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Abstract
The purpose of this paper is to understand the importance of corporate reputation (CR) how main intangible asset
of a company. This study investigates the role of CR on optical three group’s stakeholders: cooperants, workers and
customers on loyalty in cooperative organizations. This study proposes a theoretical model tested using structural
equation modeling. 1200 valid questionnaires were collected from a three group samples: cooperants; workers and
customers of the biggest dairy union of cooperatives in Iberia. CR has a significant impact on loyalty in three group’s
stakeholders on organizations cooperatives. Corporate reputation is revealed as an intangible asset, constituting,
as the pillar of organizational development by providing ability to compete in the market and generate profits. This
study is based on three cross-sectional data from a dairy company. This is a topic that, given the multiplicity of
possible approaches, it is even less studied the theoretical level as regards the analysis of corporate reputation with
applicability in the various organizational stakeholders. The results give new guidelines to redress the cooperatives
traditional management, namely the management of intangible assets like reputation. This paper contributes to the
competitiveness of a type of organization closed to the social structure of the rural population. This research with three
types of stakeholders (cooperants, customers and workers) power shall be constituted as an important contribution
to the literature, for what has been analyzed only works strand of customers (external) and/or employees (internal).
The results bring the management challenges of the 21st century to the traditional principles underlying cooperatives
management helping them to reinforce competitiveness. The intangibility is always a difficult area of research, in which
old doors close and new doors open.

Keywords: Corporate reputation; Communication; Image; Loyalty;
Stakeholders

Introduction
Currently organizations face new circumstances and changes
due to the complexity, dynamism and uncertainty associated with
globalization [1]. The study of stakeholders has been a key area of interest
in the management literature over the last 25 years [2], either academic
or professional. These have sought to understand the expectations and
needs of stakeholders and their categorization in management groups
[3,4]. According to authors it is necessary for organizations to develop
long-term relationships with stakeholders [5,6].
Recently, however, scholars have questioned approaches that view
predominantly stakeholders from the perspective of organizations or, in
other words, the groups that should be managed for organizational gain
rather than existing in genuinely mutually dependent relations [7,8].
However, such a view is contrary to Freeman's [9] which emphasize
the interdependency of organization and stakeholders. Applying the
resource-based view (RBV) organizations must understand what
resources are available to them and leverage their business creating
strategic advantages, since they are key resources to be utilized in
conjunction with monetary reserves and physical infrastructure
[10,11]. The various groups of stakeholders are increasingly interested
in the destinations of organizations wanting to take part in decisions
affecting the future of organizations. Thus, the performance of these
companies has been seen with attention to the needs of these groups,
seeking improvements in innovation to respond to the new challenges
they face. Technological progress, market volatility, higher consumer
demand, the trend towards corporate concentration, are profound
and rapid changes, that have arisen related to globalization, which
requires greater attention from managers. All these changes mean a
sharp increase in competition at the international level, more open
competitive environment. Companies to survive the changes have to
adopt new forms of management in the organization [12]. Companies
for these reasons, have to meet these groups with developments in
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all fields: institutional, financial, human resources and management,
especially [13,14]. The stakeholder theory seems to be a good answer
to this complexity that organizations are living, seeking to ensure the
continuity of business. This theory attempts to model reality and offer
solutions to overcome the situations [15].

Materials and Methods
Corporate reputation
A company’s reputation is widely recognized as a key intangible
asset, one that has been argued corporate reputation reflects the level of
credibility, reliability and trustworthiness that an organization has with
its stakeholders [16-19]. Corporate reputation is a perception built up
over time, and based on the company’s corporate identity, projected
corporate images, business performance, and how corporate actions
are aligned with stakeholder concerns [20,21]. Corporate reputation
has been considered as the most valuable intangible resource that
firms can have and so can influence value creation and profit and
the potential to generate sustainable competitive advantages and to
improve the intrinsic value of a firm [22-29]. Fombrun [30] proposes
a definition of reputation which comprises four components (1)
collective assessments of a (2) company’s attractiveness for a (3) set of
stakeholders, compared to a (4) reference group or company.
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As proposed by Roig et al. [31], the reputation of a firm and its
products and services play an important role in creating a desirable
value for its stakeholders. A good corporate reputation confers
several marketing advantages, including the ability to command price
premiums in the market, to form favorable relationships with supply
chain partners, to maintain competitive product positioning, and to
generate greater customer loyalty [32,33]. For marketing managers,
the primary external stakeholders are customers, but other individuals,
groups, or organizations can have an impact on decisions related to
marketing strategy formulation and implementation. These include
suppliers, vendors, distributors, dealers, retailers, investors, employees,
shareholders, consumer groups, and community activists.
The overall reputation of a company combines judgments about
different facets of corporate behaviors interacting with various
stakeholder groups in activities in the labor markets, capital markets,
or product markets [22,34,35]. In line to Argenti and Drucken Miller
[20] reputation is an outcome of interactions between stakeholders and
the organization over time.

