s), 6 

3. activities, 7 

4. ethos and values, 8 

5. market position, 9 

6. markets and customers served, 10 

7. product and service quality, 11 

8. management and employee behaviours, 12 

9. geographic scope, etc.”. 13 

The given list of interdependent features shows that they make the company stand out from 14 

other entities operating on the market (Balmer, 2001b; Melewar, 2003), and may also contribute 15 

to shaping its competitive advantage. Its sources should be sought in the company’s potential, 16 

which is based on the most valuable resource – employees. Their satisfaction, according to  17 

A. Dewalska-Opitek (2009, p. 32), “depends on the satisfaction of (...) individual and group 18 

needs related to the workplace”. This is one of the important determinants of subjective 19 

treatment of employees and affects the efficiency of the organization and translates into the 20 

creation of an appropriate atmosphere in the workplace. So how can we extract the resources 21 

hidden inside the company, how can we build the foundations of pro-identity behaviour of the 22 

company’s employees at all levels based on strong foundations? Values can become this 23 

important bond. We should agree with the statement of B. Olszewska and K. Olszewska (2009, 24 

p. 176) that: “Building identity is a complex and long-term process, it grows from superior 25 

values and is aimed at achieving the vision”.  26 

3. Concept of values and their importance in the life of an enterprise  27 

The multidisciplinary nature of the category of “values” is evidenced by the fact that they 28 

are issues raised by such sciences as social, empirical and humanities. “A person cannot only 29 

adopt the attitude of a passive observer towards values, because values attract him, while anti-30 

values repel him”, they have not only a quantitative but also a qualitative dimension 31 

(Kowalczyk, 2006, pp. 149, 166). According to E. Rudawska, values should be identified “with 32 

positive attitudes, the main components of attitudes, motivational and perceptual states that 33 

guide behaviour aimed at certain preferred goals or a relationship of ideas and attitudes creating 34 

a scale of preferences for undertaken actions; they define what is expected and desirable” (2008, 35 
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p. 21). A similar approach to this definition is presented by L.J. Krzyżanowski (1999, p. 205). 1 

It is a product of “feelings, beliefs or convictions of an entity: a human individual, a social 2 

group, a local, national or other community, a cultural community or a global society about 3 

what in the natural and psychosocial-cultural reality is positively assessed and considered 4 

desirable and aspired”. According to K. Krzakiewicz (2011, p. 103), one of the important 5 

elements of management of top-level managers is: “Creating a precisely formulated system of 6 

values and a model of organizational behaviour and their uncompromising implementation.  7 

The value system is a binding element of the organization, promotes efficient teamwork and 8 

ensures effective transfer of knowledge”. K. Krzakiewicz (2011, p. 102) states that:  9 

“The authority to influence the behaviour of others is currently provided not by the power of 10 

the administrative machine, but by generally shared and perceived values” (...). The success of 11 

an enterprise is related to the combination of attention to results and interpersonal relations 12 

(Blanchard, 2007, p. 224). Their proper shaping requires taking into account various aspects of 13 

values, because “they are the driving force behind the behaviour of employees who contribute 14 

to achieving the goal and realizing the image of the future” (Blanchard, 2010, p. 105). Learning 15 

and understanding the personal values of organization members and the values emphasized in 16 

the workplace as well as matching them to each other, influences the development of 17 

organizational behaviour at its various levels (Arieli, Sagiv, Roccas, 2020).  18 

It is worth discovering the opinions of employees working in the surveyed enterprises 19 

regarding the perception of organizational identity.  20 

4. Methods 21 

In addition to a review of the literature on organizational identity and values, the article also 22 

presents the results of own empirical research. To ensure the authenticity of the data, 23 

participants were informed that the study was anonymous and would be used only for scientific 24 

purposes. They were carried out using a survey questionnaire. Some of the surveys among 25 

respondents were conducted online and the rest in paper form. The received surveys were 26 

thoroughly verified to check whether the respondents answered the questions in order to obtain 27 

completeness of the results. The selection of the research sample was not of a probabilistic 28 

nature, but was guided by the fact that employees employed in various entities participated in 29 

the survey in terms of: the period of operation of the enterprise/organization on the market,  30 

the geographical scope of the enterprise/organization’s activity, type of activity, legal form, 31 

capital ownership or the size of the enterprise. Moreover, it was also important to differentiate 32 

employees based on: gender, length of service in the enterprise/organization, nature of work 33 

performed and type of job position.  34 
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The study uses empirical research conducted from April to September 2023 on a group of 1 

