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Abstract

In today’s highly competitive, dynamic and turbulent business environment, tour operators strive to search for ways to
differentiate their offerings and build favorable relationships with company’s stakeholder groups. Reputation is an important
mean by which tour operators can maintain a sustainable competitive advantage and ensure a long term relationship with
multiple stakeholder groups. A good feeling about a tour operator, its activities, workplace, past performance and future
prospects by key stakeholders can lead to a positive stakeholder’s decision about the tour operators. More favorable
reputation increase organization performance and attract investors, customers and high-performance employees. Moreover,
it enhances customer and employee’s loyalty. Thus, in order to manage corporate reputation, it is necessary to establish
sound reputation measurement mechanisms, which inform tour operators of the reputation perceptions which limit or
enhance their ability to attract a particular form of support from their stakeholders. The purpose of this study is to explore
the most important factors that determine the link between tour operators’ corporate reputation and stakeholders' decisions
regarding cooperation in services providing or supporting the operations of a company. In this context, hotels are chosen as
the most important stakeholder in tour operator business. In order to achieve the objectives of the study, a model is
developed based on the Corporate Reputation Quotient (CRQ) approach. This model is transformed into a questionnaire and
197 hotels’ managers have been asked through this questionnaire to identify the most important factors that lead to the
creation of the tour operators’ corporate reputation. The results determine that the "Financial Performance” factor leads to a
more favorable reputation. Moreover, concentrating on the "Vision and Leadership” factor can result in a positive
perception of the company. On the other hand, the "Emotional Appeal" and "Social Responsibility” factors do not increase
the diagnostic value of the corporate reputation. The results also show that there is a significant difference between hotels’
categories (four or five stars) in their perception of the importance of the corporate reputation factors with respect only to
the “Products and Services”, “Vision and Leadership”, and “Workplace Environment”. Finally, there is a significant
difference between hotels’ gross revenue with respect only to the factors ‘“Products and Services” and “Vision and
Leadership” of tour operator reputation.

Keywords: Corporate Reputation, Tour Operators, Reputation Management, Stakeholders, Reputation Measurement,
Reputation Quotient.

Introduction

Reputation is an important asset which could be used as a competitive advantage and a source of financial performance. A
good reputation is identified as an intangible resource which may provide the organization with a basis for sustaining
competitive advantage given its valuable and hard to imitate characteristics. Benefits of a good reputation are seen as
including higher customer retention rates and its associated increased sales and product selling prices, and reduced operating
costs. Reputation defined as “a perceptual representation of a company’s past actions and future prospects that describe the
firm’s overall appeal to all its key constituents when compared to other leading rivals”.**3*

Corporate reputation generates value to tour operators, as it plays a significant role in organization-constituent
interactions. Specifically, stakeholders may rely on the reputation of tour operators when making decisions. In other words,
such reputation informs customers about what services to purchase, employees about what company to work for, or
investors about what stocks to invest in. In addition, reputation directs suppliers to accept the operation of the tour operator.

Furthermore, tour operators with good reputations are able to charge premium prices for their services by signaling product
and service quality. They also benefit from higher employee identification and employee morale to act consistently and
convey the corporate values. Corporate reputations are also important in gaining leverage in negotiations with suppliers,
creditors, and investors.>®Successful tour operators are aware of the importance of reputation. A positive reputation brings
trust,’ confidence, and sales, which are ultimately reflected in revenue growth and profitability. A bad reputation can lead to
a decrease in consumer confidence, and, in turn, a reduction in revenue and profits. A tour operator’s ultimate survival may
well depend on developing and maintaining a recognizable image and favorable reputation.® It takes 20 years to build a
reputation and five minutes to ruin it.>*° The tour operators could achieve favorable levels of corporate reputation through
being reliable, credible, trustworthy***? and responsible in the market in the eyes of their stakeholders.*®

Also, tour operators should be creative and different. In order to do that they are supposed to consider the
following: to be able to sustain their entity in the face of competitors, to have position in the sector, to present value in the
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products and services that have been offered for ensuring profit, and to achieve reliability and honesty. The corporate
reputation has been considered as a competition tool that can reveal such differences.**Furthermore, corporate reputation
management and the closely linked stakeholder management approach are topics that have been attracting growing interest
in recent years. A corporate reputation is a collective idea that describes the aggregate perceptions of multiple stakeholders
about a company’s performance; it is “a synthesis of the opinions, perceptions, and attitudes of an organization’s
stakeholders”. In this context, a stakeholder can be defined as “any group or individual who can affect or is affected by the
achievement of an organization’s purpose". This interpretation highlights the close link between reputation management and
the stakeholder approach. The tourism industry, as any other service industry, sells intangible products characterized mainly
by being inseparable, perishable and heterogeneous. Firms in the services or experience industry, and tourism are one of
them; they should invest more in developing their image and reputation. Furthermore, due to the inseparability and
heterogeneity nature of the tourism products, customers are keener to select tourism service providers upon their
reputation.*Tour operators have to face the potential and ubiquitous danger of losing their good reputation through negative
evaluations.® The measurement of corporate reputation is a growing issue for practitioners and academics. There is an
obvious lack of studies especially on the development of corporate reputation measurements for tour operators. Therefore,
this study aims to explore the most important factors that determine the link between tour operators’ corporate reputation
and stakeholders' decisions to engage in a particular form of supportive behavior for a company.

Literature Review
Reputation concept

Reputation has become a strategic asset for tour operators. Business with good reputation is able to differentiate itself and
retain customers and employees, and at the same time achieve higher levels of satisfaction and loyalty towards their
services. Moreover, reputation is essentially the external assessment of a company held by external stakeholders. It includes
several dimensions, such as an organization’s perceived capacity to meet those stakeholders’ expectations, the rational
attachments that a stakeholder forms with an organization, and the overall net image that stakeholders have of the
organization."’

