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Abstract: 

      The current research aims, through the variables it includes, to test the effectual 

relationship of organizational ideology on organizational reputation, Provide clarifications about 

the research variables and identify them more accurately and in detail, within the intellectual, 

philosophical and applied framework, and build a realistic, simplified and acceptable model, 

linking the variables and dimensions of the research, consistent with and simulating the reality of 

the work environment of the researched organization, the research problem represented the 

challenges that organizations face, These challenges created a problem regarding the ideology of 

organizations in terms of commitment, organizational loyalty, and conformity of values, This 

problem was reflected in the level of the organization's reputation, The researchers took the 

Ministry of Education as an organization to apply the study to, and the adoption of an intentional 

sample represented by department managers. Their number reached (112) managers, and the 

number of valid questionnaires for testing was (109), and the adoption of the questionnaire tool 

for measurement, and the adopted the statistical methods, which were represented by examining 

and testing the study measurement tool, descriptive analysis and data iterations, and test the 

effect between research variables, The most important results have been shown the existence of 

a positive and direct correlation and influence relationship between the research variables in its 

study of the reality of the environment of the researched organization, it explains that there is a 

relationship between organizational ideology in achieving a good organizational reputation for 

the researched organization. 
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1. Introduction: 
        International local and Iraqi Organizations have witnessed several Economic, Social, 

Health and Technological challenges...etc., In addition to the challenges of changing and 

fluctuating the Economy, Economic crises, and the rise in prices after the peak of the Covid 19. 

All these challenges and so on, Iraqi Organizations were not isolated from being affected by it, 

Especially Educational Organizations, which are required to adapt to the challenges mentioned 

above, to provide an Education service compatible with the global level, during that period of 

time, the need to preserve the Organization's Ideology emerged, in terms of regulatory 

compliance with laws and regulations, and Organizational loyalty by leaders and employees 

towards their Organization in which they work, The conformity of Organizational values with 

Society, and their congruence with employees, Than the situation requires striving to preserve 

and improve the Reputation of the Organization in light of the multiplicity of challenges, as the 

Organizational Reputation is one of the pillars of intangible assets, Organizational excellence 

and high performance, through the above proposal, the research idea was crystallized, and the 

researcher's interest increased in adopting a theoretical study that explores scientific and literary 

concepts, this paper included the concept of Organizational Ideology as an independent variable, 

and the concept of Organizational Reputation as the dependent variable, As the researchers see 

that the two variables (Organizational Ideology and Organizational Reputation) are of 

importance from an administrative, Organizational and psychological point of view, serving the 

Iraqi Organizational Environment (Employees, Managers, Organization, Society), especially in 

the educational field, achieving the desired Organizational Reputation, Supporting the 

Community, the Environment and the research sample, and making them able to confront The 

conditions and challenges faced by that service side of the Iraqi Organizations, and The 

importance of the study lies in the possibility of enhancing the role of Organizational Ideology 

and improving and developing Organizational Reputation within the researched Organization by 

applying the research model in its final form, examining the results, and presenting 

recommendations. 

1.1 Literature review: 

Many previous studies discussed Organizational Ideology, most of which included: 

King (1994) developed multiple models of Organizational Ideology, loyalty, values, and 

commitment. The study aimed to measure a multi-stage model of Organizational Ideology in a 

large thermoplastic manufacturing company, and the results showed that the members of the 

strong ideological organization received the motivation to work, not from admiration for similar 

Organizations. However, it simulates of their discoveries in meeting certain inner needs, and 

very clear and real effects of ideological attraction and commitment are more common than is 

generally accepted at the Organizational level. 

Meinhard & et al. (2009) explained the relative roles of Ideology and the formation of 

gender in determining the Organizational structure and behavior, and adopted a descriptive, 

analytical approach. The sample population consisted of (8) private sector Organizations, and 

the sample consisted of (65) employees and the adoption of a questionnaire to collect data. The 

results of the study found a contradiction with the behavioral aspects of the organization in terms 

of its structure and decision-making and made recommendations to expand the sample and make 

the Organizations fill in the behavioral aspects to determine whether the Ideology has an impact 

on behavior. 

