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Abstract 
Purpose: Reputation is a critical asset for finance and banking organizations where the 
mere suspicion of a problem suffices to trigger media turmoil with high risk of market 
share losses. Investing in media to build reputation has been therefore a priority for 
banks. However, another source of reputation may stem from direct front-office contact 
and it is yet unknown to which extent it plays a role when confronted with the widespread 
social and mass media reach. This study aims at testing the extent of the importance of 
customer-based reputation, as against media-based reputation, in explaining customer 
outcomes. 
  
Methodology: A sample of 135 bank customers that use multiple communication 
channels with their banks answered an online questionnaire comprehending measures 
of media-based reputation, customer-based reputation, customer outcomes, and 
sociodemographic variables. Customer outcomes pertain customer orientation, good 
employer, reliable and financially strong bank, product / service quality, and social and 
environmental responsibility. After testing for the validity and reliability of the measures, 
a hierarchical multiple linear regression analysis was conducted to test the incremental 
validity of customer-based reputation after controlling for sociodemographic and media-
based reputation.  
 
Originality: The proposed model is original in the sense that it extends Walsh & Beatty 
(2007) model on bank reputation by introducing social and mass media-based reputation 
as a competitive variable to customer-based reputation in explaining customer 
outcomes. 
 
Findings: Hypotheses were supported with the hierarchical multiple linear regression 
showing the model explained 68% of customer outcomes of which 49% was accounted 
by media-based reputation, after controlling for sociodemographic variables. The 
variance accounted by customer-based reputation (19%) is unique and attributable to 
the perception clients gather from directly contacting with their bank front offices.  
 
Practical implications: Banks tend to invest in mass media as a basis to build corporate 
reputation but the investment in customer-based reputation, namely in training the front 
office, will exert positive effects on corporate reputation in a way that is not accountable 
by mass and social media investment.  
 
Research limitations: The self-report nature of the measures and the sample modest 
size may advise caution in extrapolating findings although no sign of common method 
bias was found.  
 
 
 

 
1 Business Research Unit (BRU-IUL). E-mail: raquel_catarina_rebelo@iscte-iul.pt 
2 University Institute of Lisbon (ISCTE-IUL), Business Research Unit (BRU-IUL). E-mail: 
nelson.ramalho@iscte-iul.pt 
3 University Institute of Lisbon (ISCTE-IUL), Business Research Unit (BRU-IUL) E-mail:  
pfontesfalcao@iscte-iul.pt 



ICABM2020 – Template for Submission Structure 
 

 56 

References  
Bromley, D. (2001), Relationships between personal and corporate reputation, 
European Journal of Marketing, 35 (3/4), 316–334.  
Chun, R. (2005), Corporate reputation: Meaning and Measurement, International 
Journal of Management Review, 7 (2), 91-109.  
Liu, H-Y. (2007), Development of a framework for customer relationship management 
(CRM) in the banking industry, International Journal of Management, 24 (1), 15-32.  
Loureiro, S., & Sarmento, E. (2018). Enhancing brand equity through emotions and 
experience: the banking sector, International Journal of Bank Marketing, 36 (5), 868-
883.  
Scholtens, B. (2009), Corporate Social Responsibility in the International Banking 
Industry, Journal of Business Ethics, 86, 159–175.  
Walsh, G. & Beatty, S. (2007), Customer-based corporate reputation of a service firm: 
Scale development and validation, Academy of Marketing Science, 35, 127–143.  
 
Keywords: Reputation; Banking; Social media. 
 
 


