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TasLE 2 ITEMS FROM EXISTING BEPUTATION SURVEYS
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L | ICRDEL,

Fhis review suggests that current opera

tronalisatons of corporate reputation suffer

Tromn twio ke Triases:
They lack conrent valudiry b focusing
on the perceptions of a linoted respon
dent pool of corporate leaders and
nancial analysts; and

— Burvey items do not capoure the percep
gons. of mulople stakeholder groups that
are pecessary foe a valid measore alf cor

F'\ll SPACES TEeLEEIEIcrs

Constructing a balanced instrument:
the Reputation QuotientsM

[or ddimvebip o balanced imstrument ks measos

1N COrpOrne repuiliions, the hst of 27 1tems

fromn previows surveys were wied, with added

paEnner ol

e sugmested by acadenoe and praciooner
hrertun: on .'-.'_;ll..l.l!i::u." atul additional arems
frosn proprietary mage nesen b conducted by
the conumercial marker research frm of Harris
Interactve [our messurement partoner]. After
eliminaring redundancies, the resulting list was
reduced o g total of 32 iems grouped ante
siehn catepories with Four ikems in cach
catcgory; famaliaricy, :'-|l-.'|.-.l.|-|||-.| capability,
'\-I.I.Ill\.';'_i: I"-'f"':':\-"'““":-'\.- illx‘l'.'.xll':-' I\.'.I-\.IA.':'\-IIIEL \.1-"

pnetveness, credibiliog ifluenoal and carimg

It was assummied that “farabiariry” was cssen

tial simoce, withour awareness, reputation
could not exist. ‘Operational capability’
refers to perceptions of the COmPANY S 1man
agement depth and skill. “Strategic position

ing’ describes perceprions of the companys

competitve stance towards along qu

‘Tndustey leadershap’

price, and imnovation

e k] ] ECETIONS |.r'.= |_'|"|I"|'-'|"|:|'-'\- :':!III'|'|IL'|

ttve position imoits induostey, CDsnncovenees
refers oo degree of differennanon and abl-
ity o capture rents, "Credibiliey” describes

eree of rnst the commpany WSpIres L

people. ‘Influental” captures firms” contriba
Hom Lo saciely i erms of economic devel-
opment and impact on lves, "Caring” refers
tor the perceptions of the company s social
Il\.""\-:'llt.lll"'\-l:'lllll'u. | he imininal Protory e forr the

imstrurmenst % presented in Table 3.

TESTING AND REFINING THE
REPUTATION INSTRUMENT

T examune the empirical properties of the

imitial imstrument, a palot test i the aieline

industry was conductsd; organised a num
of focus groups (o aseets construct validimy:
and then conducted two addicional pilo
eots i the personal compurer indusory and
a3 RECLONA]D STOUR |"l':. 'I-'l"'ll."ll.' COTIPATgS
Thizse tests enabled successive relinements of

che mstrument o 115s final form

Step #1: Pilot test in the airline indus-
try The fira pilor ress was condoceed i July

1908 and focused on the arhine imdustry



wias conducred online by che inber

ret market research firm of Harris Incerac-
rwes, .III.E CAFE" Wy .':"‘-i'!.'ll.l:'ll""\- I-I'.|||| :Il:\.' |1|||'i'\\
Pesll Omline

illion online co-operative espandents

A propriciary daalise of fve

Kespondents were invited o participate in
the study by _|'-_-|'-.-||.|| E-rmanl frenn whicls
they sioned on to 3 password-procected

websioe whene they rated s

- .
'\l..!' IEETLE ||Il\.|:l\.'\l'.' |

sirazle oo
o the we tnserument. R
l\.|l-;:||.|-'_'|||_;~\. ATEVC O] VAT l!l‘.lll.'r I\.|:Il\."‘~-|:I='II"\-
17}

iy i the evaluation of g 1k

scale, They also arwered open-ended gues
tions about the industey and abowt the
SEFLITIe T

Through chis process, respondent ratings

1

ol 24 mirlimes that service the LISA were

obhaaned, Carriers incloded both o

£
ard domestie as well as privately held, pub
licly traded and national aiclines. The pro
cow e instrument was tested on g ser of ten
spercific arrlines

Aototal of 60) respondens responded to
Pl aoveiiatier, 251 ol which were ¢ lassifed
shuares