Al-Obaidi (2017) explained the concept of Organizational Ideology. His study was to 

know the relationship and influence of Organizational Ideology, and the study population was 

determined by the employees of the Directorate of Education in the Musayyib district. The 

sample number reached 150 employees, and the questionnaire was adopted as a tool for data 

collection. Furthermore, the statistical tools used the arithmetic mean, standard deviation, and 

Cronbach's alpha test, neutralizing the description of the normal distribution, determining the 

correlation, the standard regression, and other Organizations. 
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Banai (2018) explained the attractiveness of Organizational Ideology by building an 

intellectual framework with leadership empowerment behavior and leadership compensation, 

with a descriptive and analytical approach, adopting (7) private colleges, taking a sample of 

(212) teachers, adopting informal interviews, and the questionnaire tool to collect sample data. 

The study found results that there is a direct and indirect effect to test the regression coefficients 

of the interactive role (leadership compensation) in promoting and supporting the effectual 

relationship of leadership empowerment behavior in the attractiveness of Organizational 

Ideology. 

Many studies discussed Organizational Reputation, most of which included: 

Muthoni and Kinyua (2020) explained company Reputation and company performance 

for car collectors in the city district of Nairobi, Kenya. The study included a descriptive 

approach, the sample population was adopted from the management personnel of the car 

collectors of eight companies located in the Nairobi City district, the number of the sample was 

(328) administrative employees, Adopting a questionnaire to collect data, the statistical methods 

were used, which were frequencies, percentages, average, standard deviation, coefficient of 

variation, and simple linear regression analysis, the results showed that the company's 

Reputation has an important statistical effect on performance, the recommendations came that 

practices that promote justice, equality, diversity, and dignity in the workplace should be 

promoted at all levels of companies to project a good image. 

Saputra (2020) developed a model of Organizational Reputation through its association 

with several variables, indicated the extent of its impact on business performance, and adopted a 

descriptive approach. The study applied in private sector companies, the number of respondents 

was (132), and the adoption of the questionnaire in data collection. The use of statistical methods 

represented by descriptive and multiple linear regression. Moreover, the results showed that the 

company's Reputation had a significant and positive impact on business performance, the study 

made recommendations to conduct future studies dealing with linking new variables with 

Organizational Reputation. 

Bustos (2021) explained Organizational Reputation in Public Administration. The study 

aimed to contribute to combining empirical and theoretical academic research, a systematic 

review of the literature was adopted (preferred reporting items for systematic reviews and meta-

analyses). The number of studies for review was (119) studies, Statistical methods were adopted, 

represented by testing classification, frequencies, and distribution. The results showed that 

Reputation management in public administration adds value to Organizations by improving 

relations with their audience, Reputation can improve other vital assets to the legitimacy of 

Organizations, such as brand, trust, image, identity or prestige. Also, the study made 

recommendations for further studies across countries, looking at a variety of cultural and 

Organizational contexts. 

Percy (2021) explained the development of workers’ skills through the Egyptian 

Banking Institute and its impact on the Organizational Reputation of the bank, The adoption of 

the descriptive analytical approach, and the adoption of a study community represented by a 

group of public and foreign banks, the number reached (19) banks, and a research sample 

numbered (129) bank employees, Adopting the questionnaire as a tool for data collection, the 

results showed the effect of developing the skills of employees on the Organizational Reputation 

of banks, and the presence of confidence by bank employees towards developing the skills of 

employees, the study made a recommendation to educate workers about the importance of 

increasing their skills, Organizational Reputation is linked to these skills. 

The previous studies presented above are a corner of the pillars of attribution of the 

current study to start from where the previous studies left off, and for what it provided of support 

and promotion of the methodological and theoretical aspects and applied and statistical 

operations. 
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The problem of the research was an emanation of multi-directional aspects, in which the 

researchers noted the importance of Organizational Ideology and its impact on internal and 

external factors, Orientation requires identifying the strengths and weaknesses factors of 

commitment, Organizational loyalty, and Match Values and its influence on the Organization's 

Reputation. 

The objective of the current research is to determine the availability of the study 

variables and their sub-dimensions among the employees of the researched organization. It 

neutralizes the strength of the effect between these variables and their dimensions. It also aims to 

direct the attention of senior management and decision-makers in the researched organization to 

the nature of the interaction and impact of the study variables. 

 

2. Materials and Methods: 

2.1 Measures: Organizational Ideology: The Organizational Ideology questionnaire was built 

based on the (King & Ehrhard, 1996) scale, which consists of three dimensions, included the 

first and second dimensions (4) items, and the third dimension (5) items. 

Organizational Reputation: The Organizational Reputation questionnaire was built based on a 

scale (Fombrun et al., 1999) which consists of four dimensions. The first dimension included (4) 

paragraphs, while the second, third, and fourth dimensions (3) paragraphs. 

