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Abstract

This study seeks to understand how micro, small, and medium-sized enterprises (MSMESs)
can be innovative while developing their reputation. In doing so, this study focuses on com-
panies classified as promoters of Colombia’s “orange economy,” which relates to the coun-
try’s cultural and creative diversity. Firms with a non-technological emphasis also require
knowledge, innovation, and reputation to perform better. In this regard, the study is based
on the work of Hormiga and Garcia-Almeida (2016) who proposed the relationship between
accumulated knowledge and innovation as background of reputation. In this paper, the pur-
pose is to understand the internal reputation-building process carried out by MSMEs and
the variables that intervene. Therefore, this research accounts for how MSMEs can build
their reputation through innovation and accumulated knowledge. For this, a survey was con-
ducted in 320 orange economy MSMEs located in Bogota, Colombia, and the relationship of
these variables was statistically tested through a quantitative analysis of multivariate data.
Innovation was found to not impact the performance of companies, but this can be associ-
ated to factors that were not considered in this research. However, it is proposed to refine
the original model by considering the manager’s perspective. It is recommended that entre-
preneurs invest resources in accumulating internal (tacit) knowledge to improve skills that
enhance reputation.

Introduction

Micro, small, and medium-sized enterprises (MSMEs), are growing considerably in Colombia;
according to the Confederacion Colombiana de Camaras de Comercio (Confecamaras) [1],
309,463 enterprises were created in Colombia in 2019, which represents a 2.1% increase from
2018 (303,027). According to the Confecamaras, companies belonging to the orange economy
grew even more: “it was found that during 2019 a total of 9,122 companies were created, that
is, a growth of 7.7% in this segment compared to the same period last year” [1]. Companies in
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the orange economy have gained importance in Colombia as a result of their successful exploi-
tation of the talent and cultural wealth of the country to drive economic growth. Hence, differ-
ent mechanisms have been implemented to favor their development of the sector. However,
companies in the orange economy sector are not immune to the challenges typically faced by
newly created companies, including being acknowledged by others in the market and ensuring
better business performance.

An additional phenomenon has happened in Colombia in the last few years. The 2018 clo-
sure and bankruptcy figures are striking, causing the favorable business situation to be recon-
sidered since approximately 180,507 enterprises in Colombia went bankrupt [2]. In general,
these statistics reveal that about 50% of the companies created that year had to close down.
Although Colombian companies have a strong entrepreneurial and productive capacity, it is
reasonable for nascent companies to be concerned with their economic sustainability. In addi-
tion, companies need to develop and implement strategies that allow them to reach their target
market. In other words, there are various challenges for nascent companies, and the salient
ones in an emerging economy include financial leverage, logistics, hiring specialized person-
nel, and gaining recognition in the sector in which they operate.

Regarding recognition, MSMEs must be cautious with their use of resources to build their
reputation. As a rule, businesses invest in their image to build a reputation; however, this does
not positively impact their performance. Empirically, in the Colombian context, when small
companies are seen to be doing things differently, they capture more customers in a defined
market. Therefore, companies must communicate the innovations developed to the market
before they can see a better result in their operations. Previous studies established that companies
can turn their internal capabilities into assets to build their local reputation in the market [3].

Theoretically, the resource-based view (RBV) framework explains the role of skills within
the companies. For instance, knowledge is fundamental to being considered the heart of busi-
ness management [3,4]. To date, the RBV theory reveals that companies manage their capaci-
ties to develop higher-order skills, which gives them a competitive advantage [5]; this is
especially true in companies that are not knowledge intensive. While large companies could
invest directly in building their reputation in a particular market, small companies need to
concentrate on developing skills that will help them build a local reputation. More evidence on
how this process occurs, what it implies for organizational performance, and how small busi-
nesses can benefit from the interaction between their internal capabilities and the establish-
ment of a reputation is required.

Therefore, we assume that, in the case of MSMEs, the focus on internal capabilities is the
first step in determining the company’s success in terms of reputation. We seek to understand
how these capabilities, such as accumulated knowledge and innovation capacity, are related to
reputation building and organizational performance in MSMEs, which are not technology
intensive. This research contributes to the resolution of the following question. What is the
relationship between knowledge, innovation, and reputation within MSMEs in the orange
economy?

Theoretical framework
2.1 MSMEs’ reputation

According to the existing literature, reputation is related to large companies and how they
communicate their fulfillment of the promised value and corporate principles to each stake-
holder. The term corporate reputation was thus coined, referring to stakeholder acknowledg-
ment of organizational behavior and performance [6,7]. Thus, being acknowledged is a
priority and challenge, especially for new companies that must do it as soon as possible. Even
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though new firms need to build a reputation quickly, reputation in itself is not built in the
short term, as it results from the combination of long-term investments, such as money, mar-
ket image, increase in sales, or profitability [8]. Some authors, highlight that corporate reputa-
tion has its theoretical roots in marketing and is based on contributions from stakeholder
theory and other fields, such as entrepreneurship, advertising, and organizational behavior
theories [9]. Reputation includes both corporate image and identity, the former from external
stakeholders and latter from internal stakeholders [10]. Thus, it is complex and involves a pro-
cess wherein reputation is built and assessed from the inside out [9]. Therefore, theorists define
corporate reputation as a branch of marketing in which the way a company relates to and com-
municates with its environment influences how stakeholders perceive it [11].

When reputation is analyzed as a result of several forms of investment [12,13], it becomes
clear why this concept is much more prevalent in large companies that possess the resources
and personnel to turn reputation into a company’s strategic asset. This does not imply that
small companies do not build a reputation. On the contrary, the current boom of social media
allowed MSME:s to generate an immediate and direct connection with their stakeholders [14],
communicating not only their product attributes but also the methods of production consider-
ing global conservation trends in their environment. Following this line of thought, particular
studies determined that “a higher number of social network channels used for customer ser-
vice is associated with a higher reputation score for a firm” [15]. Social media have helped mit-
igate the disadvantages of financial muscle that small enterprises face compared to large
enterprises [16].

On the contrary, reputation has provided large companies with additional benefits, such as
the vehicle to legitimize a company’s brand [17,18]. Consequently, corporations spare no mar-
keting efforts for brand positioning. Even if they suffer any inconvenience in production or
distribution processes, marketing mitigates these negative factors and advocates for and
defends the brand [19].

Reputation for MSME:s is a driving factor in attaining profitability [20]. In emerging coun-
tries, the capacity to generate strategic thinking is limited, as the context exerts pressure to
achieve quick results [21]. Thus, MSME entrepreneurs build a reputation based on investment
in image and decide on specific actions such as word-of-mouth (WOM) advertising to posi-
tion their brand [8,22]. Nevertheless, the limited number of employees or financial resources
make it necessary for MSMEs to enhance any resource usage. For these companies, how they
do so is relevant if they are to boost the impact of any investment. For instance, a priority in a
small company is to develop its operational capabilities to ensure its performance. While this
is true, existing studies have not paid much attention to how reputation may result from the
company’s operational capabilities. Clearly, the acknowledgment and independent effort in
which the direct investment is made will eventually enhance reputation indirectly but safely
and consistently. This is an alternative and logical method to be followed by MSMEs rather
than investing in image and communication. Hence, if a company has limited resources, its
priorities must focus on consolidating its know-how, that is, the fundamental basis of its com-
petitive advantage. Priorities will thus focus on building and consolidating organizational
knowledge to innovate and subsequently be recognized for this capability.

2.2 Knowledge and innovation within MSMEs

Knowledge is considered a company’s primary strategic resource [23], which generates a sus-
tainable competitive advantage [24]. Over the last few decades, due to the massive access to
information, knowledge has become an essential commodity for countries’ economic growth
as well as for companies’ competitive advantages at the organizational level [25]. Thus,
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knowledge and its management are part of the inputs required to innovate. The entrepreneur
is the first source of knowledge for companies [26]. Several factors influence an entrepreneur,
expert, or businessperson’s knowledge, and it is not just governed by the formally gained
knowledge [27]. Previous research shows that innovation in new ventures is directly influ-
enced by the characteristics of business personnel, including their education and entrepre-
neurial experience [28,29] both as an entrepreneur and an employee [30]. This provides better
knowledge of the sector (they are an expert in the area), market, or access to business networks
[31]. However, being experienced also brings disadvantages for personnel, as knowledge may
influence their decisions and hinder the innovative process, turning them into imitators [29].
Despite this risk, companies recognize that the entrepreneur is a source of knowledge. Entre-
preneurs’ vision helps articulate their knowledge with the associates’ knowledge and market
information [26].

Knowledge is a combination of experience, contextual information, and expert insight that
provides a framework for evaluating information and the quality of experiences [32]. In this
regard, knowledge may result from experiential learning within an organization, which is
mediated by its culture, standards, and structure [4]. Another approach identifies knowledge
as tacit and explicit and mentions that exchanging these two types of knowledge facilitates
organizational innovation and performance [33]. A study conducted by Ganguly et al. [34]
showed that the exchange of tacit and explicit knowledge and an organization’s innovative
capability might stand out from the competition through its reputation for innovation. Thus,
there is a continual dialogue between implicit and explicit knowledge, achieving a knowledge
absorption spiral and generating the company’s absorptive capability, which subsequently
becomes the basis for the process, area, product, or market innovation.

Furthermore, heterogeneous experiences enable knowledge sharing to have a positive
impact on business performance and innovation. A study by Cheng et al. [35] showed that
innovation is related to and contingent on knowledge acquisition and sharing capabilities.
Within a firm, individuals and their interactions make innovations possible.

In particular, tacit knowledge is intuitive and acquired mainly through experience [36].
Although it is not formalized, its importance as an asset within the organization is recognized,
depending on the interaction sector involved. According to du Plessis [37], tacit knowledge
and knowledge management, in general, play a fundamental role in innovation. Other studies
have focused on knowledge management and improving organizational innovation capability
[38,39]. Similarly, Fletcher and Harris [40] discussed that internal and objective knowledge
creates synergies within the organization, representing the competitive advantage of compa-
nies that know how to do something differently so that other firms cannot imitate. Therefore,
knowledge and innovation are both required in any productive sector.

To understand the growth of companies in emerging countries, for example Colombia [41],
the study of knowledge and innovation is a top priority. Global Entrepreneurship Monitor
(GEM) Colombia 2019 [42], shows that there are different types of businesspersons: for example,
in stage 2 (In the case of Colombia, the GEM methodology comprises stages 1, 2, 3, and 4) there
are potential businesspersons who witness market opportunities where there is unfulfilled
demand and set up their companies based on their knowledge, skills, and previous experience to
fit such a demand. That study is focused on understanding the role of knowledge following the
2019 approach in which a GEM study included four new variables (vision, proactivity, opportun-
ism, and innovation) to measure businesspersons’ skills. Innovation stood out as respondents
stated they have excellent skills for innovation, with an 84.4% acceptance. However, the same
survey showed that the measurement of social and cultural standards in Colombia is immaterial
in promoting innovation. Therefore, to a greater extent, innovation in Colombia is based on
companies and their members’ skills rather than on a promotion mechanism.
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Although the skills of individuals are the core of new firms, this has not affected the prod-
ucts’ innovation. Established companies and new firms have a meager percentage of products
deemed a novelty by their closest customers, ranging from 15.90% to 23.40% [42]. This means
that for Colombia to have a more sophisticated production, it will be necessary to promote
businesspersons’ capability to add more value to national production through innovation. The
lack of innovation has led to a large number of nontechnology-based ventures in Colombia.
During the last presidential term (2018-2022), Colombia’s development policy promoted the
orange economy, thus encouraging creative and recurring capability through the legalization
and incorporation of industrial companies, such as audiovisual companies, museums, and arts
management. This focus on creativity is not a response to the inability to create technology but
rather an attempt to harness the capability to innovate based on knowledge and experience,
using an approach that utilizes individuals’ skills and talent and does not require a high level of
complexity.

