EKOHOMIKA TA YMPABJIIHHS NIANPUEMCTBAMU

UDK 658:659.3:659.4
Olena Derevyanko
PhD (Econ.), Associate Professor,
Dr. Sc. (Econ.) Degree Seeker,
National University of Food Technologies, Kyiv, Ukraine,
y.derevyanko@pr-service.com.ua
14 Behterevskyi St., Kyiv, 04053, Ukraine
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Abstract. The author analyses reasoning for the key directions of building trust and confidence in companies through their rep-
utation management and sets forth specific features of such directions. The author suggests treatment of the company confi-
dence building process as a synergy of the three directions of reputation management, namely: reputation management of
information communications (i.e. confidence building through information interference), reputation management of business
processes (i.e. confidence building through efficient business processes), and company’s influence on stakeholders’ values
(i.e. trust building as evidence of homogeneity/coincidence between company’s values and its target audiences). A time lag
between managerial influence and its results, i.e. stakeholder’s acts purporting support of company development, is a signifi-
cant difference characterising such directions of reputation management. Thus, the promptest response is expected to be
ensured by information interference, while influence on company’s business process is often associated with a longer
response, and changes in stakeholders’ values require the longest time lag. On the other hand, a reputation built up through
information interference only is apt to be less sustainable than that ensured through company’s efficient business process and
underlying a unique system of stakeholders’ values. The author supports the necessity of combined applying of the three direc-
tions of reputation management.
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O. I'. AepeB’AHKO

KaHanaaT eKOHOMIYHMX HayK, AOLEHT, LOKTOPaHT, HauioHanbHui yHIBEpCUMTET Xap4oBuMX TEXHONOTIN, Kui, YKpaiHa
®OPMYBAHHA AOBIPU CTEUKXOJIAEPIB KPI3b NPU3MY

Kno4oBUX HAMPAMIB PENYTALUIMHOIO MEHEDKMEHTY NIANPUEMCTBA

AHoTauif. Y cTatTi 06rpyHTOBaHO KMO4YOBi HanNpAMK hOpMyBaHHA AOBIpU A0 NiANPUEMCTBA B paMKax ynpasiHHA AOro pe-
nyTauieto Ta BU3HAYeHo iXx 0cobnmMBOCTi. 3anponoHOBAHO po3rnAaaTy npouec hopMyBaHHA AOBIpU 4O NIANPUEMCTBA AK CU-
CTEMHy B3aEMOfI0 penyTauiilHOro MeHeIXMEHTY iHpopMaLiiHMX KOMyHikauii ((hopMyBaHHA AOBIPU AK Hacnifok iHdop-
MauiiHoi iHTepdepeHLii), penyTauiiHoro MeHea>XXMeHTy 6idHec-npoueciB (hopMyBaHHA [OBIPM AK pe3ynbTaT eheKTUBHUX
6i3Hec-npoLeciB) Ta BIAUBY NiANPUEMCTBA Ha LIHHOCTI CTeNKxonaepiB ((hopMyBaHHA AOBIPU AK CBiAYEHHA CNOPIAHEHOCTI/TO-
TOXHOCTI LIHHOCTEeW KoMnaHii i i LinboBux ayauTopin). BuAaBneHo Taky NpMHUMMNOBY BiAMIHHICTb, LLO XapakTepuaye 3a3HadeHi
HanpAMK penyTauiinHOro MeHeAXKMEHTY, AK YaCOBUM NPOMIXKOK (nar), AKUIA iCHYE Mi>K yNpaBniHCbKUM BMIMBOM i OTPUMAHHAM
pesynbTarty Bif Al CTENKXONAepiB, CNPAMOBAHUX Ha NIATPUMKY PO3BUTKY KOMMaHii. ABTOPOM AOCIAXKEHO, WO HaNLWBMALLY
BiaOavy 3abesnevye BUKOPUCTAHHA iHOPMaUiHOI iHTepdepeHruii, 6inbl NoBiNbHY — BNAMB Ha 6i3HEC-NPOLEec KOMMaHii, i
Hanbinble Yacy noTpedyBaTMyTb 3MiHU CUCTEMU LHHOCTEN cTenkxonaepiB. OAHaK CTiNKiCTb penyTauii, Wwo copmoBaHa
nvwe 3acobamu iHhopmaLinHoi iHTepdepeHLii, 6yae HUXKYOLO, HiX Ta, Wo 3abe3neveHa echekTMBHUMM 6i3HEC-NpoLecamm op-
raHisauii i CMpaeTbCcA Ha CUCTEMY LIIHHOCTEN ii cTenkxonaepis. ABTOpP pobuTb BUCHOBOK, WO chOpMyBaTy BUCOKUIA PiBEHb
[O0BipY OO MiANPUEMCTBA MOXKHA NMLLE Yepe3 CUCTEMHE BUKOPUCTAHHA BCIX TPbOX HANPAMIB penyTauiiHoro MeHe AKMEeHTY.
Knto4yoBi cnoBa: penyTauia nignpuemcTsa, AOBipa, LiHHOCTI CTENKxonaepis, iHhopmMauinHa iHTepdepeHLin, penyTauinHin
MEHE>KMEHT.

