RLCS, Revista Latina de Comunicación Social, 72 – Pages 521 to 539
Funded Research | DOI: 10.4185/RLCS, 72-2017-1177| ISSN 1138-5820 | Year 2017
How to cite this article in bibliographies / References
D Apolo, V Báez, L Pauker, G Pasquel (2017): ―Corporate Communication Management:
Considerations for the approach to its study and practice‖. Revista Latina de Comunicación
Social, 72, pp. 521 to 539.
http://www.revistalatinacs.org/072paper/1177/27en.html
DOI: 10.4185/RLCS-2017-1177

Corporate Communication
Management: considerations
for its study and practice
Diego Apolo [CV] Universidad Nacional de Educación (UNAE). Universidad San Francisco de
Quito (USFQ). diego.apolo@unae.edu.ec.
Valerie Báez [CV] Corte Nacional de Justicia del Ecuador - valerie.baez@cortenacional.gob.ec.
Lizeth Pauker [CV] Yasuní Medios - lpauker@yasunimedios.com.
Gabriela Pasquel [CV] Unidad Especial Regula tu Barrio. Secretaría de Coordinación Territorial y
Participación Ciudadana. Municipio del Distrito Metropolitano de Quito gabriela.pasquel@quito.gob.ec.
Abstract
Introduction. This article presents an approach to the identification and definition of categories,
components and elements that allow us to approach the study and practice of Corporate
Communication Management as a strategic tool for achieving institutional objectives. Method. We
conducted a literature review in order to identify the distinct contributions of different authors whose
work relates to the study of Corporate Communication. Results. Contributions from different
disciplines have produced varying conceptions of Corporate Communication, making its definition
the product of individual interpretation and preventing objective understanding of its theoretical
importance and practical application. Conclusion. In this regard, this article‘s purpose is to reflect on
the analytical foundations and relationships between the contributions considered here, thus
providing a proposed definition that enables Corporate Communication‘s application by academics,
professionals and students interested in the subject.
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1. Introduction
After analyzing each of the contributions submitted by different authors to the study of Corporate
Communication, and determining the elements, components, definitions or categories employed in
their approach, one cannot fail to see the importance of the psychological, sociological and
anthropological processes that make up Corporate Communication Management; as Costa comments
(2015: 10), "communication is action and action is communication. Facts not only ‗are,‘ but they
also signify," and therefore entail human interaction.
In this sense, Mínguez (2000: 303) presents a route that turns away from a certain "terminological
confusion" regarding the identity, image and reputation of Corporate Communication. It is relevant
to mention that the term ‗corporate‘ will be understood from the approach presented by Costa and his
conception of the Latin 'corpus,' whose meaning alludes to the body, understood as a 'totality,
integrality, holism, intrinsic unity, organism, system' (Costa, 2006: 51) constituted by processes of
interaction, meaning-making and action.
How we understand institutions, organizations and companies as systemic bodies that are crossed by
different interests, plans, and contexts (ascribed to the conjunction of interest groups in a close,
voluntary relationship with shared objectives) defines the relevance of Corporate Communication
Management to those processes. Since "the results of communication are not always observed in the
short term" (Morales, 2005: 119), and building experiences and relationships takes time, we should
not consider communication as a kind of instrument. The discipline should instead be treated as a
strategic analytical process that allows users, based on measurement and evaluation, to establish
continuous improvement frameworks that guide decision making in the "economic, political,
business, social and cultural development" (Gálvez, 2014: 27) of real contexts.
Communication is one of the pillars of collaborative work: it is strengthened through the building of
bonds, emotions and experiences; as social beings, peoples are shaped in daily life according to their
experiences, orientations, and contexts—communication allows the "building and managing [of
these] shared realities" (Mannuci, 2008: 45). Communication can be seen as "an integrative
methodology" (González, 2014: 10) that generates results within social groups.
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In the same way, Costa (2012 and 2014) argues that the approach to communication in the 21st
century requires observing certain elements that respond to the questions detailed in figure 1:
Figure 1. Costa’s 21st Century Approach

