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Abstract 
Corporate Political Activities (CPA) and Corporate Public Relations (CPR) are both non-market 
communication strategies that effect market positioning, brand strength and the business success of a 
company. In this study, the use of CPA and CPR by several companies are analyzed based on their economic
and brand strength metrics, which confirms the hypothesis that use of these strategies has a positive impact
on their market position and brand stability. Using the Multi-Value Comparative Quality Analysis (mvCQA), the 
research strives to measure the synergistic influence of CPA and CPR on a company’s performance. Building
on the existing literature for the uses and implementation of mvCQA, this research reinforces the role mvCQA 
plays in delivering quality and comparative findings of correlation between CPR and CPA toward market
strength. This study confirms that the synergy between CPR and CPA improves corporate strategic
development. It is inferred that CPR and CPA maintain non-linear correlation with industry and market niches, 
specific cultural and business environments, as well as overall corporate strategy goals.  
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Introduction 
The use of strategic corporate management to 

develop the methods needed to achieve or expand 
the specific goals of a corporation’s success, 
necessitates the application of an integrated 
strategic communications (Mitrović, 2019). The 
modern globalized business environment is 
complex with dynamic set of factors including but 
not exclusive to political, economy, business, 
ethic, and other social science multidisciplinary 
interaction that can influence the success or 
failure of a corporation. The contemporary 
strategies of corporate communication has 
evolved quite a bit from its origins in the works of 
the “Father of PR”, Edward Bernays (Bernays, 
1928, 1951). Furthermore, the complexity of the 
business environment indicates that a 

comprehensive communications strategy, utilizing 
analytical and project-based approaches to the 
planning and implementation of applied PR in the 
management context is a vital necessity to 
addressing each target audience. When viewed 
conjunctively, this illustrates that the 
contemporary theory behind strategic 
management; which in self-compiling theories of 
relationship, cognition, behavior, and mass 
communication; strongly relate to organizational 
culture.  

A review of scholarly literature by Oliver 
(Oliver, 2007), details that there are three main 
scopes of research into this field of study: 1) 
Business and political communication strategy, 
which includes both public and government 
affairs which shapes corporate reputation and 
influence over external operating environment; 2) 
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Governance and leadership communication 
strategy involving employees, managers, 
directors, and shareholders; and 3) Integrated 
marketing communication strategy. In this article, 
the roles of corporate public relations (CPR) and 
corporate political activity (CPA) are analyzed 
through their produced synergistic effects 
specifically within non-market strategies that are 
used to support overall corporate success.  This is 
only a part of the total public communications 
strategy, supporting a comprehensive corporate 
strategic management, through which CPR and 
CPA are analyzed using comparative quality 
analysis (CQA) (Taillard, 2014). The findings in 
this analysis are elaborated upon in the form of 
conclusion wherein CPR and CPA contributions 
are recognized as conditions for sustainable brand 
development. Alone, these things have little long-
term positive returns, but by implementing a 
cohesive strategy that incorporates both active 
engagement in lobbying/policymaking and in 
public perceptions of active community 
involvement the data indicates better overall 
performance. 

1. CPR and CPA: overall corporate 
strategic support 
The contemporary business environment is 
recognized as complex system that consists of 
both market and non-market components (Baron, 
1995; Boddewyn, 2003; Doh, Lawton, & 
Rajwani, 2012).  At first glance, CPR and CPA 
are different business functions, but when used in 
conjunction they have synergistic effects on an 
organization’s efficiency and competitive 
advantages (Taillard, 2013).  The business 
environment of today includes not just basic 
economic principles but also contain social and 
political roles for each company, regardless of 
whether they are included in the plans of the 
company (Donaldson & Preston, 1995; Wicks, 
Gilbert, & Freeman, 1994). An organizations’ 
corporate public relations (CPR) and corporate 
political activity (CPA), as part of non-market 
strategies, tend to contribute to a corporate 
advantage in communication toward a wide public 
audience that can shape ideas, opinions, beliefs, 
cultural associations, and public policy; 
proactively shaping the external environment 
(Taillard, 2013). Each of these public factors are 
directly or indirectly influential on corporate 
activities. An organization’s CPR and CPA can 
significantly contribute toward improving a firm's 
public position and overall company strength 