E. I'. AepeBAHKO

KaHauaaT 9KOHOMUYECKMX HayK, AOLEHT, AOKTOPaHT, HaumoHasbHbIN YHUBEPCUTET NULWEBbIX TexHonorui, Kues, YkpanHa
®OPMUPOBAHUE AOBEPUA CTEUKXOJIAEPOB CKBO3b NMPU3MY KINIOYEBbIX HAMNPABJIEHUU
PENYTALUMOHHOIO MEHE>KMEHTA NPEOMNPUATUA

AHHOTaumA. B ctaTbe 060CHOBaHbI KlO4eBble HanpasneHnA (hopMUpoBaHMA AOBEPUA K NPeAnpUATUIO B paMKax yrnpasre-
HWA ero penytauven n onpefeneHbl X ocobeHHoCTU. MNpeanoXxeHo paccMaTpyBaTb Mpouecc hopMMpoBaHUA OOBEpUa K
NpPeanpuATUIO KaK CUCTEMHOE B3anMOECTBME PenyTaLUMOHHOTO MEHEAXXMEHTa MHPOPMAaLIMOHHBIX KOMMYHUKaLmMiA (dopmu-
poBaHue J0BepuA Kak cneacTBue MHMOPMaLMOHHOW MHTepepeHLumnm), penyTaumoHHOro MeHeAXXKMeHTa GU3HeC-NpoLeccoB
(dbopmumpoBaHue noBepuA Kak pesynbTat 3PheKTUBHbLIX OU3HEC-NPOLECCOB) Y BANAHWUA NPEeANpPUATUA Ha LEHHOCTU CTENK-
xonaepos (hopMnpoBaHve A0BEpUA Kak CBUAETENbCTBO POACTBA/TOXAECTBA LIEHHOCTEN KOMNAaHWN 1 ee LieneBbiX ayanTo-
pwvii). BbiABNEHO Takoe MpUHUMNanbHoe OTIMYMe, XapaKTepuaytollee yKasaHHble HanpaBrieHUA penyTauMoHHOro MeHe K-
MEHTa, KaK BPEMEHHOW MPOMEXYTOK (nar), CyLeCTBYIOWMA MEeXAy YnpaBneHYeCKUM BO3AEWCTBMEM W MOMyYeHUeMm
pesynbTara oT AENCTBUIA CTENKXONAEPOB, HanpaBeHHbIX Ha MOAAEPXKKY pasBUTUA KOMMaHUU. ABTOPOM MCCNeaoBaHo, YTo
Hanbonee 6bICTPyO OoTAaYy obecrnedmBaeT NUCMoNb30BaHNe NHHOPMALIMOHHON UHTepdepeHumn, 6onee MeaneHHy — BNUA-
HMe Ha 6U3Hec-NPoLIeCCbl KOMNaHWKU, 1 HanboMbLIEro BPeMeHU TPebyoT U3MEHEeHUA CUCTEMbl LIEHHOCTe CTeNKXONAepoB.
OpfHako ycToMYMBOCTb penyTaumm, chopMUMpOBaHHaA TOMbKO CPeAcTBamy MHPOPMAaLIMOHHON MHTepdepeHLmmn, byaeT Huke
TON, KoTopasa obecneyeHa aPPeKTUBHBLIMU BU3HEC-NPOLIECCaMM OPraHn3aLmmn U ONUPAETCA Ha CUCTEMY LIEHHOCTEN ee CTENK-
Xxonaepos. ABTOp AenaeT BbIBO4, YTO ChOopMUPOBaTH BLICOKMI YPOBEHb AOBEPUA K NPEANPUATUIO MOXKHO TOSIbKO MyTEM Cu-
CTEMHOro UCMoMb30BaHWA BCEX TPeX HanpaBneHWn penyTauMoHHOrO MeHeAKMEHTA.

