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Abstract

This study was carried out to establish whethep@@te image has any influence on organizationdbpaance
in state-owned enterprises in Uganda. This wasidenselevant as a study area after a realizatian state-
owned enterprises operate with huge backing froen state unlike the privately owned enterprises.sThi
prompted to ask the big question of whether coearaage has any impact on the overall performafitkese
entities. A cross sectional research design wagtaddor the study. The unit of analysis considenes an
entity. The entities were divided into four groupsrelation to the industry. Out of a population1af0 firms,
104 were selected to form a sample. All the 108disuccessfully responded representing 100% respates.
In the analysis phase, Correlation and Regressitaly&es were used. Findings indicated that Corpdraage
of state-owned enterprises has a significant imiteeon the organizational performance (Sig=0.009<3.01;
B = 0.337). Basing on this finding, it has been reoceended that the state-owned companies stop cguotin
the backing of the state and start working on theage so that they can get a wider acceptandeeitygandan
Market.

Keywords: Corporate image, Organizational performance, Stawaed enterprises

1. Introduction

The concept of Corporate Image has been in thegharka in Uganda though mainly in the private®edthe
public sector including the state-owned enterpriielsnot have to worry about their image since thag a
backing of the government. Of recent though, théesbwned enterprises are no longer monopoliglsegsused
to be such as the case of the telecom sector dssvéhe insurance sector and the NSSF which istabadbe
open to the public (Rwothungeyo, 2014). All thebarges targeting the state owned enterprises peaitipe
carrying out of this research to establish whetherchanges in the market place could have prontptedtate
owned enterprises to re-think the concept of cafoimage in their operations. This brief backgbuas the
genesis of the area of the stud@prporate image and organizational performancetafesowned enterprisés

2. Theoretical review

Corporate image refers to a state of mind thate$takiers have about a company or business or #y. &fitis
state is further referred to be the mental pictheg the stakeholders have in relation to the viaey pperceive a
company (Bouchet, 2014). This therefore meansttteaimage is never constant. It keeps changingratpg
on the way a business performs, comments of othajormstakeholders like the tax authority as well as
comments given by the media. All these circumstarare reported to have an impact on the overalj@ntd a
business. This affects all types of entities emgstin a particular state (both private and stateemventities)
(Balmer & Greyser, 2006).

Organizational performance on the other hand refethe aggregate performance level of all departmand
business units of an entity. This means that topeaance of an entity is a sum total of the parfance of all
its sub units as well as its sub-components (Raleamga, Ntayi, & Muhwezi, 2013). This is a widewief
performance at an entity level disclosing the dqteaformance of entities (Andrews, Boyne, & Walk2006).
Entities are considered to be performing well bgsim the ratings they get from both internal antemnal
stakeholders (Al-Khouri, 2010). Though the interatakeholders are fond of concentrating on theitatufity
levels as well as the welfare of the employees ihinot enough to constitute the overall perforteaof an
entity. In looking at this performance, it is naigsible to isolate an entity from the environmentvhich it is
operating. This therefore means that the envirohnmdrere an entity operates in forms an integrat phits
existence (Tandon, Murray, Lauer, & Evans, 1997).

Considering the environment as an integral pagxidtence of a business is as a result of the herkét can
accrue to a business as a result of the environrttaatargued that without the environment, a bass cannot
trade since the customers are located and actbaigd in the environment (Virvilaite & Daubarai2§11).
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Further to that, there are high chances that anbssimay not compete favourably if its managemeas ahot
pay attention to the competitive advantage providgthe environment. This is mainly the case whenmé is a
cut-throat competition of very closely related 8es in the way they offer their services and gomdthe actual
and prospective customers. All these instances reak@éonment become very important to the succéss o
business (Abdullah, 2009).

The environment is however not that important imeaof the instances in the business world. Foants, in
situations when a business is more of a monopolwloen a corporation is a state owned with assured
customers. Whereas this is the case, there are tivhen even with monopoly, the environment can teco
important (Virvilaite & Daubaraite, 2011). This fisainly in situations when the monopoly starts \tiokg the
rights of the intended customers. This is likelyb® costly even though the business is state ownexate
protected (Hatch & Schultz, 2007).