Reputation is also important and valuable because it imparts confidence in the tour operator and people feel good
about buying products and services. At the same time, a reputation is of considerable strategic value as it calls attention to
the tour operator's attractive features. In addition, it provides companies with a competitive advantage by attracting more,
and possibly higher caliber, applicants. *° In addition, reputation entails two main components, namely: (1) perception: how
the company is perceived by all stakeholders; (2) reality: the truth about the company’s policies, practices, procedures,
systems, and performance.'® Reputation can be managed by influencing each individual stakeholder’s images or impressions
that are based on his or her evaluation of the company’s continuous performance and communication, which again are based
on the expectations from the company compared to other competitors.*** ?* On one hand, reputation from the perspective
of the company is an intangible asset that allows the company to better manage the expectations and needs of its various
stakeholders, creating differentiation and barriers vis-a-vis its competitors. On the other hand, from the perspective of
stakeholders, reputation is the intellectual, emotional and behavioral response as to whether or not the communications and
actions of a company resonate with their needs and interests; it is to the extent that stakeholders who believe that the
company meets their needs better than its competitors will behave toward it in desirable ways, e.g. invest, join, support, etc.
As companies meet the needs and interests of stakeholders over time, they increase their reputation resilience and diminish
their reputation risk.?*?®> Corporate reputation is defined as a collective assessment of a firm’s ability to provide valued
outcomes to a representative group of stakeholders, 242>%27

Given the above discussion, corporate reputation can be perceived as the shared sum of stakeholders’ images and
their evaluation of how their expectations are met over time, based on a company’s actions and communication compared to
its competition. Corporate Reputation is both conceptualized as a perceptual construct, in terms of perceptions of a
company’s past actions, as well as an attitudinal construct, in terms of a firm’s appeal. Both perceptions and attitudes are
developed through stakeholder experience of companies. These experiences are judged in terms of stakeholders’
expectations. Therefore, expectations are important moderators between stakeholders' experiences and perceptions of
corporate reputation.”® Corporate reputation of tour operator is the prestige maintained through time which, based on a set of
shared values and strategies and through the eminence achieved with each stakeholder, assures the sustainability and
differentiation of the company via the management of its intellectual capital.?

Reputation Management

Reputation management is the process of tracking an entity’s actions and other entities’ opinions about those actions,

reporting on those actions and opinions, and reacting to that report creating a feedback loop.?’ The major components of the
reputation management are: A) a genuine preoccupation with reputation; B) definition of reputation platform; C) strategic
self-presentation; D) differentiation.*® Most of the reputation management is focused on pushing down negative search
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results. Furthermore, the reputation management may attempt to bridge the gap between how a company perceives itself and
how others view it.*! Reputation management also treats corporate image as a corporate asset; it is to be shaped, nurtured,
protected and used. *2

The objective of reputation management consulting is to maintain a favorable reputation in the workplace and
marketplace, enhance and build the organization's good name and reputation, establish acceptable practices, policies,
procedures, systems and standards that will avoid damage to the organization's reputation, establish guidelines for dealing
with situations where the company’s reputation has been tarnished, and prepare and equip the management team to take full
responsibility for managing the company’s reputation.*®Furthermore, the role of reputation management is explored with a
three-step plan proposed: a diagnostic review of the company's current identity, images, and reputation, a strategic analysis
of trends, plans, and competitor positioning that defines the company's desired future state, and a review of the company's
plans for managing the transition to a future desired state.®***

How tour operator reputation is formed?

Reputation about tour operator can be based on a variety of sources. Some stakeholders may rely on direct experience they
have with an organization in the form of a company’s products, services, and employees. Others may rely on other indirect
sources to form their perceptions, such as employees’ behavior and communication, individuals’ experiences with the
company, the company’s self-presentations, the company’s uniqueness, identity-shaping practices maintained over time,
media interpretations of the company, word of mouth, competitors, and rumors.”*® Moreover, **assured that the two main
sources of tour operator reputation are experience and information or knowledge. A favorable reputation requires more than
just an effective communication effort; it requires an admirable identity that can be molded through consistent performance,
usually over many years.*’

Reputation is also formed by internal structures and statements that define codes, strategic plans, mission or vision
statements or corporate brand value propositions that clearly state what the company stands for.'° Generally, tour operator
reputation is built by products and services, financial performance, vision and leadership, management and employees, and
social responsibility. Each of these components produces images in the minds of various stakeholders.®* Furthermore, *
explores how reputations can be shaped and changed in the public's mind through the media, corporate rankings, contests,
products, and leadership and quality awards. Also,® describes how different stakeholders get their perceptions that ground
the corporate reputation for a specific company depending on personal contact, word of mouth, prior experience,
advertising, media comment, price points, direct mail, and design.

The Principals of Tour operator Corporate Reputation

39, 40, 41, 42

The key principals of corporate reputation as mentioned by are as follows:

1. Distinctiveness: strong reputations result with a company's distinctive position in the minds of resource-holders or
consumers. Much of this attribute is often related to the company’s brand positioning and marketing efforts, but its
believability is directly linked to the other principals

2. Authenticity: strong reputations arise when companies are genuine. Companies must ‘walk the talk' in their media
relations and corporate performance and governance. This is the area where many companies falter and find their
reputations and profits flagging as a result

3. Transparency: strong reputations develop when companies are transparent in their business affairs. This means lots
of communication, creating highly visible presences across whatever media is available to them, and engaging
stakeholders in continuing dialogs

4. Consistency: strong reputations result when companies focus their actions and communications around a core
theme. This almost single-minded focus, when continued over time, builds a belief presence in the mind of the
stakeholder that companies will do in the future what they did in the past

