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Abstract - An old, well-performing brand can also feel the need to have an image boost. This is the need of the hour. A 
corporate not only needs to make an image but also has the burden to not only maintain it but also to keep reminding people 
of its importance. In these ever-changing times and in this era of globalization, competition has severely increased. This puts 
immense pressure on the brands to make them stand-out amongst all parity products. Here image management is necessary 
to provide additional boost to the company’s sales and positioning. Similar situation was face was age-old brand Havells 
India Ltd. and it finally decided that it needs image management to make itself stand apart. Present study aims to provide a 
case study of Havells India Ltd. and its plunge in image management in the year 2006 – 2007. 
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I. INTRODUCTION 
 
Corporate Image is how the company is seen in the 
eyes of its customers, employees, investors and all 
public. A corporate image is made keeping in mind 
the identity the company wants to project and which 
will help achieve its objectives. 
 
In today’s competitive world, corporate image is an 
essential component that impacts corporate reputation 
that eventually impacts customer loyalty. All these 
are very essential to make a brand successful. “The 
most critical, strategic and perhaps enduring asset that 
a corporation possesses is its reputation”(Cravens, 
Goad Oliver and Ramamoorti, 2003, p.201). Having a 
good image is not enough today. One has to have an 
image which is not only good but much better than its 
competitors. Also, a continuous effort has to be made 
to maintain and enhance a company’s image.   
 
II. IMAGE MANAGEMENT’S KEY FEATURES 
 
1. Corporate Identity – It includes the visual 
elements. It is the image that first comes to our mind 
when we hear a brand name. For example; when we 
hear McDonalds a bright yellow large smiley kind of 
‘M’ with red background automatically pops in our 
minds. Also not to forget the McDonalds man. So, 
visually our identity has to be strong enough to 
register in people’s minds. It should make grab their 
attention, make connect, leave an impact and also 
generate positive vibes about the brand. 

 
Corporate identity includes elements like:- 
 Name  
 Logo 
 Typeface 
 Slogan 
 Company colors 
 

2. Advertising – it is a medium that helps an 
organization to take the organization’s message to its 
existing and prospective customers. Here the 
mediums can be audio or visual (television, radio), 
print (newspaper, magazines, hoardings, pamphlets, 
banners etc.) and internet. Business houses who wish 
to promote their products or services. Advertising 
informs the potential customers about the qualities of 
the products or services  
 
In today’s competitive times, corporate image is a 
crucial component that impacts corporate reputation 
which eventually impacts customer loyalty. All these 
are essential to make a brand successful.  
 
3. Public Relations – It is made of two words Public 
and Relations. Basically it maintains relations 
between the company and its publics. Public 
Relations is a management function that aims to 
establish a communication process which helps 
develop amiable relations between the organization 
and its publics. 
 
The definition given by British Institute of Public 
Relations is “It is the planned and sustained 
effort to establish and maintain goodwill between an 
organization and the public”. 
 
There are Public Relations (PR) firms and 
professionals that are hired by organizations to shield, 
boost and build their reputations through the media. 
PR practitioners study the organization and then find 
all the constructive and positive messages that are 
then delivered skillfully as media narrative.  
 
III. ABOUT HAVELLS INDIA LTD.  
 
Havells India Limited is the India's leading Electrical 
Goods manufacturer, which produces a wide range of 
industrial and consumer electrical products. The 
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Company has a widespread production and 
distribution network across India and the world. 
Havells claims to manufacture 90% of its products in 
house. The Company has a strong global presence. It 
has domestic manufacturing plants that are located 
across 12 manufacturing locations in India - Dehli 
NCR, Alwar, Baddi, Faridabad, Haridwar, Neemrana, 
Sahibabad, and Guwahati. 
 
Havells has a vast network of distributors which 
works as an advantage in reaching the far corners of 
the country and the world. Within India, the 
Company has a presence in over 1 lac retail outlets 
through its distribution network. The Company also 
has a chain of exclusive brand showrooms called 
Havells Galaxy catering to both industrial and 
consumer products.  
 