 

2.2 Hypothesis chart: 

The hypothetical scheme represents the study map resulting from the idea of the 

researchers, and shows the correlation and logical effect of the main variables and their sub-

dimensions, to achieve integration with the research problem, its importance, and objectives. 

The hypothetical scheme was designed based on the Organizational and intellectual literature for 

the variables and dimensions of the research. Figure (1) shows the hypothesis diagram.  

 
Figure 1: shows the hypothesis diagram 

2.3 Research hypothesis: 

The main hypothesis included the following:  

 There is a Correlation of Organizational Ideology and its dimensions on Organizational 

Reputation. 

 There is an influence of Organizational Ideology and its dimensions on Organizational 

Reputation. 
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2.4 Research variables: 

2.4.1 Organizational Ideology: Ideology is a pattern for every individual, society or 

organization. It is a framework that contains ideas, values, beliefs, symbols, and an identity that 

expresses the self, a group, or a specific organization. The Ideology is formed as a result of 

several factors, including society, rituals, religious teachings, education, social culture.....etc. 

The vision and mission of the Organizations are determined by their Ideology, which is 

compatible with the internal and external environment. Accordingly, the attention of 

management, organization and Organizational behavior scholars was directed to study the 

importance and impact of Organizational Ideology on the success and achievement of the 

organization's goals, its importance is reflected through its dimensions, which are commitment, 

Organizational loyalty, and Match Values, it has a significant influence on the affiliation and 

commitment of employees to the instructions and regulatory laws and to work according to the 

strategies and decisions entrusted to the organization, the study of Ideology in the Organizational 

field is primarily done at the level of the organization, it was employed in dealing with the 

organization of individuals in terms of ideologies and philosophies (Bannai, 2018). 

Organizational Ideology is the science of ideas. It expresses the opposite side and the other side 

of the tangible world, or the contradictory to it (Al-Obaidi, 2017). It is a set of core ideas and 

operational outcomes linked together within a system of dominant beliefs; it often results in 

contradictions (Hannele et al., 2019). It also expresses the prevailing beliefs among the members 

of the organization about how the social world works, including beliefs about desired outcomes 

and how they should be achieved (Gupta & Briscoe, 2020). The Organizational Ideology 

includes three dimensions, as follows:  

 Organizational commitment: Organizational ideologies link the past and the future, add dignity 

to daily activities, and sparks member commitment by transforming formal Organizations into 

likable ones (Maclean, et al., 2014). Organizational commitment is explained by the positive 

association of work engagement, satisfaction, productivity, Organizational citizenship, and well-

being (Ly, 2023). Organizational commitment positively impacts retaining high-value 

employees, and retying the organization's most valuable knowledge assets (Noesgaard & 

Jørgensen, 2023). 

 Organizational loyalty: Organizational loyalty is a concept with multiple dimensions that 

reflects the interdependence and harmony between employees and the Organization. It reflects 

the willingness of employees to make an extra effort to achieve the organization’s goals and 

increase its effectiveness (Khalifat & Mona, 2009). It is the situation that describes and defines 

the employee's feeling towards the organization, he works for or belongs to, and expresses his 

willingness to make efforts and energy to achieve the goals of the organization (Al-Hamdani, 

2009). 

 Match values: Values are the rules and perceptions that enable individuals to distinguish 

between right and wrong. This contributes to identifying and choosing the appropriate means 

and methods to achieve the goals (Bodhan & Samer, 2015). It is the interrelationship and 

congruence between the values of the employee, the manager, the organization, and society 

(Lahmidi, 2015). Values are all that exist in the work environment. It directs the behavior of the 

employees according to the various and different Organizational circumstances (Muhammad & 

Essad, 2017). 

2.4.2 Organizational Reputation: An Organizations’ Reputation is a valuable asset in today’s 

competitive and rich information world. Companies strive to build their Reputation and spend 

considerable efforts to maintain it (Al-Yazidi et al., 2022). Intangible concepts are attitudes 

associated with culture and vary around the world. However, traditional thinking in the public 

sector is still a bit apprehensive about measuring intangible concepts; despite this caution, 

intangible concepts are more important in public sector Organizations than in profit-producing 

Organizations and companies, Public sector Organizations have multiple objectives of a non-

financial nature, hence it has to make extensive use of intangible resources (Aho, 2007). 
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 The Reputation is the basis of everything in providing products, services, people, 

libraries, or anything else (Al-Salihi, 2020). The Organization is keen to build and maintain its 

