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ABSTRACT

Starbucks has been ranked number one in the food and beverage industry in
Malaysia and able to secure many branches throughout the country. Although
Starbucks had faced halal certified issue among Muslim consumers in Malaysia,
this company is able to survive and to provide excellent services to Malaysian
community, including the Muslims. With regard to this, a study has been conducted
to determine the relationship between reputation elements (products and services,
customers’ orientation, social responsibilities of Starbucks, positive feeling of people,
leadership and innovation and ethical of Starbucks) on Muslim consumers’ purchase
intention. The data were collected from surveys done on 380 Starbucks’ customers
in Putrajaya. The result showed that all of the elements of corporate reputation
had imposed a significant and strong relationship on purchasing intention of
customers. Specifically, positive feeling is the most important element (r = 0.686) in
corporate reputation that shows the strongest relationship with purchase intention.
Interestingly, the element of religion shows a positive and strong relationship (r =
0.591), but it has the lowest relationship compared to other elements. A number of
recommendations have been made and it is hoped that interested parties would
use them to improve and enhance their corporate reputation to achieve their
consumers’ target.

Keywords: corporate reputation, purchase intention, Starbucks, Muslim consumers

e O/ e




———e JURNAL PENGAJIAN MEDIA MALAYSIA / MALAYSIAN JOURNAL OF MEDIA STUDIES @————

INTRODUCTION

Coffee consumption in Malaysia has become very popular, as coffee became one of the
common choices for beverage (Yee, Mun, Yee & Ling, 2014). There are many noticeable coffee
outlets in towns and cities since the last few years and there is a strong traction of a hot cup
of coffee among professionals and the young (Lee, 2007). This phenomenon also lead to the
booming of the coffee cafes in Malaysia such as Old Town, McCafe, Gloria Jeans, Dome,
Starbucks, Coffee Bean and Tea Leaf (Hashim, Ruslan & Haque, 2015). Currently, Starbucks
is recognized as the leading specialty coffee company with 215 stores in Malaysia (Starbucks
News Room, 2018). The first Starbucks store opened in 1998 and has been expanding to
Sabah and Sarawak. Its immense popularity brought Starbucks Malaysia to introduce their
first drive-thru concept store in December 2009 in Johor Bahru. Besides that, they opened
their first suburban store in 2012 at Seri Manjung, Perak. To date, Starbucks has 24 drive-
thru concept stores penetrating Perak, Johor, Pahang, Penang and also Klang Valley area
(Berjaya Food Berhad, n.d).

Coffee consumption at Starbuck and Coffee Bean has been regarded as a normal routine
for the urban Muslim society and regardlessly applies to the Kopitiams of local based and
Chinese coffee shops as well (Hamzah, 2010; Abdul Karim 2010). In brief, it has become a norm
to Malaysian Muslim with a high standard of living in the city to consume coffee nowadays
(Abd. Razak, 2009). The blooming of coffee stores in Malaysia as mentioned above encourage
this attitude of Malaysia Muslim. For many years, coffee drinking has been part and parcel
of Malaysian culture. With the growing coffee stores nationwide, customers become more
sophisticated in choosing the best quality of coffee in their daily life and Starbucks has become
the top choice of consumers compared to Coffee Bean, San Francisco and other preferred
brands (Goi, 2013). One of the reasons of this situation is the strong corporate reputation
held by Starbucks itself since the introduction of the company in Malaysia in 1998.

Hence, to maintain their strong position, Starbucks need to strengthen their corporate
reputation. A mutual judgement of a company’s ability to give valued outcomes to a
representative set of stakeholders is characterised as corporate reputation (Fombrun et al.,
2000). In addition, Walsh and Beatty’s (2007) view of customer-based corporate reputation
is the firm’s services, products, communication activities, corporate activities and the
interactions with the firm (customers, employees, management) will affect customer’s overall
evaluation towards the firm. In this regard, reputation can be defined as the key stakeholders’
perceptions towards a company’s service, employees, customers, and communicative actions,
as well as the consequence of corporate activity over time in the minds of the stakeholders
(Feldman et al., 2014). Corporate reputation is imperative for the company in order to shrink
transaction costs, and also to influence the financial and customer outcome variables such as
consumer trust and loyalty (Doney & Cannon, 1997). The strong trust towards the company
will affect the perception of the consumers towards the company’s corporate reputation.

