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Abstract 
This study examined the predicting factors of selected facets of RepTrak™ reputation model 
(products/services, innovation, citizenship, leadership, performance) and corporate 
reputation of Malaysia Airlines Berhad, from consumers’ perspective. Utilizing the Fombrun’s 
(2006) RepTrakTM reputation model, this model served as a guide to the study. Survey 
questionnaires were used to gather the data, in which the researchers distributed the 
questionnaires online and in-person to the Malaysia Airlines consumers who had prior 
encounters with the airline company. A 173 valid responses were yielded as the results. The 
collected data was then analysed through Pearson’s Product-Moment Correlation and 
Multiple Regression using Statistical Package for the Social Sciences (SPSS) version 24.0. The 
findings of the Pearson’s product-moment correlation analysis showed that the associations 
between product and services, innovation, citizenship, performance, and corporate 
reputation have a significantly positive moderate relationship. Meanwhile, the correlations 
between leadership and corporate reputation have a significantly positive high relationship. 
In addition, multiple regression analysis revealed that products/services, innovation, 
citizenship, leadership, and performance were the significant predicting variables, which 
explained 71.9 % of the variance of corporate reputation. Conclusion, limitations, suggestions, 
and implications of this study were discussed. 
Keywords: Reputation, RepTrak™ Model, Customer, Aviation Industry, Corporate & Strategic 
Communication Management. 
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Introduction 
Corporate reputation has become a significant area of corporate communication with 
examining the multi-faceted and multi-layered dimensions of stakeholders and their 
perceptions towards a corporation (Argenti, 2015; Cornellissen, 2017). Corporate reputation 
is commonly known as an intangible asset (Bronn & Buhmann, 2018; Fisher-Buttinger & 
Vallaster, 2011) and is perceived closely related to the survival and sustainability of an 
organization (Chan, Leong, Nadarajan & Ramayah, 2016; Chan, Sathasevam, Muhammad 
Noor, Khiruddin & Hasan, 2018; Gatzert & Schmit, 2016), especially during a crisis where the 
company’s credibility are usually in doubt (Wei, Ouyang, Chen, 2017). 
Understanding the advantages of having a strong and positive reputation, many organizations 
have recognized the relevance of building favourable reputation in their long-term survival to 
enhance the organizational and marketing performance (Eckert, 2017, Goldring, 2015), 
particularly in times of uncertainties where big data opens up to the spread of unverified 
information shared through the social media making corporations vulnerable to attacks from 
the publics (Dutot, Galvez, & Versailles, 2016).  
Of late, large Malaysian companies have experienced some major reputational damages, such 
as, the major crises experienced by a national aircraft carrier, Malaysia Airline System (MAS), 
rebranded as Malaysia Airlines Berhad (MAB) underwent major reputational loss 
internationally in 2014. The reputational damage was due to the occurrence of double 
tragedies in four-month time of their aircrafts, MH370 and MH17. The reputational damage 
of MAB is tremendous with a drop in ranking from 18th to 34th place in four years (2014-2018) 
in ‘The World’s Top 100 Airlines’ award (Skytrax World Airline Awards, 2018).  
The outcome appeared far more damaging than was expected particularly when, MAB was 
not listed in the ‘Top 100 Reputable Companies around the Globe’ based on 2018 Global 
RepTrak® 100 (Reputation Institute, 2018). MAB suffered a net loss of RM 750.43 million in 
the first half of 2014, an increase by 65% compared with the previous year’s net loss of RM 
454.81 million (Chin, 2014). The damages that MAB suffered were not only monetary loss, 
but the loss of trust as a reliable aircraft carrier has deepened its negative image with the 
increase of customers not willing to choose MAB as a preferred choice for travelling (Adapa, 
& Roy, 2017; Worlu & Ahmad, 2019). The reputational damages that the MAB suffered are 
aligned with Fombrun’s notion of the snowballing effect of crisis towards a company’s 
reputation, in which he stated, “the value of a corporate reputation is magnified” during crisis 
(Fombrun & Van Riel, 2004, p. 34-35). 
Based on the above notion, thus, reputation management is increasingly the focal point of 
research (Chan et al., 2016; Chan et al., 2018; Dutot et al., 2016; Eckert, 2017; Gatzert & 
Schmit, 2016; Wei, Yu & Chen, 2017). Since then, researchers have come up with various 
concepts and models to conceptualize and measure corporate reputation, including the 
“World’s Most Admired Companies” ranking by Fortune Magazine, Reputation Quotient (RQ) 
and RepTrakTM reputation model developed by Charles Fombrun (Eckert, 2017). The current 
research intends to adopt the RepTrakTM reputation model (extension from RQ) because this 
model is still understudied, particularly in the context of developing countries like Malaysia 
(Chan et al., 2018; Kanto, de Run, & Isa, 2013).  
In addition, although several past studies have used the application of RQ and RepTrakTM 
reputation model to examine the reputation of the corporations, particularly in the industries 
related to food and beverages (Mohd Sah & Abdullah, 2014), health care, tourism, 
manufacturing (Rungnapar Pitpreecha, 2013), education (Chan & Hasan, 2019), and banking 
(Kanto, de Run, & Md Isa, 2016). However, there is a limited research that look into the 
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aviation industry. Hence, this research attempts to apply the selected RepTrakTM reputation 
model and examine in the Malaysian aviation industry, focusing on MAB, to examine the 
perception of current customers regard the reputation of the company. 
Therefore, the current study aimed to find out the predicting factors of the selected 
RepTrakTM reputation model (products/services, innovation, citizenship, leadership, 
performance) and corporate reputation of MAB.  
 