Stakeholder theory
According to Jones and Wicks [36] and Savage et al. [37], the
basic premises of stakeholder theory are: the organization enters into
relationships with many groups that influence or are influenced by
the company, i.e., "stakeholders" in accordance with Freeman's [9]
terminology; the theory focuses on the nature of these relationships in
terms of processes and results for the company and for stakeholders;
the interests of all legitimate stakeholders are of intrinsic value and it is
assumed that there is the prevailing single set of interests.
Van Riel [38] and Donaldson and Preston [39] pointed out that the
theory focuses upon management decision making. Stakeholder theory
can be considered as an innovation in how to manage the company
and allow mitigating conflicts between the parties (market, religion
and marketers) that make up the organisation. In addition, it connects
stakeholders to ensure the creation of value and success in the markets
[40-43]. The real reason for belonging to the company is to create
sustained value by meeting human needs and economic benefit. To this
end, the stakeholder theory is very important for the organization to
face successfully the markets because the stakeholders are increasingly
more demanding, so you can change the organization if they are not
satisfied. Thus, companies should recognize, incorporate the ideas
and suggestions provided by stakeholders. Resources and capacity
generated by the cooperation of each stakeholder group are considered
the basis for the creation of competitive advantages [9,44,45].
Stakeholder theory is a comprehensive view of companies, trying to
strike a balance between the stakeholders of the company, with the aim
of adapting to the continuous changes that occur in the environment,
taking into account the continuity. It is important to know how
to reconcile all interests and awaken each flow for each group, in
achieving the overall objectives of the company, so that the credibility
of the stakeholders and the good organizational image are the vehicle
to achieve business success [45,46].
Organizations, to enhance the reputation, should guide social
marketing to its stakeholders identifying their objectives, prejudices
and signs on the legitimacy of the company's shares [47]. Joint
decisions among stakeholders and the organization reinforce the
sense of corporate responsibility and therefore the reputation through
ethical and sustainable behavior [48,49]. All stakeholders, such as
customers, suppliers, distributors, investors, and community groups,
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assess corporate reputation over time through image and publicity
campaigns, and actual experience with products and services [50].
Companies are implementing social responsibility practices in
response to pressure from increasingly sensitive stakeholders to the
social and environmental aspects of the company and that a response
to competitive pressure. CSR is a means for companies to differentiate
themselves from competitors, to promote a positive image of the
company through the formulation of autonomous commitments,
improve corporate reputation and create a climate of trust between
the company and stakeholders. Postel and Rousseau [51] report
that the business conduct should incorporate the need to moralize
stakeholders of social enterprise and environmental, consequences of
business activities (workers). The theory of stakeholders is considered
the benchmark theory for the analysis of reputation. Associated with
this theory there is the concept of stakeholders that refers to "all
individuals or groups of individuals who influence or are influenced by
the activities of the company” [52].
Donaldson and Preston [39] distinguish between three main
approaches to analyzing stakeholders namely the descriptive approach,
the instrumental approach and normative approach. The descriptive
approach proposed to explain the functioning of the management
process and how managers work in the organisation, taking into account
the interests and demands of the different actors. The instrumental
approach seeks to identify possible links between management based
on consideration of the stakeholders and organizational performance.
In this sense the companies that create relations of cooperation and
trust with its stakeholders are at a competitive advantage over those
that do not, especially in terms of opportunity cost or prevention. The
regulatory approach is based on concepts and principles that justify
the moral and philosophical consideration of stakeholder interests.
The combination of descriptive and instrumental approach reflects
an empirical reflection of stakeholder theory, they represent tools for
strategic management, whereas the normative approach introduces an
ethical vision of strategic management. Therefore, it should encourage
the control of a relationship of trust and cooperation with stakeholders
and integration of their interests and concerns into corporate strategies
and business [41,44,53].
The management implements principles, processes and their
impact on stakeholder groups for guidance in the various activities
of the companies in order to balance the interests of stakeholders
and improve business reputation. In addition, the principles also
demonstrate the company's commitment to meet the expectations and
standards required by stakeholders [54,55]. For cases, these may involve
activities such as: the generation of information about stakeholders,
their expectations and perceptions of the organization; the development
of initiatives consistent with the principles of reorganization and
designed to meet the demands of stakeholders and even anticipate
their future demands and evaluation of the organisation's impacts on
the social issues raised by stakeholders. In short, the goal is to manage
and develop lasting relationships with various groups of stakeholders
by meeting their needs and expectations [56]. It is the engagement of
stakeholders in this process that gives it legitimacy [7,57].

