
CORPORATE REPUTATION: PERSPECTIVES OF
EMPLOYEES IN CELCOM (M) BERHAD

SITI ZULAIKHA BT RAMLI
2003478102

Submitted in Partial Fulfillment
of the Requirement for the

Bachelor of Business Administration
(Hons) Marketing

FACULTY OF BUSINESS MANAGEMENT
UNIVERSITI TEKNOLOGI MARA

MELAKA

2006



Acknowledgement

This thesis is made by Siti Zulaikha Binti Ramli for the Mara University of

Technology. It contains 9 criteria's in the thesis and all of them are all about the

corporate reputation in Telco's company, which is Ce1com. I have underwent my

practical training at Ce1com (M) Berhad for 3 months in Corporate Communications

Division. It brings me a lot of experiences in doing such an outgoing work. Even though

it was tired day training at Celcom (M) Berhad, but I learnt a lot from the department.

The people in Ce1com are friendly and helpful especially in my division. I would like to

say warm thank you wishes to all of them for helping me up every time I had facing a

difficult time and work.

I also would like to thank my advisor, Encik Norazman Bin Harun for helping me

up with the proposal and thesis. He is my backbone of my thesis that is encouraging me

from A to Z and never stops giving me an advice to work hard while I had training at

Celcom (M) Berhad. Not forget to my second advisor, Dr. Ariffin that help me to recheck

my proposal and asked me to make another research on corporate reputation. Dr. Ariffin

has taught me a lot in this proposal and thesis. They're no way of successful without my

parents blessing. My family members have given me a fully moral support from the day

one of practical until the end. They will give me their cooperation when ever I need their

help. I really appreciate with all of them who are supporting me from behind.

Thank you,

Siti Zulaikha Binti Ramli

BBA (Hons) Marketing

University of Technology Mara

Malacca Campus

IV



ACKNOWLEDGEMENT

LIST OF TABLES

LIST OF FIGURES

ABSTRACT

iv

vii

viii

ix

CHAPTERS

1. INTRODUCTION

1.1 Background 1

1.2 Problem Statement 5

1.3 Research Objectives 6

1.4 Research Questions 6

1.5 TheoreticalFramework 7

1.6 Significance of Study 10

1.7 Scopeof Study 11

1.8 Definition of Terms 11

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 Satisfact ion and Corporate Reputation

2.7 Corporate Social Responsibility and Corporate Reputation

2.8 Sponsorship and Corporate Reputation

3. RESEARCH METHODOLOGY

3.1 Introduction / Research Design

3.2 Population

3.3 Sampling

3.4 Data Collection Method

v

13

14

16

20

22

24

27

30

36

36

36

38



3.5 Data Analysis Interpretation 39

4. DATA ANALYSIS AND INTERPRETATION

4.1 Reliability Test 40

4.2 Respondent Profile 40

4.3 The Importance of Marketing into Corporate Reputation 42

4.4 CorporateSocial Responsibility Views the Role of 42

Corporate Reputation

4.5 Customer Satisfaction Is the Factor to Contribute Corporate 43

Reputation

4.6 The Powerful Corporate Identity towards Organization 44

4.7 The Significant Impact of Branding (ExistingProducts) 44

Toward Organization

4.8 The Significant Impact of Branding (New Product Extensions) 45

Towards Organization

4.9 The Good of Corporate Communications as the Vehicle of 46

Corporate Reputation

4.10 Sponsorship Increasing the Corporate Reputation 46

4.11 Correlation 47

5. CONCLUSION AND RECOMMENDATION

BIBLIOGRAPHY

APPENDICES

1. Questionnaires

2. Name of Employees in Celcom (M) Berhad

3. Table of Sampling

4. Table of Simple Random Number

vi

49

53

58



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 publ ic 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.
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