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Abstract: 

The concept of corporate reputation has gained a great deal of popularity among business 

practitioners and academicians in recent decades, because it is believed that corporate 

reputation is an important asset which may affect the evaluations of various customers 

about the banks. Recent corporate reputation research focuses on customers as an 

important stakeholder group for whom firm reputation matters. The purpose of this study 

is to examine the relationship between the corporate reputation and customer citizenship 

behaviors. Data from completed projects are applied to the model to determine whether The 

model used is useful as a management tool to create relationships Between corporate 

reputation and organizational citizenship behavior in private Banks city of Sanandaj in 

Iran. Hence, we explore the role of relationships s corporate reputation in Private Banks city 

of Sanandaj in Iran. Analysis of the data reveals a role of corporate reputation in Private 

Banks city of Sanandaj in Iran. 

 

Keywords: Corporate Reputation, organizational citizenship behavior. 

 

 

Introduction: 
The organization requires strengthening the organizational identification as it believes 

that identification has positive effects on employee's performance. Thus, organizational 

identification becomes an important variable for organizations strategic competitive 

advantage understanding the concept of identification provides many advantages to the 

corporate performance of organization. It is significant to display the identification 

variables which provide the integration of employees with organizational values, goals, 

etc. It is also important to determine their effects on organization. One of these variables 

is corporate reputation. 

Research into the causal relationships between corporate reputation and customer-

outcome variables remains incomplete. Despite agreement that positive perceptions of a 

firm's reputation relate positively to customer satisfaction, trust, loyalty, and word-of-

mouth behavior (e.g., Oliver andDeSarbo, 1988; Roberts and Dowling, 2002;Walsh et al., 

2009), the way in which corporate reputation affects downstream variables, in terms of 

customers' discretionary behaviors, is not clear. Customers patronizing highly reputed 

firms tend to be more loyal and more committed (Sung and Yang, 2008; Walsh et al., 

2009). These customers may also support highly reputed organizations with various 

voluntary, extra-role behaviors, such as helping other customers improve the service 

delivery or providing valuable feedback to the company. Such customer citizenship 

behaviors (CCB) increasingly appear conductive to effective organizational functioning 

(e.g., Bove et al., 2009; Gouthier and Schmid, 2003; Groth, 2005; Singh, 2000) and thus 
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seem especially relevant to service firms, which cannot achieve significant productivity 

gains through capital substitution (Oliva and Sterman, 2001). 

 

So does a good corporate reputation directly improve CCBs? If so, how are reputation 

and CCBs causally related to other behaviorally relevant variables, in terms of 

commitment and loyalty? Services marketing research underlines the importance of 

mediator effects of relational variables, such as satisfaction or commitment, that account 

for variations in behavioral outcomes (Hennig-Thurau et al., 2002; Walsh et al., 2006; 

Wang et al., 2003). The importance ofmediator variables arises fromtheir ability to 

enhance the understanding of causal relationships between variables. Insights into 

howcorporate reputation, customer commitment, and loyalty work together to unleash 

different types of CCBs represent important steps for increasing understanding of the 

drivers of discretionary consumer behaviors.However, no empirical study to date explores 

the mediator effects of commitment and loyalty on the relationship between firm 

reputation and CCBs. 

The literature displays that improving corporate reputation will have positive effects on 

organizational identification (Mael and Ashforth, 1992). Members may feel proud of 

being part of a well-respected company as it strengthens their feelings of self-worth to 

bask in reflected glory (Smidts, Pruyn and Riel, 2001). In addition to corporate 

reputation, we assume that ethical climate has moderating effects on the relationship 

between corporate reputation and identification. 

 

Corporate Reputation 

Reputation is clearly a concept held in the minds or cognitions of stakeholders (Brower 

and Shrader, 2000).As Fombrun define a corporate reputation is a perceptual 

representation of a company’s past action and future prospects that describe the firm’s 

overall appeal to all of its key constituents when compared with other leading 

rivals(fombrun,1996). Alternatively, Gray and Ballmer display corporate Reputation as a 

valuation of a company’s attributes,performed by the stakeholders,what whould almost 

completely exclude affective components (Gray and Balmer, 2006). The most important 

stakeholders that effect corporate reputation are customers and employees (Kitchen and 

Laurence, 2003). 
 