2.3 Innovation in new ventures and reputation

MSME:s and even startups apply marketing strategies to combine the development and imple-
mentation of innovation processes [43]. Innovation is key to organizational performance, and
the outcome is evidenced in markets by introducing new products or ways of doing things
[44]. New ideas are developed more quickly in established companies as they have greater
access to financing than startups [45].

Innovation consolidates the establishment of companies and causes organizations to
strengthen their reputation. This type of company receives market legitimacy for its creativity
and ability to be at the forefront of product and process management [46]. In addition, an
innovative company’s reputation becomes an intangible asset and a promise of sustainable
competitive advantage [47]; although companies do not focus on being innovative, they gain
recognition in a specific industry [48-50]. Companies grow and capitalize on commercial
opportunities [51] as a result of their innovation capability, which consolidates them in a given
market [46,52,53].

Previous studies contribute to examining the relationship between innovation and reputa-
tion. According to Harun et al. [54], this relationship boosts organizational performance and
competitive advantage in the banking sector. Furthermore, Manohar et al. [55] infers a strong
relationship between innovation and reputation in the service sector, which benefits from
WOM advertising. Other studies find applications of the relationship between innovation and
reputation in identifying the effect on purchase intention in the telecommunication sector
[56]. Fombrun et al. [57] made a great theoretical contribution by generating innovation-
based models to predict reputation. A company will achieve market success not only when it is
innovative but also when it builds a reputation based on such capability or knowledge [58].
Thus, knowledge and innovation contribute to technological progress [59].

In this regard, the academic literature reports the capability of innovation to drive company
reputation and customer loyalty [60]. Investing in innovation broadens the company’s capabil-
ities [34]. According to Foroudi et al. [61], a company’s capability to attain a strong market
position depends on other attributes, such as customer experience and how much experience
may or may not be measured by technology. Thus, a company’s reputation as innovative must
be thought of strategically. In this regard, Fuertes-Callén and Cuellar [62] found that the mar-
keting and reputation of an innovative product are part of the relationship between product
innovation and market success. Innovation enhances corporate reputation, and satisfied cus-
tomers generate positive WOM [55]. Notwithstanding its importance, this relationship
requires more profound analysis, especially for companies with limited financial capabilities.
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Thus, under the model proposed by Hormiga and Garcia-Almeida [3], the following hypothe-
sis is put forward:
H1. innovation is positively related to reputation.

2.4 Reputation and knowledge

Reputation communicates organizational capabilities, knowledge, reliability, and performance
to the market, attracting more valuable customers and partners [63,64]. It also drives compa-
nies to search for innovation constantly, for which necessary updates and search for new
knowledge are required [65,66]. Reputation, accumulated knowledge, and an organization’s
specific needs allow for discovering and generating opportunities to strengthen business rela-
tionships and build networks [67]. Both reputation and knowledge are intangible assets that
contribute to building a sustainable competitive advantage; however, they require time to
develop correctly [68].

Knowledge also arises from the exchange between companies and people within the same
company. According to Ganguly et al. [34], understanding marketing and innovation capabili-
ties in developing a reputation for innovation is fundamental. However, knowledge sharing
also plays a major role that may help build strategies consistent with a company’s characteris-
tics. In this regard, Wang et al. [69] states that knowledge sharing among companies has a
material impact on reputation and helps maintain a competitive advantage. Entrepreneurs’
accumulated knowledge has also been studied, although not so broadly. It was found that
knowledge is influenced by past experiences, especially positive ones discarding the ones that
failed [70], and entrepreneur knowledge is the key to building a positive reputation, especially
for new ventures [3].

Research conducted by Brown et al. [71] showed a conceptual framework related to tangible
and intangible assets and marketing capabilities. Within this framework, there is a relationship
between intellectual and emotional assets (that comprise intangible assets), which include per-
ceived quality, knowledge and competence, corporate reputation, and trust. For these authors,
companies are differentiated by their capability or ability to exploit these (tangible and intangi-
ble) resources through different combinations and synergistic ways. In the case of creative
companies, entrepreneurs consider it necessary to create an organization to realize their cul-
tural and creative aspirations and generate a positive reputation by acknowledging their crea-
tivity [72].

As reviewed in connection with the relationship between entrepreneur knowledge and rep-
utation and following the model proposed by Hormiga and Garcia-Almeida [3], we developed
the following hypothesis:

H2: Entrepreneur knowledge has a positive impact on reputation.

2.5 Reputation and performance

A company’s success is measured by its performance, that is, the outcome of the business rela-
tionship it builds to deliver products and services. It also depends on product quality and inno-
vation, which must be unique, add value, and compete in the market. Thus, performance in a
specific sector or market results from a company’s capability to position its profile as an inno-
vative company through reputation [73]. According to Delgado-Verde et al. [74], corporate
reputation significantly affects the interaction and complementarity between internal and
external innovation activities. Thus, the better a company’s reputation, the more positive the
interactive effect of internal research efforts, the development of new knowledge and external
knowledge gained from product innovation.
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From the stakeholders’ perspective, reputation is also an asset built socially, created and
maintained through a legitimation process that entails a continuous and thorough assessment
of the organization’s performance in each period, garnering its reputation [75,76]. Similarly,
reputation is essential to a company’s performance and success [77]. In addition, certain stud-
ies have found that an experienced CEO, that is, one with business knowledge and experience,
can maximize organizational reputation and efficiency or performance [78].

Recent and ongoing research shows that corporate reputation is probably the most impor-
tant intangible asset that directly impacts organizational performance [68,79]. Research
reported that innovative performance is substantially related to the reputation for technologi-
cal innovation [80]. According to Low and Robins [64], reputation can materialize business
performance or efficiency in the industrial environment and financial markets. Similarly, cor-
porate reputation can be the key to achieving greater organizational resilience and perfor-
mance [81]. As a result, pursuing a model proposed by Hormiga and Garcia-Almeida [3], we
formulated the following hypothesis:

H3: There is a positive relationship between reputation and corporate performance.

Methodology
3.1 Design

This study seeks to understand the underlying processes that occur in the strategic manage-
ment of companies. In this sense, authors such as da Costa Junior et al. [82] have stated that
the RBV theory arises in strategy and stands out mainly in management studies. Consequently,
it is usual to reference the RBV theory to analyze an organization’s management behavior
regarding tangible and intangible assets to define strategies that affect results [83,84]. To meet
the objective of this study, it is necessary to understand the occurrence of the relationships
raised through hypotheses from the reality of how they occur considering a truth-seeking
research approach, which requires addressing quantitative methods [85].

This research design is based upon the theoretical foundations of concepts such as entrepre-
neurs’ knowledge and the conception of innovation, seen from applying strategic management
processes. These require information to be provided by managers. Unfortunately, the effects of
the COVID-19 pandemic measures in force in the companies at the time did not allow the
entry of non-payroll personnel. Therefore, a virtual survey was conducted. This was accompa-
nied, or in some cases, replaced, by telephone calls. This strategy allowed researchers to obtain
first-hand relevant information regarding the conceptual assumptions, which guaranteed that
answers were related to the meaning of the investigated construct.

To evaluate the consistency of the adapted scale to measure the four latent variables, tech-
niques of exploratory and confirmatory analysis were selected based on Hormiga and Garcia-
Almeida [3], who pointed out that these types of analysis allow identifying the internal struc-
ture of a test and validating its capacity to measure what is expected adequately.

Structural equation modelling (SEM) is a technique that allows performing multivariate
confirmatory analyses rather than just descriptive ones [86]. Moreover, as stated by Novikova
etal. [87, p. 146-147], “SEM has three major advantages over traditional multivariate tech-
niques: (1) explicit assessment of measurement error; (2) estimation of latent (unobserved)
variables via observed variables; and (3) model testing where a structure can be imposed and
assessed as to fit of the data.”

For this study, following the theoretical framework, variables of interest are latent variables
that need a subset of observed variables to be approached, and SEM modeling permits a more
precise assessment of these variables. Thus, SEM modeling has been widely used in the empiri-
cal literature on reputation and innovation.
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3.2 Materials and methods
3.2.1 Sample

In this research, the sample included companies formally incorporated in the Chamber of
Commerce of Bogota (CCB), Colombia, over the past five years, 2016-2021 [88]. The CCB
states in the business dynamics report that Colombia’s capital city “leads the establishment of
companies and has the highest percentage of high-impact ventures in Colombia” [88]. The
type of companies selected is MSMEs, units of economic exploitation by an individual or legal
entity in business, agricultural, industrial, commercial, or service activities, whether rural or
urban. Each enterprise has specific parameters ranging from total headcount to total assets to
identify the category to which they belong (Law No. 590 of 2000).

Of the total number of companies established, we chose entities operating within the orange
economy, due to their importance as economic growth drivers. In the second half of 2019,
companies engaging in the provision of cultural and creative services were becoming the cor-
nerstone of Colombia’s social and economic transformation, which amounted to 1,956 compa-
nies. All International Standard Industrial Classification of All Economic Activities (ISIC)
codes were considered in this sample, including news agencies and other information systems,
audiovisual and publishing activities, photography, digital media, software, and advertising.

The orange economy became relevant in Colombia after the Creative Economy Promotion
Law (or Orange Economy Law) was enacted on May 23, 2017, aimed at “developing, promot-
ing, encouraging, and protecting creative industries” based on intellectual property to create
value [89]. The Creative Economy Report issued by the United Nations Conference on Trade
and Development identifies three cultural industries: artistic, scientific, and economic creativ-
ity. According to the Colombian Ministry of Culture [90], “.. .orange economy activities com-
prise the arts and tangible and intangible cultural heritage, cultural industries, and functional
creations” (p. 8). Artistic and heritage activities include visual and performing arts; tourism
and cultural heritage; education; cultural industries, including publishing companies, photog-
raphy, and audiovisual activities; and functional creations, new media, and content creation
software, including digital media, design, and advertising.

The sample was selected by simple random sampling with a 5% margin of error and 99%
confidence interval. Therefore, the instrument was applied to a sample of 500 companies
(three more than calculated) randomly selected from the complete list of 1,956 companies in
the sector. In total, 1,956 questionnaires were sent to the companies, and 27% of them were
answered. Among them, 500 questionnaires were useable for the analysis. To characterize the
sample, 21.20% of the surveyed companies belonged to the commerce economic sector,
54.60% had between 11 and 50 employees, 35.40% were three years old, and 39.80% of surveys
were answered by companies’ managers.

Questionnaire. This research used a structured questionnaire developed by Hormiga and
Garcia-Almeida [3] to evaluate five variables: 1) concern for new technology, 2) product/ser-
vice innovation, 3) the entrepreneur’s accumulated knowledge, 4) reputation, and 5) new ven-
ture performance. In total, the instrument has 20 items, with the 1) dimension having three
items, the 5) has five items, and the other three 2), 3), and 4) four items each. It uses a 5-point
Likert-type scale with 1 = strongly disagree, 2 = disagree, 3 = neither disagree nor agree,

4 = agree, and 5 = strongly agree. As mentioned in the following section, data analysis, the
instrument was adapted to the Colombian context.

