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1. Introduction

Talking about organizational reputation, it is always associated
with large-scale enterprises. Small and medium enterprises
(SMEs) are seen to be more important in managing their internal
companies for the sake of efficiency and sustainability of the
company. However, it cannot be ignored that one of the
important problems of the SMEs is the difficulty in obtaining
potential resources, including the quality of their management.
To get talented employees, SMEs must compete with large
companies that promise more attractive career paths and
compensation. This is where the role of SME leaders in creating
a positive reputation for the company to help attract and main-
tain valuable human capital for the company (Friedman, 2009).
However, research on the company's reputation tends to be
seen from the customer side (Bartikowski & Walsh, 2011;
Caruana & Ewing, 2010; Eisenberger et al., 2010, Carmeli &
Tishler, 2005), but empirical studies are rarely available from
employee perspective (Fu et. al., 2014). How employees
perceive the reputation of the company where they work has a
direct impact on their attitudes and behavior (Helm, 2011). As a
result, Fombrun and van Riel (2004) showed that the emotional
appeal of employees determines the company's reputation.
Even financial performance is not a major factor influencing em-
ployee perception if compared to emotional attractiveness.
Moreover, positive attitudes and behaviors of employees
eventually impact customer satisfaction and loyalty (Hurley &
Estelami, 2007). Employees and owners can create corporate
value through the quality of their relationships with customers
(Hoque, et al., 2014) especially, for small and medium
enterprises where the interaction between employees and

customers is relatively high. Employees as company represen-
tatives will determine how customers perceive the company's
orientation towards its customers. That is why an in-depth study
of the organizational reputation is needed from the perspective
of internal company.

The phenomenon of collaboration that is currently rife
among large companies not only strengthens the capabilities of
collaborating companies, but also has an impact on the
company's reputation. Partnership practices can also be applied
in SMEs despite limited capabilities and resources. The study of
partnerships in small and medium enterprises in Indonesia is still
limited, even though each SME has a unique competency that is
potential to strengthen each other. This research is intended to
fill this gap, which is to examine the role of strategic partner-
ships, professional knowledge, and organizational agility in
enhancing the reputation of the Batik SMEs.

2. Literature review

In the era of increasingly fierce business competition,
collaboration discourses are even more prominent. This colla-
boration mainly occurs in industries where companies need to
coordinate their business functions with other companies in
order to be able to compete effectively as in the teleco-
mmunications, transportation, tourism and automotive industries
(Williams, 1999). Small-scale companies with limited capabi-
lities and resources can also build partnerships with other
business actors with the hope that such company is more
capable of capturing external opportunities and internal
challenges in creating and maintaining core competence.
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reputation. Therefore, it is important to support the transfer knowledge from the individual to the organizational level.
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Keywords: strategic partnerships; professional knowledge; organizational agility; reputation; SME.



36

GENERAL MANAGEMENT
There are 3 stages of the strategic partnership process.

First, establishing a strategic partnership. The company iden-
tifies its own strengths and weaknesses, and then determines
which company will become its partner. Of course, the chosen
company is one that has competencies that will add value to the
company. Second, developing a competitive strategy. The com-
pany identifies its core competencies, develops a value chain
approach, and creates strategies to achieve partnership goals.
Third, maintenance management. It includes ongoing actions to
build trust, consensus of shared responsibilities, loyalty, shared
risks, role adjustments, and mutual respect (Dunning, 1997;
Lewis, 1990). Furthermore, sharing information through an orga-
nizational learning process will strengthen the core competen-
cies of each company involved in collaboration (Hamel, 1991).

Today, it is increasingly believed that knowledge is an
important asset of an organization. How valuable the knowledge
possessed by all members will determine how much support for
the achievement of company performance. Similarly, small and
medium enterprises (SMEs) are increasingly critical of the need
for knowledge workers.

Resource limitations and managerial capabilities are some
of the conditions in SMEs that limit discussion of knowledge
ownership in small and medium enterprises which include the
knowledge of employees and managers as well as business
owners. Moreover, professional knowledge is an important re-
source in modern learning organizations today. SME leaders as
value creators and key contributors to the company are required
to have the ability to apply the knowledge and information they
possess to support the completion of strategic tasks and deci-
sion making that determine the sustainability of the company
(McFarlane, 2008).

