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ABSTRACT

Corporate reputation bas athractd intonsd (pom 4 wide range of acadinic daciplines. It i alio 4 rowing
focrs [or business and media sttntion. This paper examines Hhe comsruet of corporate reputation, [irit by
wntangling We Trminologieal problems Wat bave ben cavaed by e intrdiasciplinary nature of mudk. of
Woe carlior work in e anta. The coratruct of wputation and e sllied cortructs of image and identity
wre tach nviewed. A suctune 4 propostd in which e Unee comiructs can be suen an Labeling diffferent bt
allied coneptaThe study Hhen move on To comviden bow rpudition bas ben measned. The paper wncovens
considerable comfurion in e wae of what wight appean o be baric Trms and Laks Hin To 4 subrequent
Lack of gprownded meannimunt tools in e secton, wtid relatively rcntly. With 4 dearer wnderitanding
of Hhe comitruet of corporate rpudation and e slied corstructs of image and dutity, rsancherns ane
wow well placed 1o Best We rtlationbips widely daimid by practiionen biween corporate sputation and
otler varialles such s commrncial performance and emplogte and costomer satisfpction. The reiow ends
npudition. Boll duserytive and infrnticd datisties wee emplopd 1o avalyse rtun rsandd.
nstument. Hypotless were Tested wsing e Spearman randed order comddation. Findings rveal strong
nlaionbip between corporate pudation Witk corporate image and identity. Funtber study can vepand e
Key Words: Corporate Reputation, Corporate Loyalty, Soap Dealers

INTRODUCTION
Corporate spudation s te everall etimation in whlick am orgamigation is beld by s nternal and
eetenal dadelolders bared on s part actions and prolalility of s (e bebavior. While leing
sonething Wal L a0 vilally inmportant, mimy companits do nol gue 4 scord Wougft alout
corporate mputation. Corporate rputation affects e way n which viriows dadelolders belave
WW.NJWW,0604WWGWMMAVMWW
(Institute of Directors 2019). A [avorable rpudation encomages sarddolders To inest in 4 company;
A athacts good daff, rlaine awstomers (Markbam 2071) and comdates with wperior overall
retuma(Robert¥ Dowling 207); VWVQMM«W (2018). However, mény of Hherw daims bane ben
dallengd 41 being anecdotal or land on misunts of wpdation Wal s flawed o
conctplualigations of spudation Hat ane wnclear. There ant 4 sumber of insts bene velevard To
pcodimicr worling in e emenging arta of wputation studies. Corporate neputation ia UL relativly
wew 43 s scademic whitc. 11 Lo becoming 4 paradigm in o own 1igll, 4 cobtrent way of Looking
a1 orgpmigations and businens porformance, bt 4 s U dogged by T origims in 4 sumber of
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STATEMENT Of RESEARCH PROBLEM

A good brand or reputation dtimulates purchase by simplilying decivion procedunts [or cnstomers. In
e swwicer manketing beratine, He common Lk between repudation and satisfaction i1 perceived
quality. A good reputation jor ligh quality mearms mort customens, fwer diviatisfied customers and
proftability inertass. Ediating customers will provide positive word of mouth (Weigelt® Camerer
(2018). Anderson and Sullivan (2013) claim Hat ‘lih cwstomer wstisfpction dwdops posritive
mpudation’. In Yis cane, mpdalion 4 sten a1 microtconomic comtquinces of iliafpction
Anderson LEorndl2014). Anderson (2014) found Hhat rputation i positively comnelated with
wtisfaction and loylly, bl wo rditiondip was [ound betwer satisfaction and Lloyally.
Reputation war measnd by asking 100 eeecutives 1o 16t Htin own company on 4z ma: offtring
good swices, baving lomg-run porspective, sdjusting to We wuds of customers, beng mertive,
baving competinee, and ovrall rputation). Avdrsrsn and Lindedad (2018) abse fourd 4
relitiondbip between rditivelly simple measnts of sitisfaction and rputation. Howewer, deyite e
populan view Ual satisfpction Lks 4 fm's ryudation o profilability, He snecation o
domsin in Yo comteet of soap dealirs in Port Harcownt. In particdan, binda betwesn customen
wliafption and e image of an orggmigation bave been vwder-ressnched, Hus; He aim of thin study.

PURPOSE Of THE STUDY
The main purpore of Whin study 4 To wedtigpte We Lk between corporate reputation snd cvatomen
Loyallty in He s0ap dealirns manket in Port Harcount. Specifieally, Win study sima 42

of s0ap dealerns i Port Hancount,

Lovalty of soap dealers in Port Hancound.

Restanch Questions

The studsy will sttempt 1o amower Ye [ollowing restandh. questions

L To what eetnt dots image dimendion of corporate seputation rldate with cwstomer Loyally of soap
dealers in Port Hancount,

“. TowMWWWWW%WWWWW
Loalty of soup deslers i Port Harcous?

Rescarch Hypotbeses

Tlis study Lo anchored on e (ollowing reseanch bypotleses:

The studyy will sttempt To anawer Hhe ollowing rstanch. questions

Her: lmage dimension of corporate ntputation bias no rtlationdbip with cuitomer loyally of soap dealers
in Port Hancount,
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Aealers in Port Hancount