Models bi
Based on Freeman [9] original terminology, the prospect of
organizations can be seen as "stakeholders affect an organisation",
while the prospect of stakeholders can be seen as "stakeholders are
affected by organisations." Then come the bi-directionality notion to
bridge this gap [58].
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A bi-directional approach helps to map the specific nature and
causal of key issues within the organization relationship/stakeholder
and does so in a way that can be rigorously tested. The bidirectional
takes into account the needs and expectations that organizations have
from stakeholders and these are the organisations, thriving sense of
reciprocity and balance perceived and fairness in terms of trade [59,60].
This usually includes anything of value company's offer to stakeholders
and stakeholders offer something of value to the organization
[61]. Reputation is active important for stakeholders, namely for
workers and members of cooperative, but their role is crucial to the
organization's reputation [62,63]. "Report framework" and "report
process" can be adapted and applied to different situations to achieve
mutually rewarding and harmonious exchanges between organizations
and stakeholders in line with the vision of many stakeholder theorists [64].

Communication
Corporate communication is defined as ‘the overall planning,
execution and evaluation of an organization’s communication with
stakeholders groups that affect the ability and goals of an organization
[65]. According to Duncan and Moriarty [66], communication is a
human activity that connects individuals and creates relationships.
Sincerity, transparency and consistency form the trinomial developed
by Halderen and Riel [67] to characterize the communication
elements that can impact upon a company’s reputation. Corporate
communication is a core element used by corporate marketers to
communicate with specific stakeholders. Communication allows
companies to align their own interests with stakeholders’ interests or to
create a favorable basis to interact with their different stakeholders [68].
According to Goodman and Hirsch [69] is used to describe a variety of
functions of strategic management and may play a decisive role in the
behavior and success of the organization [47,70]. Depending on the
organisation, corporate communication may include: public relations;
the emergency communication crisis; corporate citizenship; reputation
management; community relations; relations with the media; investor
relations; relations between employees; government relations; the
marketing communication; communications management; corporate
brand, image building and advertising. A good strategic approach
the communication can to be a key to a business success [35]. Omar
et al. [71] argue that companies should consider the importance of
internal and external communication, ensuring complete control
of communication with all kinds of stakeholders [20,72]. Lovelock
et al. [73] suggest that effective communication becomes possible to
provide satisfactory services and the maintenance of harmonious
and productive relationships, strengthening the trust, respect and
loyalty of stakeholders. Communication and reputation are closely
interconnected. Their importance can hardly be overestimated; they are
critical in the process of positioning of an organization [74]. Corporate
communication and behaviour contribute to creating and maintaining
a solid, sustainable, unambiguous reputation [75]. According to Van
Riel and Fombrun [76]; Zerfass [77]; Hawabhay et al. [78] corporate
communication plays a crucial role in the process of reputation
development by listening to publics expectations, addressing them with
planned flows of communication content and cultivating relationships
with the most salient stakeholders. When the role of corporate
communication function within organizations beyond the perception
of influential stakeholders for the formation of organizational reality,
committing stakeholders making more sustainable reputation, being
one of their antecedents [79]. Gradually, communication is important
for building CR and the implementation of a corporate communication
strategy positively influences the efficiency and effectiveness, reinforces
the values that represent the organization culture as well as its essence
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and the brand, along with behaviors and symbolism [20,80]. The role
and importance of corporate communications which are incorporated
throughout all marketing management positions reflected in the
creation and strengthening of the corporate image in the operations
and performance of enterprises in the market [68,81].
Therefore, the following hypothesis has been formulated:
H1: Communication has a positive and significant impact on CR.
Corporate image is defined as the "general impression" that
remains in the minds of stakeholders as a result of the accumulated
feelings, ideas, attitudes and experiences with the organization, when
the organization's name is brought to mind [82-86]. Corporate image
is a result of communication process in which the organizations create
and spread a specific message that reflects their core values that they
believe [86-88]. This is in line with study by Keller’s [89] worldwide
vision of brand image. Thus, corporate image could be considered as a
type of brand image in which the brand name refers to the organization
as a whole rather than to its sole products/services. The importance
of corporate communication to build, protect and maintain corporate
reputation has been advocated in numerous publications in recent
years. Reputation and information sharing represent signals that
stakeholders observe in the process of value creation, which is seen
as the end focus for corporate [90]. Usually, image is considered the
measure of effectiveness of corporate communication.
The role of corporate communications is to project a good and
consistent image of the organization across multiple audiences [91].
Both corporate communication and image provide a potential route
for competitive advantage for the organization [38,92].
Therefore, the following hypothesis has been formulated:
H2: Communication has a positive and significant impact on
Image.
Communication with stakeholders is essential for developing
loyalty. The form of the communications is very important [93]. Amine
et al. [94] argue that communication, satisfaction and loyalty are
mechanisms that provide an ethical and socially responsible climate,
since participating in the enhancement of quality in relations between
the company and the different stakeholders. Indeed, communication
contributes to the dissemination of information on ethical activities
and socially responsible company supporting the creation of relations
of trust and commitment between the company and its stakeholders,
and therefore your satisfaction and loyalty. Thus, the implementation
of a corporate communication strategy positively influences the
efficiency and effectiveness of the organization and its reputation.
Gotsi and Wilson [95] emphasized the role of communication in
creating reputation, maintaining that organizational reputation
is a stakeholder’s overall evaluation of a company based on the
stakeholder’s direct experiences with the company and any other
model of communication. The management recognizes the fact that
keeping their existing customers is just as important as creating new
ones, and loyalty marketing has become vital to its success [96]. Loyalty
programs is marketing strategies develop to increase stakeholder’s
loyalty [97]. However, not all loyalty programs perform effectively, and
many companies struggle due to unsuccessful loyalty programs, and to
maintaining loyalty requires an equal and continuous balance of three
components: process, value and communication. Communication
may both enhance the loyalty and perceived benefits and still invoke
a sense of community through the quality of information and the
communication style [98-100].
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Therefore, the following hypothesis has been formulated:
H3: Communication has a positive and significant impact on
Loyalty.

