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ABSTRAK 

 

Persepsi Masyarakat Pribumi Sarawak Terhadap Kredibiliti Korporat Di Malaysia 

Rowena Cliffton 

 

Kredibiliti korporat merupakan salah satu isu yang harus di ketengahkan oleh syarikat-

syarikat yang terdapat di Malaysia bagi menilai tahap kebolehpercayaan masyarakat 

berbilang bangsa di Malaysia terhadap sesebuah syarikat. Kajian terhadap kredibiliti 

korporat yang telah dilakukan lebih menjurus kepada penilaian terhadap masyarakat 

barat. Oleh demikian, skala pernilaian kebolehpercayaan sesebuah syarikat yang telah 

dilakukan di barat adalah tidak bersesuaian untuk digunakan oleh masyarakat di Asia. 

Perbezaan dari segi budaya, kepercayaan dan bahasa di antara masyarakat Barat dan Asia 

merupakan faktor kajian yang telah dijalankan di Barat kurang sesuai digunakan di Asia. 

Justeru, kajian ini dilakukan untuk mengetahui persepsi masyarakat pribumi di Sarawak 

terhadap kredibiliti korporat di Malaysia dan juga membina skala penilaian 

kebolehpercayaan syarikat di Malaysia. Selain itu, keputusan kajian ini juga boleh 

membantu sesebuah syarikat di Malaysia bagi menilai dan meningkatkan 

kebolehpercayaan masyarakat terhadap syarikat mereka.  
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ABSTRACT 

 

Malaysian Corporate Credibility Based on the Sarawak Native’s Perception 

Rowena Cliffton 

 

Corporate credibility is one issue that firms should address when assessing the 

effectiveness of their international or cross-cultural marketing efforts. Credibility 

measurement scales developed in the Western world often do not translate well to Asian 

contexts due to the difference of culture, belief and language. Therefore, this research 

addresses the issue of western-based scales of corporate credibility used in an Asian 

context by looking at the Sarawak Native’s perception of Malaysian Corporate 

Credibility. Besides, the result of this research can be used by the corporation in Malaysia 

to do the company self assessment in order to enhance their knowledge in understanding 

the market needs in Malaysia.  
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CHAPTER 1: INTRODUCTION 

 

I. Corporate credibility in general 

Corporate credibility can be defined as “the perceived reputation of the firm or 

company that makes or produces the product” (Goldberg & Hartwick, 1990). On the 

other hand, corporate reputation becomes the crucial thing for the success of any firm. 

The reputation of a corporation is often cited as an important ingredient in a firm's 

success (Fombrun 1996; Goldberg and Hartwick 1990). Normally, the company with 

better reputation will surely trusted by many firms or people. In addition, corporate 

reputation is one of the primary contributors to perceived quality (Sternthal, 1978).  

Corporate credibility can be defined as "the extent to which consumers believe 

that a firm can design and deliver products and services that satisfy customer needs and 

wants" (Keller, 1998). Consumer always wants to have an accurate product which suits 

their needs and wants. Thus, the companies need to put more emphasis on how to 

improve their company reputation as it can be their competitive advantage in the future. 

Keller also wrote that corporate credibility is the perceived expertise and trustworthiness 

of a firm; reputation, on the other hand, is much broader in scope and includes, but is not 

limited to, the dimensions of expertise and trustworthiness.  

Fombrun (1996) defined the corporate credibility as “a perceptual reputation of a 

company’s past actions and future prospects that are an aggregate of many personal 

judgments about the company”. Meanwhile, Hofstede (1991) wrote that the credibility of 

a company is subjective for each individual as the “consumer are vary according to their 

culture and value system”. Therefore, most companies are concerned about their 
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corporate reputation because of its potential effects on consumer behavior, both positive 

and negative (Fombrun, 1996).  

In general, corporate credibility is important to enhance the companies quality so 

that the consumers will trust the product and services which offered by particular 

companies.  

 

II. Western Corporate Credibility Index 

In Western, the corporate credibility index has been established. The example of 

research on establish corporate credibility index is such as the relevance of fit in a cause–

brand alliance when consumers evaluate corporate credibility which done by Barbara A. 