200 people employed in the Lubuskie voivodeship. The characteristics of the study population 2 

have been shown in Table 1.  3 

Table 1.  4 
Characteristics of the studied population  5 

Description Number of  

indications 

Number of indications as  

a percentage (in %) 

Gender of respondents women 112 44,0 

men   88 56,0 

Work experience in the 

company/organization 

Less than 1 year   36 18,0 

From 1 to 5 years   98 49,0 

From 6 to 10 years   33 16,5 

From 11 to 15 years   13  6,5 

From 16 to 20 years   8  4,0 

Over 20 years    12  6,0 

Workplace type * executive  147 73,5 

managerial   57 28,5 

The nature of the work 

performed * 

physical work  109 54,5 

mental work 131 65,5 

Note: * Some respondents perform both physical and mental work. Moreover, in several cases, employees 6 
indicated that they were employed in executive and managerial positions.  7 

Source: own study based on empirical research. 8 

The surveyed respondents were dominated by people whose period of employment in  9 

a particular enterprise/organization was from 1 to 5 years (49.0% of respondents).  10 

Then, 18.0% were people with an employment period of less than 1 year, 16.5% of respondents 11 

had been working for 6 to 10 years and 6.5% for 11 to 15 years. In terms of job position,  12 

a larger number of indications concerned employees working in executive positions (73.5%) 13 

and 28.5% were people working in managerial positions. 65.5% of respondents perform mental 14 

work and 54.5% perform physical work. It should be added that some people perform both 15 

types of work.  16 

Moreover, in order to present a more comprehensive picture of the respondents, a table was 17 

prepared showing the characteristics of the enterprises/organizations in which they are 18 

employed. They have been presented in Table 2.  19 

Table 2.  20 
Characteristics of the enterprises/organizations in which the surveyed respondents are 21 

employed 22 

Description Number of indications  

(in %) 

The period of operation of 

the enterprise/organization 

on the market 

Up to 5 years 16,5 

From 6 to 10 years 18,0 

From 11 to 15 years 12,0 

From 16 to 20 years 11,5 

Over 20 years 42,0 

The geographical scope of 

theenterprise/organization’s 

activity 

Local market 31,5 

Regional market 26,5 

Domestic market 41,5 

International market 40,0 
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Cont. table 2. 1 
Type of the 

enterprise/organization’s 

activity 

Production 39,5 

Trade 46,5 

Services 46,0 

Others    9,5 

Legal form State-owned enterprise 16,5 

Private enterprise 74,0 

Other form   9,5 

Capital ownership Polish capital 72,0 

Foreign capital   13,0 

Mixed capital with a predominance of foreign   8,0 

Mixed capital with a predominance of Polish   4,0 

Equal share of Polish and foreign capital   3,0 

Size of the 

enterprise/organization  

Micro (less than 10 employees) 20,0 

Small (10 to 49 employees) 28,0 

Medium (from 50 to 249 employees) 18,5 

Large (more than 249 employees) 33,5 

Source: own study based on empirical research. 2 

The surveyed employees were employed in business entities whose period of operation on 3 

the market varied. The largest group were those that had existed for over 20 years – 42.0%.  4 

As for the geographical scope, it should be noted that some entities were active not only on one 5 

market. There were (41.5%) surveyed entities on the domestic market and 40.0% on the 6 

international market. The majority of enterprises were private – 74.0% of entities. In terms of 7 

capital ownership, Polish capital dominated (72.0% of entities). The research shows that the 8 

majority of respondents are employed in micro, small and medium-sized enterprises.  9 

They constitute a total of 66.5% of entities, 33.5% of which are large entities. 10 

5. Results 11 

The work environment, with all its diversity of internal and external conditions, requires 12 

building the foundations of company stability, which can significantly contribute to shaping 13 

organizational identity. Due to the fact that employed employees will decide about the future 14 

of the company, it is important to learn their opinions about the company – the workplace.  15 