Reputation and image
Nguyen and Leblanc [101] defined corporate image as a subjective
knowledge, or attitude such as ideology, corporate name, reputation
and delivery system quality level. Corporate image is defined as
the “overall impression” in the stakeholders’ mind as a result of
accumulative feelings, ideas, attitudes and experiences with the
organisation, stored in memory, transformed into a positive/negative
meaning, retrieved to reconstruct image when the name of the
organization is heard or brought the public [82,84-86,102]. Corporate
image is a multi-dimensional construct [103]. Today, it is commonly
agreed that a strong and distinctive corporate image is the key to
sustainable competitive advantage [104,105].
Kennedy [106] and Gotsi and Wilson [95] emphasize the
importance of stakeholders as communicators and the impact they
have on strengthening the corporate image. Corporate image has two
sides, namely, organizational and individual [107]. For stakeholders,
the corporation's appeal and reputation develop several images from
sources, including stakeholders' perceptions, attitudes and emotions
[108-110]. Dowling [111] demonstrates that corporate image is the
result of aligning organizations themselves with their stakeholders'
perceptions through communication efforts [112].
The distinction between CR and image is not always clear; neither
is the nature of the reciprocal impacts [113,114]. Nguyen and Leblanc
[115] argue that, due to the meaning of the constructs CR and corporate
image, it is acceptable to suggest that CR has an impact on corporate
image. However, Brown et al. [21] show that corporate image seems
to have a broader scope combining the company’s expectation of
how it is to be seen based on the construed external image [68], while
CR is formed by the perceptions of external stakeholders. Corporate
image and reputation are considered critical to the overall assessment
of any organization due to the idea underlying the perception and
the stakeholders’ feelings when hearing the organization’s name
[82,85,86,116-118]. Fares et al. [119] show how image and reputation
are important elements for the development and maintenance of loyal
and satisfying relationships with stakeholders.
So, the following hypothesis is formulated:
H4: CR has a positive and significant impact on Image.

