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Abstract
This paper reports the initial finding on examinatio
product and service quality on ‘ethical brand’
influence a company’s reputation among indu

Malaysia. The initial result does show th
mediation impact on corporate reputati
the existing literature on branding ion by introducing the
concept of the ‘ethical brand’ in or nd the formation of a
company reputation.
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The Internet re
brought us into
practice conditior

digital era. Consequently, business
influenced by the adoption of digital
change to remain innovative and

f new “technology, global logistics, and information
industrial buyer’s process, and has been identified as
rket orientation (Kohli and Jaworski, 1990) and
competitive advantage (Day, 1991). In this wake of
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globalization, one specific issue with increasing relevance in business and
theoretical studies is the role of ethics in business (see, e.g. Pearson, 1995;
Halme, 1997; Dienhart and Curnutt, 1998; Sen, 1995, 1999). Reas
the rise of ethical concerns in business are many-sided and
Social and environmental concerns have also materialize
consequence. By definition, ethical brand means somethi
portray them as socially responsible and envirg
confirming their social and environmental responsibiliti
important issue today.Ethical aspects have alr
important factors in business encounters. One ¢
integration of environmental issues within t
equipment products. According to regulatio
2005), waste will affect the quality of
clearly affect every type of business,
which then becoming the question o and Alsagoff (1993)
indicate that the ethical business cli ysia was at a critical
stage, and the companies c ssues: quality, price and
ethical standard.

In the past, the effects
buyers’ responses hav

rganization and person,

researched (e.g. Bendixen et al.,
ri and Holbrook, 2001; Bliemel and

n criterion (e.g. Mudambi et al., 1997;
. Neslin and Gedenk, 1999). However, Fan
buying behaviour is not necessarily based on

cal branding and company’s reputation. Moreover, corporate
ortant in globalization as it has positive affect on company’s
n (Singhapakdi et. al, 1999) and enhances a company’s
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It is thus the present study intention to determine the importance of
the role of ethical brands on the behaviour of industrial buyers. The
specific research questions are as follows:

1. Does having a better quality of product and
lead customers to perceive the brand as ethical?
2. Do ethical brands mediate the effect be

quality) influence company’s reputation of
electronic office equipment in Malaysia.

Literature Reviewand the

In previous studies, quality (
specifically performance components
identified as the main drivers of indu
significant relationships betweenmg
buying behaviour of industri
Eggert (1998), Bozzo (2001)

A current study _ba

quity. The positive and
ice quality and repeated

model of branding that is useful in
sumber of deficiencies. According to
asic” elements missing: legality and ethics.
contains a legal as well as an ethical standard.
be assessed by both financial and ethical

Fan (2005), there
Consequently,
Thus brand

S on society as whole. Brands that satisfy one group
ible negatively affect another. Therefore, stakeholders as a
e impacted by branding, should be considerate. It means
must contribute positively to society by inserting ethical
pecially in the broader social context. Thus, responding to
r concerns for marketing practices, including ethical obligation to
ate the complaint are very crucial to be applied in order to maintain
reputation.

Administration and Management Review Page-62
Vol 22, No. 1, January, 2010.




The Role of ‘Ethical Brand’ and Its Effects on Company Reputation

While the company’s reputation is derived from perceptions of all
stakeholders (Whetten & Mackey, 2002, p. 401), Wartick (2002, p.

usually are the group that have the major influence. Gre
advocates that the core component of corporate reputation i

strategic
high standards
. ‘Ethical
better model industrial
construct may have a
ity and a company’s

brand’ thus should be incorporated i
buyers’ responses (Paluszek, 20006).
mediation impact between service,
reputation.

ervice quality and company

In the pre elements have been combined to
: Good performance, (2) Good features,
ood durability, (5) Aesthetics (Croshy, et al.,

lity on“the other hands is about the abilty to advise the
ing.technical and commercial questions in the business to
(Aaker, 1997). In general, with the increased use of the
situation is changing, and service quality is conceptualized
ually appealing of physical facilities, (2) The appearance of the
facilities, (3) Promise to do by a certain time, (4) Sympathetic
reassuring staff, (5) Dependable, (6) Trust employees, (7) Polite
ployees, (8) Personal attention, (9) Know what our needs
(Jayawardhena et al., 2005), (10) Good information, (11) Good online
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information, (12) Good documentation, (13) Quickly receive
supplementary information (Van Riel, et al., 2005). A leading electronic
company that offers high quality can enhance customer confide

(Lancanster and Allen, 1992). Rationally, company

influenced by: (1) Product Quality; (2) Service Quality; an

(3) Ethical Brand. Thus, it could be posited that:

H1 Product quality will have a positive direct rela

Corporate Reputation.

H2.  Service quality will have a positive p with
Corporate Reputation.