IV. WHY HAVELLS NEEDED TO GET INTO 
IMAGE MANAGEMENT IN THE YEAR 2006-
2007? 
 
Havells is a longstanding brand that commenced its 
operation in old-Delhi in the year 1958; although, the 
brand ‘Havells’ was bought in the year 1971. 
Initially, it was making rewirable swiches, 
changeovers, energy meters and MCBs. Slowly, it set 
up its manufacturing plants and with some successful 
collaborations, the company grew immensely. The 
success was such that the company got listed in 
Bombay Stock Exchange (BSE) and National Stock 
Exchange (NSE) in the year 1993.  
 
As the company grew, it ventured into more finer 
electrical products from wires and cables to the likes 
Fans, lightings, fancy switches and even bath fittings. 
 
The company was happy with its growth and even 
satisfied with its image but a breakthrough came 
when Havells acquired lighting giant ‘Sylvania’in 
2007. It was one of the largest investments in India.  
 
This acquisition was the turning point for Havells 
which got its global footing huge recognition. After 
all these years and success, Havells was still known 
as an industrial brand and was not successful in 
registering itself as a household name.  
 
Now with such a huge acquisition, Havells felt the 
need to go for image management.  
 
1. An age-old style identity which was failing to 
make the brand a household name. 
 

   

     

   
 
OLD LOGO     Predominant 
Colors Red, Black and white 
 
The old identity : 

• The logo is rigid 
• It limits adaptability 
• It limits usage 

Every organization brands its particular culture and 
identity with its own distinctive stamp - Mitch 
Thrower 
 
Why did Havells need a new brand identity? 

•  Strong identity = Effective communication 
= Higher perception of brand value 
   business performance = strong identity 

• To create desired perception in mind of the 
target consumer influencing buying decision 

• To be recognized for excellence in the 
universe of electrical products 

• To elevate the brand identity 
• To emerge as global leader 

 
New Logo 

 
 
New Logo Shows: 
• Unified identity 
• Better image 
• Strong Brand Image 
• The new logo represents - Dynamism, boldness, 
leadership and Stability 

• The ‘H’ builds a strong connect with the Havells 
brand name 
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• The curves in ‘H’ hint at dynamism and lend it a 
contemporary feel 

 
 
2. Focus needed to shift from major magazine 
print ads to using even visual mediums of 
Advertising  
 
Previously Havells was advertising but mostly only in 
magazines. This lead to limited reach as today  
Television has taken over print in various ways.  
Old Print Ad:  

 
 
Advertising informs the potential customers about the 
qualities of the products or services. A better 
advertising leads to : 
 
• Higher placement of the brand 
• Creating a strong visual impact 
• Higher brand recall 
• Evoking goodwill 
 
The first step Havells took was to advertise 
excessively for the first ever T20 world cup in 2007. 
Luck also favored the brand and the Indian team 
which was going through a bad form for a long time 
ended up winning the T20 world cup. After this, 
Havells went into campaigns with ‘Shock Laga’; 
‘Respect Women’; ‘Hawa Badlegi’ and also roped in 
the veteran actor, Late Mr. Rajesh Khanna. 
 
All this helped Havells get recognition as a home 
brand that was missing from a long time. 
 
New TVCs of Havells: 

 

 
 

 
 
• Kept unified brand image 
• Few of them maintained brand discipline 
• Achieved leadership in at least one product segment 
• Wide variety across available product range 
• Created brand awareness by advertising and 
promotions 

 
3. Havells hired a Public Relations Agency, an in-
house PR-Executive and also a corporate 
communication executive 
• This lead to increase in communication with the 
media  
• A new and enhanced website of the company was 
launched 
• Variety of products launched through press releases 
and conferences 
• More profiling of key management done through 
business channels and magazines 
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4. Havells also emphasized on its CSR initiatives 
and also made these efforts get noticed to people 
The Havells mid-day meal program for school 
going children is was introduced in the year 2005. In 
2015, ten years since inception, the Havells Mid-Day 
meal scheme was catering to over 57,000 students 
from 672 schools every day in the Alwar region of 
Rajasthan. The Mid Day meal program has also been 
honored with the Child Rights champion award by 
CRY in 2014-15. 
 
Sanitation program - In 2014, Havells started 
building bio-toilets in the schools where it served 
mid-day meal to combat open defecation which is one 
of the biggest challenges faced by the country. So far 
1200 bio-toilets in over 150 government schools have 
been built by Havells.  
 
