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2 Building intangibles: Communica-
tion helps create intangible assets, 
such as reputation, brands or cor-
porate culture. Intangibles are part 
of the overall company value. Repu-
tation has to be managed for impor-
tant representatives of the corpora-
tion (CEO communication) as well 
as for the whole company. Not only 
are positive reputations and strong 
brands relevant for the corporate en-
vironment, they also create a strong 
corporate identity. Integrating the 
speci�c culture and history of a cor-
poration into its internal and exter -
nal communications is a basic task 
of any communication department. 

3 Ensuring �exibility: Being �exible 
as a corporation means having re-
lationships that are based on trust 
or, at least, a perception of legitima-
cy of the corporation’s values and 
actions. Communication can build 
stakeholder networks which ensure 
room for manoeuvre, also in times 
of change and crisis. If the licence 
to operate is questioned by relevant 
stakeholders, every other value di-
mension will be a�ected negatively. 
Corporations have to face various sit-
uations of uncertainty during which 
nothing becomes more important 
than relational capital, trust, and 
public acceptance.

4 Adjusting strategy: Communication 
helps to make strategic management 
decisions by fostering thought lead-
ership, innovation potential, and cri-
sis resilience. This value dimension is 
built foremost on the communica-
tion department’s capacity to listen. 
Systematically monitoring public 
opinion in mass media, social media, 
markets, politics and society helps 
to adapt strategies to upcoming 
socio-political and economic devel-
opments. Thus, corporate commu-
nications contribute to identifying 
competitive advantages.

The framework helps to understand, 
systematise and sort the variety of ap-
proaches which are used to explain com-
munication value in theory and practice 
today. Moreover, all 12 communicative 
objectives within the four communica-
tive value dimensions can be linked to es-
tablished sets of performance indicators, 
measurement tools and evaluation meth-
ods. This means that the framework can 
be used to integrate existing knowledge 
and experiences, identify gaps, and work 
towards more coherent mental models 
in the �eld. �Ù
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EXECUTIVE SUMMARY 

�„���������#�O�M�M�U�N�I�C�A�T�I�O�N���P�R�O�F�E�S�S�I�O�N�A�L�S��
need to explain how com-
munication contributes to 
corporate success.

�„���������(�O�L�I�S�T�I�C���A�P�P�R�O�A�C�H�E�S���W�H�I�C�H��
show the big picture of value 
creation have been missing 
until now.

�„���������4�H�E���A�U�T�H�O�R�S���H�A�V�E���C�O�N�D�U�C�T�E�D��
an interdisciplinary literature 
review to close the gap and 
present a new generic frame-
work: the Communication 
Value Circle.

�„���������4�H�E���F�R�A�M�E�W�O�R�K���C�A�N���B�E���U�S�E�D���A�S��
a tool for planning, explaining 
and managing communica-
tion strategies. It is linked to 
established sets of methods, 
tools and indicators.

�„���������&�U�R�T�H�E�R���R�E�S�E�A�R�C�H���W�I�L�L���B�E���C�O�N-
ducted to verify and advance 
the framework.
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