LITERATURE REVIEW

Theoretical Framework

The Reputation Paradigm

e tam ‘paradign’ s waally wued in We Ltratine To eeplain varioms goups of approsches 1o 4
clain field of Audy. For eeample, Smircich (2013) suggented Yt [ive Aifferend panadigma eiat in
Y sedy of orgarigational cwllint, incduding one wolving e wae of milaplon, an approsch of
rlvance to Wis paper. While Hhe Topic bas become imertaringly populan, [pom an acadinmic
perapective, e conctpl of corporate aputation amains wnckear. Witlin e reputation paradigm,
Were L arguably no ont somece as yid wlick captnes e utinedy of Ut conctpl of rputation.
Authors wud Hhe analogy of ‘Scaling the Tower of Babel' (Hateh X Scbulty 2010) o1 og' (Balmer
2016) 10 deseribe the defiritional problem in He idestity and reputation rdated Ltnatunes. Some of
e delfpnitions witlin Wis Ltnatine overlap and some of Wem conflict. The Dratmernt of rputation
Will vary depending upon which Heoretical porspective ia imoled (Whetten 2077). Fombrundt van
Riel, 2017) bave defired corporate seputation pom e perspective of six distinet academic wbject
artan, e mot warled Affrence edists in Yo definition of repudation [pom an ecomomisl's
perspective: Hhe percined Lbelibiood Wt 3 will defend s warkets (Clark YEMontgomery 2018; Weigelt
Y Camerer 2018), and Hhor working fpom 4 markeling or shaligy perspective who defime i1 s
Wl ard communications rcined about He fim (eq. Fombrum & Shanley 2019). Ryutation bas
beer aeen ss 4 valualle tanglble 4108 [pom an dcconnting perspective. Exron and otler vimilan
caren bave sdded [untlen focus on We accovnting prapective: fjor cample, over- datment of profits
and e v of [imancing methods Wl sllow comparits To incwn dddts without disclorving tem on
Wein lelance shects. Wrong accovnting praction con thatin wot only 4 f[im's putation, but also
Ye accovnting firma whe adited We fim's sccomnts. The rputation Llratune enplaviyes Wl
emploges stay Longer with 4 [fom with 4 good repudation (Markbam, 2011). The Epron scandal,
bowwer, Teaches 4 Aligftly Aiffferent besson.

Rebin Harrison, covmel in Hhe plavamed dass action lawnil, said hat The people who worked or Hhe
compiny He Longest ane We people We most bunrt. They bane e least amount of Time To recoup Hein
Lovs’ (Firancial Timen,2012). Here, Hhe [imancial and orgamigational aspects of repudation canmot be
seen i nolation. The und i1 corpintnd wll. mankeling and orggmigational bebaviow perspectives
Too. Linking organigational cltine To manketing Lums, for veample, bas rectived brosd sttntion
(Desbparde KWebster 1989). Witlin e organisational perspective, intormal inmes el as misvion
ard vidion s g related To otenal image (Hath & Schalty 2070). This may neffect the
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apects of orgarigation repulation carnol be heated spanately Balmer, 2016). The Aistinction,
Hherdfore, between He perspectives of corporate reputation adopted by Aiflferent academic wlbject anean
(a2 sbown in Hhe Talle 1) ia becoming Ulurned and Lless watful for wnder- standing Hhe reputation
panadigm. The iter- disciplinary or erem-disciplivary natune o restandh into reputation s ten 4
vowct of insight in el Yo, as | bave indicated wnlion, 2 i alio 4 soumct of problena, te most
dhviovs being Tminologeal (Melewar ¥ Jewking 2012). The main Trms most offen witd inter-
hangally witl, or a1 by varialles of, rputation ane “image’ and “dertity’ (Whetten XMackes,
2012). The (ollowing uction wggets an allermative spproach to wnderstanding e reputation
feradigm.,
Table 1: Cargoriyation of Corporate Repudation Litratunes
Dirirl: Categonigation of repuctat:
[irancial worll.,
Economics  Repudation viewed sn 1aits or sigpals. Porcption beld of Hhe organigation by sn
organigation’s eetomal dabuelolders.
Marketing  Viewed (pom the customer or end-uan's prspective and comeentrating on the manmer
i Which rputations are formed.
Sociology Viewed as an aggrecate avsersment of 4 [irm's performance selative to eepectition and

Sovrce: Fombrin and van Riel (199)).

THREE SCHOOLS Of THOUGHT

2 L possible, in Yo autlor’s opimion, To idewtify Y scbools of Wought Wl ane in canrent w
willin Mt rputation paradigm: walvative, impresvionalle and rlational. The Lifffrences betwen.
Yhem relate more To which dladeboldens ane Tabern as Yt focal point, ratber Han Wein wlbject ara o
epistemological lase. Stalebolders can Typically le pouped ss el (e.q. emplogees, managrs)
and edtrmal (eg. cuwrtomers, dartbolders). Wheneas Hhe ‘walvative' and “impressional’ schools are
concrmtd mainly wtl vingle dabelolder wterests, Hhe rlational ackool Lo bared wpon dlakelolder
Ybeory which rcogriges Wat differnnt dabebolderns may bave Aiffprent eepectations of 4 compiny
(Clarkron 199S; Freeman 1930). The relational ackool [ocuses on Ue views of both “nternal’ and
‘vtonal’ dadebolders and appeans To provide a rdatively wew b for Hhe deelopmert of e
rputation paradigm. In e wailvative ackool, reputation 1 anessed [pom s [inancial value o
[pom Hhe short-trm f[inancial prformance of e organization. Rooted in e areas of shaligy and
tcononics, wpulation rtinch. lad ben pre- ocovpied will performance (Rindova%fombrin2018).
The view became popular once reputation began o be mcopniped an 4 ‘competitive advantage’ (Hall
2012) o1 an “ntangilble 40’ (Grant 201S). Media reputation ranbings sk as Fortumds Anmal
America’s the Most Admintd Company (AMAC) survey and variows approaches 1o brand valuation
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(Al within Hhis school of Wought. The by avdiences ane ‘eoplicil’ dakebolderns, whese main terests
are Ut fim's irancial sthibotes, wch as dardbolders, e CED or mestment advisers. Simet
1990, tere bas beer greater interedt in e stadebolder’s emotional avsociation with 4 [pm, whick
wll ifluence e [m's Longtrm [imancial performance. Revanchens whon intrests concrn
inplicit dadebolders and 4 firm's won-lfimancial stributes con (bl into &tlen e impressional or
aclool. Here, reputation o arseaned in Tvms of e rdlevant sladelolders’ prceptions or impression
mirktting and organiyational ssanchens in e 19904 [l within Wis school (e.q. Balmer 201€.,
Detton YDuherich,2019., ¥ Dutton &7 ££2014).