Lafferty.  

The research mentioned above is conducted to assess whether the consumers’ 

perceptions of the fit between a cause and a brand have a differential impact on attitudes 

and purchase intentions when the credibility of a firm is low, moderate, or high. The 

researcher also considered that corporate credibility has a direct effect on attitudes toward 

the brand and purchase intentions (Goldsmith, Lafferty and Newell (2000)).  

Furthermore, the brand extensions, co-marketing alliances, sponsorships, and 

brand alliances, perceived fit generally leads to a positive effect on attitudes (e.g., Aaker 

and Keller, 1990; Bucklin and Sengupta, 1993; Rifon et al., 2004; Simonin and Ruth, 

1998). Thus, the researcher has conducted an experimental design to manipulated cause 

fit and corporate credibility. As a result, the fit between the cause and the brand does not 

affect perceptions of attitudes or purchase intentions regardless of the company's level of 

credibility.  
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Besides, there is another established research on corporate credibility entitle The 

Impact of Corporate Credibility and Celebrity Credibility on Consumer Reaction to 

Advertisements and Brands done by Ronald E. Goldsmith, Barbara A. Laffety and 

Stephen J. on year 2000. 

The research mentioned is conducted to assess the impact of endorser and 

corporate credibility on attitude toward the advertising, attitude toward the brand and 

purchase intentions. Hereby, the source expertise and trustworthiness are important to 

conceptualizing credibility and have been shown to be influential in persuading 

consumers (Harmon and Coney 1982; Moore, Hausknecht and Thamodaran 1988; 

Sternthal, Phillips and Dholakia 1978; Wu and Shaffer 1987) and in influencing attitudes 

(Craig and McCann 1978; McGinnies and Ward 1980). 

Thus, the researchers have conducted a model of the combined effects of endorser 

and corporate credibility on reaction to advertising in order to assess the impact of 

endorser and corporate credibility on attitude toward the advertising as mentioned above. 

As a result, the endorser and corporate credibility are both influence purchase intent. In 

addition, the endorser credibility influences the way consumers view ads and brands as 

well as their purchase intention.  

 On the other hand, corporate credibility is one issue that firms should address 

when assessing the effectiveness of their international or cross-cultural marketing efforts.  

Many researches have shown that corporate credibility can influence consumers’ 

perceptions of the company; its advertisements, products and consumers’ purchase 

decision. However, the western corporate credibility will be different if compare to Asian 

countries.  
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There might be differences of view on corporate credibility between western and 

Asian. It is due to the different countries environment, corporate situation in the countries 

and also the perception of the Asian nations towards the issue especially in Malaysia. The 

ethnic diversity in Malaysia is divisive, with individual ethnic groups having their own 

perceptions of social reality (Milne, 1978).  

Malaysia is a developed country where there is a large number of needs and 

demand from consumer that is profitable enough for the company. The needs and demand 

of the consumer can be different if compare to western. The past literature also mention 

that the corporate credibility influence the consumer purchase intent. Therefore, the 

understanding of corporate credibility and ethnicity is needed in such country to maintain 

and support the business strategies of Malaysian company.   

 

III. Malaysia Environment  

Malaysia has a multi racial and multi cultural population. Though, there are many 

ethnic groups in Malaysia for example Malays, Chinese, Indian, Iban and many more. 

The languages that been used in Malaysia are such as Malay language which is the 

national language. Beside, English language is the second language in this country and it 

been taught in all school in Malaysia. Meanwhile, other languages such as Tamil, Thai 

and Chinese also been used. Furthermore, the cultures and religious freedom are been 

practiced in Malaysia. Most of the Malaysian is Muslim and the other is such as 

Christians, Buddhist, Hindu, Taoist, Catholics and others religion.  

The economics in Malaysia is vulnerable to changes in the world economy 

because of a high dependence on foreign investment and also on export. Besides, the 
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manufacturing and agricultural sector has become increasingly in the uses of technology 

intensive. Meanwhile, the government in Malaysia is a federal parliamentary democracy. 