Organizational agility is a relatively new concept, but there
are some interesting definitions explained by a number of re-
searchers. Some define it as the ability to recognize market
changes and allocate resources to benefit from these changes
(Najrani, 2016). Appelbaum (2017) describes organizational
agility as the ability to respond proactively to unexpected envi-
ronmental changes. Agile companies will enjoy improved
performance over time, where current and future performance is
always better than before (Routroy, 2015).

Najrani (2016) also suggests three strategies to become an
agile organization, i.e., reactive agility, proactive agility, and
innovative agility. The company is stated to have reactive agility
if it can implement a change program, and if successful it will
achieve an increase in profit. If companies do not respond to
these changes, the company's profit may decrease. An agile
organization will take the first option, which quickly recognizes
and responds market changes. Proactive agility is defined as the
company ability to proactively identify new market trends and
quickly develop strategies in order to maximize profits. If the
new trend is long term, then proactive action with strategy ad-
justments is the best choice. This means that companies are
able to swiftly capture new opportunities earlier than com-
petitors. Then, innovative agility occurs when the company
strategy is focused on developing new products and markets
where consumers are not aware of what they want.

There are number of definitions of organizational reputation.
One of them is defined by Fombrun et al. (2000), who stated that
an organizational reputation is a collective assessment of the
company's ability to provide valuable outcomes for stake-
holders. The resource-based view of the firm considers that an
organizational reputation is an intangible resource which is very
valuable and strategic for the company's competitive advantage
in a sustainable manner (Deephouse, 2000; Fu, 2014).
Organizational reputation also has a positive impact on financial
performance (Surroca et al., 2010), business success (Lipina et
al., 2017) and investment attractiveness (Pfarrer et al., 2010).
Even a number of research results have found their impact on
customer attitudes and behavior (Caruana & Ewing, 2010;
Bartikowski & Walsh, 2011; Eisenberger et al., 2010). For em-
ployees as internal stakeholders, the organizational reputation

has a positive impact on loyalty, creativity, commitment, job
satisfaction, and self-esteem (Helm, 2011; Fu, 2014). This
shows that the study of organizational reputation studies more
about the impact on the organization. In the setting of small and
medium enterprises that have limited resources, more research
is needed on the role of owners and managers as those who
have professional knowledge.

2.1. Strategic partnership
and professional knowledge

The partnership built by the company has potential to trigger
collaborative knowledge. Hopwood (2016) argues that such
relationships have implications for the professional expertise of
employees who interact directly with partners. The result by
Williams (1999) showed that strategic partnerships support the
sharing of information in the fields of products, markets, mar-
keting, technology, industry, government, and so on. Certainly,
all of them will support the improvement of the knowledge of
company managers. Knowledge, information, and experience
from these relationships are intellectual resources that can be
used to create value (Nicholson & Kiel, 2004). Similarly, Nathan
& Ribiere (2007) emphasized that corporate leaders capture
knowledge through personal relationships and interactions with
the external environment. The hypothesis can be formulated as:

H1: Strategic partnership has a positive effect on profe-
ssional knowledge.

2.2. Strategic partnership
and organizational agility

By collaborating and sharing activities and values, compa-
nies can create more innovative and more efficient production
processes; and other creative capacities that are difficult to
achieve if working alone (Oliver, 1990). This shows that strategic
partnerships have the potential to increase the company's ability
to respond to market opportunities. Collaborative cooperation
between companies also improves quality and speed in decision
making, as well as increasing corporate resources (Borzsony &
Hunter, 1996). The results of this study can be interpreted as a
strategic partnership which can enhance the company's ability
to behave reactively and innovatively. Both are dimensions of
organizational agility. Therefore, the hypothesis can be formu-
lated as:

H2: Strategic partnership has a positive effect on organi-
zational agility.