A5 ﬂ'l_'1'||_'1'.:; IMVCSLETS l':r'u'n'n' -'-:|r|'-|'-|"|'.|

the past vear], L of which bad been air-
lines emplonees i che pase three vears, amd all
of wlhich had been arhne customers 1 che
past three years. Respondents were randomly
asstzried too omee of ren airhimes wich which
they woere at Ieast somewhat fanuliar and
prowvicded respeomses only abowe thar e,
Uhe mespasnse patterns werne exanined fo
nscss question wording and confusion. In
partacular, wems with Fewer than

denes and rore chan 20

-
125 respaom
P Cent Tnol sure

-
were exanuned i greater detal. Seven stems

lad “masr sure” o e oarpealer LD e el T

W e
_I "r'h._ |

CCIE, PONSSs T the i e e

Fi% AT |:.|.':I Il\.".ll."\.'\.l.'l.:. NI T

crled gues
sight mite why respondenes chose “not sure’
Froag these pemponses, it was determined thae
I .E'II"\-\.-C'

s of those ieems should be recamed

e questioned  the valueSpricing and
trustworthiness of the arlines.

mach's

Factor amalyess were rem and Cro

cocfiicient alpha scores caleulared to con

firm the theoretical mult-dimensionalicy of

(0 [ |'|'|I|'\l|'|l.::|' I.'|'I!..I|Ii:|. CARERSLTUCT. "'““"l"\-\.'

Iy derived,

[hNe QI EELOnNns Wond |.||='|"'Tl"-'
ik was neb cxpected thar the factors would
lovad strongly o the dimensions, The factor
|||_||l|"\\'_'\-\. x||:::l_|_'xl:;,"'q,' IIr'|'il\.'I'|:|.'iI:i'I AL

Jues greater than 1. The minal

ned to discount the l'15_:|ll thca
retical dimensions, However, turther exanm
icems  loaded on

that the items

mation revealed  thar

factors s

mile EART TS

themselves were unclear and pechaps double

Barrelled, Besults sugeested char items re
guired sumplificacon and clarifcation w e

duce overlap, In addition,

FEve sy q.-_l;ll_'l_'_ e iils ||i.l-q,'ll rl"\-|'.|||'\-\. iII A

1ol Baectors
[0 examine the mternal consistency of
I coefficient

the owver: reprutation scale,

alpha was caleulaesd, A 60 o fell juse shaort

I .."Il\.‘ll—

of the 70 5_:||i.|:'|i||r.I Fhen identfie

sadual wems that reduced the consistenoy o

the scale, When certain ilems were e

II:'."\.I!'.I |.|IR.' |.|'I-".'|'|I” "R..II'."!'\- .I "'E'I-'. i'?ikL".'-\.Ii.'l.E

T Umoexaminang the e suhaeales,

nons of chem wers found to mest the
threshiobhd value ol 71

Lex sum, responses to che first protoope m-
strvmment and apalyses of the aidione palon e
were disappoinong. v was, therefore, decided
Foather chan act on

to Tewise the nstrurmert

the st of problemate wems mumesdiately, var-
wies s groups were organied oo explore
dumensions and ttems m grearer detal.

e Y
T

Step

first pilos

Focus groups lollowmge the

test, o nummber of focus T s

WU TLEY WITDD asslslannde |.I"\-|II| HI'I .:'I!.I'u'u II\.

1w relations

Intermational, the

PG AL

apency. specifically, we set out o exanine:

how people think about companes;
thie degeree toowhich they feel that repo
LATLOAEL EYNATOCTS,

thie Tangmueagre they vse s acddress issies of

(LA RTHS T W

the specific wording that selecoed carger

inclusion of

Fombrun, Gardberg & Saver




The reputation guotient™

Page 250

fireed  renose '.l-.‘:||'l-'.'||l"'.'_ '-'-'|1:.":'

T
discussing corporate reputations. The
fcus erouns Pacilicared valhidanon of the

relevance of the constract, catesories

wd acteibuces and determned necessary

I'\lr':-llllr".lll\.'ll'.'h

A total of five focus groups were conducted
TR ||.""\.II-_I|||.II.'_'||:"'\. '.'.I'll 11 the criteria sel
ot here

The first two groups conssted of corpo
mabe execubives mtercsied i reputaten man-

amement: males and temales: VP oorle or

gher; minimum of 30 cmplovess in com-
pary; having ‘sigmibfeant” or “consilerable’
impait i the selecoon of corporate FE firm