Environmental consideration enshrines an importantept in business referred to as the corporaagemrhis
is considered to be the situation in which the pedpr potential and actual customers) start bagdnental
pictures of what the company is all about. Thissimportant concept since these mental picturds lop
gradually to create an attitude which leads to feagting either in favour or against a said enfithis is
something that companies need to monitor closelgesihe sales for their existence come from thesg v
people (Heslin, VandeWalle, & Latham, 2005). ThHierefore means that corporate image is an important
consideration in ensuring that a business managesatize its goal of increased profitability anadrket share
(MacCarthaigh, 2009).

Though the concept of corporate image has not bemsidered as important in state owned comparkiey,are
of late considered to be important. This is assulteof increased awareness of personal rightsuatomers.
There are sectors that have been under state tentb as electricity and water in most of theseettsing
countries. Despite being under state control (@harisen, 2013), the need to improve their publiagm was
necessary since the citizens in most of these deartave a choice to make either to be includgtiemational
grid or to find their way out to realize the sanrectmsely equivalent product or service (OECD, 200%is is
not healthy for the development of these state dwsmpanies necessitating improvement in their aate
image.

Basing on the reviewed literature, it is eviderdttthe corporate image is indeed important (OEQID52 in
ensuring that a company gets perceived well inetyes of the public eventually boosting its salele and
overall performance. Though the same trends seebetexistent in developing countries, it is notdewit
whether the same is applicable for state ownedientin Uganda. This particular reason made it sssy to
carry out this study.

3. Methodology

The study was conducted following a cross-sectioasdarch design. This was as a result of a neebtton a
snapshot view of the responses in relation to thdys A total of 140 state owned entities were dd&red to
form the study population out of which only 103 w/eelected as the sample study using the Krejcidvlorgan
(1970) Sampling table. Since the study was focumedorporate image and organizational performatioe,
state owned entities were considered to be theafratnalysis. Five (5) respondents were selecteoh feach
entity. At a later stage the 5 responses were ggtgd into one response per entity using the statisnean
function in the SPSS.

The study was conducted using self administeredtouaaires. The questionnaires were tested faalibty

and validity before being issued out to responddsults of these tests are displayed in table 1.

Table 1: Reiability and Validity test results

Resear ch construct CAC CvIi

Corporate Image 0.743 0.800

Organizational performance 0.750 0.762
Key

CAC - Cronbach’s Alpha Coefficient
CVI — Content Validity Index

4, Dataanalysis, resultsand discussion

A review of the questionnaires that were returmednfthe field was conducted to establish whetherlththe
actual analysis, the SPSS software was employeslfifidt part of the analysis carried out was to pate mean
responses for every 5 responses obtained from mtitg.erhis was done in order to obtain mean respoper
entity that was involved in the study. This waseassary since the unit of analysis was actuallyethité¢ies and
not the people who responded (unit of inquiry).

The second part of the analysis involved the cagyiut of factor analysis, correlation and regm@ssinalyses
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of the data collected basing on the entities asuttieof analysis. These analyses are further aisa in the
subsections that follow.

4.1 Factor analysis

Prior to correlation and regression analyses, thex® need to carry out factor analysis. This waidezhout in
order to ensure that the level of bias (noisehindata findings is reduced significantly. Basimgtlais analysis,
some of the question items were removed from tha findings before incorporating them into theretation
and regression analyses. Factor analysis resultthéovariables considered are indicated in TaBlend 3
below.

Table 2: Results of factor analysis - Cor porate | mage

Items Factor loadings
The company uses high caliber adverts aimed aticgeawareness .843
The company sponsors many activities .739

The employees of the company are well trained .826

For its size, the company secures good profits 772

Source: Primary data

Table 3: Results of factor analysis - Organizational perfor mance

Items Factor loadings
The Corporation is committed to fulfilling the mics 716
The Corporation is efficient and accountable fablg funds .817
We offer satisfaction to customers/clients as @adize our mission .719
We perceive an improved level of profitability etbe years .849
We have worked at a higher stock-value over thst paars of the company’s .735
existence

Our customers have perceived value advantage ssroier the years .733
We are surrounded by a more pleased society 714
Our company and those in the industry ensure legsanmental effects. 751
We consistently provide our services on time, aataly and dependably .784
Our staff members have the necessary skill, knogdeand information to perform .800

their service effectively

We maintain the standard of the buildings, the mmwhent, appearance of personnel .749

and equipment.