Organizational Reputation due to its importance in achieving sustainability (Al-Fatlawi, 2017) 

(Waldner et al., 2020). Organizational Reputation is defined as a set of beliefs about an 

organization's capabilities, intentions, history, and mission that are embedded in a network of 

multiple audiences (Kuenzler, 2021). As Reputation is formed over a long period, it depends on 

the behavior of the members of the organization and the quality of the services provided 

(Krzakiewicz & Cyfert, 2015). The organization's Reputation has figured prominently in 

management research. Researchers consider an organization's Reputation to be its overall appeal 

(Veh et al., 2019). Other researchers point out that Reputation has its origin in economics and is 

determined by consistent performance in the past, Particularly in situations where information 

about products, services or performance is incomplete and asymmetric (Krijkamp  et al., 2021). 

Dimensions of Organizational Reputation include the following:  

 Social responsibility: The Organizational Reputation management research depicts the 

Reputation of the organization as a variable that includes the dimension of social responsibility. 

Which refers to the ethical and socially responsible activities of the organization (Lee et al., 

2018). It is a philosophical set of practices for management officials, which has a positive impact 

on the quality of Organizations' services (Saud et al., 2020). It is expressed as improving 

stakeholder welfare, by exercising of optional discretionary work (Said & Abbas, 2016). The 

organization's Reputation can be seen as a general perception of the organization's attractiveness 

and the relative status that results from its excellence (Truong et al., 2020).  

 Quality of service: properly addressing the needs of the beneficiaries (stakeholders), which 

achieves satisfaction for the organization (Saputra, 2020). Quality is one of the methods and 

means to improve service quality and raise the required level (Al-Ta’i & Rauf, 2017). Quality of 

service is the organization's ability to provide high and distinguished service, and align with 

stakeholder expectations and desires (Hafez and Saeed, 2019). The quality of service greatly 

affects customer satisfaction (Inoue and Hashimoto,2023).   

 Vision and leadership: A vision is the conceptual representation of an organization, it is a 

cognitive construct and a mental representation or model, Describes the Organizational journey 

and its destination with hope and faith. It acts as a guiding force for the organization (Anwar & 

Hasnu, 2013). Leadership must have a reputable behaviour. Because it provides stakeholders 

with organization-wide assurance, the organization has a great interest in continuous 

improvement and enhancement of the range of services (Balan & Şchiopoiu, 2017).  

 Workplace environment: It is the development and training of employees and the promotion of 

good relations between employees in the workplace, consolidation of Organizational culture, 

attention to organizational health, and determine the appropriate professional structure (Inglis et 

al., 2006). They are related to perceptions of a well-run organization, an attractive workplace, 

and the organization having talented employees (Abu Alfutuh, 2022) (Fombrun & Gardberg, 

2000). Fair compensation and reward, healthy working conditions, opportunities for growth and 

development, job security, and work-life balance, it is one of the means to provide a safe and 

good work environment for employees (Abebe & Assemie, 2023).  

2.5 Analysis of the research sample: 

    In his current study, the researcher relied on an intentional sample, Represented by the 

directors of the departments of the directorates of the Divan of the Iraqi Ministry of Education. 

The total number of the sample was (112) department managers. Measurement forms 

(questionnaires) were distributed directly to the concerned department managers. The number of 

respondents who answered the scale questionnaire was (109). Table (1) shows the social 

characteristics of the respondents sample. The social characteristics of the respondents included 

the following: 
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Table 1: The social characteristics of the sample 

Variables Frequency Percentage 

Sex 

Male 67 61.5 % 

Female 42 38.5 % 

Total 109 100 % 

Variables Frequency Percentage 

Academic 

qualification 

Technical Diploma  6 5.5 % 

Bachelor's 70 64.2 % 

Higher Diploma 4 3.7 % 

Master's 18 16.5 % 

PhD 11 10.1 % 

Total 109 100 % 

Variables Frequency Percentage 

Age 

Less than 30 years  - - % 

31-40 years 21 19.2 % 

41-50 years 39 35.8 % 

More than 50 years 

old 
49 45 % 

Total 109 100 % 

Variables Frequency Percentage 

Years of Service  

Less than five years - - % 

5-10 years 5 4.6 % 

11-15 years 22 20.2 % 

16-20 years 20 18.3 % 

21-25 years 18 16.5 % 

More than 25 years 44 40.4 % 

Total 109 100 % 

 

2.6 Measure the validity and reliability of the scale tool: 

2.6.1 Cronbach's Alpha: 

    It is one of the most famous measures of internal stability and depends on calculating the 

internal differences (variances) between the answers to the questions in the scale (Gabriel, 

2020). The reliability scale of the current study was tested according to Cronbach's Alpha scale. 