5. Visible: strong reputations develop when company communicates appropriately with employees, carries out visible
stakeholder initiatives, and participates in valued social/community initiatives

The Importance of Corporate Reputation

Corporate reputation creates distinctive value for the tour operator and enables it to gain competitive superiority in the
market." A good reputation helps to manage favorable relationships (satisfaction and loyalty) with customers. It also
influences customers' purchase decisions regarding service and product quality. Furthermore, it encourages a positive
relationship with employees and enhances employee’s loyalty by enabling a favorable identity for themselves.® It also
increases the willingness of employees to corporate with unusual requests and by fostering teamwork and a sense of shared
destiny. Moreover, when managers and employees perceive that the organization has a good reputation, they feel more
secure and happy, which leads to organizational loyalty. In addition® indicates that employees’ view of positive perception
is likely to influence their willing to remain with the company. Specifically, talented people are more likely attracted by



Journal of Association of Arab Universities for Tourism and Hospitality Volume 12 - June 2015 - No 1 - Pages: (140 : 157)

high performing and reputable companies.’® ** consistently with * have argued that the employee’s reputation perceptions

of the organization’s actions toward its various stakeholders influence the employee’s intention to remain or leave the firm.
Furthermore, company reputation affects investors’ perception of a company’s value. Investors are willing to pay more for
the stock of a company that has a good reputation.”>*® Also corporate reputation has a positive effect on financial
performance.®® In addition, a favorable corporate reputation can greatly benefit tour operators in other ways, including
allowing easier entry to new markets and brand extensions, supporting sustainability within a market, charging premium
prices for products,*’attracting higher-quality and larger amounts of investments from the stock market, maintaining a high
spirit among employees, contracting lower costs with suppliers, enabling successful mergers and acquisitions, and
supporting and enhancing new products’ introduction and recovery strategies in the event of a crisis. >* In sum, the value
of a good reputation continues to grow largely because of the competitive advantage and market differentiation it delivers:
higher sales generated by satisfied customers and their referrals *, relationships with the right strategic and business
partners, lower cost of capital*®, benefit of the doubt by stakeholders if crisis strikes, spread of positive word of mouth,
potential to raise capital and share price,'® and suppliers who are less likely to demand payment in advance.*® !

Factors affecting corporate reputation

Many studies highlighted the major elements that affect corporate reputation; this includes: organizational ethics, good
competitive positioning, shareholder value, corporate branding activities, corporate policy and organizational structure,
innovation and creativity, marketing mix activities, customer service satisfaction, full compliance with statutory
regulations, employee satisfaction and loyalty, public relations and effective communication, and finally relationships with
stakeholders.>? Also, tour operator reputation is affected by other factors; personal reputation affects corporate reputation as
the reputation of the leader or the owner affects the reputation of an organization.? In addition, ** demonstrates how a
company’s corporate reputation is influenced by external as well as internal factors. External forces include political,
economic, social, technological, and competitive issues. Internal factors all interrelated involve the company’s behavior,
communication, and symbolic efforts.

Stakeholders

Stakeholders are defined as “any group or individual who can affect or is affected by the achievement of the organization’s
objectives.” This new perspective means that the success of an organization is important for and measured by all
stakeholders. Consequently, the goal should be value creation by following all the stakeholders’ interests. Therefore, within
today’s perspective, the strategic handling of an organization’s stakeholders is crucial to ensure beneficial relationships with
all of them, which in turn again determines the company’s reputation. An added complexity is the interconnectedness of
stakeholders as generically described in Figure (1) including customers, employees, suppliers, investors, communities,
government, media and others. The stakeholders’ interconnectedness and their mutual influence on each other is a crucial
element in the reputation building process and in the success of a corporation’s operations.™ Those groups are internal and
external. On one hand, internal stakeholders include shareholders and employees because they own or work for the
business. On the other hand, external stakeholders include customers, investors, communities, suppliers and partners,
creditors and the government.” this distinction depends on the power and influence they have on the organization.® Thus, to
measure the reputation of a corporation, stakeholders who directly experience the products or services of the corporation are
the crucial measurement elements. The perception of stakeholders is the yardstick of a corporation’s reputation that has an
immediate as well as long-term impact on the competitiveness of the corporation against its competitors in the market.®* %
The company with the good reputation becomes the first choice among stakeholders. 3 However, stakeholders evaluate
companies based on a number of marketing and accounting signals indicating performance, institutional signals indicating
conformity to social norms and strategy signals indicating strategic postures.?

The tourism industry comprises a complex network of stakeholders. Suppliers are one of the most immediate
external stakeholders that a company must consider. Suppliers have become more critical stakeholders in the early 21
century. More often, companies build a number of small, loyal relationships with suppliers and associates. This enables each
business to develop shared goals, vision and strategies. Trade buyers and sellers can effectively collaborate to deliver the
best value to end customers, which is beneficial to each supplier. Additionally, tourism suppliers expect a company that
operates ethically to avoid tarnishing the reputation of the companies with whom their business associates.”
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Figure (1): Stakeholder’s map (Jankovicz , 2010, p. 9)

Hotels have been considered as the most important stakeholders (suppliers) for measuring tour operators’
reputation. Hotels value the success of the tour operators’ reputation through a list of factors: Success of their relationship,
formality of the relationship, guarantees, contract, commitment in terms of pricing, reservation, cancellation and no-show,
payment and issuing of vouchers®, tour operators using their best endeavors to sell the hotels and represent them in their
markets ®, trust, conflict resolution, coordination, information exchange, communication quality, financial performance,
vision and leadership, management and employees, social responsibility, and the competitive positioning in the market. ®