2.3. Professional knowledge
and organizational agility

As we all know, the involvement of young people in the field
of entrepreneurship encourages the dynamics of competition
that relies on creativity. No wonder the need to recruit and retain
knowledgeable employees in SMEs is increasing. What is
needed is a creative idea and the ability to execute it. This
requires the support of SME owners as entrepreneurs (Doris,
2008). SME owners must have professional knowledge that
distinguishes them from competitors. Entrepreneurs must be
knowledgeable to support better business organization (Beijerse,
2000). This is in line with the statement of Bruderl et al. (1992)
that the higher the level of education of SME owners, the higher
the productivity of their businesses. However, the results of
Doris & Boštjan (2008) research show that professional
knowledge of owners and managers (top management) of
SMEs are not primarily determined by the level of education but
the experience of business management. Omerzel (2008) also
asserts that entrepreneurial professional knowledge will reduce
the risk of uncertainty, improve learning skills, and examine
market changes more quickly. It can be interpreted that
professional knowledge of SME owners supports the company's
ability to capture market opportunities and face competition
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dynamics. The agility of this organization requires the support of
strong and sustainable commitment from its employees. The
commitment of SME owners as the party with the most interest
in the sustainability of the company, of course, need not be
questioned. But at the level of the entrepreneur/owner of the
SMEs, the determinant of organizational agility is his professio-
nal knowledge. This will determine the ability to formulate and
adapt strategies that ultimately affect the competitiveness of
companies in the industry (Klein et al., 2017; Alpkan, 2010). The
hypothesis that can be formulated is:

H3: Professional knowledge has a positive effect on orga-
nizational agility.

2.4. Professional knowledge
and organizational reputation

External parties with an interest in the company form
perceptions about the company based on several things (Men &
Stacks, 2012). First is a direct experience with the owner and or
manager. Second is the quality of communication that is built
between stakeholders and the company. This is supported by
the statements of Gotsi and Wilson (2001) which emphasize the
role of communication in creating corporate reputation. In small
and medium enterprises, effective communication between
companies and external parties is carried out by managers. How
the quality of communication that is built reflects his professional
knowledge. Stakeholder’s direct experience through its interac-
tion with the management of SMEs determines their perception
of the company. The ability of SME managers to build rela-
tionships and collaboration with internal employees and external
stakeholders affects the company's reputation. As confirmed by
Dowling (2004), that management competencies and quality
affect the reputation of the organization perceived by stake-
holders. The hypothesis that can be formulated is:

H4: Professional knowledge has a positive effect on orga-
nizational reputation.

2.5. Organizational agility
and organizational reputation

One indicator of organizational agility is innovation.
Organizations that have innovative agility will introduce new
products to the market earlier (Najrani, 2016). Even consumers
have not yet realized the need for these products. Competitors
have also not offered to the market. The introduction of new,
creative and fast products to the market has the potential to
shape a positive corporate reputation. The company's ability to
observe new trends in the market and immediately adjust its
product design strategy provides an opportunity to be more
proactive in the industry. This also has the opportunity to
improve the company's reputation. The hypothesis that can be
formulated is:

H5: Organizational agility has a positive effect on the orga-
nizational reputation.

3. Methods
3.1. Population and sample

The population of this study is the manager of Batik SMEs.
The sample involving 135 SME managers, as following Ghozali
(2008) i.e. by using the estimation model of Maximum Likelihood
Estimation (MLE).

3.2. Variable measurement

Strategic Partnership refers to respondents' perceptions of
the relationship of their cooperation and other batik SMEs. It
used 5 modified indicators based on the instruments developed
by Williams (1999), namely, information networks, product and
marketing synergies, partnerships, market access efficiency and
funding access.

Professional Knowledge refers to the respondents' percep-
tion of how much knowledge they have is valuable and supports
the company's ability to compete in the midst of industry dyna-
mics. It used 4 modified indicators based on the instruments
developed by Lepak and Snell (1999) i.e. the ability to
implement strategies, competitiveness, operational knowledge,
and the ability to respond to changes.

Organizational agility refers to the respondents' perceptions
of how much the company is capable of facing competition
proactively, reactively and innovatively. It used 3 modified
indicators based on the instruments developed by Najrani (2016),
i.e. speed of recognizing market changes, reactive agility, and
innovative agility.

Organizational Reputation refers to respondents' perceptions
of how much corporate responsibility to internal and external
stakeholders. It used 3 modified indicators based on the instru-
ment developed by Fu, et al. (2014), i.e. social, environmental
and community responsibility.

