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Abstract

A question invariably recurs in discussions about corporate reputation: are they

cause, consequence, or epiphenomenon? That is: do they have an independent

causal effect on corporate performance; are they a consequence of good financial

performance? Or are they an incidental by-product? The second day of the

conference began with a review of avail- able evidence of the possible financial

impact of corporate reputations. The following panelists discussed their prepared

papers:

Log in

Menu Search  Cart

Home  Corporate Reputation Review  Article

Part IV: How Do Reputations Affect
Corporate Performance?: Sustainable
Competitive Advantage and Firm
Performance: The Role of Intangible
Resources
Paper Published: 01 July 1997

Volume 1, pages 81–85, (1997) Cite this article

Aims and scope

Submit manuscript

Corporate Reputation Review

Your privacy, your choice

We use essential cookies to make sure the site can function. We, and our 92 partners , also

use optional cookies and similar technologies for advertising, personalisation of content,

usage analysis, and social media.

By accepting optional cookies, you consent to allowing us and our partners to store and

access personal data on your device, such as browsing behaviour and unique identifiers.

Some third parties are outside of the European Economic Area, with varying standards of

data protection. See our privacy policy for more information on the use of your personal

data. Your consent choices apply to springer.com and applicable subdomains.

You can find further information, and change your preferences via 'Manage preferences'. 

You can also change your preferences or withdraw consent at any time via 'Your privacy

choices', found in the footer of every page.

We use cookies and similar technologies for the following purposes:

Store and/or access information on a device

Personalised advertising and content, advertising and content measurement,

audience research and services development

Accept all cookies

Reject optional cookies

Manage preferences

https://link.springer.com/article/10.1057/palgrave.crr.1540022/metrics
https://link.springer.com/
https://idp.springer.com/auth/personal/springernature?redirect_uri=https://link.springer.com/article/10.1057/palgrave.crr.1540022
https://order.springer.com/public/cart
https://link.springer.com/
https://link.springer.com/journal/41299
https://link.springer.com/journal/41299/aims-and-scope
https://submission.springernature.com/new-submission/41299/3
https://link.springer.com/journal/41299
https://link.springer.com/privacystatement


The Value of Corporate Reputation: Evidence from the Equity Markets - Rajendra

K. Srivastava, University of Texas at Austin; Thomas H. McInish, Memphis State

University; Robert A. Wood, Memphis State University; Anthony J. Capraro,

University of Texas at Austin.

The Effect of Financial and Media Reputations on Performance - David L.

Deephouse, Louisiana State University.

The Value of a Firm's Corporate Reputation: How Reputation Helps Attain and

Sustain Superior Profitability - Peter W. Roberts, University of New South Wales;

Grahame R. Dowling, University of New South Wales.

Stock Market Valuation of Reputation for Corporate Social Performance - Brad

Brown, University of Virginia.

Sustainable Competitive Advantage and Firm Performance: The Role of Intangible

Resources - G. Steven McMillan, The American College; Maheshkumar P. Joshi, St.

Joseph's University.

Has the Influence of Financial Performance on Reputation Measures Been

Overstated? - A. J. Capraro, University of Texas at Austin; Rajendra K. Srivastava,

University of Texas at Austin.

 This is a preview of subscription content, log in via an institution  to check access.

Access this article

Subscribe and save

Springer+ from €37.37 /Month

Log in via an institution 

Your privacy, your choice

We use essential cookies to make sure the site can function. We, and our 92 partners , also

use optional cookies and similar technologies for advertising, personalisation of content,

usage analysis, and social media.

By accepting optional cookies, you consent to allowing us and our partners to store and

access personal data on your device, such as browsing behaviour and unique identifiers.

Some third parties are outside of the European Economic Area, with varying standards of

data protection. See our privacy policy for more information on the use of your personal

data. Your consent choices apply to springer.com and applicable subdomains.

You can find further information, and change your preferences via 'Manage preferences'. 

You can also change your preferences or withdraw consent at any time via 'Your privacy

choices', found in the footer of every page.

We use cookies and similar technologies for the following purposes:

Store and/or access information on a device

Personalised advertising and content, advertising and content measurement,

audience research and services development

Accept all cookies

Reject optional cookies

Manage preferences

https://wayf.springernature.com/?redirect_uri=https%3A%2F%2Flink.springer.com%2Farticle%2F10.1057%2Fpalgrave.crr.1540022
https://wayf.springernature.com/?redirect_uri=https%3A%2F%2Flink.springer.com%2Farticle%2F10.1057%2Fpalgrave.crr.1540022
https://link.springer.com/privacystatement


Buy Now

Price includes VAT (Poland) 

Instant access to the full article PDF.

Institutional subscriptions 

Similar content being viewed by others

Explore related subjects
Discover the latest articles, books and news in related subjects, suggested using machine learning.

Business Ethics Corporate Environmental Management Corporate Social Responsibility

Media Reception and Media Effects Organizational and Strategic Communication

Social Influence

Starting from 10 chapters or articles per month

Access and download chapters and articles from more than 300k books and 2,500 journals

Cancel anytime

View plans 

Buy article PDF 39,95 €

Chapter  © 2017

Cause-Related Marketing and
Shareholder Value: An Event
Study Analysis (Extended
Abstract)

Article  20 February 2017

Influence Your Firm’s
Resilience Through Its
Reputation: Results Won’t
Happen Overnight but they…

Article  23 February 2025

Corporate Reputation as a
Catalyst: Unraveling the ESG-
Firm Performance Link in India

Your privacy, your choice

We use essential cookies to make sure the site can function. We, and our 92 partners , also

use optional cookies and similar technologies for advertising, personalisation of content,

usage analysis, and social media.

