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Management Summary 

The financial crisis of 2008, corporate scandals and unethical business policies have damaged the corporate 

reputation of Dutch banks. As corporate reputation roots multiple fundamental advantages, banks have tried 

to regain trust and rebuild corporate reputation by developing attractive ethical corporate identities. 

However, whether and how a higher level of corporate ethical performance translates to a bank’s corporate 

reputation has not received the necessary attention. For this reasoning, this research aims to give answer to 

the following research question: “How does corporate ethical performance influence corporate reputation 

in the Dutch banking sector?”  

Extant literature about this relationship is scarce, but consistently argues that incorporating ethical 

behaviour in business leads to a better corporate reputation. None of the studies confirmed the existence of 

this relationship in the banking sector. However, it was still hypothesized that the positive relationship 

persists in this sector, as multiple arguments were found that underline the significant effects banks can 

have on the well-being of society all over the world and thus the importance of corporate ethical 

performance for Dutch banks. 

Data was gathered through a vignette experiment in the form of an online questionnaire. The vignettes 

included information about the corporate ethical performance of existing Dutch banks. By means of this 

experiment, it could be determined whether respondents assessed Dutch banks with a low, mediocre or high 

level of corporate ethical performance differently in terms of corporate reputation. Additionally, a reference 

group was included in the study, which enables the analysis of corporate reputation on bank-level. The 

sample consisted of 395 respondents, which were randomly assigned to one of the four experimental 

conditions. The data was analysed using ANOVA and hierarchical regression. 

Results showed that Dutch banks that score mediocre of high on corporate ethical performance have a 

significantly better corporate reputation than banks that score low on corporate ethical performance. 

However, no evidence was found to conclude that banks with a high level of corporate ethical performance 

have a significantly better corporate reputation than banks that score mediocre on corporate ethical 

performance. The hypothesis of this study is therefore only partially met. When improving corporate ethical 

performance from a low to mediocre level, corporate reputation significantly improves. On the other hand, 

when improving corporate ethical performance from a mediocre to high level, corporate reputation does 

not significantly improve. However not hypothesised, the results match the theory called the ‘negativity 

effect’, which can roughly be defined as a greater impact of evaluating negative than of equally intense 

positive information in the formation of overall evaluations on a subject.  
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Chapter 1. Introduction 

This chapter provides an introduction to the topic of this research. First of all, the problem indication 

outlines the relevance of this research. Afterwards, the problem statement, derived from the problem 

indication, is formulated. Lastly, the structure of this research is briefly described. 

1.1 Problem Indication 

The Dutch banking sector has had a hard time since 2008 and onwards. The consumer confidence in Dutch 

banks decreased and the reputation of the Dutch banking sector was severely shocked. The cause of this is 

complex and multiform. 

To begin with, banks have overly focused on financial results, while disregarding other aspects of business 

(Aramburu and Pescador, 2019). Many believe that irresponsible investments and excessive risk-taking 

behaviour of banks across the globe caused the financial crisis in 2008. The consequences of the financial 

crisis were so severe that governments were forced to bail out multiple banks to avoid a collapse of the total 

financial system (Herder, Brink and Riemersma, 2018). In the Netherlands, ABN AMRO, ING, and SNS 

had to be saved with billions of public money (Rijksoverheid, n.d.)  

Secondly, multiple high profile banking scandals have come to light. In 2013, it became public that multiple 

former traders of the Rabobank manipulated the interbank interest rate Libor for years. In 2016, two of 

them have been sentenced to prison in the United States (RTL Z, 2013). Another example is the interest 

rate derivate affaire, in which entrepreneurs were stuck with far too complex, speculative and risky financial 

products. Multiple Dutch banks were involved in this affair. Approximately 19.000 small and medium-

sized businesses were victimized. The compensation for these entrepreneurs is still an ongoing process 

(Kooiman, 2018).  

On top of that, banks are too often related to global issues by supporting ‘dirty’ industries and companies. 

While there are some banks that commit to the ethical values of society, there are others that invest their 

capital in businesses that support arms trade, environmental pollution, the violation of human rights, and 

other controversial practices (Olejniczak and Zwart, 2019). Through financing the companies that support 

these activities, banks influence a broad part of the economy and play an important role in economic 

development (Bencivenga and Smith, 1991; Onakoya, et al., 2018).  

Above events have led to extensive negative media coverage. A few newspaper headlines of the past decade 

include: “Rabobank settles money laundering practices for Mexican drug money for 298 million euros 

(Water, 2018)”, “Salary increase ING CEO despite imminent fine (ANP Productions, 2018) ”, “Rabobank 
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traders put in jail for Libor fraud (Redactie Volkskrant, 2016)”, and “Rabobank, ING and ABN AMRO 

invest billions in animal sufferings (World Animal Protection, 2018)”. The sum of the abovementioned 

events have caused a serious loss of trust and damaged the corporate reputations of Dutch banks (Onakoya, 

et al., 2018; Dell’Atti and Trotta, 2016). 

As stable economic growth requires a strong and reliable financial sector (Onakoya et al., 2018), the 

national government has taken various measures to make the Dutch banking sector more stable and resilient. 

These measures include tightened laws and regulations, intervened risk management, and enhanced 

supervision (banken.nl, n.d.). Besides, new laws and initiatives should make the sector more reliable and 

more ethical. Since 2013, employees working in the banking sector have to take an oath in which they, 

among other things, swear to work with integrity and care, make a careful assessment of interests, and put 

the interests of the customer first (Boatright, 2013).  

The new laws and regulations, intervened risk management, and increased supervisions provided a solid 

ground for banks to regain trust and rebuild its corporate reputation. Despite these efforts, the financial 

services sector is still least trusted to do what is right (Edelman Trust Barometer, 2019). This is problematic, 

as being trusted and having a decent corporate reputation are fundamental for banks (Babić-Hodović, Mehić 

and Arslanagić, 2011). Hence, banks attempt to restore trust and rebuild their damaged corporate reputation 

by developing attractive ethical corporate identities (Pérez and Rodríguez del Bosque, 2016; Hofman, 2018; 

Aramburu and Pescador, 2019). They aim for a higher level of corporate ethical performance via the 

strengthening of ethics, integrity, accountability, professionalism, and transparency (Setó-Pamies and 

Papaoikonomou, 2016).  

However, whether and how having a higher level of corporate ethical performance translates to a bank's 

corporate reputation has not received the necessary attention (Dell’Atti and Trotta, 2016; Onakoya, et al., 

2018). Research wherein a relationship between corporate ethical performance and corporate reputation 

was found does exist (Fombrun and Shanley, 1990; Hosmer, 1994; Fombrun; 1996; Verschoor, 1999; 

Leiva, Ferrero, and Calderon, 2016; Orlitzky, Schmidt and Rynes, 2003; Branco and Rodrigues, 2006), but 

is scarce (Goyal, Rahman, and Kazmi, 2013; Leiva, Ferrero, and Calderon, 2016), and does not focus on 

the banking sector in particular. Doing research into the relationships among causes, mechanisms, and 

effects that might contribute to building corporate reputation and providing implications for the banking 

sector in particular is therefore very useful, as it can help scholars, professionals, and regulators to better 

manage corporate reputation and to prevent reputational crises in the future (Dell’Atti and Trotta, 2016).  
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Therefrom, this research aims to create a well-established base layer of theory on the relationship between 

corporate ethical performance and corporate reputation in the Dutch banking sector. The term ethical, in 

this sense, refers to going further than just obeying laws and regulations. It aims to measure the extent to 

which banks, on their own initiative, can increase their corporate reputation by acting in an ethical manner 

and hence doing more than the law requires. 

1.2 Problem Statement 

Concluding from the problem indication, extant literature does not give sufficient insights into whether and 

how corporate ethical performance translates to a bank's corporate reputation. To create understanding on 

this topic, the following problem statement is drafted for this research:  

 “How does corporate ethical performance influence corporate reputation in the Dutch banking sector?”  

Figure 1 below presents the conceptualisation of the research question. 

 

Figure 1: Conceptual model 

1.3 Research Structure 

The remaining chapters of this thesis are organized as follows. To underline the relevance of this study and 

to gain insights into extant academic knowledge on this topic, Chapter 2 contains a review of the available 

literature. This chapter elaborates on corporate reputation, corporate ethical performance, their functioning 

in the banking sector, and the relationship between the two, from which a hypothesis is derived. Chapter 3 

describes the methodology of this research, including information about the research design, data collection, 

variables and data analysis methods. Chapter 4 shows and discusses the results of the data analysis. Finally, 

Chapter 5 includes the discussion, recommendations for research and practice, limitations of this research 

and ultimately the most relevant conclusions. 
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Chapter 2. Literature Review and Hypothesis Development 

This chapter covers the theoretical findings on corporate reputation, corporate ethical performance, their 

functioning in the Dutch banking sector, and the relationship between the two. Derived from the theory, 

an expected solution to the problem statement is established. 

2.1 Corporate Reputation 

This paragraph focusses on what is described in literature about corporate reputation. In the first sub-

paragraph, the concept of corporate reputation and its related concepts are defined and elaborated upon. 

The second sub-paragraph aims to create understanding about the functioning of corporate reputation in the 

Dutch banking sector. 

2.1.1 Defining the concept of corporate reputation  

The concept of corporate reputation has attracted interest among academics and practitioners for the last 

four decades (Gotsi and Wilson, 2001). Well-known strategy scholars have argued that corporate reputation 

is one of a company’s most important resources and that, as such, it has value for the company and 

contributes to the creation of sustainable competitive advantage (Barney, 1991; Ponzi, Fombrun and 

Gardberg 2011; Flanagan and O’ Shaughnessy, 2005). As it characterizes a rather new and additional lens 

through which senior executives can address strategic issues facing their firm (Gray and Balmer, 1998), the 

amount of research on the topic increased strongly.  

However, regardless of the growing amount of research published in this area, the definition of corporate 

reputation is rather undefined. The main reason hereof is that the concept is used in many academic 

disciplines, leading to economic, strategic, marketing, organizational, sociological, and accounting 

approaches (Babić-Hodović, Mehić and Arslanagić, 2011). Consequently, many definitions and 

perspectives exist on corporate reputation (Gotsi and Wilson, 2001; Fombrun and Van Riel, 1997). Each  

of  these  disciplines  have different understandings on  reputation  and  depending  on  the  discipline,  

reputation may characterise a signal, an image, a brand, an identity or an intangible asset (Babić-Hodović, 

Mehić and Arslanagić, 2011). 

Another complexity in defining corporate reputation is that the concepts of corporate image and corporate 

identity overlap with corporate reputation. Many academics even refer to them interchangeably (Leiva, 

Ferrero, and Calderon, 2016; Leiva, Ferrero and Calderón, 2014; Walker, 2010; Barnett, Jermier and 

Lafferty, 2006). When defining corporate reputation, it is therefore important to elaborate on all three 

concepts.  
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The creation of a corporate reputation starts with the corporate identity of the firm. Corporate identity is the 

expression of an organisation, according to the vision it has of itself and how it wants to be perceived by 

others (Selame and Selame, 1988). It consists of the sum total of proactive, reactive and unintentional 

activities and messages of firms. The principal components of corporate identity are the company’s strategy, 

philosophy, culture, and organizational design (Tench and Yeomans, 2009).  

The corporate identity of a company affects the mental picture stakeholders have of the firm. This ‘mental 

image’ is referred to as corporate image (Gray and Balmer, 1998). To give it some theoretical support, 

corporate image is a set of meanings, beliefs, ideas, feelings and impressions that people have about a 

company (Dowling, 1986). Thus, the corporate image of a firm reflects the corporate identity that is 

perceived by external stakeholders regarding the organisation (Olmedo-Cifuentes and Martinez-León, 

2014). 

The total sum of positive or negative images that a firm developed over time, creates its corporate reputation 

(Villafane, 2004). This sum of images makes stakeholders form an opinion about the company. In the 

strategic academic discipline, the most common used definition for corporate reputation is Fombrun's 

(1996) definition: “Reputation is a perceptual representation of a company’s past actions and future 

prospects that describe the firm’s overall appeal to all its key constituents when compared to other leading 

rivals”. Thus, corporate reputation is a judgement about a firm that emerged from the images held by the 

various stakeholders of an organization (Barnett, Jermier and Lafferty, 2006; Fombrun and van Riel, 1997).  

