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Nomological Network – Poor Proxies
• If each construct has discriminant validity

• Then each construct has its own antecedents and consequences

• And research is muddled

• Plus, we have several CR measurement instruments
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Formative and Reflective Instruments
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CR: Reflective Measure

Corporate Reputation

Good Feeling

Trust

Admire
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Ponzi, Fombrun, & Gardberg (2011)
Gardberg (2006)
Fombrun, Gardberg, & Sever (2002)



CR: Reflective Measure

• Structure stable over time

• Consistent across stakeholders

• Constant across institutional environments

• Emotional appeal

• Captures essence of many definitions
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Formative Measures
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Fortune World’s Most Admired Companies
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Corporate Reputation Quotient(CRQ)
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Fombrun, Gardberg, & Sever (2002)
Gardberg (2006)

US data; scale validated 
in many countries



RepTrak (formerly Reputation Institute)
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CR: Formative Measure

• Structure less stable over time

• Less consistent across stakeholders

• Less constant across institutional environments

• Domain more malleable ~ social construction
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CR =/= Visibility
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Reputation for …

• Quality

• Innovativeness

• Sustainability

• Corruption

• Deceit

• Etcetera
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Must meet norms and expectations of 
construct measurement

What is the domain of a reputation for
• Quality?
• Innovativeness?
• Corruption?

Reputation for CSR – Citizenship Dimension of RepTrak
Gardberg, Zyglidopoulos, Symeou, & Schepers (2019)



So what?

• Reflective measure – valid and reliability across time and sample

• Formative measure

 Importance/relevance of items varies over time and sample

 ‘Not sure’ rates

• Reputation for ….  - challenge authors to measure the construct

• Danger– use of poor proxies that have their own theoretical mechanisms and 
relationships

• Archival data

 Sampling frame matters – both company and respondent

 Weighting
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Can We Adequately Assess 
Corporate Reputation? 

Can we hold our field to a higher standard 
of rigor and consistency?
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Maybe
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