By accepting optional cookies, you consent to allowing us and our partners to store and

access personal data on your device, such as browsing behaviour and unique identifiers.

Some third parties are outside of the European Economic Area, with varying standards of

data protection. See our privacy policy for more information on the use of your personal

data. Your consent choices apply to springer.com and applicable subdomains.

You can find further information, and change your preferences via 'Manage preferences'. 

You can also change your preferences or withdraw consent at any time via 'Your privacy

choices', found in the footer of every page.

We use cookies and similar technologies for the following purposes:

Store and/or access information on a device

Personalised advertising and content, advertising and content measurement,

audience research and services development

Accept all cookies

Reject optional cookies

Manage preferences

https://www.springernature.com/gp/librarians/licensing/agc/journals
https://link.springer.com/subjects/business-ethics
https://link.springer.com/subjects/corporate-environmental-management
https://link.springer.com/subjects/corporate-social-responsibility
https://link.springer.com/subjects/media-reception-and-media-effects
https://link.springer.com/subjects/organizational-and-strategic-communication
https://link.springer.com/subjects/social-influence
https://link.springer.com/product/springer-plus
https://link.springer.com/10.1007/978-3-319-47331-4_45?fromPaywallRec=true
https://link.springer.com/10.1057/s41299-017-0014-7?fromPaywallRec=true
https://link.springer.com/10.1057/s41299-025-00216-7?fromPaywallRec=true
https://link.springer.com/privacystatement


Author information

Authors and Affiliations
The American College,

G Steven McMillan

St. Joseph's University,

Maheshkumar P Joshi

Rights and permissions

Reprints and permissions

About this article

Cite this article
McMillan, G., Joshi, M. Part IV: How Do Reputations Affect Corporate Performance?: Sustainable

Competitive Advantage and Firm Performance: The Role of Intangible Resources. Corp Reputation Rev 1,

81–85 (1997). https://doi.org/10.1057/palgrave.crr.1540022

Published

01 July 1997

Issue date

01 July 1997

DOI

https://doi.org/10.1057/palgrave.crr.1540022

Keywords
reputation image identity brand stakeholder communications intangibles

philanthropy advertising positioning corporate branding e-communication

Search

Your privacy, your choice

We use essential cookies to make sure the site can function. We, and our 92 partners , also

use optional cookies and similar technologies for advertising, personalisation of content,

usage analysis, and social media.

By accepting optional cookies, you consent to allowing us and our partners to store and

access personal data on your device, such as browsing behaviour and unique identifiers.

Some third parties are outside of the European Economic Area, with varying standards of

data protection. See our privacy policy for more information on the use of your personal

data. Your consent choices apply to springer.com and applicable subdomains.

You can find further information, and change your preferences via 'Manage preferences'. 

You can also change your preferences or withdraw consent at any time via 'Your privacy

choices', found in the footer of every page.

We use cookies and similar technologies for the following purposes:

Store and/or access information on a device

Personalised advertising and content, advertising and content measurement,

audience research and services development

Accept all cookies

Reject optional cookies

Manage preferences

https://s100.copyright.com/AppDispatchServlet?title=Part%20IV%3A%20How%20Do%20Reputations%20Affect%20Corporate%20Performance%3F%3A%20Sustainable%20Competitive%20Advantage%20and%20Firm%20Performance%3A%20The%20Role%20of%20Intangible%20Resources&author=G%20Steven%20McMillan%20et%20al&contentID=10.1057%2Fpalgrave.crr.1540022&copyright=Palgrave%20Macmillan&publication=1363-3589&publicationDate=1997-07-01&publisherName=SpringerNature&orderBeanReset=true
https://link.springer.com/search?query=reputation&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=image&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=identity&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=brand&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=stakeholder&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=communications&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=intangibles&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=philanthropy&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=advertising&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=positioning&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=corporate%20branding&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/search?query=e-communication&facet-discipline=%22Business%20and%20Management%22
https://link.springer.com/privacystatement


Search by keyword or author

Navigation

Find a journal

Publish with us

Track your research

Your privacy, your choice

We use essential cookies to make sure the site can function. We, and our 92 partners , also

use optional cookies and similar technologies for advertising, personalisation of content,

usage analysis, and social media.

By accepting optional cookies, you consent to allowing us and our partners to store and

access personal data on your device, such as browsing behaviour and unique identifiers.

Some third parties are outside of the European Economic Area, with varying standards of

data protection. See our privacy policy for more information on the use of your personal

data. Your consent choices apply to springer.com and applicable subdomains.

You can find further information, and change your preferences via 'Manage preferences'. 

You can also change your preferences or withdraw consent at any time via 'Your privacy

choices', found in the footer of every page.

We use cookies and similar technologies for the following purposes:

Store and/or access information on a device

Personalised advertising and content, advertising and content measurement,

audience research and services development

Accept all cookies

Reject optional cookies

Manage preferences

https://link.springer.com/journals/
https://www.springernature.com/gp/authors
https://link.springernature.com/home/
https://link.springer.com/privacystatement