Measuring corporate reputation

A review of the existing models of corporate reputation measurement reveals a relatively small number of widely used
models. The most prominent used methods are Fortune's Most Admired Companies (FMAC) and Reputation Quotient
(RQ). Also popular, but to a lesser extent, are models such as the Corporate Personality Scale (CPS), the Stakeholder
Performance Indicator and Relationship Improvement Tool (SPIRIT).®*%"62 These models differ from one another according
to their underlying approach, the stakeholders they survey, and what they measure. Thus, it is important to consider when it
is appropriate to use which measure. However, the Reputation Quotient is most often applied.®*®* On the other hand
23496586 have added other methods of the most commonly used survey instruments to measure corporate reputation, such as
RepTrak. Moreover, there are three main types of perceptions to measure corporate reputation, namely those relating to: (1)
social expectations reflected in the Fortune’s Most Admired Companies and the Reputation Quotient; (2) corporate
personality (Corporate Personality scale) and (3) trust (Corporate Credibility scale).®”

Reputation Quotient (RQ)

The measurement of reputation should comprise components of various roles/functions which society expects from
companies, including an emotional component. Also, the Reputation Quotient is the most well-known measurement for
corporate reputation from the viewpoint of the corporate social role perspective, overcoming many disadvantages of the
existing reputation measurements focusing on a corporate role. The RQ presents corporate reputation with a ranking
comparison with other companies and shows their uniqueness and differences with an emphasis placed on the (expected
corporate role) attributes.®*® Reputation Quotient (RQ) has been used world-wide since 1999 for comparative reputation
studies, i.e. benchmarking. It enables the identification of critical success factors for corporate reputation from the points of
view of different stakeholder groups.”

Furthermore, RQ is considered a method of qualitative measure specifically built to catch the perceptions of each
group of stakeholders (consumers, investors, employees, competitors or key influencers).”?The quotient is the result of an
appropriate combination of six conceptual dimensions that are evaluated.”® The RQ model measures perceptions of an
organization in terms of social expectations of six dimensions such as products and services, emotional appeal, vision and
leadership, financial performance, workplace environment, and social responsibility®® .

Broadly speaking, the six dimensions of the Reputation Quotient are: 7" ™ 7

1- Emotional Appeal: It refers to whether stakeholders have good feelings about the company, admire and respect the
company, and trust the company. Emotion is the primary drive of reputation. Regarding ratings for other dimensions,
each contributes to emotional appeal, which in turn creates reputation.

2- Products and Services: It refers to factors which measure the value that stakeholders perceive from the products and/or
services, including high quality, innovation, and reliability, good value for money, strong brand, and stands behind
products and/or services.
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3- Vision and Leadership: It denotes how stakeholders feel regarding the organizations’ vision for the future and
role/behavior of leaders such as a clear vision for the future, effective and excellent leadership, and capitalizing
on market opportunities.

4- Workplace Environment: It refers to whether stakeholders believe the company is well managed, has a good workforce,
and is a good place to work. Examples include good employees, good company to work for, appealing workplace, and
talent.

5- Financial Performance: It includes factors which assess how stakeholders perceive the monetary strength of the
company. Examples include a record of profitability, appearing to be worth to invest in, having strong prospects for
future growth and tending to outperform competitors.

6- Social Responsibility: It measures factors which gauge the stakeholders’ view of how the company complies with its
responsibility to the environment and society in which it operates.

Examples include supporting good causes, citizenship, environmental stewardship, ethics, being environmentally
responsible, and treating people well. Generally, the purpose of the RQ is to identify the foundation of a company’s
reputation, to benchmark that company against competitors and other comparison companies, and to identify the key
cognitive attributes that drive corporate reputation.”

The methodology

Previous studies have revealed different outcomes and roles of a corporate reputation for Business to Consumer (B to C)
companies from various perspectives, but few studies have identified them for Business to Business (B to B) companies.
Furthermore, good reputation paves the organizational path to acceptance and approval by stakeholders.”” Examples of
business to business companies are hotels and tour operators. Generally, hotels have been considered as the most important
stakeholders (suppliers) for tour operators and travel agencies. This study deploys one of the newest approaches for
measuring corporate reputation from the point of view of stakeholders. This approach is the Corporate Reputation Quotient
(CRQ) which is based on surveying general population and aims to find out which companies are liked and respected by
stakeholders, and for what reasons. However, to meet the objectives of the study, a conceptual model is built on the
preceding literature review of Corporate Reputation Quotient; it is also devised to identify and highlight the points to be
investigated and to guide the work through the field research.

Research design

The study adopts an exploratory survey to elicit attitudes and perceptions of stakeholders (hotels) towards ranking the most
important factors of corporate reputation that drive the creation of tour operators’ reputation. This kind of survey is best
suited for describing population knowledge, beliefs, attitudes, preferences and behaviors. It is worth mentioning that similar
studies have successfully used this survey design.”® To achieve the objective of this paper, the researchers develop a model
which was used later in constructing the questionnaire. Also, a set of general corporate reputation dimensions specific to the
tourism industry have been identified based on the literature review of Corporate Reputation Quotient® 406680 The
completely worded individual items (statements) used to measure each factor are presented in Table (4) in order to explore
the factors that determine the link between a tour operator’s reputation and hotels' decisions regarding cooperation in
services providing or supporting the operations of a company. In order to ensure that the research design is consistent with
the research objectives, the methodology section has been executed in four stages, as follow:

Creating the field study model

To generate initial items, a review of the literature has been conducted in the broad contexts of Corporate Reputation
Quotient. This step has been carried to determine the main factors of this approach. In the second step, the researchers tried
to modify these factors to be relevant to tour operators’ industry. Furthermore, a list of 6 Corporate Reputation factors has
been screened out from the review of literature in the first step. These factors are: Emotional Appeal, Products and Services,
Financial Performance, Vision and Leadership, Workplace Environment, and Social Responsibility. Through this above
process, 31 initial items have been generated in attempting to cover Corporate Reputation attributes including 6 items
supporting Emotional Appeal, 6 items for Products and Services, 4 items regarding Financial Performance, 5 items
supporting Vision and Leadership, 5 items measuring Workplace Environment, and 5 items supporting Social
Responsibility. This list of Corporate Reputation attributes was then sent to three identified groups for comments. The three
identified groups were: academic staff, 5 hotel managers and 6 tour operators’ managers. Therefore, after a careful
screening analysis and advice from the three identified groups, 25 of the 31 attributes were selected to cover Corporate
Reputation of tour operators (See Table 4)
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Research instrument

To analyze stakeholder’s (hotels) perceptions to rank the tour operators’ reputation factors, a specific questionnaire is
designed since the suggested model has been transferred into self-administrated questionnaire. Furthermore, it is noted that
the main advantage of conducting a self-administered questionnaire is that researchers can collect all of the completed
responses within a short time. Through the questionnaire conducted in this way, any doubts that respondents may have on
any question can be immediately clarified. Also, self-administering questionnaires to large numbers of individuals at the
same time could be less expensive and save more time compared with an interview. Moreover, a self-administered
questionnaire does not require as much skill to administer.?’ Therefore, in order to obtain the required data, this
questionnaire is made up of two sections: descriptive information associated with the stakeholder and corporate reputation
25 attributes, for which hotels were asked to indicate the perceived importance of the attributes when they choose a tour
operator, sign contracts, or support the operation of the company.

The questionnaire has been structured so that each corporate reputation attribute is rated using a 5-point Likert
scale, ranging from 1 (least important) to 5 (most important), in the attributes’ part. Before conducting the main study, the
researchers carried out a pilot study to establish whether the design of the questionnaire is sensible and the instrument is
clear for respondents. Fifteen hotel managers pre-tested the questionnaire, and after receiving their comments, the
questionnaire was then revised according to the comments received during the pilot study. The respondents found the
personification metaphor approach easy to understand, and commented positively on the overall layout, instruction and
design of the questionnaire. They also had no serious problem with clarity, and wording. However, a few items were
reworded after the pilot exercise to improve the comprehensibility and clarity of the questionnaire instrument. The
questionnaire’s re-probe coefficient was equaled to 84.06. This constant verified the reliability of the questionnaire.

The sampling method

The sample chosen in this study includes five and four stars hotels in Egypt. The survey has been conducted in four
significant tourist regions: Greater Cairo, South Sinai (Sharm-EI-Sheikh), Red Sea (Hurghada and Marsa Alam), and Luxor
provinces .These categories of hotels are chosen as stakeholders who are believed to be more knowledgeable and to have a
basic understanding and acquaintance with these topics of research in order to obtain meaningful data. Moreover, these
regions are chosen as they comprise a range of different hotel business types. Therefore, data is collected using the
purposive sampling method, since the purposive sample is appropriate to be used with a criterion sample and provides in-
depth and rich data that the researcher is interested in. ® Then, the sample units are chosen randomly from the Egyptian
Hotel Guide (33th edition, 2013-2014) which is produced by the Egyptian Federation of Tourist Chamber. Furthermore, the
target population of this study is general managers, assistant general managers, operations managers, sales mangers or the
decision-makers in hotels. Their responses would provide the information highly related with actual implementations and
future plans.

The questionnaires were sent by mail then completed by telephone and sometimes by hand. The questionnaires
were distributed from June 1 to August 25, 2014. The following table shows the number of distributed questionnaires and
valid questionnaires:

Table (2) Elements of the Actual Sample

. No. of hotels included in . . . Valid
Region Distributed questionnaires . .
the sample questionnaires %
Greater Cairo 21 58 49 84.4
Red Sea& Marsa Alam 32 68 59 86.7
Sharm El-Sheikh 25 54 41 76
Luxor 5 17 12 70.5

Total 83 197 161 81.7



Journal of Association of Arab Universities for Tourism and Hospitality Volume 12 - June 2015 - No 1 - Pages: (140 : 157)

Data Analysis

Data and information found in this study have been analyzed and discussed in accordance with the research objectives. The
Statistic Package of the Social Sciences (SPSS v 17.0) is utilized to analyze the data obtained. In order to meet the research
objectives of this study, all valid responses have been assessed using a variety of statistical techniques:

1. Descriptive statistics, including simple frequencies and mean ratings, have been computed.
2. Factor analysis is also used to determine the underlying factor structure that made up the sub-dimensions.

3. Reliability, in general, reliability is used to test the internal consistency among the variables or items through a
summated scale.*® The most widely used test for internal consistency reliability is Cronbach’s Coefficient Alpha®,
which is used for multipoint-scaled items. Cronbach’s Alpha is used to measure how well a set of items (or variables)
measure a single uni-dimensional latent construct. Cronbach’s Alpha is low when data have a multi-dimensional
structure. Technically speaking, Cronbach’s Alpha is a coefficient of reliability (or consistency), although it is not a
statistical test.%

4. The Kruskal-Wallis test is used to test the median differences between groups; this test is similar to a one-way
ANOVA test yet it is a non-parametric test based upon rank or ordinal data. This test was applied to compare the
results based on the characteristics of the sample (hotels); the level of significance used was also (P<0.05).

Results and Discussion
Sample Characteristics

A total of 165 out of 197 managers completed the questionnaire in the survey period. 4 questionnaire forms were invalid. A
total of 161 questionnaires were valid representing a response rate of 81.7%. Furthermore, Table (3) illustrates the
characteristics of the sample. The sample is divided into 49 hotels (30.4% of total sample) located in Great Cairo, 59 hotels
(36.6% of total sample) were in the Red Sea and Marsa Alam, 41 hotels (25.4% of total sample) were in Sharm-El-Sheikh,
and only 12 hotels (7.4 % of total sample) located in Luxor.