W

|;:|'_';,' '.I_I'I.I'l;,'" CAORIRRIIITET !'_I::I.'.E'\l"'h

crealedd

a) a group of arrhine flvers: males and te-

males aed 2504 thoase who rravelled by

HS1TC AT

comtinercial ardine for business or ple

li=ast thres times i the last vear: § vl

Hvers: half business or frse class Hyers
B oa group of personal compuoter buyers:
prkades and females; balf aged 25-34; half aged
35—44: whe bought computer hardware
such as PO Lapiop, peripheral an paste chree

veears; 172 business wse; 172 personal use,

C)oa group of Fraduate busimess stodents:

male and temale: MBA candidares,

The

sroups: After a brief warm-up and intro-

same  procedure was used  across
duction, respondents participated in semi

seructured Mi-minuee discussion abous key
wanes surrounding reputation, during which
they were probed in-depeh about the repu-

aial

atioral atrribuces measered i the Hest g
sty
Kespondents ulentibied a broad arcay of

reputation. In general,

criteria i evaluatimg
these eriterta supported existing items in the
survey. Although pricrioes vaned somewhat

by commpetitive envicamment and industey, a

nurmber of universal feooes or cdhenes relating

ro the follossma cateeries were meniomed:

fanabarity (konowing the companies or
it produces well):
ereating value (producing high guality

products, providing value for moncy);

operaticnal capabilicy (being w ell-run
efficient and productive];
corporate citizenship (caring about its
emplovess/the commumiy);

— performance (proven mack record, good
use of assets):

'."\.||||'- IS C I :!:.I‘.':":_{ R L

|l\.'.'.|
with vision, communicating values);
appeal {being hike by stakeholders, being
a good company to work tor):

- eredlibaliey (heing rrusoworthy, standing

behind pracoce).

Respondents eeperally ranked performance,
pperationa capability, leadership and fammil

fariey amonge the most mportant factors o
building reputation. Consomers and bos

ness people alike rended oo believe char if a
company 15 knowrn, well rum, profiable smd
uses 1 oassers wisely, many of the other di-
mensions, such as appeal. believabality, and
value will tollow, T ocher waords, the Limer
dimensions appear to be second order di-
mensions. The partcipants did noc discount,

howeever, the timportance of fctors sach as

corporate citizenship, and understood the

importance of mantaimng good relation

ships with che community at large and wich
the workforce.

O the protomvpe instroments Key dimen
sioms, the concept .1}"-:i:_1|1iﬁ-.' e did nor
reesomate well with many respandents. Thew
feelt that while some well-managed compa
mics were making a difference in the world,
ot all compamies, regardless of how much
artention they pud o thelr reputanon,
could make 2 mark on socety or be leaders
i their induscry. Consequentdy, che idea of
sigrmificance” appeared to by too bagh a bor

dle in evaluating 2 companv’s abilicy to
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TapLe 4 PROTOTYPE INSTRUMENT #2
Appeal
I ke s company s products and services

s Tesoks ke @ poaod commpany wo work tor

I have a eood teching abons ths compann®

Corporate Citizenship

||||'. LTy [ I | II\.II .I.l'\":lll'. i:'\- I\.III'."'Il\.l'-l\.'l\."\- b

I"has cornpanny contgibanes i oo che commmunites i which i operapes.™
]

This is an eovirommentally nesponsible compane ™

[has company b = ethically and responsibly

Credibility
[ wserally beliewve whar this Cornpumy s W
Fhis company sands behind chis produces and sermaces

||||'\. = ||_|:||||'. vy | can trust,®

IDMistinctivendsss

s a1 [0 0 Ei ol B ) BN PONCEE andd sCrvices,
[his company offers umguee prodoces an rvices o*
i

This company 5 distncove 1 the weay 18 does busimess. ®

Chas cormpany wovery dafferent from s competitons,
Dropined
This compaey sells producs and services that are impartant oo our lves
Uhes company has really made an smpace onois industry,
Leadership

Thas is an ine g

ARITIVE CORTL PRIy

[haz company 15 3 leader m the indus

Ihias compumy s leadd by o CECY seatly vasion *

Mz company conmmmmicanes its values clearly
Crperational capability

s 15 a3 weell-rum comipany *#*
This company has good cmployecs *%

[his company 15 cfficient and productve *#*

(=
-

connpany s ctecrve an doing business globally
Performance

This commpany can be counted omn o perborm well Bnancially

comipany has a proven track record

This company has good long-term prospecrs.
- 4 .
IR .::":":|"'..I|'-\. 1A ESS __.:l\.||| s af 1rs I\.'l.-l'|'\" arAl 5SS

Value creations Croality

Fhos comipany offers high gquabey products and serviees *#

i

[his company provides excellene value o s costomers.