The link between product quality and e

According to Fan (2005), bra e needs to be assessed by
ethical measures. In this case, it need tandards for marketing
practice and standards for stakeholde continue the business
relationship. In rational, quali
buyer, may effect the perce
could be hypothesized that:
H3.  Product quality i itive direct relationship with ethical
brand.

and ethical brand

omers particularly for electronic product (e g.
, such as Computer Server, Notebook,
ocopier and so on). If a company provides better
an its competitor, the company will be seen as
ithethe ethical value which in turn lead to a positive image for

onsibility. The hypothesis can then be stated as:
ervice quality will have a positive direct relationship with ethical
brand.
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The indirect relationship between products, service quality and
company reputation (via Ethical Brand)

Whetten & Mackey (2002) define company reputation as a
type of feed-back received by an organization from its s
concerning the crediility of the organization’s identity clai

all stakeholders; indicating that corporate

performance might enjoy close relationship particula of
social performance. The previous paragraph has i lity of
product and service are antecedent to ethic : ere are
indirect effects indicated between produ ice quality and
company reputation via ethical brand. can be then
hypothesised as follows:

H5.  Product quality will have p ship with company’s

reputation via ethical brand (i .

H6.  Service quality will hqve pos onship with company’s

reputation via ethical

Data Collection

progress. Online and mail survey are used to
Malaysia for three areas (Kuala Lumpur,

embilan) from industrial buyers that use electronic
Simple random sampling is constructed to get
electronic office equipment. 50 respondents have
e areas. They consist of 18 respondents in Kuala
them in Selangor, and the rest are 9 respondents in Negeri

There are four main constructs identified in the present study: (1)
oduct Quality (PQ); (2) Service Quality (SQ); (3) Ethical Brand (EB);
and (4) Company’s Reputation (CR). Measures for the variables were
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developed from Croshy, et al., (2003), Van Riel, et al., (2005), Enderle, G.
and Tavis, L.A., (1998), Cretu and Brodie (2005) and Jayawardhena
al., (2005). Content and face validity were conducted through the
of experts in scale construction and, by participants in this g

and understandable for the current study.
Analysis and Result
Factor Analysis and Reliability

Data was analyzed using SPSS. To i
factor analysis and reliability test are com
suggested to indicate some variables correlati
be reduced first before conducting the
et al., (1998), minimum value of fac
respondent. Having 50 respondents,
of factor loading. Composition of
statistics for the resulting fac

Reliability test shows
between 0.953 and 0.976. T
quality (0.976), se T .972),
company reputatio
In term of discri
and the resu [

ccording to Hair
pended on number of
.6 as minimum value
and items, descriptive
n Appendix at Table 2.
h's Alpha of constructs is
Cronbach’s Alpha for product
ethical brand (0.968) and

pection, Pearson Correlation was used
t there is no collenearity among the constructs
(above .90) as being considered by Hair et
escriptive statistics for the resulting factors are
at Table 3. Besides that, there is no indication of
scatterplot graph and standardized residual and

inear regression is used to test direct relationship of the conceptual
. Results are presented in the following table.

Table 1: Linear regression estimates conceptual model
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T- P-
Equation Model fit | Relationship | Coefficient | Value | Value | Conclusion

R Square =
.660; F =
96.017

1 (p<0.000) PQ to CR 0.554 5.249

R Square =
725, F =
65.705

2 (p<0.001) SQto CR 0.373

R Square =
.750; F =
74.357

3 (p<0.012) PQ to EB

Supports
<0.05 H3

R Square =
725, F =
126.675

4 (p<0.000)

Supports
<0.05 H4

The above tab
supported. The ne
to analyse indirec
Baron and
table:

A rmlng hierarchical regression in order
05 among variables of the model following
986). Results are presented in the following

Table 2: Hierarchical regression estimates conceptual model
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Adjuste | R
N R dR Square F
0. | Relationships | R Square Square Change
1| PQ-CR .817(a) 0.667 0.660 0.667

rts H5

2 | PQ-EB --CR | .880(b) 0.774

Fully

mediat
1|SQ-CR .763(a) 0.582 ed

Suppo
2 | SQ—EB --CR | .830(b) 0.689 rts H6

The indirect relationship and CR exhibits a fully
as insignificant p-value of beta
in which B3 = .232, and leve 0.142 > 0.05 was found when
mediating variable he overall model is presented in
below figure:

Figure 1: The Fu

Produc
Quali
/

\

Ethical 464 & 232(NS)
Brand

Corporate
Reputation

373

Conclusion
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Finding of this study indicates that quality of product and service

model of industrial buyer. This current study appear
previous research by Whetten & Mackey, 2002; Warti

achieve good reputation.
Suggestions for Future Research

1 brand’ construct and
ng industrial’s buyers
dies could replicate this

This current study has incorpor:
investigating its effect on company’s
toward electronic office equi
research in other product cat

The current study is not itations. As the current study

53 dents from the industrial buyers are
yet to be sufficie ) ion but the current study will be
increasing its samyg n ne ure. Although low in sample size as
what is report lal finding, however, 50 responses from
be comparable with individual consumers.
tudy examines the industrial buyers’ responses of
equipment. Thus, the findings of this study could not
er industries. Cross-validation to other industries
d in this study as it is out with scope. Replicating
in similar or other industries is therefore essential in
findings of this study. Adding new construct into this
del is also requested in order to outcome the future model
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