Who isIdentity

Culture
Action

What
does

How

What
saysCommunication

REPUTATION

What
meansImage
to me

Source: adapted from Costa (2014: 67)
We should note that ‗action,‘ as presented by Costa (2014), can also be understood as ‗reputation,‘
following Andreu's contributions (2012: 3), who argues that those elements are linked because there
must be a logical correlation between "the facts (what is done) and communication (what is said)."
In real contexts, concern for managing intangibles like identity, image and reputation takes form
according to the efficiency and efficacy of existing strategies, types and directions of information
exchange, and stakeholders. The mental construction of a brand, according to Costa (2013: 11),
begins with the representation of its "symbolic capital"—this shapes the way in which it identifies
itself and communicates with others, seeking to identify its attributes and use them to exploit a
competitive advantage.
For this, in the case of Corporate Communication, one seeks to analyze and understand the
relationship between image and reputation presented by Costa (2015: 109), where "reputation is
selective and private, and it is forced by the image that is public and notorious." Doing so recovers
the corporate identity as a type of relationship between the institution and the members that compose
it. According to Capriotti (2009), this process consists in taking into account corporate philosophy
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and culture and how their management contributes to the "commitment of the collaborators,
stimulates the generation of ideas and encourages the achievement of objectives" (Ritter, 2012: 51).
To this end, the Communications Director (DirCom) "provides the organization with a global vision,
holistic in the parts and details, and systemic in its operation as a whole" (Costa, 2012: 39).
According to Fuentes, "in our current environment, communication management is of crucial
importance" (Fuentes, 2005: 45) for any strategic vision that aims "to perceive flows and to imagine
futures and the routes that lead to them" (Pérez, 2012 : 97), especially if it is recognized that those
intangibles contribute to favorable responses from stakeholders.
2. Methodology of analysis
In pursuing this investigation, we analyzed and surveyed contributions of various authors (Capriotti,
1999; Van Riel, 1997; Castro, 2007; Rincón, 2014, Túñez and Costa, 2014 and Ulloa And others,
2015) which have become key references in the study of Corporate Communication in Ecuador. By
doing so in line with the approach described above, it was possible to determine that, at present,
Corporate Communication Management has had contributions from authors specializing in areas
such as public relations, administration, marketing, advertising, branding, and design, among others;
as mentioned by Pérez and Rodríguez (2014).
3. Approaches to Corporate Communication
It is important to start this section by noting that Corporate, Organizational, Institutional,
and Strategic Communication are considered different types of research frameworks. Corporate
Communication has categories of research and defined planning strategies, while Organizational,
Institutional and Strategic Communication bolster it by emphasizing communication between
internal and external sources.
For example, Aljure (2015) identifies three areas of communication in organizations: institutional
communication, internal communication, and marketing or commercial communication. In this
proposal, one detects that the focus for developing strategic plans falls on "building, maintaining, and
increasing the knowledge, understanding, awareness and image among stakeholders" (Aljure,
2015: 44). Through this analysis of the internal and external states of affairs, a plan of action
will contain the following steps: "DOFA analysis, definition of objectives, definition of audience,
development of message, definition of plans and tactics, and definition of indicators" (Aljure,
2015: 175). Thus, as the research processes and subsequent planning will be directed to both the
internal and external domains, the strategies will likewise revolve around them.
If this analysis is applied to perspectives on Institutional Communication, it is not very different.
Egidos (2000: 3) refers to the report by McBride and presented at UNESCO (1978) to note that
Corporate Communication is understood as "the exchange system for data, information, ideas and
knowledge established between public and private, national and international institutions on the one
side, and its real and virtual public on the other." Alternatively, Weil (2003) comments that the focus
of Institutional Communication is to take the leap away from economic or market interests alone,
distinguishing itself from Commercial Communication. In line with Weil, Rodrich (2012: 228)
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indicates that Institutional Communication "is the management tool that provides a framework for
the effective coordination of all internal and external communications"—in this example, emphasis
continues to be placed on the strategic management of internal and external communication.
Similarly, Corporate Communication takes elements from Strategic Communication, but they should
not for this reason be confused. It also highlights the management of internal and external
communication, and its relevance consists in building links between institutions, organizations and
businesses with their environment, in ways that respect their organization and context while
allowing them to establish joint objectives. Tironi and Cavallo (2007: 27) state that it is "the practice
that aims to make a harmonious and positive relation between organizations and their cultural, social
and political environment from the point of view of their objective interests". Massoni (2012: 63)
points out that to see new academic and scientific approaches treat it as a "space of encounter of