Reputation and loyalty
Walsh and Beatty [120] noted that a firm’s reputation is based on
a favorable general estimation of the organization by the public. As
a result, a firm’s reputation could impact positively on the public’s
attitudes and behaviors towards the organisation. Many researchers
refer to corporate reputations as intangible assets and resources that
can contribute to a firm’s competitive advantage [121-123], however,
the favorable image is viewed as a critical aspect of a company’s
ability to maintain its market position. The reputation of a firm may
be interpreted as the overall perception of a company, what it stands
for, what it is associated with, and what one may be supposed to gain
when buying its products or using its services [124-126]. The perceived
reputation is subjective interpretation of reality, which is obtained by
an individual and affects cognitive attitude and affective or emotional
aspects [127]. The overall reputation of an organization combines
judgments about different corporate attitudes interacting with
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stakeholder groups (activities in the labor markets, capital and product
markets) [34]. These corporate attitudes and actions send different
stakeholders the value of reputation of organizations [128].
Organizations wishing to build stakeholder loyalty need to
consider the experiences of stakeholders when they interact with the
corporate brand. Stakeholders, as customers, are exposed to many
brand-related stimuli including brand identifying colours, shapes,
typefaces, background design elements, slogans, brand characters,
packaging, marketing communications, and the environment in which
the brand is sold [129]. These are linked with four dimensions of brand
experience: sensory, affective, behavioral, and intellectual. Loyalty is
fundamental to the success of a cooperative organization, its members
being the vital part of the organization and loyalty the way to its success
[130]. In the literature, loyalty has been defined as an attitude and as a
behavior [131].
The loyalty can be manifested in multiple ways, such as by
expressing a preference for a company over others, by continuing
to purchase from it, or by increasing business with it in the future
[132]. The satisfaction is thought to be an important antecedent of
loyalty [133]. Kim et al. [134] also found support for the relationship
between satisfaction and loyalty, and Chang et al. [135] concluded that
satisfaction is positively related to loyalty. Chun [136] has argued that
the reputation might be related to loyalty, and that satisfaction and
loyalty may be either antecedents or consequences of reputation.
Many studies in the corporate reputation literature show that a good
reputation positively affects a firm’s performance and stakeholders
loyalty [125,137]. Chiou and Droge [138] showed that loyalty can
be increased through the stakeholders’s perceived reputation in a
business. Andreassen [139] modeled a relationship between reputation
and loyalty and concluded that reputation may be the strongest driver
of loyalty in the public sector. Authors like Marzo-Navarro et al. [140];
Helgesen and Nesset [141] show a positive link between reputation
and loyalty based on research among university students. According
to Loureiro and Kastenholz [133] demonstrated the positive effect of
the company's reputation on loyalty. Weiwei [113] emphasized the
importance given by researchers to reputation and corporate image as
being the most important factors in building loyalty.
Accordingly, the following hypothesis is formulated:
H5: CR has a positive and significant impact on Loyalty.

Image and loyalty
Keller [89] defines image as perceptions about a company held
in consumer memory. According to Nguyen and Leblanc [110],
corporate image is related to business name, architecture, variety of
products/services, tradition, ideology and to the impression of quality
communicated by each person interacting with firm’s stakeholders. The
loyalty is determined by image [142,143]. However, the relationship
between image and loyalty is not clear since several studies have failed to
demonstrate the direct impact of image on customer loyalty [144,145].
Authors as Andreassen and Lindestad [146] and Wu et al. [147] argue
that in complex and infrequently used services, brand image rather
than satisfaction may be the main predictor of loyalty. The relationship
between image and loyalty has brought differing results: while Sirgy
and Samli [148] report a direct relationship among image and store
loyalty, the findings of Bloemer and Ruyter [149] in the banking
industry indicate an indirect relationship where the influence of image
is mediated by service quality. In tourism Kandampully and Suhartanto
[150] found image to be one of the two most important factors for
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guests of a hotel to consider repurchase and recommendation. Bigné
et al. [151] found that image impacts simultaneously on all three
components, namely perceived quality, satisfaction and loyalty.
Previous empirical research supports a positive link between
corporate image and loyalty [146,149,152,153]. Selnes [137] also
confirmed the influence of corporate brand image on brand loyalty.
However, Davies and Chun [145] found that corporate brand image
had an indirect influence on brand loyalty via customer satisfaction
when personality traits are used to portray corporate brand image in
an off-line setting. Helm [154] studied loyalty as a two-dimensional
construct, namely affective loyalty and loyalty behavior. Individuals
act according to an affective predisposition, so affective loyalty can be
viewed as an antecedent of behavior loyalty. Weiwei [113] emphasizes
the importance given by researchers to CR and corporate image as
the most important factors in loyalty building. Akroush et al. [155]
in study´s find a relationship image has positively and significantly
affected destination loyalty with those international tourists on Jordan.
So, the following hypothesis is formulated:
H6: Image has a positive and significant impact on Loyalty.

Conceptual model
The proposed model presents the set of hypotheses developed.
Corporate reputation produces interest to the various stakeholders and
the model presented is adjusted to the 3 groups of stakeholders (Figure 1).

Method
Sample and data collection
The research universe for this study comprised the members of
three cooperatives, shareholders in the biggest dairy company in the
Iberian Peninsula. Data were collected through a survey applied all over
the country. In order to test the proposed investigation model and the
research hypotheses, data was collected via structured questionnaires
to each group stakeholders. The data collection has a total of 1200 valid
responses (464 consumers; 263 cooperants; 473 workers) and in the
period of January 2, 2014 and June 5, 2014.
The sample comprises 50,8% men and 49,2% women. Respondents
are 25% aged between 18 and 30 years, 45.1% between 31 and 45 years
and 29.9% between 46 and 60 years. Concerning the level of education,
the majority has the secondary level 35.8% and 43% have graduation
and the remainder has1 cycle.