It is worth agreeing with the opinion of C. Szmidt (2007, p. 6) that: “The way of managing 16 

human capital in small and medium-sized companies significantly affects the social atmosphere 17 

and interpersonal relations in the work environment”, which undoubtedly contributes to the 18 

creation of mechanisms that unite employees and build their intra-organizational bonds in  19 

an economic entity. 20 

An important aspect of the issues discussed in the article was the presentation of 21 

respondents’ opinions regarding how they perceive the features of organizational identity 22 

identified by J.M.T. Balmer (2017) in relation to their workplace. A scale of 0 to 5 points was 23 

adopted. Where 0 means “not important at all”, 1 point – “of slight importance”, 2 points –  24 
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“of little importance”, 3 points – “of average importance”, 4 points – “important”, 5 points – 1 

“very important”. The results obtained on the basis of the weighted average have been presented 2 

in Figure 1.  3 

 4 

Figure 1. Respondents’ opinions regarding areas/elements of the company’s functioning that constitute 5 
the features of organizational identity. 6 

Source: own study based on empirical research. 7 

In the opinion of the surveyed respondents, the most important feature of organizational 8 

identity is the way of management and behaviour of employees – 4.14 points. Then, the quality 9 

of products and/or services was indicated – 4.09 points. Two features received a similar number 10 

of points, i.e. markets and customers served (3.66 points) and market position (3.60 points). 11 

Further positions are taken by: ethos and values (3.48 points), purpose(s) of the 12 

enterprise/organization (3.47 points), area of activity (3.42 points), geographical scope  13 

(3.24 points) and type of enterprise organization (3.21 points). According to the research 14 

conducted, all of the above-mentioned features of the organizational identity of the entities in 15 

which the respondents are employed were considered important. Their scores range between 16 

3.21 and 4.14 points.  17 

As a result of the conducted research, it was also determined how respondents evaluate 18 

areas illustrating values oriented to the sphere of operation of enterprises in their various 19 

aspects. It is worth emphasizing that an original approach to the value construct was used. 20 

The company builds its potential based on the potential of its employees, which is shaped 21 

through the prism of the values they perceive. It is necessary to look at how representatives of 22 

the surveyed entities relate to areas that create a certain reference to the hierarchy of values.  23 

It is also important to look from the perspective of to what extent the particular values are shared 24 

by the management staff and whether there is convergence of views in this respect between 25 

management and lower-level employees?  26 
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The surveyed respondents commented on which of the given areas reflect the values that 1 

are important to them in the company/organization. A scale of 0 to 5 points was used,  2 

where 0 means “not important at all”, 1 point – “of slight importance”, 2 points – “of little 3 

importance”, 3 points – “of average importance”, 4 points – “important”, 5 points – “very 4 

important”. The obtained calculations have been presented in Figure 2. 5 

4,35 4,34 4,25 4,21 4,13 4,00 3,96 3,95 3,68
3,49

0

1

2

3

4

5

customer service quality responsibility teamwork

customer care effects work discipline competences
innovation competitiveness

 6 

Figure 2. Perception of areas illustrating values important for employees of enterprises/organizations – 7 
original approach to the value construct. 8 

Source: own study based on empirical research. 9 

As a result of the research, it was found that all the given areas are important for the 10 

surveyed employees. What makes us optimistic is that the representatives of enterprises 11 

assigned points (using a weighted average), which eventually results ranging from 3.49 to 4.35. 12 

It was decided that the most important area illustrating important values is customer service.  13 

In second place is quality, which received a very similar number of points. The next positions 14 

are taken by: responsibility, teamwork. As a result of the research, it was found that 15 

competitiveness received the lowest number of points – 3.49 points.  16 

Due to the fact that values act as integrating elements, in the sense that they are common to 17 

all or most members of the organization, it is worth taking a closer look at whether the values 18 

assessed by respondents are consistent with the expectations of the management staff?  19 

In response to this question, respondents expressed their opinions, which have been shown in 20 

Figure 3. 21 

 22 
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 1 

Figure 3. Convergence of the areas of significant values given by respondents with the expectations of 2 
the management staff. 3 

Source: own study based on empirical research. 4 

Based on the respondents’ opinions, it was found that 60.8% of respondents perceived the 5 

convergence of their views on values with the expectations of the management staff, as the 6 

answer was yes (18.6%) or rather yes (42.2%). 26.1% of respondents have no opinion on this 7 

matter. 10.1% of respondents chose the answer rather not and only 3.0% chose the answer no.  8 

