
INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue II February 2025 

Page 1592 www.rsisinternational.org 

  

 

 

 

Boards and Value Creation: Unveiling the Drivers of Corporate 

Reputation 

Allezawati binti Ismail1, Aida Maria binti Ismail*2 & Rizwana binti Md Yusof2 

1Faculty of Accountancy, Universiti Teknologi MARA, 40450 Shah Alam, Selangor, Malaysia 

2Faculty of Accountancy, Universiti Teknologi MARA, 42300 Bandar Puncak Alam, Selangor, Malaysia 

*Corresponding Author  

DOI: https://dx.doi.org/10.47772/IJRISS.2025.9020131 

Received: 30 January 2025; Accepted: 03 February 2025; Published: 06 March 2025 

ABSTRACT 

This research examines the relationship between board characteristics, specifically board size and board gender 

diversity, and value creation, measured through corporate reputation. It employs Resource-Based Theory (RBT) 

and Upper Echelons Theory (UET) as the theoretical framework. While prior studies emphasize the strategic 

role of governance attributes in corporate performance, their impact on corporate reputation remains 

inconclusive. Addressing this gap, the research focuses on Consumer Product and Service sector firms listed on 

Bursa Malaysia from 2018 to 2022. Data were collected from annual reports and integrated report, covering 145 

firms over five years. The analysis, conducted using the Statistical Package for the Social Sciences (SPSS), 

examines the direct effects of board size and board gender diversity on corporate reputation. The findings 

indicate that larger boards positively influence corporate reputation, supporting RBTs view that governance 

attributes serve as strategic resources. The results align with UET, which posits that firm performance is shape 

by strategic decisions influence by the backgrounds and characteristics of top-level management. However, the 

relationship between board gender diversity and corporate reputation was weak and statistically insignificant, 

suggesting the need for further exploration. Additionally, a negative association between board size and board 

gender diversity suggests a broader governance trend where larger boards tend to have lower gender diversity. 

This underscores the importance of understanding the factors influencing boardroom diversity. This research 

contributes to the corporate governance (CG) literature by demonstrating the strategic role of board composition 

in shaping reputation. The practical implications of this research include guiding firms toward leveraging 

effective governance practices to enhance their competitive advantage. Future studies are encouraged to adopt 

longitudinal designs, explore additional governance attributes, and examine mediating factors such as corporate 

social responsibility (CSR) and sustainability activities to provide a more comprehensive understanding of these 

relationships. 

Keywords: Board of Director, board diversity, corporate reputation, value creation, corporate governance. 

INTRODUCTION 

The Board of Directors (BOD) plays a vital role in shaping a corporate reputation, emphasizing the strategic 

importance of corporate governance (CG) in influencing firm outcomes. CG is broadly defined as the system 

and framework used to direct and oversee a firm’s operations, with the dual objectives of enhancing business 

prosperity and ensuring corporate responsibility. Its ultimate goal is to achieve long-term shareholder value 

while balancing the interests of diverse stakeholders (Securities Commission Malaysia, 2021). This is 

particularly critical for firms in the Consumer Product and Service sector, which are uniquely positioned at the 

intersection of consumer trust and operational efficiency, making governance practices a focal point of scrutiny. 

In Malaysia, the Malaysian Code on Corporate Governance (MCCG) 2021 provides a comprehensive 

framework for listed firms to enhance governance practices. The MCCG emphasizes three core principles: 

improving board effectiveness through stronger composition and independence, fostering transparent disclosure 
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policies, and promoting robust audit and risk management practices (Securities Commission Malaysia, 2021). 

These principles are especially relevant to the Consumer Product and Service sector, given the sector's 

significant contribution to Gross Domestic Product (GDP) and its heightened need to balance transparency, 

profitability, and sustainability (Ezirigwe et al., 2021). Strong CG practices are essential for fostering consumer 

trust, which directly impacts reputation and brand loyalty. 

Corporate reputation, as a critical intangible asset, plays a fundamental role in determining a firm’s competitive 

advantage and long-term value creation (Barney, 1991; Deephouse, 2000). Within  this context, the BOD serves 

as a key determinant of governance practices and corporate reputation, with attributes such as board size and 

diversity influencing strategic decisions and sustainability initiatives (Mukherjee & Sen, 2022). For firms in the 

Consumer Product and Service sector, reputation not only strengthens consumer trust but also drives brand 

loyalty and ensures sustained success in competitive markets (Schulz & Flickinger, 2020). 

Despite extensive research on governance mechanisms and financial performance, the relationship between 

BOD characteristics and corporate reputation remains underexplored, particularly  in the context of non-

financial value measures (Mukherjee & Sen, 2022) . This gap is particularly evident in the Consumer Product 

and Service sector, where governance practices are critical for navigating dynamic market environments. 

Existing literature presents inconsistencies in findings on the role of board composition in shaping firm value, 

emphasizing the need for a deeper understanding of governance parameters and their influence on intangible 

outcomes  (Ogunsanwo, 2019; Al-Absy & Hasan, 2023).  

Given this context, further exploration of the governance-reputation relationship is warranted. Most existing 

research on CG and sustainable development has been conducted in advanced economies, yielding mixed and 

inconclusive results (Omer et al., 2020). Moreover, the inconsistent findings in studies examining the BOD’s 

influence on firm value creation highlight the need for research focused on sectors like Consumer Products and 

Services, which operate in dynamic and competitive environments (Ogunsanwo, 2019; Al-Absy & Hasan, 

2023).  

Therefore, this research aims to examine the link between the BOD characteristics and corporate reputation. By 

analyzing data from firms in the Consumer Product and Service sector, it seeks to determine how specific BOD 

characteristics influence reputation as a vital intangible resource. The findings will contribute to the existing 

literature by offering insights into the governance-reputation nexus and providing practical implications for 

enhancing CG practices. The structure of this research discussion is as follows: Section 2 details the research 

methodology, including hypothesis development, data collection methods, sampling procedures, variable 

measurement, research design, and analytical techniques. Section 3 presents the analysis and results. Section 4 

discusses key findings and acknowledges research limitations. Finally, Section 5 addresses the research 

implications and offers recommendations for future studies. 