Literature Review 
RepTrakTM Reputation Model 
RepTrakTM reputation model, developed by Fombrun (2006), is a measuring instrument for 
quantifying perceived corporate reputation with rating score ranges from 0 to 100. The model 
attempts to explain stakeholders’ behaviours resulted from pulse (trust, admire, feeling and 
esteem) that is interrelated with perceptions of stakeholders towards an organization. These 
perceptions are built on the seven dimensions or aspects as proposed by the model 
(Reputation Institute, 2018). The dimensions are products/services, innovation, workplace, 
governance, citizenship, leadership and performance (Fombrun, Ponzi, & Newburry, 2015).  
 
Relationships between Selected Facets of RepTrakTM Model and Corporate Reputation 
Past studies have shown the determinants of RepTrak have been positively associated with 
corporate reputation. For instance, Feldman, Bahamonde and Bellido, (2013) conducted a 
comparative study and associated the enhanced product/service quality, higher visibility of 
CSR activities, higher productivity, stronger competitive advantages and increased market 
worth as the outcomes of enhanced reputation. The findings illustrated there is a positive 
association between Products/Services, Citizenship, Performance and corporate reputation 
(Feldman et al., 2013). Based on the discussion above, this has further supported the study of 
Rungnapar Pitpreecha (2013) who ranked Products/Services as the most important 
contributor to the reputation in Thailand business companies.  
On the other hand, Kanto et al., (2016), wish to examine the RQ in Malaysian banking industry. 
Based on the confirmatory factor analysis, the findings concluded that the five (5) multi-
dimensional of RQ, namely emotional appeal, products and services, financial performance, 
vision and leadership, and social responsibility are highly important in the Malaysian banking 
industry. However, the workplace environment is not the determinant factor. This is 
supported by the study of Mohd Sah and Abdullah (2014), where workplace has perceived 
very low among customers. In addition, the findings of Rungnapar Pirpreecha (2013) showed 
that governance has no influence on corporate reputation. Therefore, the current study 
analysed only five dimensions, namely product and services, innovation, citizenship, 
leadership and performance because those dimensions are more pertinent to customer 
orientation. 
Foroudi, Jin, Gupta, Melewar and Foroudi (2016) argued that innovation and stronger ability 
to launch products/services first in the market is extremely beneficial in boosting reputation. 
Being innovative means possessing an advantage that distinguishes from the other rivals 
(Fang, Palmatier & Grewal, 2011). For example, previous findings pointed out the fact that 
innovation possesses less to no significance in predicting corporate reputation (Feldman et 
al., 2013; Vidaver-Cohen & Bronn, 2013). However, other researchers disagree with the 
findings as they have confirmed that innovation drives reputation (Dangelico, 2015; Dutot et 
al., 2016; Foroudi et al., 2016; Makkonen & Inkinen, 2014). It is interesting to note that 
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countries with developing economy prioritizes dimensions which are more business-oriented, 
and innovation is seen as an indispensable asset (Vidaver-Cohen & Bronn, 2013).  
Citizenship is frequently used interchangeably with corporate social responsibility (CSR) given 
that, one of the elements under the umbrella of CSR highlights a corporation’s responsibility 
towards community engagement and often is connected to the social and environmental 
influences of economic activities (Lu, Abeysekera, & Cortese, 2015).  Numerous research has 
confirmed the significant and positive association between citizenship and reputation (Lu et 
al., 2015; Lü, Jing, & Cao, 2014; Ogunfowora, 2014; Taghian, D’Souza, & Polonsky, 2015; Zhu, 
Sun & Leung, 2013). For instance, Lu et al., (2015) theorized that perceived acts of CSR 
positively affect corporate reputation, which makes the quality of CSR reporting essential in 
creating a favorable image. As business organizations demonstrate their fulfilment to exert 
the influence of the society and environment positively, it will create a desired impression 
which helps to build reputation (Lu et al., 2015; Taghian et al., 2015).  
A recent study done by Park (2019) also found that CSR has a positive significant influence on 
corporate reputation in the airline industry through the customer satisfaction and attitude as 
the moderators. Thus, based on the above discussion, citizenship is a significant attribute 