A hot topic in recent years, corporate reputation ascertains one of the most positive
outcomes of doing the right thing is a good reputation. The recognition that gained by
Starbucks for being listed as fifth most admired company in the world and number one in
worldwide food industry (Starbucks News Room, 2018) shows that Starbucks has a good
corporate reputation. Some studies examine corporate reputation from the customers
perspective (Walsh & Beatty, 2007), and perspective of employees (Davies & Chun, 2009).

A great number of studies have looked at Muslim consumers from various perspective,
such as tourism industry (Eid, 2015), business context/strategy (Yaacob, 2014), banking (Awan
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& Bukhari, 2011). Religion, being the significant basis in Muslim customers’ lives, (Essoo
& Dibb, 2004; Shachar et al. 2011), also emphasizes on the purchase intention of products,
especially food and beverages which are more related to the religious beliefs. Considering
halal is so important to Muslims in terms of their food consumption, there have been a lot
of studies on this concern in recent years (e.g.: Mohamed, Rezai, Shamsudin & Chiew, 2008).

Starbucks’ solid corporate reputation has attracted more customers, which has helped
the firm maintains its profit and income. Superior performance over a period of time is the
foundation of a positive corporate reputation. Customers” confidence and risk perceptions
can be improved when they make decisions about an organization’s performance and the
quality of its products and services, as confidence is an important factor in the establishment
of relational trust (Morgan & Hunt, 1994).

There are five crucial factors to determine a good corporate reputation such as the
employees, company’s ethics, leadership, financial performance, social responsibility,
management and focus on quality, consumers, emotional appeal, reliability and
communications (Ljubojcvic & Ljubojcvic, 2008). These factors are considered as important
factors because of the latest information gathered by Ljubojcvic & Ljubojcvic (2008) compared
to Walsh and Beatty which is in 2007 and it covered overall aspects of corporate reputation
while Walsh and Beatty (2007) only focus on the stakeholders. On the other hand, Feldman,
Bahamonde, and Velasquez (2014) proposed eight elements of corporate reputation, but one
element is not suitable for measuring at the consumer’s level, which is the company with a
good workplace environment.

The desire for customers to buy products from a particular shop or a particular brand,
can be defined as customers’ purchase intention and it also can describe the customer’s
loyalty (Juhl et al., 2002). There are a few factors that influence the purchase intention of
the customers such as value, satisfaction and quality that can directly affect the customer’s
behavioural intention (Joseph et al. 2000). Consumers’ purchasing intent, attitude toward the
company and its products, and brand loyalty are all boosted by a good corporate reputation
(Brown, 1997; Saxton, 1998). While Spreng and Page Jr. (2001) opined that consumers’ brand
attitudes are proven to be influenced by business reputation, which in turn affects their
satisfaction, purchase intention, and perception of firm performance.

Even the corporate reputation of Starbucks was good and well accepted, but lately there
are some issues that can be related to the corporate reputation of Starbucks. The disclosure
of the products served in Starbucks was certified as ‘Halal, but it has stirs consumer’s
attention as it has been labelled as ‘Haram’. This has touched the sensitivity of Muslim
around the world and it was alarming to the consumers in Malaysia (JAKIM, 2010). This
halal status has been debated in the Parliament. According to Astro Awani (2014) titled
‘Sijil Halal Starbucks Tidak Pernah Ditarikh Balik - JAKIM' (Starbucks Halal Certificate is Never
Revoked — JAKIM), public makes countless phone calls to the Halal Hub Division, Malaysian
Islamic Development Commission (JAKIM) to get confirmation on the Halal certified status
of Starbucks products. This situation causes doubtful status of drinks and foods offered by
Starbucks to the Muslim consumers. A worried client tweets about receiving an SMS from
JAKIM alleging that all chocolate and vanilla flavours used in Starbucks beverages contained
E471, (mono diglycerides of animal origin [pork]), as well as the Rasberry Frap had cherries
soaked in alcohol which made the issue went viral (Lian, 2011).
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The complained of the halal status has created chaos and being spread on social media
(Lian, 2011). The rumours about this issue was not new and has been on commotion since
2016. Starbucks Malaysia has answered all the enquiries regarding the Halal status of their
products in their official Facebook page to clear the air to all their customers. They informed
that all their foods and beverages offered at Starbucks Coffee Stores in Malaysia are halal and
can be consumed by Muslim consumers without doubt as they have been certified Halal by
JAKIM. Starbucks took the initiative to clarify this issue by inviting all their customers to
ask any questions on their Facebook page.