Measures
In order to operationalise the variables, we conducted a literature
review and adapted scales used in previous investigations.
A Likert-type scale ranging from 1 (disagree strongly) to 7 (strongly
agree) was used to measure the constructs CR, image, communication,
and loyalty. Loyalty metrics are not the same but are comparable in
their content.
Communication was operationalised according to Riel [156]
Thomaz and Brito [81]. The scale was made up of five items such as “I
trust in the data on products and services”. After a confirmatory factor
analysis the final Cronbach’s alpha was 0.90.
CR scale was based on Walsh et al. [157], and treated the construct
as multi-dimensional. The measure had five sub-scales, as follows:
customer orientation, good employer, reliable and financially strong
company, product and service quality, and social and environmental
responsibility. A total of 28 items were defined. Items such as “Has
management who seems to pay attention to the needs of its employees”;
“Develops innovative services” and “Is environmentally responsible”
were used. The final test presented a Cronbach’s alpha coefficient
between 0.87 and 0.94.
Image was operationalized according to the study by Nguyen and
Leblanc [115]. The scale was made up of three items such as “I believe
that this organization has a better image than its competitors”. The final
test presented a Cronbach’s alpha coefficient of 0.86.
Loyalty was operationalized according to Helm [154]. The scale
was made up composed of four items such as: “are you going to hold
your shares on a long term basis?” The final test presented a Cronbach’s
alpha coefficient of 0.92.

Common method bias
When self-administered questionnaires are used, a common
variance bias problem can emerge or increase [158]. According to
Podsakoff et al. [158], the common method variance (CMV) tests help
to identify the existence of variables that can cause measurement errors
and systematic bias in the estimation of the relationships between
constructs. The emergence of this problem may arise when a) the
information about the independent and dependent variables comes
from the same respondent, b) the same scale format is used throughout
the questionnaire and c) different constructs are measured at the same
time and using the same instrument. Proceeded to single Harmans
factor test, which is, according Podsakoff and Organ [159], the most
commonly used method in the literature in general and in marketing
research. According to this proposal, if there's a single factor analysis or
general factor accounting for over 50% of the variance of the variables,
the common method bias will be present, but in this study, a single
factor explains 38.25% of the variance of the variables, then not checks
the bias of the method.

Reliability and validity

Source: Author’s own research.
Figure 1: Conceptual Model.
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In order to perform descriptive statistics, correlations, and
exploratory factor analysis, the researchers used the statistic software
IBM SPSS 19.0 Statistical package. Amos 19.0 was used to perform CFA
(confirmatory factor analysis) and SEM (structural equation modeling).
Initially, CFA was conducted to test the measurement model and the
psychometric properties of the scales used [160]. All items are measured
on a seven-point Likert scale (1=strongly disagree to 7=strongly agree).
CFA was used to assess the psychometric properties of the scales and
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the measurement model fit, using AMOS 19. The final model shows
a good fit (IFI=0.969; TLI=0.962; CFI=0.969; RMSEA=0.048; CMIN/
DF=3.769; GFI=0.943) (Appendix).

Communication has a positively and significantly impacts on
corporate image in global study, except the group of cooperants,
supporting H2. These results are similar to those [88,164].
Communication is very important but customers should be the main
target. Cooperants appear to be less touched by communication maybe
because they are both customers and suppliers [62].

Item-total correlations are all above 0.50 and the α values on Table
1 are all above 0.90. Average Variance Extracted (AVE) values are
between 0.7 and 0.9. The measures used seem to be reliable according
to Hair [160]. All the correlations between constructs are significantly
below 1 and all the squared multiple correlations are smaller than the
AVE.

CR has a positive impact on image, therefore H3 is supported. This
result corroborates the conclusions [62,88,114]. Reputation seems to be
crucial for cooperants (srw=0.790) which are the main recipients for a
reputation policy. Workers to (srw=0.475), they seem to be influenced
by the organization reputation. Finally, customers present the lowest
impact (srw=0.333) perhaps because communication is more evident
and more impacting.

The discriminant validity of the constructs was tested. It is assumed
that the correlation between the different constructs theoretically is
low. Discriminant validity is evidenced by the fact that all correlations
between the constructs are significantly smaller than 1 and the squared
correlations calculated for each pair of constructs is always smaller
than the variance extracted for correspondent constructs, thereby
confirming the discriminant validity (Table 1) [161,162].

The construct communication is not significantly related on loyalty,
therefore not support for H4. This result is similar for the three groups
of stakeholders. Communication is a very important variable, however,
on what concerns loyalty, the skepticism seems to prevail [165-168].
Moreover, even if not significant, the coefficients are negative which
increases the idea of that potential skepticism, with the exception of
customers.