METHODOLOGY 

This research employs a quantitative approach to examine the relationship between BOD characteristics and 

corporate reputation. Specifically, it focuses on two key governance attributes: board size and board gender 

diversity, while corporate reputation is measured using firm longevity as a proxy. Understanding how board 

composition influences corporate reputation is essential, as reputation serves as a critical non-financial asset that 

contributes to long-term sustainability. To provide a comprehensive perspective, this research integrates insights 

from Resource-Based Theory (RBT) and Upper Echelons Theory (UET). RBT posits that organizations achieve 

a sustainable competitive advantage by leveraging unique internal resources (Barney, 1991). Within this 

framework, board characteristics are viewed as intangible strategic assets that contribute to firm value. 

Meanwhile, UET suggests that corporate outcomes are shaped by the cognitive and demographic attributes of 

top executives (Hambrick & Mason, 1984). By combining these perspectives, this research explores how 

demographic diversity at the board level influences corporate reputation, ultimately shaping the firm’s 

competitive position. To illustrate these theoretical foundations, Figure 1 presents the UET perspective, which 

explains how top management characteristics influence strategic choices and firm performance (Hambrick & 

Mason, 1984). Figure 2 highlights RBT’s emphasis on resource heterogeneity and sustained competitive 

advantage (Barney, 1991). By synthesizing these models, the research develops a conceptual framework (Figure 
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3) that links board characteristics to corporate reputation, providing a structured approach to understanding 

governance-related value creation.   

 

Figure 1.  UET Perspective of Organizations 

Source: Hambrick and Mason (1984)  

 

Figure 2. The Relationship Between Resource Heterogeneity and Immobility, Value, Rareness, Imperfect 

Imitability, and Organization, and Sustained Competitive Advantage 

Source: Barney (1991) 

 

Figure 3. Conceptual Framework 

The conceptual framework suggests that organizations can strengthen their corporate reputation by leveraging 

key governance attributes, particularly board size and board gender diversity, both of which are widely 

recognized in CG literature  (Endrikat et al., 2021). Larger boards contribute to enhanced decision-making and 

oversight by incorporating diverse expertise, thereby fostering stakeholder trust. Similarly, gender-diverse 

boards bring varied perspectives and a broader understanding of stakeholder expectations, which enhances 

corporate legitimacy and reputation. Board size represents the breadth of expertise and perspectives within the 

boardroom, contributing to improved strategic oversight. Meanwhile, board gender diversity, measured by the 
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proportion of female directors, enhances inclusivity and fosters diverse viewpoints, which can lead to greater 

innovation and stronger stakeholder relationships. Together, these governance attributes play a pivotal role in 

shaping reputation, reinforcing its value as an essential yet intangible asset. 

Corporate reputation, as a measure of value creation, reflects a firm’s sustained market presence and its ability 

to maintain stakeholder trust. While financial performance indicators are commonly used to assess firm success, 

non-financial dimensions such as reputation offer critical insights into long-term sustainability (Mukherjee & 

Sen, 2022). Within the RBT framework, corporate reputation is viewed as a strategic resource that firms must 

cultivate to maintain a competitive edge. At the same time, UET suggests that the demographic composition of 

the board influences strategic decisions that shape corporate reputation. By integrating these perspectives, this 

research underscores the role of governance in sustaining competitive advantage. 

In the context of Malaysian firms, particularly within the Consumer Product and Service sector, this framework 

provides a basis for understanding how governance attributes drive value creation.  It highlights the mechanisms 

through which boards characteristics influence corporate reputation, offering both theoretical insights and 

practical implications for enhancing CG practices. The following section presents the hypotheses developed 

based on the conceptual framework and empirical findings from prior research. 

A. Hypotheses Development 

The hypotheses in this research are formulated to explore the relationship between the independent variable, 

BOD characteristics (Board Size and Board Gender Diversity), and the dependent variable, corporate reputation 

(Firm’s Age). The following section provides a detailed explanation of each hypothesis and its underlying 

rationale. 

1) Board Size (SIZE) and Corporate Reputation (REP) 

Board size is a fundamental component of CG structures and plays a crucial role in a firm’s ability to leverage 

its resources effectively, a concept central to RBT. According to RBT, firms achieve competitive advantage by 

effectively utilizing unique and valuable internal resources. A larger boards bring diverse knowledge, skills, and 

expertise, which serve as critical resources for enhancing decision-making, improving strategic planning, and 

managing risks more effectively (Bala et al., 2020). These resources enable firms to navigate complex business 

environments, strengthen governance practices, and enhance overall performance. From the perspective of UET, 

corporate reputation is shaped by the composition and cognitive diversity of the BOD. Larger boards provide 

access to a broader knowledge base and external networks, enhancing governance effectiveness (Bala et al., 

2020). 

Research by Rodriguez-Fernandez et al. (2014), underscores the positive relationship between board size and 

firm value, demonstrating how a resource-rich board contributes to value creation. Additionally, a well-

structured board fosters greater transparency, accountability, and oversight, aligning with RBT’s emphasis on 

optimizing internal resources to build stakeholder trust and enhance market valuation. Corporate reputation, as 

a key intangible asset, reflects a firm’s ability to utilize its governance resources to project a positive 

organizational image, as emphasized by Schulz and Flickinger (2020). In the Malaysian context, this research 

explores how board size influences corporate reputation, drawing from RBT, which suggests that a larger, 

resource-diverse board enhances governance effectiveness and stakeholder confidence. Considering the positive 

association between board size and firm value, along with the critical role of corporate reputation, the following 

hypothesis is proposed: 

H1: There is a positive relationship between board size and corporate reputation. 