The controversy over the halal status of Starbucks products began in 2011 and has
continued to this day, despite the fact that Starbucks has clarified the halal status of its
products. In fact, JAKIM also has released statement about this issue. The fake information
has affected Starbucks’ corporate reputation in two ways; whether it can strengthen the
company or can reduce the company’s strength. The intention of consumers to buy Starbucks'’s
product will elevate the Starbucks’s profit and strengthen their corporate reputation. Apart
from the halal issue, Starbucks still gain the recognition for being listed as the fifth most
admired company in the world and number one in worldwide food and beverage industry
(Starbucks News Room, 2018).

In addition, Starbucks Coffee Malaysia also earn top honours as an employer of choice
for their employment practices at the Aon Hewitt Best Employers of 2015 Awards. Employee’s
strong engagement, high-performance culture, compelling brand and effective leadership
lead to the recognition of Starbucks as a high corporate reputation company. Consumers’
preference for Starbucks’ products, despite the controversy, demonstrates that Starbucks
has established a good corporate reputation in terms of products and services. Among
other brands, which is Coffee Bean, San Francisco and other brands, Starbucks becomes the
favourite among consumers (Goi, 2013) and this clearly leads to the corporate reputations of
Starbucks itself that contribute to the purchase intention of Muslim consumer. This clearly
emphasizes that consumers still have a positive perception of Starbucks, despite the fact that
the company has had halal certification issues in the past.

Based on the above discussion, this study aims to determine the relationship between
reputation elements (products and services, customers” orientation, social responsibilities
of Starbucks, generate positive feeling of people, leadership and innovation and ethical of
Starbucks) on Muslim consumers’ purchase intention. This study is significant in several ways.
Firstly, it contributes to the body of knowledge on the relationship of corporate reputation
and purchase intention, especially on the important elements that contribute to purchase
intention among Muslim Starbucks customer. Furthermore, this research can serve as a
guidance for other companies in Malaysia, particularly those in beverage and food industry
looking to expand their business in terms of perception on consumer towards their corporate
reputation. The perception of Muslim consumers towards Starbucks Corporate reputation is
one of the contributing factors to the success of Starbucks as the Coffee café leader in Malaysia.
Starbucks could improve their corporate reputation in order to achieve a positive perception
among their customers, which would result in more profits for the company in the future.

LITERATURE REVIEW
Fombrun (1996) defines corporate reputation as “ a perceptual representation of a company’s
past actions and future prospects that describes the firm’s overall appeal to all of its
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constituents when compare with other leading rivals” while corporate reputation is defined
as a stakeholder’s evaluation of a company over time. Gotsi & Wilson (2001) discovered the
company’s appraisal based on stakeholders’ experiences, other forms of communication
and symbols about the corporation and its actions, and comparisons with other competitors.
Corporate reputation, according to Fombrun et al. (2000), is a social construct describing the
aggregate perceptions of different stakeholders about a company’s performance. The most
important stakeholders for most businesses to consider are customers, distributors and
retailers, suppliers, joint venture partners, financial institutions and analysts, shareholders,
government regulatory agencies, social action organisations, the general public, and
employees (Gray & Balmer, 1998).

Stakeholders” motivation to give or retain support will be influenced by the organization’s
reputation. Herbig and Milewicz (1993) claimed that reputation as an estimation of the
consistency over time of an attribute of an entity and the attributes that contribute to various
type of reputation of the company such as price, product quality, management quality
and innovativeness. Subsequently, if its customers foster a negative impression of the
organization or its items, its deals and benefits will definitely drop (Gray & Balmer, 1998). In
other words, the purchase intention of customers to buy the product from the company that
have positive corporate reputation is higher compared to the company that have negative
corporate reputation (Gatti et al., 2012). If a company’s reputation is strong, consumers will
give highly regarded companies the opportunity to correct their mistakes, which consumers
are unlikely to give to a less regarded company (Sibthorpe, 2009).

