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Abstract

The subject of corporate reputation has attracted interest among marketing
academies and practitioners for the last four decades. Recently, the increasing importance
that managers place on the value of sustaining a favorable corporate reputation has been
reflected through a whole industry devoted to profiling corporate reputations and the
Marketing Science Institute’s call for a research on corporate image, corporate reputation
and the value of being seen as a “good company”. Although the term reputation is clearly
defined as the estimation in which one is held; character in public opinion; the character
to attribute to a person, thing or action; over the years authors in this area have adopted

different, sometimes even contradictory definitions for the term corporate reputation.

X



	CORPORATE REPUTATION: PERSPECTIVES OF EMPLOYEES IN CELCOM (M) BERHAD
	LETTER OF SUBMISSION
	DECLARATION OF ORIGINAL WORK
	Acknowledgement
	Table Of Contents
	List of Table
	List of Figure
	Abstract
	CHAPTER 1 INTRODUCTION
	1.1 Background
	1.1.1 Company's Vision
	1.1.2 Company's Brand Vision
	1.1.3 Company's Pledge
	1.1.4 Corporate Social Responsibility Programme
	1.1.5 Products and Services

	1.2 Problem Statement
	1.3 Objectives Of The Study
	1.4 Research Question
	1.5 Theoretical Framework
	1.6 Significance of Study
	1.7 Scope of Study
	1.8 Definition of Terms

	CHAPTER 2 LITERATURE REVIEW
	2.1 Corporate Reputation
	2.2. Branding and Corporate Reputation
	2.3. Marketing and Corporate Reputation
	2.4 Corporate Identity and Corporate Reputation
	2.5 Corporate Communications and Corporate Reputation
	2.6 Customer Satisfaction and Corporate Reputation
	2.7 Corporate Social Responsibility and Corporate Reputation
	2.8 Sponsorship and Corporate Reputation

	CHAPTER 3 RESEARCH METHODOLOGY
	3.1 Introduction / Research Design
	3.2 Population
	3.3 Sampling
	3.4 Data Collection Method
	3.5 Data Analysis and Interpretation

	CHAPTER 4 DATA ANALYSIS
	4.1 Reliability Test
	4.2 Respondent Profile
	4.3 Important of Marketing into Corporate Reputation
	4.4 Corporate Social Responsibility Views the Role of Reputation Management
	4.5 Customer Satisfaction Is The Factor To Contribute Corporate Reputation
	4.6 The Powerful Corporate Identity Towards Organization
	4.7 The Significant Impact of Branding (Existing Products) Towards Corporate Reputation
	4.8 The Significant Impact of Branding (New Product Extensions) Towards Corporate Reputation
	4.9 TheGood of Corporate Communication as the Vehicle of Corporate Reputation
	4.10 Sponsorship Increasing the Corporate Reputation
	4.11 Correlation

	CHAPTER 5 CONCLUSION AND RECOMMENDATION
	5.1 Conclusion
	5.2 Recommendation

	Bibliography
	Appendices