The major ddakelolders bere are emplogees or costomers. While e organiyational Ltmatine ban
[ocnsed on relationbips letwen emplotes and Hhein orgamigation (e.q. Dutton ¥ Dudrich,2019), the
mirheling approach las [ocnsed on dear rtlwant To cnstomers and corpordte image manigemint
Abrat12018) o1 corporate identity management (Babmer, 201€). Brows and Dacin (2017)
nhoductd We Trm corporate association inte We repudation Ltnatine, defied repudition as 4 ael
of mental aneciations possand by an ndividual outvde e compary, wlick 1 sinilan To image s
witd by market aclolans (Brownezal2015). In contrant, sweral antliors bave comvidentd 4 wultiple
Tedebolder approach in defiring rmputation. For eeample, ‘spudation L 4 ayn- Wess of e
opimions, prcylion and ludes of an orgarigation’s dabubolders ncluding employees,
awttomers, wpplions and wertors and community’ (Post & Gaiffin 2017). Corporate reputation is
& prctptual sepresrtition of 4 comphny's pasl actions and (Wt prospects Wal descrile He fim's
wppeal To dll of by contiuants’ (Fombrun2016). Since sk conceptualiyation represents
williple  dabelolders'  porcylions, corporate rputation b rpresnts 4 collective  snd
nullidimensional consmuet wlich 1 an aggrgaled prcytion of many indiwidvals (Fombrme? <4,
2077). Therdfore, an orgamigation dots wot bane 4 vimgle reputation — 2 bas mérmy. For Bhis proup of
resandens, incdloding e anthor, “mage’ Lo Mstinguisked sn Yo oul sider’s porcytion, whertas
nepresents williple dadeboldens' prcyptions, corporate rputation bere spresnts 4 collective dnd
millidimensional conuel which Lo an aggregatd prcepion of mamy ndividuals (Fombrn o7 &L
2017). Therefore, an organisation dots ot bave 4 single repudation — i1 bas marmy. For Uis group of
neseandens, incoding e anthor, “magt’ Lo Mstinguirked an Yo out- vider’s percytion, whertas
acbool Yrd To st repudation s 4 reflection of Hhe acounulated prcytion of e vingle stabe- bolden,
e rilational achool s pudation s an equal reflection of e il and etrmal viww of e
organigation (e.g. Davier & Milles, 2019; Hateh & Schulty 2010). Thin ackool emplasiqes diferesmces
between. W views of Aifferent stadeboolderns but alse contain e idea Yot el and eeternal views
wre Lnded. Hateh and Scbulty (201]) contributed to e concyptual lackspound of e ‘relational
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acbool’ by Lading image, dentity and cullune. Davies and Miles (2018) 16w rpudition management
a1 Hhe aligpment betwen Yhnwe demerts, ‘bow others (the curtomens) se swrslves’, ‘who we nally ane'
and ‘What we asay we il n 4 care where stadelioldens bave Affering views of e same comparny, an
wrfpvomalle reputation might contaminite 4 [aomalle rgpudation (Carter ¥ Deeplowse2019). Any
‘welational diffrences’ (Hateh & Slulty 2071) or ‘aps’ between e extornal and intrnal views bas
b s a2 cwdial in rpudation management Tew dear ane ntuitively athactive bt ane
conctptually bavd. Recntly, empirical studies bave cballerged e idea Hat gaps are bad, expecially
whern emplogees’ views ane mone fpwowalle Yan Wow of cwstomers (Davies & Chonn 2012); or Wt
WMAWMMWWMW,MWMWMW&MWM
sowces of stisfpction (Clun ¥ Davies2016).

DIMENSIONS OfF CORPORATE REPUTATION

(1 L Yher important To defime explictly e hey variables Yal ane wsed in smy restanch inte
corporate sepulation as wll as 1o deliveate formally Yo expected relationsbips betwenn Yo varialles
(Whetten, 2077). The defirition of reputation wud by individual adbors is deperdent on bow Hhese

M@&W,M@MW,WW RW%%MWWM@«NM
image, and Yis can lead 1o confusion (Martbwick LELL, 201)).

lmage: ‘How Others See Uy’

b Hhe manketing Lteratins, he Trms image and repudation are wied trchangally witl- ot
madong lean amy rlationbap btwen what can be watully seen a1 o Astinet comeypts. Early
nstinch e cornporate image ffocnstd on Alail dtore image and corporate (band) image in Hhe
manbating diacspline. Martinean (2018) arreciated e image of 4 prefered 1etail store with. te self-
image of We individusl dopper, sugestiog 4 model of bow image dlfpcts patrorage: people become
ewslomens where We image of e providen o vimilan To We image Wey lave of tenatlves, From His
Wwwmﬂmdwwmmwm%whwﬁwww
on He dfect of advertiving Widers 2016), conporate Llogo, brand preference (Hardy,2017) on
ntnaction with emplogees (Kenmedy,201)).

Kesnedy (2011) showed e effects company emplogees bave on extrnal image, imespective of what
Wtin emploger might devine. Bevmsttin (2018) argued that We image e customer prceives carmol be
sepanated (pom M walily of e cwstomen's epprionce. Worcester (201]) sggested foun image
catyonies: product dass image, brard image, wun image and coporate image. Hi lint [pcton,
corporate imagt, i1 wbeatigoriptd an produc rpudition, cwdtomer rlations, enmplogr role, dical
nepudation snd others. Althouh initially reputation war regprded s am independent vaniable which
MMWM,JWMWWMAMWVMM,W-MWWW
being 4 good emplon, being sen as offftring good swict and being bonest and reliable. However, e
o T, image and rpudation, bave continmd 1o be wud ntrcbangably in muck of e srvice
uility Llratune. The morl common and rtcent definition of image in e contoed of repudation
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Y 4 wmnany of Y impressions or prcptions Leld by etewal dabdbolderns’ (Bromdey,2013).
Within this definition, ‘a 1el] is considertd [pom e position of e other’ (Hateh XSchulyy 201)).
Among extrnal dakeloldens, Hhe main [oons s on cuslomers, 10 Wat image o delfimed 1ot a1 what
e company belioves, but what cvwstonens belive or (el about We company pom Hhtin exprionces and
obswation (Bestein 1984).