Within the theory of planned behaviour, the usefulness of the attitudinal
operationalization of corporate reputation and whether corporate reputation leads to
behavioural an intention, which is purchase intention of consumers towards firm’s products
and services, must be determined. Hence, it is critical to investigate customers” attitudes
toward corporate reputation and the impact of those attitudes on purchase intent because
they are one of the most important primary stakeholders (Shamma & Hassan, 2015).

Religious belief is regarded as the most important cultural forces in moulding human
behaviour (Cukur et al. 2004; Duriez et al. 2004; Lau 1989; Kotler, 2000). Previous literature
on food and beverages and its relationship to purchase intention, Islamic knowledge and
awareness is regarded as important factors. Conferring to Mohammed et al. (2008), the
Malaysian government’s halal logo has a significant impact on respondents’ awareness
of food products. Other research suggests that halal labelling is important in consumers’
decision on buying a product (Latiff et al., 2015). Latiff’s study also indicates that Malaysian
consumers’ purchasing intentions are strongly linked to halal certification, nutritive value,
and ingredient used.

The perceived product quality has a positive effect on corporate reputation (Weigelt &
Camerer, 1988). The evaluation of products and services by consumers, which influences
their attitudes toward the product/brand and purchase intent, is referred to as perceived
quality. (Pappu et al. 2005). According to past studies, higher perceived quality leads to a
positive brand attitude (Johnson et al. 2006; Monirul & Han 2012). Several researches indicate
that perceived quality has a positive direct effect on consumer’s purchase intentions (e.g.:
Carman, 1990; Parasuraman et al., 1998). In other words, customers who perceive a high
quality offering have a higher intention to buy a product than those who perceive a low
quality offering (Gatti, Caruana, & Snehota, 2012).
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Similar to product quality, service quality is one of the most successful factors in the
firm in order to differentiate themselves from other competitors (Maiyaki, 2013). Customers’
intentions to purchase services offered by a particular organisation can be influenced by the
attitudes and services provided by its employees. The services showed positive identification
of that company and it reflected the positive corporate reputation as well (Dutton et al., 1994).
A high level of service quality will increase customer’s retention also attracting new customers.
It also can enhance the company’s corporate image, reduced cost, positive word-of-mouth
recommendation and also enhanced profitability (Cronin et al., 2000; Yoon & Suh, 2004).

There are many studies in corporate social responsibility (e.g. Logsdon & Wood, 2002;
Rettab, Brik, & Mellahi, 2009; Roberts, 2003; Van der Laan, et al, 2008) that emphasize
responsibility as a key driver of corporate reputation. Fortune’s Corporate Index cited in
Fombrun and Shanley (1990) mentioned the social and environmental responsibility to
determine the reputation survey. This shows that corporate social responsibility and corporate
reputation rely on each other strongly. In other words, the Corporate Social Responsibility
activities have an impact on profitability as well. It will improve the firm’s reputation and
legitimacy while also making a positive contribution to society.

In this study, Starbucks must pay special attention to the halal status of their products
because they have Muslim customers who buy their products. There are a few Starbucks
branches at Muslim countries such as Indonesia, Saudi Arabia, Brunei Darussalam, Pakistan
and others. The study by Bronn and Vidaver-Cohen (2009) also shows this social initiative
will gain ‘reputational capital’ and ‘by doing good’ it also can improve the ability of the
company to attract resources, build competitive advantage and enhance performance.