Data collection. In light of the global pandemic, the instrument was applied virtually. In
addition, telephone calls were made to creative companies connected with the orange econ-
omy. The surveys were administered in the period between July and August 2020.
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As pointed out earlier, the questionnaire used the same scale to measure the dependent and
independent variables; this situation, called the common method bias (CMB), may threaten
the results’ validity and reliability. Following Kock et al. [84], CMB was controlled using proce-
dural and statistical controls.

Regarding procedural controls, several steps were followed; participants in the survey
received clear instructions, the anonymity of responses was ensured, complex and ambiguous
items were avoided, and the survey was short and straightforward. Moreover, psychological
separation was implemented, meaning the causal link between the independent and dependent
variables was masked.

On the other hand, Hartman’s single-factor test was carried out. This test points out that
there are CMB problems if the unrotated solution produces one factor that explains more than
50% of the variance. In fact, the results of the unrotated solution showed that the factor with
the highest contribution explains the 27% of the factors variance.

Data analysis. The instrument used in this study was designed for a population of non-
high-tech industries from the Canary Islands (Spain). Consequently, it was necessary to
develop a cultural adaptation process. In accordance with Beaton et al. [85], two steps were fol-
lowed. First, the original instrument was translated and adapted to the Spanish language; sec-
ond, the instrument was reviewed by a committee of experts consisting of five marketing and
entrepreneurship professionals who reviewed the questionnaire and evaluated its pertinence,
relevance, and clarity of wording. These aspects were evaluated on a scale of 1-5, where 1 is
the lowest and 5 is the highest. The experts’ judgments were analyzed through Aiken’s V statis-
tic (V) [91], which uses a scale between 0 and 1, where 0 represents a generalized disagreement
and 1 a perfect level of agreement. The results showed that pertinence was V = 0.82, relevance
V =0.87, and clarity of wording V = 0.92, showing a good level of agreement among the
judges.

After guaranteeing the content validity of the instrument, statistical tests were performed.
Following Hormiga and Garcia-Almeida [3], a factorial exploratory analysis was used to evalu-
ate the structure of the latent variables of interest in this study and their behavior in the
Colombian case. This analysis allowed us to identify how many original items should be pre-
served and how strong their relationship with the latent variables was.

The exploratory factor analysis (EFA) was performed using principal component analysis
(PCA) [92] and a Varimax rotation since it is assumed that the dimensions are unrelated [3].
The sample collected in this research was split into two groups, so the EFA and confirmatory
factor analysis (CFA) were performed with two different samples [93].

The obtained structure was tested through CFA. Since data is not normally distributed, the
estimation of CFA was carried out through the maximum likelihood method using robust
methods [94].

Finally, a structural equation model was developed to estimate the influence of innova-
tion, reputation, and entrepreneur knowledge over companies’ performance in Colombia’s
creative industry. SEM tests and evaluates multivariate causal relationships [95]. It has
become one of the most powerful tools for evaluating relationships between social phenom-
ena since it is based on the psychometric tradition of using observed variables to measure
latent and theoretically complex variables. Considering this, structural equation models
simultaneously test several interrelated dependency relationships and predict multiple
dependent variables [96].

The statistical analysis was developed using the software R Studio v. 1.1.456, and the pack-
ages psych v. 1.8.12 [97], lavaan v.0.6-11 [98], and semTools [99]. The code and data can be
found in Annex 1. The results of these analyses are presented in detail in the Results section.
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Results
4.1 Analysis of the factors

The original instrument [3] analyzes five dimensions: technology, new venture performance,
reputation, innovation, and the entrepreneur’s accumulated knowledge. Even though these
variables and their measurements were validated for 130 Spanish companies, there are signifi-
cant differences between the Spanish and Colombian contexts and the companies included in
the sample of the original instrument validation. Therefore, it was necessary to conduct a new
analysis that helped to identify whether the original items and latent variables were appropriate
for the Colombian case. First, EFA was used; then, the preserved items were analyzed through
CFA to assess construct validity. The EFA was performed using PCA [92] and a Varimax rota-
tion since it is assumed that the dimensions are unrelated [3].

Following the recommendations of Field [92], the sample collected in this research was
divided into two groups, so the EFA and the CFA were performed with two different samples.
The original instrument was built upon 20 items: three for technology, four for innovation,
four for entrepreneur’s knowledge, four for reputation, and five for performance. First, we esti-
mated the Kaiser Meyer Ohlin (KMO) to test the adequacy of the sample to perform the EFA
[92]. Results suggested eliminating the three items of the technology dimension and two items
of the knowledge dimension because KMO values were below 0.7; therefore, we kept 15 items
with a KMO of 0.82, which is evidence of very good adequacy [100].

In addition to the KMO, we also tested the hypothesis that the correlation matrix was an
identity matrix; in other words, variables included in the analysis do not correlate. Bartlett’s
test evaluates the null hypothesis that the correlation matrix is an identity matrix; thus, as our
results suggested rejecting the null hypothesis [890.1703(105)***], we can conclude that corre-
lation between variables are different from zero [92]. However, the opposite, a very strong rela-
tionship between variables, can also be problematic because it can be evidence of extreme
multicollinearity. To test the existence of this singularity, we used the determinant of the R-
matrix, which we expected to show a result greater than 0.00001, to verify that variables are not
highly correlated [92]. For our case, this determinant was 0.0257.

After these preliminary steps, an initial analysis was run to obtain each factor’s eigenvalue.
The scree plot suggested preserving four dimensions, which explain 57% of the variance.

Table 1 shows the factor loadings after the Varimax rotation. The items that cluster in the
same factor suggest that dimension 1 represents “Performance,” dimension 2 represents
“Innovation,” dimension 3 represents “Reputationl,” and dimension 4 represents
“Reputation2.”

Cronbach’s o was computed for the general instrument (0.79) and for each one of the four
dimensions: Performance (0.79), Innovation (0.73), Reputationl (0.34), and Reputation2
(0.55).

The results showed a different structure than that proposed by Hormiga & Garcia-Almeida.
Although the innovation (INN) and new venture performance (PER) dimensions in the facto-
rial analysis had similar Cronbach’s alpha values to the original ones, the other dimensions
changed. The reputation dimension was split into two dimensions, one that captures the sub-
jective views of the surveyed companies about their reputation (REP1) and another that cap-
tures more objective dimensions of reputation (REP2). It is noteworthy that both reputation
dimensions include one item initially intended to capture the entrepreneur’s knowledge. In
other words, those knowledge items are not statistically different from the ones that evaluate
reputation; therefore, the existence of the entrepreneur’s knowledge dimension was not
confirmed.
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Table 1. Synthesis of exploratory factor analysis (n = 250).

Item Factor loading
Varimax Rotation
PER | INN | REP2 | REP1
RC1 | RC2 | RC4 | RC3
PER03 What is your degree of satisfaction regarding the attainment of the original objectives of your company? 0.77
PER02 What is your degree of satisfaction regarding the return on investment of your company? 0.73
PER04 What is your degree of satisfaction regarding the overall success of your company? 0.73
PERO1 What is your degree of satisfaction regarding the volume of sales of your company? 0.70
PERO5 What is your degree of satisfaction regarding the success of your company compared with competitors? 0.65
INNO3 Has the company improved its products and services in response to the needs of clients? 0.78
INNO1 Can the company adapt easily to changes in the business environment? 0.77
INNO02 Has the company improved its products and services in response to the suggestions of its clients? 0.71
INNO04 Do the comments and recommendations of our clients usually lead to changes in the organization? 0.64
REP02 Compared to my competitors, has the reputation of my company increased significantly? 0.72
KNWO03 Number of years of experience in this sector (as an entrepreneur and/or employee) 0.70
REPO1 Has the company attained an excellent reputation during the early months/years of its existence? 0.65
REP04 What proportion of clients are repeat customers after the first purchase or service? 0.80
REPO03 What proportion of clients do you think will recommend your company? 0.62
KNWO02 Much of the knowledge and skills that I require for my present business are the same as I required for my previous -0.48
work activity
Eigenvalues 2.93 243 | 1.67 | 1.46
% of explained 0.20 | 0.16 | 0.11 | 0.10
variance
Cronbach’s alpha 0.79 | 0.73 | 0.34 | 0.55

Extraction method: Principal component analysis; rotation method: Varimax normalization with Kaiser; fit based upon off-diagonal values 0.9. Loadings below 0.30 are

not shown.

https:/doi.org/10.1371/journal.pone.0285026.t001

Table 2. Descriptive statistics.

After obtaining an initial factor structure, Table 2 shows the descriptive statistics for each
dimension extracted from the analysis. Results are similar to those reported by Hormiga and
Garcia-Almeida [3] and are evidence of high score variability.

This initial structure was tested through CFA. Since data is not normally distributed, the
estimation of CFA was carried out through the maximum likelihood method using robust
methods [101]. Fit model measurements show a good model according to the absolute criteria
of Standardized Root Mean Square Residual (SRMR = 0.047 <0.08) [102] and the Compara-
tive Fit Index criteria (CFI = 0.981> 0.90). The model also indicates a good fit in the parsi-
mony test Root Mean Square Error of Approximation RMSEA = 0.029<0.05) [103].

Afterward, the validity of the instrument was assessed. Convergent and discriminant valid-
ity were evaluated (Table 3). For convergent validity, it was evaluated that the average of the
standardized loads on a factor was around 0.7 and that the individual factor loads were higher
than 0.6 [94]. This criterion was partially met because the factorial loads of items INN04,

n Minimum Maximum Mean SD
Innovation 500 10 21 22,64 2,80
Reputation 1 500 5 21 16,37 2,88
Reputation 2 500 3 21 16,20 2,23
Performance 500 5 35 27,31 4,01

https://doi.org/10.1371/journal.pone.0285026.t002
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Table 3. Convergent validity, composite reliability, and average variance extracted.

Factor
INN

REP2

REP1

PER

Indicator Standardized loadings CR AVE
INNO1 0,732%** 0,7 0,4
INNO02 0,568™**

INNO3 0,730***
INNO4 0,495***
REPO1 0,723*** 0,6 0,4
REP02 0,668"**
KNW03 0,309***
REP03 0,785** 0,6 0,4
REP04 0,484™**
PERO1 0,590*** 0,7 0,4
PERO03 0,644
PER04 0,721%**
PERO5 0,659™**

Note: Chi2 (59) = 71.231; CFI = 0.981; TLI = 0.975; RMSEA (90%CI) = 0.029 (0.000; 0.051); CR = Composite Reliability; AVE = Average Variance Extracted.

https://doi.org/10.1371/journal.pone.0285026.t003

KNWO03, and REP04 are slightly lower than 0.6. However, the items were preserved due to the-
oretical reasons.

In addition to standardized load assessment, convergent validity was tested using the Aver-
age Variance Extracted (AVE). This indicator shows results below the recommended standard
(0.5); however, the second criterion to evaluate the convergent validity (composite reliability)
shows good results (>0.6) [94].