According to Pruzan (2001), there are two perspectives of corporate reputation. First one 

is pragmatic perspective, in which protecting and improving corporate reputation is 

perceived as a necessary condition for maintaining the corporation's license to operate and 

harmonious relationships with its many stakeholders and, most importantly for 

competitive economic performance. In contrast, the reflective perspective on reputation 

primarily mirrors an organizational-existential concern which arises with the existential 

questions dealing not with superficial appearances but with identity, integrity, 

accountability and fundamental purpose. The distinction between pragmatic and reflective 

perspective is that the first is primarily external in its orientation and deals with corporate 

image, while the other is primarily internal and deals with corporate identity and 

integrity.In today’s competitive nature of business,the two perspectives on corporate 

reputation need not be in opposition to each other so as to enable an improved and more 

inclusive depiction of the corporation and its performance. Based on this point of view, it 

is accurate and reasonable to understand corporate reputation as a multidimensional 

concept. It became evident with the study of Fombrun et al. (2000) that there are six 

dimensions of corporate reputation; emotional appeal, products and services, vision and 
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leadership, workplace environment, social and environmental responsibility and financial 

performance. 
 

According to Fombrun and Shanley (1990; p: 235), corporate reputations “represent 

publics’ cumulative judgments of firms over time” which, in turn, hinge on firm’s, 

“relative success in fulfilling the expectations of multiple stakeholders”. It is an 

interdisciplinary subject that lies on the intersection point of various academic fields, and 

draws attention from the areas of marketing, organizational behavior, strategic 

management and many others. Reputation is an aggregate composite of all previous 

transactions over the life of the entity, a historical notion, and requires consistency of an 

entity's actions over a prolonged time (Herbig and Milewicvz (1993, p.18). Corporate 

reputation is a perceptual representation of a company's past actions and future prospects 

that describes the firm's overall appeal to all its key constituents when compared to other 

leading rivals (Fombrun, 1996, p: 72). Reputation can be seen as the summarized view of 

the perceptions held by all relevant stakeholders of an organization, that is, what 

customers, employees, suppliers, managers, creditors, media and communities believe the 

organization stands for, and the associations they make with it (Chun, 2005; 105). In 

general terms, reputation boils down to how others perceive the firm and respond to it 

(Williams, Schnake and Fredenberger, 2005). It is an outcome of the past actions of a 

firm. 

A strong reputation introduces positive consequences to business management. A 

favorable organizational reputation is a strategic resource that provides significant 

competitive advantage to a company (Hall, 1993). A positive corporate reputation is 

highly valued because it helps to attract and keep talented human resources; draws 

consumers to purchase the firm’s existing products and services and accept new offerings 

from it. A favorable reputation helps to increase the firm's sales and its market share 

(Shapiro, 1982), and to establish and maintain a loyal relationship with customers 

(Andreassen and Lindestad, 1998; Robertson, 1993; Yoon et al., 1993). It has positive 

impact on customer retention (Barich and Kotler, 1991) and word of mouth behavior, too 

(Fombrun and van Riel, 1997; Groenland, 2002). Further, a firm’s reputation influences 

the size and quality of the firm’s applicant pool which, in turn, enables it to recruit more 

talented employees (Turban and Cable, 2003). Attracting and retaining superior human 

resources can provide organizations with a sustained competitive advantage (Lado and 

Wilson, 

1994; Pfeffer, 1994). A strong employer reputation may attract better applicants (Collins 

and Stevens, 2002; Slaughter et al., 2004) and shape their expectations about their 

employment (Lievens and Highhouse, 2003). Further, employer brand associations can be 

used to predict employee satisfaction and loyalty (Davies, 2008). Hence, the issue of 

developing and maintaining a strong reputation should be carefully examined by both the 

academicians and the practitioners. 