2) Board Gender Diversity (GEN) and Corporate Reputation (REP) 

The relationship between gender diversity and corporate performance has been widely discussed in the literature, 

with varying perspectives. Studies such as Mukherjee and Sen (2022) highlight a significantly positive link 

between the presence of female directors and improved financial outcomes. This suggests that female executives 
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bring unique perspectives and decision-making capabilities, which enhance firm performance and strengthen the 

corporate reputation, ultimately increasing investor confidence and market valuation. 

However, other researchers, including Kaur and Singh (2018) and Torchia et al. (2018), argue that greater gender 

diversity in top management teams might pose challenges. They suggest that increased diversity could hinder 

effective communication and collaboration, potentially leading to conflicts and elevated decision-making costs, 

which may negatively impact corporate reputation and overall performance. 

Grounded in RBT, gender diversity in leadership is viewed as a strategic asset that enriches the board by 

incorporating diverse knowledge, relational capital, and perspectives. The inclusion of female executives 

strengthens leadership teams by addressing resource gaps and enhancing the firm's ability to navigate complex 

challenges. UET also supports this view, as it posits that gender diversity introduces cognitive diversity, which 

may lead to innovative governance approaches that shape corporate reputation. Based on this discussion, the 

following hypothesis is proposed: 

H2: There is a positive relationship between board gender diversity and the corporate reputation.  

B. Data Collection 

This research adopts a comprehensive approach to data collection, relying on secondary sources to examine the 

two key variables: the dependent variable (corporate reputation) and the independent variable (BOD 

characteristics). Corporate reputation, measured by firm age, and BOD characteristics were obtained from the 

Bursa Malaysia database, as well as from annual and integrated reports of publicly listed firms in Malaysia. A 

content analysis of these publicly accessible documents, available on Bursa Malaysia’s website, was conducted 

to extract quantitative data. The research sample, as detailed in the following section, guided the data collection 

process. 

1) Sampling Procedures 

The sample selection for this research was carefully designed to align with Bursa Malaysia's sectoral 

classifications, ensuring the inclusion of firms with well-established governance frameworks. This approach 

draws on insights from Naciti (2019), who highlights the strong relationship between a firm's ability to create 

value and the dynamics in which it operates. The research focuses on key industries in Malaysia that play a 

crucial role in contributing to the nation's Gross Domestic Product (GDP) and high-profile industries. High-

profile industries, as discussed in previous studies such as those by Roberts (1992), Solikhah et al. (2020), 

Zuhroh and Sukmawati (2003), are characterized  by high consumer exposure, increased political sensitivity, 

and intense market competition. These industries include petroleum, chemicals, mining, automotive, airlines, 

energy, transport, agriculture, media, and a range of consumer products. Among these, the Consumer Products 

and Services sector stands out as a significant contributor, being the second-largest driver of Malaysia's GDP 

(iFAST Research Team, 2021). Furthermore, the Ministry of Finance Malaysia, (2022) projects this sector to 

lead economic growth in 2023. Given its substantial economic impact and also categorized as high-profile 

industries, this sector was selected as the focal point of this research to effectively examine the relationship 

between BOD characteristics and corporate reputation.  

2) Sample Size 

This research focuses on firms within the Consumer Products and Services sector, which comprises eight distinct 

sub-sectors: agriculture, automotive, consumer services, food and beverages, household goods, personal goods, 

retail, and travel, leisure, and hospitality. The selected firms are publicly listed on the main market of Bursa 

Malaysia and have remained listed throughout the five-year period from 2018 to 2022. This timeframe ensures 

availability of up-to-date, publicly accessible data, maintaining consistency and relevance in analyzing BOD 

characteristics and their impact on corporate reputation. The five-year observation period aligns with prior 

studies, including those by Fischer and Pollock (2004), Zainal et al., (2013), Kalsie and Shrivastav (2016), 

López-Concepción et al. (2022) and Mukherjee and Sen (2022) , facilitates a comprehensive and precise data  

collection process. The sample comprises 145 firms, representing 95.4% of the 152 companies in the sector. This 
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exceeds the minimum required sample size of 72% of a population, as determined by the Krejcie and Morgan 

(1970) sample size calculation. Further details on the research sample are presented in Table 1. 

Table 1: Sample Classification 

  

Table 1 categorizes firms by sub-sectors and presents the total sample size collected over the five-year period. 

The analysis includes 725 observations derived from 145 firms across eight sub-sectors. This diverse sample 

highlights the breadth of the Consumer Products and Services sector and strengthens the examination of the 

relationship between BOD characteristics and corporate reputation. The inclusion of multiple sub-sectors enables 

a broader perspective on how BOD characteristics influence firms across various industries. 

3) Measurements 

To ensure the reliability and consistency of this research, this section outlines the methodologies used to measure 

the key variables, with further details provided in the following subheadings. 

a) Corporate reputation (REP) 

Corporate reputation is measured using firm age as the primary indicator, calculated from the year of 

establishment to the research year. Firm age is a crucial resource that firms can leverage to build credibility and 

reputation, particularly in developing nations, as highlighted  by Kaur and Singh (2018). This approach  aligns 

with the RBT, which asserts that firm resources, particularly intangible assets like reputation, contribute to a 

sustainable  competitive advantage (Barney, 1991). According to RBT, the accumulation of valuable, rare, and 

inimitable resources, such as firm longevity, strengthens a firm's ability to attract and maintain stakeholder 

relationships.  