After convergent validation, discriminant validity analysis was carried out using the confi-
dence interval test [93]. This test verifies that the value “1” is not contained in the confidence
interval of the correlations between the different dimensions.

As Table 4 indicates, the results of the measurement of discriminant validity through the
confidence interval test are evidence of the existence of divergent validity.

4.2 Structural equation model

A structural model was estimated to test the research hypothesis. Fig 1 shows the factor load-
ings for each one of the items that compose the latent variables. In addition, the Fig 2 presents
the regression coefficients and their standard errors to illustrate the relationship between the
latent variables. Just as in the results reported by Hormiga and Garcia-Almeida [3], the model
goodness measurements obtained in this second step are lower than those reported in the
CFA. However, the absolute criterion (SRMR = 0.058) and parsimony test (0.052) show good
results.

Table 4. Divergent validity—confidence interval test.

Correlations
INN~~REP1
INN~~REP2
INN~~PER
PER~~REP1
PER~~REP2
REP1~~REP2

Standardized
0,367
0,251
0,345
0,620
0,450
0,555

https://doi.org/10.1371/journal.pone.0285026.t004

loadings Error Confidence Interval -2 Confidence Interval +2
0,082 0,531 0,203
0,089 0,429 0,073
0,077 0,499 0,191
0,069 0,758 0,482
0,086 0,622 0,278
0,091 0,737 0,373
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Fig 1. Synthesis proposed theoretical model.
https://doi.org/10.1371/journal.pone.0285026.9001
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Fig 2. Model of relationship between innovation, Reputationl, Reputation2, and Performance. Standardized
loadings of each item are presented between lines going from the factor to the items. Standardized regression
coefficients are presented between factors.

https://doi.org/10.1371/journal.pone.0285026.g002
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Table 5. Hypothesis validation through the structural equation model.

Standardized Betas Z statistic
H1 INN—> PER 4.389 1,612
H2 REP1 —> PER -1.504 -0,361
H3 REP2 —> PER -1.569 -0,600

Chi2 (60) = 100,349***; CFI = 0,763; TLI = 0,692 RMSEA(90%CI) = 0.052 (0.033;0,069).
< 0,001; % p < 0,05; * p < 0,01.

https://doi.org/10.1371/journal.pone.0285026.t005

4.3 Summary of the hypothesis test

Contrary to the findings reported by Hormiga and Garcia-Almeida [3], none of the hypotheses
tested in the structural equation model were significant. Table 5 presents the coefficients and t
values for each hypothesis.

Hormiga and Garcia-Almeida [3] found evidence to confirm the three tested hypotheses
with values of significance higher than 99%. In addition, they reported a model with a very
good fit (Normed Fit Index (NFI) = 0.887; Tucker-Lewis Index (TLI) = 0.976; RMSEA = 0.037;
Goodnes of Fit Index (GFI) = 0.899; Adjusted Goodness of Fit Index (AGFI) = 0.860); how-
ever, our estimated model did not find evidence to reject the null hypotheses.

5. Discussion

The primary aim of this study was to analyze how MSME:s in the creative sector can build a
reputation based on innovation and accumulated knowledge. To this end, Hormiga and Gar-
cia-Almeida’s [3] research in Spain with 130 companies in the service sector was used as a ref-
erence point.

The original research tested four hypotheses: 1. The new venture’s reputation is directly
and positively associated with organizational performance, 2. The entrepreneur’s stock of
knowledge associates directly and positively with the new venture’s reputation. 3. Innovation
and knowledge creation associate directly and positively with the new venture’s reputation,
and 4. The entrepreneur’s stock of knowledge associates directly and positively with the level
of new venture innovation and knowledge creation.

In contrast to the previous research, three hypotheses were tested in this research: 1. Inno-
vation is positively related to reputation, 2. Entrepreneur’s knowledge has a positive impact on
reputation, and 3. There is a positive relationship between reputation and corporate perfor-
mance. These hypotheses were more suitable to the reality of the studied firms. In this sense,
this study achieved additional results by refining the initial model with a main contribution
here—the consideration of managers’ perspective and realities.

The first main finding of this research is that it was not possible to confirm the original
test’s factorial structure. Regarding the factorial analysis, some items were retained because of
their theoretical importance for this study. Since this research is still in an exploratory stage, it
is suggested to conduct other empirical research to continue adapting and validating the
model both for the same sector and for other sectors. In this sense, in the instrument, the
authors retained item INNO04 because it captures the ability of the company to listen to and
manage changes to improve its service. This ability is especially important for entrepreneurs in
their initial phase [14] since it is fundamental for the performance of new organizations and
demonstrates the flexibility and adaptation of a new company, compared to those already
established [104]. Item KN'WO03 was retained because it evaluates the importance of expertise
in the sector [105] since expertise recognition impacts the reputation and overall results of the
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company [106]. Furthermore, REP04 was retained because it addresses the issue of customer
loyalty [107,108] and could even include investors [109]. These adjustments refined the model
structure to be applicable for MSMEs. However, further research is suggested in this regard.

The factorial analyses suggested dismissing the technology dimension, which, though not
included in the hypotheses, constitutes one of the five original dimensions of the instrument.
Moreover, the dimension of entrepreneur’s knowledge did not emerge in the analysis, and the
two remaining items were included in the reputation dimension.

It is noteworthy that reputation was divided into two dimensions. Reputation] relates to
the perception that entrepreneurs have of the degree of reputation achieved by the company
up to the time it was evaluated [110], considering their years of experience [111], that is, more
related to internal management [112]. Since the focus goes from the inside to the outside, it
will be understood as a “desired image” by what was found by Walker [10], who states that the
image of an organization is described as an internal image projected to the external public.
Moreover, Reputation? relates to customers’ recommendation of the service and their loyalty
[113], which is congruent with the external management of customers, that is, this factor
retains the name “reputation” in agreement with the studies of O’Connor and Assaker [114]
and Sharma and Joshi [115], who relate a reputation to loyalty. In summary, it was not possible
to find evidence for the relationship between Innovation, Reputation1, Reputation2, and the
Performance of new firms. This information is of great importance for entrepreneurs who
develop audiovisual, cultural, publishing, digital media, and advertising activities, among oth-
ers (related to the orange economy), as they need to adapt to changes in the environment and
context and propose actions that allow them to differentiate and innovate in such a competi-
tive environment. While also focusing on reputation management internally and externally,
customers prefer to choose organizations that demonstrate experience and knowledge in the
value proposition they deliver to their customers.

The second main finding of this research is that despite confirming the factorial structure
of the instrument, no evidence was found to support the three proposed hypotheses in this
research. Regarding the first hypothesis, innovation is positively related to reputation, the sta-
tistical analysis was not conclusive. The concept of innovation in the orange sector requires a
broader idea. The MSME managers expressed in the interviews that their success in making
better processes, products, and services was based on their talents and not on the technology
available. However, if asked about innovation, they did not acknowledge their practices as
innovative. They assumed these practices are just part of daily activities and for this reason
they did not realize that something new or with more value was happening in their operations.
For this reason, in the model, the relationship between innovation and reputation was not
significant.

On the other hand, the results of the second hypothesis, entrepreneur’s knowledge has a
positive impact on reputation, were not significant either. Once again, managers in these firms
do not separate their idea of talent and knowledge. Particularly, when they are talking about
how they manage the business, they express the view that this way of doing business was
formed during the building of the business, or learned from relatives or previous managerial
experiences. They do not connect the acquired knowledge of doing business with the current
status of the business. The connecting relationship between entrepreneurs’ knowledge and
reputation was not considered by managers as the results demonstrated.

Finally, the third hypothesis, there is a positive relationship between reputation and corpo-
rate performance, was not significant. In this case, it was notable that managers cared about
the reputation of their business due to its relationship to the way they conduct their business.
It means again, they do not distinguish between what is talent or technical knowledge and
what is how others see them. In this sense, they do not see whether they are known in the
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sector because of the way they do business or because the performance of the firm is based on
their ability to gain customers. In this regard, if the manager does not pay attention to the rep-
utation of the firm, they are not going to relate it with achieving performance.

This study contributes to knowledge by shedding new light on the conceptualization of rep-
utation building [116] based on the internal knowledge of an organization [117]. It proves that
tacit knowledge is not only the ability to innovate. It is relevant to be aware of one’s own abili-
ties and knowledge, even when the performance of the firm is achieved because of those ele-
ments. Tacit knowledge, as Ganguly [34] pointed out, generates a competitive advantage for a
company [118]. Although reputation is an existing theoretical construct with extensive
research and studies [119,120], it was not known how the relationship between technical
knowledge and innovation could be energizing for those companies where resources were lim-
ited and sources of capital were often inconvenient [121]. Thus, despite the fact that a small
company does not have financial muscle, which is one of the most frequently reported difficul-
ties of companies in the creative and cultural sector [122], it can be seen that reputation
requires self-acknowledgment by managers.

6. Conclusions

To conclude, this study contributes to the existing literature by expanding the theoretical
knowledge about small and medium-sized enterprises that do not have a technological base
for their operation and that, as in the case of the orange economy, have knowledge and each
entrepreneur’s talent as primary pillars [123]. Thus, the theory now acquires a broader dimen-
sion by considering reputation as a phenomenon that receives financial resources [124] and
skills [125]. This approach greatly increases scalability to enable the interpretation of returns
in companies based on creativity, which, as recognized by the Departamento Nacional de Pla-
neacion (National Planification departmet) (DNP in Spanish) in its diagnosis contained in
CONPES 4090 [122], presents shortcomings in training in the same way that the supply of the
educational system presents gaps in terms of quality, relevance, and deficit of the programs
offered, especially in rural regions of Colombia.

On the other hand, the model was tested in companies in the orange economy with less
than five years of existence and in companies where the experience transmitted in the develop-
ment of the art, service, or product delivered to the client plays an essential role in generating
credibility. Thus, reputation is an extrinsic signal that develops over time and the shared valua-
tions of the company’s users and stakeholders [116,117]. In this sense, to build the company’s
reputation takes time; however, in the services sector and products related to the orange econ-
omy, the close relationship also requires an awareness of the business scope. It is not enough
to develop the mouth-to-mouth strategy to get the customers. Therefore, it is suggested to
implement customer-centric strategies and adapt the customer journey, starting with the
buyer persona (customer profile or target segment) to define and adapt each strategy and activ-
ity of the customer relationship process. It is also essential to consider the self-understanding
of managers related to the core competencies of the firm and have a loyalty process that will
influence the repurchase and, in the end, directly impact the company’s performance.

In addition to all of the above, it is established that the promotion of sectors such as creative
talent requires strengthening the core business’s entrepreneurial, managerial, and strategic
management skills, as recognized by the Ministry of Culture [123]. In this sense, and from a
governmental point of view, while promoting a sector is necessary, it is also necessary to focus
resources that can achieve a more significant potential impact when they reach the capacity
building of individuals, who are ultimately their main competitive advantage in their sector, as
stated in this study. For policymakers, this finding leads to the conclusion that there is a need
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to create capacity-building programs as a priority over programs or mechanisms that only
serve to promote and disseminate the dynamics of the sector and not strengthen it.