It is whereby the constitutional monarchy with a nonpolitical head of state is chosen from 

among nine state hereditary rulers for a five-year term. In addition, the prime minister is 

the one who have a real power and won a seat in legislature. The political subdivisions 

are consists of 13 states and 2 federal territories. Malaysian government has taken steps 

to improve the economic status of the society. 

Malaysia consists of many states and one of the states is Sarawak. Sarawak is one 

of the two Malaysian states on the island of Borneo and situated on the north-west of the 

island. It also known as Land of Hornbills or Burung Kenyalang.. It is the largest state in 

Malaysia and the administrative capital is Kuching which has a population of 579,900 

(2006 census). As of last census (Dec 31, 2006), the Sarawak population was 2,357,500. 

Kuching is the capital of the East Malaysian State of Sarawak. It is the most populous 

city in the state of Sarawak and the fourth largest city in Malaysia. Besides, Kuching was 

elevated to city status on 1 August 1988.  

 Sarawak has 27 major ethnic groups with their own distinct language, culture and 

lifestyle. The 27 ethnic groups include the Iban, Chinese, Malay, Bidayuh, Melanau, 

Kayan, Kenyah, Lun Bawang, Penan, Kelabit, Kedayan, Bisaya, Berawan, Lahanan, 

Sekapan, Kejaman, Punan Bah, Punan Biau, Punan Busang, Baketan, Ukit, Sihan, Tagal, 

Tabun, Saban, Lisum and Longkiput. Cities and towns are populated by Chinese and 

Malays and a growing number of indigenous people who have migrated from their home-

villages. 

http://www.answers.com/topic/east-malaysia-1
http://www.answers.com/topic/sarawak
http://www.answers.com/topic/august-1-1
http://www.answers.com/topic/1988


 6 

Sarawak becomes the most attractive place in Malaysian states because of its 

culture diversity. As mentioned, Sarawak has 27 major ethic groups that speak at least 45 

different languages and dialects. Moreover, the cultural diversity also allows Sarawak to 

be one of the most popular tourist destinations in the region.  

 

IV. Perception Difference 

Perception refer to the process by which individuals select, organize and interpret 

the input from their sense to give meaning and order to the world around them (George & 

Jones, 2002). The ethnic diversity in Malaysia is divisive, with individual ethnic groups 

having their own perceptions of social reality (Milne, 1978). Understanding ethnicity is 

seen as crucial in understanding the functioning and viability of Malaysia’s and Asian 

nations’ multi-cultural society (Abraham, 1999).  

Perceptions vary from person to person. Different people perceive different things 

about the same situation. But more than that, we assign different meanings to what we 

perceive. And the meanings might change for a certain person. One might change one's 

perspective or simply make things mean something else. More or less, the culture, beliefs 

and values will influences people’s perception. Country image is ‘‘the overall perception 

consumers’ form of products from a particular country, based on their prior perceptions 

of the country’s production and marketing strengths and weaknesses’’. Brands as well as 

countries have different images (Roth and Romeo, 1992). 

The brand image perception is under influence of country image perceptions 

(Meenghan, 1995). The effect of country image on brand image is moderated by both 
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brand and country reputation (Hui and Zhou, 2003). Thus, difference country may 

perceive difference perception towards many things.  

Non-Malay bumiputra groups make up more than half of the state of Sarawak's 

population. The Ibans ethnic is the largest percentage of Sarawak's population, making up 

some 30% all over the Sarawak. According to 2006 census, there are 58,100 of Iban’s 

population in Kuching. Ibans community of today is a generous, hospitable and placid 

people. The majority of Ibans practice Christianity. However, like most other ethnic 

groups in Sarawak, they still hold strong to their many traditional rituals and beliefs. In 

addition, Sarawak is unique to colourful festivals such as the Harvest festival, Hornbill 

festival and festival of the dead. These differences will affect their views towards the 

Malaysian corporate credibility which might be different from the Western’s perception. 