different societies and cultures, (…) which enables another way to pose the communicational
question by re-locating its object of study within the paradigm of fluidity.‖ Scheinsohn (2009: 115),
meanwhile, focuses his attention on the "interactivity employed to shape processes of signification,
be it in companies or in any other social subject." Apolo, Murillo and García (2014: 23) provide the
final contribution to this list—they understand Corporate Communication as:
"The set of internal and external communication strategies focused on the relationship
between actors and the institution, recognizing their contexts, organization, and settings in
order to construct joint objectives, and combining all efforts to link with their environment
and achieve those goals."
This is the method given for the approach and planning to make internal and external communication
a contribution of value towards the achievement of objectives. Corporate Communication therefore
draws on strategies of internal and external communication, not as a basis for its research and
management, but rather to further examine and describe them based on their components. It allows
measurement, not by furnishing tools or general objectives, but by providing continuous
improvement in planning and the evaluation of the elements.
In this way, the main conjunctions, independent of the planning processes and variations among
individual authors, is that Organizational, Institutional and Strategic Communication emphasize the
management of internal and external communication as sources of representations, discourses and
meanings between public audiences and institutions, organizations and companies. Corporate
Communication, on the other hand, uses those methods to define categories of analysis that allow
subsequent planning based on strategies, activities and actions focused on relations with
stakeholders. These categories include identity, corporate image and reputation.
Various authors have presented suggestions for a more concise notion of Corporate Communication.
For Capriotti (1999: 30), it is understood as "the totality of communication resources available to an
organization to effectively reach its public." For Van Riel (1997: 26):
"Corporate Communication is a management tool by which all forms of internal and external
communication are consciously used, and are harmonized as effectively and efficiently as
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possible in order to create a favorable basis for relations with the public on which the
company depends".
For Costa (1995), Corporate Communication is "linked to the overall action and behavior of the
organization ...it is holistic and inclusive, that is to say, it coordinates, integrates and manages the
different forms of communication as an organic whole in the corporate sense" (Costa, 1995 quoted
by Egidos, 2000: 3). And from contributions from Rincón (2014: 49) who comments that Corporate
Communication:
"Is established as a systematic process by which people are integrated and coordinated, an
organizational structure with the aim of developing an organizational stamp out of the
components of conceptual identity, both visual and behavioral."
For Castro (2007: 17), Corporate Communication:
"Is divided in two: Internal and External Communication. The first works in the conception
and development of corporate culture, that is, the ideas and qualitative concepts that define
the organization. The second is responsible for managing the image that the company wants
to offer to the market or society. In both cases cooperation is key to achieving profitability
objectives."
The approaches presented by Van Riel (1997) and Castro (2007) link internal and external
communication as components of corporate communication, but it is worth mentioning that these
approaches deviate from this article‘s conception of Corporate Communication, which we consider a
general process focused on managing identity, culture, image and reputation rather than a specific
tool. In this regard we follow the work of Costa (1995) and Capriotti (1999), who focus this process
on the categories that will later be applied to institutional goals with the support of internal and
external communication tools.
The research of Ulloa, et. al. (2015) shows that Corporate Communication has been studied mainly
from a functional approach, focusing on management tools. For this reason, they propose a
distinction between their approach and the prevailing instrumental use of Corporate
Communication. The authors suggest that Corporate Communication is:
"Concerned with the exchange of experiences, knowledge, emotions and thoughts between
subjects that integrate with the aim of producing senses, creating symbolic universes and
systems of internal and external significance that contribute to the achievement of strategic
objectives" (Ulloa et al, 2015: 292).
In these proposals, we find resources for answering key questions about Corporate Communications:
what is it? What are its components? What is its goal or purpose? This raises the following
definition:
Corporate Communication is the management of identity, image and reputation through
research that allows identification of shared values, attributes, differentiators, and competitive
advantages; it comprises the strategic management of communication tools that contribute to
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public awareness and the construction of links with stakeholders, thereby contributing
to the achievement of stated objectives.
For this approach, the understanding of ‗management‘ derives from an idea presented by Fundación
Chile (2012), which states that each process should focus on planning, organization, direction and
control. In this sense, each category of Corporate Communication, from the beginning of the
research and execution process, must take these steps into account in order to achieve the objectives
previously proposed.