Finally, this research provides additional information within the legal framework of the
orange economy in Colombia, where seven strategies for the management of the sector by the
government are contemplated in Law 1834 of 2017 [89]. These strategies include information,
institutions, industry, infrastructure, integration, inclusion, and inspiration. However, none of
them contemplate the individual strengthening mentioned above. Another critical part in the
strengthening of this sector has been the CONPES 4090 [122], which proposes strategies that
sustainably consolidate the orange economy sector in the different territories through four
strategic axes. The first axis focuses on the promotion of the identification and recognition of
the cultural and economic value of the different artistic expressions. The second axis focuses
on the coordination of both public and private actors and the sector. The third axis focuses on
improving the environmental and economic conditions to ensure companies’ sustainability in
the orange economy sector. Finally, the fourth axis focuses on promoting networking to
increase the exchange of cultural and creative goods and services.

Within these four axes, only the third axis focuses on human capital training and the design
of specific training programs for creative, cultural, and innovative industries. However, during
this time and when the strategies proposed are being consolidated, many companies will go
bankrupt. According to the National Planning Department [122], these strategies should be
implemented between 2022 and 2027, and it will be necessary to wait until this period is over
to know the impact these strategies have had on the economic and social development of the
sector.

6.1 Limitations and future research

Although the findings of the study are relevant for entrepreneurs in the sector in question, it is
essential to continue with the research to identify what other variables could affect the perfor-
mance of these companies from the perspective of another group of stakeholders, for example,
from the perspective of the customer [61]. Longitudinal studies that show business behavior
over time could also be implemented to obtain a complete view of the organization and the
strategies that can be implemented at each stage of the process. Similarly, studies are suggested
that could test and adapt these models to other sectors of the economy that require intensive
knowledge, R&D, and fixed or tangible assets or resources to a greater extent and study their
behavior, especially in emerging economies that require them. In addition, it is important to
point out that this research was carried out at the beginning of the COVID-19 global health
emergency that forced all governments to implement protective measures, such as blockade
and containment, to contain the spread of the virus, which, in turn, could have affected the
performance of the companies surveyed.

Supporting information

S1 File.
(R)

Author Contributions
Data curation: Daniel Ricardo Torralba Barreto.
Project administration: Marelby Amado-Mateus.

Software: Suelen Emilia Castiblanco-Moreno.

PLOS ONE | https://doi.org/10.1371/journal.pone.0285026  June 21, 2023 17/23


http://www.plosone.org/article/fetchSingleRepresentation.action?uri=info:doi/10.1371/journal.pone.0285026.s001
https://doi.org/10.1371/journal.pone.0285026

PLOS ONE

Reputation based on internal capabilities

Supervision: Yonni Angel Cuero-Acosta.

Validation: Daniel Ricardo Torralba Barreto.

Visualization: Suelen Emilia Castiblanco-Moreno.

Writing - original draft: Marelby Amado-Mateus.

Writing - review & editing: Yonni Angel Cuero-Acosta.

References

1.

10.

11.

12

13.

14.

15.

16.

17.

18.

Confecamaras. In 2019 there was a 10.4% increase in the establishment of companies in Colombia
[Internet]. Confecamaras. 2020. Available from: https://www.confecamaras.org.co/noticias/732-en-
2019-aumento-10-4-la-creacion-de-sociedades-en-colombia-2.

Portafolio. In Colombia, 328,237 companies were established in 2018. Portafolio [Internet]. 2019 Jan
22; Available from: https://www.portafolio.co/negocios/empresas/en-colombia-se-crearon-328-237-
empresas-en-2018-525506.

Hormiga E, Garcia-Almeida DJ. Accumulated knowledge and innovation as antecedents of reputation
in new ventures. J Small Bus Enterp Dev [Internet]. 2016 Jan 1 [cited 2021 Oct 8]; 23(2):428-52. Avail-
able from: https://doi.org/10.1108/JSBED-03-2014-0038

Grant R. Prospering in Dynamically-Competitive Environments: Organizational Capability as Knowl-
edge Integration. Organ Sci—ORGAN SCI. 1996 Aug 1; 7:375-87.

Salder J, Gilman M, Raby S, Gkikas A. Beyond linearity and resource-based perspective of SME
growth. J Small Bus Strategy [Internet]. 2020 Feb 24; 30(1):1-17. Available from: https:/libjournals.
mtsu.edu/index.php/jsbs/article/view/1644.

Fombrun C. Reputation: Realizing Value from the Corporate Image. Harvard Business School Press;
1996. 72 p.

Rindova VP, Williamson 10, Petkova AP, Sever JM. Being Good or Being Known: An Empirical Exami-
nation of the Dimensions, Antecedents, and Consequences of Organizational Reputation. Acad Man-
age J [Internet]. 2005 [cited 2021 Oct 8]; 48(6):1033—49. Available from: http://www.jstor.org/stable/
20159728.

Petkova A, Rindova V, Gupta A. How can New Ventures Build Reputation? An Exploratory Study.
Corp Reput Rev. 2008 Dec 1; 11(4):320-34.

Buchalska J, Chmielewski K, Doczekalska A. The concept of corporate reputation in marketing and
polish law—the search for interdisciplinary communication. Econ Law. 2015 Jun 30; 14:189-203.

Walker K. A Systematic Review of the Corporate Reputation Literature: Definition, Measurement, and
Theory. Corp Reput Rev [Internet]. 2010 Jan 1; 12(4):357-87. Available from: https://doi.org/10.1057/
crr.2009.26

Chun R. Corporate reputation: Meaning and measurement. Int J Manag Rev [Internet]. 2005 Jun 1
[cited 2021 Sep 17]; 7(2):91-109. Available from: https://doi.org/10.1111/j.1468-2370.2005.00109.x.

Milgrom P, Roberts J. Price and Advertising Signals of Product Quality. J Polit Econ [Internet]. 1986
[cited 2021 Oct 8]; 94(4):796-821. Available from: http://www.jstor.org/stable/1833203.

Shapiro C. Premiums for High Quality Products as Returns to Reputations. Q J Econ [Internet]. 1983
[cited 2021 Oct 8]; 98(4):659—79. Available from: http://www.jstor.org/stable/1881782.

Pakura S, Rudeloff C. How entrepreneurs build brands and reputation with social media PR: empirical
insights from start-ups in Germany. J Small Bus Entrep [Internet]. 2020 Mar 4;1-28. Available from:
https://doi.org/10.1080/08276331.2020.1728490.

Guo Y, Fan D, Zhang X. Social media—based customer service and firm reputation. Int J Oper Prod
Manag [Internet]. 2020 Jan 1 [cited 2021 Oct 8]; 40(5):575-601. Available from: https://doi.org/10.
1108/IJOPM-04-2019-0315.

Kumar V, Bhaskaran V, Mirchandani R, Shah M. Creating a Measurable Social Media Marketing Strat-
egy: Increasing the Value and ROI of Intangibles and Tangibles for Hokey Pokey. Mark Sci [Internet].
2013 [cited 2021 Oct 8]; 32(2):194—212. Available from: http://www.jstor.org/stable/24544940.

Prabowo TL, Rusfian EZ. Efforts to build the legitimacy and reputation of institutions through social
media (study of instagram police public relations division). Int J Sci Technol Res. 2019; 8(9):1331-8.

Petkova AP. Standing Out or Blending In? The Formation of New Firms’ Legitimacy and Reputation
under Different Levels of Market Uncertainty. Corp Reput Rev [Internet]. 2016 Feb 1; 19(1):22-34.
Available from: https://doi.org/10.1057/crr.2015.24.

PLOS ONE | https://doi.org/10.1371/journal.pone.0285026  June 21, 2023 18/23


https://www.confecamaras.org.co/noticias/732-en-2019-aumento-10-4-la-creacion-de-sociedades-en-colombia-2
https://www.confecamaras.org.co/noticias/732-en-2019-aumento-10-4-la-creacion-de-sociedades-en-colombia-2
https://www.portafolio.co/negocios/empresas/en-colombia-se-crearon-328-237-empresas-en-2018-525506
https://www.portafolio.co/negocios/empresas/en-colombia-se-crearon-328-237-empresas-en-2018-525506
https://doi.org/10.1108/JSBED-03-2014-0038
https://libjournals.mtsu.edu/index.php/jsbs/article/view/1644
https://libjournals.mtsu.edu/index.php/jsbs/article/view/1644
http://www.jstor.org/stable/20159728
http://www.jstor.org/stable/20159728
https://doi.org/10.1057/crr.2009.26
https://doi.org/10.1057/crr.2009.26
https://doi.org/10.1111/j.1468-2370.2005.00109.x
http://www.jstor.org/stable/1833203
http://www.jstor.org/stable/1881782
https://doi.org/10.1080/08276331.2020.1728490
https://doi.org/10.1108/IJOPM-04-2019-0315
https://doi.org/10.1108/IJOPM-04-2019-0315
http://www.jstor.org/stable/24544940
https://doi.org/10.1057/crr.2015.24
https://doi.org/10.1371/journal.pone.0285026

PLOS ONE

Reputation based on internal capabilities

19.

20.

21.

22,

23.

24,

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

Renton M, Daellenbach U, Davenport S, Richard J. Small but sophisticated: Entrepreneurial marketing
and SME approaches to brand management. J Res Mark Entrep [Internet]. 2015 Jan 1 [cited 2021 Oct
8]; 17(2):149-64. Available from: https://doi.org/10.1108/JRME-05-2014-0008.

Grau A, Reig A. Operating leverage and profitability of SMEs: agri-food industry in Europe. Small Bus
Econ [Internet]. 2021 Jun 1; 57(1):221-42. Available from: https://doi.org/10.1007/s11187-019-00294-
y.

Reijonen H, Laukkanen T, Komppula R, Tuominen S. Are Growing SMEs More Market-Oriented and
Brand-Oriented? J Small Bus Manag [Internet]. 2012 Oct 1 [cited 2021 Oct 8]; 50(4):699-716. Avail-
able from: https://doi.org/10.1111/j.1540-627X.2012.00372.x.

Gilmore A. Entrepreneurial and SME marketing. Morrish S, editor. J Res Mark Entrep [Internet]. 2011
Jan 1 [cited 2021 Oct 8]; 13(2):137—45. Available from: https://doi.org/10.1108/14715201111176426.

Nonaka I. A Dynamic Theory of Organizational Knowledge Creation. Organ Sci [Internet]. 1994 [cited
2021 Oct 8]; 5(1):14-37. Available from: http://www.jstor.org/stable/2635068.

Lane PJ, Lubatkin M. Relative absorptive capacity and interorganizational learning. Strateg Manag J
[Internet]. 1998 May 1 [cited 2021 Oct 8]; 19(5):461—77. Available from: https://doi.org/10.1002/(SICI)
1097-0266(199805)19:5<461::AID-SMJ953>3.0.CO;2-L.

Hafeez A, Shamsuddin A, Saeed B, Mehmood A, Andleeb N. Exploring the Impact of Absorptive
Capacity on Technology Transfer Effectiveness: A conceptual Framework. Int J Sci Technol Res.
2020 Mar 25; 9:4779-92.

Bolarinde MA, Chiloane-Phetla E. Impact of Knowledge and Experience On the Entrepreneurs Deci-
sions and behaviours in their Transition to Entrepreneurship the South African Perspectives. Acad
Entrep J. 2020; 26(4):1-18.

Campos A, Hormiga E. Entrepreneur’s values and knowledge: How can influence new technology-
ventures’ growth. Int J Ind Eng Manag (IJIEM). 2011; 2(2):33-8.