This perspective  is further reinforced  by Edi and Wati (2022), who argue  that a firm’s established history 

fosters trust, reliability, and stability among stakeholders. Traditional reputation metrics, such as the Fortune 500 

rankings, predominantly focus on well-known firms in developed economies, potentially overlooking the unique  

dynamics of firms in developing markets (Fombrun C., 1996; Fombrun et al., 2000; Westphal & Milton, 2000; 

Zhu, 2000; Kaur & Singh, 2018). In this context, firm longevity serves as  a valuable resource that reduces 

financial risks and enhances resilience, reinforcing the firm’s  reputation as a credible and trustworthy entity  

(Edi & Susanti, 2021; Edi & Wati, 2022). 

b) BOD Characteristics 

RBT suggests  that the demographic characteristics of senior executives reflect  their cognitive frameworks and 

influence strategic decision-making (Hambrick & Mason, 1984; Hambrick, 2007). In line with this perspective, 

this research employs Board Size (SIZE) and Board Gender Diversity (GEN) as proxies for measuring BOD 

characteristics. This approach is particularly relevant in Malaysia, where these characteristics are recognized as 

significant by the Securities Commission of Malaysia.  

i) BOD Size (SIZE) 

Board size (SIZE) is measured by the total number of directors on the board, including both executive and non-

executive members. This measurement aligns with prior research emphasizing the role of board composition in 
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shaping CG and strategic decision-making. Several studies, such as Arena et al. (2015), Biswas et al. (2018), 

Orazalin (2020), Beji et al. (2021) and Jarboui et al. (2021), have similarly used SIZE as a key indicator of 

governance structure, highlighting its influence on firm performance and strategic outcomes. The inclusion of 

both executive and non-executive directors ensures a comprehensive representation of the board’s structure and 

its potential impact on firm governance. 

ii) BOD Gender Diversity (GEN) 

Board gender diversity (GEN) is measured by the percentage of female directors, representing the proportion of 

women in influential leadership roles. This method provides insight into gender diversity at the highest decision-

making levels. Prior research by Mallin and Michelon (2011), Janggu et al. (2014), Xu et al. (2020) and Beji et 

al. (2021) has consistently applied this approach to assess leadership diversity  and its implications for CG. 

4) Research Design 

This research adopts a positivist philosophy to examine the relationship between the BOD and firm value 

creation within the Consumer Products and Services sector. Positivism is suitable for this research as it 

emphasizes objective measurement and seeks to identify patterns in variable interactions (Gregar, 1994). A 

quantitative approach is employed to align with the research objectives, allowing for a  precise and objective 

analysis of variable relationships (Walliman, 2021). This method facilitates the collection and analysis of 

numerical data, which is essential  for gaining deeper insights into these relationships (Walliman, 2021). 

Additionally, utilizing a representative sample of firms listed on Bursa Malaysia enhances the generalizability 

of the findings, ensuring broader applicability. The use of statistical techniques facilitates the quantification and 

analysis of variables, contributing meaningful insights into CG and sustainability. The positivist approach 

ensures a systematic and evidence-based investigation, maintaining objectivity while supporting informed 

decision-making related to BOD and sustainability (Gregar, 1994). 

This research employs a panel design alongside documentation analysis to explore causal relationships between 

variables. This approach  effectively determines how changes in independent variables influence dependent 

variables, providing  empirical evidence of significant impacts (Sekaran & Roger, 2017). The methodological 

process, as illustrated in Figure 2, begins with identifying the research problem and conducting a comprehensive 

review of the literature. This is followed by the development of research questions, selection of the sample 

design, and initiation of data collection. Subsequently, the research proceeds with selecting the appropriate 

research design, followed by data analysis and the final stage of synthesizing the findings into academic articles. 

Each phase of the research process is systematically structured to ensure reliability, validity, and the production 

of actionable insights. This structured framework reflects the commitment to precision and the generation of 

significant contributions to the field. 

 

Figure 2. Research Design 

5) Regression Technique 

This research employed multiple regression techniques to test the hypotheses, providing a comprehensive 
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analysis of the relationships between multiple independent variables and the dependent variable. This approach 

allows for assessing of both the impact and significance of each independent variable on the outcome. Data 

preparation and initial analysis were conducted using version 29 of the Statistical Package for the Social Sciences 

(SPSS), a widely used statistical tool that ensures precision and accuracy through its extensive suite of methods 

to ensure precision and accuracy. To further evaluate the hypotheses, panel regression models were employed 

to examine the influence of BOD characteristics on corporate reputation. The models used in this analysis are 

represented by the following equation: 

REPit = β0 + β1 SIZEit + β2 

GENit + εit 

(1) 

REPit in the formula (1) is the reputation for firm where i in year t, SIZE is board size, GEN is board gender 

diversity. β0 is Intercept, β is Coefficients, i is firm, t is year and ε is Error term. 

RESULTS AND DISCUSSION 

This section presents the research findings and analyzes the results in relation to the research objectives and 

hypotheses. The findings are systematically outlined, followed by a discussion that interprets their implications 

and interprets their implications within the existing body of literature. 

A. Recruitment 

The sample comprises of 145 firms from the Consumer Products and Services sector, selected based on the 

availability of corporate reports, including annual and integrated reports. These documents were carefully 

reviewed to extract data on BOD characteristics and value creation. 

B. Statistics and Data Analysis 

Data were obtained through a thorough review of corporate reports, focusing on BOD characteristics and value 

creation. The analysis was conducted using SPSS software (version 29), with multiple regression techniques to 

examine the relationship between these variables. The results are detailed in the following tables: Table 3 shows 

the descriptive statistics, Table 4 provides the correlation coefficients, Table 5 outlines the Analysis of Variance 

(ANOVA) results, and Table 6 highlights the regression coefficients. 

Table 3. Descriptive Statistics 

 

The descriptive statistics in Table 3 above provide an overview of the three key variables examined in this 

research: corporate reputation (REP), board size (SIZE), and board gender diversity (GEN), across a sample of 

725 firms. The mean value for reputation is 1.5856, with a standard deviation of 0.22852, indicating a relatively 

consistent level of reputation among the firms. The low variability suggests that most firms have similar 

reputation scores within the sample. For board size, the mean value is 0.8479, with a standard deviation of 

0.10929. This highlights that the size of boards across the sampled firms is relatively uniform, with minimal 

variation. 