It is worth remembering that the perception and creation of an authentic organizational 9 

identity requires participation in a continuous dialogue process of entities involved in shaping 10 

the actual image of the company (Theunissen, 2014), which means the participation of both 11 

management staff and lower-level employees as well as representatives of various age groups.  12 

Due to the limited scope of presentation of the obtained results, no further in-depth analyzes 13 

were presented regarding the existing relationships between the assessment of identity features 14 

and the perceived values related to one’s own construct.  15 

6. Discussion 16 

It is necessary to agree with the statement of B. Sadowska and A. Lulek (2020) that “(...) 17 

the attitude and behaviour of each manager seems crucial in the context of effectively 18 

influencing employee motivation”. This is facilitated by the sharing of common values, which, 19 

as empirical research shows, has been achieved to a high degree. This is evidenced by the fact 20 

that 60.8% of respondents see the convergence of their views on values with the expectations 21 

of the management staff, as the answer was yes (18.6%) or rather yes (42.2%). Let the opinion 22 

of Piwowar-Sulej K. and Mroziewski R. (2020, p. 35) be the voice in the discussion on the role 23 

and importance of values in an enterprise: “Because of values, employees feel united, get more 24 

involved and, as a result, their potential, passions, and talents can be taken advantage of to the 25 

fullest”. Undertaking research on organizational identity in the context of perceiving value in 26 
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an enterprise is part of the current and undertaking research topic of recent times. This is due to 1 

the fact that, according to J. Moczydłowska (2021, p. 3), key organizational competencies in 2 

conditions of permanent change include, among the others, “(...) the ability to manage 3 

relationships with employees by building their commitment and loyalty”. A.K. Koźmiński,  4 

D. Jemielniak, D. Latusek-Jurczak, A. Pikos (2023, p. 87) write about the importance of “(...) 5 

mutual acceptance or even emotional involvement between the organization (i.e., in practice, 6 

its management) and its participants”. In their opinion, the internal social balance achieved in 7 

this way is a specific exchange of intangible values. Organizational identity influences the 8 

perception of the brand by employees and its formation depends on basic values, organizational 9 

culture or organizational behaviour, visual presentation of the company as well as aspects 10 

related to the process of communicating outside and inside the company. It is worth adding that 11 

it also affects the level of job satisfaction (Gilani, 2019), which in the presented own research 12 

can be related to the degree of convergence of the perception of value by management staff and 13 

lower-level employees. The common challenge of values is certainly an important determinant 14 

that unites the “entire complex” organism of the enterprise. The awareness of a similar view of 15 

the company and areas illustrating values such as customer service and care, teamwork, quality 16 

or competences can create important foundations on which the pillars of the company can be 17 

based not only here and now but also in the future.  18 

7. Summary  19 

It is worth agreeing with the statement that: “Firms should develop human resource systems 20 

that help underpin and reinforce employees’ beliefs in their CI” (Pavez, Kendall, Laszlo, 2021, 21 

p. 23).  22 

The article presents various approaches to organizational identity. Particular attention was 23 

paid to the J.M.T. Balmer approach (2017), who distinguished its key features. He included: 24 

the organizational type of a particular institution, its purpose(s) of operation, area of activity, 25 

ethos and values, market position, markets and customers served, quality of product and 26 

services, management methods and employee behavior, and the geographical scope of the 27 

business entity. Moreover, the author’s own construct of values was presented. This approach 28 

was considered interesting and important from the point of view of the topic discussed, among 29 

the others, due to the important role that values and their perception can play in shaping the 30 

pro-identity attitudes and behaviours of enterprise employees. According to the conducted 31 

research, all of the above-mentioned features of the organizational identity of the entities in 32 

which the respondents are employed were considered important. Their scores range from  33 

3.21 to 4.14 points (the adopted scale is from 0 to 5 points).  34 
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In terms of perceiving areas illustrating important values crucial for employees of 1 

enterprises/organizations, reference was made to the author’s approach to the value construct. 2 