Ucbasaran D, Westhead P, Wright M. The extent and nature of opportunity identification by experi-
enced entrepreneurs. J Bus Ventur [Internet]. 2009 Mar 1; 24(2):99-115. Available from: https://www.
sciencedirect.com/science/article/pii/S088390260800013X.

Fuentelsaz L, Maicas JP, Montero J. Entrepreneurs and innovation: The contingent role of institutional
factors. Int Small Bus J [Internet]. 2018 Sep 1 [cited 2021 Oct 8]; 36(6):686—711. Available from:
https://doi.org/10.1177/0266242618766235.

Marvel M, Lumpkin G. Technology Entrepreneurs’ Human Capital and Its Effect on Innovation Radical-
ness. Entrep Theory Pract. 2007 Nov 1; 31(6):807-28.

Shane S, Khurana R. Bringing individuals back in: the effects of career experience on new firm found-
ing. Ind Corp Change [Internet]. 2003 Jun 1 [cited 2021 Aug 10]; 12(3):519—43. Available from: https://
doi.org/10.1093/icc/12.3.519.

Baskerville R, Dulipovici A. The theoretical foundations of knowledge management. Knowl Manag
Res Pract [Internet]. 2006 May 1; 4(2):83—105. Available from: https://doi.org/10.1057/palgrave.kmrp.
8500090.

Wang Z, Wang N. Knowledge sharing, innovation and firm performance. Expert Syst Appl [Internet].
2012 Aug 1; 39(10):8899-908. Available from: https://www.sciencedirect.com/science/article/pii/
S0957417412002618.

Ganguly A, Kumar C, Saxena G, Talukdar A. Firms’ Reputation for Innovation: Role of Marketing
Capability, Innovation Capability, and Knowledge Sharing. J Inf Knowl Manag [Internet]. 2020 Jun 1
[cited 2021 Jun 9]; 19(02):2050004. Available from: https://doi.org/10.1142/S0219649220500045.

Cheng CCJ, Yang C, Sheu C. Effects of open innovation and knowledge-based dynamic capabilities
on radical innovation: An empirical study. J Eng Technol Manag [Internet]. 2016 Jul 1; 41:79-91. Avail-
able from: https://www.sciencedirect.com/science/article/pii/S0923474816300388.

Polanyi M. Tacit Knowing: Its Bearing on Some Problems of Philosophy. Rev Mod Phys [Internet].
1962 Oct; 34(4):601-16. Available from: https://link.aps.org/doi/10.1103/RevModPhys.34.601.

du Plessis M. The role of knowledge management in innovation. J Knowl Manag [Internet]. 2007 Jan 1
[cited 2021 Oct 8]; 11(4):20-9. Available from: https://doi.org/10.1108/13673270710762684.

Darroch J, McNaughton R. Examining the link between knowledge management practices and types
of innovation. J Intellect Cap [Internet]. 2002 Jan 1 [cited 2021 Oct 8]; 3(3):210-22. Available from:
https://doi.org/10.1108/14691930210435570.

Donate MJ, Sanchez de Pablo JD. The role of knowledge-oriented leadership in knowledge manage-
ment practices and innovation. J Bus Res [Internet]. 2015 Feb 1; 68(2):360-70. Available from: https://
www.sciencedirect.com/science/article/pii/S0148296314002197.

PLOS ONE | https://doi.org/10.1371/journal.pone.0285026  June 21, 2023 19/23


https://doi.org/10.1108/JRME-05-2014-0008
https://doi.org/10.1007/s11187-019-00294-y
https://doi.org/10.1007/s11187-019-00294-y
https://doi.org/10.1111/j.1540-627X.2012.00372.x
https://doi.org/10.1108/14715201111176426
http://www.jstor.org/stable/2635068
https://doi.org/10.1002/(SICI)1097-0266(199805)19:5461::AID-SMJ9533.0.CO;2-L
https://doi.org/10.1002/(SICI)1097-0266(199805)19:5461::AID-SMJ9533.0.CO;2-L
https://www.sciencedirect.com/science/article/pii/S088390260800013X
https://www.sciencedirect.com/science/article/pii/S088390260800013X
https://doi.org/10.1177/0266242618766235
https://doi.org/10.1093/icc/12.3.519
https://doi.org/10.1093/icc/12.3.519
https://doi.org/10.1057/palgrave.kmrp.8500090
https://doi.org/10.1057/palgrave.kmrp.8500090
https://www.sciencedirect.com/science/article/pii/S0957417412002618
https://www.sciencedirect.com/science/article/pii/S0957417412002618
https://doi.org/10.1142/S0219649220500045
https://www.sciencedirect.com/science/article/pii/S0923474816300388
https://link.aps.org/doi/10.1103/RevModPhys.34.601
https://doi.org/10.1108/13673270710762684
https://doi.org/10.1108/14691930210435570
https://www.sciencedirect.com/science/article/pii/S0148296314002197
https://www.sciencedirect.com/science/article/pii/S0148296314002197
https://doi.org/10.1371/journal.pone.0285026

PLOS ONE

Reputation based on internal capabilities

40.

M.

42,

43.

44,
45.

46.

47.

48.

49.
50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

62.

Fletcher M, Harris S. Knowledge acquisition for the internationalization of the smaller firm: Content
and sources. Int Bus Rev [Internet]. 2012 Aug 1; 21(4):631—47. Available from: https://www.
sciencedirect.com/science/article/pii/S0969593111001429.

Silva AM. The relationship with knowledge, skills of entrepreneurs and companies’ internal factors:
Findings from collective enterprises in Colombia. In: Calvo, editor. Social Innovation in Latin America:
Maintaining and Restoring Social and Natural Capital. 1st ed. Routledge; 2021.

Varela R, Moreno J, Soler J, Pereira F, Osorio F, Gomez E, et al. Dynamics of Entrepreneurial Activity
in Colombia. [Internet]. Cali: Editorial Universidad Icesi; 2020. Available from: https://doi.org/10.
18046/EUI/GEM.2020.

O’Cass A, Sok P. The role of intellectual resources, product innovation capability, reputational
resources and marketing capability combinations in firm growth. Int Small Bus J [Internet]. 2014 Dec 1
[cited 2021 Oct 8]; 32(8):996—1018. Available from: https://doi.org/10.1177/0266242613480225.

Baumol WJ. The Microtheory of Innovative Entrepreneurship. Princeton University Press; 2010.

Zabojnik J. Firm Reputation, Innovation and Employee Startups. Econ J [Internet]. 2020 Apr 1 [cited
2021 Aug 10]; 130(627):822-51. Available from: https://doi.org/10.1093/ej/uez065.

Henard D, Dacin P. Reputation for Product Innovation: Its Impact on Consumers*. J Prod Innov
Manag. 2010 May 1; 27:321-35.

Linder C, Seidenstricker S. How does a component from a supplier with high reputation for product
innovation improve the perception of a final offering? A process perspective. Eur Manag J [Internet].
2018 Apr 1; 36(2):288—99. Available from: https://www.sciencedirect.com/science/article/pii/
S0263237317300750.

Hillenbrand C, Money K. Corporate Responsibility and Corporate Reputation: Two Separate Concepts
or Two Sides of the Same Coin? Corp Reput Rev. 2007 Dec 1; 10(4):261-77.

Helm S, Klode C. Challenges in Measuring Corporate Reputation. In 2011. p. 99—110.

Manohar S, Palanisamy G. Corporate reputation, service innovation and cross-buying intention: A test
on reciprocal relationship and mediation effect. Int J Serv Econ Manag. 2018 Jan 1; 9(2):158-76.

Palanisamy G, Manohar S. Service Innovation and Customer Performance of Telecommunication
Service Provider: A Study on Mediation Effect of Corporate Reputation. Corp Reput Rev. 2016 Feb 1;
19:77-101.

Chen YS. The Driver of Green Innovation and Green Image—Green Core Competence. J Bus Ethics
[Internet]. 2008 Sep 1; 81(3):531—43. Available from: https://doi.org/10.1007/s10551-007-9522-1.

Courtright JL, Smudde PM. Leveraging Organizational Innovation for Strategic Reputation Manage-
ment. Corp Reput Rev [Internet]. 2009 Sep 1; 12(3):245-69. Available from: https://doi.org/10.1057/
crr.2009.18.

Harun H, Lubis A, Darsono N, Djalil M, Chan S. Does competitive advantage mediate the effect of
competency, innovation, and reputation on the performance of rural banks? Hum Syst Manag. 2020
Mar 12; 39:1-14.

Manohar S, Mittal A, Marwah S. Service innovation, corporate reputation and word-of-mouth in the
banking sector: A test on multigroup-moderated mediation effect. Benchmarking Int J [Internet]. 2020
Jan 1 [cited 2021 Oct 8]; 27(1):406—29. Available from: https://doi.org/10.1108/BIJ-05-2019-0217.

Sridhar M, Mehta A. The Moderating and Mediating Role of Corporate Reputation in the Link Between
Service Innovation and Cross-Buying Intention. Corp Reput Rev. 2018; 21(2):50-70.

Fombrun C, Ponzi L, Newburry W. Stakeholder Tracking and Analysis: The RepTrak® System for
Measuring Corporate Reputation. Corp Reput Rev. 2015 Feb 1;18.

Kunz W, Schmitt B, Meyer A. How does perceived firm innovativeness affect the consumer? J Bus
Res [Internet]. 2011 Aug 1; 64(8):816—22. Available from: https://www.sciencedirect.com/science/
article/pii/S0148296310002055.

Johannessen J, Olaisen J, Olsen B. Managing and organizing innovation in the knowledge economy.
Eur J Innov Manag [Internet]. 1999 Jan 1 [cited 2021 Oct 8]; 2(3):116—-28. Available from: https://doi.
org/10.1108/14601069910289059.

Gupta S, Malhotra N. Marketing innovation: a resource-based view of international and local firms.
Malhotra N, Dash S, editors. Mark Intell Plan [Internet]. 2013 Jan 1 [cited 2021 Oct 8]; 31(2):111-26.
Available from: https://doi.org/10.1108/02634501311312026.

Foroudi P, Jin Z, Gupta S, Melewar TC, Foroudi MM. Influence of innovation capability and customer
experience on reputation and loyalty. J Bus Res [Internet]. 2016 Nov 1; 69(11):4882-9. Available
from: https://www.sciencedirect.com/science/article/pii/S0148296316302107.

Fuertes-Callén Y, Cuellar B. Inter-relationship between firm growth and profitability in a context of eco-
nomic crisis. J Bus Econ Manag. 2019 Feb 5; 20(1):86-106.

PLOS ONE | https://doi.org/10.1371/journal.pone.0285026  June 21, 2023 20/23


https://www.sciencedirect.com/science/article/pii/S0969593111001429
https://www.sciencedirect.com/science/article/pii/S0969593111001429
https://doi.org/10.18046/EUI/GEM.2020
https://doi.org/10.18046/EUI/GEM.2020
https://doi.org/10.1177/0266242613480225
https://doi.org/10.1093/ej/uez065
https://www.sciencedirect.com/science/article/pii/S0263237317300750
https://www.sciencedirect.com/science/article/pii/S0263237317300750
https://doi.org/10.1007/s10551-007-9522-1
https://doi.org/10.1057/crr.2009.18
https://doi.org/10.1057/crr.2009.18
https://doi.org/10.1108/BIJ-05-2019-0217
https://www.sciencedirect.com/science/article/pii/S0148296310002055
https://www.sciencedirect.com/science/article/pii/S0148296310002055
https://doi.org/10.1108/14601069910289059
https://doi.org/10.1108/14601069910289059
https://doi.org/10.1108/02634501311312026
https://www.sciencedirect.com/science/article/pii/S0148296316302107
https://doi.org/10.1371/journal.pone.0285026

PLOS ONE

Reputation based on internal capabilities

63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

79.