Research examining the The relationship between corporate reputation  and customer 

citizenship behavior in the Private Bank. 
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(Conceptual model) 

 

Research Methodology 
The population for the study is comprised of Clients of private banks in the city of 

Sanandaj, Iran .The scope of study in this research is limited to Private Bank city of 

Sanandaj in Iran. The sample is taken from one of the biggest banks .Data were gathered 

from a set of questionnaires.The questionnaires were based on literature and previous 

research. . Model perspectives were measured using a five-point likert scale.Reliability 

assessment was carried out using Cronbach’s alpha in order to ensure that . Model 

perspectives comprising each proposed research construct were internally consistent. The 

coefficient alpha determines reliability based on internal consistence ranging from 0 to 

1:a value between 0.60 and 0.70 is the lowest acceptance limit for reliability.Table below 

show that the reliability estimates are well above the acceptable threshold. 

 

Model perspectives characteristics 

               Perspectives                                                                                          Reliability* 

         Customer  Confidence                                                                               0.782 

        Customer Loyalty                                                                                        0.809 

        Customer  Commitment             0.864 

        Quality  Of Servicing        0.907 

        Help Other  Customers                                                                                       0.874 

        Helping Organizations                                                                                        0.846 

*Reliability measure is Cronbach’s Alpha 

 

Normalizing the data is evaluated using a K-S test 
Using statistical techniques must first be determined The data collected from the 

distribution is normal or abnormal. Because the normal distribution of data to test 

assumptions of parametric tests can be used And the non-normality of nonparametric 

tests. For this purpose at this stage to review the results of K-S tests in each of the 

variables explains. Based on the results, for tests to verify the research. 

K-S test for normal variables 
: Variable data is normally distributed 

: Variable data is not normally distributed 

Corporate 

reputation 

 

Customer 

Citizenship 

behavior 

 

Customers 

Confidence 

 

Helping 

Organizations 
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Customers 
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The following table shows the results if the surface is significantly larger than the error, 

We conclude that the H0 hypothesis And if the significant level of error value is smaller 

than the H1 hypothesis we conclude 

Factor The 

significance 

level 

Error value Confirm the 

hypothesis 

Conclusion 

Corporate 

reputation 

0.264 0/05  normal 

Customers 

Confidence 

0.312 0/05  normal 

Customer 

Loyalty 

0.618 0/05  normal 

Customer 

Commitment 

0.098 0/05  normal 

Quality  Of 

Servicing 

0.178 0/05  normal 

Customer 

Citizenship 

Behavior 

0.322 0/05  normal 

Help Other 

Cutomers 

0.225 0/05  normal 

Helping 

Organization 

0.306 0/05  normal 

According to the results of the above table because the significance level for all 

components of the larger error value 0/05 is Consequently, these variables are normally 

distributed. 

 

Findings 
The main hypothesis: Between corporate reputation and organizational citizenship 

behavior in private Banks city of Sanandaj in Iran, there is a significant relationship. 

 Between reputation and organizational citizenship behavior in private Banks city of 

Sanandaj in Iran, there is a significant relationship. 

 

 
The following table shows the results if the error value is significantly larger than the H1 

hypothesis and we conclude that the significance level of hypothesis, we conclude the 

error is smaller. 

The Pearson correlation coefficient between corporate reputation and organizational 

citizenship behavior 

 

organizational citizenship behavior 

 

0.733 The Pearson 

correlation 

 

corporate reputation 

0/000 Sig 

384 N 

 

Given the above table because the significance level of less than 0/05 is The result is that 

the hypothesis is rejected And hypothesis (research hypothesis) that there is accepted. As 
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can be seen in the 99 percent level, a significant relationship between corporate reputation 

and organizational citizenship behavior in the banks are And the correlation coefficient 

equal to 0/733. It is direct and relationships corporate reputation and organizational 

citizenship behavior at both banks are in a direction change. The increase or decrease 

each of the two variables increase or decrease in another variable. 

The first sub-hypothesis: Between Customer Confidence  and organizational citizenship 

behavior in private Banks city of Sanandaj in Iran, there is a significant relationship. 

 Between Customer Confidence  and organizational citizenship behavior in private 

Banks city of Sanandaj in Iran, there is a significant relationship. 

 

 
The following table shows the results if the error value is significantly larger than the H1 

hypothesis and we conclude that the significance level of hypothesis, we conclude the 

error is smaller. 