When synthesizing above explanations on the three concepts, corporate reputation is a collective assessment 

of a company that is shaped over time. Corporate reputation derives from what the firm is and how it 

presents itself – corporate identity. This develops as the company attempts to create short-term and 

immediate positive impressions of the company – corporate image (Babić-Hodović, Mehić and Arslanagić, 

2011). Consequently, corporate identity and corporate image are two main components of corporate 

reputation (Leiva, Ferrero and Calderón, 2014).  

2.1.2 The functioning of corporate reputation in the Dutch banking sector 

In earlier research on corporate reputation, academics have found that a well-established corporate 

reputation roots multiple advantages, such as the willingness of people to provide support to the company 

(Tench and Yeomans, 2009, p.253), easier access to financial resources (Staw and Epstein, 2000), easier 

access to better employees (Cable and Graham, 2000), being better at attracting and retaining customers 

(Tran, 2014), stimulating better risk management (Tran, 2014), and greater financial performance 
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(Hammond and Slocum, 1996). Hence, corporate reputation is of great importance for companies as it leads 

to multiple essential benefits. 

For banks in particular, having a decent corporate reputation is relatively even more important than for 

many other type of companies. Besides the arguments mentioned in the previous paragraph, there are three 

sector-specific arguments that underline the importance of corporate reputation for banks. 

Firstly, as banks deal with the money of others, a reputation for being trusted is fundamental for banks 

(Walter, 2014). According to Fombrun (1996), services are “goods based on trust” and they are bought 

based on reputation. Therefore, banks are not able to attract deposits, which in turn function as financing 

for others, without a decent corporate reputation (Fungáčová, Hasan and Weill, 2017).  

Secondly, when banks lose the confidence of the public, the banks do not only damage themselves, but the 

financial system and the economy as a whole as well (Dell’Atti and Trotta, 2016). A lack of trust in banks 

can disrupt the stability of financial systems, the macroeconomic balances, and the tendency of financial 

operators to invest (Dell’Atti and Trotta, 2016). The financial crisis of 2008 confirmed these arguments as 

its consequences affected companies and people worldwide. The consequences thereby revealed that well-

functioning banks play an important role in economic growth and highlighted the importance of trust in 

banks (Fungáčová, Hasan and Weill, 2017).  

Thirdly, as banking products are predominantly intangible and therefore easy to replicate (Wilkinson and 

Balmer, 1996) and hard to differentiate (O’Loughlin and Szmigin, 2005), reputation is a strategically 

important resource where it offers a basis to differentiate itself from peers (Forcadell and Aracil, 2017; Hsu, 

2012) and thus to create a barrier for imitation and a competitive advantage (Babić-Hodović, Mehić and 

Arslanagić, 2011; McWilliams and Siegel, 2001). This linkage is particularly important as markets 

increasingly become more competitive and securing product differentiation becomes more difficult (Hsu, 

2012). 

In conclusion, the advantages that corporate reputation can generate for banks are broad, and a lack of it 

has severe consequences. Corporate reputation therefore functions as a fundamental strategic determinant 

for banks. Consequently, banks should pay special attention to building, maintaining and defending it 

(Babić-Hodović, Mehić and Arslanagić, 2011). 
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2.2 Corporate Ethical Performance 

This paragraph focusses on what is described in literature about the concept corporate ethical performance. 

In the first sub-paragraph, the concept of corporate ethical performance and its related concepts are defined 

and elaborated upon. The second sub-paragraph aims to create understanding about the functioning of 

corporate ethical performance in the Dutch banking sector. 

2.2.1 Defining corporate ethical performance 

Ethics describes the set of values, rules and standards that define right and wrong behaviour, which helps 

actors to determine whether they should or should not take part in a specific action (Freeman and Gilbert 

1988; Raiborn and Payne, 1990; Carroll, 1991; Velasquez, 1999). Corporate ethics is about identifying and 

implementing these values, rules and standards for guiding morally right behaviour within a firm and in the 

interaction with its stakeholders (Lloyd, Mey and Ramalingum, 2014). Derived from this reasoning, 

corporate ethical performance is the extent to which a company implements ethics in the company.  

According to De George (2005), the concept of corporate ethics is used in three different approaches: the 

academic approach, the public approach, and the trend approach. Academics use the term to evaluate 

companies by means of an ethical framework. The public uses the term to debate about whether the actions 

and policies of companies are ethical or non-ethical. Lastly, the term corresponds to trends and forces to 

determine what policies companies must embed in their organization, as for example codes of ethics and 

training on ethics in business (Leiva, Ferrero, and Calderon, 2016).  

Ethics was already an accepted component of the strategic decision making process within firms in the early 

development of corporate strategy. Barnard (1938), led this idea by arguing that next to the main functions 

of executives, namely: maintaining communication channels, ensuring individual contributions, and 

formulating organization goals, executives should be aesthetic and moral, involving a sense of fitness, 

appropriateness and responsibility. In addition, Hosmer (1994) reasoned that it may or may not be nice to 

be moral, it may or may not be better to be moral, and it may or may not be prudent to be moral, but it is 

essential in any competitive sense to be moral. Firms should address multiple societal expectations, 

including legal, economical, ethical and discretionary responsibilities to thrive and even survive (Carroll, 

1979).  

Although the existence of ethics in business is longstanding, the development of corporate ethics as a field 

is a young phenomenon (Leiva, Ferrero, and Calderon, 2016). Corporate ethics as a field has increased in 

interest since the rise in the demand for corporate social responsibility (hereafter, CSR) (Dawkins and 

Lewis, 2003). CSR refers to the voluntary contribution of businesses to society that goes beyond just 
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obeying the law (Barigozzi and Tedeschi, 2015; El-Kassar, Yunis and El-Khalil, 2017; Carroll, 2015). More 

specific, CSR is a result-oriented process in which a company takes responsibility in all business operations 

for all the effects it has on social, ecological and economic level and are transparent about their actions to 

their stakeholders (Setó-Pamies, and Papaoikonomou, 2016; MVO platform, n.d.).  

Following Preuss, Haunschild, and Matten (2009), the increased importance of CSR is business is the result 

of three related developments. Firstly, there has been a decrease in the power of national government in 

industrialized countries due to political changes. This is particularly reflected in the governments declining 

ability to control large multinationals, but also in the continued existence of social welfare problems. 

Secondly, civil society has undergone significant changes in recent decades in industrialized countries. 

Campaigns by activist groups have increased awareness of environmental issues and persistent social 

inequality, which have led to the addressment of political and social concerns in politics. Thirdly, there is 

a growing importance of social economic success in the economic sphere. These three developments have 

caused the public to have expectations from companies that involves having a social economic role in 

society. 

Many academics do not make a distinction between the concepts corporate ethics and CSR and refer to 

them interchangeably (for example: Matten and Moon, 2004; Evans et al. 2006, Valentine and Godkin, 

2017). Following Carroll (2015), their use often depends on which is ‘trendy’ at the time rather than any 

real technical difference. Other academics see corporate ethics and CSR more as two overlapping, but 

different concepts. Where corporate ethics is more of a moral reflection with regard to business behaviour, 

CSR is more of a specific result of implemented ethical policies by a company (Epstein, 1987). Following 

this reasoning, and directly the interpretation of the two concepts in this study, corporate ethical 

performance is the extent to which a firm practices ethics in its business and CSR acts as a practical method 

to determine the degree of corporate ethical performance.  

2.2.2 The functioning of corporate ethical performance in the Dutch banking sector 

Before the financial crisis, banks believed that aiming for the highest shareholder value and return on 

investments was all the 'good' they had to do. During the financial crisis, irresponsible investments and 

excessive risk-taking behaviour of banks put a spotlight on the ethical aspects of their operations, as it has 

shown the great influence they have on the economy and on the society as a whole (Koslowski, 2011). The 

idea that banks should engage in some form of responsible behaviour has become a legitimate social 

expectation. This does not only mean obeying laws and regulations, but also being more transparent and 

accountable, putting the interests of customers at first and behaving in a more ethical manner (Paulet, 
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Parnaudeau and Relano, 2015). Consequently, the culture of ‘short-term profit at any costs’ is now expected 

to be completely banned from the financial system (Koslowski, 2011).  

Banks’ core business is the provision of financial services to companies and organisations to enable them 

to acquire capital for all sorts of activities. Through investing in activities, banks can indirectly either 

contribute to, for example, eliminating malnutrition and the strengthening of eco-systems, but also to the 

violation of, for example, human rights (Herder, Brink and Riemersma, 2018). Hence, banks can use their 

financial influence to support sustainable companies and organisations and therewith play an important role 

in economic development (Bencivenga and Smith, 1991; Onakoya, et al., 2018). When banks choose to use 

their financial influence in an ethical manner, it does not only result in a higher level of ethical performance 

in their own activities, but also in the activities of its potential borrowers. This makes the banking sector 

unique when considering the effects of their ethical behaviour (Forcadell and Aracil, 2017). 

Some of the players in the Dutch banking sector made important steps toward meeting this social 

expectation. Two examples include recent policy changes by ABN AMRO and ING. Since the Rana Plaza 

factory disaster in 2013, in which 1,134 workers died and around 2,500 were injured due to the collapse of 

a severely neglected building, ABN AMRO demands a signed Safety Agreement when they invest in a 

company that is active in the garment industry (Olejniczak and Zwart, 2019). Moreover, ING tightened in 

its coal policy in 2017. From that time on, the bank only provides investments to companies in the energy 

industry that are dependent on coal for less than 10% of its energy generated. The two examples demonstrate 

the increased willingness of banks to retain their investments from companies that support controversial 

activities (Olejniczak and zwart, 2019).  

However, there are still areas where major steps can be taken. For example, ING, ABN AMRO and Van 

Lanschot together invested 644 million euro’s in thirteen arms companies that supply weapons to countries 

that violate human rights. By this means, they use their financial influence to support unethical activities, 

whereby not only their own practices remain unethical, but the practices of the companies that receive the 

financing as well (Slijper and Oudes, 2019). Ironically, ABN AMRO acknowledges that the defence 

industry poses sustainability risks such as human rights violations and corruption (ABN AMRO, 2018). In 

ABN AMRO’s defence policy (2018) they argue: “The bank recognizes that in its role as a financial service 

provider it may be exposed to social, environmental and ethical risks through the activities of clients.” 

However, their concerns about these social, environmental and ethical risks seems not to have affected their 

investment behaviour yet (Slijper and Oudes, 2019).  
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Practices where companies make themselves look better than they actually are, such as in the example of 

ABN AMRO in the previous paragraph, are known as ‘greenwashing’. Greenwashing is a form of 

disinformation from companies seeking to restore public reputations and further shape public images. By 

means of greenwashing, banks try to remain their corporate reputation of getting negatively affected by 

some of their questionable investment policies (Slijper and Oudes, 2019). Following Laufer (2003), only 

few companies address the full range of social issues necessary to assess a company’s behaviour adequately. 

Above arguments underline the significant effects banks can have on the well-being of society all over the 

world (Olejniczak and Zwart, 2019). As a conclusion, corporate ethical has an important function in the 

Dutch banking sector. Dutch banks definitely made some important steps in achieving a high level of 

corporate ethical performance. However, it also seems that they are not quite there yet.    

2.3 Corporate Ethical Performance and Corporate Reputation  

As earlier mentioned, whether and how having a high level of corporate ethical performance translates to a 

bank's corporate reputation has not received the necessary attention (Dell’Atti and Trotta, 2016; Onakoya, 

et al., 2018). Research wherein a relationship between corporate ethical performance and corporate 

reputation was found does exist (Fombrun and Shanley, 1990; Hosmer, 1994; Fombrun; 1996; Verschoor, 

1999; Leiva, Ferrero, and Calderon, 2016; Orlitzky, Schmidt and Rynes, 2003; Branco and Rodrigues, 

2006), but is scarce (Goyal, Rahman, and Kazmi, 2013; Leiva, Ferrero, and Calderon, 2016), and does not 

focus on the banking sector in particular. 

When assessing the extant literature on the relationship between corporate ethical performance and 

corporate reputation, it seems that there is a positive association between the two. As one of the first 

academics to address this topic, Hosmer (1994) reasoned that following moral obligations and pursuing 

ethical activities in business should lead to trust with the firm’s stakeholders, which will ultimately result 

in higher commitment, greater effort and in the end to long-term performance. In accordance, Fombrun 

(1996) explained that the four key characteristics of corporate reputation are credibility, reliability, 

responsibility, and trustworthiness. Where acting in an ethical manner is about credible and responsible 

behaviour, Fombrun’s point of view implies that being ethical should contribute to a better corporate 

reputation.   