80.

81.

82.

Arend RJ. Reputation for cooperation: contingent benefits in alliance activity. Strateg Manag J [Inter-
net]. 2009 Apr 1 [cited 2021 Oct 7]; 30(4):371-85. Available from: https://doi.org/10.1002/smj.740.

Low KYJ, Robins JA. Finding Knowledge: The Role of Reputation in Knowledge-Transfer to Chinese
Companies. Long Range Plann [Internet]. 2014 Dec 1; 47(6):353—64. Available from: https://www.
sciencedirect.com/science/article/pii/S002463011400079X.

Christopher M, Gaudenzi B. Exploiting Knowledge Across Networks Through Reputation Manage-
ment. Ind Mark Manag. 2009 Feb 1; 38:191-7.

Dyer JH, Singh H. The Relational View: Cooperative Strategy and Sources of Interorganizational Com-
petitive Advantage. Acad Manage Rev [Internet]. 1998 [cited 2021 Oct 8]; 23(4):660—79. Available
from: http://www.jstor.org/stable/259056.

Galan N, Torsein E. Identification of international opportunities: A study of mature firms in mature
industries. J Int Entrep [Internet]. 2021 Mar 1; 19(1):53—103. Available from: https://doi.org/10.1007/
$10843-020-00277-1.

Hall R. The strategic analysis of intangible resources. Strateg Manag J [Internet]. 1992 Feb 1 [cited
2021 Sep 17]; 13(2):135—44. Available from: https://doi.org/10.1002/smj.4250130205.

Wang Q, Jiang Q, Yu H, Fu R, Mo C. Two-Period Reputation Model of Knowledge Sharing between
Enterprises Based on Signal Game Analysis. Huang C, editor. Math Probl Eng [Internet]. 2021 Apr 13;
2021:6620523. Available from: https://doi.org/10.1155/2021/6620523.

Minniti M, Bygrave W. A Dynamic Model of Entrepreneurial Learning. Entrep Theory Pract [Internet].
2001 Apr 1 [cited 2021 Oct 8]; 25(3):5—16. Available from: https://doi.org/10.1177/
104225870102500301.

Brown D, Foroudi P, Hafeez K. Marketing management capability: the construct and its dimensions.
Qual Mark Res Int J [Internet]. 2019 Jan 1 [cited 2021 Oct 7]; 22(5):609-37. Available from: https://doi.
org/10.1108/QMR-10-2017-0131.

Albinsson S. Musicians as entrepreneurs or entrepreneurs as musicians? Creat Innov Manag [Inter-
net]. 2018 Sep 1 [cited 2021 Oct 8]; 27(3):348-57. Available from: https://doi.org/10.1111/caim.12254.

Martin-de Castro G. Knowledge management and innovation in knowledge-based and high-tech
industrial markets: The role of openness and absorptive capacity. Ind Mark Manag [Internet]. 2015
May 1; 47:143-6. Available from: https://www.sciencedirect.com/science/article/pii/
S001985011500067X.

Delgado-Verde M, Castro GM de, Cruz-Gonzalez J, Navas-Lépez JE. Complements or substitutes?
The contingent role of corporate reputation on the interplay between internal R&D and external knowl-
edge sourcing. Eur Manag J. 2020; 39(1):70-83.

Rao H. The Social Construction of Reputation: Certification Contests, Legitimation, and the Survival of
Organizations in the American Automobile Industry: 1895-1912. Strateg Manag J [Internet]. 1994 Dec
1 [cited 2021 Oct 8]; 15(S1):29—44. Available from: https://doi.org/10.1002/smj.4250150904.

De Quevedo E, De la Fuente JM, Delgado JB. Corporate reputation and value creation. Theoretical
framework of a circular relationship. Investigaciones Europeas de Direccion y Economia de la
Empresa. 2005; 11(2):81-97.

Almeida M da GMC, Coelho AFM. The Antecedents of Corporate Reputation and Image and Their
Impacts on Employee Commitment and Performance: The Moderating Role of CSR. Corp Reput Rev
[Internet]. 2019 Feb 1; 22(1):10-25. Available from: https://doi.org/10.1057/s41299-018-0053-8.

Edi E, Basri YZ, Arafah W. CEOQ characteristics, firm reputation and firm performance after merger
and acquisition. Bus Theory Pract [Internet]. 2020; 21(2):850-8. Available from: https://doi.org/10.
3846/btp.2020.12782.

Raithel S, Schwaiger M. The effects of corporate reputation perceptions of the general public on share-
holder value. Strateg Manag J [Internet]. 2015 Jun 1 [cited 2021 Oct 8]; 36(6):945-56. Available from:
https://doi.org/10.1002/smj.2248.

Hoflinger PJ, Nagel C, Sandner P. Reputation for technological innovation: Does it actually cohere
with innovative activity? J Innov Knowl [Internet]. 2018 Jan 1; 3(1):26-39. Available from: https://www.
sciencedirect.com/science/article/pii/S2444569X17300586.

Zabtocka-Kluczka A, Satamacha A. Moderating role of corporate reputation in the influence of external
support on organisational resilience and performance. Eng Manag Prod Serv [Internet]. 2020; 12
(3):87-102. Available from: https://doi.org/10.2478/emj-2020-0021.

da Costa Junior JC, da Silva Nascimento L, de Barros Jerénimo T, de Andrade JA, Primo MAM.
Reflections on Epistemic-Ontological Alignment in Theorizing Process: the Case of RBV. Philos
Manag [Internet]. 2022 Jun 1; 21(2):179-98. Available from: https://doi.org/10.1007/s40926-021-
00181-1.

PLOS ONE | https://doi.org/10.1371/journal.pone.0285026  June 21, 2023 21/23


https://doi.org/10.1002/smj.740
https://www.sciencedirect.com/science/article/pii/S002463011400079X
https://www.sciencedirect.com/science/article/pii/S002463011400079X
http://www.jstor.org/stable/259056
https://doi.org/10.1007/s10843-020-00277-1
https://doi.org/10.1007/s10843-020-00277-1
https://doi.org/10.1002/smj.4250130205
https://doi.org/10.1155/2021/6620523
https://doi.org/10.1177/104225870102500301
https://doi.org/10.1177/104225870102500301
https://doi.org/10.1108/QMR-10-2017-0131
https://doi.org/10.1108/QMR-10-2017-0131
https://doi.org/10.1111/caim.12254
https://www.sciencedirect.com/science/article/pii/S001985011500067X
https://www.sciencedirect.com/science/article/pii/S001985011500067X
https://doi.org/10.1002/smj.4250150904
https://doi.org/10.1057/s41299-018-0053-8
https://doi.org/10.3846/btp.2020.12782
https://doi.org/10.3846/btp.2020.12782
https://doi.org/10.1002/smj.2248
https://www.sciencedirect.com/science/article/pii/S2444569X17300586
https://www.sciencedirect.com/science/article/pii/S2444569X17300586
https://doi.org/10.2478/emj-2020-0021
https://doi.org/10.1007/s40926-021-00181-1
https://doi.org/10.1007/s40926-021-00181-1
https://doi.org/10.1371/journal.pone.0285026

PLOS ONE

Reputation based on internal capabilities

83.

84.

85.

86.

87.

88.

89.

90.

91.

92,
93.

94.

95.

96.

97.

98.

99.

100.
101.

102.

103.

104.

105.

Bentler PM, Weeks DG. Linear structural equations with latent variables. Psychometrika [Internet].
1980 Sep 1; 45(3):289-308. Available from: https://doi.org/10.1007/BF02293905.

Kock F, Berbekova A, Assaf AG. Understanding and managing the threat of common method bias:
Detection, prevention and control. Tour Manag [Internet]. 2021 Oct 1; 86:104330. Available from:
https://www.sciencedirect.com/science/article/pii/S0261517721000492.

Beaton D, Bombardier C, Guillemin F, Ferraz M. Guidelines for the Process of Cross-Cultural Adaption
of Self-Report Measures. Spine. 2001 Jan 1; 25:3186-91.

Buitrago R. RE, Barbosa Camargo MI, Cala Vitery F. Emerging Economies’ Institutional Quality and
International Competitiveness: A PLS-SEM Approach. Mathematics. 2021; 9(9).

Novikova SI, Richman DM, Supekar K, Barnard-Brak L, Hall D. Chapter Three—NDAR: A Model Fed-
eral System for Secondary Analysis in Developmental Disabilities Research. In: Urbano RC, editor.
International Review of Research in Developmental Disabilities [Internet]. Academic Press; 2013. p.
123-53. Available from: https://www.sciencedirect.com/science/article/pii/B9780124077607000037.

Chamber of Commerce of Bogotd. Business dynamics: indicator of companies established [Internet].
Camara de Comercio de Bogotd. 2021. Available from: https://www.ccb.org.co/observatorio/
Dinamica-Empresarial/Dinamica-empresarial/Indicador-empresas-creadas.

Congreso de Colombia. Orange Law No. 1834, for the promotion of the creative economy [Internet].
1834 May 23, 2017. Available from: https://economianaranja.gov.co/media/5ruhnndp/ley-1834-del-
23-de-mayo-de-2017.pdf.

Colombian Ministry of Culture. ABC Orange Economy [Internet]. n.d. Available from: https://www.
mincultura.gov.co/prensa/noticias/Documents/atencion-al-ciudadano/_ABC_ECONOMI%CC%81A_
NARANJA _.pdf.

Aiken L. Content Validity and Reliability of Single ltems or Questionnaire. Educ Psychol Meas. 1980;
40:955-9.

Field A. Discovering Statistics Using IBM SPSS Statistics. 4th ed. Sage; 2013.915p.

Anderson JC, Gerbing DW. Structural Equation Modeling in Practice: A Review and Recommended
Two-Step Approach. Psychol Bull. 1988; 103(3).

Bagozzi RP, Yi Y. On the evaluation of structural equation models. J Acad Mark Sci [Internet]. 1988
Mar 1; 16(1):74—94. Available from: https://doi.org/10.1007/BF02723327.

FanY, Chen J, Shirkey G, John R, Wu SR, Park H, et al. Applications of structural equation modeling
(SEM) in ecological studies: an updated review. Ecol Process [Internet]. 2016 Nov 22; 5(1):19. Avail-
able from: https://doi.org/10.1186/s13717-016-0063-3.

Satorra A, Bentler PM. A scaled difference chi-square test statistic for moment structure analysis. Psy-
chometrika [Internet]. 2001 Dec 1; 66(4):507—14. Available from: https://doi.org/10.1007/
BF02296192.

Revelle W. An introduction to the psych package: Part I: data entry and data description [Internet].
2019. Available from: https://cran.r-project.org/web/packages/psych/vignettes/intro.pdf.

Rosseel Y. lavaan: An R Package for Structural Equation Modeling. J Stat Softw [Internet]. 2012 May
24 [cited 2022 Jun 23]; 48(2):1-36. Available from: https://www.jstatsoft.org/index.php/jss/article/view/
v048i02.

