                                                        Introduction

According to Alraimi, Zo & Ciganek, (2015).  the reputation of an organization plays the role of a measurement instrument, by defining and offering the organization its sense of identity. Saeidi, Sofian, Saeidi, Saeidi & Saaeidi, (2015) agree that once the corporate reputations created they are comparatively steadfast. Of all foundations of differentiation, not a bit is more challenging to duplicate than a corporate reputation. There are five factors that have been identified to influence a corporate reputation. They include; leadership and management qualities, Financial management, shareholder value, organizational sustainability, marketing as well as communication. 

1. Leadership and Management Qualities

The reputation of a leader in an organization is an essential element when it comes to the overall success of the firm. According to Radojevic, Stanisic and Stanic, (2015) the reputation of a leader is approximated to earn an organization around 48% its reputation. In comparison to any other form of wealth generating asset, the reputation of the leaders calls for investment in it, taken care of, leveraged over a long period of time so as to harvest continuing benefits. This includes enticing additional investors, clients, partners and trust in the corporate decisions as well as work applicants. The major elements of a leader’s reputation include high quality communication, integrity to inside stakeholders on the direction of the company. Ingold & Leifeld, (2014) established that financial executives paid attention to Chief Executive Officer’s reputation when it came to purchasing of shares in a firm. Radojevic, Stanisic and Stanic, (2015) held that the successful universal leaders gain a reputation for trustworthiness among investors by demonstrating profitability to distinct and institutional stakeholders, continuing a constant return on investment and promoting financial growth forecasts.

2. Financial Management

Saeidi, Sofian, Saeidi, Saeidi & Saaeidi, (2015) declares that the enthusiasm to haste to reputation measurement and management is an indication that a respectable reputation can radically upset a firm’s outcome. Psychosomatically, a firm with a rock-hard reputation receives the benefit of the doubt in moments of predicament. Virtuous public association professionals have an understanding that a lot is on the line in their responsibility of shielding and improving business reputation, particularly in terms of erecting and sustaining relationships with shareholders.  Financial management aspects are known to create a key share of the characteristics that impact investment conclusions as well as the corporate reputation. Nevertheless, it is significant to recognize that these features ought not to be observed in segregation when a perception of an establishment is designed. Investor conclusions are also compelled intensely by corporate communication and marketing.

3. Values of the Shareholders

 Ingold & Leifeld, (2014) hypothesizes that corporate reputation is indeed an essential asset for a company. According to Saeidi, Sofian, Saeidi, Saeidi & Saaeidi, (2015), individuals every now and then are blurred by the reputation as well as the financial performance. Financial performance is a significant, same as the standards and the method in which interested parties are share out with and communicated to. Business image is principally respected when it comes to a business’s aptitude to raise equity and debt capital. Wang, Dou & Jia, (2016) proposes that between eight percent and fifteen percent of a business’s share price may perhaps be attributed to corporate reputation.  

4. Marketing

Saeidi, Sofian, Saeidi, Saeidi & Saaeidi, (2015) established that reputation is an all-inclusive perceptive impression of an organization established on its business branding and innumerable marketing communication apparatuses. A constructive reputation generates anticipations of the establishment in form of possibilities that are made to shareholders and convenes a competitive advantage by assisting the establishment in surviving random adverse profile-raising. Ingold & Leifeld, (2014) are of the same mind that the corporate brand is obligated to be observed as both a company proposition that aids to design an organization’s standards and philosophy and as a deliberate instrument of management which can aid in the corporate procedures that generate and offer a backing for value creation. This adds to organizational reputation. 

5. Corporate Sustainability

For an organization to endure as well as grow in the current market, it has to have a competitive in regard to its competitors. In the modern interconnected world corporate reputation also known as the perception of a firm by its major interested parties is progressively identified for its bottom line influence. For a fact, a huge research body shows that a firm’s positive reputations obtain an increased more than usual profitability in comparison to the peer groups. Organizational reputation turns out to be majorly dependent on the firm’s ability towards the execution of the corporate model. Execution outcomes in a virtuous reputation and relates highly with a solid financial performance as well as the inclusive success. Consequently, a constructive firm reputation conveys financial remunerations.

                                                    Risk Sustainability

Risk involves a quantifiable probability of a loss or even the less than expected returns. Various business activities may lead to a damage to the environment which may have a troublesome effect to the community. Even though they produce physical economic benefits. For an organization this will lead to a creation of ethical dilemmas. Our organization believes that handling such sustainability risks demands a clear tactic as well as the willingness to consider decisions grounded on the ethical principles (Harclerode, Macbeth, Miller, Gurr & Myers, 2016).  

According to Searcy, (2016) evaluation and measurement of corporate sustainability performance is an imperative undertaking that has been gathering increased attention as well focus in organizations when it comes to external stakeholders. But it is also important to note that it has remained to be a challenge to both parties. One of the major challenges is remaining on target. The period as well as the effort required by the organizations as well as their EHS and Investor Relations departments to gather and reacting to the excess of third party information appeals has translated to be a major obstacle when it comes to performance of their key job responsibilities of accomplishing EHS as well as the sustainability programs and rejoining to the stakeholders needs. 

The other challenge is the senior support staff buying in as some of the top executives may be more supportive to the organization that others. This has decreased the accountability of the employees and effectively driving transformation. Introduction of sustainability initiatives is normally done at a cost which should be incurred by the organization. it is important to note that any organization is normally meant to make money thus this adds up to increased cost of operation which is not welcomed by the financial department. 

There exists a huge number of metrics when it comes to sustainability which calls for one to determine in advance. There exists not regulatory body which determines what is required to be measured (Jones, Hillier and Comfort, 2016). The initiatives are particularly challenging as they often have an effect on the society especially at the macro level which cannot always be quantified. The consumers have as well be found not to communicate their requirement for sustainable products when it comes to exercising their purchasing power. The concept of corporate sustainability is still at its infancy stage and undoubtedly metrics as well as the methodologies for measuring sustainability will become complex over time. When it comes to change there will also ways exist change (Jones, Hillier and Comfort, 2016).
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