In 1999, Verschoor reasoned that companies with a code of ethics and companies that publicly commit to 

ethical values as a strategy achieve significantly higher performance in both financial and non-financial 

terms. In Verschoor’s study, the non-financial performance of a company was measured using corporate 
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reputation. Verschoor found that companies that publicly commit to a code of ethics, have a 4.7% higher 

corporate reputation relatively to companies that do not commit to a code of ethics. 

More recently, Leiva, Ferrero and Calderon (2016) conducted research into the concept of corporate 

reputation within the corporate ethics field. They concluded that the concept of ‘corporate social 

responsibility’ was the most repeated proxy of corporate reputation in this field, which suggests that for 

business scholars the consequence of acting well should lead to a good and positive evaluation of the firm 

by its stakeholders.  

Research on the topic of CSR is extensive and some include the relationship of the concept with corporate 

reputation. Fombrun and Shanley (1990) argued that investing in corporate social responsibility activities 

is an important factor when building reputation. Later, Orlitzky, Schmidt and Rynes (2003) linked 

sustainable behaviour to firm performance via firm reputation. Most recently, Branco and Rodrigues (2006) 

found that firms that engage in corporate social responsibility could easier build strategic resources like 

corporate reputation.  

When synthesizing argumentation from extant literature on the relationship between corporate ethical 

performance and corporate reputation, the conclusion is that corporate ethical performance has a positive 

influence on corporate reputation. Whether the relationships persists in the Dutch banking sector, remains 

unclear from literature. However, multiple arguments were found that underline the significant effects 

banks can have on the well-being of society all over the world and thus the importance of corporate ethical 

performance for Dutch banks (as discussed in paragraph 2.2.2). It is therefore expected that the relationship 

persists in the Dutch banking sector. More specific, as corporate ethical performance is of particular 

importance for banks, it should have a positive effect on corporate reputation. Hence, the hypothesis of this 

study is that a higher level of corporate ethical performance leads to a better corporate reputation in the 

Dutch banking sector. Figure 2 again shows the conceptual model, now including the hypothesized 

relationship between corporate ethical performance and corporate reputation in the Dutch banking sector. 

Hypothesis: A higher level of corporate ethical performance leads to a better corporate reputation in the 

Dutch banking sector. 

 

Figure 2: Conceptual model and hypothesized relationship  
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Chapter 3. Methodology 

This chapter elaborates on the methodology of this study. Firstly, the research design, the vignette design 

and their fit with the purpose of this study are discussed. Subsequently, the method of the data collection 

is explained. Afterwards, the operationalization of the variables is described. Lastly, the method of data 

analysis is elaborated upon. 

3.1 Research Design                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                      

To test the hypothesis of this study, a vignette experiment has been conducted. In a vignette experiment, 

short descriptions of situations (vignettes) are shown to a respondent in order to elicit their judgements 

about the situation (Hughes and Huby, 2012). The aim of a vignette experiment is to capture a true reaction 

of a respondent, which makes it a promising quantitative research method for investigating respondents’ 

beliefs, attitudes, perceptions, or judgements (Hughes and Huby, 2012). Rather than allowing people to 

give their own interpretation to a simple, abstract and direct question about a situation, respondents are 

faced with more detailed situation sketches in a vignette study, which leads to a more standardized idea of 

the situation among the respondents and high internal validity (Alexander and Becker, 1978; Steiner, 

Atzmüller and Su, 2016). The vignette method therefore contributes to getting the most accurate indication 

of a relationship.  

By systematically varying multiple levels of the aspect of interest and putting them into vignettes, they can 

randomly and evenly be assigned to a subset of respondents. By keeping a level of the aspect of interest 

constant over a heterogeneous respondent population, it is possible to gain a degree of uniformity about the 

situation (Alexander and Becker, 1978). The potential differences in judgements about the situations can 

then be analysed afterwards (Atzmüller and Steiner, 2010). 

In this study, the vignettes contain information about the corporate ethical performance of a Dutch bank. 

Corporate ethical performance is distinguished using three levels: low, mediocre and high. Hence, three 

vignettes are designed: one vignette that entails information about a bank that has a low corporate ethical 

performance, one vignette that entails information about a bank that has a mediocre corporate ethical 

performance, and one vignette that entails information about a bank that has a high level corporate ethical 

performance. After the respondent is faced with the vignette, their judgement about the particular bank’s 

corporate reputation is measured. Furthermore, a reference group is added to the design. The reference 

group enables measuring the actual corporate reputation of Dutch banks, without manipulation. The 

combination of the three vignettes and the reference group ultimately leads to four experimental groups. 

Paragraph 3.2 further elaborates on this. 
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The design of this research is between-subjects, meaning that every respondent is only exposed to one level 

of the vignette. In this type of design, potential differences in causal estimates can be obtained by comparing 

the behaviour of the respondents in one experimental condition with the behaviour of the respondents in 

another (Atzmüller and Steiner, 2010). For vignette studies in particular, this method has the advantage that 

the respondent is not likely to guess the true goal of the study, which rules out political correct behaviour 

in their answering. A schematic overview on the design of this research is shown in Figure 3.  

 

Figure 3. Schematic overview research design  

3.2 Vignette Design 

In a vignette study, the creation of real-appearing vignettes is of great importance, as only then true effects 

can be measured (Hughes and Huby, 2012). In most vignette studies, the provided information in the 

vignettes describes a fictional situation. However, to make an as close to reality estimation of the effect of 

corporate ethical performance on corporate reputation in the Dutch banking sector, and thus to increase the 

external validity of this study, the choice has been made to include company names of existing Dutch banks 

in the vignettes. The banks that are used for these vignettes are seven Dutch banking groups: ABN AMRO, 

De Volksbank, ING, NIBC, Rabobank, Triodos Bank, and Van Lanschot. 

The vignettes of this study are designed as visualizations of the ranking on corporate ethical performance 

of the seven Dutch banks. The vignettes include the ranking position of each of the banks, the company 

names and their logos. The logos are included to achieve a higher level of recognisability of the companies. 

In each of the vignettes, the position of one bank on the ranking is manipulated; it is either changed to 

highest on the ranking, mediocre on the ranking or lowest on the ranking. To clarify, the respondent does 

not know that one bank is manipulated and is told that the ranking presented is the actual ranking on 

corporate ethical performance. After presenting the vignette to the respondent, they were asked to assess 

the corporate reputation of the manipulated bank. Paragraph 3.3 further elaborates on this.  
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In order to avoid that the results are biased due to the use of one particular Dutch bank, all seven banks are 

randomly and evenly distributed among the different vignettes. Hence, the experiment measures all seven 

banks on its corporate reputation using four potential experimental conditions: no manipulation (respondent 

does not see a ranking), lowest on the ranking, mediocre on the ranking, and highest on the ranking.  

When varying the seven banks and the four experimental groups, a total of 28 experimental sub-groups 

arise. These represent all possible ‘conditions’ that were randomly and evenly assigned to the respondents 

in an online questionnaire, which will further be elaborated upon in the next paragraph. A visualization of 

the experimental sub-groups, including the randomization of the seven Dutch banks, is presented in Table 

1. An example on the appearance of all three vignettes is included as Appendix A. 

Table 1. Experimental sub-groups including randomization banks 

 Reference group: Low Mediocre High 

ABN AMRO Reference group 1a Vignette 1a Vignette 2a Vignette 3a 

De Volksbank Reference group 1b Vignette 1b Vignette 2b Vignette 3b 

ING Reference group 1c Vignette 1c Vignette 2c Vignette 3c 

NIBC Reference group 1d Vignette 1d Vignette 2d Vignette 3d 

Rabobank Reference group 1e Vignette 1e Vignette 2e Vignette 3e 

Triodos Bank Reference group 1f Vignette 1f Vignette 2f Vignette 3f 

Van Lanschot Reference group 1g Vignette 1g Vignette 2g Vignette 3g 

 

3.3 Sampling Design and Data Collection 

As the focus of this study is the Dutch banking sector, the target sample selected for this research is the 

Dutch population. A minimum age restriction of 18 years old is set to participate in the study, as non-adults 

might not have a sufficient relationship with the Dutch banking sector to form an opinion about it. The 

sampling method that is used for this research is the non-probability method convenience sampling, which 

involves the selection of accessible subjects. This method is appropriate as respondents do not need to have 

specific knowledge or have particular characteristics; they only need to have an idea about the Dutch 

banking sector. 

The quantitative data were collected using an online survey, which was created with the online survey tool 

Qualtrics. The questionnaire consisted of five parts, namely: 1) an explanation on ethics and corporate 

ethical performance, 2) the vignette, 3) questions regarding corporate reputation, 4) questions regarding the 

familiarity with the concerning bank, and 5) demographical questions.  
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To enlarge, the first step controlled for a decent and comparable level of knowledge about what ethics and 

corporate ethical performance is among all respondents. This step had a second purpose, namely to ensure 

that the respondents would truly believe the information presented in the vignette. In the second step, the 

respondent was faced with one of the vignettes and was asked to take a careful view. In the third step, the 

respondent was asked to rate different statements that relate to corporate reputation. In the fourth step, the 

respondent was asked about his or her familiarity with the bank. Demographical information about the 

respondents were gathered in the fifth and last step. When a respondent was assigned to the reference group, 

the respondent skipped part 2 of the questionnaire (the vignette). 

Initially, the questionnaire was designed in Dutch. Afterwards, it was translated into English. To check 

whether the questionnaire was translated accurately, an independent third party translated it back to Dutch. 

At the beginning of the questionnaire, the respondents could indicate its preference by choosing whether 

they wanted the questionnaire to be presented to them in Dutch of English. A complete overview of all 

questions in both languages is included as Appendix B. 

To test the important components of the questionnaire before gathering the actual data, a pilot test was 

conducted. This is an important step for upgrading the quality and efficiency of the main study (In, 2017). 

Five people were asked to assess the full questionnaire, including a master of science in Supply Chain, a 

master of science in Organizational Studies, a Public Governance pre-master student and two people that 

have an MBO degree. They were asked to assess whether the instructions and all the questions from the 

questionnaire were clear, whether the provided information was understandable and easy to read and 

whether the vignettes were logical and believable. In response to the feedback, some adjustments were 

made and the final survey and vignettes were constructed. The people that conducted the pilot study, did 

not take part in the final data collection.  

The questionnaire was distributed widely using an anonymous link. The questionnaire was published on 

social platforms as LinkedIn and Facebook; both on personal accounts and in university groups. 

Furthermore, direct request were sent via e-mail, WhatsApp and Facebook. Respondents were asked to 

spread the questionnaire to their friends, family, colleges and others. In the beginning of the questionnaire, 

the respondents were informed about the confidentiality of their answers. Also, to increase the response 

rate and reward respondent’s participation, an amount of 20 euro’s was raffled among the respondents who 

chose to fill in their email address at the end of the survey. This option was entirely voluntary and only 

required if respondents wanted to take part in the raffle.  
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The data collection resulted in 395 full responses, which were used for the analysis of the data. A minimum 

of 30 respondents per vignette is needed for a robust analysis (Atzmüller and Steiner, 2010). This number 

is shown to have enough statistical power to detect small effect sizes (Cohen and Cohen, 1975). Because 

the number of respondents for all experimental groups exceeded 30, the required minimum of respondents 

per condition is met. A schematic overview of the sampling design and data collection method is presented 

in Figure 4. Please see Appendix C for descriptive information on the sample of this study.  

As Figure 4 presents, the reference group has relatively more respondents than the three vignette groups. 

When a sufficient number of respondents was gathered for the three vignettes, it was consciously chosen 

to continue gathering data for the reference group only. This enabled the analysis of corporate reputation 

on bank-level. Paragraph 4.3 further elaborates on this. 

 

Figure 4. Schematic overview sampling design and data collection method  

3.4 Operationalization 

In the following sub-paragraphs, the different measures used to operationalize the variables of this study 

are described. It cover the measures of the dependent variable, independent variable and control variables 

of this study respectively. Lastly, an overview of the variables and their measures are shown as a summary.  
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3.4.1 Dependent variable: corporate reputation 

The dependent variable of this study is corporate reputation. Various scholars have used 10 to 20+ attribute 

measures to indicate corporate reputation, including questions about perceived financial, product and social 

performance. Though, many faced difficulties in the use of these multi-item, multi-measure instruments as 

they lead to observed fatigue and non-response (Ponzi, Fombrun and Gardberg, 2011). Also, these 

constructs focus more on measuring the drivers of corporate reputation rather than measuring the construct 

itself (Ponzi, Fombrun and Gardberg, 2011). 