Each indicator was measured by 1 question item, 1-10 scale
from "strongly disagree" to "strongly agree".

4. Results

The validity test was conducted using Confirmatory Factor
Analysis (CFA). All question items used in this study were
declared valid, because the loading factor is greater than 0.4
which shows the level of compatibility between the variables and
the factors. The reliability test was done using the Cronbach's
Alpha method. In this study, the research instruments used were
categorized as reliable because they have an alpha value of
more than 0.6.

This research employed Structural Equation Model (SEM)
test. Data analysis was conducted through AMOS software
version 22. Table 1 shows that the standardized estimate value
generated in each indicator is > 0.5, so it can be concluded that
each indicator can be used as a measuring tool for the four
variables in this study. The results of the model feasibility test
showed the fit value where TLI is 0.981 or more than 0.90 and
RMSEA is 0.066 or less than 0.08, whereas the values of GFI
(0.891) and AGFI (0.847) showed marginal results. The RMSEA
value is less than 0.08 indicating satisfactory fit (Noruzy et al.,
2013), so that it can be concluded that the structural equation
model is fit and can proceed to the hypothesis testing.

Table 1 shows that strategic partnership only has a signi-
ficant effect on professional knowledge (β=0.845***), and has no
significant effect on organizational agility (β=0.079). Similarly,
professional knowledge only has a significant effect on
organizational agility (β=0.867***), but it has no significant effect
on organizational reputation (β=0.035). The organizational agi-
lity in this study shows a significant effect on organizational
reputation (0.873***).

The hypothesis 1 test showed that strategic partnership has
a positive and significant effect on professional knowledge. The
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Table 1.
The result of hypotheses test

Std Estimate S.E. C.R. P

Professional Knowledge <-- Strategic Partnership .845 .056 12.294 ***
Organizational Agility <-- Strategic Partnership .079 .062 1.044 .297
Organizational Agility <-- Professional Knowledge .867 .086 10.148 ***
Organizational Reputation <-- Professional Knowledge .035 .164 .218 .827

Organizational Reputation <-- Organizational Agility .873 .168 5.258 ***
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partnership in this case is interpreted as a collaboration that has
been carried out by batik entrepreneurs with their stakeholders.
These stakeholders include fellow batik entrepreneurs, local
governments (industry offices), raw material suppliers, batik
traders, educational institutions, and other business commu-
nities. The forms of cooperation include joint exhibitions, sharing
of information, capital assistance, training in product and market
development, guarantee of raw material supply, business
consultation, relief of payment requirements, mutual benefit
sharing, expansion of sales reach, and so on. The collaboration
was carried out systematically, comprehensively, and synergy
occurred. Relational relationship with these partners can
effectively increase the knowledge of batik entrepreneurs.
Professional knowledge supports the ability to implement
strategies to take advantage of opportunities and face com-
petition. Besides, it also improves the ability to run business
operations efficiently and effectively. As Scoot-ladd and
Noonan's (2012) statement, that relationship is very important
for the business community. Even Chittoor and Das (2007)
assert that business failure lies in the company's ability to build
partnerships with its stakeholders. One example, as acknow-
ledged by respondents, that the limited ability of human
resources and capital hampers the fulfillment of high export
opportunities. With the production collaboration between batik
entrepreneurs, orders from export markets can be fulfilled. This
is able to increase the confidence of foreign customers and
encourage the sustainability of re-orders. Then, the facts in the
field also showed that batik entrepreneurs realize the im-
portance of the role of internet-based information technology.
But again, the constraints of human resources capable of
managing IT professionally are still very limited. Collaboration in
electronic community systems is a solution that batik entre-
preneurs cannot avoid to expand their marketing reach. This
shows that strategic partnership has the opportunity to improve
professional abilities of batik entrepreneurs.