Table (3): Characteristics of the Sample (hotels)

Variable | Frequency | Percent (%)
1-Hotel’s Location ( region):

Greater Cairo 49 30.4
Red Sea andMarsa Alam 59 36.6
Sharm EI-Sheikh 41 25.4
Luxor 12 7.4
2-Hotel’s Categories

Five stars 97 60.2
Four stars 64 39.8
3-Labor Power

Less than 500 employees 66 40.9
501-850 employees 52 32.2
851-1200 employees 51 31.6
More than 1200 employees 2 1.2
4-Gross Revenue

Less than 30 million pounds 29 18
30-50 million pounds 70 43.5
More than 50 million pounds | 62 38.5
5-Respondents

General Manger 32 19.9
Assistant General Manager 30 18.6
Operating Manager 37 23
Sales Manager 34 21.1
Decision Makers 28 17.4

6-Carrying Studies about Tour Operators
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Always 134 83.2
Sometimes 12 75
Rarely 15 9.3

Results, as shown in Table (3), indicate that 97 hotels (60.2% of the sample) are five stars hotels, while 64 hotels
(39.8% of the sample) are categorized as four stars hotels. The labor power of 66 hotels (40.9% of the sample) is less than
500 employees while 52 of it (32.2% of the sample) is within the range of 501-850 employees. 31.1%of the sample is within
the range of 851-1200 employees. Only 2 hotels (1.2% of the sample) employ more than 1200 employees. In addition, the
highest percentage (43.5%) of the respondent hotels reaps 30-50 million pounds as annual gross revenue. Also, the above
results reveal that the majority of the sample (134 hotels with the percent of 83.2) always carry studies about tour operators
before signing contracts. Only 12 hotels (7.5% of the sample) sometimes carry such studies. Also, 15 hotels (9.3% of the
sample) rarely have any procedure to sing contracts with tour operators.

Assessment for Factor Analysis

After the data was collected and tabulated, a series of statistical assumptions were tested to ensure the appropriateness of the
data for factor analysis. Since, the data matrix was examined for sufficient correlations by computing the correlation matrix.
It revealed that there were many substantial correlations above 0.30, as suggested by researchers® Thus, this indicated that
the items shared common factors and were, therefore, suitable for factor analysis. Barlett’s test of sphericity was conducted
to examine whether the correlation matrix was different from an identity matrix 9. 8" In the correlation matrix for this
study, the test value was large (23796.36) and the p-value was low (0.000), which implied that the data set was appropriate
for factor analysis. Moreover, the Kaiser-Meyer-Olkin measure of sampling adequacy (MSA) was assessed. The MSA value
was 0.878. Therefore, the value is meritorious, which implies that the variables belong together and are appropriate for
factor analysis. Table (4) shows the results of the factor analysis:

Table (4): Factor Analysis of Tour Operator Reputation Model (VARIMAX Rotation)

. Factor EV % of .
Attributes Loading a Variance Communalities
1-Emotional Appeal:
a- | have a good feeling about the tour operator 0.83 822
b-1 respect the tour operator name 0.72 10.8 27.02% '
. 0.70
c-1 trust this tour operator 0.71 071
d-This tour operator is attractive for potential employees 0.71 '
2-Products and Services:
a- I think the tour operator Offers high-quality 0.73 0.65
products and services '
B- This tour operator Offers products and services that 0.91 0.74
are good value for money 18 15.09 0'52
c-The tour operator develops innovative products and 0.89 ' ' '
services 0.59
d- The tour operator has reliable products and services 0.70 0.63
e-Their products meet the expectations of customers 0.89 '
3-Financial Performance:
a-1 think the tour operator _has a strong record of 0.87 0.82
profitability
b- The tour operator looks like a Iow-rlgk investment 0.85 39 9.8% 0.79
c- The tour operator tends to outperform its competitors 0.83 0.79
d- It looks like a tour operator with strong prospects for ' '
0.93 0.50
future growth
4-Vision and L eadership:
a- The tour operator has excellent leadership
L - 0.87 0.58
b- The tour operator has a clear vision for its
future 0.95 0.65
. 1.7 8.00%
c-The company recognizes and takes advantage of
L 0.88 0.61
market opportunities
d-The tour operator has international expansion 0.95 0.63
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5-Workplace Environment:
a-1 believe the tour operator is well-managed 0.91 0.79
b-The tour operator looks like a good company to work ' '
for 0
c-The tour operator looks like a company that would 0.87 12 6.76% 0.78
have good employees 0.90 0.77
6-Social Responsibility:
a-The tour operator is an environmentally responsible 0.75 0.69
company
b-The tour operator maintains a high standard in the 0.83 0.27
way it treats people 0
c- The tour operator seems as a good citizen in its 0.70 106 22.56% 0.48
dealings with communities
d- The tour operator seems as a good citizen in its 0.89 0.77
dealings with employees
e-The tour operator has high transparency 0.77 0.68
(a) EV: Eigenvalues (b) 66.67% of cumulative variances are explained

Corporate reputation attributes were factor-analyzed, using principal component analysis with orthogonal
VARIMAX rotation, to identify the underlying dimensions or factors. The exploratory factor analysis was conducted in order
to gain a better understanding of the underlying structure of the data. The results of the factor analysis included 25 corporate
reputation attributes, and explained 66.67 % of the variance in the data with eigenvalues greater than 1.0. Also, as shown in
Table(4), the factor loadings of each item exceeded 0.5, and so met the threshold level recommended by Bagozzi and Yi.®
Moreover, the convergent validity of each scale’s item is satisfying 0.50. Therefore, the factor analysis in this study proved
to be acceptably valid with communalities ranged from 0.48 to 0.82 with an average value 0.65, suggesting that the variance
of the original values was fairly explained by the common factors. As mentioned above, reliability analysis (Cronbach's
Alpha) was conducted to test the reliability and internal consistency of each factor. The results showed that the Alpha
coefficients of the six factors ranged from 0.80 to 0.88. It is above the minimum value of 0.50; therefore, it is considered
acceptable as an indication of reliability for basic research.