As a result, researchers encouraged the development of a short-form scale to measure the key construct of 

corporate reputation (Richins, 2004; Stanton et al., 2002). A short scale should provide academics with a 

rigorous and analytically grounded measure of corporate reputation to facilitate data collection, particularly 

when carried out in questionnaires and online (Ponzi, Fombrun and Gardberg, 2011). For this reasoning, a 

short Likert scale developed by the Reputation Institute was chosen to measure corporate reputation in this 

study. 

The measure is established by perceptions of esteem, admiration, trust, and overall feeling (Reputation 

Institute, n.d.). Consequently, the measure consists of three items about the emotional appeal of the 

company and a rating of its overall reputation (Reputation Institute, 2016). The combination of the items 

measure a person’s general evaluation of the corporate reputation of a firm (Deephouse, Newburry and 

Soleimani, 2016). The four items to measure corporate reputations are “I have a good feeling about this 

bank”, “I trust this bank”, “I admire and respect this bank” and “I believe this bank has a good overall 

reputation”. The answer to these statements were gathered using a seven point Likert scale where 1 indicates 

“I strongly disagree” and where 7 indicates “I strongly agree” (Ponzi, Fombrun and Gardberg, 2011).  

This emotion-based measure for corporate reputation was created for the RepTrak® Pulse Score, a well-

known indicator for the reputation of companies (Ponzi, Fombrun and Gardberg, 2011). It measures the 

emotional bond stakeholders have with the company. The measure was found reliable and valid by Ponzi, 

Fombrun and Gardberg (2011) using both qualitative and quantitative methods in six independent studies 

involving 17 countries on six continents. 

After the data collection, the average score over the four items was calculated, which resulted in a 

continuous number in between of one and seven. This number represents the dependent variable corporate 

reputation and is used for the analysis of the data.  
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3.4.2 Independent variable: corporate ethical performance 

The independent variable of this study is corporate ethical performance. As earlier mentioned, this variable 

is manipulated using three vignette conditions. Each of the vignettes shows a different level of corporate 

ethical performance: 1) a low level, 2) a mediocre level, or 3) a high level.  

To determine the corporate ethical performance of Dutch banks, data of the Dutch Fair Bank Guide is used. 

The Dutch Fair Bank Guide is a branch of the Fair Finance Guide International and is a collaboration of 

some of the world’s most well-respected non-profit organisations: Amnesty International, FNV, 

Milieudefensie, Oxfam Novib, PAX and World Animal Protection (Fair Finance Guide, n.d.).  

Since 2009, the Dutch Fair Bank Guide assesses the policies and operations of seven large Dutch banks 

active on the Dutch market on cross-cutting themes, risk sectors and operational themes to determine its 

corporate social responsibility (Fair Finance Guide, n.d.). As earlier mentioned, corporate social 

responsibility acts as a practical method to determine the degree of corporate ethical performance (Epstein, 

1987). As such, the scoring model of the Fair Bank Guide can appropriately be used for the purpose of 

determining corporate ethical performance.  

Together with Profundo, a Dutch independent not-for-profit research institute aiming to contribute to a 

more sustainable world and social justice, The Fair Finance Guide International developed their assessment 

methodology (Fair Finance Guide, n.d). The requirements that good policy must meet are based on widely 

accepted international standards, such as treaties, guidelines, certification schemes and codes of conduct 

(Mishra and Simons, 2018). More information about The Fair Finance Guide and the methodology is 

included as Appendix D.   

In March 2018, the Fair Bank Guide published their 17th policy update on the assessment of seven large 

banking groups that are active on the Dutch market. Table 2 includes the scores given to each of the 

individual assessment criteria. The scores are shown on a scale from 1 (very poor) to 10 (excellent). The 

assessment criteria include eight cross-cutting sustainability themes and five sectors that involve major 

environmental, social and governance risks. Furthermore, the remuneration policies of the banking groups 

have been examined, as well as their transparency about the implementation and results of their investment 

policies (Mishra and Simons, 2018.). Derived from Table 2, De Volksbank has the best score on corporate 

ethical performance, followed by Triodos Bank, NIBC, Rabobank, Van Lanschot, ABN AMRO and lastly, 

ING.   
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Table 2. Dutch banks scores on cross-cutting themes, risk sectors and operational themes 

 

 

 

 

       

Themes        

Animal welfare 5 10 6 5 7 9 3 

Climate change 3 9 3 6 5 8 3 

Corruption 6 9 8 8 8 9 8 

Gender 2 5 3 2 2 4 2 

Human rights 9 10 5 7 8 9 7 

Labour rights 8 10 8 9 9 10 8 

Nature 6 9 6 9 6 9 8 

Tax 3 7 4 5 5 7 5 

Sectors        

Arms 8 10 6 9 8 10 9 

Financial Sector 3 9 2 7 3 9 6 

Fisheries 4 9 6 7 6 8 3 

Food 7 9 7 8 8 9 7 

Forestry 6 7 4 7 6 8 3 

Operational themes        

Remuneration 5 10 4 6 3 10 4 

Transparency and Accountability 5 8 4 3 5 8 6 

Total 80 131 76 98 89 127 82 

Note. Source: Mishra and Simons (2018). 

3.4.3 Control variables  

To ensure that the variation in corporate reputation is caused by the corporate ethical performance, several 

control variables were added to this study. The control variables added in this study relate to two subjects: 

the relationship the respondent has with bank he or she assessed and demographical information about the 

respondents.  
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3.4.3.1 Control variables regarding the respondent’s relationship with the bank 

As earlier mentioned, the measurement of the dependent variable of this study, corporate reputation, is 

emotion-based. The inclusion of existing Dutch banks in the vignettes increases the chance of creating an 

as true as possible understanding on how corporate ethical performance affects corporate reputation in the 

Dutch banking sector. However, the inclusion of existing Dutch banks in the vignettes may also increase 

bias, as a respondent may or may not already have ‘an emotion’ about the bank. To control for this potential 

bias, two variables regarding the relationship the respondent has with the bank were included in this study.  

The first control variable assesses the familiarity of the respondent with the bank. Brooks et al. (2003) found 

that familiarity is positively associated with firm reputation. For this reasoning, familiarity was controlled 

for in this study. A four-point familiarity screening question by Asher (2004) was used to indicate the extent 

to which the respondent was familiar with the bank. The items included “I have never heard of this bank”, 

“I am not very familiar with this bank”, “I am somewhat familiar with this bank”, and “I am very familiar 

with this bank”.  

The second control variable indicates whether the bank the respondent assessed was his or her own bank. 

Results from the annual American Banker/Reputation Institute Questionnaire of Bank Reputations (2018), 

showed that when customers assess their own bank, their ratings on corporate reputation are more generous 

(Garver, 2018). For this reasoning, whether the respondent assessed his or her own bank was controlled for 

in this study. A binary variable was created to indicate whether the respondent did or did not assess his or 

her own bank. 

3.4.3.2 Control variables regarding demographical measures 

The collection of comprehensive demographical information about the respondents is important when 

analysing vignette data, as it assists in examining heterogeneous response behaviours and in reducing the 

error variance at the respondent level (Steiner, Atzmüller and Su, 2016). As an additional advantage, 

demographic information about the respondents can be used to describe the realized sample. The 

demographic information that is collected in this research relates to the individual’s gender, age, country, 

education and occupation.  

A summary on all the variables and their measures is shown in Table 3. 
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Table 3. Overview of the variables and corresponding measures 

Variable Measure 

Dependent variable  

Corporate Reputation The corporate reputation of a firm, measured using a four item, seven point 

Likert scale (1= I strongly disagree, 7= I strongly agree) 

Item 1: I have a good feeling about this bank 

Item 2: I trust this bank 

Item 3: I admire and respect this bank 

Item 4: I believe this bank has a good overall reputation 

Independent variable 

Corporate Ethical 

Performance 

The corporate ethical performance of a Dutch bank, relatively to other Dutch 

banks using three vignettes and a reference group. 

Reference group: No manipulation  

Vignette 1: Low level of corporate ethical performance 

Vignette 2: Mediocre level of corporate ethical performance 

Vignette 3: High level of corporate ethical performance 

Control variables 

Familiarity The extent to which the respondent is familiar with the bank he or she assessed, 

using the four-point familiarity screening question by Asher (2004). 

Option 1: I have never heard of this bank 

Option 2: I am not very familiar with this bank 

Option 3: I am somewhat familiar with this bank 

Option 4: I am very familiar with this bank 
 

Own bank Whether the bank the respondent assessed in the vignettes was his or her own 

bank, measured through a binary variable coded 1 if the respondent did assess 

his or her own bank and 0 if the respondent did not. 
 

Gender The gender of the respondent, measured through a binary variable coded 1 if 

the respondent is female and 0 if the respondent is male. 
 

Age The age of the respondent, measured in categories. 

Category 1: 18-24 years old 

Category 2: 25-34 years old 

Category 3: 35-54 years old 

Category 4: 55-64 years old 

Category 5: 65-74 years old 
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Category 6: 75 years old or older 
 

Country Whether the respondent has lived the longest part of his or her life in the 

Netherlands, measured through a binary variable coded 1 if the respondent has 

lived in the Netherlands for the longest part of his or her life and coded 0 if the 

respondent did not. 
  

Education The highest achieved level of education of the respondent, measured using 

categories. 

Category 1: Primary School 

Category 2: High School 

Category 3: MBO 

Category 4: HBO 

Category 5: WO bachelor 

Category 6: WO master 

Category 7: Different 
 

Occupation The occupation of the respondent, measured using categories. 

Category 1: Student 

Category 2: Unemployed 

Category 3: Part-time job 

Category 4: Fulltime job 

Category 5: Retired 

Category 6: Different 

 

3.5 Data Analysis Methods 

To test the hypothesis of this study, two statistical tests are performed: analysis of variances (ANOVA) and 

hierarchical ordinary least squares (OLS) regression, which are considered the two main models when 

analysing vignette data (Steiner, Atzmüller and Su, 2016). 

Firstly, to test whether the experimental groups differ significantly with regard to the dependent variable of 

this study, a one-way ANOVA is performed. The one-way ANOVA assesses the average effect of different 

experimental conditions on groups of subjects in terms of a particular dependent variable (Rutherford, 

2001). Thus, a one-way ANOVA is a suitable method to indicate whether the different levels of corporate 

ethical performance differ significantly with regard to corporate reputation. 

The one-way ANOVA is a valid method when the data meets six assumptions (Laerd Statistics1, n.d.). The 

discussion on each of the six assumptions is included as Appendix E. The conclusion on this discussion is 
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that the sixth assumption, which requires homogeneity of variances in the data, is violated. As one-way 

ANOVA can lead to an enhanced type I error rate if there is no homogeneity of variances, an alternative, 

more robust procedure is preferred (Moder, 2007). For that reason, the results on the Welch ANOVA test 

are interpreted. This test is suitable when a so-called ‘Behrens Fisher problem’ is present in the data: 

heterogeneity of variances and unequal sample sizes (Shingala and Rajyagura, 2015; Moder, 2010), as is 

the case in the gathered data for this study. As the ANOVA is an omnibus test, it only tells whether one of 

the experimental groups is significantly different to another with regard to the dependent variable. To 

indicate how the means of the experimental groups related to each other, the post-hoc Games-Howell test 

is conducted. Again, this test is robust to heterogeneity of variances. 

Secondly, since the one-way ANOVA only assesses the relationship between the independent and the 

dependent variable of this study, hierarchical OLS regression was also performed. Hierarchical OLS 

regression is an OLS regression analysis that takes the hierarchical structure of the data into account. 

Therefore, it is a way to show whether corporate ethical performance explains a statistically significant 

amount of variance in corporate reputation after accounting for the control variables (Lankau and Scandura, 

2002) and hence to conclude about whether potential significant values found in the ANOVA hold after 

accounting for the control variables of this study.  