Purchase intention means the agreeable situation of consumers to make a transaction
with retailer and it could be defined as an attempting to make a purchase of products or
service (Dodds et al, 1991). In purchasing situation, these elements have strong relationship
with the intention to purchase a service, to the attitude of buyers to salespersons and
products. For example, the company’s reputation in US was affected by the intention of
corporate customers in their insurance’s purchases (Yoon et al, 1993). Hence, this study will
focus more on the elements of corporate’s reputation that attracts the purchase intention of
consumers of Starbucks Malaysia. According to Juhl et. al. (2002), the desire of consumers
to buy product from selected shop is best represented by customer’s purchase intention and
it also can describe the customer’s loyalty towards that product. The factors that affect the
attitude towards buying product are strong relationship with intention to buy such as the
certainty, perceived consumers effectiveness and sustainability (Joseph et. al., 2000).

Customers are becoming more sophisticated in their selection of the best quality of
coffee in their daily lives, and there are a few factors that influence their decision like brand
image, social influence and socioeconomic factors (Davis, 1999). The purchase intention also
depend on others factors which include the satisfaction, value, quality that can be directly
impacted the behavioural intention (Joseph et. al., 2000). The quality of the product is the
first elements of measurement of corporate reputation (Helm, 2005). Thus, the quality of the
products offered by Starbucks has led to the purchase intention of their products.

Akbar (2009) cited in Samad (2014) stated that purchase intention is related to customer’s
attitude. According to Fishbein and Ajzen (1975), the definition of attitude can be concluded
as the evaluative effect of individual to perform a particular behavior whether it is positive
or negative. The attitude of the customers towards specific behavior is influenced by the
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intention of that customer to perform that specific behavior (Balla & Ibrahim, 2014). There
are three attributes of consumers” attitude that affect consumers’ purchase intention stated by
Jaafar et al. (2012). The study only concluded about the consumers” attitudes which include
perceived economic situation, familiarity, and trust as well as the price that influences the
consumers’ purchase intentions.

The perception of Muslim consumers towards Starbucks product will decide their
intention on repurchasing from the company. The signal for the actual purchase is best in
defining the behavioural intention of consumers (Parasuraman, Zeithaml & Berry, 1998). This
includes the willingness to pay for premium price, purchase intention and this is much related
with the performance of the company. The customers that have the minimum sensitivity
to price changes and will stay longer with the service provider are the customers that have
higher purchase intention and the willingness to pay for premium price (Keh & Xie, 2009).

Customer’s orientation refers to the willingness of company’s personnel to meet
customer needs (e.g.: Brown et al., 2002). In addition, customer’s orientation is associated
with the assumption that a company will put its customers at the centre of its strategic
emphasis, and that the company will endeavour to assist their consumers in making buying
decisions that lead to customer’s pleasure (Saxe & Weitz, 1982). Customer’s orientation
enables businesses to efficiently monitor and improve how well they have satisfied customer’s
demands, resulting in higher customer’s satisfaction and loyalty by giving superior value to
the buyer (Chang & Zhu, 2011).

Ethical considerations are critical in any business, especially when it comes to gaining
the trust of stakeholders. When that trust is broken, a variety of negative consequences might
occur, including increased government regulations, contentious suppliers, and disillusioned
customers (Creyer, 1997). Consumers, for example, have organised boycotts to oppose what
they see as unethical or irresponsible company activity (Creyer, 1997).

From the discussion, this study will be discussing on seven elements of corporate
reputation in this study which is in term of religion responsibility, product and services,
customer’s orientation, the ability to generate positive feeling in people, leadership and
innovation, ethical and social responsibility.

METHODOLOGY

Quantitative approach was used in this study based on the cross-sectional survey design.
Wilayah Persekutuan Putrajaya was chosen as the location for this study because 97.4 percent
of the population is Muslim (Department of Statistics Malaysia, 2017) and the customers
who visit Starbucks branches, particularly those in Putrajaya, are predominantly Muslim.
On average, the population size of those who visit Starbucks in a year is estimated to be
between 36,000 and 54,000. So the minimum number (36,000) is counted as customers’
populations for the study, with the sample size decided by convenience sampling is 380
(Krejcie & Morgan 1970).