The reference values of the statistical indices have been shown in Table (2). 

Table 2: Cronbach's Alpha scale 

variables and dimensions Alpha-Cronbach 

coefficient 

the decision 

  Organizational Ideology 0.944 Good 

Organizational loyalty 0.947 Good 

Organizational commitment 0.947 good 

Match values 0.946 good 

  Organizational Reputation 0.944 good 

Quality of service 0.947 good 

Vision and leadership 0.947 good 

workplace environment 0.946 good 

Social Responsibility 0.949 good 

The results included in Table (2) indicate that all the study variables and their 

dimensions have achieved a high degree of stability, and these values were determined between 

two degrees (0.944 - 0.950). 

 



 

 

 

 

 
Journal of Economics and Administrative Sciences 

2024; 30(141), pp. 12-63 
P-ISSN 2518-5764 

E-ISSN 2227-703X 
   

  

15  

 

   

 

 

 

2.6.2 Split-Half scale: 

    It is an estimate of the stability between the two halves of the scale by calculating the 

correlation value between them (Dodin, 2013). The internal consistency of the scale is an 

indicator of the homogeneity of the components of the scale. The paragraphs (questions) asked 

in the scale should be linked to each other, and the formation of an image represented by a group 

that measures a specific variable or concept, Which can be investigated in understanding the 

overall interpretation of the scale (questionnaire), Knowing what each question refers to 

(Sekaran, 2009). The (Split-Half) test finds the degrees of the correlation coefficient for the odd 

and even questions in the questionnaire. Table (3) shows the split-half test of the study scale. 

Table 3: Split-Half Test 

Cronbach's Alpha 

Part 1 
Value .938 

N of Items 21a 

Part 2 
Value .942 

N of Items 20b 

Total N of Items 41 

Correlation Between Forms .727 

Spearman-Brown Coefficient 
Equal Length .842 

Unequal Length .842 

Guttman Split-Half Coefficient .840 
 

Statistical evidence indicated when testing the split-half scale of the current study. That 

the correlation coefficient for odd and even questions was (0.842), It is a high degree of 

preference and has high stability because it exceeds the standard score of (0.70). Accordingly, 

the scale of the current study is adopted at different times and the dependence of the same 

sample members. It gives results as identical as possible. 

2.7 Descriptive analysis and data replications: 

Table (4) shows the results of descriptive statistics for the questionnaire items, including 

frequencies, arithmetic mean, and standard deviation. 

Table 4: Analysis and frequencies of the sample response 

No Variables Mean standard 

deviation 

Firstly Organizational Ideology 3.85 0.54 

  Organizational loyalty 3.78 0.64 

1 There is a willingness by the employees to sacrifice 

their personal interests for the sake of the ministry. 

3.51 0.91 

2 One of the most important commitments of employees 

is a strong loyalty to the ministry. 

3.76 0.86 

3 The majority of employees, regardless of affiliation, 

are willing to support our ministry's policies. 

3.92 0.70 

4 Staff do not openly criticize ministry policies. 3.94 0.78 

  Organizational commitment 3.93 0.56 

1 The staff goes above and beyond what is expected to 

help this ministry succeed. 

4.06 0.68 

2 Employees talk about the ministry, as a great 

organization to work for. 

3.86 0.70 

3 Employees accept almost any type of job assignment 

to continue working for this ministry. 

3.95 0.66 

4 The Ministry inspires employees to provide the best 

job performance. 

3.83 0.76 
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  Match values 3.84 0.62 

1 The employees' values are consistent with the 

Ministry's values. 

3.93 0.73 

2 The Ministry provides a safe and comfortable work 

environment for employees. 

3.75 0.83 

3 The Ministry deals honestly with employees and the 

community. 

3.90 0.73 

4 The Ministry respects and protects the rights and 

dignity of all employees. 

3.98 0.68 

5 The Ministry achieves justice for employees. 3.67 0.82 

secondly Organizational Reputation 3.93 0.54 

  Service quality 3.69 0.62 

1 The Ministry stands behind its services. 3.88 0.66 

2 The Ministry develops innovative services. 3.62 0.73 

3 The Ministry provides high quality services 3.51 0.83 

4 The Ministry provides services of good value. 3.74 0.71 

  Vision and leadership 3.77 0.69 

1 The Ministry has excellent leadership. 3.78 0.78 

2 The Ministry has a clear vision for the future. 3.69 0.82 

3 The Ministry learns about the available opportunities 

and takes advantage of them. 