Chas company™ products and services ane very rehable

ST as s |I|I.II L "'l.:.I:"'H.E froan 1t palog




The reputation quatient™™

manage 165 reputation. Respondents did

reconrnise,  howewver,  thar well-managed
COMPANIes Were capable of making some
lves

sort of smpract oo both thewr customers

and on che indwvstry in which they compete.

Step #3: Pilot test in the I'C hardware
indusiry Based on resules of the first pilot
and the focus groups 3 evised guestionnaim:

wis prepared. The sec oivd prototype mstru

mient 15 presented in Table 4. Teems from
IMilor
T |

reveorded iterms frome Pilor 21

£1 are 1denofied wich a angle aseerisks
are identified
with a double asterisk. Pilot 32 contins 15
original or reworded questions from the first
pilot. In general, the dimensions retlect
cornrments from the focus group discussions,

Farmlariry was removed from the reputa
tiers scale and created as 0 modifier rather
than a core dimension, “lmpact” replaced
sigmificance to denoby induscries or firms
Linil || e |'|r| l.|-‘| T ||".|".'|. -c'l-li'l I= | Jystumni Ii'\.l\.'

s’ was reained to idennby companies that
differentiated themselves successfully froam
thackr Conpeinogs,

A Cperformance”  dimension was also
added which had previously been choughe

wornled ber captured in other wavs, The Bictor

stratedd an andirect emphasis on Boancials;
and hnancial performance appeared unpor-
tant to amost participants in the focus groups,
[herefore, wems weres added that weuld tap

ik different aspects of the company™ §i

IREIREN ] i."'i.'lli:"ll...llll\. [

Chie fowvs groups bad alse sogpested the
addivion “appeal” a5 2 core dimension oo cap-
ture the emotional attraction respondents
bave rowards companies. Finally, “carimg’
was changed to corporate citizenship — a
corarrdct froan the strateyy hineraorne,

Fhe second pilot agan drew respondenis
fronm Harris Inceracove s HPCOL database
and was conducted durimg MNovember and
recember PMIE. A oral of 2,510 paroci-
pants responded to che istrument and rated
7

5 manufacturers of personal compurers.

The second version of the prototype i

strument was tested on ten of these PO
hasdware makers,

foowith the firse pilo, the patterns of "o
sure” and ‘declined to respond” were exam-
ined. A total of 11 iems had a ‘not sure’
race excecding M per cent, These 1tems re
ferred o cmployees, corporate citizenshap,

and seweral performance items chat appeared

less salicnt o che general public, The per
centage of “declings” dropped to less chan |
L of all guestions

[he factor analysis provided cxcellent me

sults. A varimax factor analvsis of the 20

[he first factor

1tems extractiod fwe Bucrors

mvalue o

consisted of 1z with an e
15 Four items loaded on the second factor

with an eclgenvalue of 2. However, thre
B

ibems loaded significantly on both factors,
[his supports the cxistence of an underly
ing construct of reputation, The Cronbach’s
Ipha was caleulated for the overall reputa-
non scale. Ac 96, w0 far excecded the
threshold, combirmming the resulis of the -
tor analvsis. Then the mternal reliabalivy of
wias examined.

cach of the nine subscales

Oy “impact” faled to exeeed the threshold

al sl

pilot were therefore positive, Factor oading
and cocfficient alpha were above threshold
lewels, To further improve the istrwment, all
s were examined for their contribution
v explained variance in overall repucation
Highly correlated mems that added no addi-
tiomal value aml thereby reduced the time
'.'i.'..'||.'||r|."'|.1. o 200 R.'.'Il\.'..'. COMmpany wornd R.'|'||'|'||—
mated, Based on these reselts the nonnher ol
subscales was reduced o eight and che nom

begr o itepmas 1o 200

VALIDATION AND NORMING

Validiy refers toe the I\.I:;\.'I'.l\.':

e which a

scale or classication measure measurcs

what 18 15 supposed oo measure, ™ Although

the validicy of 2 measure can never
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manage its reputation, Pespondents did

recopnise,  however, that  well-managed

compames were capable of makimge some

sort of impac on boch ctheir customers” lives

and on the indduseey in which they compere.