CSR initiatives need to be publicized to prospective 
customers because today consumer chooses -   
• Brand over Needs 
• Convenience over Cost 
• Compact over Bulk 
• Mobility over Fixity 
 
OBJECTIVE 
 
The objective of the study is to understand that:  
It is compulsory to create a superior image of the 
company. In today’s times of cut-throat competition, 
it has become crucial to have a fine image 
management mechanism to survive and be successful. 
To build a good image we need to make constant 
efforts. Proper strategy needs to be formulated and 
effectively executed to succeed in this direction.  
 
RESEARCH METHODOLOGY AND DATA 
COLLECTION 
 
Researcher has done a study on establishing the 
importance of image management for corporate 
organizations in today’s times even for a well-
established brand. A detailed study on the need of 
image management has been done keeping in core the 
example of a big brand. Also the kind of tools that are 
being used for image management in corporate 
organizations has been emphasized upon. This is all 
done through a case study on one of the leading 
electrical brands of India, Havells India Ltd. The case 
study shows how an effective image management 
lead Havells from being perceived as an industrial 
brand to a household name.  
 
DATA INTERPRETATION 
 
The various tools have been interpreted as proof that 
an organization makes to register itself in the minds 
of the people, who are also its prospective customers. 
Examples of before-and-after usage of image 

management techniques have been used to prove the 
necessity of building an image to give the company 
an edge over other brands. 
 
It is this edge that will help customers decide and 
purchase in favor of the particular company when 
given a choice amidst other brands. 
 
KEY FINDINGS 
 
 In today’s competitive times it has become essential 

to have a superior image management mechanism to 
survive and succeed. 

 
 To build a fine image we need to make constant 

efforts. Proper strategy needs to be formulated and 
effectively implemented to succeed in this direction. 

 
 Communication of all types – internal and external – 

is the key to manage and maintain a good image of 
an organization 

 
MORE FINDINGS 
 
It is necessary to have a good image in today’s times. 
There are a few factors that make it all the more 
important in current times, namely: 
 

 Globalization 
 Greater than before competition 
 Augmented consumer alertness 
 Enhanced consumer demand 
 Accessibility of Parity products 
 Variety of communication tools (information 

spreads fast) 
 Media (also social media) is more dominant 

today 
 
CONCLUSION 
 
In today’s competitive times it has become essential 
to have a superior image management mechanism to 
survive and succeed. To build a fine image we need 
to make constant efforts. As the famous saying by 
Will Rogers goes, “Even if you're on the right 
track, you'll get run over if you just sit there”.Proper 
strategy not only needs to be formulated and but also 
effectively implemented to succeed in this direction. 
Also it has been found in the study that 
“Communication” is the key to manage and maintain 
a good image of an organization. 
 
LITERATURE REVIEW 

 
 Corporate image is described as the overall 

impression made on the minds of the public 
about a firm (Barich and Kotler, 1991; Dichter, 
1985; Finn, 1961; Kotler, 1982). 
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 A company does not project a unique image. 
Rather, it may possess various images which 
differ according to a specific group, such as 
clients, employees, and shareholders, each of 
whom has different types of experiences and 
contacts with the company (Dowling, 1986, 
1988; Gray, 1986; Kotler, 1982). 

 Often related to symbols and values, the building 
of corporate image is a lengthy process which 
can be improved rapidly by technological 
breakthroughs and unexpected achievements or, 
conversely, destroyed by neglecting the needs 
and expectations of the various groups who 
interact with the firm(Dichter, 1985; Herbig et 
al., 1994). 

 Herbig and Milewicz (1993, p. 18) define 
reputation as `an estimation of the consistency 
over time of an attribute of an entity. A firm can 
have, therefore, numerous reputations * one for 
each attribute such as price, product quality, 
innovativeness, management quality * or a global 
reputation. 

 According to Wartick (1992), corporate 
reputation is an `aggregation of a single 
stakeholder's perceptions of how well 
organizational responses are meeting the 

demands and expectations of many 
organizational stakeholders. 

 It is also delicate because the impact of a bad 
action on the customer is much stronger than that 
of a good action (Herbig and Milewicz, 1994). 

 A favorable store image can influence repeat 
patronage (Dick and Basu, 1994). 
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