contributing as a reputational driver (Vidaver-Cohen & Bronn, 2013). This further supported 
Orlitzky and Swanson’s (2012) notion that stakeholders will admire and respect organizations 
that carry out good deeds to society and the environment. 
Leaders tend to be viewed as a form of representation of their respective organizations. 
Stakeholders expect the leader’s personality to reflect on the organization. As such, “ethical 
leadership” has come to life. Brown, Treviño and Harrison (2005) defined ethical leadership 
as “the demonstration of normatively appropriate conduct through personal actions and 
interpersonal relationships, and the promotion of such conduct to followers through two-way 
communication, reinforcement and decision-making” (p. 120). Often times, and ideally, 
ethical leaders display desirable traits of morality, integrity, fairness, accountability, 
authenticity, and trustworthiness. They hold themselves accountable for their actions, and 
simultaneously use reward-punishment system for others who should also take responsibility 
for their actions. Ethical leaders are morally obligated to offer products and services that are 
harmless to consumers, be honest and transparent about their business operations, and be 
concerned with social and environmental impacts of their economic activities (Zhu et al., 
2013). This suggests that Leadership dimension can be associated with the betterment of, 
Products/Services, Citizenship and Performance.  
There are studies which showed alignment with the significant and positive association 
between leadership and corporate reputation (Men, 2014; Ogunfowora, 2014; Zhu, 2014).  
For instance, Stavrinoudis and Chrysanthopoulou (2017) aimed to investigate the role of 
leadership in building corporate reputation of reputable hotel. The results showed that 
charismatic leadership elements have a significant positive influence on the reputation. Based 
on the above discussion, it is found that appealing leadership has significant and positive 
influence on corporate reputation as a good and appealing leader is a catalyst for enhancing 
the trust and admiration of the stakeholders (Halff, 2013). 
Last but not least, it is found that performance contributes to the corporate reputation. 
Numerous past studies has presented findings on the significant and positive association 
between corporate performance and reputation (Lu et al., 2015; Ogunfowora, 2014; Taghian 
et al., 2015; Zhu et al., 2013; Zhu, 2014).  Perceived excellence of corporate performance is 
theorized to create the impression that an organization has a desirable reputation (Lu et al., 
2015). Meanwhile, other researchers deduced that that positive reputation triggers 
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confidence and supportive attitudes among stakeholders, which leads to enhanced 
performance (Feldman et al., 2013; Taghian et al., 2015; Zhu et al., 2013). For instance, Vig, 
Dumicic, and Klopotan (2017) investigated the relationship between corporate reputation 
and financial performance in Croatia. The findings revealed that products and services, 
corporate integrity, and organizational performance are predictors contributing to the 
financial performance. This implies that reputation contributes positively to financial 
performance. Based on the discussion above, excellent and solid reputation is a prominent 
tool that helps the organization to generate profit and sustain its financial performance and 
promote future growth continuously. Hence, future profitability is the strength of an 
organization’s to sustain outstanding performances.  
Based on the discussion of past studies above, therefore, researchers conceptualize and 
hypothesized that: 
 

 
Figure 1: Conceptual between determinants of RepTrak reputation facets and corporate 
reputation 

 
H1: There are positive relationships between dimensions of RepTrakTM model 
(product/services, innovative, citizenship, leadership, performance) and corporate 
reputation.  
H1a: There is a positive relationship between the quality of products /services and corporate 
reputation.  
H1b: There is a positive relationship between innovation and corporate reputation.  
H1c: There is a positive relationship between corporate citizenship and corporate reputation.  
H1d: There is a positive relationship between leadership and corporate reputation.  
H1e: There is a positive relationship between performance and corporate reputation.  
H2: Dimensions of RepTrakTM model (product/services, innovation, citizenship, leadership, 
performance) are the predicting factors that contribute to the corporate reputation of MAB. 
 