3.77 0.78 

  workplace environment   

1 The Ministry is well managed. 3.86 0.84 

2 The Ministry is a good environment to work in. 3.84 0.79 

3 The Ministry has good employees. 4.05 0.67 

  Social responsibility 3.96 0.54 

1 The Ministry supports good work ethics. 4.10 0.60 

2 The Ministry is environmentally responsible. 3.90 0.65 

3 The Ministry maintains a high standard for the 

engaging with the community. 

3.88 0.67 

 

The results show that all items of the dimensions of both variables (Organizational 

Ideology, Organizational Reputation) achieved a good level of responses, Which indicates the 

existence of loyalty by managers and employees towards their organization, in addition to the 

commitment of employees to instructions, laws and regulatory directives, and the presence of 

Match Values of managers and employees with the values of the organization, The results also 

showed that there is a good Organizational Reputation among the researched organization, and it 

provides good quality service to stakeholders, in addition to possessing a fairly good vision and 

leadership, and it provides a good working environment for employees. Also, the researched 

organization has an interest in responsibility towards employees and stakeholders at a good 

level. 

2.8 Test the effect between research variables: 

      The correlation test between variables indicates the strength of the relationship and 

correlation between variables. However, it requires revealing the causal relationship between the 

variables. What is meant by the causal relationship here is the strength of the effect of one 

variable on another variable or several variables. Therefore, the effect and regression analysis 

test is used to predict the strength and degree of effect between variables (Gabriel, 2020). 

Therefore, the researcher tests and analyses of the correlation and influence of the research 

variables in the tables of indicators and statistical results to the degree of influence between the 

variables. Linear regression analysis is an analysis that investigates the degree of influence of 
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variable (X) on variable (Y), The simple linear analysis looks at the relationship between two 

variables, the dependent variable (Y) and the independent variable (X). The form of the 

relationship equation is:(Al-Baldawi, 2014). 

Ŷ = α + βX 

Figure (2) shows the strength of the Correlation between the independent variable 

Organizational Ideology and its dimensions with Organizational Reputation. 

 
Figure 2: The strength of the Correlation between Organizational Ideology and its dimensions 

with Organizational Reputation 

 

The results show in Figure (2) that the correlation value of Organizational Ideology in 

Organizational Reputation was (0.783), and that the strength of the correlation of dimensions of 

Organizational Ideology (Organizational Commitment, Organizational Loyalty, Match Values) 

in Organizational Reputation was respectively ((0.624), (0.676), (0.792)), and these results 

indicate. There is a good correlation between Organizational Ideology and its dimensions in 

Organizational Reputation. Therefore we accept the hypothesis of the first study and its content 

(There is a Correlation of Organizational Ideology and its dimensions on Organizational 

Reputation). 

Table (5) illustrates the results of the influence of the Independent variable (Organizational 

Ideology) and its dimensions on the dependent variable (Organizational Reputation). 

 

Table 5: Statistical indicators to analyse the influence of Organizational Ideology and its 

dimensions with the Organizational Reputation variable. 

Ŷ= α + β (X)  

Ŷ Α β X R² 
Adj 

(R²) 
F t Sig 

the 

decision 

O
rg

a
n

iz
a
ti

o
n

a
l 

R
ep

u
ta

ti
o

n
 0.798 0.787 

Organizational 

Ideology 
0.612 0.609 169.11 13.00 0.00 Sig. 

1.823 0.530 
Organizational 

Loyalty 
0.389 0.383 68.05 8.250 0.00 Sig. 

1.251 0.656 
Organizational 

Commitment 
0.457 0.452 90.07 9.491 0.00 Sig. 

1.165 0.693 Match Values 0.628 0.624 180.31 13.42 0.00 Sig. 

Sample size = 109 

(F) tabular = 3.94 

(t) tabular = 1.984 
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3. Discussion of Results: 

     The statistical results indicate that the result of (F) calculated for the influence of 

Organizational Ideology and its dimensions on Organizational Reputation, were respectively 

(169.11, 68.05, 90.07, 180.31)  greater than the tabular value of (F), which is (3.94), and at a 

standard significance level (0.05) with a confidence level (95%). Based on these results, and 

accordingly accept the alternative hypothesis. (There is  influence of Organizational Ideology 

and its dimensions on Organizational Reputation). 