OLS regression is a valid method when the data meets six assumptions (Laerd Statistics2, n.d.), which are 

discussed in Appendix F. One out of the six assumptions was not met. This assumption requires the 

variables to be continuous. As the independent variable and the control variables of this study are 

categorical, a dummy-recoding method was applied (Hardy, 1993). This method made it possible to add 

categorical variables to the model. Though, some changes had to be made in the levels of the variables, as 

some of the levels only included very few respondents, which can lead to false discoveries when running 

HMR.  

Firstly, the variable country is not included in the regression, as only one respondent indicated that he or 

she did not live in the Netherlands for the longest part of his or her life. Furthermore, the age categories 

were transformed in new categories, as some of the levels only included very few respondents. The new 

age categories are: 1) 18-24 years old, 2) 25-34 years old, 3) 35-54 years old, and 4) 55 years old or older. 

Next, the levels of the variable education were transformed. The new levels are: 1) high school or lower, 

2) MBO, 3) HBO, 4) WO Bachelor 5) WO master. The level different included only four respondents, which 

were randomly assigned to one of the other groups. Lastly, the levels of the variable occupation were 

transformed. The new categories are: 1) student, 2) part-time, 3) fulltime, and 4) no job. The old levels 

retired and unemployed were merged into the level no job.  
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For every categorical variable k-1 dummy variables were created, where -1 functions as the level where the 

outcome coefficients of the other levels of the variable can be compared to (reference level). For every 

categorical variable, the first level acts as the reference level. 
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Chapter 4. Empirical Results and Analysis 

This chapter elaborates on the results of this study. Firstly, the reliability of the measurement scale used 

for the dependent variable is elaborated upon. Secondly, the descriptive statistics and Pearson correlation 

matrix are shown and discussed. Thirdly, some additional descriptive statistics on the elements of main 

interest are presented and evaluated. Lastly, the hypothesis is testes using a Welch ANOVA, post-hoc 

Games-Howell test and hierarchical OLS regression.  

4.1 Reliability on the Measurement Scale 

The dependent variable of this study, corporate reputation, was measured using a four-item, seven point 

Likert scale developed by the Reputation Institute (Ponzi, Fombrun and Gardberg, 2011). As mentioned, 

the measure was found reliable and valid by Ponzi, Fombrun and Gardberg (2011), by means of both 

qualitative and quantitative methods in six independent studies involving 17 countries on six continents. To 

indicate whether the reliability of the scale holds in this study, Cronbach’s Alpha was calculated.  

Results showed a Cronbach’s Alpha value of α = .898. The values 0.7 or 0.75 are often used as cut-off value 

for Cronbach’s alpha and thus for the reliability of the test (Christmann and Van Aelst, 2006). High values 

(α = > .80) indicate high reliability or high internal consistency (Kuijpers, Van der Ark and Croon, 2013). 

Hence, the results on Cronbach’s Alpha indicate that the component items measured the same concept and 

that the four item scale that was used to measure corporate reputation is a reliable measure. Additional 

information on the analysis of the measurement scale is included as Appendix G. 

4.2 Descriptive Statistics and Pearson Correlation Matrix 

Table 4 shows the descriptive statistics and Pearson correlation matrix of the variables used in the model. 

The descriptive statistics show that the seven banks on average have a corporate reputation of 4.603 on a 

one to seven scale. The average on familiarity is 2.670 on a one to four scale, which translates to somewhere 

in between of “I am not very familiar with this bank” and “I am somewhat familiar with this bank”. The 

low mean value of the variable own bank (0.190) shows that the majority of the people did not assess their 

own bank. In terms of demographical information about the respondents, the distribution between males 

and females in the sample is approximately evenly spread (0.54). The average age of the respondents is 

closest to the age category 25 to 34 years old. Only one respondent within the sample did not live in the 

Netherlands for the longest part of his/her life, explaining the average of 1 on the variable country. The 

fourth category in the level of education of the respondents is average, referring to HBO. As earlier 

mentioned, a detailed overview on the distribution on all variables is included as Appendix C.  
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The correlation matrix shows four moderate to high significant correlations: the level of familiarity and 

whether the respondent assessed his or her own bank (r = .523), occupation and age (r = .498), corporate 

reputation and the level of familiarity (r = .459), and lastly whether the respondent assessed his or her own 

bank and corporate reputation (r = .325). Additionally, there are some significant results among the control 

variables that show only low correlation (Statistics Solutions, n.d.).  
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Table 4. Descriptive statistics and correlation matrix 

  Mean SD Min Max 1 2 3 4 5 6 7 8 9 

1 Corporate Reputation 4.603 1.243 1 7 1         

2 Corporate Ethical Performance 2.160 1.166 1 4 .0230 1        

3 Familiarity 2.670 1.034 1 4 .459** -.016 1       

4 Own bank 0.190 0.397 0 1 .325** -.101* .523** 1      

5 Gender 0.540 0.499 0 1 .045 .067 -.128* -.086 1     

6 Age 2.080 1.435 1 7 -.036 -.064 -.002 -.010 .017 1    

7 Country 1.000 0.050 0 1 .146** .007 .081 .025 .055 .038 1   

8 Education 4.170 1.260 1 7 -.053 .011 .037 -.026 -.187** -.165** -.033 1  

9 Occupation 2.770 1.493 1 6 .028 .029 .060 .107* -.045 .498** .060 .083 1 

Note. 1) N = 395. 2) * indicates the statistical significance of the values (* p < 0.05, ** p < 0.01, *** p < 0.001) 
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4.3 Descriptive analysis on Corporate Reputation and Corporate Ethical Performance 

Before analysing the data with statistical methods, a descriptive analysis was performed. The first step 

included an analysis to indicate whether a clear pattern could be found when comparing the actual corporate 

ethical performance with the actual corporate reputation of the Dutch banks.  

To compare these scores, both were transformed into a one to ten report grade. The report grades of 

corporate ethical performance were calculated using the scoring model of the Fair Bank Guide (as discussed 

in paragraph 3.4.2). Deephouse, Newburry and Soleimani (2016) assume that the familiarity levels 

“somewhat familiar” or “very familiar” imply that respondents have a significant relationship with the 

company. Based on this assumption, respondents with these levels of familiarity with a bank were expected 

to have some sort of knowledge about the ethical performance of the bank. Hence, the report grades on 

corporate reputation were calculated using the scores given to corporate reputation from the respondents in 

the reference group that were either “somewhat familiar” or “very familiar” with the bank. 

Figure 5 shows a comparison of the two scores per bank. When interpreting the results of the figure, it 

shows that Rabobank, ABN AMRO and ING received the highest scores on corporate reputation. The 

Volksbank and NIBC received the lowest scores. Though, the Volksbank received the highest score on 

corporate ethical performances and ING and ANB AMRO scored lowest. Thus, at first sign, it could not be 

concluded that the Dutch banks with a high corporate ethical performance per definition score high on 

corporate reputation and vice versa.  

 

Figure 5. Calculated report grades on corporate reputation and corporate ethical performance 
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As a second step, the average scores given to corporate reputation in each of the four experimental groups 

were compared. Figure 6 shows a visualization of these scores. To clarify, the numbers represent the 

average collective assessments of all seven banks, per condition, measured on a seven point Likert scale.  

As the figure shows, vignette 1 received an average score of 4.122 on corporate reputation. Vignette 2 

received an average score of 4.706 on corporate reputation. The average score that was given to the banks 

in vignette 3 was only slightly higher with a corporate reputation score of 4.760. Respondents in the 

reference group assessed the banks with an average corporate reputation score of 4.718.  

Derived from this figure, it seems that banks that have a low level of corporate ethical performance are also 

assessed relatively lower on their corporate reputation. The differences on the average scores given to 

corporate reputation in de experimental groups mediocre, high and the reference group do not seem to 

differ meaningfully. To see whether the scores differ significantly, two statistical methods are applied to 

the data, from which the results are discussed in the next paragraph. 

  

Figure 6. Average scores given to corporate reputation per experimental group 

As a conclusion on these two descriptive analyses, it seems that Dutch banks do not per definition score 

higher on corporate reputation when they have a higher level of corporate ethical performance and vice 

versa. However, when comparing the results of the experiment, it does seem that banks that have a low 

level of corporate ethical performance are assessed lower in terms of their corporate reputation relative to 

the other experimental groups.  
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4.4 Hypothesis Testing 

In this paragraph, the statistical analysis on the data is discussed. The results of the Welch ANOVA and 

post-hoc Games-Howell test are discussed in the first sub-paragraph. Subsequently, the results of the 

hierarchical OLS regression are presented. In the last paragraph, the hypothesis is either accepted or 

rejected.  

4.4.1 Welch ANOVA and Post-Hoc Games-Howell Test 

The Welch ANOVA is performed to test whether the experimental groups differ significantly with regard 

to the dependent variable of this study. The result of the Welch ANOVA is presented in Table 5. As this 

table shows, the result of the Welch ANOVA is significant (p = .010), indicating that there is at least one 

significant difference in the mean values given to corporate reputation among the different experimental 

groups.  

Table 5. Results robust test of equality of means – Welch ANOVA 

Statistic df1 df2 Sig. 

3.895 3 183.275 .010 

To indicate in between of which groups the compared means on corporate reputation are significantly 

different, a post-hoc Games-Howell test was conducted. The post-hoc Games-Howell test shows three 

significant differences in the means of corporate reputation among the experimental groups: 1) between the 

condition low and the reference group, 2) between the conditions low and mediocre, and 3) between the 

conditions low and high. The results of the post-hoc Games-Howell test are presented in Table 6. 

Note. * indicates the statistical significance of the values (* p < 0.05, ** p < 0.01, *** p < 0.001) 

Figure 7 shows a summary of the results that derived from the Welch ANOVA and the post-hoc Games-

Howell test. The arrows and the accompanying numbers represent the differences in the mean values of 

corporate reputation between the experimental groups low, mediocre, and high corporate ethical 

Table 6. Post-hoc Games-Howell test 

Group (1) Compared to group (2) Mean difference (1) – (2) Std. Error Sig. 

Reference Low .596* .191 .012 

 Mediocre .012 .151 1.000 

 High -.042 .158 .994 

Low Mediocre -.584* .202 .023 

 High -.638* .207 .013 

Mediocre High -.054 .171 .989 
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performance. Derived from this figure, the experimental condition low corporate ethical performance is 

significantly different from both other conditions. The mean value given to corporate reputation in the 

condition low corporate ethical performance is .584 lower compared to the condition mediocre corporate 

ethical performance and .638 lower when compared to the condition high corporate ethical performance. 

There is no significant difference in terms of corporate reputation between the conditions mediocre 

corporate ethical performance and high corporate ethical performance. To clarify, these numbers represent 

the relative change on a one to seven point Likert scale. When transforming these number to a percentage 

value, the increase in corporate reputation is 8.34% when comparing mediocre corporate ethical 

performance to low corporate ethical performance and 9.11% when comparing high corporate ethical 

performance to low corporate ethical performance.   

 

Figure 7. Differences in corporate reputation (derived from Welch ANOVA and post-hoc Games-Howell test) 

Note. 1) * indicates the statistical significance of the values (* p < 0.05, ** p < 0.01, *** p < 0.001); 2) the 

reference group was left out of this figure. 