Methodology 
Research Design 
This study utilized quantitative (survey) design to solicit the responses from the MAB’s 
consumers who have experiences using the services provided by the company. Survey 
method was selected because it was more cost-effective and time-efficient to gather large 
responses from the identify population (de Leeuw, 2008). According to Babbie (2015), survey 
design is a suitable method to apply in this study as it allows the researchers to measure 
effectively the attitudes and opinions of respondents in a large population. 
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Population and Sampling Procedures 
The sampling technique adopted in this study was purposive sampling. The concept of 
purposive sampling is the focus on subjects who possess particular characteristics which could 
be a more specific targeted group to help with the research (Etikan, Musa & Alkassim, 2016). 
The reasons for using this sampling is because researchers identified the consumers of MAB 
who had first-hand experiences with the company because they would have a better 
understanding of the overall company performance, thus enabling them to provide answers 
for the research. For data collection, a structured anonymous questionnaire were distributed 
to the customers of MAB and generated 173 valid responses.  According to Sekaran and 
Bougie (2016), a sample size ranging from 30 to 500 is sufficient and acceptable for social 
science studies.  
 
Research Instrument & Operationalization of Variables 
The instrument is comprised of three (3) sections. Section A inquired about the demographic 
background of the respondents. Section B measured the independent variables which are the 
selected five dimensions of the RepTrakTM reputation model, whereas Section C measured the 
dependent variable which is corporate reputation. The survey questions were all designed in 
English language and measure with 5-point Likert-type scale, ranging from 1 as ‘strongly 
disagree’ to 5 as ‘strongly agree’ 
Demographic question in Section A were designed to solicit information related to gender, 
age, race, highest education level, nationality, frequency and year of consumer experience. 
For Section B, the items were adopted from the research work of Fombrun et al., (2015). 
These questions were based on the 17 attributes of the independent variables which are the 
selected determinants of the RepTrakTM reputation model and were measured based on 5-
point Likert-type scale. The dimensions are products/services, innovation, citizenship, 
leadership and performance. For Section C, corporate reputation items were measured 
through four (4) items which encompassed trust, admire, feeling and esteem which adopted 
completely from Ponzi, Fombrun and Gardberg (2011). 
 
Pilot Testing 
In order to assess the reliability of the study, pilot test was conducted to measure the internal 
consistency of the instrument, in which alpha coefficient of 0.70 and above is regarded as 
acceptable and reliable (Bruin, 2006). This has further supported the notion of Nunnally 
(1978) and Pallant (2007) that Cronbach’s alpha value above 0.70 is considered as reliable and 
acceptable. Table 1 presents the Cronbach’s alpha values of the variables. The Cronbach’s 
alpha values obtained from range from 0.738 to 0.844, where all of the value is exceeded the 
threshold of 0.70. Hence, the data obtained are considered reliable and acceptable for this 
study.   
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Table 1 
Cronbach’s alpha value of the variables 

Variable(s) No. 
of 
items 

Cronbach’s Alpha Value 
(Pre-Test, n=30) 

Cronbach’s Alpha Value 
(Post-Test, n=173) 

Determinants of selected 
RepTrak™  

   

Products and Services 4 0.805 0.869 
Innovation 3 0.738 0.826 
Citizenship 3 0.754 0.791 
Leadership 4 0.759 0.886 
Performance 3 0.844 0.891 