Board gender diversity, measured as GEN, shows a mean value of -0.4840, which appears to reflect a scaled or 

transformed metric. The negative mean value may indicate the use of a specific calculation method that results 

in some scores falling below zero. The standard deviation for gender diversity is 0.32133, which suggests 

moderate variability in the representation of gender diversity across firms. The sample size for all three variables 
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is consistent, with 725 firms included in the analysis, ensuring comprehensive coverage of the data. 

Table 4. Correlations Coefficients Analysis 

 

The Table 4 above presents the correlation matrix examines the relationships between three variables: reputation 

(REP), board size (SIZE), and board gender diversity (GEN) across a sample of 725 observations. The Pearson 

correlation coefficients provide insights into the strength and direction of these relationships. The correlation 

coefficient between REP and SIZE is 0.162, indicating a weak positive relationship. This suggests that as the 

reputation of the firm increases, board size tends to increase slightly. The correlation is statistically significant, 

with a p-value of less than 0.001, highlighting that the observed relationship is unlikely to be due to chance.  

The correlation between REP and GEN is 0.022, which is virtually negligible, implying no meaningful 

relationship between reputation and board gender diversity on the board. The p-value of 0.281 further supports 

the lack of statistical significance, indicating that these two variables are not significantly related. Finally, the 

correlation between SIZE and GEN is -0.184, indicating a weak negative relationship. This suggests that larger 

boards tend to have a lower percentage of women. The correlation is statistically significant, with a p-value of 

less than 0.001, confirming that this relationship is not due to random chance.  

Table 5. Analysis Of Variance (Anova) 

 

The Table 5 above illustrated the results of an Analysis of Variance (ANOVA) used to assess the regression 

model examining the relationship between the dependent variable, reputation (REP), and the predictors, board 

gender diversity (GEN) and board size (SIZE). The total sum of squares is 37.807, with 724 degrees of freedom. 

The regression sum of squares is 1.098, and the residual sum of squares is 36.708, which reflects the variance 

that is unexplained by the model. The degrees of freedom for the regression and residuals are 2 and 722, 

respectively. The mean square for the regression is 0.549, and the mean square for the residuals is 0.051. The F-

statistic for the model is 10.802, with a significance value (Sig.) of less than 0.001, indicating that the model is 

statistically significant. 
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Table 6. Regression Coefficients 

 

The Table 6 above shows the coefficients for the regression model that explores the relationship between the 

dependent variable, reputation (REP), and the independent variables, board size (SIZE) and board gender 

diversity (GEN). The unstandardized coefficients (B) for the constant, SIZE, and GEN are provided, along with 

their respective standard errors (Std. Error), standardized coefficients (Beta), t-values, significance levels (Sig.), 

and 95% confidence intervals for the unstandardized coefficients. 

The constant term has an unstandardized coefficient of 1.299, with a standard error of 0.066. The t-value is 

19.814, and the significance level is less than 0.001, indicating that the constant term is statistically significant. 

The unstandardized coefficient for SIZE is 0.360, with a standard error of 0.078, and a t-value of 4.611, which 

is also statistically significant (p < 0.001). The standardized coefficient (Beta) for SIZE is 0.172, suggesting a 

moderate positive relationship with reputation. The unstandardized coefficient for GEN is 0.038, with a standard 

error of 0.027, yielding a t-value of 1.424, which is not statistically significant (p = 0.155). The standardized 

coefficient for GEN is 0.053, indicating a very weak positive relationship with reputation. The 95% confidence 

intervals for the unstandardized coefficients for SIZE and GEN are provided, with the interval for SIZE ranging 

from 0.207 to 0.513, and for GEN from -0.014 to 0.090. 

C. Discussion on Finding 

This research examines the impact of board characteristics on corporate reputation through the lens of RBT and 

UET. RBT posits that internal resources, such as board expertise and diversity, serve as valuable assets that 

enhance competitive advantage and performance. The findings offer insights into how these board characteristics 

shape reputation. 

The correlation analysis supports Hypothesis 1 (H1), confirming a significant positive relationship between 

board size (SIZE) and corporate reputation (REP). The significant association suggests that larger boards 

enhance governance practices, strengthening a firm’s competitive position. This finding aligns with UET, which 

argues that larger, more experienced boards improve strategic decision-making. From an RBT perspective, board 

size serves as an intangible resource that enhances governance effectiveness and stakeholder trust. These results 

are consistent with Bala et al. (2020), who highlight that larger boards bring diverse expertise, improving 

decision-making, strategic planning, and risk management. Similarly, Rodriguez-Fernandez et al. (2014) 

emphasize the positive impact of resource-rich boards on firm value, a concept that extends to reputation in this 

research. 

For board gender diversity (GEN), the analysis reveals a weak positive relationship with reputation, though it is 

not statistically significant (p = 0.155). Despite this, Hypothesis 2 (H2), is accepted, recognizing gender diversity 

as a governance resource. The weak relationship suggests that while gender diversity enhances cognitive 

perspectives, it does not always translate into significant reputation gains. From a UET perspective, this may 

indicate that female board members face structural barriers that limit their decision-making influence. Similarly, 

RBT suggests that firms may not yet fully leverage gender diversity as a strategic asset, thereby affecting its 

impact on corporate reputation. These findings align with Mukherjee and Sen (2022), who emphasize the 

positive impact of female directors on financial outcomes, suggesting that gender diversity could also enhance 

governance and reputation. The weak effect observed here indicates that gender diversity may influence 

reputation differently than it affects financial performance, potentially due to contextual factors. 
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Contrastingly, Kaur and Singh (2018)  and Torchia et al. (2018) caution that gender diversity in top management 

can lead to communication challenges and conflicts, potentially harming reputation. While this research finds a 

positive but weak relationship, it does not fully support these concerns. The findings suggest that gender diversity 

may not pose significant challenges in certain contexts, though further research is needed to understand how 

firms can maximize its reputational benefits. Additionally, a negative relationship is observed between board 

size (SIZE) and gender diversity (GEN), indicating that larger boards tend to have a lower percentage of women.  