4.4.2 Hierarchical OLS Regression 

The Welch ANOVA and post-hoc Games-Howell test indicated that banks with a low corporate ethical 

performance were assessed significantly lower in terms of corporate reputation than banks with a mediocre 

or high corporate ethical performance. To see whether the significant results hold after controlling for the 

control variables of this study, hierarchical OLS regression was performed. The hierarchical OLS regression 

includes two steps. In the first step, corporate reputation is regressed on the control variables only (Model 

1). Afterwards, the variable of interest, corporate ethical performance, was added to the regression model 

and four individual regressions were performed (Model 2 to Model 5). In each of the four regressions, 

another level of corporate ethical performance was used as the reference level: in Model 2 the reference 

group, in Model 3 the condition low corporate ethical performance, in Model 4 the condition mediocre 

corporate ethical performance, and in Model 5 the condition high corporate ethical performance. A 

complete overview of the four models is presented in Table 7. 
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Table 7. Hierarchical OLS regression on corporate reputation 

Variable Level Model 1 Model 2 Model 3 Model 4 Model 5 

Corporate Ethical 

Performance 

Reference group   .534*** (.148) -.015 (.152) -.099 (.149) 

Low  -.534*** (.148)  -.549** (.175) -.633*** (.174) 

Mediocre  .015 (.152) .549** (.175)  -.084 (.175) 

High  .099 (.149) .633*** (.174) .084 (.175)  

Familiarity Not very familiar .466**(.176) .453** (.173) .453** (.173) .453** (.173) .453** (.173) 

 Somewhat familiar 1.283*** (.162) 1.237*** (.160) 1.237*** (.160) 1.237*** (.160) 1.237*** (.160) 

 Very familiar 1.221*** (.207) 1.205*** (.204) 1.205*** (.204) 1.205*** (.204) 1.205*** (.204) 

Own bank  .606** (.183) .633*** (.180) .633*** (.180) .633*** (.180) .633*** (.180) 

Gender  .249* (.119) .274* (.117) .274* (.117) .274* (.117) .274* (.117) 

Age 25-34 .146 (.152) .198 (.150) .198 (.150) .198 (.150) .198 (.150) 

 35-54 -.217 (.206) -.233 (.202) -.233 (.202) -.233 (.202) -.233 (.202) 

 55 or older -.330 (.232) -218 (.230) -218 (.230) -218 (.230) -218 (.230) 

Education MBO .205 (.230) .223 (.226) .223 (.226) .223 (.226) .223 (.226) 

     HBO .006 (.200) .062 (.198) .062 (.198) .062 (.198) .062 (.198) 

 WO Bachelor .024 (.250) .054 (.246) .054 (.246) .054 (.246) .054 (.246) 

 WO Master -.107 (.224) .012 (.222) .012 (.222) .012 (.222) .012 (.222) 

Occupation Part-time .138 (.208) .079 (.205) .079 (.205) .079 (.205) .079 (.205) 

 Full time -.178 (.155) -.217 (.152) -.217 (.152) -.217 (.152) -.217 (.152) 

 No job -.088 (.262) -.054 (.257) -.054 (.257) -.054 (.257) -.054 (.257) 

Constant  3.548***  (.235) 3.587***  (.235) 3.053***  (.261) 3.601***  (.216) 3.686***  (.256) 

R2  .270 .302 .302 .302 .302 

Sig.   .000*** .000*** .000*** .000*** .000*** 

Note. 1) * indicates the statistical significance of the values (* p < 0.05, ** p < 0.01, *** p < 0.001); 2) Standard errors are in parentheses; 3) The levels 

of the control variables that are not shown in the  column ‘level’ act as the reference level. 
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Model 1 shows the regression of corporate reputation on the control variables. The variables familiarity 

and own bank are statistically significant, which indicates that these variables do, as expected, affect 

corporate reputation. Notably, gender is also significant (𝛽=.249, 𝑝 <.05), indicating that females assessed 

the corporate reputation of banks slightly higher than males did. As this variable is not part of the main 

interest of this study, how gender influences corporate reputation is not further investigated. The other 

control variables do not show significant results. Furthermore, the R2 of this model indicates that 27% of 

the variance in the dependent variable, corporate reputation, is explained by the control variables. 

Model 2 to Model 5 show the regressions after adding the variable corporate ethical performance to the 

model. In these models, the variables familiarity, own bank and gender remain statistically significant. The 

R2 of the models indicate that 30.2% of the variance in the dependent variable corporate reputation is 

explained by the full statistical model. Hence, corporate ethical performance explained an additional 3.2% 

of the variance in corporate reputation compared to Model 1, which indicates that adding corporate ethical 

performance to the model is a significant improvement in predicting corporate reputation. 

The hypothesis of this study covers the expectation that corporate reputation improves when the level of 

corporate ethical performance increases. To conclude about this relationship, the results of the four OLS 

regressions (Model 2 to Model 5) were compared. To be more specific, the coefficients of the different 

levels of corporate ethical performance and their significance were evaluated in each of the models. This 

enabled to make an indication about whether and how much corporate reputation improves when corporate 

ethical performance increases. 

When interpreting the results of Model 3, all three other levels of corporate ethical performance are 

significantly different from the reference level low corporate ethical performance. When interpreting the 

results of the other three models, the same conclusion holds, as in every model only the coefficient of the 

level low corporate ethical performance is statistically significant. As these results are consistent with the 

results of the post-hoc Games-Howell test, corporate ethical performance still has a significant effect on 

corporate reputation after controlling for familiarity, own bank, gender, age, education, and occupation.  

Figure 8 presents a summary of the results of the hierarchical OLS regression. The arrows and the 

accompanying numbers represent the differences in the mean values of corporate reputation between the 

experimental groups low, mediocre, and high corporate ethical performance, after accounting for the 

control variables of this study. Derived from these results, the experimental condition low corporate ethical 

performance is still significantly different from both other conditions. The mean value given to corporate 

reputation in the condition low corporate ethical performance is .549 lower compared to the condition 
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mediocre corporate ethical performance and .633 lower when compared to the condition high corporate 

ethical performance. There is still no significant difference in terms of corporate reputation between the 

conditions mediocre corporate ethical performance and high corporate ethical performance. Therefore, 

adding the control variables to the model does not hinder the significance of the results. Again, the numbers 

in Figure 8 represent the relative change on a one to seven point Likert scale. When transforming these 

number to a percentage value, the increase in corporate reputation is 7.84% when comparing mediocre 

corporate ethical performance to low corporate ethical performance and 9.04% when comparing high 

corporate ethical performance to low corporate ethical performance. The percentages values are only 

slightly different from the results of the Welch ANOVA and post-hoc Games-Howell test.   
 

 

 

Figure 8. Differences in corporate reputation (derived from OLS regressions) 

Note. 1) * indicates the statistical significance of the values (* p < 0.05, ** p < 0.01, *** p < 0.001); 2) the 

reference group was left out of this figure. 

4.5 Summary 

The results of the descriptive analysis on the actual scores of the corporate ethical performance and 

corporate reputation of Dutch banks (Figure 5) showed that banks with a high corporate ethical 

performance do not per definition score high on corporate reputation and vice versa. However, the 

descriptive analysis on the experimental results (Figure 6) showed that banks with a low level of corporate 

ethical performance are assessed lower on corporate reputation relative to the other experimental groups. 

Whether a bank has a mediocre or high level of corporate ethical performance did not seem to matter in 

terms of corporate reputation. The Welch ANOVA and post-hoc Games-Howell test confirmed these 

expectations. The results on the hierarchical OLS regression (Model 1 and Model 2) indicated that the 

control variables of this study account for 27% of the variance in corporate reputation. After adding 

corporate ethical performance to the model, the explanatory power of the model increased with 3.2%, 

indicating that above all control variables, corporate ethical performance is a significant explanatory 

variable in the prediction of corporate reputation. Furthermore, the OLS regressions (Model 2 to Model 5) 

showed that after controlling for familiarity, own bank, gender, age, education, and occupation, the results 

found in the Welch-ANOVA and post-hoc Games-Howell test remain statistically significant. Therefore, 
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the hypothesis is only partially supported. When increasing corporate ethical performance from a low level 

to a mediocre level, corporate reputation increases significantly (7.84% on a one to seven point Likert 

scale). When increasing corporate ethical performance from a low level to a high level, corporate 

reputation increases significantly as well (9.04% on a one to seven point Likert scale). However, when 

increasing corporate ethical performance from a mediocre level to a high level, corporate reputation does 

not increase significantly. 
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Chapter 5. Discussion and Conclusion 

This chapter highlights the important outcomes of this research. Firstly, the results are compared with 

those of previous research. Secondly, both theoretical and managerial implications are provided. Thirdly, 

the limitations and suggestions for future research are covered. To end with, the conclusions that were 

found regarding the problem statement are provided. 

5.1 Discussion 

Previous studies have extensively focused on both corporate reputation and corporate ethical performance. 

However, the relationship between the two remained rather understudied (Goyal, Rahman, and Kazmi, 

2013; Leiva, Ferrero, and Calderon, 2016). Some of the extant studies that do contain a combination of 

corporate ethical performance and corporate reputation include research by Fombrun and Shanley (1990), 

Verschoor (1999), Orlitzky, Schmidt and Rynes (2003), and Branco and Rodrigues (2006). In these studies, 

it was consistently argued that incorporating ethical behaviour in business leads to a better corporate 

reputation. However, based on thorough search of academic literature, none of the studies confirmed the 

existence of this relationship in the banking sector. Nevertheless, it was still hypothesized that a higher 

level of corporate ethical performance leads to a better corporate reputation in the banking sector, as 

multiple arguments were found that underline the significant effects banks can have on the well-being of 

society all over the world and thus the importance of corporate ethical performance for Dutch banks.  

The important contribution that this study makes to existing literature is that corporate ethical performance 

does contain explanatory power on corporate reputation in the Dutch banking sector. The results of this 

research showed that banks with a mediocre or high corporate ethical performance are assessed significantly 

higher in terms of corporate reputation than banks that score low on corporate ethical performance (7.84% 

and 9.04% higher on a one to seven point Likert scale respectively). Conversely, no evidence was found to 

conclude that corporate reputation is better for a banks with a high level of corporate ethical performance 

than for banks with a mediocre level of corporate ethical performance. Therefore, when comparing the 

results of this study to those of earlier research, only partial overlap can be found. 

Derived from these results, although not hypothesized, the relative effect of increasing corporate ethical 

performance from a low to a mediocre level is not equal to the effect of increasing corporate ethical 

performance from a mediocre to a high level. This finding matches the theory called ‘the negativity effect’. 

The negativity effect can be roughly defined as a greater impact of evaluating negative than of equally 

intense positive information in the formation of overall evaluations on a subject (Peeters and Czapinkski, 
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1990). Numerous academics found results in different fields of research that match this theory, but a link 

to the evaluation of a bank’s corporate reputation and its ethical performance, has not yet been made.  

5.2 Theoretical and Managerial Implications 

The findings discussed in the previous paragraph bring important theoretical and managerial implications. 

Regarding the theoretical part, this study makes two important contributions to the literature on the 

relationship between corporate ethical performance and corporate reputation. Firstly, as mentioned, this 

study proves that corporate ethical performance does indeed contain explanatory power on corporate 

reputation in the Dutch banking sector. Secondly, as the results of this study are consistent with ‘the 

negativity effect’ theory, the contribution that this study makes to literature is that the effect of corporate 

ethical performance on corporate reputation for Dutch banks is different from extant findings. Where earlier 

research only argued that corporate ethical performance positively influence corporate reputation, this 

research argues that for the banking sector in particular, corporate reputation improves when comparing 

mediocre level of corporate ethical performance to low level of corporate ethical performance, but does not 

improve when comparing high corporate ethical performance to mediocre corporate ethical performance. 

Regarding the managerial part, this study has three main implications. Firstly, this study has found evidence 

that Dutch banks can improve their corporate reputation, and thereby profit from the advantages thereof, 

when they advance their corporate ethical performance from a low level to a mediocre level. Secondly, this 

study has found evidence that bank that score low in terms of corporate ethical performance are punished 

for it in terms of their corporate reputation. Thirdly, it seems not to matter whether a Dutch bank has a 

mediocre level or high level of corporate ethical performance in terms of corporate reputation. The 

importance of incorporating ethical behaviour in banks’ business, at least to an extent that rises above peers, 

is thereby confirmed.  

5.3 Limitations and Further Research 

This study contains some limitations that provide openings for future research. Firstly, as most of the control 

variables of this study were measured categorically, it was necessary to dummy-code the variables and to 

transform some of the levels of the variables, because some levels included too few respondents to provide 

reliable results in the hierarchical OLS regression. However, transforming the levels of some of the 

variables decreased the level of information and might have led to non-significant results. In future research, 

continuous measures could be used to indicate whether demographical control variables such as age would 

lead to significant results in a regression analysis.  
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Secondly, corporate reputation was measured using an overall emotion-based measure in this study, rather 

than a measure that measures all the underlying attributes of corporate reputation such as perceived financial 

performance and product quality. In further research, hierarchical OLS regression could be used to measure 

the effect of adding corporate reputation to the model after controlling for all proven underlying attributes 

of corporate reputation. This might result in a higher coefficient of determination and therefore to a 

statistical model that can explain more of the variance in corporate reputation. 

Thirdly, this study lays focus on having a low, mediocre and high corporate ethical performance relatively 

to peers. Therefore, an important remark is that the results of this study should only be interpreted in this 

manner. For example, a bank might score low on a ranking on corporate ethical performance, only because 

its peers are doing even better. This does not necessarily mean the bank actually has a low corporate ethical 

performance. Whether the level of corporate ethical performance is low, mediocre or high on its own, and 

how this translates to a bank’s corporate reputation, leaves an opening for further research.  