Corporate Reputation 4 0.837 0.901 

 
Moreover, before multivariate analysis was carried out, the data should be normally 
distributed, as normality is one of the significant requirements for inferential analysis (Hair, 
Black, Babin & Anderson, 2018; Tabachnick & Fidell, 2013). Based on Table 2, the values for 
skewness and kurtosis for independent and dependent variables are in the range between -2 
to +2, with a 5% sampling errors, which is considered acceptable to prove that a normal 
distribution exists (Tabachnick & Fidell, 2013). Hence, the data are normally distributed and 
the requirements for multivariate analysis are met. 
In addition, multicollinearity is an issue for regression analyses when there are strong 
correlations (linear dependency) between independent variables (r ≥ 0.90). Therefore the 
Variance Inflation Factor (VIF) and tolerance level are used to diagnose multicollinearity issue 
(George & Mallery, 2016; Tabachnick & Fidell, 2013; Thompson, Kim, Aloe & Becker, 2017). 
According to Hair, et al., (2018), VIF should be below 10 and tolerance value should be above 
0.10 to deduce the absence of multicollinearity issue (Kumari, 2008). Table 2 shows the VIF 
and tolerance values of five (5) independent variables. Tolerance values range from 0.228 to 
0.564 which above 0.10, whereas VIF values range from 1.772 to 4.390 which are below the 
value of 10 (Tabachnick & Fidell, 2013). Thus, there is no multicollinearity issue in the study 
and the statistical requirements are met.  
 
Table 2 
Skewness, kurtosis, tolerance and VIF of the variables 

Variable(s) Min Max Skewness Kurtosis Tolerance VIF 

Determinants  of 
Selected RepTrak™  

      

Products/Services 4.00 20.00 - 0.466 0.361 0.564 1.772 
Innovation 3.00 15.00 - 0.284 0.310 0.382 2.621 
Citizenship 3.00 15.00 0.158 0.107 0.475 2.106 
Leadership 4.00 20.00 - 0.400 0.291 0.228 4.390 
Performance 3.00 15.00 - 0.363 - 0.339 0.334 2.998 
Corporate Reputation 4.00 20.00 - 0.358 - 0.064   
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Results & Discussions 
The results indicated that more than half of the respondents were female (53.8%). Over half 
of the respondents were Chinese (63.6%), Malaysian (74.0%) and/or have received tertiary 
education up to bachelor degree level (54.9%). Majority of the respondents were represented 
by the young adults aged between 21 to 30 years old (82.1%).  
Table 3 illustrates the Pearson’s product-moment correlations among the variables and 
indicates a series of positive and moderate relationships between Products/Services (r = 
0.698, p = 0.000), Innovation (r = 0.600, p = 0.000), Citizenship (r = 0.699, p = 0.000), 
Performance (r = 0.634, p = 0.000) and Corporate Reputation. In addition, Leadership (r = 
0.778, p = 0.000) and Corporate Reputation have a positive and high correlation according to 
the Rule of Thumb (Mukaka, 2012; Guilford, 1956). With p values less than 0.05, the 
correlations are statistically significant. Thus, research hypotheses H1, H1a, H1b, H1c, H1d, and 

H1e were supported. This means that when consumers perceived the determinants of 
Malaysia Airlines’ (products/services, innovation, citizenship, leadership, and performance) 
positively, the company is likely to have a favorable reputation among the consumers.  
 
Table 3 
Correlation test on the relationship between selected determinants of RepTrakTM model and 
corporate reputation among consumers of Malaysia Airlines (n = 173) 

 Corporate Reputation 

Independent variable(s) r p 

Dimensions of RepTrak™ Model 
Products/Services 
Innovation 
Citizenship 
Leadership 
Performance 