The data for this study was gathered quantitatively, and the instrument was created
based on previous research and literature reviews. There are three parts of the questionnaire.
It includes different personal demographic variables, elements of Corporate Reputation
and the level of purchase intention. The eight elements highlighted are (1) religion and
responsibility, (2) products and services, (3) customer orientation (4) positive feeling in people,

e 103 e




——o JURNAL PENGAJIAN MEDIA MALAYSIA / MALAYSIAN JOURNAL OF MEDIA STUDIES @—————

(5) leadership and innovation, (6) ethical and 7) social responsibility. For these eight elements
of Corporate Reputation’s variable, there are 21 items to be answered by the respondents.

The data collection procedure of this study was done through drop and collect method.
Out of 405 questionnaires that have been distributed, 380 questionnaires has been collected.
The questionnaire employs six point Likert-type scaled questions with end points rating
from (1) strongly disagree to (6) strongly agree.

CONCEPTUAL FRAMEWORK

The Theory of Planned Behaviour (TPB) aims to explain how certain attitudes are linked to
certain behaviour intentions to undertake specific acts. In general, the stronger an individual’s
desire to engage in a specific behaviour, the more likely that person is to actually perform that
behaviour. According to the TPB, there should be a positive relationship between attitude-
based conceptualizations of corporate reputation and customer’s intent to buy.

The following elements determine an individual’s behavioural intentions in TPB: first,
an individual’s attitude toward the behaviour; second, the subjective norm surrounding the
performance of such behaviour; and third, an individual’s perceived behavioural control
(PBC) (Ajzen, 1985, 1991). In this study, only the individual’s attitude will be analysed
through the element of corporate reputation. It is because the perceived social pressure by
others and perceived control beliefs (Bang, Odio, & Reio, 2014) does not being measured in
this study. Corporate reputation is seen as an attitude that have the direct impact on intention
to perform a certain behaviour that turn to be the actual behaviour in this conceptualization.

Attitude

v

Subjective Norm Intention Behaviour

&"‘

Perceived Behavioural Control

Figure 1:Theory of Planned Behaviour (Ajzen, 1991)

The relationship between consumers’ intentions to buy and attitude-based measures of
corporate reputation is expected to be positive where purchase intention depends on corporate
reputation as perceived by customers. This study therefore investigates the relationship
between elements of corporate reputation and consumers” purchase intention.

Based on the discussion on the adoption of the attitudinal conceptualization and
operationalization as underlined in the Theory of Planned Behaviour model, this research’s
conceptual framework is formed to determine whether the relationship between the elements
of corporate reputation and consumers’ intents to buy is positive, where purchase intention
is dependent on corporate reputation as perceived by customers.
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ELEMENTS OF CORPORATE
REPUTATION

Religion Responsibility

Product & Service

\N

i Purchase Intention

Customer Orientation

Generate Positive
Feeling in People

SN

Leadership & Innovation

Ethical

Social Responsibility

Figure 2: Conceptual Framework of The Study

FINDINGS

The relationship between elements of corporate reputation and purchase intention had
been investigated using Pearson Correlation test. Based on Table 1, all corporate reputation
elements have a positive and moderate correlation with purchase intention. The element
of religion is directly related to purchase intention. The significant value for all of the
independent variables, such as religious beliefs, products and services, and leadership and
innovation, is 0.000.

This result implies that all variables are statistically significant in affecting dependent
variables. The findings revealed that all aspects of corporate reputation had a substantial
and sturdy relationship with customer purchase intent. Specifically, the element of generate
positive feeling is the most important elements (r=0.686) in corporate reputation that indicates
the strongest relationship with purchase intention. However, the elements of religion still
shows a positive and strong relationship (r = 0.591), but it is the weakest relationship when
compared to the other elements.

Table 1: Correlation Coefficient and Significant Value between Elements of
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Corporate Reputation and Purchase Intention

INDEPENDENT VARIABLES PURCHASE INTENTION
Elements of Corporate Reputation Correlation Coefficient  Significant Value (p)
(r)
Religion 0.591 0.000
Products & Services 0.633 0.000
Customer’s Orientation 0.661 0.000
Generates Positive Feeling In People 0.686 0.000
Leadership & Innovation 0.676 0.000
Ethical 0.628 0.000
Social Responsibility 0.681 0.000
DISCUSSION

The aim of this study is to determine the relationship between corporate reputation’s elements
(religious, products and services, customers’ orientation, social responsibilities of Starbucks,
generate positive feeling of people, leadership and innovation and ethical of Starbucks) on
Muslim consumers” purchase intentions. The results of hypothesis testing revealed that all
of the elements influence consumers’ purchase intentions for Starbucks food and beverages.