It includes elements such as: quality, competence, teamwork. It was found that the obtained 3 

results range from 3.49 to 4.35 (a scale from 0 to 5 points was also used here). Moreover, based 4 

on the opinions of the surveyed respondents, it was found that 60.8% saw the convergence of 5 

their views on values with the expectations of the management staff. Therefore, it is worth 6 

agreeing with K. Rogoziński (2012, p. 194) that the direct bond and source of group identity 7 

are shared values. 8 

There are, of course, some limitations to this study. Despite the fact that the participants 9 

represented various enterprises, organizations, and various industries in the Lubuskie 10 

voivodeship, the results cannot be generalized because the sample was not selected 11 

probabilistically. However, this work has already expanded knowledge of the perception of 12 

organizational identity by company employees, which is extremely important in times of 13 

turbulent changes in the environment. An important advantage of the article is also the 14 

presentation of own empirical research based on the author’s value construct, which is oriented 15 

not only on aspects related to management in the enterprise, but can also be applied to relations 16 

with the environment, in relation to building relationships with consumers.  17 

The results of empirical research are optimistic, which can indicate a high awareness of 18 

enterprise employees in terms of shaping organizational identity in the entities where they are 19 

employed. Further research will focus on the remaining features of organizational identity 20 

identified by J.M.T. Balmer, also in relation to the analysis of the approach of representatives 21 

of different age groups and industry specificity. Moreover, it is worth including the cultural 22 

context in future research and demonstrating, on the basis of a representative sample,  23 

how representatives of lower levels of management and the management staff of enterprises 24 

approach the aspects discussed in this article.  25 

References 26 

1. Aly, M.R.Z., Eltanbouly, S.A.A.E., Ebrahim, R.S. (2023). The Impact of Corporate 27 

Identity on Corporate Social Responsibility: The Mediating Role of Green Human 28 

Resources Management Practices. An empirical study on telecommunication companies in 29 

Egypt, Vol. 43, No.1, pp.157-191. 30 

2. Arieli, S., Sagiv, L., Roccas, S. (2020). Values at Work: The Impact of Personal Values in 31 

Organisations. Applied Psychology: An International Review, Vol. 69, Iss. 2, pp. 230-275. 32 

3. Balmer, J.M.T. (2001a). Corporate identity, corporate branding and corporate marketing - 33 

Seeing through the fog. European Journal of Marketing, Vol. 35, No. 3/4, 34 

https://doi.org/10.1108/03090560110694763, 23.01.2024. 35 

https://www.emerald.com/insight/search?q=John%20M.T.%20Balmer
https://www.emerald.com/insight/publication/issn/0309-0566
https://doi.org/10.1108/03090560110694763


Organizational identity and perception… 95 

4. Balmer, J.M.T. (2001b). The three virtues and seven deadly sins of corporate brand 1 

management. Journal of General Management, Vol. 27, No. 1, https://doi.org/10.1177/ 2 

030630700102700101, 23.01.2024. 3 

5. Balmer, J.M.T. (2012). Strategic corporate brand alignment: Perspectives from identity 4 

based views of corporate brands. European Journal of Marketing, Vol. 46, No. 7/8, 5 

https://doi.org/10.1108/03090561211230205, 23.01.2024. 6 

6. Balmer, J.M.T. (2017). The corporate identity, total corporate communications, 7 

stakeholders’ attributed identities, identifications and behaviours continuum. European 8 

Journal of Marketing, Vol. 51, No. 9/10. 9 

7. Blanchard, K. (2007). Przywództwo wyższego stopnia. Blanchard o przywództwie  10 

i tworzeniu efektywnych organizacji. Warszawa: PWN. 11 

8. Blanchard, K. (2010). Proste Prawdy o tym, jak zwyciężyć w pracy. In: K. Blanchard,  12 

G. Ridge, Jak zwyciężyć w pracy: przywództwo wyższego stopnia w praktyce. Warszwa: 13 

PWN. 14 

9. Čuić Tanković, A. (2020). Building the corporate identity – the case of Anniks Hotel, 15 

Tourism and Hospitality Management, Vol. 26, No. 2, pp. 455-462. 16 

10. Davisa, G., Chun, R., da Silva, R.V., Roper, S. (2001), The Personification Metaphor as  17 

a Measurement Approach for Corporate Reputation. Corporate Reputation Review, No. 4. 18 