e defprition i low 1o e definitions of ‘corporate imagt’ wued by marlating sckolars ek 4n
‘wluder arnd [eelings conpmens bave ot e vatunt and wndrlying alily of We compsny’ o
Ye readl of bow commmers prceive He [iam. Other resarclens, in particulan [pom e
prcplions, and wie ryudation o wfr To an oulsidn’s prcylion of an organigation. for
nestonchins who defime botl. image and pudation as specific To an ouliiden's prcyptions, mputation
wW%mMMMWMWW For etample, corporate spudation ia seem
a1 wolving over Time 4z 4 100l of consistnt prformance, rbinforced by dfective commumnication,
whertén  corporate image ia (phiontd mor guickly Ynouh well-conctived  commumication
programmes (Gray & Balmer 2016). Iimage bere Aiffers [pom reputation in Hat, wheras Hhe [ormer
concrmns Hhe public's Latest belie] sbout an organigation, spudation presnts 4 value judgmert about
Yo orgamigation's qualitios built vy over 4 period and fjocusing on what 1 dots and bow 1 bebaves.
This dtinction between inage and repudation o wtful, in Hal we con fform dn imige of 4n
orgpnigition wiloul sy sl egperince of A, whirtas somitling deper, oftn rfpred 1o 4a
rputition, implics sometling pownded in egperionce. Image may be guicker To dbangt by means of
sdvertisemend Yham rpudation is, which reguines more Time dnd convintint dfort To build ternally
and etnally. Howwer, in 4 erisin, botlh image and rpudation can be damaged very guickly.

For eeample, wher Gurald Ratmer [amonsly duscribed lis ddores’ juwthry products a1 ‘crsg’, be
in e products le sold). The markel sesponded immediately, and cudtomens quentd for 4 stfund [or
Y Gfts Yy bad bougft for [piendas. 1t was Hhe perception, not e reality, whick bt people ot of
Ratmner's stores for 4 decade. Employus (1 beraped; Hhein prception of Ratner's bad cbanged Toe. In
Wmnminy, corporale mputation wight beat be seen s wolving e aligpment between He internal
and eetomnal dadaboldens’ perceptions of 4 [im, especially e of We most impertant stadubolders,
employees and cutomens (HAALY Scbalty 2011), as both can be afffected and will s,

(destity: ‘How We See Ounselyes’

[dertity <o variowaly defied in Hhe Llratine bl Yo are o main Yhemes, orgarigationsl
detity and corporate ety Orgamigational identily o an dmwer To Yo quetions ‘who  ane
we)' or low do we st ounstlves)’, in otler werds, Ut employees’ prcytion of Me organization
(Albert X Wehetten 201S). [ refers 1o what members penceive, (el and ind about Hhein orgamigation
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(Hateh XScbulty 2011) and concorrs Yhon orgpmiyational daractinviatios Wal ane mort e,
endiring, and distinctive Alhert & Whetten 201S). Cultire and orgarmigational idutity an
wmilan conetpls im mimy ways. ) idertity i bow we s owrelves’ and cltune L low we do
Wings anownd bent’, one will 2dlate 1o e other. Barmey (1936) avsnts Wat cwlline canm be 4 somrce
of competitive advartage when 3 involves 4 wiique personality, bistory and eeperiences of thon who
work within . [t Yen provides 4 wdtsinable Afference between firma. The implied definition of
alture i1 very dow 1o Allert and Whettn's (2015) ‘endiring and distinctive danactnities’ in
Wein defprition of idestity. Hatdh (2013) Afferentiates between e o, 1aying Wl (organisational)
dertity whick s bow we define and egperionce ovstves Lo influenced by our beliefs wlich ane
W@MWWW(H@MM,ZM?)MWW%WWW
Somincick, 2013). In cortrast, destity, bow pople wnderstind Hemlves in rdition To cullne and
valuer, Lo mort comcions and more aefleive, and Y more amenalle 1o change. Cultune can be
hangtd only when (dertity dangs. lAentity is more open Wan cwltine To ‘ontside’ influence (Fioler
&l 2013). Albert and Whetten(201S) abse support Hhe idea Ual “wdlability’ of idestity anines
mainly [pom s ongoing ntomditiondbips with image. Although Downey (2016) anguer Hhat ewltne Lo
“W%WM'WWMWMWWW
wen 41 an inpud To corporate identity cnition Abatt,2019), in Wil 4 mission sdatement s 4
projection of cultune throwgh e sdjectives wud o define i1 (Swales & Rogr2015).

The Concept of Customer Loyalty

Lowalty building reguines te company To focus Hhe value of s product and srvices and To show
Hat 1 o iterested To (Wil We devine o build Yo rtlaFionsbip with customers (Griffin 2012).
Caridy and Wymer (2016) concyptualiyed customen Loyalty as “one's [telings of Awoted attachment
To Ye loyally object, ratler Yham rpeated commercial arsaction. Nabuwr (2016) defined
tudinal loyally as 4 curlomers’ ntution To smain commitd To ypecific provider in e
mirketplace by rpeating Hhein purdlasing eoperionces. Oliwer(1999), defimed curtomers’ loyalty s
“4 deeply beld commitment To rthusy o1 re-paronige 4 preferned product] wwice comsistntly in Hhe
[ptere, Yerthy cavving rpetitive same-brind or same brand-181 purdlaving, Aepite vtuational
Loyalty i1 viewed as We srenglh of Hhe rlationlip between an individual's nlative sttitude and re-
patronage. Costomtr’s loyally can be  daracdnipd s ont o We imporland  wwcon
sty for Aifferent Customer’s Loyally con be danactniped s one of e imporlant
weens  mtswnmints  for diffrent buainenses in Yhe maketplice (Nyadgano & Klajelyoded,
2016). Marketing pactitionnrs would WLlimatly embrace appropriate markeling shategier and
approaches in order to mwaintain loyal cwdtomrs Towsrds Wi busimesrs (arg a4 4L,
2016).Thomas and Tobe (2013) emplasige Hhat “loyalty s more proffiable.” The expenses To gain 4
wew customer Lo much more Yan laining eiisting ome. Loyal cwatomers will encowrage otherns 1o

NSSCM | 8



Intrsational Journal of Social Sciences and Comfllict Maragement
ISSN: 25369234 (Prind): 2536-1242 (Obine)
Volume S, Number 2, Jenne 2020

Lp:/ [ caninmediapillioling.com

Ad

boyally 1 not gpimtd by an accident; Hhey ae constuctid tnowgh e somcing and design
ward and tedt of swice mctiver. Cudtomen loyally i bl over Time scrosn nultiple
hérsaclions.