The statistical results also indicate that the result of the marginal tendency coefficient (t) 

calculated for the impact of Organizational Ideology and its dimensions on Organizational 

Reputation, were respectively (13.0, 8.25, 9.491, 13.42) greater than the tabular value of (t), 

which is (1.984) and at a standard significance level (0.05) with a confidence level (95%). It is 

an indication that the marginal slope coefficient is significant. Based on these results. And 

accordingly accept the alternative hypothesis. (There is influence of Organizational Ideology and 

its dimensions on Organizational Reputation). 

As indicated by the statistical results of the corrected coefficient of determination ((R²) 

Adj). Which amounted to the impact of the Organizational Ideology variable and its dimensions 

on the Organizational Reputation, as follows: The degree of the corrected determination 

coefficient (R²) Adj for the Organizational Ideology variable was (0.609). It explains 

approximately (61%) of the changes that occur in the Organizational Reputation variable. The 

rest of the percentage (39%) is due to other variables and dimensions that were not included in 

the current research model. The degree of the corrected determination coefficient ((R²) Adj) for 

the Organizational loyalty dimension was (0.383). Which explains about (38%) of the changes 

that occur in the Organizational Reputation variable. The rest of the percentage (62%) is due to 

other variables and dimensions that were not included in the current research model. The degree 

of the corrected determination coefficient ((R²) Adj) for the Organizational commitment 

dimension was (0.452), Which explains about (45%) of the changes that occur in the 

Organizational Reputation variable. The rest of the percentage (55%) is due to other variables 

and dimensions that were not included in the current research model. The degree of the corrected 

determination coefficient ((R²) Adj) for the value matching dimension was (0.624). Which 

explains approximately (62%) of the changes that occur in the Organizational Reputation 

variable. The rest of the percentage (38%) is due to other variables and dimensions that were not 

included in the current research model. 

The statistical results indicate the value of the constant factor (α) in the impact of 

Organizational Ideology and its dimensions on Organizational Reputation, the following: The 

value of the constant factor (α) for the Organizational Ideology variable was recorded in the 

equation of (0.798). This means when the Organizational Ideology variable is equal to zero. The 

(Organizational Reputation) will not be less than (0.798). The value of the constant factor (α) for 

the dimension of Organizational loyalty was recorded in the equation of (1.823). This means that 

when the Organizational loyalty dimension is equal to zero, the (Organizational Reputation) will 

not be less than (1.823). The value of the constant factor (α) for the Organizational commitment 

dimension was recorded in the equation of (1.251), Meaning, that when the Organizational 

commitment dimension is equal to zero, the (Organizational Reputation) will not be less than 

(1.251). The value of the constant factor (α) for the dimension of matching values in the 

equation was recorded as (1.165), in the sense that when the value after matching is equal to 

zero, the (Organizational Reputation) will not be less than (1.165). 

The statistical results indicate the value of the marginal propensity coefficient (β) in the 

impact of Organizational Ideology and its dimensions on Organizational Reputation, the 

following: Recorded by the marginal propensity coefficient (β) for the Organizational Ideology 

variable (0.787). It is explained that increasing the Organizational Ideology variable by one unit 

will lead to an increase in the response variable (Organizational Reputation) by (79%). Recorded 

by the marginal propensity coefficient (β) for the Organizational loyalty dimension (0.530).  
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It is explained that an increase in the Organizational loyalty dimension by one unit will 

lead to an increase in the response variable (Organizational Reputation) by (53%). Recorded by 

the marginal propensity coefficient (β) for the dimension of Organizational commitment (0.656). 

It is explained that an increase in the Organizational commitment dimension by one unit will 

lead to an increase in the response variable (Organizational Reputation) by (66%). Recorded by 

the marginal slope coefficient (β) for the value matching dimension (0.693). It is explained that 

an increase in the dimension of matching values by one unit will lead to an increase in the 

response variable (Organizational Reputation) by (69%). 

 

3 .Conclusions: 

       Conclusions were formulated based on the results of the statistical analysis. The 

conclusions included the following: 

 The researched organization has male and female department managers. Although the number 

of males is greater than the number of females by half the number of females. This diversity 

enhances intellectual integration and diversity. It allows everyone to participate in the leadership 

and management of public organizations. 

 The researched organization has department managers who mostly hold a bachelor’s degree. 

This is an indication that the organization has good academic standards and qualifications to 

manage departments. 

 The statistical results showed. The surveyed organization has department managers, most of 

whom are over 50 years old. This gives the impression of clarity, wisdom of thinking, and 

leadership of subordinates. 