Fourthly, most vignette studies portray fictional information in vignettes. In this study, the information on 

existing Dutch banks was included in the vignettes. This choice was made consciously, as the inclusion of 

existing Dutch banks in the vignettes increased external validity and therefore led to results that are more 

applicable to the Dutch banking sector. However, though extensive care was given to the creation of 

credible vignettes and though two control variables on the relationship of the respondent with the bank were 

included, the inclusion of existing Dutch banks might still have led to biased results. For future research, it 

would be interesting to replicate this study, but use fictional banks instead of existing ones. This may give 

different results on the relationship between corporate ethical performance and corporate reputation, and 

could provide insights into to what extent respondents rely on their previous impressions of the banks when 

rating banks on corporate reputation. 

Firthly, the variable gender was significant in the OLS regression, indicating that females assess banks 

slightly higher in terms of corporate reputation than males do. As this variable was not the main interest of 

this study, the influences of gender on corporate reputation was not further investigated. This leaves another 

opening for further research. 

To end with, a last opening for further research is outlined. Figure 5 showed that there is no clear pattern 

visible in the corporate reputation and corporate ethical performance on bank level. Where ING and ABN 

AMRO score least on corporate ethical performance, they are two of the three best scoring firms on 

corporate reputation. This can have two explanations. Firstly, the reflection of the corporate ethical 

performance score might not be immediately visibly in the corporate reputation score, as corporate 
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reputation may be influenced by many more factors than corporate ethical performance alone. Secondly, 

people might not be aware (enough) of the corporate ethical performance of banks to adapt their perception 

about the firm’s corporate reputation. To put this in other words: the extent to which banks can increase 

their corporate reputation by propagating their corporate ethical performance, remains unclear. This 

research did not focus on this aspect and leaves a gap for further research.   

5.4 Conclusion 

This research aimed to give answer to the following problem statement: “How does corporate ethical 

performance influence corporate reputation in the Dutch banking sector?” Derived from a literature review 

on this topic, it was hypothesised that a higher level of corporate ethical performance leads to a better 

corporate reputation. The hypothesis was tested by means of a vignette experiment, where after a Welch 

ANOVA, post-hoc Games-Howell test and hierarchical regression showed that the hypothesis was only 

partially supported. When Dutch banks have a mediocre or high corporate ethical performance, they are 

assessed significantly higher in terms of their corporate reputation than banks that have a low corporate 

ethical performance (7.84% and 9.04% higher on a one to seven point Likert scale respectively). 

Conversely, no evidence was found to conclude that a bank’s corporate reputation is assessed better for 

banks with a high level of corporate ethical performance than for banks with a mediocre corporate ethical 

performance. The importance of incorporating ethical behaviour in banks’ business, at least to an extent 

that rises above peers, is thereby confirmed. 
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Appendices 

Appendix A: Vignettes 

The bank ABN AMRO is used to demonstrate the vignettes. Figure A1 to Figure A3 show how the three 

vignettes were presented to the respondents: a bank that scores low on corporate ethical performance 

(vignette 1), a bank that scores mediocre on corporate ethical performance (vignette 2), and a company that 

scores high on corporate ethical performance (vignette 3).  

         

Figure A1. Vignette 1: Low                           Figure A2. Vignette 2: Mediocre     

 

Figure A3. Vignette 3: High 
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Appendix B: Questionnaire 

Appendix B1: English online questionnaire 

Introduction 

Dear participant, 

This questionnaire is part of my thesis for the master Strategic Management at Tilburg University. 

In the following steps you will receive information and some simple questions about Dutch banks. 

Participation takes no longer than three minutes. I would like to ask you to read the provided information 

and questions very carefully. To show my gratitude, I will raffle 20 euros among the respondents. If you 

want to have a chance to win, enter your e-mail address at the end of this questionnaire. 

If you click on “I agree to the conditions”, you confirm that your contribution is voluntary, that you are at 

least 18 years old and that your answers may be used anonymously for this research. If you have any 

questions about this research, you can contact me using the email address 

l.martens_1@tilburguniversity.edu. 

I want to thank you in advance for your participation. 

Kind regards, 

Laura Martens 

Q1: I agree to the conditions      

Part 1: Information on ethics and corporate ethical performance 

Read the following concepts and their meanings carefully. 

Ethics: Ethics describes the set of values, rules and norms that define right and wrong behaviour. It is 

about taking into account the rights, interests and wishes of all involved. 

Corporate ethical performance: Corporate ethical performance is the extent to which a company 

implements ethics in the company. 

The Fair Bank Guide, a collaboration of Amnesty International, FNV, Milieudefensie, Oxfam Novib, 

PAX and World Animal Protection, investigates and compares the corporate ethical performance of the 

seven largest Dutch banks: ABN AMRO, De Volksbank, ING, NIBC, Rabobank, Triodos Bank and Van 

Lanschot. 
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The Fair Bank Guide investigates which ethical criteria are included in the credit and investment policy 

and how ethical norms and values have been implemented in the bank's business operations. The 

requirements that good policy must meet have been determined on the basis of international standards. 

The Fair Bank Guide assesses banks on the following criteria: 

Sustainability themes Risk sectors Business operations 

Employment rights 

Taxes 

Corruption 

Animal welfare 

Gender equality 

Climate change 

Human rights 

Nature 

Forestry 

Financial sector 

Fishing 

Food 

Weapons 

 

Bonus policy 

Transparency 

 

 

Part 2: The vignette 

The ranking below shows how the seven largest Dutch banks score on corporate ethical performance 

according to The Fair Bank Guide. The bank at number 1 scores the best and the bank at number 7 has the 

lowest score.  Please view this ranking carefully. 
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Part 3: Questions regarding corporate reputation  

Indicate to what extent you agree with the following statements about Triodos Bank. 

If you do not know this bank (well), please make an estimation. 

 

 
 

Part 4: Questions regarding the familiarity with the concerning bank 

Q6: How familiar are you with the bank that you have just assessed? 

 I have never heard of this bank 

 I am not very familiar with this bank 

 I am somewhat familiar with this bank 

 I am very familiar with this bank 

Q7: Is the bank that you have just assessed your own bank? 

 Yes 

 No 

Part 5: Demographical questions 

Q8: What is your gender? 

 Female 

 Male 

Q9: Which of the following age categories do you belong to? 

 18-24 

 25-34 

 35-44 

 45-54 

 55-64 

    65-74 

    75 or older 

Q10: Have you lived in the Netherlands for the longest part of your life? 

 Yes 

 No 
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Q11: What is your highest level of education? 

 Primary School 

 High School 

 MBO 

 HBO 

 WO Bachelor 

 WO Master 

 Different 

Q12: Which of the following describes your occupation best? 

 Student 

 Unemployed 

 Part-time job 

 Fulltime job 

 Retired 

 Different 

End text: 

Thank you for your participation. 

The intention of this experiment is to measure whether ethical behaviour has an impact on the corporate 

reputation of Dutch banks. For this reason, you have potentially seen a ranking by The Fair Banking 

Guide that has been manipulated for the purpose of this research. The actual scores are as follows: 

 

More information about the scores is available at https://eerlijkegeldwijzer.nl/bankwijzer/. 

  

https://eerlijkegeldwijzer.nl/bankwijzer/
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Appendix B2: Dutch online questionnaire  

Introduction 

Beste deelnemer, 

Deze enquête maakt deel uit van mijn thesis voor de master Strategic Management aan Tilburg 

University. 

In de volgende stappen ontvangt u informatie en een aantal eenvoudige vragen over Nederlandse banken. 

Deelname duurt niet langer dan drie minuten. Ik zou u willen vragen om de verstrekte informatie en 

vragen zeer zorgvuldig te lezen. Als dank zal ik onder de respondenten een geldbedrag van 20 euro 

verloten. Als u hier kans op wilt maken, kunt u aan het eind van deze enquête uw e-mailadres invullen.  

Als u op “Ik ga akkoord met de voorwaarden” klikt, bevestigt u dat uw bijdrage vrijwillig is, dat u ten 

minste 18 jaar oud bent en dat uw antwoorden voor dit onderzoek anoniem mogen worden gebruikt. Als u 

vragen heeft over dit onderzoek, kunt u contact met mij opnemen via het e-mailadres 

l.martens_1@tilburguniversity.edu. 

Ik wil u bij voorbaat danken voor uw deelname. 

Met vriendelijke groet, 

Laura Martens 

 Q1: Ik ga akkoord met de voorwaarden      

Part 1: Information on ethics and corporate ethical performance 

Lees de volgende begrippen en betekenissen goed. 

Ethiek: Ethiek beschrijft de reeks waarden, regels en normen die goed en fout gedrag definiëren. Het gaat 

over rekening houden met de rechten, belangen en wensen van alle betrokkenen. 

Ethische bedrijfsprestatie: Ethische bedrijfsprestatie is de mate waarin een bedrijf ethiek implementeert in 

het bedrijf.  

De Eerlijke Bankwijzer, een samenwerkingsverband van Amnesty International, FNV, Milieudefensie, 

Oxfam Novib, PAX en World Animal Protection, onderzoekt en vergelijkt de ethische bedrijfsprestaties 

van de zeven grootste Nederlandse banken: ABN AMRO, De Volksbank, ING, NIBC, Rabobank, 

Triodos Bank en Van Lanschot. 
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De Eerlijke Bankwijzer onderzoekt welke ethische criteria zijn opgenomen in het krediet- en 

beleggingsbeleid en hoe ethische normen en waarden zijn doorgevoerd in de bedrijfsvoering van de 

banken. Aan welke eisen goed beleid moet voldoen, is bepaald aan de hand van internationale 

standaarden. De Eerlijke Bankwijzer beoordeelt banken op de volgende criteria: 

Duurzaamheidsthema's Risicosectoren Bedrijfsvoering 

Arbeidsrechten 

Belastingen 

Corruptie 

Dierenwelzijn 

Gendergelijkheid 

Klimaatverandering 

Mensenrechten 

Natuur 

Bosbouw 

Financiële sector 

Visserij 

Voeding 

Wapens 

 

Bonusbeleid 

Transparantie 

 

Part 2: The vignette 

In onderstaande ranking is te zien hoe de zeven grootste Nederlandse banken volgens De Eerlijke 

Bankwijzer scoren op ethische bedrijfsprestatie. De bank op nummer 1 scoort het best en de bank op 

nummer 7 scoort het minst goed. Bekijk deze ranking alstublieft aandachtig.  
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Part 3: Questions regarding corporate reputation  

Geef aan in hoeverre u het eens bent met de volgende stellingen over Triodos bank.  

Als u deze bank niet (goed) kent, maak dan een inschatting. 

 

Part 4: Questions regarding the familiarity with the concerning bank 

Q6: Hoe bekend bent u met de bank die u zojuist heft beoordeeld? 

 Ik heb nog nooit van de bank gehoord 

 Ik ben niet zo bekend met de bank 

 Ik ben een beetje bekend met de bank 

 Ik ben heel bekend met de bank 

Q7: Is de bank die u zojuist heeft beoordeeld uw eigen bank? 

 Ja 

 Nee 

Part 5: Demographical questions 

Q8: Wat is uw geslacht? 

 Vrouw 

 Man 

Q9: Tot welke van de volgende leeftijdscategorieën behoort u? 

 18-24 

 25-34 

 35-44 

 45-54 

 55-64 

    65-74 

   75 of ouder 

Q10: Woont u het langste deel van uw leven in Nederland? 

 Ja 

 Nee 
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Q11: Wat is uw hoogst behaalde opleidingsniveau? 

 Basisschool 

 Middelbare school 

 MBO 

 HBO 

 WO Bachelor 

 WO Master 

 Anders 

Q12: Welke van het volgende beschrijft uw huidige werksituatie het beste? 

 Student 

 Werkeloos 

 Part-time baan 

 Fulltime baan 

 Gepensioneerd 

 Anders 

End text: 

Bedankt voor uw deelname. 

Het doel van dit experiment is meten of ethische gedrag invloed heeft op de bedrijfsreputatie van 

Nederlandse banken. In dit experiment heeft u daarom potentieel een ranking van De Eerlijke Bankwijzer 

gezien die voor het doel van dit onderzoek gemanipuleerd is. De werkelijke scores zijn als volgt: 

 

Meer informatie over deze scores kunt u vinden op https://eerlijkegeldwijzer.nl/bankwijzer/. 