Step #3: Pilot test in the PC hardware

industry Based on results

of the firse palon
md the focus groups @ revised questionnanme
was prepared. The secomd protorype instea

menl bs presented i Lible 4. ltems from

Pilor #1 are wdennfied werh a single ascensk;
rewarded wens from Pilot #1 are adentified
with a dowhile asterisk, Pilor #2 contans 12
original or reworded quesnons from che firs
pilot, In general, the dimensions reflect
CARTH TS |.||||:'| :||-c' fiscus granp discussiors

Fammliarity was removed from che repura
tiot scale and treated as a modifer rather
than a core dimension. “Impact” replaced
siemificance oo wdentify industries or firmes
that haee broad societal eflfecs, THstineve
ness' was retaned o idennfe compames that
differentiared themselves suceesstully from
their competitors

A Tpertormance’ dimension was also
added which had previowsly been thowghe
wioilld b caprured in other ways. The facron
antalysis from the frst pilot test had demon-
strated an indivecr cophasis on hmancials;
and financial performance appeared impor
AL To oSt participants in the focus growps.
Therefore, items were added that would tap
o different aspects of the company’s
rancial performance,

Ihe tocws groups had also suggesced the
addition “appeal” a5 2 core dimenson to cap-

ture the emotional araction respondents

II.I".':"' '|'|'.'.'.|r:|: |'|'|'1I|'|.'|III|"H. Frraliy

was changed o corporate citizenship 1

construct from the strategy literaturs

The second pilor again drew respondents
from Harris Interactives HPOL database
ardl wars condocied doringe Movember and
December 1993, A tocal of 2,516 partici-
parsts pesponded o the iostroment and eated

253 manutacturers of persons

COMPUTCTS,

Ihe second version of the protomvpe

strument was ested on cen of these PO
hardware makers

Asowich the first palot, the patterns of "ot

sure” and “declined o respond” were exam

iberms had @ ‘ot swre

med. A total of 11

. T R
rate exceeding 20 per cent, These ems n

ferred co emplovees, corporate citizenship,
arpil several performance Hems that appeared
less saliene to the general public, The per

centage of ‘declines” dropped to less than |
per cent of all guestions,

I_q, FacTor _-_;,'_.||'\II 315 '|'|"'|'\-'|.'I||;,'.| [t :'”l\.'1|'. L
sults. A varimax factor analvsis of the 31
iems exeracted tao factors, The Grst Cactor
consisted of 29 wems with an eigenvalue of
15, Four iterms loaded on the second tactor

2 'I:'l\.'l\.'

1 an eteenvalue of Harwewer,

W

e loaded significandy on boch factors.
[his supports the existence of an underly
g construct of repatanon. The Cronbackhs

alpha was caleulated for the overall reputa-

e

|i|'l\.|

riom scale, At A 1t far exeed
threshold, confirming the results of the fac-
powr arsalysis, Then the internal reliabaliy of
cach of che mne subscales was examaned.
Oy “impact” faled to exceed the threshaold
ot T

[he peychometric analyvses of the second
prilort woere therelore positive. Factor loading
and coefficient alpha were above threshold
levels, To fuecher smprove the inscroment, all
thetns weere exanined for cherr cantribution
o explaned vartance in overall reputation.
Highlv correlated wems that added no addi-

tonal wvalue and thereby reduced the rme

required to score cach company were elimi-
mated. Based on these resulis the oumber of
subscales was redoced tooercht and the oum

# - 1l
Do Of 0ems e 210

VALIDATION AND NORBMING

Valudiey refers o the degree o which a
scale or classification measure measures
what ir is supposed o measure, Alchough
’ never be

the wvabidity of 3 messure can



TasLe 5 THe Reputamion QuomientSM
Frnotional Appeeal

[ hawe a good tecling abour the company ¥

| ARl el respedt :III\.' [SIRUPRI AR N AL
| tramt this compaiy, *=*

Products and Services

&l

R HT]

q.l'\-\. ||.L'||||||_: = I'I::-\..ll."'\-\. | '\-.".'\.'il\. L.

I revelops mmevanive products and semvices

(MFers high quality products and seevices *%

[ MTers prosdeee s sund services that are a _.:l\."u! value b LG OOy Ak
Vision and !.{'.'lrlc'r'\.'hi]'l

His excellene leadership *

Has a clear vision lor ois Tutee, * %=

P es and takes advantye of marker oppormnincs.
".‘.l:-"q_prlz|'|i:aq'n= Fnvironmient

I weellormangned wovE

I__.Il_lk}\. I|_-_|_' H '_'L-\.\.I'_Il_‘l LEITITANY Tk '.".'\.'\II'I{ |;'-I' W

Laocks hike a company that would lave sood coployees %%

Social and Emvironmental Responsibilicy

Supports mood causes

I= an emvmmmeneally responsible company *®

MAaineains hioh standards 1 ohe weay 1 trears I |.-'|'-|.' W
Financial Performance