 
0.698** 
0.600** 
0.699** 
0.778** 
0.634** 

 
0.000 
0.000 
0.000 
0.000 
0.000 

             **Correlation is significant at the 0.01 level (1-tailed) 
 
The current findings supported the findings conducted by Feldman et al., (2013) and 
Rungnapar Pitpreecha (2013) in which perception of quality product/services can help to 
enhance reputation. In addition, other research has also confirmed the significant and 
positive association between citizenship and reputation (Lu et al., 2015; Ogunfowora, 2014; 
Park, 2019; Taghian et al., 2015; Zhu et al., 2013). Researchers also presented findings on the 
significant and positive association between corporate performance and reputation, by 
elaborating that desirable reputation correlates with outstanding performance (Lu et al., 
2015; Ogunfowora, 2014; Taghian et al., 2015; Vig et al., 2017; Zhu et al., 2013; Zhu, 2014).   
For the innovation facet, previous studies revealed perceived higher capability to innovate 
new thing drives reputation (Foroudi et al., 2016). Innovativeness portrays distinguishing 
uniqueness to the stakeholders against competitors, thereby creating a desirable reputation 
that warrants higher visibility (Dutot et al., 2016; Makkonen & Inkinen, 2014). Dangelico 
(2015) also supports the current findings by deducing that green product innovation has the 
ability to improve reputation.  
The current findings further supported the significant and positive relationship between 
leadership and corporate reputation. Based on the findings, many scholars have argued that 
ethical leaders' characteristics include fairness, integrity, credibility, authenticity, ethicality, 
desirable managerial values and interpersonal skills are vital to build a positive organizational 
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reputation since leaders are the representative of an entire organization in the eyes of the 
stakeholders (Halff, 2013; Men, 2014; Ogunfowora, 2014; Zhu, 2014). 
Table 4 summarizes the results of multiple regression analysis regarding corporate reputation 
explained by the determinants of RepTrakTM model. The R value of 0.853 shows a high 
correlation between corporate reputation and the overall predicting variables (determinants 
of RepTrak). The analysis of variance with F = 89.070 was significant at the 0.05 level of 
significance. Thus, H2 is supported. While the five (5) predictors collectively contributed to 
71.9 % of the variation. The analysis clearly indicated that product and service, innovation, 
citizenship, leadership, and performance were the factors that contributed to corporate 
reputation of MAB. However, there are other variables (28.1%) that are currently not 
explained in this study that contribute incrementally to corporate reputation. 

 
Table 4 
Multiple regression analysis of corporate reputation with predictor variables 

Predictor Variables Unstandardized Coefficients Standardized 
Coefficients 

 

Determinants of 
RepTrak™ Model 

B Std. Error Beta P 

(Constant) - 1.691 0.799 
 

0.036 
Products/Services 0.430 0.066 0.321 0.000 
Innovation - 0.206 0.098 -0.138 0.037 
Citizenship 0.462 0.096 0.282 0.000 
Leadership 0.358 0.088 0.345 0.000 
Performance 0.196 0.088 0.156 0.027 

F = 89.070 df1 = 5, df2 = 167 p = 0.000 
R = 0.853 R2 = 0.727 Adjust R2 = 0.719 

 
The findings of products/services being a significant predictor of corporate reputation 
supported past studies done by Vidaver-Cohen and Bronn (2013) and Rungnapar Pitpreecha 
(2013) who ranked Products/Services as the most crucial predictor of corporate reputation, 
meanwhile other researchers deduced that the quality of products and services drives 
reputation significantly (Feldman et al., 2013). A study conducted by Gatzert and Schmit 
(2016) concluded that it is also possible for consumers to judge the quality of products and 
services based on the reputation of the brand. This is likely to happen when consumers have 
no direct experience with the products and services, and have a limited credible source of 
information to make a purchase decision. Since, purposive sampling technique is currently 
employed in this study, all participating respondents will have prior experiences with the 
products and services of MAB. It is more likely for them to make a judgement based on 
personal experience to decide if their perception of MAB is favourable or vice versa. 
Therefore, the claim made by Gatzert and Schmit (2016) is not applied in this study.  
In addition, the hypothesis of innovation being the one of the predictors of corporate 
reputation are also accepted. This finding contradicts with the previous findings on less to no 
significance of the dimension in predicting corporate reputation (Feldman et al., 2013; 
Vidaver-Cohen & Bronn, 2013). However, other researchers would agree with the current 
findings as they have deduced that innovation drives reputation (Dangelico, 2015; Dutot et 
al., 2016; Foroudi et al., 2016; Makkonen & Inkinen, 2014). This finding also supports the study 
carried out by Vidaver-Cohen and Bronn (2013) who stated that countries with developing 
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economy prioritise dimensions which are more business-oriented, with Innovation being on 
top of the ranking. This means that Innovation should be highly prioritized by the MAB’s 
consumers in consideration of its reputation.  
Based on the results, citizenship is perceived to be one of the significant predicting factors of 
corporate reputation of MAB. This finding is congruent with the findings found in America, 
Switzerland, Japan, and across Europe and Latin America whereby the respondents of past 
RepTrakTM surveys placed Citizenship as the third most significant reputational driver 
(Vidaver-Cohen & Bronn, 2013). Other researchers also highlighted the role of CSR as an 
influencing factor of corporate reputation (Feldman et al., 2013; Park, 2019; Taghian et al., 
2015; Zhu et al., 2013).  
Based on the discussion, the favourable CSR approach will help with the boost of confidence 
and positive feelings from stakeholders through portraying excellence in management and 
achieving common good (Taghian et al., 2015; Zhu et al., 2013). With the emergence of ethical 
consumers, corporate reputation now heavily based upon social and environmental 
contributions, considering CSR as one of the key factors of long-term sustainability (Feldman 
et al., 2013). 
Current findings on leadership as one of the significant predictors of corporate reputation are 
also supported (Zhu et al., 2013; Zhu, 2014). It is found that ethical leadership has significant 
and positive influence on corporate reputation through enhanced CSR approach, but only 
when ethical leadership is strong. CSR projects without dedication and consistency tend to 
create a negative impression among stakeholders who will view the CSR-related activities as 
a greenwashing attempt. Such impression ultimately destroys reputation instead of uplifting 
it (Zhu et al., 2013).  
The hypothesis for performance as a predictor of corporate reputation is also accepted. 
Desirable financial performance is said to create an impression that an organization has a 
good corporate reputation (Lu et al., 2015). On the other hand, other researchers have 
pointed out that positive reputation tends to generate positive sentiments and supportive 
behaviors among stakeholders, which naturally contributes to better performance such as 
increased market value, dedicated employees, increased revenue, positive word-of-mouth 
and stronger customer loyalty (Feldman et al., 2013; Taghian et al., 2015;  Zhu et al., 2013).  
 