KntouyeBble cnosa: penytaumA NpeanpuATUA, LOBEpUe, LIEHHOCTU CTEKXON4epoB, MHOPMAaLMOHHAA UHTepdepeHLma,
penyTauUNOHHbIA MEHEIXKMEHT.
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Introduction. Trust is a moral and aesthetic concept that
gains an increasing use in business context. For instance, in the
late summer 2012, reputable consulting companies and rating
agencies lowered down their estimates of global economy
development (see, for example, forecasts of Fitch Ratings), and
credibility gap was named among the main reasons of crisis
aggravation. In the same context, Bain & Company consultants
assert that German financiers are amidst the ever deepest
credibility gap since the war time [1]. As the ultimate trigger of
interactions between potential investors and business, banks
and their depositors, manufacturers and consumers, confi-
dence and trust have their value measurements and currently
turn into a full-fledged business category.

Brief Literature Review. Unlike western scientists resear-

ching comprehensive reputation management, most Ukrainian
and Russian authors focus on PR technologies as a
tool of reputation management, which position may be
clearly seen in works of Korolko (2001) [2], Oleynik &
Lapshov (2003) [3], Siniaeva (2008) [4], Sharkov
(2006) [5]. Confidence building is handled within the
scope of a new business management direction —
reputation management, which is currently contributed
to by Blackwell, Miniard & Engel (2006) [6], Dawson
(2010) [7], Denial (2010) [8], Doorley & Garcia (2010)
[9], Dowling (2002) [10], Fombrun (1996) [11], Gaines-
Ross (2008) [12], Griffin (2008) [13], Harrison (2007)
[14], Jefkins & Yadin (1998) [15] and others. Compre-
hensive development of reputation management
methodology requires reasoning for the key directions
of company confidence building in its reputation man-
agement and defining of specific features of such
directions.

Purpose is to analyse reasoning for the key direc-
tions of company credibility building in its reputation
management and defining of specific features of such
directions. Author’s arguments are based on analysis
and synthesis, scientific comparison, abstraction, and
specification methods.

Results. The analysis of topical scientific publica-
tions has evidenced existence of the two (often con-
tradictory) directions of company confidence ensuring:

1) trust building through stakeholder’s experience of

direct contacts with a company, and 2) indirect trust building
through mass media applying PR technologies. Favourable
experience of direct contacts is ensured through high quality
and consumer value of products, timeliness and no delays in
the course of contractual relationships, sustainable company
development, etc. Efficiency of the second directions, i.e. com-
pany credibility building through information messages,
depends on specifics of company’s interaction with mass media,
PR technologies applied, promptness of information responses
to changes in market conditions, etc. The author sees no point
in detailed explanations of reasons underlying the aforemen-
tioned directions, since they largely depend on the primary and
secondary company related information channels.

