
 On Tuesday 1 July 2025, 04:00-21:00 GMT, we’ll be making some site updates on Taylor & Francis

Online. You’ll still be able to search, browse and read our articles, where access rights already apply.

Registration, purchasing, activation of tokens, eprints and other features of Your Account will be

unavailable during this scheduled work.

Home   All Journals   Economics, Finance & Business   Journal of Marketing Management   List of Issues

 Volume 34, Issue 13-14   The relative impact of corporate reputat ....

Volume 34, 2018 - Issue 13-14

Journal of Marketing Management 

4,416

Views  

39

CrossRef citations to date 

97

Altmetric

General Articles

The relative impact of corporate reputation

on consumer choice: beyond a halo effect
 ,Paul F. Burke   &Grahame Dowling Edward Wei

Pages 1227-1257 | Received 16 Mar 2017, Accepted 06 Oct 2018, Published online: 26 Nov 2018

 Cite this article   https://doi.org/10.1080/0267257X.2018.1546765  

     

 

 Full Article  Figures & data   References  Citations   Metrics

  Reprints & Permissions  Read this article  Share

ABSTRACT

Previous work suggests that corporate reputation generates a ‘halo effect’ where

products from companies with better reputations are more likely to be chosen. We

argue that corporate reputation plays a more expansive role, proposing that consumers

will be less price-sensitive to offerings endorsed by companies with good reputations

and that it moderates the marginal utility of product features with high clarity. We also

propose that an individual’s knowledge of a company increases the likelihood its

products will be purchased. Using a choice model incorporating an individual SEM-

based reputation measure, we find support for these hypothesised effects in the

context of television choices. The results suggest that corporate reputation warrants
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more attention by marketing managers to increase preferences for their products

through these mechanisms.
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