Based on the results of hypotheses testing, it was not proven
that there is a significant effect of strategic partnership on
organizational agility. Strategic partnership measured by the
extent of systematic collaboration, information sharing, and
synergy with partners do not have a significant effect on the
agility of the company in terms of speed of recognizing market
changes, early identification of new opportunities, and the speed
of introducing new products. Agility here is interpreted as a quick
and agile act of reading changes and responding immediately
by offering new products that are in line with market trends. This
finding shows that the cooperation made by batik companies
with their stakeholders does not necessarily increase their
speed of responding to these opportunities and challenges. This
can be understood because of two things. First, respondents
perceive that the cooperation which has been built so far has
been followed up with joint action, not the speed of entering the
market by the company individually. Second, cooperation with
partners is carried out by the owner / manager who is the key
person in SMEs. This causes partnership relationships that
occur tend to improve the individual capabilities of those key
HRs, and not directly improve organizational skills.

Professional knowledge has a positive and significant effect
on organizational agility. As it is known that SMEs depend on
potential human resources whose numbers are very limited.
Knowledge of SMEs is also located in these potential indivi-
duals. Usually an owner who at the same time acts as the leader
/ manager, having an interest in the sustainability of the business
as well as the adequate basic experience and capabilities of the
batik industry. So that the greater the ability to operate the
business effectively and efficiently and implement strategies, the
greater the agility of the company in introducing new products
compared to its competitors.

The finding showed that professional knowledge does not
significantly affect the reputation of the organization. This finding
is an indication that the reputation of small and medium enter-
prises is influenced by many factors, not only by the professional

knowledge of the business manager. Professional knowledge is
interpreted by the respondents as the ability of the owner /
manager to apply knowledge in decision making and strategy
implementation for business continuity, while SMEs are com-
panies that are "close" to the surrounding community, both as
customers, suppliers and sources of labor. Therefore, the ability
to build social interaction with various external parties is an
important factor. In the interaction process has the potential to
build "trust" which is one of the factors in building the company's
reputation as Wikaningrum's statement (2011) that "trust" is an
intangible resource that is important for the organization and
develops through a process of social exchange.

Organizational agility has a positive and significant effect on
the reputation of the organization. The results of this study are
in line with previous studies that tested these two variables. A
company that is proactive, reactive, and innovative is a charac-
teristic of an agile organization. The company's rapid response
to market and environmental changes affects the perception of
external parties (partners, surrounding communities, customers)
of the company concerned. For example, the problem that often
occurs in the batik industry is the waste of chemical dyes that
pollute the river and the environment around the production site.
The company's willingness and ability to innovate to address
these issues both proactively and reactively, reinforces its re-
putation for social and environmental responsibility. The use of
natural materials that are environmentally friendly and of higher
quality also has the potential to increase the company's
reputation in the minds of the target market.

The results of this study also show that a positive reputation
is more effectively built through strengthening social capital.
This is in line with the orientation of SMEs that are not only on
the economic welfare of the company but also socio-economic
justice. So that a balance is reached between the material and
spiritual needs of both the internal company and the surrounding
community. Indeed, Burt (1992) states that one of social capital
form is reputation. This reputation comes from the relationship of
interaction and cooperation in certain network memberships. It
appears that it is very closely related to reputation and part-
nership, especially partnerships with credible stakeholders and
has an impact on increasing the trust of other stakeholders.
Therefore, SMEs that are as the subject of this research should
actively join the network built by the Cooperative and SME
Office. Various activities, such as training, coaching, and men-
toring by government agencies are expected to increase the
knowledge of SMEs and facilitate access to information that
supports the development of their businesses. The membership
of SMEs as fostered partners of the Cooperative Office and
SMEs is also expected to strengthen the company's positive
reputation in the external stakeholder view. As for employees
(internal stakeholders), the partnership can increase trust in the
existence and development of the company they work for.

5. Conclusion

Small and medium business rely on "key person" who is
generally the owner and or manager who becomes "top
management". So that the partnership that occurs in SMEs has
more impact on the professional knowledge of certain
individuals. Knowledge at the individual level does not have a
direct impact on the company's reputation. However,
professional knowledge affects the agility of the organization in
answering the dynamics of competition and opportunities, which
in turn will have an impact on reputation. As with the findings of
this study in which organizational agility significantly mediates
the effect of professional knowledge on reputation. This has
several implications. First, the importance of learning practices
to support the transfer of knowledge from the individual level to
the organizational level. Second, it needs to increase social
capital to support the reputation of small and medium en-
terprises. Third, business actors must build partnerships with
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credible stakeholders to create a multiplier effect. That is the
effect of strengthening reputation and collaboration with other
stakeholders, both external and internal. The authors also view
the importance of further research that tests which one the
partnerships with stakeholders which is most significantly im-
proves the reputation of SMEs. Therefore, further research
needs to involve several other concepts, such as organizational
learning, knowledge management, and social capital.