Although this relationship is weak, it may reflect broader governance trends where larger boards maintain a more 

traditional composition. The statistical significance of this relationship suggests that this trend is not due to 

chance, though other factors likely influence board gender diversity.  

The regression analysis further confirms the significant collective impact of board size and gender diversity on 

reputation. The ANOVA results indicate that the regression model, which includes both predictors, explains a 

substantial portion of the variance in reputation (F-statistic = 10.802, p < 0.001). Board size (SIZE) demonstrates 

a statistically significant positive relationship with reputation (coefficient of 0.360, t-value of 4.611), reinforcing 

the argument that larger boards strengthen governance and improve reputation. Conversely, gender diversity 

(GEN) exhibits a weak, non-significant relationship with reputation (coefficient = 0.038, p = 0.155). The 

confidence interval for GEN includes zero, indicating the possibility of no effect. While the relationship remains 

positive, the lack of statistical significance limits the conclusiveness. Nonetheless, Hypothesis 2 (H2) is accepted 

within the context of RBT, recognizing the potential value of diverse perspectives as a strategic resource. 

CONCLUSION AND FUTURE RESEARCH 

This research explores the impact of board characteristics, specifically board size and board gender diversity, on 

corporate reputation using the UET and RBT framework. The findings provide valuable insights into how these 

internal governance attributes contribute to a firm's competitive advantage and value creation. The results 

confirm that larger boards are positively associated with corporate reputation, supporting Hypothesis 1 (H1) and 

aligning with both RBT and UET, which emphasizes the role of board characteristics as vital resources for firms. 

Larger boards enhance governance practices, strategic decision-making, and risk management, all of which 

strengthen corporate reputation. However, while the relationship between board gender diversity and reputation 

was positive, it remained weak and statistically insignificant. This suggests that gender diversity may influence 

other aspects of value creation more significantly than corporate reputation. Nevertheless, the positive direction 

of the relationship suggests that board gender diversity holds potential as a strategic resource within the RBT 

framework and as an important board characteristic within the UET. 

Additionally, the research identified a negative relationship between board size and board gender diversity, 

indicating that larger boards tend to have a more traditional composition with fewer women. This finding reflects 

broader governance trends and highlights the need for further investigation into the factors that influence gender 

diversity in boardrooms. While board gender diversity shows potential, further exploration is needed to 

determine how firms can leverage it more effectively to enhance their reputation. 

This research contributes to CG literature by integrating insights from UET and RBT. RBT explains how board 

characteristics function as strategic resources, while UET highlights how board demographics shape decision-

making processes. The findings suggest that firms should focus not only on board composition but also on 

mechanisms that enable diverse board members to influence governance practices effectively. Although this 

research provides a foundational understanding of how board characteristics influence corporate reputation 

within the context of UET and RBT, several areas remain unexplored, offering opportunities for future research. 

First, future research should examine how contextual factors shape the relationship between board characteristics 

and corporate reputation. While this research focused on firms in the Consumer Product and Service sector firms 

listed on Bursa Malaysia (2018 to 2022), external factors such as industry-specific dynamics, geographical 

location, and corporate culture may moderate these relationships. Future research could incorporate such 

contextual variables to offer a more nuanced understanding of the conditions under which board diversity and 

size contribute to reputation.  

Second, adopting a longitudinal research design could provide deeper insights into the long-term effects of board 

characteristics on corporate reputation. As societal and governance trends evolve, particularly regarding gender 
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diversity, a longitudinal approach would allow researchers to track changes over time and assess whether these 

relationships remain consistent under different governance practices, regulatory shifts, or economic conditions. 

Third, future studies should expand the scope of governance attributes studied. While this research primarily 

focused on board size and board gender diversity, other characteristics such as board independence, expertise, 

and tenure could provide a more comprehensive understanding of how different board attributes interact to shape 

a corporate reputation. Additionally, exploring the interactive effects of these attributes could reveal synergies 

or trade-offs that firms face in structuring their boards for optimal reputation management. 

Future research could also explore the potential mediating or moderating roles of corporate social responsibility 

(CSR) sustainability activities, innovation, or stakeholder engagement in the relationship between board 

characteristics and corporate reputation. Investigating how these governance mechanisms influence reputation 

could provide a deeper understanding of the strategic roles that boards play in shaping a firm’s public image. 

Another promising avenue is to examine how specific dimensions of board diversity, such as age, cultural 

background, or education, influence governance and reputation. These dimensions may offer unique advantages, 

influencing governance and decision-making processes in ways that extend beyond gender diversity. 

Understanding how different types of diversity contribute to a corporate reputation and overall performance 

could provide valuable insights for firms and policymakers. 

Finally, future research could improve the generalizability of these findings by conducting cross-country or 

cross-regional comparisons. Differences in regulatory environments, cultural norms, and governance structures 

may result in varying dynamics in the relationship between board characteristics and reputation. A comparative 

study across multiple regions or countries would enhance our understanding of global governance practices and 

help identify best practices that firms can adopt to strengthen their reputational standing. 

In conclusion, addressing these research avenues could deepen the understanding of how board characteristics 

contribute to corporate reputation. By integrating additional governance variables, contextual factors, and 

diverse perspectives, future studies can build on these findings to develop more comprehensive and actionable 

insights into CG. This would not only enrich existing literature but also offer practical implications for firms 

seeking to enhance their reputation through strategic board composition. 