 

The Pearson correlation coefficient between Customer Confidence  and organizational 

citizenship behavior 

 

organizational citizenship 

behavior 

 

0.391 The Pearson 

correlation 

 

Customer Confidence   

0/000 Sig 

384 N 

 

 

Given the above table because the significance level of less than 0/05 is The result is that 

the hypothesis is rejected And hypothesis (research hypothesis) that there is accepted. As 

can be seen in the 99 percent level, a significant relationship between Customer 

Confidence  and organizational citizenship behavior in the banks are And the correlation 

coefficient equal to 0/391. It is direct and relationships Customer Confidence  and 

organizational citizenship behavior at both banks are in a direction change. The increase 

or decrease each of the two variables increase or decrease in another variable. 

The second sub-hypothesis: Between Customer Loyalty  and organizational citizenship 

behavior in private Banks city of Sanandaj in Iran, there is a significant relationship. 

 Between Customer Loyalty  and organizational citizenship behavior in private Banks 

city of Sanandaj in Iran, there is a significant relationship. 

 

 
The following table shows the results if the error value is significantly larger than the H1 

hypothesis and we conclude that the significance level of hypothesis, we conclude the 

error is smaller. 
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The Pearson correlation coefficient between Customer Loyalty  and organizational 

citizenship behavior 

 

organizational citizenship behavior 

 

0.680 The Pearson 

correlation 

 

Customer Loyalty   

0/000 Sig 

384 N 

 

 

Given the above table because the significance level of less than 0/05 is The result is that 

the hypothesis is rejected And hypothesis (research hypothesis) that there is accepted. As 

can be seen in the 99 percent level, a significant relationship between Customer Loyalty  

and organizational citizenship behavior in the banks are And the correlation coefficient 

equal to 0/680. It is direct and relationships Customer Loyalty  and organizational 

citizenship behavior at both banks are in a direction change. The increase or decrease 

each of the two variables increase or decrease in another variable. 

The third sub-hypothesis: : Between Customer Commitment  and organizational 

citizenship behavior in private Banks city of Sanandaj in Iran, there is a significant 

relationship. 

 Between Customer Commitment and organizational citizenship behavior in private 

Banks city of Sanandaj in Iran, there is a significant relationship. 

 
  

The following table shows the results if the error value is significantly larger than the H1 

hypothesis and we conclude that the significance level of hypothesis, we conclude the 

error is smaller. 

 

The Pearson correlation coefficient between Customer Commitment and organizational 

citizenship behavior 

 

organizational citizenship behavior 

 

0.563 The Pearson 

correlation 

 

Customer Commitment 

0/000 Sig 

384 N 

 

 

Given the above table because the significance level of less than 0/05 is The result is that 

the hypothesis is rejected And hypothesis (research hypothesis) that there is accepted. As 

can be seen in the 99 percent level, a significant relationship between Customer 

Commitment and organizational citizenship behavior in the banks are And the correlation 

coefficient equal to 0/563. It is direct and relationships Customer Commitment and 

organizational citizenship behavior at both banks are in a direction change. The increase 

or decrease each of the two variables increase or decrease in another variable. 

The fourth sub-hypothesis: Between Quality Of Servicing  and organizational 

citizenship behavior in private Banks city of Sanandaj in Iran, there is a significant 

relationship. 
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 Between Quality Of Servicing  and organizational citizenship behavior in private 

Banks city of Sanandaj in Iran, there is a significant relationship. 

 

 
The following table shows the results if the error value is significantly larger than the H1 

hypothesis and we conclude that the significance level of hypothesis, we conclude the 

error is smaller. 

 

The Pearson correlation coefficient between Quality Of Servicing  and organizational 

citizenship behavior 

 

organizational citizenship behavior 

 

0.623 The Pearson 

correlation 

 

Quality Of Servicing   

0/000 Sig 

384 N 

 

 

Given the above table because the significance level of less than 0/05 is The result is that 

the hypothesis is rejected And hypothesis (research hypothesis) that there is accepted. As 

can be seen in the 99 percent level, a significant relationship between Quality Of 

Servicing  and organizational citizenship behavior in the banks are And the correlation 

coefficient equal to 0/623. It is direct and relationships Quality Of Servicing  and 

organizational citizenship behavior at both banks are in a direction change. The increase 

or decrease each of the two variables increase or decrease in another variable. 

The fifth sub-hypothesis: Between Corporate reputation  and Helping Organizations  in 

private Banks city of Sanandaj in Iran, there is a significant relationship. 