MEASURES OF CUSTOMER LOYALTY

Upaetling

This Tracks e ratio of cvalomers who bave bought more Wan ot Type of product divided by e
awtlomers who bave bought only ome. Tlis sounds similan To Me Rypurclase Ratie, bt 1 10 Aiffjrant
Loyalty. The st 4 firm gpined Hhrough Wein customen's prvions eeprionces bas sefflected on other
product offrings. The more differnt Hhe added product o [pom Ut [ril product, e more
Bgificant an indication [or cwtomer loyally 1 s, The most Loyal customers are neceptive 1o
products in addition To Yt one Yty ntinded 1o buy. For indlance, i 4 cuslomtr gots To an ¢
comminct Aort [jor 4 apecific Type of m and ends wp buging both e udended Tem and an em
[pom 4 totally Aiffferent product catigory, Hhere o 4 srong indication He customer ia Loyal 1o youn
or.

So wprelling ratio i1 4 mtarne of cnstomens who were “wprold” and added wmtattd products o
Wein orders, agaanat Yo romber of customers whe bought only one product. The formila 0 e
wmber of cwstomers who wade milli-Gem purclases Aided by e rumber of curtomers who made
vingle-Tem puchases. 1t i caledated by dividing e sunder of costomers with nalliple products
by Y sumber of coatoners with 4 single product.

1. How Lhely are you 1o scommend w1 To you [piends or contacts)

2. How Libely ane you To busy [pom wa again in e (utired

3. How likely are you 1o hy out other of owr products/ wwices?

Customer Engagumert
According 1o Binglam (201]), costomer engagment ia Hhe most dfective predictor of cnitomer
Loyalty. He arguer Hal curlomer engagement mehics are tarin o mesmne, To influence, and Hat
mlmmo{wmtmmmwmmwuzwhw.mmww
Tbrowgh Wan, says Binglam, cnstomer engagement:

1. MW

2. Lowers price seraitivity

3. Promotes referrals
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Customer ungagement i1 indeed an tredting ava, apecially for online busineses - for whick
metrics are lativily easy To hack. For offfine products and sewices, thougf, Hhe hacking Lo much
barder. Customer engagement i1 somittimes rtfened To 4s v ingagement and Wein definitions are
largely Yo same. Comparies wing e Tam “ctomer engagement” Typically embrace 4 bigh-Touct.
nelitiondbip model. “User engagemert,” on e other band, L2 most often wied by organiyations
bveraging 4 low-Touch relationsbip model. Teams [ocustd on customer engagemint may mest more
n inperson produc haining, for eeample, whertas Ttama ffocustd on witr ingagomirnd may et
mort in Yt im-product wir onbosrding veprionce. The diffrence between & ligh-touch and low-
Toucl rlatioralip model can be defired by Hhe one-lo-one vi. ont-To-many approach of ewstomer

wlraction

EMPIRICAL REVIEW

Image and customer Loyally

The sewice quality Lmnatune bas offer oprationaliped sgpudition as 4 ont-dimtrsional comshuctor
often a1 an image acale. Repudation las ben Typically incuded a1 an endognons variable 1o
wamine 1tafpction and prcytion of wwilily, and Yerfor mssrtd simply on 4 one-
dimersional (jpwomalle wnfpvounable) scale. 2etlamd (2000) wued reputation ar one of We variables
in ben reseanch, which Lned sewice quality to profability, and points 0wt Hhat Here 1o 4 lack of
Aita on prctived sputation coming [pom ©al cudtomens. With 4 one-dimensional scale, We findings
iy ol be mearingful. A good image or rgputation Lo prolably betler Han 4 lad image, bt e
nealts in Hhe Lnatine bave infact ben incorvintnt. For ecample, some lave [ound ol e
MWMWWMWW%WMe(HMM7W0)MWM
ditiondip vty (SlimpLO'Bearden 1982) whereas otlers bave [ownd 4 positive Link
(e.4.Keller1998; Keller X Askeer 1993). These contradictory realts, sccording 1o Brown and Dacin
(199, WWWMWMM%MM-W, 'W'm “Uud'. WM
many bawe We same oversll degpee of (aworalility, but Yein daractn might wot be We same. Exvon
mdng e s 41 dm “movallon’ bult ot ‘socially resporalle’s L Uis qood or bad) Brown and Dacin
(1991) then ypecified we dimensions of corporate image (refrred o as ‘avseciation’): Corpenate
AbLity(CA) and Corporate Social Responsilility(CSR). They argue Wt Hhere s 4 need 1o develop and
implies Wat sputation dould be measuntd as 4 mullidimensional cortrut, and resanchers bane
mtsrrtd corporale image or dtore image in Wis way. LeBrancard Ngugen (1996€) defimed [iwe factors
(1) ldertity

(2) Ryputation

(3) Service offerinng,

(4) Plysical swirorment

(S) Contact personnel
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Bovmstein (1934)'s cobwel method [or diciting descriplions of 4 company's image wud €gfl
Techwical movation and value [or monty. Rospondents cam mark 4 company's prcbived performance
and desined performance on 4 mine-poind acale. Variows messrement chpiques lave ber wud 1o
W’W'M'MW'WMWMWWW, Fidblein. models,
miltidimerdional 1caling ind open-ended quetions (Hawbing e 2€ 1916 - 7). Vas Riel o7 &l
(1993) compare vanions mearmement methods for corporate image: itbitude seales, Quent, Plotoront,
laddering, Kelly Repertory Grid (KRG) and Natursl Growping (NG). The findings indicate Hat
Photorornt tnds 1o emplasiye Hhe more buman and inmotioral compornts of corporate image:
WW&W,WWMWWWMWTMWWMWW%WM
liddering, KRG and NG, although e laddering metlod provided more dlaborate veanlts. Meneyer and
Ellent (1919) tested [our dimensions of 1etail slore image wting variows scale Types om 250 businmess
acbool dtudets. The dimensions were (1) store appearamce: dean, dicor, duttnd, displays, (2)
sewice: checkond, belpful, (piendly, (3) product mix: wide slection, band names, quality, and ()
price: good values, rices, specials. Based on e [oregoing, Wes study bypotbeses W

HeiCorporate does not inffluence Costomer Loally of soap dealers in Pert Harcount.