ACKNOWLEDGEMENTS  

We gratefully acknowledge the Faculty of Accountancy, Universiti Teknologi MARA, Malaysia, for their 

essential support and valuable contributions to the successful completion of this research project. 

REFERENCES  

1. Al-Absy, M., & Hasan, M. (2023). Impact of the board of directors ’ characteristics on firm performance : 

A case of Bahraini listed firms. Problems and Perspectives in Management, 21, 291–301. 

https://doi.org/10.21511/ppm.21(1).2023.25 

2. Arena, C., Bozzolan, S., & Michelon, G. (2015). Environmental reporting: transparency to stakeholders or 

stakeholders’ manipulation? An analysis of disclosure tone and the role of board of directors. Corporate 

Social Responsibility and Environmental Management, 22(6), 346–361. https://doi.org/10.1002/csr.1350. 

3. Bala, S. A., A. Almustapha, A., & Taophic Olarewaju, B. (2020). Effect of Corporate Governance on 

Financial Performance of Deposit Money Banks in Nigeria. Asian Journal of Economics, Business and 

Accounting, 18, 1–11. https://doi.org/10.9734/ajeba/2019/v13i330175 

4. Barney, J. . (1991). Firm Resources and Sustained Competitive Advantage. Journal of Management, 17(1), 

99–120. https://doi.org/10.1177/014920639101700108 

5. Beji, R., Yousfi, O., Loukil, N., & Omri, A. (2021). Board Diversity and Corporate Social Responsibility: 

Empirical Evidence from France. Journal of Business Ethics, 173(1), 133–155. 

https://doi.org/10.1007/s10551-020-04522-4 

6. Biswas, P. K., Mansi, M., & Pandey, R. (2018). Board composition, sustainability committee and corporate 

social and environmental performance in Australia. Pacific Accounting Review, 30(4), 517–540. 

http://www.rsisinternational.org/


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue II February 2025 

Page 1604 www.rsisinternational.org 

  

 

 

 

https://doi.org/10.1108/PAR-12-2017-0107 

7. Deephouse, D. (2000). Media reputation as a strategic resource: an integration of mass communication and 

resource-based theories. Journal of Management, 26(6), 1091–1112. https://doi.org/10.1016/s0149-

2063(00)00075-1 

8. Edi, E., & Susanti, E. (2021). The Role of Firm Reputation and Management Experience for Firm 

Performance after Merger and Acquisition. Jurnal Reviu Akuntansi Dan Keuangan, 11(1), 150–167. 

https://doi.org/10.22219/jrak.v11i1.14067 

9. Edi, E., & Wati, E. (2022). Measuring Intangible Asset: Firm Reputation. Business: Theory and Practice, 

23(2), 396–407. https://doi.org/10.3846/btp.2022.15945 

10. Ezirigwe, J., Ojike, C., Amechi, E., & Adewopo, A. (2021). “COVID-19/Food Insecurity Syndemic”: 

Navigating the Realities of Food Security Imperatives of Sustainable Development Goals in Africa. Law 

and Development Review, 14(1), 129–162. https://doi.org/10.1515/ldr-2020-0071 

11. Fischer, H. M., & Pollock, T. G. (2004). Effects of social capital and power on surviving transformational 

change: The case of initial public offerings. Academy of Management Journal, 47(4), 463–481. 

https://doi.org/10.2307/20159597 

12. Fombrun C. (1996). Reputation: realizing value from the corporate image. Harvard Business School Press: 

Boston, MA, 10(1), 99–101. https://doi.org/10.5465/ame.1996.9603293245 

13. Fombrun, C. J., Gardberg, N. A., & Sever, J. M. (2000). The Reputation QuotientSM: A multi-stakeholder 

measure of corporate reputation. Journal of Brand Management, 7(4), 241–255. 

https://doi.org/10.1057/bm.2000.10 

14. Gregar, J. (1994). Research design (qualitative, quantitative and mixed methods approaches). SAGE 

Publications. 

15. Hambrick, D. C. (2007). Upper echelons theory: An update. Academy of Management Review, 32(2), 

334–343. https://doi.org/10.5465/AMR.2007.24345254 

16. Hambrick, D. C., & Mason, P. A. (1984). Upper Echelons: The Organization as a Reflection of Its Top 

Managers. Academy of Management Review, 9(2), 193–206. https://doi.org/10.5465/amr.1984.4277628 

17. iFAST Research Team. (2021). The 5 key sectors in Bursa Main Market you should know. FSMOne 

Malaysia, July, 1–4. https://www.fsmone.com.my/stocks/research/article-details/235502/the-5-key-

sectors-in-bursa-main-market-you-should-know 

18. Janggu, T., Darus, F., Zain, M. M., & Sawani, Y. (2014). Does Good Corporate Governance Lead to Better 

Sustainability Reporting? An Analysis Using Structural Equation Modeling. Procedia - Social and 

Behavioral Sciences, 145, 138–145. https://doi.org/10.1016/j.sbspro.2014.06.020 

19. Jarboui, A., Dammak, N., Hlima, B., & Bouaziz, D. (2021). Do sustainability committee characteristics 

affect CSR performance ? Evidence from India. Benchmarking: An International Journal, 30(2), 628–652. 

https://doi.org/10.1108/BIJ-04-2021-0225 

20. Kalsie, A., & Shrivastav, S. M. (2016). Analysis of board size and firm performance: Evidence from NSE 

companies using panel data approach. Indian Journal of Corporate Governance, 9(2), 148–172. 

https://doi.org/10.1177/0974686216666456 

21. Kaur, A., & Singh, B. (2018). Measuring the Immeasurable Corporate Reputation. Metamorphosis, 17(1), 

53–64. https://doi.org/10.1177/0972622518778210 

22. Krejcie, & Morgan. (1970). Determining sample size for research activities: The case of organizational 

research. Business Review, 2(1), 20–34. 