 Between Corporate reputation  and Helping Organizations  in private Banks city of 

Sanandaj in Iran, there is a significant relationship. 

 

 
The following table shows the results if the error value is significantly larger than the H1 

hypothesis and we conclude that the significance level of hypothesis, we conclude the 

error is smaller. 

 

The Pearson correlation coefficient Between Corporate reputation  and Helping 

Organizations 

 

Helping Organizations  

 

0.654 The Pearson 

correlation 

 

Corporate reputation   

0/000 Sig 

384 N 

 

 

Given the above table because the significance level of less than 0/05 is The result is that 

the hypothesis is rejected And hypothesis (research hypothesis) that there is accepted. As 

can be seen in the 99 percent level, a significant relationship between Corporate 
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reputation  and Helping Organizations in the banks are And the correlation coefficient 

equal to 0/654. It is direct and relationships Between Corporate reputation  and Helping 

Organizations at both banks are in a direction change. The increase or decrease each of 

the two variables increase or decrease in another variable. 

The sixth sub-hypothesis: Between Corporate reputation  and Help Other Customers  in 

private Banks city of Sanandaj in Iran, there is a significant relationship. 

 Between Corporate reputation  and Help Other Customers  in private Banks city of 

Sanandaj in Iran, there is a significant relationship. 

 

 
The following table shows the results if the error value is significantly larger than the H1 

hypothesis and we conclude that the significance level of hypothesis, we conclude the 

error is smaller. 

 

The Pearson correlation coefficient Between Corporate reputation  and Help Other 

Customers   

 

Help Other Customers   

 

0.677 The Pearson 

correlation 

 

Corporate reputation   

0/000 Sig 

384 N 

 

 

Given the above table because the significance level of less than 0/05 is The result is that 

the hypothesis is rejected And hypothesis (research hypothesis) that there is accepted. As 

can be seen in the 99 percent level, a significant relationship between Corporate 

reputation  and Help Other Customers in the banks are And the correlation coefficient 

equal to 0/677.It is direct and relationships Between Corporate reputation  and Help Other 

Customers  at both banks are in a direction change. The increase or decrease each of the 

two variables increase or decrease in another variable. 

Model Structure 
To assess the factors affecting customer citizenship behavior and determine the 

coefficients of each of the variables affecting the structural equation modeling with 

LISREL software was used. Structural equation modeling is a multivariate analysis 

technique is very general and powerful family of multivariate regression to develop a 

more accurate expression "general linear model" is. A series of regression equations that 

allow the researcher to simultaneously examine the. Analysis of covariance structures "or 

as structural equation modeling, one of the main methods for the analysis of complex data 

structure and new techniques for the study of causal relationships is. And means for 

analyzing the different variables in a theory-based structure, to show the effects of the 

variables. . It can be accepted that the conceptual models and multivariate issues can not 

be solved by means of two variables. 
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Standard model estimates 

 
A significant number of structural models 

 
All relationships in the model are confirmed. Significant factor because the number of 

variables in all directions from 1/96 to be larger and therefore all relationships are 

confirmed. 

Results and Analysis 

Data were collected using method questionnaires.400 questionnaires were delivered via 

interface to customer tobe filled out an faxed back.also invitation to participate in the 

survey were also sent to 400 customers throught private Banks city of Sanandaj in 

Iran.They could complete and returen Them by interface.15 blank questionnaires were 

returned،.This research examine the relationship Between corporate reputation and 

organizational citizenship behavior in private Banks city of Sanandaj in Iran..The 

relationships of Between corporate reputation and organizational citizenship behavior in 

private Banks city of Sanandaj in Iran since a coherent and organized research has been 

done And therefore a kind of vacuum in this case, be felt. Given the importance that 

Between corporate reputation and organizational citizenship behavior in this study is to 

examine this issue. Research results show that between corporate reputation and 

organizational citizenship behavior in the banks there is a significant relationship. And 

this is directly related to the increase and decrease each other will increase and decrease. 

In this study was to examine the relationship between the Dimensions  model of walsh et 

al and elmkhah. in connection with the main hypothesis of this study states that the 

corporate reputation and organizational citizenship behavior, there is a significant 

relationship The results suggest the existence of a direct relationship between these two 

variables is strong. 
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