11. Dewalska-Opitek, A. (2009). Sześć zasad kreowania zintegrowanego wizerunku 19 

przedsiębiorstwa jako pracodawcy. Zarządzanie Zasobami Ludzkimi, No. 6. 20 

12. Duraj, J. (2008). Obrazy przedsiębiorstwa XXI wieku. In: A. Siwik, L.H. Haber (Eds.),  21 

Od robotnika do internauty. W kierunku społeczeństwa informacyjnego. 40-lecie socjologii 22 

w Akademii Górniczo-Hutniczej. Kraków: Uczelniane Wydawnictwo Naukowo-23 

Dydaktyczne. 24 

13. Gilani, H. (2019). Corporate brand identity and employee brand citizenship behaviour:  25 

A conceptual framework. The Marketing Review, Vol. 19, No. 1-2, pp. 51-84. 26 

14. Işık, Ö. (2021). Corporate identity building of universities in the context of organizational 27 

communication: an analysis on university websites. The Turkish Online Journal of Design 28 

Art and Communication, Vol. 11, No. 2, pp. 659-686. 29 

15. Kowalczyk, S. (2006). Człowiek w poszukiwaniu wartości. Elementy aksjologii 30 

personalnej. Lublin: KUL. 31 

16. Krzakiewicz, K. (2011). Przełomy i wyzwania w działalności kierowniczej.  32 

In: M. Czerska, M. Gableta (Eds.), Przełomy w zarządzaniu. Zarządzanie zasobami 33 

ludzkimi. Toruń: Towarzystwo Naukowe Organizacji i Kierowania “Dom Organizatora”. 34 

17. Krzyżanowski, L.J. (1999). O podstawach kierowania organizacjami inaczej: 35 

paradygmaty, modele, metafory, filozofia, metodologia, dylematy, trendy. Warszawa: 36 

PWN. 37 

18. Koźmiński, A.K., Jemielniak, D., Latusek-Jurczak, D., Pikos, A. (2023). Zarządzanie: 38 

nowe otwarcie. Warszawa: Poltex. 39 

https://translate.google.com/website?sl=en&tl=pl&hl=pl&prev=search&u=https://doi.org/10.1177/030630700102700101
https://translate.google.com/website?sl=en&tl=pl&hl=pl&prev=search&u=https://doi.org/10.1177/030630700102700101
https://www.emerald.com/insight/search?q=John%20M.T.%20Balmer
https://www.emerald.com/insight/publication/issn/0309-0566
https://doi.org/10.1108/03090561211230205


96 M. Góralczyk 

19. Melewar, T.C. (2003). Determinants of the corporate identity construct: a review of the 1 

literature. Journal of Marketing Communications, Vol. 9, No. 4. 2 

20. Moczydłowska, J.M. (2021). Kluczowe kompetencje zmieniających się organizacji-nowe 3 

wyzwania na rynku pracy. Marketing i Rynek, Vol. 1, No. 3-10. 4 

21. Olexova, V., Chlebikova, D. (2020). Sustainability as part of corporate identity in 5 

conditions of globalization. January 2020, SHS Web of Conferences, 74(5-6), 06023, 6 

https://www.researchgate.net/publication/338511020_Sustainability_as_part_of_corporat7 

e_identity_in_conditions_of_globalization/citations. 8 

22. Olszewska, B., Olszewska, K. (2009). Kształtowanie wizerunku przedsiębiorstwa jako 9 

atrakcyjnego pracodawcy. In: M. Gableta, A. Pietroń-Pyszczek, Człowiek i praca  10 

w zmieniającej się organizacji. Prace Naukowe Uniwersytetu Ekonomicznego we 11 

Wrocławiu, No. 43. Wrocław: Wydawnictwo Uniwersytetu Ekonomicznego we 12 

Wrocławiu. 13 

23. Paliderova, M., Bielikova, A., Spuchľakova, E. (2015). The Importance of Corporate 14 

Identity in Water Transportation Company. Procedia Economics and Finance, Vol. 26,  15 

pp. 286-291, https://doi.org/10.1016/S2212-5671(15)00854-0, 14.01.2024. 16 

24. Pavez, I., Kendall, L.D., Laszlo, C. (2021). Positive-impact companies: Toward a new 17 

paradigm of value creation. Organizational Dynamics, Vol. 50, Iss. 4, October-November. 18 

25. Piwowar-Sulej, K., Mroziewski, R. (2020). Management by values: a case study of  19 

a recruitment company. International Journal of Contemporary Management, Vol. 19,  20 