Source: Primary data
4.2 Correlation results
Basing on the objective to establish the influeoteorporate image on the level of performancetatesowned
entities in Uganda, the first step that was consdlenecessary was to establish the strength, wignie and
direction of association (relationship) betweenpooate image and performance levels in these stated
entities. This was through the correlation analyBissults in relation to this analysis are disptaiyetable 4.

Table 4: Correlation Results

Corporate | mage Organizational perfornance
Corporate Image 1 .
Organizational perfornance .393 1

**Correlation is significant at 0.01 level ~ 2 tai.
Source: Primary data

The correlation results indicate that there isrargt correlation (r = 0.393:40.01) between corporate image and
performance of state owned entities in Uganda. 8k&ociation is further reported to be a positime and
significant at 0.01 level (2-tailed). This meanstthmprovement in corporate image in these stateedw
companies has a high chance of bringing about imgmnent in their performance levels in the different
departments and areas of operatidineCt or positive relationship
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The nature of association as displayed in tabladicated that there could be some degree of infleighat
corporate image tendencies could have onto perficenkevels of state owned entities in Uganda. Talide to
ascertain this, a regression analysis was cartg¢dResults in relation to this analysis are digpthin table 5
below.

Table 5: Resultsfrom Regression analysis

Unstandar dized Standardized
Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 3.201 .168 19.005 .000
Corporate Image .260 .043 .393 6.103 .000
Dependent variable:  Organizational performance
R: 0.393

R-Square; 0.154
Adjusted R-Square:  0.150
F-Static: 37.241
Sig: 0.000
Source: Primary data

Basing on the results in table 5 above, the infteenf corporate image onto organizational perforceais
significant (Sig = 0.000) though its magnitudeds/] The corporate image can influence between 1&8u6ted
R-Squarg and 15.4% R-Squarg of the changes in organizational performancetafesowned companies in
Uganda. This degree of influence is small thoughpitesence in a developing country like Ugandanis a
indication that state-owned enterprises in Uganda teeaded for the right direction to check theituat
importance in the market area rather than operasngntouchables in the business arena.

The findings from the regression analysis as welthe correlation analysis indicate that corporatage is
indeed an important ingredient in the performantear entity. Comparing the findings to the literatuit
indicates that the findings represent a confirnmaid the literature. This further indicates thatddda as a
developing country is gradually advancing in itérepreneurial capacity. The growing responsivenéstate-
owned enterprises also points to the fact thatptmple in Uganda (the consumers of the servicespetting
much more aware of what they are required to recéiom the different state-owned enterprises. Tihis
reported to be coupled with the fact that thera growing competition from the private sector dfigrsimilar
services making the consumers have an alternatitieet services rendered by the state-owned ergegrihis
is important since it helps in improving overalhgee delivery of the state-owned enterprises (&mdy, Boyne,
& Walker, 2006).

Ideally, the issue of competition is most times dy¢tmough the act of protectionism cannot be densshin the
business world either. The issue of timing needsetconsidered so that the right strategy can péeabfor the
growth of both local and international industri€ghis gives chance to those countries and economies
considering protectionism as the right strategyctmtinue practicing it (OECD, 2005). The practick o
protectionism however needs to be practiced withitditions considering the issues of globalizatibat tare
currently considered to be the most appropriate foayard to companies of the world. All these idé=ed to

one conclusion; image building for state owned gamtees and corporations is important and has tddme as
objectively as possible (Balmer & Greyser, 2006).

5. Conclusion

Building a corporate image is reported to be aegrdl part of state owned companies and firms iarldg. This
finding indicates that the state-owned companiddganda are in the right direction as far as enguttiat they
are known for the right reasons and for ensurirgityuservices are availed to the intended consanférough
not yet properly embraced by majority of the statened companies, the findings reveal that the catpo
image aspect is significant in influencing the @deperformance of these entities. This level andicance
need not to be considered lightly since it refleafisat the consumers (the people) want. It is tloeeef
recommended that the state owned entities operatitbpanda consider building their image in the ljpuby
critically performing what is expected of them aoftering service beyond customer expectation.
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