This significant correlation of religious aspects gives the impression that when customers
value religious aspects such as Islamic jurisprudence, this will guide them in determining
their desire to purchase Starbucks’ products. The responses are in line with the findings of
Schifman and Kanuk (2009), who found that people consider their religious beliefs before
making purchasing decisions. This findings contradict earlier research as the previous findings
showed that religious did not have a remarkable effect on customers” purchase intention
in various section. Being Christian, Muslim, or Jewish, for example, had no bearing on the
customers’ preferences for unprocessed foods (fresh vs frozen chicken) (Heiman et. al, 2004).
Furthermore, whether a customer is Protestant, Catholic, or Jewish, it has little bearing on
their opinion of a store (McDaniel & Burnett, 1990). These findings could imply that religious
membership is inefficient in explaining a wide range of religious influences on consumer
behaviour (Heiman et al., 2004). However, this study supports Muhamad and Mizerski’s
(2010) findings that religious devotion is one of the key factors that influences customers in
the marketplace. Furthermore, religious devotion reflects how much a person sticks to firm
and pragmatic principles that do not alter all that often (Khraim, 2010).

Analysis of the role of products and services provided by Starbucks also plays an
important role in determining the purchase intention. This study discovered a moderately
positive relationship between this element and purchase intention - if Starbucks” services
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and products are better, the likelihood of purchasing increases. Customer’s orientation is
also significantly correlated with purchase intention. Service provided by Starbucks that are
based on customer’s orientation will attract the customer to buy at the premises.

In the case of Starbucks, customers are willing to pay more for the products and services
that they provide due to their strong reputation for dependability (Lee, 2007). The high
quality of Starbucks product helps gain consumer’s positive perception that contributes to
the purchase of their product regardless the controversy regarding the halal issue. The strong
reputation of Starbucks also will gain their consumers purchase intention as products and
services is one of the strong corporate reputation elements (Feldman et al., 2014).

This study illustrates that customer’s orientation had a positive and moderate correlation
with purchase intention. This in line with Caruana et al. (2004) and Rose & Thomsen (2004),
as customer’s outcome variables such as consumer’s trust and loyalty have also been
demonstrated to be positively influenced by corporate reputation (Caruana et al. 2004; Rose
& Thomsen 2004). Similarly, Terblanche (2014) highlighted that customer’s orientation is
positively associated to the customer’s trust.

Nonetheless, the premise environment is one of the factors that attract customers to
visit the premise. Based on the customer’s perception of the Starbucks premise, it was found
that the premise generates a positive feeling in people. Implications to generate positive
feeling in these people, this study found that there is a moderate but significant positive
relationship with purchase intention. Therefore, the more conducive the condition of the
Starbucks premises, the greater the customer’s desire to come to Starbucks. Strong positive
emotion stated such as “good,” “happy,” “satisfied,” and “amazing,” according to Babin et
al. (1994), can lead to greater time spent in the store, expenditure, and evaluations of liking
for the store. Bitner (1992) discovered that positive moods resulted in more favourable store
assessments and motivated customers to purchase more items. In contrast, finding from Tran,
Nguyen, Melewar, and Bodoh (2015) reveals that even the customers have a great impression
of certain products and believe that their employees are kind, it does not necessarily for the
customer to go and purchase something from them because of the way the company conducts
itself, but because of it expensive price.

Parallel to other variables, the leadership and innovation also had a positive and
moderate correlation with purchase intention. Davies and Chun (2009) highlighted that the
firm’s leader serves as a primary source of information about the company, both internally to
employees and internationally, to the media, local and national government, and, increasingly,
to the general public and the company’s consumers and potential customers. Organizations
that establish and strengthen their corporate reputation model and intangible management
process as part of their horizontal strategic planning will ensure their long-term success,
leadership, and sustainability (Feldman et al., 2014).