Besides Ibans, there are also Bidayuh, Melanau, Kayan, Kenyah and Kelabit 

which are among the native group in Sarawak. The Bidayuhs make up 10% of the 

population in Sarawak are now most numerous in the hill counties of Bau and Serian, 

within half and hour drive from Kuching. Meanwhile, the Melanaus have been thought to 

be amongst the original settlers of Sarawak which is originally from Mukah area in 

Sarawak. Furthermore, Kayan, Kenyah and Kelabit are among the Orang Ulu in Sarawak. 

Orang Ulu groups together make up roughly 5.5% of Sarawak's population. 

 Therefore, it is a great opportunity to learn and know the perception of Malaysian 

corporate credibility from the Sarawak native’s community which known as the local 

residents in Malaysia and still hold strong to their many beliefs and traditional rituals. 

 

 



 8 

1.1 Problem Statements 

There are many factors that can influence every individual’s perception. The 

factors can be from their own culture or their lifestyle. Some believe that the ethnic 

culture of a consumer have a direct impact on the perception of the corporate credibility 

(e.g. Laroche, Kim & Hui, 1997; Neff, 2001; Oetting, Swaim & Chiarella, 1998).Thus, 

the factors that influence their perception can be obtained through this research.  

Beside, the major problem is most of the researches of corporate credibility are 

done in the Western countries which are not suitable to be applied to Asian countries 

such as Malaysia. It is due to the differences in terms of culture and mind of multiracial 

society in Malaysia. In addition, it is hard to know the actual views of Malaysian 

corporate credibility because most of it influence by western research. Further, this makes 

comparisons of cross-national research difficult.  

This research also considered of the important of reputation and quality of 

company in order to achieve their vision and mission. The companies in Malaysia need to 

know the actual views of corporate credibility and the demand towards the corporate 

quality from the local residents in Malaysia.  

Further, this research purpose is to present a reliable and scale that will measure 

the perception of Malaysian Corporate Credibility. Thus, it will help to obtain the overall 

consumer reaction towards the marketing communication in the country.  
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1.2 Objectives  

1.2.1 Primary Objective 

 To establish Malaysian corporate credibility index based on  the Sarawak Native’s 

perception 

 

1.2.2 General Objectives 

The general objectives are as follows: 

 To do the pilot study of Corporate Credibility among the Native in Sarawak 

 To test the Newell and Goldsmith Western Corporate Credibility index on the 

Native in Sarawak 

 To establish Corporate Credibility based on Sarawak Native’s Perception 
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1.3 Research Rationale 

The rationale of this research is to give the ideas or information to the companies 

in Malaysia on how to increase the level of corporate credibility. This research also 

considered that the quality and reputation of every company is crucial in order to fulfill 

the company’s goals. Thus, the perception or views from the public is needed to analyze 

and understand their demand towards the corporate quality in Malaysia.  

The research helps to get the reliable and a suitable Malaysian-Based Scale of 

corporate credibility to be applied in Malaysia. 

On the other hand, this research helps to know the demands of Sarawak Native 

toward the Malaysian corporate credibility. The research will establish the Corporate 

Credibility index based on the Sarawak Native’s perception. Through this research, the 

information about Malaysian Corporate Credibility can be obtained by considering the 

perception of the Sarawak Native which is known as the local communities in Malaysia.  

The comparison of Western based scale and Asian can be made. Therefore, cross-

national marketing research that attempts to make comparisons and generalizations about 

Malaysian consumers, instead of Malay, Chinese or Indian sub-groups and others group, 

is then will likely to be asked and obtained through the research.  
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1.3.1 Theoretical Framework 

 

Figure 1.3.1: The Theoretical Framework of the Malaysian Corporate Credibility Index 

based on Sarawak Native’s Perception.  

 Figure 1.3.1 present the theoretical framework that will be tested in this study. 