However, any information shall bring about a favourable atti-
tude to efficiently motivate a stakeholder to take acts intending
support of company development. Favourable and unfavou-
rable attitudes are triggered by values of an individual stake-
holder’s (or a group of stakeholders). A renowned reputation
researcher, G. Dowling (2002) [10], claims that corporate audi-
ences build up opinions with respect to a company employing
an independent assessment system. The author disagrees with
such assertion, since the author is of the opinion that intended
managerial influence upon company stakeholders’ values has
gained extended and increasing applying during the recent
decades as a direction of credibility ensuring, and its influence
on consumers has directly resulted in ‘consuming communities’
largely relying on practical values and behaviours like ‘invidious
consumption’ (consumption intending others’ envious emotions)
and ‘keeping up with the Joneses’ (being not behind others).
On the other hand, community value orientations towards sci-
entific and technical progress and innovations have been
ensured by manufacturers of novelty products.
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Therefore, the author suggests treatment of company cred-
ibility building as a synergy of the three directions of reputation
management (see Figure 1):

* Reputation management of information communications (cre-
dibility building through information interference);

e Reputation management of business processes (confidence
building through efficient business processes);

e Company’s influence on stakeholders’ values (confidence
building as evidence of homogeneity/coincidence between
company’s values and its corporate audiences).

A time lag between management influence and its results,
i.e. stakeholder’s acts purporting support of company develop-
ment, is a significant difference characterising the aforesaid
directions of reputation management. Thus, the promptest
response is expected to be ensured by information interference,

Fig. I: Trust Resulting from Company's Reputation Building
Source: Developed by the Author

while influence on company’s business process is often associ-
ated with a longer response, and changes in stakeholders’ val-
ues require the longest time lag.

On the other hand, a reputation built up through information
interference only is apt to be less sustainable than that ensured
through company’s efficient business process and underlying a
unique system of stakeholders’ values (see Figure 2).

The author supports the necessity of combined applying of
the three directions of reputation management (see Figure 3).
However, the choice of priority ways for trust building by a cer-
tain company is prompted by various internal and external envi-
ronment factors, including:

e Competition intensity in the industry. For instance, a highly
competitive environment requires on-line responses to protect
reputation, i.e. efficient information communications;

Fig. 2: Promptness of Stakeholders' Credibility Building
through Key Directions of Company's Reputation Management
Source: Developed by the Author
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Fig. 3: Specific Features of Key Directions of Company's Reputation Management

Source: Developed by the Authors

e Stable political and economic situation in the country. Stability
ensures long term (rather than short term) planning of com-
pany development to switch over from urgent information
communications to reputation management of business
processes;
Business innovations. Radical innovations require significant
cost and time spending, and would not turn to be efficient
unless new values suggested by a company are accepted by
consumers. Therefore, influence on consumer values is the
priority direction of reputation management for innovation ori-
ented companies;
Company’s life cycle stages. For instance, the stage of
prompt building of key stakeholders’ favourable attitude to-
wards a company would rather be focused on reputation man-
agement of information communications;
Stakeholders of a certain company subject to reputation man-
agement. Stakeholders’ stability is of essence, since a higher
stability level places a higher emphasis on internal reputation
management of business processes and reduces relying on
external information interference;
Level of stakeholders’ current trust and confidence in a com-
pany. A high level of credibility is a condition precedent to a
more intensive company’s influence on stakeholders’ values,
and focus shifting from current reputation protections onto
inducing of stakeholders’ support of company development.
Conclusion. Thus, understanding reputation as stakehold-
ers’ trust and confidence in a company, the author sees repu-
tation management as the process of such confidence building.
Credibility, in its turn, is ensured through up-to-date business
processes, enhanced by information influence tools and trans-
forms to stakeholders’ acts intending support of company
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development interlacing with their values.
Therefore, the author suggests treatment of the
company confidence building process as a
synergy of the three directions of reputation
management, namely: reputation management
of information communications, reputation
management of business processes, and com-
pany’s influence on stakeholders’ values. We
have proofs that a choice of the priority direc-
tion shall take into account specificity of such
direction, i.e. a time lag between managerial
influence and its results (stakeholder’s acts
aimed at support of company development),
and requirements to sustainability (sensitivity)
of a reputation built up.
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