 The results showed that the researched organization has managers of functional service 

departments whose career service positions mostly exceed (25) years. It gives the impression 

that the majority of department managers have high experience that qualifies them to manage 

departments. 

 The results showed a positive Correlation between Organizational Ideology and its dimensions 

with the Organizational Reputation in its study of the reality of the environment of the 

researched organization. 

 The results illustrate an influence on Organizational Ideology and its dimensions with the 

Organizational Reputation in its study of the reality of the environment of the researched 

organization. 

 The results showed that the researched organization enjoys Organizational commitment. This 

is represented in the commitment of the majority of employees to job instructions, laws and 

controls, adopted by the researched organization in organizing its work, and the presence of a 

clear interest in the part of the employees in performing distinguished work with high morale, 

and work within the specified powers. 

 The results proved that the majority of employees are loyal to the researched organization, 

desire to continue working within their organization, and their willing to make a high effort in 

achieving and maintaining the goals of the organization, There are also initiatives by employees 

to sacrifice their interests for the sake of their organization. 

 The results showed that there is agreement between the values of employees and managers 

with the values of the researched organization. The values of the researched organization are 

compatible with the values of society, and the results also indicate that the researched 

organization respected all employees, and it is committed to the laws and instructions that 

guarantee the rights and respect of its employees, it was also found that the researched 

organization treats employees and the community honestly in assuming responsibility, and the 

existence of a safe and comfortable work environment for employees within its internal 

environment, and its adoption of fairness in dealing with employees. 
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 The results showed that the researched organization possesses mostly good Organizational 

Ideology, and that there is a set of beliefs and customs prevalent in the researched organization 

that show commitment to it by it and by its employees, with a good orientation of Organizational 

loyalty and matching values, and that there is interest in the interests of the stakeholders, and the 

researched organization and its employees are away from personal interests of a selfish nature. 

 The results showed the interest of the researched organization and its continuous keenness to 

develop and improve its Organizational Reputation, its Organizational Reputation is somewhat 

compatible with local, international and international quality and institutional development 

standards. 
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 البحث7 مسخخلص

هذف انبحث انحبنٍ، يٍ خلال انًخغُشاث انخٍ َخضًُهب، إنً اخخببس انعلالت انفعّبنت نلأَذَىنىخُب انخُظًُُت عهً                 

انسًعت انخُظًُُت، وحىفُش حىضُحبث حىل يخغُشاث انبحث وححذَذهب بشكم أكثش دلت وحفصُلًا، ضًٍ الإطبس انفكشٌ وانفهسفٍ 

م نهمبىل، َشبط بٍُ انًخغُشاث والأبعبد انًخعهمت ببنبحث، يخسمًب يع ويحبكًُب نىالع وانخطبُمٍ، وبُبء ًَىرج والعٍ ويبسّط ولبب

بُئت انعًم فٍ انًُظًت انًبحىثت. انًشكهت انبحثُت حًثهج فٍ انخحذَبث انخٍ حىاخههب انًُظًبث، ولذ خهمج هزِ انخحذَبث يشكهت 

ُظًٍُ، وانخًبشٍ يع انمُى. حًثهج هزِ انًشكهت فٍ يسخىي سًعت فًُب َخعهك بأَذَىنىخُت انًُظًبث يٍ حُث الانخضاو وانىلاء انخ

( 112انًُظًت. احخز انببحثىٌ وصاسة انخشبُت كًُظًت نخطبُك انذساست، واعخًبد عُُت يخعًذة حًثههب يذساء الألسبو. بهغ عذدهى )

ط، واعخًبد انطشق الإحصبئُت، انخٍ حًثهج (، واعخًبد أداة الاسخبُبٌ نهمُب101يذَشاً، وكبٌ عذد الاسخببَبث انصبنحت نلاخخببس )

فٍ فحص واخخببس أداة لُبط انذساست، وانخحهُم انىصفٍ وانخكشاساث انبُبَُت، واخخببس انخأثُش بٍُ يخغُشاث انبحث. أظهشث 

ًب َشُش إنً أهى انُخبئح وخىد علالت إَدببُت ويببششة وحأثُش بٍُ يخغُشاث انبحث فٍ دساسخهب نىالع بُئت انًُظًت انًبحىثت، ي

 وخىد علالت بٍُ الأَذَىنىخُب انخُظًُُت وححمُك سًعت حُظًُُت خُذة نهًُظًت انًبحىثت.
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