(Bonardi, Holburn & Bergh, 2006; Lawton, 
Mcguire, & Rajwani, 2012; Schuler, Rehbein, & 
Cramer, 2002). More closely, an organization’s 
use of CPR and CPA is recognized as a form of 
nonverbal communication strategy expressed 
through other methods such as those described in 
signal theory, through imagery and actions, with 
the aim to facilitate the development of the trust 
between company and policymakers: mostly 
government institutions (Rajwani & Liedong, 
2014; Taillard, 2013). Companies may use several 
different tactics for influence on government: 
through the development and cooperation of 
political action committees (PACs), political 
lobbying, and engaging in grassroots activism as 
well as developing relationships with key 
segments of the public (Doh et al., 2012). While 
there is some research that indicates CPA can 
have conditional effects on a firm's efficiency 
(Hadani, Bonardi, & Dahan, 2017), the impact 
and indicated results should be considered for 
further study in future research. 

Primarily, CPA is recognized as a non-market 
strategy that 'attempts to shape government policy 
in ways favorable to the firm' (Hillman, Keim, & 
Schuler, 2004, p.838). When used as a 
communication strategy, CPA is recognized as a 
corporate information-related strategy, which 
aims ‘to affect public policy by providing 
policymakers specific information about 
preferences for policy or policy positions and may 
involve providing information on the costs and 
benefits of different issue outcomes' (Hillman & 
Hitt, 1999, p.834). The variety of CPA activities, 
and strategic approaches are wide and diverse, 
and could be recognized in the form of electoral 
campaigns, policy analysis and development, law 
and regulation contributions, expert involvement, 
or even entrance in foreign policy (Mitrovic, 
2017a, pp.31-105). The relationship between non-
market influence and direct market expansion, or 
overlap between market and non-market 
strategies, can be found in the influential use of 
CPA on a government's foreign policy (Mitrovic, 
2017b). It is an observable fact that many 
companies contribute to social wide welfare, 
especially if they are considered to be ‘corporate 
citizens’ (Matten & Crane, 2005; Moon, Crane, & 
Matten, 2005; Wood & Logsdon, 2008; Taillard, 
2012). This form of corporate activity has 
previously, and at the present, taken place in 
political circles as social and policy engagement 
(Alzola, 2013).  The use of CPR by companies, 
including corporate philanthropy as per Hadani & 
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Coombes (2015), has a strongly synergistic 
connection when used in conjunction with CPA 
which gives support to a firm’s market results. 
Besides philanthropy, CPR also expresses the 
ethical, legal, and fair conditions for all 
stakeholders of a business. When corporations 
apply CPR tactics to politics as a form of 
“political CPR”, it functions as a strategic 
corporate-centric view utilizing society-centric 
efforts and messages to build sociological value 
within a productive corporate growth strategy 
(Morsing & Roepstorff, 2015). In regard to 
governmental relations, a corporation’s use of 
CPR has a mission to develop trust between the 
company and government (Lock & Seele, 2016). 
Moreover, CPR activities send a signal to a 
company’s institutional environment that it stands 
apart from its competition (Werner, 2011), but 
even if we consider this approach as political CPR 
with the aim to affect policy outcomes by 
influencing political constituencies the results of 
the influence are modest (Fooks & Gilmore, 
2013).  Specifically, government institutions, 
lawmakers, and regulatory proposition agencies 
could not recognize the ability or skills of firms in 
policy issues, because they are not exclusively 
presented, or expressed; although shaping policy 
through active political manipulation has had 
greater results than developing goodwill among 
policymakers (Taillard, 2012). 