[Aestity

The empirical mesmrement of identily las rceved b stttion Wan bas s concyplual
wnderpirmings (Hath & Slalty 2000, 28). Some mtaswne dentily an i %' (maindy
orgpnigational dtity) whevas othrns meawne dutity ar A “dhold be' (maindy corporate
dentity); some v quantidative metlods, wheras some vt gualilative metlods; some wae
predetrmined dimensions, whertas some wae an inductive approach. A [ examples ane availalle,
bt many of Hhem wit purely qualidative or 4 mistunt of quardiative sind qualidative metloda.
Using Lot qualitative  and quantidative approaches, vim Rebom (199)) iderntiffied 4 procedine
[or measning idestity. In order To wncover dbanactnistics ot ante apecific To an orgpniyation, e
intewiowed 28 emplotes s 4 [frat step wiing Hhe laddering hcbmigue’. Simee He application of e
laddering tcbwigue is bmited 1o 4 amall sample, Wee idertifiud characterintics were Uited wiing 4
questionniint wwty and 4 sven-poind smintic Affprential scale s 4 svcond sy, The redts
were compantd with 4 smi-shuctnd Ladderving lecbaigue. Balmer and Soenen (1999) developed 4
tool called He AL Actual, Communicated, Ideal, Desined ldertity) Test of Corporate ldertity
Maragemert. The qualitative metbods wud incdude in-dypth tewiew, desk restanch and corternt
analyrin To identifly 1S dentity/ conporate image “winfpcts’. In order 1o examine eack intnfper,
Yoy wggest variows restirnch chwiquer. For ceample, in order To measmne He irfpce betwen
sctual Aty (eq vilues, lintory, shuwctn) and deind dutity (eq vidons), 4 rang of
qualilative seseanch Techaiques ek as intewiows, obswation, bitory audil and ocuns group ane
necommended. Gioia and Thomas (1996) explored the rtlationslip between idestily and image but
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bolll [pom 4 senior management perspective. They waed te Diangulation method, which adopts both
qualitative and quantitative Techmiguer. Intially, 4 care tudy and in-dytl towiows. Band
on e [oregoing, Were study bugpotleres Yoaa:

Her ldertity does ot sigrifficantly influence Customer Loyally of soap dealers in Port Harcout.

| R
|

Figure 1. Conceptual Framework of the relationbip between corporate sepudation and ewstomer
Loyalty,

Sowces: Binglam, C. L. (201]) Customer Loyalty indicators; Jaja, S. A. (2009) Corporate lmage
dyranics in U Niger Della.

METHODOLOGY

Rescanch Designn

Tlis eeplaratory study adopted 4 cavsal rwertigation 1o etablisd 4 rlationbip betwenn corporate
nepudation and customen loyaltyo| e soap dealers in Port Harcound. The study variables were ot
msripulated or intenfered witl by e sesanclen. The cloice of rsanch Aevign was wot influenced, as
W(ZMG)MM éymm4mm W%z&m MW wnil of
MWW&WWM(M M)M(M&&Wmm
companitr) offpred v We best opportunity. The crons wctional study wolves 4 study 41 4 single
tome. Wi study Werdjore involved e collection of andardiyed nformation fpom 4 sample
stlectd [pom 4 populition. The sample i1 alse rpresrdative of bty daractriotics of Hhe population
[pom wlich i was drawn.
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Population of the Study

The Tanget orggmisation im Wis study s s0ap dealers firms operating in Port Harcowt. The soap
dealerns in Port Harcourt are smumerovs and bave no regotned avsociation (pom where 1o ollain 4
aample [pame; Werdfore Hhe population of Wis study i1 infinite. Again simet study i1 41 Hhe micre
buel, and alie shing nformation [pom e sosp Aealers' customers wlick ane imfinite, e
populition may le wdmown. Howwer for Hhe purposn of Yis study an etimated accesnible
populations] 1,000 customers of soap dealers in Port Harcout was wud.

Saomple Sige Ditrmintion
Detormining 4 sample 1igp in stcrssony becins of e comihraints of corl, Time and dcomnicy.
Angaran (2016) posited Hat by inse in sampling o represntativenen. This s 1o enalle Hhe
neseanden bane 4 e pictune of e soap dealerns in Port Harcourl. Simct, oum study vl Lo e
Aealens curtomens, He population of We dudy wir etimated To 1,000cuiomerns of dealers frma in
Port Harcourt. Using the Tare Yamen sample sige determination formula, we oltaimed taa:

N

n=s ——
1 + N(e)*

¢=W&4X%WM
N = sumber of people in He poplation
¢ = sllowable erron (%)

Subititude mumbers in formla:

1000/1+1000 (0.0S)

1000/1+1282 2 0.002S

1000/1+2.S

1000/3.5

2%6.

Thans, WWWo{WMMZ%Wo{MWMPMHW.

Sammpling Method

This nfers 1o Me Afferent ways 4 rstancdber com draw samples pom dmy Guen population
(AW««, ZOOO)MWWWMWAWW%WWW
population (lbebwe, 2002). Anvarwe (2010) avsents 1hat Hhe sampling procedune explain Hhe process
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applicd in implemerting Hhe sampling method — bow e rmuarchen opprationaliyed e metliod. Twe
[erma of admpling Tckwiques eeist — prolability and mon-prolalility (Saunders, Lewis KTandill
2009). Becanse of e natre of Wir study and e regpordents wolved, 4 vimple random
probability sampling method war adopted in Yis study. Costomers of 10ap dealers in Port Harcount
who participated in We study were included in e sample winil. Wis o We procedunes adopted 1o
it information [pom e sspordints. 296 Copies of quertionnaine were Asributed 1o Costomers
of s0ap dealers in Port Hancount whe participated in te study wert included i Hhe sample winil.
The respordents include any customer who bave wtd soap dealers products in Port Harcount and
who bad ndicated ntereat To participate in e ey,

Validity of Restandl Instrument

Tlis study adopted fpce, content and construct validity messres. Our measring inshwment wert
gwen [act, contnd and constuel validity by smion acadinics of e Dypartment of marketing
[gnatios Ajur University of Education who copies of owr guerfionmaine were guen for vetting,
Based on thein nerponses W final questionmaine Tema wert prepartd and sdministond.