Table (5) Mean Rating and Ranking Importance of Tour Operator Reputation Factors

Attributes Mean Std. Rank
Dev
1-Emotional Appeal: 2.1 48 6
a- | have a good feeling about the tour operator 29 92
b- I respect the tour operator name 34 91
c- | trust this tour operator 34 95
d- This tour operator is attractive for potential employees 18 78
2-Products and Services: 3.0 .59 4
a- | think the tour operator offers high-quality products and services 3.2 1.07
b-  This tour operator Offers products and services that are good
value for money 2.8 1.02
c- The tour operator develops innovative products and services 29 107
d- The tour operator has reliable products and services 31 110
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e- Their products meet the expectations of customers 2.9 .99
3-Financial Performance: 38 m 1
a- | think the tour operator has a strong record of profitability 43 73
b- The tour operator looks like a low-risk investment 35 86
c- The tour operator tends to outperform its competitors 3.4 90
d- It looks like a tour operator with strong prospects for future
growth 4.1 .79
4-Vision&L eadership: 34 .50 2
a- The tour operator has excellent leadership 3.3 .79
b- The tour operator has a clear vision for its future 2.9 1.06
c- The tour operator recognizes and takes advantage of market 33 10
opportunities ' '
d- The tour operator has international expansion 4.2 .79
5-Workplace Environment: 3.2 .65 3
a- | believe the tour operator is well-managed 3.6 .88
b- The tour operator looks like a good company to work for 31 88
c- The tour operator Looks like a company that would have good
employees 2.4. .83
6-Social Responsibility: 28 22 5
a- The tour operator is an environmentally responsible company 26 84
b- The tour operator maintains a high standard in the way it treats
people 2.5 .85
c- The tour operator seems as a good citizen in its dealings with
communities 2.6 .88
d- The tour operator seems as a good citizen in its dealings with 26 65
Employees ) '
e- The tour operator has high transparency 37 64

As mentioned above, in order to measure hotels’ perception as a stakeholder, six corporate reputation dimensions
have been selected; these dimensions are selected according to Corporate Reputation Quotient. According to Table (5), the
mean scores on each attribute of tour operator reputation are 2.7 for Emotional Appeal, 3.0 for Products and Services, 3.8
for Financial Performance, 3.4 for Vision and Leadership, 3.2 for Workplace Environment, and 2.8 for Social
Responsibility. These results shed light on the main areas of tour operator reputation that stakeholders concentrate on.
Furthermore, when ranking the pushing motivators of stakeholders to highly evaluate the tour operator reputation, the most
important factors with the highest mean scores are "Financial Performance" and "Vision and Leadership".

Moreover, these results confirm the study of Melewar,®® Roberts and Dowling®® who found that financial
performance and strong leadership have significant and positive association with corporate reputation. Since they explained
that investors, for example, purchase stocks or financial securities based on the current and historical earnings of companies,
and they generally favor companies with better and more stable incomes. Thus, it can be concluded that accounting
performance (represented by the return on invested capital ratio) has been found to be positively correlated with the
reputation of companies across industries.*’
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On the contrary, the factors "Emotional Appeal” and "Social Responsibility" are ranked as the least important.
Also, these results confirm the study of Hutton et al.”* who concluded that there is no relationship between reputation and
spending on corporate communication activities. However, the results of this study do not match with the findings suggested
by Yang and Peterson who concluded that loyalty can be generated through offering high product/service value*, and the
results of the study by Davies et al.* who found that the quality of product and service is classified as a component of firms’
core values which shapes reputation. This conclusion may be explained with regard to the association between corporate
reputation and product and service quality which may not be simple and direct; for example, the relationship between
product and service quality and corporate reputation can be mediated by customer satisfaction.* High product and service
quality is an important determinant of corporate reputation but it is not sufficient alone for effective reputation building.

The results also do not match with the study of Fombrun® and the study of Dowling®™ who argue that reputation is mainly
built in a planned manner by organizations taking necessary notice of the environment in which they operate. They should
concern for the development of local communities; and that ensure the quality and environmental soundness of their
technologies, products and services.” " However, with regard to the respondents there is a significant and positive link
between corporate social responsibility and tour operator reputation. Also, the results in Table (5) indicate that work place is
another key driver of company reputation and significantly influences stakeholders, but only with rating mean of 3.2.

The Kruskal-Wallis test

The data presented in Table (6) shows that there is significant difference between hotels’ categories (four or five stars) in
their perception of the corporate reputation factors importance with respect only to the “Products &Services”, “Vision and
Leadership”, and “Workplace Environment”. Moreover, it is noticed that five stars hotels are more concerned by these
attributes during measuring the tour operator reputation. On the other hand, the different hotel categories have the same
direction with respect to the factors “Emotional Appeal”, “Financial Performance”, and” Social Responsibility”.