No. 1, pp. 29-60. 21 

26. Rogoziński, K. (2012). Zarządzanie wartością z klientem. Warszawa: Oficyna a Wolters 22 

Kluwer business. 23 

27. Rudawska, E. (2008). Znaczenie relacji z klientami w procesie kształtowania wartości 24 

przedsiębiorstwa. Szczecin: Wydawnictwo Naukowe Uniwersytetu Szczecińskiego.  25 

28. Sadowska, B., Lulek, A. (2020). Management of manufacturing resources in an enterprise 26 

on the example of human resources. Acta Sci. Pol., Oeconomia, Vol. 19, No. 2, pp. 61-70. 27 

29. Stefański, R., Czarnota-Bojarska, J. (2020). Psychologiczne wizje organizacji i ich 28 

konsekwencje dla funkcjonowania firmy i pracowników. In: B. Rożnowski, P. Fortuna, 29 

(Eds.), Psychologia biznesu. Warszawa: PWN. 30 

30. Szmidt, C. (2007). Wstęp. In: H. Król (Ed.), Zarządzanie kapitałem ludzkim  31 

a konkurencyjność małych i średnich przedsiębiorstw. Warszawa: Wydawnictwo 32 

Akademickie i Profesjonalne Spółka z o.o. Grupa Kapitałowa WSiP S.A. 33 

31. de Wit, B., Meyer, R. (2007). Synteza strategii. Tworzenie przewagi konkurencyjnej przez 34 

analizowanie paradoksów. Warszawa: PWE. 35 

32. Theunissen, P. (2014). Co-creating corporate identity through dialogue: A pilot study. 36 

Public Relations Review, Vol. 40, No. 3. 37 

33. Piwowar-Sulej, K., Mroziewski, R. (2020). Management by values: a case study of  38 

a recruitment company. International Journal of Contemporary Management, Vol. 19,  39 

No. 1, pp. 29-60. 40 

https://www.researchgate.net/profile/Veronika-Olexova?_sg%5B0%5D=eyGYsUhlVxW_uWCbsm4dKeWTFnOl11Ewnj7UiNOffDXlNt-z1tbb-3mqpkaxJNwqPPLJjAY.SJoSM6fDb8xMvtQvjg14O6Dv8-8vhzBBV1rDMIyW9ljUK00JaYZEd4ZwV1mUcr-zTPBypSb5EGuimL8SrHuymQ&_sg%5B1%5D=-OKSaAv7VEC_iqihQlqp3wUlee1aSNaSFC9lvqNR-OBGHZL6YFZXCf_Uy8gDSkgbA6Ri_3Y.nR3tSJmfVcZ7bWB7s2A5IklWelwY0ZrF9kBzYJi5ItVqRP2UTaqF8dgWZ_Vy3rLq_u0-aPpFpvjuxJYbqDChDw&_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InB1YmxpY2F0aW9uIiwicGFnZSI6InB1YmxpY2F0aW9uIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19
https://www.researchgate.net/scientific-contributions/Darina-Chlebikova-2202036897?_sg%5B0%5D=eyGYsUhlVxW_uWCbsm4dKeWTFnOl11Ewnj7UiNOffDXlNt-z1tbb-3mqpkaxJNwqPPLJjAY.SJoSM6fDb8xMvtQvjg14O6Dv8-8vhzBBV1rDMIyW9ljUK00JaYZEd4ZwV1mUcr-zTPBypSb5EGuimL8SrHuymQ&_sg%5B1%5D=-OKSaAv7VEC_iqihQlqp3wUlee1aSNaSFC9lvqNR-OBGHZL6YFZXCf_Uy8gDSkgbA6Ri_3Y.nR3tSJmfVcZ7bWB7s2A5IklWelwY0ZrF9kBzYJi5ItVqRP2UTaqF8dgWZ_Vy3rLq_u0-aPpFpvjuxJYbqDChDw&_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InB1YmxpY2F0aW9uIiwicGFnZSI6InB1YmxpY2F0aW9uIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19
https://www.researchgate.net/journal/SHS-Web-of-Conferences-2261-2424?_tp=eyJjb250ZXh0Ijp7ImZpcnN0UGFnZSI6InB1YmxpY2F0aW9uIiwicGFnZSI6InB1YmxpY2F0aW9uIiwicG9zaXRpb24iOiJwYWdlSGVhZGVyIn19
https://doi.org/10.1016/S2212-5671(15)00854-0
https://www.sciencedirect.com/journal/organizational-dynamics
https://www.sciencedirect.com/journal/organizational-dynamics/vol/50/issue/4