Findings
The results of the multigroup show that in general there are no
major differences. There are 6 hypotheses in which five of them were
supported. Hypothesis 4 is shown as unsupported.

Image is positively related to loyalty for the overall study and for
each of the 3 study groups of stakeholders, therefore H5 is supported.
This result corroborates the conclusions [113].

We then used SEM to test the proposed hypotheses, revealing
that the adjustment measures are appropriate and show good levels.
The final structural model shows a good fit (IFI=0.956; TLI=0.950;
CFI=0.955; RMSEA=0.052; CMIN/DF=4.198; GFI=0.907). Table
2 presents the results for the structural model. A global analysis was
performed to identify the differences between the three stakeholders
group.

CR is positively related to loyalty for the overall study and for each
of the 3 study groups of stakeholders, therefore H6 is supported. This
result corroborates the conclusions [113,154].

Conclusions
The objectives this research intends to propose and test a model
that identifies the formation of corporate reputation and assesses
their impacts, from the perceptions of three groups of stakeholders:
cooperants, workers and customers, namely the impact on loyalty in
cooperative organisations.

And as a result we confirmed the statistical significance of all
positive relationships, except the hypothesis 4, which despite significant
is the proposed reverse. To the 2 groups of stakeholders (workers;
cooperants) as well as reverse also appears not significant (H4).
Communication has a significant and positively impact on CR in
the 3 groups stakeholders, therefore H1 is supported. This result is in
line with studies [38,68,163]. Communication appears to be crucial for
reputation.

The methodology this study proposes a theoretical model tested
using structural equation modeling. For this purpose, 1200 valid
questionnaires were collected from a research sample comprised of

SD

X1

X2

X3

X4

X5

X6

X7

X8

CC

AVE

Rep O Customer (X1)

0.9235

0.938

-

-

-

-

-

-

-

0.9097

0.7165

Rep Good Empl (X2)

0.9004

0.560

0.929

-

-

-

-

-

-

0.8876

0.7249

Rep Reab Financ (X3)

0.8774

0.545

0.584

0.937

-

-

-

-

-

0.8984

0.6891

Rep Qual (X4)

0.8555

0.480

0.448

0.472

0.881

-

-

-

-

0.8637

0.6791

Rep Soc Env Resp (X5)

0.9089

0.539

0.519

0.538

0.489

0.870

-

-

-

0.8999

0.6701

Imag (X6)

0.7978

0.379

0.407

0.454

0.348

0.401

0.862

-

-

0.9021

0.7548

Communicat (X7)

0.8103

0.445

0.422

0.475

0.362

0.430

0.460

0.904

-

0.8585

0.6707

Loyalty (X8)

10.510

0.595

0.642

0.640

0.509

0.641

0.636

0.524

0.915

0.8666

0.6197

Obs: The principal diagonal presents Cronbach’s Alpha; SD: Standard Deviation; CC: Composite reliability; VE: Variance extracted.
Table 1: Standard deviation; Correlations, Cronbach’s Alpha, compose reliability and variance extracted.
GLOBAL n= 1200

Workers n=473

Consumers n=464

Cooperants n=263

Relationships

SWR

P<0.001

SWR

P<0.001

SWR

P<0.001

SWR

H1

Comunic------->Reput

0.703

-

0.732

-

0.652

-

0.870

-

Supported

H2

Comunic------->Imag

0.308

-

0.143

0.024

0.505

-

0.030

0.396

Supported

P<0.001

H3

Reput------->Imag

0.449

-

0.475

-

0.333

-

0.790

-

Supported

H4

Comunic------->Loyalt

0.104

0.003

0.095

0.076

0.006

0.466

0.054

0.317

Not Supported

H5

Imag------->Loyalt

0.319

-

0.393

-

0.344

-

0.380

-

Supported

H6

Reput------->Loyalt

0.63

-

0.573

-

0.517

-

0.475

-

Supported

Table 2: Results structural model.
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three group stakeholders: cooperants; workers and customers of the
biggest union of dairy cooperatives of the Iberian Península.
The results are based on a cross-sectional study, cemented the
stakeholders of a "union of cooperatives" of the dairy sector, the Iberian
leader in the production, processing and marketing of dairy products.
The research shows that the communication relations with the
reputation and image are significant, which leads us to conclude
that stakeholders attach importance to the way the organization
communicates its strategies, products and services. To emphasize the
crucial role of communication in building a good business reputation,
and a connecting link between the stakeholders - based on attributes:
Sincerity, Transparency and Consistency. The relation between
on corporate reputation and loyalty also it presents significant, so
that we can complete the sense of belonging of stakeholders with
the organisation, as trust and how much they are satisfied with the
organisation's management practices and attitudes. The relationships
between communication and loyalty seem marginally significant,
which implies that managers must join forces to realize the behaviors
and needs of its stakeholders, improving their strategies.
The results of this research are very important for managers, as they
may define their strategies and allocate its resources in activities that
contribute to the construction of its reputation and still reveal how an
intangible asset may become crucial for the improvement of relations
with the stakeholders, relation to the performance and competitiveness.