According to Liedong et al. (Liedong, 
Ghobadian, Rajwani, & O’Regan, 2015), the 
‘CPR contains two dimensions of trust—
benevolence, and integrity—but does not 
convince on the third dimension—policy 
ability/skill. Similarly, CPA contains two 
dimensions of trust—integrity and policy 
ability/skill—but is not perceived as a benevolent 
activity. Consequently, CPR and CPA separately 
create moderate trust, with the former only 
granting access to policymakers, and the latter 
influencing only narrow and low salience policy 
issues.  

Combining both overcomes the limitations of 
each' (Liedong et.al, 2015, pp.13-14). Regarding 
all the above, it could be concluded that CPA and 
CPR have a supporting influence on company 
strength. This is particularly pronounced in 
conditions where the corporation is operating in 
conditions of an externally directed crisis, such as 
the global economic crisis (Ciutacu, Chivu, & 
Iorgulescu, 2009).  The combination of the 
influence of CPA and CSR is particularly 
reflected in the corporation's activities on specific 

social issues of general importance, such as 
environmental relations or 'green culture' (Pham, 
Phan, Tučková, Vo, & Nguyen, 2018). It is also 
possible to observe the interaction of CPA and 
CSR through the general impact of commercial 
and tourism developments on the local 
community. In this case, the local community is a 
generator of positive odium, thus creating an 
environment of support from the local population 
due to the positive economic and brand effects 
(Milićević, Podovac, & Đorđević, 2020). The 
synergy of CPA and CPR could be recognized in 
deliberative lobbying strategy (Lock & Seele, 
2016) which compiles both activities in a manner 
of non-market communications approach, with 
favorable market and policy results.  

Furthermore, this implies that the use of CPA 
and CPR together complements each other in the 
creation of strong trust between companies and 
the policy-makers. Of course, this position 
enables a company to influence on broad and 
relevant policy issues. This elaborated role and 
interaction between CPA and CPR in strategic 
support of a corporation, suggests the following 
hypothesis: 

A systematic and organized approach to the 
CPA and CPR actions of a corporation create a 
more favorable operating environment and 
improved overall business stability. 

In the present research, which is based on a 
comparative quality analysis approach, the 
described synergistic impact of corporate CPR 
and CPA on sustainable brand strength is profiled 
upon several variables generated from the 
described literature, which demonstrate great 
potential for positive results.  

2. Methodology 
The methodology of Comparative Quality 
Analysis (CQA) has been characterized as a 
modern way to conduct social science research 
that combines the strengths of traditional 
quantitative and qualitative methods. It was first 
presented in the work of Ragin, Mayer, and Drass 
(1984), Ragin’s continued work then fine-tuned 
the methods of comparative qualitative analysis 
(Ragin, 1987, 2000, 2008, 2009), and has had the 
contributions elaborated in further work by 
Rihoux and Ragin (2009).  The use of multi-value 
comparative quality analysis (mvCQA), which is 
one of the versions of comparative quality 
analysis (CQA), aims to compare cases 
systematically while still preserving a strong 
focus on individual cases (Ragin 1987; Rihoux & 
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Ragin 2009).  The goal of most CQA is thus to 
explain all cases as comprehensively as possible 
by taking into account a set of explanatory factors 
and their complex combinations.   