Jorgensen TD, Pornprasertmanit S, Schoemann A m., Rosseel Y. semTools: Useful tools for structural
equation modeling [Internet]. 2018. Available from: https://CRAN.R-project.org/package=semTools.

Hutcheson GD, Sofroniou N. The Multivariate Social Scientist. London: Sage Publicatoins Ltd.; 1999.

Satorra A, Bentler PM. Scaling corrections for statistics in covariance structure analysis. Los Angeles,
CA: University of California; 1988. (UCLA Statistics Series #2).

Hu L, Bentler PM. Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria
versus new alternatives. Struct Equ Model Multidiscip J [Internet]. 1999 Jan 1; 6(1):1-55. Available
from: https://doi.org/10.1080/10705519909540118.

Browne MW, Cudeck R. Alternative Ways of Assessing Model Fit. In: Bollen KA, Long JS, editors.
Testing structural equation models. Newbury Park, CA: Sage; 1993. p. 136-62.

Audretsch DB. Sustaining Innovation and Growth: Public Policy Support for Entrepreneurship. Ind
Innov [Internet]. 2004 Sep 1; 11(3):167-91. Available from: https://doi.org/10.1080/
1366271042000265366.

Agarwal R, Audretsch D, Sarkar MB. The process of creative construction: knowledge spillovers,
entrepreneurship, and economic growth. Strateg Entrep J [Internet]. 2007 Dec 1 [cited 2022 Jun 22]; 1
(3-4):263-86. Available from: https://doi.org/10.1002/sej.36.

PLOS ONE | https://doi.org/10.1371/journal.pone.0285026  June 21, 2023 22/23


https://doi.org/10.1007/BF02293905
https://www.sciencedirect.com/science/article/pii/S0261517721000492
https://www.sciencedirect.com/science/article/pii/B9780124077607000037
https://www.ccb.org.co/observatorio/Dinamica-Empresarial/Dinamica-empresarial/Indicador-empresas-creadas
https://www.ccb.org.co/observatorio/Dinamica-Empresarial/Dinamica-empresarial/Indicador-empresas-creadas
https://economianaranja.gov.co/media/5ruhnndp/ley-1834-del-23-de-mayo-de-2017.pdf
https://economianaranja.gov.co/media/5ruhnndp/ley-1834-del-23-de-mayo-de-2017.pdf
https://www.mincultura.gov.co/prensa/noticias/Documents/atencion-al-ciudadano/_ABC_ECONOMI%CC%81A_NARANJA_.pdf
https://www.mincultura.gov.co/prensa/noticias/Documents/atencion-al-ciudadano/_ABC_ECONOMI%CC%81A_NARANJA_.pdf
https://www.mincultura.gov.co/prensa/noticias/Documents/atencion-al-ciudadano/_ABC_ECONOMI%CC%81A_NARANJA_.pdf
https://doi.org/10.1007/BF02723327
https://doi.org/10.1186/s13717-016-0063-3
https://doi.org/10.1007/BF02296192
https://doi.org/10.1007/BF02296192
https://cran.r-project.org/web/packages/psych/vignettes/intro.pdf
https://www.jstatsoft.org/index.php/jss/article/view/v048i02
https://www.jstatsoft.org/index.php/jss/article/view/v048i02
https://CRAN.R-project.org/package=semTools
https://doi.org/10.1080/10705519909540118
https://doi.org/10.1080/1366271042000265366
https://doi.org/10.1080/1366271042000265366
https://doi.org/10.1002/sej.36
https://doi.org/10.1371/journal.pone.0285026

PLOS ONE

Reputation based on internal capabilities

106.

107.

108.

109.
110.

111.

112.

113.

114.

115.

116.

117.

118.

119.

120.

121.

122,

123.

124.

125.

Anokhin S, Morgan T, Schulze W, Wuebker R. Is a reputation for misconduct harmful? Evidence from
corporate venture capital. J Bus Res [Internet]. 2022 Jan 1; 138:65—-76. Available from: https://www.
sciencedirect.com/science/article/pii/S0148296321006536.

Lammers JC. How Institutions Communicate: Institutional Messages, Institutional Logics, and Organi-
zational Communication. Manag Commun Q [Internet]. 2011 Feb 1 [cited 2022 Jun 22]; 25(1):154-82.
Available from: https://doi.org/10.1177/0893318910389280.

Kim SB, Kim DY. Antecedents of Corporate Reputation in the Hotel Industry: The Moderating Role of
Transparency. Sustainability. 2017; 9(6).

Helm S. One reputation or many? of corporate reputation. Corp Commun Int J. 2007; 12(3):238-54.

Ma Q “Amy”, Osiyevskyy O. Maximizing the strategic value of corporate reputation: a business model
perspective. Strategy Leadersh [Internet]. 2017 Jan 1 [cited 2022 Jun 23]; 45(4):24—32. Available
from: https://doi.org/10.1108/SL-05-2017-0043.

Deligianni |, Sapouna P, Voudouris |, Lioukas S. An effectual approach to innovation for new ventures:
The role of entrepreneur’s prior start-up experience. J Small Bus Manag [Internet]. 2022 Jan 2; 60
(1):146-77. Available from: https://doi.org/10.1080/00472778.2019.1698432.

Rode V, Vallaster C. Corporate Branding for Start-ups: The Crucial Role of Entrepreneurs. Corp Reput
Rev. 2005 Jul 1; 8(2):121-35.

Esenyel V, Emeagwali O. The relationship between perceived corporate reputation and employee’s
positive word of mouth behavior: The mediation effect of trust to managers. Manag Sci Lett. 2019 Jan
1;9(5):673-86.

O’Connor P, Assaker G. Examining the antecedents and effects of hotel corporate reputation on cus-
tomers’ loyalty and citizenship behavior: an integrated framework. J Hosp Mark Manag [Internet].
2022 Jul 4; 31(5):640-61. Available from: https://doi.org/10.1080/19368623.2022.2034560.

Sharma R, Joshi R. The effect of bank reputation on loyalty—the moderating role of bank type. South
Asian J Bus Stud [Internet]. 2022 Jan 1 [cited 2022 Jun 23];ahead-of-print(ahead-of-print). Available
from: https://doi.org/10.1108/SAJBS-09-2020-0331.

Loureiro SMC, Sarmento EM, Le Bellego G. The effect of corporate brand reputation on brand attach-
ment and brand loyalty: Automobile sector. Tiu Wright L, editor. Cogent Bus Manag [Internet]. 2017
Jan 1; 4(1):1360031. Available from: https://doi.org/10.1080/23311975.2017.1360031.

Maduro S, Fernandes PO, Alves A. Management design as a strategic lever to add value to corporate
reputation competitiveness in higher education institutions. Compet Rev Int Bus J [Internet]. 2018 Jan
1 [cited 2021 Sep 17]; 28(1):75-97. Available from: https://doi.org/10.1108/CR-04-2017-0029.

Yang J, Wang FK. Impact of social network heterogeneity and knowledge heterogeneity on the innova-
tion performance of new ventures. Inf Discov Deliv [Internet]. 2017 Jan 1 [cited 2021 Oct 8]; 45(1):36—
44. Available from: https://doi.org/10.1108/IDD-11-2016-0038.

Rindova V, Williamson I, Petkova A. Reputation as an Intangible Asset: Reflections on Theory and
Methods in Two Empirical Studies of Business School Reputations. J Manag. 2010 Mar 29; 36:610-9.

Veh A, Gobel M, Vogel R. Corporate reputation in management research: a review of the literature
and assessment of the concept. Bus Res [Internet]. 2019 Dec 1; 12(2):315-53. Available from: https://
doi.org/10.1007/s40685-018-0080-4.

Zerwas C, von Korflesch HFO. A conceptual model of entrepreneurial reputation from a venture capi-
talist’s perspective. Int J Entrep Innov [Internet]. 2016 Aug 1 [cited 2022 Nov 7]; 17(3):143-54. Avail-
able from: https://doi.org/10.1177/1465750316655900.

Departamento Nacional de Planeacion. Politica Nacional de Economia Naranja: Estrategias para
Impulsar la Economia de la Cultura y la Creatividad [Internet]. 4090 Jun 6, 2022 p. 57. Available from:
https://economianaranja.gov.co/media/rkgpzg1i/conpes_4090-pol%C3%ADtica-de-econom%C3%
ADa-naranja.pdf.

Ministerio de Cultura. ABC Economia Naranja [Internet]. ;,Qué es la Economia Naranja? n. d. Avail-
able from: https://economianaranja.gov.co/abc-economia-naranja/#:~:text=%C2%BFCu%C3%A11%
20es%20el%200bjetivo%20de,la%20transmisi%C3%B3n%20de%20conocimientos%
20tradicionales.

Verdié AT, Veréié D, Znidar K. Exploring academic reputation—is it a multidimensional construct? Corp
Commun [Internet]. 2016; 21(2):160—-76. Available from: https://doi.org/10.1108/CCIJ-01-2015-0003.

Brown M, Whysall P. Performance, reputation, and social responsibility in the UK’s financial services:
a post-‘credit crunch’ interpretation. Serv Ind J [Internet]. 2010 Oct 1; 30(12):1991-2006. Available
from: https://doi.org/10.1080/02642060903220931.

PLOS ONE | https://doi.org/10.1371/journal.pone.0285026  June 21, 2023 23/23


https://www.sciencedirect.com/science/article/pii/S0148296321006536
https://www.sciencedirect.com/science/article/pii/S0148296321006536
https://doi.org/10.1177/0893318910389280
https://doi.org/10.1108/SL-05-2017-0043
https://doi.org/10.1080/00472778.2019.1698432
https://doi.org/10.1080/19368623.2022.2034560
https://doi.org/10.1108/SAJBS-09-2020-0331
https://doi.org/10.1080/23311975.2017.1360031
https://doi.org/10.1108/CR-04-2017-0029
https://doi.org/10.1108/IDD-11-2016-0038
https://doi.org/10.1007/s40685-018-0080-4
https://doi.org/10.1007/s40685-018-0080-4
https://doi.org/10.1177/1465750316655900
https://economianaranja.gov.co/media/rkgpzg1i/conpes_4090-pol%C3%ADtica-de-econom%C3%ADa-naranja.pdf
https://economianaranja.gov.co/media/rkgpzg1i/conpes_4090-pol%C3%ADtica-de-econom%C3%ADa-naranja.pdf
https://economianaranja.gov.co/abc-economia-naranja/#:~:text=%C2%BFCu%C3%A1l%20es%20el%20objetivo%20de,la%20transmisi%C3%B3n%20de%20conocimientos%20tradicionales
https://economianaranja.gov.co/abc-economia-naranja/#:~:text=%C2%BFCu%C3%A1l%20es%20el%20objetivo%20de,la%20transmisi%C3%B3n%20de%20conocimientos%20tradicionales
https://economianaranja.gov.co/abc-economia-naranja/#:~:text=%C2%BFCu%C3%A1l%20es%20el%20objetivo%20de,la%20transmisi%C3%B3n%20de%20conocimientos%20tradicionales
https://doi.org/10.1108/CCIJ-01-2015-0003
https://doi.org/10.1080/02642060903220931
https://doi.org/10.1371/journal.pone.0285026