References

[1] Alpkan, L., Bulut, C., Gunday, G., Ulusoy, G., & Kilic, K. (2010).
Organizational support for intrapreneurship and its interaction with
human capital to enhance innovative performance. Management
Decision, 48(5): 732-755.

[2] Appelbaum, S. H., Calla, R., Desautels, D., & Hasan, L. (2017).
The challenges of organizational agility (part 1). Industrial and
Commercial Training, 49(1), 6-14.

[3] Bartikowski, B., & Walsh, G. (2011). Investigating mediators
between corporate reputation and customer citizenship behaviors.
Journal of Business Research, Vol. 64 No. 1, pp. 39-44.

[4] Borzsony, P., & Hunter, K. (1996). Becoming a learning
organization through partnership. The Learning Organization, 3(1),
22-30.

[5] Bruderl, J., Preisendorfer, P., &Ziegler, R. (1992). Survival chances
of newly founded organizations. American Sociological Review,
Vol. 57, pp. 227-42.

[6] Beijerse, R.P. (2000). Knowledge management in small and
medium-sized companies: knowledge management for
entrepreneurs. Journal of Knowledge Management, Vol. 4 No. 2,
pp. 162-79.

[7] Carmeli, A., & Tishler (2005). Perceived organizational reputation
and organizational performance: An empirical investigation of
industrial enterprises. Corporate Reputation Review, 8(1): 13-30.

[8] Caruana, A., & Ewing, M.T. (2010). How corporate reputation,
quality, and value influence online loyalty. Journal of Business
Research, Vol. 63 Nos. 9/10, pp. 1103-1110.

[9] Chittoor, R., & Das, R. (2007). Professionalization of management
and succession performance – A vital linkage. Family Business
Review, 20(1), 65-79.

[10] Deephouse, D.L. (2000). Media reputation as a strategic resource:
an integrator of mass communication and resource-based theory.
Journal of Management, Vol. 26 No. 6, pp. 1091-1112.

[11] Doris, G. O., & Boštjan, A. (2008). Critical entrepreneur knowledge
dimensions for the SME performance. Industrial Management &
Data Systems, 108(9): 1182-1199.

[12] Dunning, J.H. (1997). Alliance Capitalism and Global Business.
London, New York: Routledge.

[13] Edwards, A. (2007). Working collaboratively to build resilience: A
chat approach. Social Policy & Society, Vol. 6, No. 2, 255-264.

[14] Eisenberger, R., Karagonlar, G., Stinglhamber, F., Neves, P.,
Becker, T.E., Gonzalez-Morales, M.G., & Steiger-Mueller, M.
(2010). Leader-member exchange and affective organizational
commitment: the contribution of supervisor’s organizational
embodiment. Journal of Applied Psychology, Vol. 95 No. 6, pp.
1085-1103.

[15] Fombrun, C. J., & Van Riel. (2004). Fame and fortune: How
Successful Companies Build Winning Reputations. New Jersey:
FT Prentice Hall.

[16] Friedman, B. A. (2009). Human resource management role
implications for corporate reputation. Corporate Reputation
Review, 12(3): 229-244.

[17] Fu, H., Li, Y., &Duan, Y. (2014). Does employee-perceived
reputation contribute to citizenship behavior? The mediating role of
organizational commitment. International Journal of Contemporary
Hospitality Management, 26(4): 593-609.

[18] Ghozali, I. (2008). Model Persamaan Struktural: Konsep dan
Aplikasi dengan Program AMOS Ver. 16.0. Semarang: BP
Universitas Diponegoro.

[19] Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham,

R. L. (2010). Multivariate Data Analysis, Pearson.
[20] Hamel, G. (1991). Competition for competence and inter-partner

learning within international strategic alliances. Strategic
Management Journal, 12(Summer), 83-103.