Has a srromo recond of rrotitabalig =4

Losks ke a how rsk nvesitonent.

lienads to ourperforms s compenroTs

Lacks ke a company with strong prospeces Lor future growth, o8

* Same as fest palor *F Same as secomd puloe **Y Rewornded trom seconed polon
gspablished universally, repeated research o “mor sure” and “declined to respond” were
butlds the case for the peneralisability and  examined. For no items did the "not sere’
vseluloess of the measane rate exceed b per cent. Howewver, an
[o wabidate the final versien of the Repu-  analysis of the fve reverse coded stems re
abioen uotient™™, o thind prilist pest of the vealed thar these questions confused re
msrrument was conducted mowhich 5434 spondents.  Comparimg € TCSPONSE
respondents were asked to rate 3 grovp of 20 patterns of the reverse coded iems o the
vl l-known companecs, 1o reduce response other wems in sach subscale suggested thar
baas due to acquicscence one item per sub 3 ta 3 per cent of respondents failed o

hat the items were reversed,

realise
Crhe patterns A varimax fctor rotanon of che complere

scade wis reverse codded
LRt

the first twa pale

Fombrun, Gardberg & Saver
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sample excracted nine factors. 1o is not un-

psual for scales concaiming reverse codled
items o result in additional facoors, For ex-
ammiple, wi of the reverse coded tterms loaded
e Crombachs alpha was

calculated for the overall reputation scale. At

Ol LILEL ;,l1_||_' TACEaTs

5, i exceeded the threshold, confirming

the resuls of the facoor analvsis, Mo exann

pation of the internal reliability of cach of

:|||' phanet x;||'|x|_'.|||_"\. LA !1I.'|l:|l\.' '.:'u. "\-l\.".l\.'l.ll

consisted of only reverse coded wems.

Thie o confusion of reverse-coded wems,

respondents whose response patterns wens
inconssent wers deleted and facoor analvses
and Cronbach™ alpha were run on the re
1

mateeng 2,739 respondents, A varinax moty

tion extracted seven factors. Five of the

seales. Two facrors combined 1tems froom

different subscales signalling a need o fur-

ther eefine a few eems, Cronbachs alpha for

the entire mesde] exeeeded 54

Iy suam, che paychometric analyses of the
third palat were therelore positive after co
recting tor respondent confusion over e
verse coded ipems. Facror loadings and
cosfficient alpha were above threshold Tev
cls, T turther improve the inscrument, the

IOV AT i.l.ll.'.l.'lLI Mems wWers |.'|I|::"\-r'\-||'-'l'l‘f\.'i.| -'.|'|'H.‘I

five seerns rewised. Talde 5 presents the final
version of che reputation scale that resuleed
— the Peputation Cuotient™.

In the most recent test of the instroment
on a sample of 16,0534 respondents, the
‘emotional appeal’ wems were removed and

fowsnnd chat the remaiming 17 irenw load oneo

asmngle factor. The authors therefore sugmest

that reputation 15 3 construct thar combines
rwo factors: Emononal Appeal and Rational
Appeal — the latter a factor thar represenes
the ner assessment of the company on the

other fve dimmensons of the B scale,

CONCLUSION

Fhis paper has argoed that “corporate repua

cation” is an mmporcant construct for both

practitioners and academaes. [t has alsa
winted out that, o date, mest of the popu-

TR T
[ imstromments have been d

and

1
lar measuremer

veloped by the  busioness  moedi,

demonstrate a fundamental flaw, namely a

tendency to definge reputatons on the basis
of the perceprions af a restricred ser of fi
mancially oriented stakeholders (CECs and

Ihe awthors therefore sugpesced

malvsrs)

[J'I.'.T 4 THOW, TTHDTE rabust mcasure of COTpO

rate reputation measure was necded that
wonld elicit the perceptions of multple

spakeholder :41'~111px':.|'~|5 cabablish the mula
dimensionabity of the construce,

Ihis was done. The resule s the Foepuota
tion Quotient™, 3 valid, relable, and robust
ipstrument for messuring corponite reputa
oons. Future research i expecoed to con
vine exploring the propertics of the 1.0}
and s eross-cultural geperalisabaliy. With a
valid measure in band, i 15 hoped that che
10} can help further the study of corporane
reputations by fostering svscemane research
on the correlates and consequences of con

|'i!-|.'|l\.' I|'|'\III|:I|iI:lI:.
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