Contribution
The row of milk is considered as an important segment of the
national agricultural industry and the role developed by cooperatives
is fundamental for the consolidation and strengthening of the
sector. Cooperatives are an important mark for the mobilization of
milk producers, leading to its modernization and restructuring and
contributing to the competitiveness of a type of organisation closed to
the social structure of the rural population. This is all-important, since
we are dealing with subject sector instability for political reasons and
or climate, thus serving as suitable barometer to check the "weight" of
reputation in the organisation. This this can be a sign of differentiation
in the market and source of competitive advantage.
The overall results are conclusive and contribute to a better
understanding of CR, within the 3 groups of stakeholders or the global
level or at the individual level. These findings are of great importance
to both scholars and managers, since, the corporate reputation is a
multidimensional concept that has attracted the attention over time.
Managing CR is a difficult procedure a dynamic process which calls for
increased efforts, even to maintain the levels achieved. It is presented
as a major concern for managers worldwide and strategically managed
at the highest corporate level. It is known as one of the most important
intangible assets of a company and should be considered as a source of
competitive advantage, with positive and differentiating consequences.
This paper contributes to the literature concerning cooperatives,
and specifically to the issue of competitiveness within this type
of organization closed. The investigation’s conclusions confirm
the influence of CR on image and loyalty. The results show that a
change in the cooperatives’ management practices, based on CR, and
supportive strong and visible CSR practices, would help to reinforce
the competitiveness of the cooperatives, as these practices would
bring them closer to the overall managerial practices, typically used in
companies from the most dynamic sectors.
Bus Eco J, an open access journal
ISSN: 2151-6219

This analysis aims to innovate to investigate the phenomenon of
corporate reputation from the point of view of the three main groups
of stakeholders in relation to a large Portuguese organization of the
cooperative sector: cooperates; workers and customers.
The investigation in the cooperatives field is relevant and
recommended due to the importance of the sector and to the attraction
they represent. Cooperatives usually lack of managerial skills to face
globalization and competitiveness. A new generation of cooperatives is
looking for a place in a market characterized by aggressive strategies,
adding more value to their offers. According to several different
companies are finding in the cooperative form a way to reinforce
their resistance to closure and unemployment, an alternative to the
actual competitiveness framework and a way to ensure the workers
commitment and loyalty and a shared vision. Cooperatives may
represent the right balance between individual objectives from specific
stakeholders and survival and competitiveness.

Limitations and Future Investigations
This investigation is based on cross sectional data. When causal
relationships are to be investigated, longitudinal data may help in the
understanding that causality.
This research is based on a sample of 3 groups the stakeholders
(workers; customers and cooperants) from a union of cooperatives
from the dairy industry. However, it could be extended and applied to
other organizations and other industries in order to compare results.
Additionally, measures adopted may not fit equal among different
stakeholders.
The development of a multidimensional scale with good
psychometric properties and capable of capturing the CR assessment
from different groups of stakeholders, and of assuring some
comparability of the may be an excellent opportunity for future
investigations.

Conclusion and Concluding Remarks
This research highlights the importance of intangible assets such as
reputation management. Corporate reputation has received growing
attention in recent decades. Opportunities for managers and executives
to use the results as a means of boosting the competitiveness of their
companies are revealed by the results of the study. In this respect, the
study’s findings are very important for managers, as they may help
them formulate their strategies and allocate resources to activities that
contribute to the construction of a strong reputation.
According to the strategic decisions surrounding the socially
responsible behavior of a company may become a source of competitive
advantage; thus, managers and owners have the opportunity to take
advantage of that which the development of CSR practices provides
on organisations. These practices on CR, can assist the companies in
designing or modify social responsibility strategies used by the firm in
order to build a positive CR .
The survey results reveal how an intangible asset may become
crucial for the improvement of relations with the stakeholders, with
respect to financial performance and competitiveness. The results can
be concluded that corporate reputation can contribute to the overall
performance of the company and is comparable between the various
stakeholder groups.
Finally it is hoped that the results of this investigation can help
companies from the cooperative sector to change their traditional
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management practices and principles and to achieve a greater
convergence with more modern management approaches that are
aimed at meeting the challenges facing organisations, nowadays.
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