[21] Haq, M. A. (2014). The significance of partnership as a
marketing strategy for Islamic spiritual tourism. Journal of Islamic
Marketing, Vol. 5 Iss 2 pp. 258-272.

[22] Helm, S. (2011). Employees’ awareness of their impact on
corporate reputation. Journal of Business Research, Vol. 64 No. 7,
pp. 657-663.

[23] Hurley, R. F., & H. Estelami. (2007). An exploratory study of
employee turnover indicators as predictors of customer
satisfaction. Journal of Services Marketing, 21(3): 186-199.

[24] Klein, H. J., Brinsfield, C. T., Cooper, J. T., & Molloy, J. C. (2017).
Quondam Commitments: An Examination of Commitments
Employees No Longer Have. Academy of Management
Discoveries, 3(4): 331-357.

[25] Lepak, D. P., & Snell, S. A. (2002). Examining The Human
Resource Architecture: The Relationships Among Human Capital,
Employment, and Human Resource Configurations. Journal of
management, 28(4), 517-543.

[26] Lewis, J.D. (1990). Making strategic alliances work. Research
Technology Management, 33(6), 12-15.

[27] Lipina, S., Lochan, S., Fedyunin, D., & Bezpalov, V. (2017).
Government Promoting Communication Tool in Innovation
Development of Companies. European Research Studies Journal,
20(4B), 536-547.

[28] McFarlane, D.A. (2008). Effectively managing the 21st century
knowledge worker. Journal of Knowledge Management Practice,
Vol. 9 No. 1, pp. 3-7.

[29] Najrani, M. (2016). The endless opportunity of organizational
agility. Strategic Direction, 32(3): 37-38.

[30] Nathan, S., & Ribière, V. (2007). From knowledge to wisdom: the
case of corporate governance in Islamic banking. VINE, 37(4),
471-483.

[31] Nicholson, G.J. and Kiel, G.C. (2004). Breakthrough board
performance: how to harness your board’s intellectual capital.
Corporate Governance Journal, Vol. 4 No. 1, pp. 5-23.

[32] Noruzy, A., Dalfard, V. M., Azhdari, B., Nazari-Shirkouhi, S., &
Rezazadeh, A. (2013). Relations between transformational
leadership, organizational learning, knowledge management,
organizational innovation, and organizational performance: an
empirical investigation of manufacturing firms. The International
Journal of Advanced Manufacturing Technology, 64(5-8), 1073-
1085.

[33] Oliver, C. (1990). Determinants of interorganizational
relationships: Integration and future directions. Academy of
Management Review, 15(2), 241-265.

[34] Pfarrer, M.D., Pollock, T.G., & Rindova, V.P. (2010). A tale of two
assets: the effects of firm reputation and celebrity on earnings
surprises and investors’ reactions. Academy of Management
Journal, Vol. 53 No. 5, pp. 1131-1152.

[35] Qardawi, Y. (1997). Norma dan Etika Ekonomi Islam. GIB. Jakarta.
[36] Roos, G., Bainbridge, A., & Jacobsen, K. (2001). Intellectual

Capital Analysis as a Strategic Tool. Strategy & Leadership. 29(4),
21-26.

[37] Routroy, S., et al. (2015). Measurement of manufacturing agility: a
case study. Measuring Business Excellence, 19(2): 1-22.

[38] Samy, N, &Vincent, R. (2007). From knowledge to wisdom: the
case of corporate governance in Islamic banking. VINE, Vol. 37
Issue: 4, pp. 471-483, https://doi.org/10.1108/03055720710838533.

[39] Scoot-Ladd, B., & Noonan, J. (2012). Succession planning in
family farm Business. Paper presented at the Forum Manajemen
Indonesia, Vol. 13.

[40] Thomas, A., Cox, S., & Kraty, B. (2005). Structuring Islamic
Finance Transactions, Euromoney Books, London.

[41] Wikaningrum, T. (2011). Praktek dan kebijakan manajemen
sumber daya manusia pada perbankan syariah. Jurnal Siasat
Bisnis, 15(1).

[42] Williams, P. W. (1999). Strategic partnership development in small
and medium sized tourism enterprises. The Tourist Review, Vol. 54
Iss 4 pp. 20-35.

QUALITY
Access to Success Vol . 21, No. 174/ February 2020