Conclusion  
This research intends to examine the relationships between the five (5) dimensions of the 
RepTrakTM reputation model and corporate reputation of Malaysia Airlines. It aims to 
determine the perceived relevance of dimensions in reputation management from the MAB 
consumers’ perspective which are products/services, innovation, citizenship, leadership and 
performance in this study. The correlation and multiple regression results revealed that all 
the five (5) determinants are the predictors of corporate reputation within the context of this 
study. 
 
Implications 
In terms of academic implications, this research contributed to the communication 
management literature empirically by proving that the RepTrakTM reputation model which 
was developed by Fombrun et al., (2015) is applicable in the Malaysian setting. The study has 
widened the knowledge regarding the practicality and suitability of the RepTrakTM reputation 
model in the aviation industry operating under a developing economy like Malaysia, and 
within a multicultural and multiracial environment. 
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In practical terms, this study brings multiple benefits to the corporate and marketing 
communication department of MAB in terms of understanding its consumers’ perspectives 
and current reputation status of the organization using the RepTrakTM reputation model. 
Businesses with similar settings and cultures are also able to identify the variables that are in 
play when managing their respective reputations.  
Since all the determinants, namely products/services, innovation, citizenship, leadership and 
performance are found to contribute significantly to reputation, the organizations should pay 
particular attention to these determinants. For instance, the top management and leaders of 
airline companies should advocate for and implement green product innovation and usage in 
their daily operations. Green product certifications could be obtained to gain stronger 
confidence and higher admiration among all stakeholders as well. Ultimately, the findings will 
inspire the airline companies to re-evaluate the effectiveness of their business and 
communication strategies to convey to the stakeholders in achieving consistent sustainability 
and survival.   
 
Limitations & Suggestions for Future Study 
The study possesses several limitations. Firstly, this study has employed a non-probability 
sampling technique, namely purposive sampling which would limit the generalizability of the 
results since not everyone in the population were given equal chances to participate in the 
study. Future studies are recommended to employ probability sampling techniques under 
similar context, so that there will be more generalizability of the data.  
Secondly, this study only focused on the customers as one of the stakeholders of MAB. Future 
research should therefore include different combinations of stakeholder groups (such as 
employees, media, potential customer). It is also interesting to make comparisons between 
different brand of airline companies or industries to add more perspectives into the 
reputation research.  
Thirdly, there are other variables, which were currently not being investigated in this study, 
which can contribute 28.1 % of the variation in explaining corporate reputation. Hence, future 
studies can include some other outcome variables as suggested by literature such as customer 
loyalty, positive word-of-mouth, customer’ satisfaction to test the moderating and mediating 
effects of the reputation model using structural equation modelling (SEM) to enhance the 
advancement of knowledge in the corporate communication and management arena. 
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