Table (6): Testing Equality of Variable Mean Regarding Hotels’ Category (Kruskal-Wallis)

Factors (variable) Value of Kruskal-Wallis Test Sig
1- Emotional Appeal 1.780 .180
2- Products and Services 58.326 .000
3- Financial Performance 2.359 125
4- Vision and Leadership 37.063 .000
5- Workplace Environment 11.747 .001
6- Social Responsibility 2471 .166

Table (7): Testing Equality of Variable Mean Regarding Hotels’ Location (Region) (Kruskal-Wallis)

Factors (variable) Value of Kruskal-Wallis Test Sig
1- Emotional Appeal 8.119 .044
2- Products and Services 7.763 .051
3- Financial Performance 7.740 .052
4- Vision and Leadership 14.220 .003
5- Workplace Environment 11.298 .010
6- Social Responsibility 11.180 011

The data analyzed in the above table shows that there is no significant difference between hotels’ perception of the
corporate reputation factors importance in different places (governorates) with respect to the “Emotional Appeal”,
“Products and Services”, “Financial Performance”, “Workplace Environment”, and “Social Responsibility” factors.
However, there is a significant difference in ranking “Vision and Leadership” as a reputation factor. This result may be due
to the different conditions affecting the business in different geographical locations, which generally affect the investment
climate.

Table (8): Testing Equality of Variable Mean Regarding Hotels’ Gross Revenue (Kruskal-Wallis)

Factors (variable) Value of Kruskal-Wallis Test Sig
1- Emotional Appeal 1.156 .561
2- Products and Services 23.407 .000
3- Financial Performance 3.004 223
4- Vision and Leadership 28.291 .000
5- Workplace Environment 4.784 .091
6- Social Responsibility 4.032 133
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The previous table presents further data analysis to show whether the obtained results are restricted to a particular
hotels” gross revenue or not. Surprisingly, The Kruskal-Wallis analysis indicates that there is a significant difference
between hotels’ gross revenue with respect only to the “Products and Services” and “Vision and Leadership” factors of tour
operator reputation. This result may return to stakeholders (with high gross revenue) who usually purchase services from
winning firms because it is more likely that successful companies can continuously provide high-quality services and
products and always be there to satisfy any guarantees made.

Table (9): Testing Equality of Variable Mean Regarding Carrying Studies (Kruskal-Wallis)

Factors (variable) Value of Kruskal-Wallis Test Sig
1- Emotional Appeal 229 .861
2- Products and Services 290 .865
3- Financial Performance 6.566 .038
4- Vision and Leadership 2.650 .266
5- Workplace Environment 2.629 443
6- Social Responsibility 2.071 .355

The results in Table (9) clearly state that The Kruskal-Wallis analysis indicates the absence of any significant difference
between carrying studies about tour operators before signing any contract with respect to the six factors of the tour operator
reputation. This result indicates that the entire hotels’ sample built its vision in advance.

Conclusion and implications

Corporate reputation is vitally important. Moreover, the importance of corporate reputation as one of intangible assets has
grown rapidly within the last two decades. The companies with the best reputations are those who have close and interactive
relationships with their stakeholders. They also have policies and practices that offer ongoing and mutual benefit to these
stakeholders, who include employees, customers, shareholders, regulators and suppliers. Despite the apparent importance of
corporate reputation, it is still imperfectly understood as to how corporate reputation is built and maintained especially in
the tourism industry. Furthermore, corporate reputation is a long-term judgment and evaluation of a firm by its stakeholders.
It implies the long-lasting, collective assessment rendered over a long period of time. Also, judgment, evaluation, and
assessment by stakeholders include the emotional appeal of a firm, the range of products and services offered, the vision of
its leadership, the workplace environment in the firm, the social and environmental responsibility of the firm, and its
financial performance. The purpose of this study is to explore the most important factors that determine the link between
tour operators’ corporate reputation and stakeholders' decisions of cooperation in service production or supporting the
operations of a company. In order to achieve the objectives of the study, the researchers follow the Corporate Reputation
Quotient approach which was developed by the Reputation Institute jointly with Harris Interactive in 1999. Moreover, a
number of hotels' managers were asked to identify the most important factors that drive the creation of the tour operators’
corporate reputation. The findings of this study have generated important insights into the way stakeholders evaluate
corporate reputation’s factors. Hotels as suppliers are ranking the pushing motivators of stakeholders to highly evaluate the
tour operator reputation. The results of the present study suggest that for corporate reputation the "Financial Performance”
factor leads to a more favorable reputation. Also, concentrating on the "Vision and Leadership" factor can result in a
positive perception of the company. On the other hand, the "Emotional Appeal" and "Social Responsibility” factors do not
increase the diagnostic value of the corporate reputation; stakeholders might reason that if a company is trustworthy in its
financial, it is likely to be trustworthy in other respects as well. These results send a meaningful message to tour operators;
they should concentrate on these aspects from their stakeholders’ point of views. Tour operators should pay more attention
to improving and maintaining their reputation by mainly developing their “Financial Performance” and “Vision and
Leadership” ability. They also should do moderated efforts to present their products or services and workplace environment
to suppliers. However, there is no serious need to show their efforts in “Social Responsibility” or create “Emotional
Appeal” to build a high reputation.

The results also show that there is significant difference between hotels’ categories (four or five stars) in their
perception of the importance of the corporate reputation factors with respect only to the “Products and Services”, “Vision
and Leadership”, and “Workplace Environment”. Furthermore, there is a significant difference between hotels’ gross
revenue with respect only to the factors “Products and Services” and “Vision and Leadership” of tour operator reputation.
Overall, this study has yielded some interesting findings. However, further research needs to be conducted to gain a better
understanding, taking into consideration enlarging the sample size, as the technique used in the current study is restricted by
reputation factors. Also, it is valuable to choose other tourist destinations, using another approach of measuring corporate
reputation and another type of stakeholders; this is recommended in order to have a more comprehensive view. Besides, it
would be useful to carry out further studies to provide additional insights into the development, management and benefits of
corporate reputation.
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