Reliability of Restanch. lnstrumerd

The reliability of e initrument wndewent e dages. The [irit dlage was done before Hhe collection
of data wlile We otlern was dowe affter We collection of data. Thin i1 To emunt 4 proper data quality
of o restanch inatrmend. In W [(ral inslance, Hhe restanch insbwment wis guen To e supewison
of Yis work. Comments were sckived and comections made. Laten, e ew nsment was guen 1o
[our r0ap dealers cwstomers in Port Harcoumt or contribution to Hhe restanch instrment. The
canct of Wir proceus war o enunt it aetest wliability. AU oburations and inputs sctived
[pom Wan process were effected in 4 more reliable instrument Yt was wued jor Hhe tudy. After e
MW%W,WWWWMW%WW-MWMAW
alpla codffpcient of 0.] as the Wnerbiold sz recommended by Nuswally (1918). AU e below 0.7
wter e relialility Bst wiing e ads of te SPSS (Statistical Package for Social Science) were
deleted. AU Yo Fems were found To be reliable baver exceeded e Wnedold of 0.). The comporite
Cromlach Alpba codffpcint of 0.83 alio indicates Hat e instmment i bighly rliclle. This
implies Yot Hhe instmment can be waed [or further analyser. The vt section sbows Hhe resnlts [pom

RESULTS

D ) ’z- A t D)

Table 2: Frequencies on ftem of Corporate Repudation Responats
S/ tema A A N D D Total Meas Remart
N © @ ) 2 )
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[ Lave « good filing boct 204 % 2% 0 0 27 b Age
e company €34%  15.2% 215% 0% (0% (100%
dmine ard et e 148 1 0 20 0 6 4SS Age
copasg GhS% GO O% 4% (0% (00%
[ D0t i compeany 100 % ) 17 %9 35 Ape

@1%  40.2% 1.9% (136% (16.8%  (100%

Sowrce: Field Sunvey, 2014

Table 2 shows Yat te respondents agpeed on eack of e Hate iems of corporate seputation (i.c. mean
scores guatr Yhan 3.0). The grand mean o cqually guater Yan 3.0; indicating Hat corporate
WWﬂWCWWWW.

Table 3: Fregquencies on lem of Corporate lmage Resporats

SIN  ftems () D N A A Total Mer  Remark
“ 2) 3) (@) S)
1 hawe s good 0 3 ] 100 128 3¢4 3.9 Agre
fecling about e (0% 15.2% 23.9% D% (339% (100%
compiny 0 "2 264 400 €2 1401
2 admine and 39 28 33 48 158 3¢4 37 Agree
nespect e 9%  .6% 2.9% 26.6% (42.0% (100%
company SsS S€ 99 92 s 13N
3 bt this 15 72 14 106 151 364 3.8 Agree
Compémy ©.1% 211% S1% (287%  (40.9% (100%
15 156 S 424 758 1600
4 Recogniper and 0 0 99 108 162 369 4.2 Agpee
tades advartage (0% 0% 26.8% 29.3% 42.9% (100%
of markel 0 0 29 432 210 1349
oppertunitis 1539
Total 72 162 239 w12 $93 1484 34 Agpee
78 324 m 1643 2965 S132

Sownce: Field Sumess, 2019

Table 3 sbows Wt We rerponderts agpeed on each of Mt four o of corpenate image (i.e. mean
1cores geater Wan 3.0). The grand mean ia cqually guater Han 3.0; indicating Hhat corperate image
bas 4 positive dfect on cuslonr shopping of s0ap pom dealers.
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Table §: Frequencies onm lm of Corporate ldestity Resporses
N A

SN ftems D D SA Total Mesas. Remank
() ) (3) @ ©)
1 Develops S 34 105 122 103 3¢9 39 Agree
nmovalive 6%  9.2% 28.5% 33.1% (2).9% (100%
products and S €2 1S 428 s1s 1391
wWwies
2 Offers bigf. 0 108 30 122 112 269 kN Agree
quality products (0% 33.1% 81% 33.1% (30.4% (100%
and sewicns 0 210 40 428 ) 1348
32 Offers products 15 1S 108 m Ly} 269 37 Agree
and wwicn et (41%  41% 33.1% (42.0% (15.4% (100%
wre good value for 1S 30 S 708 295 1353
4 Leoks Lide 4 S 0 Y} 7 128 269 37 Agree
company ol (1.4% 0% 15.4% 42.5% 34.7% (100%
would bave good S 0 ™m M€ €40 1361
employees 1539
Total 7 162 239 2 $93 1484 39 Agree
72 324 m 1648 2965 132

Sa«m.- Fa'l»u Swwty, 2017

Table § sbows Yt e respordents apud on each of We [our e of corpenate dertily (Lo mean
wors st Woan 3.0). The pand man o ually geatr Wan 3.0; indicating Wat wel
Wratinily bas & poritive dffect on cwitomer shopping of 10ap [rom soap dealers.

TESTING Of RESEARCH HYPOTHESES

As specified in eankion, He bugpotheses were Tested wiing e speanmin's ramk contlition codlficient.
To dow Hhe direction of Hhe rlationdbips between He variables, Table S Lo wned To interpret e
watunt of e relationdlipa.

Decision Rules

e strength of anrociation and datistical svigrificance decivion are made and nterpreted band on

Ue [ollowing table 4.5.0.1 below; Where (+) stands for poritive selatiomsllip and () means megatine
.