In terms of ethical, consumers are more cautious when it comes to investing their hard-
earned money and they demand greater transparency and honesty (Leitch & Motion, 2007).
Consumers can express their acceptance or disapproval of a company’s behaviour through
the price they are willing to pay for its products. As a result, consumers may be ready to
pay less for a product produced by a company that has acted unethically than for a similar
product produced by a company that has acted ethically (Creyer, 1997). In relation to the
results of ethical concern of this study, the findings from Creyer (1997) supports the view that
the customers expect companies to conduct business ethically and that whether or not this
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is the case is an important concern. Consumers also report a willingness to reward ethical
behaviour and punish unethical behaviour.

The results of social responsibility showed that it had a positive and moderate correlation
with purchase intention. This lends empirical support to Gatti, Caruana, and Snehota (2012),
who found that perceived CSR had a direct impact on corporate reputation and purchase
intention. Another important element in corporate reputation is the leadership and innovation
element. Studies show that there are positive and moderate relationship between these
elements and purchase intention. It can be concluded that the customer’s purchase intention
is tied to how the internal elements of the organization such as the way Starbucks managing
their premises. Innovative leadership will generate new ideas to create the appeal of the
premises, hence attract the customers to come to their premises.

Customers also take into account the ethics that exist in a premise and in business
dealings. They will continue to support and be with any ethical organization. This study
found that when Starbucks practices transparent business ethics and follows every quality
business principle, then customers will have more intention to purchase at their premises.
These findings are significant. This support Gatti’s et al. (2012) viewpoint on corporate social
responsibility and corporate reputation that brand managers maintain a high level of ethical
behaviour in their interactions with customers and in their overall pursuit of business goals.
This ethical behaviour is likely to improve company reputation since they will predisposition
customers to a brand, thus creating a desire to buy. Organizations that always emphasize on
social responsibility will also encourage loyal customers to the organization. It was discovered
that the more social responsibility customers contributed by Starbucks, the greater their
purchase intention are, because this study gives the impression that there is a moderate and
significant positive relationship between the study’s enablers.

CONCLUSION

Corporate reputation is important for the company in order to gain more profits and success
that defined the stabilization of their company in the future and also to compete with other
companies in the same field of services. The purchase intention of consumers towards
their products will contribute to the company’s sale as well. Company has to know which
elements of corporate reputation that will attract more consumers to their company to
achieve their consumers’ targets and also to communicate well with their consumers about
the controversy that might affect customers” perception hence contribute to the consumers’
purchase intentions whether to buy their products or not.

All the elements of Starbucks corporate reputation in this study including religious
responsibility, products and services, customer’s orientation, generating positive feeling in
people, leadership and innovation, ethical and social responsibility maintained noteworthy
relationship with purchase intention. All of these aspects must be emphasised in order for
the company to be successful. The element of eliciting positive feelings in people confirms
the strongest relationship with purchase intention, while religion displays the weakest. This
demonstrates that customers are more concerned with emotion than religious elements. All
of the elements of corporate reputation can be used to guide a company in elevating and
improving its reputation. The company must communicate effectively with their customers
about the controversies that may alter their perception, which will influence their decision
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to buy the products.

The usage of theory of planned behaviour in this study has the potential to improve
people’s perceptions and views of corporate reputation. The corporate reputation was
considered within the theory of planned behaviour, and corporate reputation was seen as
an attitude that have the direct impact on intention to perform a certain behaviour that turn
to be the actual behaviour in this conceptualization. Considering corporate reputation as an
attitude that leads to full-bodied view, more comprehensive theoretical understanding and
also useful tool for a managerial response as stated by (Caruana, et al., 2006), more studies
that emphasize attitudinal conceptualization and operationalization as mentioned by TPB
model, is required.

Future research might expand the study to other premises or companies that operate
the same or similar field of business as run by Starbucks. Thus, the importance of corporate
reputation can be highlighted by the entrepreneur or businessman in order to successfully
expand their business in the future. The elements of corporate reputation that contributed
most to purchase intention could be investigated in depth in the future for extensive study.
In this study, the researcher only focus on the customers of Starbucks and does not include
the none customer.

For the future research, the none customer can be included in the study to determine
the reasons why the corporate reputation do not create their purchase intention.
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