3.1 Categories, Components and Elements of Corporate Communications Management
After the revisions made and the proposal submitted to a definition of Corporate
Communications, we must take into account various ways of understanding its analytic categories.
Doing so allows us to effectively manage them.
Figure 2. Categories for Corporate Communication management

Source: adapted from Capriotti (1999) and Costa (1995 and 2012)
To address each of these categories we must understand the elements that comprise them. Together,
they allow us to gather relevant data for measurement and decision-making that will
eventually define research design and our subsequent proposal for the Corporate Communication
management plan.
3.1.1. Corporate Identity (CId)
Corporate identity is constituted as much in the daily life of the institution as intheir stakeholders. It
presents an approach that goes beyond the meaning of ‗corporate identity‘ derived from graphic
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design. It is more broadly understood as "the set of traits and attributes that define [an institution‘s]
essence, some of which are visible and others not" (Villafañe, 2008: 26). That is to say, every
organization, institution and company, constitutes itself as a social system through its representations
of itself and the characteristics of its constituent interest groups. For Scheinsohn (2009: 46), CId is
"the capacity for recognition possessed by a brand, associated with a particular promise (...), and the
totality of the ways in which a company has decided to be evaluated by its audiences."
Linking Villafañe (2008) and Scheinsohn (2009), this depends not only on the institution‘s
organizing structure, but how it seeks to be recognized by its stakeholders. It includes the "history of
the organization, its beliefs and philosophy, the type of technology it uses, its owners, its people, the
personality of its leaders, its ethical and cultural values and its strategies" (Ind 1992: 3). But above
all, it seeks to clearly, coherently and concisely express "the overall strategy of the company ... all its
manifestations, productions, properties and actions" (Costa, 2006: 221), allowing it to focus not only
on producing messages, but also on its relationship with its stakeholders and their interests.
Capriotti (1999: 23) identifies two components for the understanding of corporate identity, culture
and corporate philosophy:
"The first of these is the "soul" (...) and represents "what the organization really is, at this
moment." (...) The second one, on the other hand, is "mind," (...) and represents "what the
organization wants to be".
Figure 3. Components of Corporate Identity

Source: adapted from Capriotti (1999: 2. 3)
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3.1.1.1. Corporate Culture
According to Capriotti (1999: 24), corporate culture is "the set of beliefs, values and behavior
patterns, shared and unwritten, by which the members of an organization are governed, and that are
reflected in their behaviors." This is how each stakeholder assigns a meaning to the institution
according to his or her experience, and gives makes it relevant to his or her own daily life.
Table 1. Elements of corporate culture
SHARED BELIEFS

SHARED VALUES

―The set of basic
―The set of principles shared
assumptions shared by
by the members of the
members of the
organization in their daily
organization regarding its relationship within it. They
different aspects and
have a higher degree of
issues. They are invisible visibility than beliefs, but are
structures, unconscious
not clear or obvious‖.
and assumed as preestablished‖.
Source: adapted from Capriotti (1999: 24-25)

GUIDELINES OF
CONDUCT
―Models of behavior
observable in a wide group of
members of the organization.
They are visible and manifest
aspects of corporate culture,
which express its beliefs and
values‖.

3.1.1.2. Corporate Philosophy
Capriotti (1999: 25) likewise presents a definition of corporate philosophy, which he states is:
"The overall conception of the organization established by senior management (owner, CEO,
Board of Directors, etc.) in order to achieve its goals and objectives. It is what top
management believes to be central, lasting and distinctive about the organization."
By establishing the direct relationship between this and corporate culture, key points are identified
that contribute to creating favorable feelings and emotions in the stakeholders, so that the
institution‘s mission, vision, and values are linked in its real character.
These categories that identify the elements of corporate identity are important because, when
outlining the research methodology and subsequent planning, their components provide points of
reference for the design of instruments and methods of analysis. Not only must the elements
presented be used to frame the application of the different research tools, but they must be clearly
identified to the main stakeholders. By taking those stakeholders‘ relationship with each category‘s
statement of culture and philosophy into account, it will be possible to plan strategies, activities, and
actions to manage corporate identity in a manner that coordinates the significance that the
organization, institution or company and the stakeholders give to such statements. After identifying
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these relationships, Corporate Communication may reflect on how to strengthen their key attributes
and thus use enhanced communication to achieve institutional objectives.