  

https://eerlijkegeldwijzer.nl/bankwijzer/
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Appendix C: Descriptive Information on the Sample 

This appendix includes the descriptive information on the sample of this research. 

Number of respondents experimental groups 

Figure C1 to Figure C4 show the distribution of the respondents (N = 395) among the experimental 

conditions and specific banks. 

 

Figure C1. Number of respondents reference group  

 

Figure C2. Number of respondents condition low 

 

Figure C3. Number of respondents condition mediocre  
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Figure C4. Number of respondents condition high  

Distribution of the answers to the control questions 

Figure C5 to Figure C11 show the distribution of the answers to the control questions. 

 

Figure C5. Distribution of the answers to the control question on familiarity 

Figure C6. Distribution of the answers to the control question on own bank 
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Figure C7. Distribution of the answers to the control question on gender 

 

Figure C8. Distribution of the answers to the control question on age 

 

Figure C9. Distribution of the answers to the control question on country 

 

Figure C10. Distribution of the answers to the control question on education 
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Figure C11. Distribution of the answers to the control question on occupation 
 

Distribution on the location of the respondents 

Figure C12 and Figure C13 show the distribution on the location of the respondents.  

 

 
Figure C12. Distribution on the location of the respondents in the Netherlands 
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Figure C13. Distribution on the location of the respondents worldwide 
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Appendix D: Additional Information on the Fair Finance Guide 

The information in this appendix is retrieved from the “About us” website page of the Fair Finance Guide 

International.  

 “Fair Finance Guide International (FFGI) is an international civil society network initiated by 

Oxfam that seeks to strengthen the commitment of banks and other financial institutions to social, 

environmental and human rights standards. 

FFGI builds on a pioneering model developed in the Netherlands since 2009, followed by a similar 

initiative in Brazil in 2011, both of which demonstrated leverage and potential for bringing about 

change in the financial sector. 

FFGI is currently active in (10) countries:  Belgium, Brazil, France, Germany, Indonesia, Japan, 

Netherlands, Norway, Sweden and Thailand. In every country, a coalition of civil society groups, 

with expertise in areas relevant to monitoring and assessing the financial sector, operates under the 

umbrella of FFGI. FFGI coalitions often include development and human rights organisations, 

labour unions, environmental groups, and consumer organisations. 

The FFG coalitions have, together with Profundo, developed a rigorous methodology to assess and 

monitor bank policies and practices. Through this, FFGI provides evidence-based research and 

analysis for critical dialogues with banks, for informing the public, and for ensuring improved 

democratic oversight of financial institutions. 

The Fair Finance Guide (FFG) is a web-based tool enabling bank clients to make their bank more 

socially responsible, fair and sustainable, by assessing and scoring bank policies on a wide range 

of topics against international standards of sustainability and human rights. 

The aim of the FFG tool is to initiate a ‘race to the top’ between banks on Corporate Social 

Responsibility (CSR), transparency, and other social, environmental and human rights standards. 

Ideally, this would help bring about a self-reinforcing process whereby banks continuously raise 

their adherence to those standards, ultimately resulting in more sustainable lending, investments 

and asset management all over the world. 

The FFG contributes to banks’ CSR policies and practices on a wide variety of issues, thereby 

benefiting a wide audience. It stimulates consumers and bank clients to critically compare their 
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own bank’s CSR policies with those of other banks, and to address their bank on its shortcomings. 

The FFG focuses on the following activities: 

• It assesses bank policies every year, using a rigorous methodology, and scores those policies; 

• Through empirical case studies, it compares bank policies with their practices and draws 

conclusions about the extent to which banks follow their own policies; 

• It helps raise public awareness of the role and responsibilities of banks and of the financial 

sector 

• It engages banks in dialogue, providing them with feedback on their policies, the 

implementation of their own policies, their transparency, and other concrete sustainability 

issues; 

• It involves consumers and bank clients through (social) media in critically assessing the policy 

of their bank, and encourages them to take action by demanding more sustainable investments, 

transparency and accountability from their banks. 

• It encourages media attention to bank policies and practices by publishing the scores of banks 

on a wide range of issues and by producing case studies of bank practices. 

• It translates proposals for improving banks´ policies into recommendations for more effective 

regulation through policy work with parliamentarians and ministries. 

A rigorous methodology has been developed covering 23 themes/sectors and is regularly updated 

using the experience and expertise of all coalition members worldwide. The current methodology 

refers to over 422 international standards and criteria and is the 4th update since the first 

international methodology was developed in 2014. All Fair Finance Guide coalitions use this 

methodology to assess the financial institutions in their countries on a regular basis. Scores are 

given to the financial institutions and published on the local Fair Finance Guide websites. The 

assessments are done based on publicly available information (Fair Finance Guide, n.d.)” 

 

 

 

 

 

https://fairfinanceguide.org/media/494699/2017-71-ffgi-policy-assessment-2018-methodology-180308-edited-181212.pdf
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Appendix E: Assumptions One-Way ANOVA 

In this appendix, the six assumptions of the one-way ANOVA are discussed. 

Assumptions on the variables and study design 

Assumption #1: The first assumption requires the dependent variable to be continuous. The dependent 

variable, corporate reputation, is a ratio variable and thereby continuous. The first assumption is therefore 

met.  

Assumption #2: The second assumption requires the independent variable to consist of categorical, 

independent groups. Where the levels of the independent variable, corporate ethical performance, consist 

of four categorical, independent groups, this assumption is met as well.  

Assumption #3: The third assumption requires that there is an independence of observations, meaning that 

there must be different respondents in one group and no respondent may be present in more than one group. 

This assumption is most probably met, since respondent were asked to fill the questionnaire only once. 

Though, this cannot be concluded for sure, where respondents were allowed to anonymously answer the 

questionnaire.  

Assumptions on the data 

Assumption #4: The fourth assumption requires the dataset to be clear of significant outliers. To test the 

data for outliers, the boxplot analysis was used. The results showed three potential outliers, from which one 

was present in condition 1, one in condition 3 and one in condition 4. The boxplot is presented in Figure 

E1.  

 

Figure E1. Boxplot and outliers 
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To determine whether the outliers are true deviations or are originated by an error, the information on the 

concerned respondent was selected in the dataset. The respondent’s answers were analysed for potentially 

odd observations. Also, the time taken for the questionnaire was evaluated. These did not show any 

noticeable results. It is therefore likely that the outliers are true deviations. 

Whether the outliers affected the data was tested by comparing the means of the dependent variable and the 

5% trimmed mean per condition. The results are shown in Table E1. As the differences in the compared 

means are not strikingly bigger in the groups with an outlier than in the group without an outlier, it is 

assumed that the outliers do not influence the results significantly. To conclude, as the outliers do not affect 

the results significantly, it is assumed that the assumption is met. 

Table E1. Means and 5% trimmed means 

Experimental group Reference group 

(1) 

Low 

(2) 

Mediocre 

(3) 

High 

(4) 

Mean 4.7180 4.1219 4.7061 4.7597 

5% trimmed mean  4.7693 4.1563 4.7440 4.8102 

Difference in mean and 5% trimmed mean 0.0513 0.0344 0.0379 0.0505 

Assumption #5: The fifth assumption requires the residuals of the dependent variable to be approximately 

normally distributed. Firstly, Shapiro-Wilk and the Kolmogorov-Smirnov tests of normality are used to test 

this assumption. The results on both tests show significant results, indicating that the standardized residuals 

are not normally distributed. The results are shown in Table E2. 

Table E2. Tests of normality on the standardized residuals of corporate reputation 

Kolmogorov-Smirnov Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

.072 395 .000 .980 395 .000 

Though, the one-way ANOVA only requires approximately normal data, where it is quite ‘robust’ to 

violations of normality, meaning that assumption can be a slight violated and still provide valid results. For 

this reasoning, the standardized residuals of the dependent variable corporate reputation and their frequency 

were plotted into a histogram. The results show an approximate normal distribution. Therefore, the 

assumption of normal distribution is accepted. The histogram of standardized residuals is shown in Figure 

E2. 
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Figure E2. Histogram standardizes residuals for corporate reputation 

Assumption #6: This assumption requires homogeneity of variances in the data. To test this, Levene's test 

for homogeneity of variances is used. The result of this test shows a significant value. As this is the case, it 

may not be concluded that this assumption is met. The results on Levene’s test is shown in Table E3.  

Table E3. Levene’s tests of homogeneity of variances 

Statistic df1 df2 Sig. 

4.727 3 391 .003 
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Appendix F: Assumptions Ordinary Least Squares Regression 

In this appendix, the six assumptions of the ordinary least squares regression are discussed. 

Assumptions on the variables and study design 

Assumption #1: This assumption requires the independent and dependent variables to be continuous. The 

dependent variable, corporate reputation, is a ratio variable and thereby continuous. As the independent 

variable and some of the control variables are categorical, and therefore not continuous, all categorical 

variables are recoded to dummy variables. A categorical variable with j categories requires a set of j −1 

dummy variables in order to capture all the distributional information contained in the original set of 

distinctions. For every variable, the first category is chosen to be the reference category and acts as the j – 

1 category (Hardy, 1993). After recoding the variables, the first assumption is met.  

Assumptions on the data 

Assumption #2: This assumption requires a linear relationship between the independent and dependent 

variables. To test whether this assumption holds, the observations are visualized in a scatterplot. The 

scatterplot is presented in Figure F1. As there seems to be a slightly linear relationship, this assumption is 

met. 

 

Figure F1. Scatterplot observations corporate reputation versus corporate ethical performance 
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Assumption #3: This assumption requires the dataset to be clear of significant outliers. This assumption is 

already tested as part of the assessment of the data for the ANOVA test (see Appendix E, assumption 4). 

The assumption is met. 

Assumption #4: This assumption requires independence of observations. This assumption is already tested 

as part of the assessment of the data for the ANOVA test (see Appendix E, assumption 3). The assumption 

is met. 

Assumption #5: This assumption requires the data to show homoscedasticity. To test this assumption, a 

scatterplot on the dependent variable corporate reputation and the standardized regression residuals was 

created. The outcome of this plot is presented in Figure F2. As the error of the observations stays roughly 

consistent among the fit line, homoscedasticity is assumed and therefore this assumption is met. 

 
Figure F2. Scatterplot on the dependent variable and standardized regression residuals 

 

Assumption #6: The sixth and last assumption requires the residuals of the regression line to be 

approximately normally distributed. This assumption is already tested as part of the assessment of the data 

for the ANOVA test (see Appendix E, assumption 5). The assumption is met. 
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Appendix G: Cronbach’s Alpha 

Table G1 show Cronbach’s Alpha and Cronbach’s Alpha based on standardized items. Both values are 

.898, meaning that the variance in the different items does not differ meaningfully. 

Table G1. Cronbach’s Alpha 

Cronbach’s Alpha Cronbach’s Alpha based on standardized items N of items 

.898 .898 4 

Table G2 shows the item statistics and the inter-item correlation matrix of the four items used to measure 

corporate reputation. All items show strong correlations (r > .60), indicating that all items measure the same 

thing. 

Table G2. Item Statistics and Inter-Item Correlation Matrix 

 Mean Std. Deviation N Item 1 Item 2 Item 3 Item 4 

Item 1 4.77 1.457 395 1.000 .772 .662 .690 

Item 2 4.81 1.406 395 .772 1.000 .619 .714 

Item 3 4.19 1.367 395 .662 .619 1.000 .663 

Item 4 4.65 1.448 395 .690 .714 .663 1.000 

 

Table G3 shows the item-total statistics. Derived from the information in this table, all items contribute to 

the measurement of corporate reputation. Furthermore, as none of the ‘Cronbach’s Alpha if item deleted’ 

values exceed the value of Cronbach’s Alpha of the four items in total, all items can remain in the 

measurement scale. 

 

Table G3. Item-Total Statistics 

 Scale mean if 

item deleted 

Scale variance 

if item deleted 

Corrected 

item-total 

correlation 

Squared 

multiple 

correlation 

Cronbach’s 

Alpha if item 

deleted 

Item 1 13.65 13.864 .803 .663 .857 

Item 2 13.61 14.265 .796 .662 .860 

Item 3 14.22 15.184 .717 .523 .888 

Item 4 13.76 14.155 .775 .605 .867 

 