Talble S: Decision lle for e Strengt of varialle selationslfs
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o o casinmadiopblihing om
S/ Ne Stutistical Sigmificance Asseciation/ Relationsbip
i +0.0-019 Very Weak
‘. +02-039 Weat
. +04-059 Moderate (Significant)
w. +06-1 Sthong
v. +0.8 - 1.00 Very strong

Sowce: Desk Restandl, 2019

Relationsbip betwers Measures of lmage and Corporate [Aestity of soap dealers in Port Harcount

Talle §: Comelation Aralysis showing the relationbip between lmase, lhestity and Corporate Reputation

Icawfdl‘m RWM ’W Mtwt{ly
Condation 1.000 963" 86y
1 R S«g (2-14iled) .000 .000 .000
N 3¢9 264 264
Conelation : 1.000 N
’ a fficient
Spesman'sobo - Corporale bsse Sig. (2-1ailed) . . .
N 269 3¢9 3¢9
Condation 964" 1.000
' a fficient
Corporate ldunity Stg. (2-tuiled) 000 . .
N 269 269 269

. Comdation i1 sigrificant a1 the 0.0S Level (2-1ailed).
Sowrce: Field Survey Dats, 2019, SPSS 21 Output

Deciat
Table € rweals 4 spearman 1k condation cofficint of 0.863 and 0.364 for Corporate
Reputation, image and idewtity espectively with probalility value of 0.000 (PY< 0.0S). This result
ndicates Wl corporate spudation bas 4 very shong positive and signilicant rditiondbip betwees
corporate image and dntily of soap Aealers in Port Harcownt. Therfore, we reject the wull
bugpotleres and acoept We allernate bugpotberes which sate Hat corporate reputation bas 4 vigrificant
relationibip will corporate image and idestity of soap dealers in Port Harcount.

DISCUSSION
Relationsbit between. Corporate Reputation, lmage and Corporate [duntity
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The 2ol of Hos and Ho: indicated Hiat very shong and positive rtlationlip einl among corporate
nputaion, image and Aty will 4 spesrmin's comtlition of *0.863 and *0.364. Moreover, i1
bas beern nevealed Wt e [indings of Hhe study ane i affirmation with Yeordical and empirnical
udies of otler resanchens in vimilan wdject matter. For instance, Robina and Holmes (2008),
dbswed in Yein sludy Wl corporate vputation bas guat Lk with Yudt and ondibility while
Scberdman snd Jorsron, (2000) bolds Yat vival appearance of corporate websites bas dffects on
online shoppers’ ovrsll impression about Hhe 1t Morovenr, e rerponaes of 10ap cormmers sbow
Wt §3.U% of Wem thongly agpeed Wil corporate seputition indicewnd ovr Y0.1% agreed #at
“rage ard idestity” s depicts 4 positive Lk betwen e dements of corporate rputation and
10sp shopping. Fortume’s armual AMAC swey Lo prolally He most obviows romee of Linkages
between repudation and [imancial performance. Many sesanclens who bave sggested Wt reputation
bas 4 portive impact on pmoflability bave rtlied beavily [or Wein rputation meamnts wpon e
FWW FMW&,WFWWMWJKMMWMW (Roberts
Y Dowling 2017; Vergin¥Qoronfleh2018). Howeven, since fimamcial performance s 4 major imput T
We fortune ramlings (Fryeell KWMang 2014), Hhe measre Lo beavily inffluenced by 4 [inancial bale
(Brown ¥ Perry 2014). The Lindes betweer reputation and f[inancial prformance may ot be direct
MwhW@WVMW,MMWWMMMW,mM
omplopee aatisfpction and loyalty. Thee udowering variables can be cller antcduts o
contquincts o 4 [m's sepudation, wlich way lad To 4 good [inancial performance in Hhe long-
T,

CONCLUSION

Tle comtructs of corporate idertily, image and repudation st often refered To in the Ltnatine but
WAL varyging views as To He meanings of tack. | bave Dried To Atimguind between what Lo grerally
mtant by corporate spudiion, and s by dements, inage and drdity. | emplasiye what | see 4a
e mort vl approsch To Aefining tack consuct: corporate reputation st dm wmbrella corprudt,
referring To e comilative impressions of sl and etenal dabebolders. | would argue Hat i1
4 watful To Adtinguink between e Hhnee in His way, 4s ‘managing repulition’ can Hhen be won To
refer 1o We ovrall 4ctivily in am organisation, image as o e ettmnal viow and dentily 4s to Hhe
vl view, wlich may mquine Liflferent fock in v of boll. academic diacipline and commncial
[pnction. 11 is wtful 1o Aifferentiote betwen what | lave Laleled sz repudation and image. The [ormer
4 lasd wpon wide veprience. Inage i1 more Madlable, an people cam bave images of organisations
ey bane bad LAtle experience will. lAutity, as 1 concrms emplogees Witk actual experionce, o alse less
haclable. Howewer, Y image and {desdily wtrscl, dbamging image may mquint 4 dhange in dentity.
Tbeory and amcdotal comment botl claim Wt Wese Hnee constructs (bowewer defimed) internnelate
arnd bave an impact wpom other constucts of vigpificance. We bae reviewed measunts of corpenate
repudition, image ard idetity and e emnging meanaes Yot sim o avns ll thoee, We felieve
Wit 4 dearer snd more widely agpud wndernitanding of what e main consuets refer To and valid
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mtswres for ich will open wp whal o 4 wew diacipline in scadime. In particlan, A i now
MM@M,WMWL@@M%WWWWWWW.

[ swmmmanry, Wir sudy belives 3 L watfud To e corporate sputation as We summany view of e
porcptiors bld by all rdearnt dakibolders of an organigation, Ual i, whal customers,
emplogees, WW,W,MW,MMWMWeWWM
[or, and We associations ey wake wth A Image and ity can be watfully sen ss We main
comporints of reputation. Gaps between Wem can be wndesinalle b, [or ryputation To become 4 mew
Lot fumction in organiyations, ways bave To b found of managing both 1o ‘aligy tem. Evsrtially,
rpuiTion mansfemint com b abowl managing Whal bappers nide an orggmigation o inffluance
ectornal perception.
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