Table 2. Elements of Corporate Philosophy
CORPORATE
MISSION
"The definition of
the business or
activity of the
organization.
Establishes what the
organization does.‖

CORPORATE VISION

CORPORATE VALUES

―The perspective of the
organization‘s future, its
ultimate goal.
It indicates ‗where it
wants to arrive‘, or the
‗ambition‘ of the
organization, its particular
challenge‖.

―Represents how the organization
does its business. It includes both the
professional values and principles
(those guiding the organization when
designing, manufacturing and
distributing its products and services),
and also social values and principles
of relationship (those that govern
interactions between people, whether
they are members of the organization
or persons external to it).‖

Source: adapted from Capriotti (1999: 27)

3.1.2. Corporate image (CIm)
The next category is that of the corporate image (CIm). It has been understood by various authors in
the following ways: as a "mental structure" (Capriotti, 1999: 29); as the "mental representation in the
collective memory of a stereotype or significant set of attributes that are capable of influencing and
modifying behavior" (Costa 1977: 19 quoted in Capriotti, 2013: 22); as how "the company or its
products are perceived" (Kotler and Keller, 2006: 321); and the way in which a "concept is
constructed in the public mind". (Villafañe, 2008: 26)
The CIm is the mental significance that a particular stakeholder gives to it. That is, the attitude that
one takes in relation to the organization, institution and company will depend on the feelings and
emotions produced by how they are perceived. It is not necessary that such an image be real or not,
nor that it generate the same perception in all interest groups. Accordingly, it is important to
investigate and characterize such perceptions in order to "manage the communicational resources in
an efficient and effective way" (Pasquel et al., 2014: 2). For any organization, institution, or
company, "dialogue [with the public] is impossible without prior knowledge of how [the
organization, institution, or company] manifests [in a stakeholder‘s mind]". (Ulloa, 2007: 111).
Capriotti (2013: 16) approaches the corporate image according to "three major conceptions or
prevailing notions: a) Image-Fiction, b) Image-Icon, and c) Image-Attitude". The postulates that
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follow will be ascribed to these conceptions and will be identified as components of the corporate
image.

Table 3. Components of Corporate Image

Source: adapted from Capriotti (2013: 16)
3.1.2.1. Image-fiction
The ‗image-fiction‘ will be understood as the positive or negative valuation that stakeholders give to
the organization. It is important to mention that these behaviors are guided by imaginary and social
representations, which provide frames of reference linked to actors‘ multidirectional interactions
with an organization that produce their mental relation to it.
According to revisions by Capriotti (2013: 16), the image can be understood as "the ‗appearance of
an object or fact,‘ as a fictitious event that is nothing more than a manipulated reflection of reality."
This category of analysis is thus crucial for Corporate Communication management because the
strength of correlation between the perceived and the lived can generate dissonance and lead to
problems for the construction of corporate reputation.
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3.1.2.2. Image-icon
Within this proposal, the ‗image-icon‘ will be understood as the visual representation of the
corporate image. It can comprise "the symbol, or iconic figure that represents the company; the logo
and corporate typography; the name of the organization written with a particular typography and in a
special way; and corporate colors or chromatic range "(Capriotti, 2013: 19) One must identify "the
relations between the elements and structures of representation" (Villafañe and Mínguez, 2002: 33)
in these expressions, generally by investigating the correspondence between what is communicated
visually and how stakeholders perceive those products.
3.1.2.3. Image-attitude
Capriotti (2013: 22) also argues that we can consider the ‗image-attitude‘ as the level of awareness
that the stakeholders have about the institution in reference to others of the same type, identifying
"basic characteristics, with which we elaborate a stereotype of it. This evaluation implies an
assessment, a position with regard to the institution and, consequently, a way of acting in relation to
it." These attitudes would be shaped "by a set of attributes relating to the company; each of these
attributes may vary, and may or may not coincide with that individual‘s ideal combination of
attributes" (Sánchez and Pintado, 2013: 18).
Table 4. Degrees of Public Awareness
Recognition

Memory

Select group

"When a person
can identify a
company and
the theme or
sector in which
it is located in
response to
specific, guiding
questions‖.