Establish western corporate credibility will be referred. The Sarawak Native’s perception 

towards Malaysian’s corporate credibility will be analyzed. Besides, the Newell and 

Goldsmith Western Corporate Credibility index is used in this study. The scale is chosen 

because it is one of the few to have been developed utilizing both exploratory and 

confirmatory factor analyses and to have been tested on multiple samples. Thus it will 

provide an opportunity to assess measurement invariance in cross-ethnic research by 

testing the scale on the Sarawak Native.    

Corporate Credibility Scale  

(Sarawak Native) 

 

Corporate Credibility Scale (Western) 

(Established by Newell & Goldsmith (2001)  

 

Reputation or Image 

Trustworthiness and 

Expertise 

Public and 

Stakeholder’s 

Image 
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1.4 Research Scope 

 This research will be conducted for one year (2 semesters) of studies in University 

Malaysia Sarawak. It is focusing on the Native in Sarawak. Referring to Malaysia 

statistic department in 2007, the highest age groups from the Malaysian population are 

between 15 to 64 years old. Meanwhile, the sampling targets are the Sarawak Native in 

the age of 25 to 45 years old. The reason of this sampling target is because these 

respondents are likely to be employed and have their own perceptions of Malaysian 

corporate credibility. Thus, the sampling within these age groups helps to reduce biases 

which related to the younger, tertiary study and retired populations. In addition, the 

respondents also will be drawn from a wide range of occupation and lifestyle.  
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CHAPTER 2: LITERATURE REVIEW 

 

 

2.1 Introduction 

Hereby, the literature reviews is needed to demonstrate an understanding of the 

literature that relevant in the study. Besides, the objective and theory testing type can then 

relate the findings to previous research so that it will show the degree to which results 

that can support or will contradict previous theories, concepts or findings.  

 

2.2 Defining Corporate Credibility 

Corporate credibility is a dimension of corporate reputation and represents the 

degree to consumers, investors and other constituents believe in the company’s 

trustworthiness and expertise (Fombrun, 1996). Meanwhile, the corporate reputation is 

referring to the corporate estimation of the consistency over time of an attribute of an 

entity (Herbig and Milewicz, 1997). Therefore, corporate credibility is related to the 

trustworthiness and expertise of the consumer towards the company.  

Besides, corporate credibility can affect the attitude and perception of consumer 

towards the company and also towards the product or brand. In addition, corporate 

credibility exerted a very strong effect on attitudes towards a company’s brand and on 

purchase intensions (Lafferty and Goldsmith, 1999).  Thus, every company has its own 

credibility to attract the consumer and ensure its product profitable in the market.  

Furthermore, the reputation of a corporation is often cited as an important 

ingredient in a firm's success (Fombrun, 1996; Goldberg and Hartwick, 1990). Therefore, 
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the success of company is affected by its credibility. This shows that the consumers, 

investors and other constituents believe in the company's trustworthiness and expertise. 

Consumers often trust the company which offer a quality and fulfill their needs and 

wants.  In addition, corporate credibility can be defined as the extent to which consumers 

believe that a firm can design and deliver products and services that satisfy customer 

needs and wants (Keller, 1998). 

Moreover, to achieve credibility for high quality, a company must first develop a 

reputation for producing and delivering quality products. On the other hand, to achieve 

credibility a competitor must first develop a reputation (Bell, 1984)) and it usually takes 

many periods before a reputation. 

The company with loss of credibility would mean fewer clients would be billed 

and less profits (Herbig and Milewicz, 1997). Thus, its shows that corporate credibility is 

important for the success of the company.   

In general, corporate credibility is refer to a perceptual reputation of a company’s 

past actions and future prospects that are an aggregate of many personal judgments about 

the company (Fombrun,1996). It enables consumers, but also investors, suppliers, and 

employers to assess relevant company attribute (Diamond, 1989; Brown and Dacin, 

1997). Therefore, the companies need to put more emphasis on how to improve their 

company reputation as it can be their competitive advantage in the future. 

Newell & Goldsmith (2001) has developed the corporate credibility scale which 

will be used in this study. The scale is one of the few that developed utilizing both 

exploratory and confirmatory factor analyses. Furthermore, it does also have been tested 

on multiple samples. However, all of samples are taken from western research which is 