In general, the case orientation of CQA fits 
well with the wide spectra of social science 
research. Most of them inquire about the factors 
causing a given phenomenon, such as law-making 
outputs (Christmann & Danaci, 2012), 
government spending (Vis, 2011), coalition 
formation and policy change (Fischer 2014), or 
the success of policy projects (Ney & Verweij, 
2014). Some of the research considers welfare 
states (Avdagic, 2010), social movements 
(Wright, & Schaffer-Boudet, 2012), labour 
markets (Dixon, Roscigno, & Hodson 2004), and 
corporate governance (Bell, Filatotchev, & 
Aguilera, 2014). The following research 
implemented mvCQA and considers the usage of 
multi-value variables (Cronquist & Berg-
Schlosser, 2009, pp.69-85).  This method includes 
a review of variable structure, with the purpose of 
preventing information loss, which is considered a 
large number of contradictory configurations. 
Namely, the loss of some values is possible in the 
case of basic CQA, or Crisp-set Comparative 
Quality analysis (csCQA) (Rihoux & De Meur, 
2009, pp.33-67) because it considers metalogic 
created notation (Cronquist & Berg-Schlosser, 
2009). In general, mvCQA is more suitable for 
value comparative analysis. The mvCQA was 
developed to meet limitations of csCQA and 
prevent simplifies dichotomous approach in 
multivalued, aggregated variable usage. The 
following research has used software application 
TOSMANA 1.54 (Tosmana, 2017), which is most 
appropriate for mvCQA cases.  

2.1. Variables setting 
Besides the differences in social and political 
impacts of various industries, the research 
literature considers absolute values of 
strengthening capacities of the ten highest ranked 
CPR companies, indexing in 2017 by the 
Reputation Institute. In variable settings, the 
following variables were defined:  
 CPR retrieved from ‘2017 Global CPR 

RepTrak 100: Most Socially Reputable 
Companies', an annual report of 
Reputation Institute (CPR, 2017);   

 CPA, which are a preset number of CPA 
offices engaged for presenting of 
companies interests in USA and EU. Data 
were delivered by databases analysis of 

the Center for Responsive Politics (CRP, 
2017) and Transparency register of the EU 
(TR-Transparency register, 2017); 

 CPAIN present a total of financial 
spending on CPA in millions of US 
dollars. Data were delivered upon 
databases analysis of the Center for 
Responsive Politics (CRP, 2017) and 
Transparency register of EU 
(Transparency register, 2017); 

 BFG retrieved from the ‘Global 500/2017-
The annual report on the world's most 
valuable brands' of Brand Finance (BFG, 
2017); 

 FORB retrieved from a database of Internet 
edition of Forbes (FORB-Forbes, 2017); 

 GRT retrieved from ‘Global RepTrak 100 
Report 2017’ of Reputation Institute 
(GRT-Reputation Institute, 2017). For 
Lego Systems (Lego, 2016) and Bosh 
(Bosch, 2016), there aren’t records in 
Forbes’ summary, and data were taken 
from companies annual reports for 2016, 
with consideration of projection for stable 
financial flow and exception of financial 
crises in both companies' through 2017; 

 PROF, upon Forbes’ The World’s Biggest 
Public register (FORB-Forbes, 2017). 

2.2. Logic frame and variable set’s 
interaction 
In research, the foundry-based theory indicates 
sets of variables that are observed.  

Case descriptions indicate that observed 
subjects are presented in a random set of 
companies (COM), chosen by a rank of highest-
indexed CPR activities in 2017: LEGO, 
Microsoft, Google, Walt Disney, BMW, Intel, 
Cisco, Bosch, Rolls Royce, and Colgate-
Palmolive. For the purpose of validation of logic 
(‘low-high'), some original values of variables are 
marked with ‘-' on purpose to meet the necessity 
of value unification and merger of calculation in a 
logic frame of a difference of variable expression. 
Namely, the variables for, BFG, FORB, and GRT 
scaling numbers are marked with ‘-’ on purpose to 
follow the logic condition that lowest values 
amplify criteria closes to a dedicated logic system 
of values. In this particular research, mvCQA 
allows that multinomial categorical data could be 
used (from 0 to 9). As a result of this analysis, the 
indicators of numeric values are set by logic 
criteria that lowest ranged company has the lowest 
influence thought CPR and CPA on policy 
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creation that results with success and strong 
position on the global market. According to the 
criteria, the data table was created using the 
TOSMANA application and is presented in Figure 
1. 

 
Figure 1   Designed table for mvCQA with variables  

and data 
Source: The authors 

 

Furthermore, in order to indicate areas of 
variable criteria influence, nine valuation levels 
thresholds were used.  After applying the mvCQA 
calculation in TOSMANA, results of the analysis 

 are expressed in following Table 1. 
 