"When a
"When an individual
respondent can
recognizes the company, its
identify an
products or work area, and
organization, and also spontaneously cites it
the theme or
among the first 4 or 5 that
sector in which it come to mind. Being in this
is located, in
select group is important
response to
because this group is usually
general,
that considered by the person
unspecific
when making spontaneous
questions‖.
choices".
Source: adapted from Capriotti (2013: 183)

Top of Mind
"When the company is
the first cited in response
to a question, and
occupies the foremost
position in the person‘s
mind‖.

It is therefore important to know how these attributes relate to competitors‘, which permits an
institution to identify their own distinct reputation in order to develop strategies, activities and
actions for managing the corporate image. Those strategies contribute through communication to the
company‘s public profile, understood as the ―degree of knowledge about an organization among the
public‖ (Capriotti, 2013: 181).
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Table 5. Degrees of Public Non-Awareness
Ignorance
Confusion
"When people do not even recognize the
"When the people recognize the name, but
name of the company. This is the most
are unable to properly identify the
negative position on the scale of public
organization‘s industry or theme. For
awareness. For example, if a person has
example, if a person does not know what
never heard the company‘s name before". kind of company it is‖.
Source: adapted from Capriotti (2013: 182)
3.3. Corporate Reputation (CRp)
So far, this paper has outlined approaches to managing corporate identity and image by highlighting
and defending contributions from Capriotti (1999 and 2013) and from various authors that
accompany each category‘s introduction. These contributions allow us to recognize that the central
concern of Corporate Communications management is reputation, understood as:
"The awareness that a company‘s stakeholders have regarding its corporate behavior,
especially regarding its degree of compliance to its commitments toward its customers,
employees, shareholders, and the community in general" (Villafañe, 2004: 193).
That is, it is based on identity and corporate image, which are understood as mental constructions
and commitments. One aspect that stands out, however, is the importance of a relationship with
stakeholders based on the experience "that is the result of an effective relationship" (Caldevilla,
2010: 145). The final product of these interactions are result of "two vectors: the facts (what is done)
and communication (what is said). Not only facts, not just communication: both together "(Andreu,
2012: 3). Above all, Corporate Communication seeks to ensure that the "sum of the perceptions that
different audiences have and set a person or an institution over time" (Ritter, 2013: 135) are
favorable. And it aims to ensure that those perceptions are not only impromptu ideas without
substance, but instead identify attributes that Corporate Communication managers highlight in order
to influence the decision-making of stakeholders.
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Figure 4. Components of Reputation

Source: adapted from Costa (2014: 67)
In each listed component, it is important to focus on measurable elements, which will be analyzed
according to the calculations provided by Leon and Cifuentes (2009) and Orozco y Ferré (2012).
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Figure 5. Elements for measuring corporate reputation

Source: from Leon and Cifuentes (2009: 134)
Figure 6. Criteria to measure corporate reputation in business communication

Source: from Orozco and Ferré (2012: 14)
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Figure 7. Aspects of corporate reputation in business communication

Source: from Orozco and Ferré (2012:15)
The importance of this illustration is to establish, based on evidence, avenues of inquiry for future
research, and also to determine the elements and understand the role that each play from the
components of CRp.

Figure 8. Corporate Communications Management (CC)

Source: Own
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4. Conclusions
This article provides analysis that contributes to dialogues presented by Túñez and Costa (2014)
about key considerations and scenarios for Corporate Communication. Understanding the categories,
components and elements that comprise it provides a more specific perspective for its use.
The literature review shows the importance of this definition by noting the polysemy that the term
‗Corporate Communication‘ has developed (Capriotti, 1999; Costa, 2003 and Castro, 2007 and Ulloa
and others, 2015), and has provided different ways of approaching it. Throughout this article, we
presented varying viewpoints that contribute to a single definition that can contribute to the work of
academics, professionals and students that seek to study and implement Corporate Communication
management.
It is ultimately of great importance to understand the difference between Corporate Communication‘s
distinct elements, for they allow professionals to develop communication strategies aligned to
organizations‘ internal needs, be they to create, improve or maintain corporate identity, image and
reputation.
To ensure that these components are well-designed, it is critical to align and direct the management
of Corporate Communication with stakeholders, since success or failure of the company depends on
the establishment of a dialogue that likewise allows the satisfaction of their demands and
expectations.
Finally, this study shows that Corporate Communication has become a transversal axis that has
rarely been recognized as the cornerstone that supports and contributes to the achievement of
institutions‘ goals.
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