23. López-Concepción, A., Gil-Lacruz, A. I., & Saz-Gil, I. (2022). Stakeholder engagement, Csr development 

and Sdgs compliance: A systematic review from 2015 to 2021. Corporate Social Responsibility and 

Environmental Management, 29(1), 19–31. https://doi.org/10.1002/csr.2170 

24. Mallin, C. A., & Michelon, G. (2011). Board reputation attributes and corporate social performance: An 

empirical investigation of the US Best Corporate Citizens. Accounting and Business Research, 41(2), 119–

144. https://doi.org/10.1080/00014788.2011.550740 

25. Ministry of Finance Malaysia. (2022). Malaysia’s GDP Expected to grow 4-5 pct in 2023 , 2022 ’ s revised 

upwards -- MoF. Bernama. https://www.mof.gov.my/portal/en/news/press-citations/malaysia-s-gdp-

expected-to-grow-4-5-pct-in-2023-2022-s-revised-upwards-mof 

26. Mukherjee, T., & Sen, S. S. (2022). Impact of CEO attributes on corporate reputation, financial 

performance, and corporate sustainable growth: evidence from India. Financial Innovation, 8(1). 

https://doi.org/10.1186/s40854-022-00344-7 

http://www.rsisinternational.org/


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume IX Issue II February 2025 

Page 1605 www.rsisinternational.org 

  

 

 

 

27. Naciti, V. (2019). Corporate governance and board of directors: The effect of a board composition on firm 

sustainability performance. Journal of Cleaner Production, 237, 117727. 

https://doi.org/10.1016/j.jclepro.2019.117727 

28. Ogunsanwo, O. F. (2019). The Effect of Corporate Governance on Firm Performance in Nigeria. Global 

Journal of Social Sciences, 15(September), 82–97. http://clok.uclan.ac.uk/11163/1/Marasdeh Zyad Final 

e-Thesis %28Master Copy%29.pdf 

29. Omer, W. K. H., Aljaaidi, K. S., & Habtoor, O. S. (2020). Board quality, audit quality and economic firm 

value: The case of manufactured saudi’s listed companies. Quality - Access to Success, 21(178), 96–102. 

30. Orazalin, N. (2020). Do board sustainability committees contribute to corporate environmental and social 

performance? The mediating role of corporate social responsibility strategy. Business Strategy and the 

Environment, 29(1), 140–153. https://doi.org/10.1002/bse.2354 

31. Roberts, R. W. (1992). Determinants of corporate social responsibility disclosure: An application of 

stakeholder theory. Accounting, Organizations and Society, 17(6), 595–612. https://doi.org/10.1016/0361-

3682(92)90015-K 

32. Rodriguez-Fernandez, M., Fernandez-Alonso, S., & Rodriguez-Rodriguez, J. (2014). Board characteristics 

and firm performance in Spain. Corporate Governance: The International Journal of Business in Society, 

14(4), 485–503. https://doi.org/10.1108/CG-01-2013-0013 

33. Schulz, A. C., & Flickinger, M. (2020). Does CEO (over)compensation influence corporate reputation? 

Review of Managerial Science, 14(4), 903–927. https://doi.org/10.1007/s11846-018-0305-0 

34. Securities Commission Malaysia. (2021). Malaysian Code of Corporate Governance 2021. 

35. Sekaran, U., & Roger, B. (2017). Metode Penelitian untuk Bisnis “ Pendekatan Pengembangan Binsis” 

Edisi 6 Buku 2. 

36. Solikhah, B., Yulianto, A., & Suryarini, T. (2020). Legitimacy Theory Perspective on the Quality of 

Carbon Emission Disclosure: Case Study on Manufacturing Companies in Indonesia Stock Exchange. IOP 

Conference Series: Earth and Environmental Science, 448(1). https://doi.org/10.1088/1755-

1315/448/1/012063 

37. Torchia, M., Calabrò, A., Gabaldon, P., & Kanadli, S. B. (2018). Women directors contribution to 

organizational innovation: A behavioral approach. Scandinavian Journal of Management, 34(2), 215–224. 

https://doi.org/10.1016/j.scaman.2018.02.001 

38. Walliman, N. (2021). Research Methods:The Basics. Routledge. 

39. Westphal, J. D., & Milton, L. P. (2000). How experience and network ties affect the influence of 

demographic minorities on corporate boards. Administrative Science Quarterly, 45(2), 366–398. 

https://doi.org/10.2307/2667075 

40. Xu, Z., Chau, S. N., Chen, X., Zhang, J., Li, Y., Dietz, T., Wang, J., Winkler, J. A., Fan, F., Huang, B., Li, 

S., & Wu, S. (2020). Assessing progress towards sustainable development over space and time. Nature, 

577(January). https://doi.org/10.1038/s41586-019-1846-3 

41. Zainal, D., Zulkifli, N., & Saleh, Z. (2013). Corporate Board Diversity in Malaysia: A Longitudinal 

Analysis of Gender and Nationality Diversity. International Journal of Academic Research in Accounting, 

Finance and Management Sciences, 3(1), 136–148. http://www.hrmars.com/admin/pics/1461.pdf 

42. Zhu, J. (2000). Multi-factor performance measure model with an application to Fortune 500 companies. 

European Journal of Operational Research, 123(1), 105–124. https://doi.org/10.1016/S0377-

2217(99)00096-X 

43. Zuhroh, D., & Sukmawati, I. P. P. H. (2003). Analisis Pengaruh Luas Pengungkapan Sosial Dalam Laporan 

Tahunan Perusahaan Terhadap Reaksi Investor (Studi Kasus Pada Perusahaan-perilsahaan High Profile di 

BEJ). In Simposium Nasional Akuntansi VI. Surabaya., 16–17. 

 

 

 

http://www.rsisinternational.org/