Table 1   Results of the calculation process in TOSMANA 
upon criteria for mvQCA 

COM C
P
R

C
P
A

C
P
A
I 
N

B
F
G

F 
O 
R 
B 

G
R
T

P 
R 
O 
F 

OUT. 

ColPalm 0 0 0 2 3 0 3 1 

RollsRoy. 0 0 1 0 0 6 0 0 

Bosch 1 0 1 8 9 8 3 1 

Cisco 1 1 3 8 9 0 6 1 

Intel 1 4 5 8 9 7 6 1 

BMW 2 1 2 9 9 5 5 1 

Walt D. 7 0 1 9 9 9 5 1 

Google 8 9 9 9 9 8 9 1 

LEGO 9 0 0 5 9 9 2 1 

Microsoft 9 5 9 9 9 6 8 1 

Source: The authors 
 

The data which is used to test the hypothesis 
was introduced upon the assessment of drivers 
that contribute to the company’s overall corporate 
success, while the main indicators of success used 
aggregate databases. Weighted factors are used to 
specify the degree of value of a single-branded 
business, as well as the total economic benefits 
derived by a business from its brand, trademarks, 

marketing investment, and brand equity. These 
are expressed in the good responsiveness accrued 
with customers, staff and other stakeholders, and 
the impact of those factors on the business 
performance of the company. The databases 
which were used in this research in the above-
listed performance overlap and interfere with each 
other in some generic variables, particularly 
differences in analytical methodology approach. 
Using various databases contributes to the 
variable dynamism of the findings.  In addition, 
this approach contributes to objectivity in the 
conclusions, with multi-valuated solving data 
cross-reference.   

Furthermore, this principle prevents possible 
subjective or linear conclusions. The calculation 
settings of mvCQA were used to exclude results 
with a ‘0’ value in the profit area (PROF), as a 
basic criteria for company success for that reason. 
After calculation, the results that were produced 
are given in equations of logic expression for an 
mvCQA process: 
 
CPR{8}*CPA{9}*CPAIN{9}*BFG{9}*FORB{9}*GRT
{8}*PROF{9}=Google         (1) 
 

CPR{9}*CPA{5}*CPAIN{9}*BFG{9}*FORB{9}*GRT
{6}*PROF{8}=Microsoft                   (2) 
 
CPR{1}*CPA{1}*CPAIN{3}*BFG{8}*FORB{9}*GRT
{0}*PROF{6}=Cisco               (3) 
 
CPR{1}*CPA{4}*CPAIN{5}*BFG{8}*FORB{9}*GRT
{7}*PROF{6}=Intel              (4) 
 
CPR{7}*CPA{0}*CPAIN{1}*BFG{9}*FORB{9}*GRT
{9}*PROF{5}=Walt Disney            (5) 
 
CPR{2}*CPA{1}*CPAIN{2}*BFG{9}*FORB{9}*GRT
{5}*PROF{5}=BMW              (6) 
 
CPR{0}*CPA{0}*CPAIN{0}*BFG{2}*FORB{3}*GRT
{0}* PROF{3}=Colgate-Palmolive          (7) 
 
CPR{1}*CPA{0}*CPAIN{1}*BFG{8}*FORB{9}*GRT
{8}*PROF{3}=Bosch                       (8) 
 
CPR{9}*CPA{0}*CPAIN{0}*BFG{5}*FORB{9}*GRT
{9}*PROF{2}=LEGO.              (9) 

 
The scaling for the mvCQA of business 

performance influence for CPR and CPA are 
listed as follows: ‘0’- extreme low, ‘1’- very low, 
‘2’- strongly low, ‘3’- slightly low, ‘4’- moderate, 
‘5’- slightly high, ‘6’- strongly high, ‘7’- very 
high, ‘8’- significant high and ‘9’- dominantly 
high. 

The results of the data conclude that all 
companies in the sample which have results 
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higher than ‘0’ in either CPR or CPA have a 
positive score in the final result. In addition, these 
companies are the same companies which are 
successful, proactive, and profitable 
independently, holding constant variables related 
to the type of industry, market, or nature of the 
business. The exception to this is Colgate-
Palmolive, with ‘0' in CPR and CPA variables, 
which has positive results in profits. The case of 
Rolls Royce is clear: ‘0’ marks for CPR and CPA 
indicate the presence of an unsuccessful business 
strategy, profit failure, and strategic brand 
problems. 

3. Results and discussion 
The outcomes that are produced by TOSMANA 
in the mvCQA calculation processed and 
generated from databases indicate the following 
characteristic findings: 
 The most successful company in the 

presented case is Google, with a 
significant and dominant high presence in 
CPR and CPA, but also in all other case 
covered issues (equation 1). The synergy 
of CPR and CPA influence could be an 
indicator for a balanced business strategy 
approach, which has positive results in all 
other variables, sets, and areas. The 
conclusion is that strategic orientation for 
the balanced development of CPR and 
CPA is related to overall brand strength 
and profit effects.  

 LEGO has the biggest absolute value of 
CPR variable index, but still, their profit is 
an area of ‘2’ (equation 9). Indicators of 
actual weakness could be recognized in 
extreme low CPA presence and 
investments in CPA engagement. In 
addition, the profit result has been 
analyzed in the scope of market 
characteristics and specification of the 
industry to which LEGO belongs, or that 
PROF results could not be linearly 
recognized. Of course, further analysis of 
variable interaction and the gradient 
influence could be made in some further 
research. 

 In the most inverse position to the results is 
Colgate-Palmolive (equation 7). Namely, 
extreme low absolute involvement in CPR 
and CPA in the observed case group still 
got modest, but significant profit. 
Moreover, Colgate-Palmolive is in a 

higher profit position than Bosch 
(equation 8). It is noticeable that Bosch 
has higher CPR and CPA presence, as 
well as significantly higher positions in 
global brand strength (BFG, FORB, and 
GRT) than Colgate-Palmolive, but still 
lower absolute profit result. The reason for 
that could be found in different industries, 
the nature of brands, and marketing 
approach. In conclusion, Colgate-
Palmolive and Bosch deserved to be 
analyzed as separated cases, in order to 
deliver findings for the improvement of an 
overall corporate strategy. 

Regarding the results testing the hypothesis, it 
is concluded that: CPR and CPA have a 
synergistic and supporting role in the overall 
communication strategy of the company. 

Both of these could significantly support the 
comparative performance of a company, taking 
into account the necessity for specifying the 
unique characteristics for each market, policy 
environment, industry, and the company’s 
strategic culture and goals. 

The findings indicate that the hypothesis is 
confirmed, with the condition of separating 
industry niches. Also, the findings specify that a 
synergistic approach in different markets (US and 
EU) contribute to the maximization of all effects 
related to the overall corporate success. 

Conclusion  
The synergistic actions of corporate CPR and 
CPA strategies have a significant positive 
influence on financial and operational business 
results. The planning process of CPR and CPA 
should incorporate characteristics of company and 
industry, policy arena, cultural marketing 
environment, projected company aims, and goals. 
 An insufficiently expressed orientation for the 
planning and implementation of CPR and CPA 
could be indicators that a company will fail to live 
up to its potential via brand and marketing 
capacities. In addition, brand strength is 
conducted with both strategic communication 
activities, CPR and CPA. Namely, through CPR 
and CPA, public recognition of the company 
through policy actions as a socially responsible, 
credible, proactive, and accountable corporate 
“citizen”. The planning and implementation of 
CPR and CPA have to be conducted with the 
strategic planning process, modelling by practice-
based and aim orientated models. Research 
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indicates that most the effective brands which 
have significant profit effects have a balanced 
approach to the CPR and CPA.SM 
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