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The paper examines the company's business reputation in detail as one of the most important components of a company's success.
Currently, there is no doubt that goodwill is the most important intangible asset of the enterprise, despite the fact that it differs significantly
from other intangible assets in its content, methods of acquisition or disposal, valuation methods. The paper presents an analysis of
the issue of business reputation and shows its relevance, reveals such concepts as “reputation”, “business reputation”, methods of
management and evaluation of business reputation of the company. Today, the problem of reputation management is experiencing a
real peak of its relevance. “Reputation — a valuable intangible asset of the company, which accumulates over the years and can be destroyed
immediately” — this phrase in one variation or another is constantly heard at conferences, flashes on the pages of business publications,
appears in corporate business plans. Experts agree that a good reputation makes a company more attractive to investors, increases its
capitalization, increases income, provides a stronger position in entering new markets and supports the general population. Obviously, to
achieve a noticeable effect, any actions to manage business reputation, taken by the organization, must be long-term and systematic, be
integrated into key business processes. Researchers publish research results that prove the positive impact of reputation on other parameters
of the business model. There is no doubt that reputation must be managed. Therefore, this is exactly what was described in detail in
the paper.

* % %

Y cmammi doxnaono posensdaecmuvcs 6izHec-penymayiss KOMAAHIL, K 0OUH 13 HAUGANCIUGIUUX KOMNOHEHMIE YCNIXy KOMNAHIL.
Ha cbo2o0ni ne nionseae cymuigy moil gpakm, wo 0in08a penymayis € HAugaNCIUGIUUM HEMAMEPIATbHUM AKMUBOM NIONPUEMCMEA,
He 36aJiCcalodu Ha me, Wo B0HA ICMOMHO BIOPI3HAEMbCS 610 [HUUX HEMAMEPIALbHUX AKMUBLE C60IM 3MICIMOM, CNOCOOAMU NPUODAHHS
abo Gi0uydHceHHA, Memooamu OYiHKu. Y cmammi nooano amaniz camoi npoonemamuku OisHec-penymayii 1 NOKA3ana ii akmyaibHiCmb,
PO3KPUMO TAKI NOHAMMS, AK «Penymayisy, «0Loea penymayiny, po3eisauymi Memoou ynpasiinHs ma oyiHKu 0inoeoi penymayii KOMNAHii.
Cb0200Hi npobrema ynpaguinHsa penymayicio NepelcUsae CRPasiCcHill NiKk ceoei akmyanvrHocmi. «Penymayis — yinnuil HemamepianoHull
aKmue KOMNAmii, KUl HAKONUYYEMbCS POKAMU Tl MOdice Oymu 3pyuUHOBAHUL Giopasyy — Yy (paza 6 mux 4u HUUX 8apiayisx noCMiiuHo
38YUUMb HA KOHepeHYisaX, MUcOmums Ha CMOPIHKAX OLI0BUX BUOAHD, 3 SIGIAEMbCSA 8 KOpnopamusHux 0Oiznec-nianax. Excnepmu
CX00sIMbCsL HA OYMYL, Wo Xopowia penymayis pooums KOMNAauiio Oiibu npueadiusor 0 ineecmopis, 30inbuiye il Kanimanizayiro,
36ibULye 00XI0, 3a06e3neuye Ginbul MiYHI NO3UYil HA 6UXOOL HA HOBI PUHKU MA NIOMPUMYE wupoke Hacenenus. Ouesuono, wo ons
0ocszHen ST NOMIMHO20 epexmy 6yO0b-5iKi Oii 3 YNpasnints 0LI0B0I0 Penymayicio, wo 30IUCHIOIOMbCS OP2aHi3ayiclo, NOGUHHI Oymu
00620CMPOKOBUMU MA CUCIMEMAMUYHUMY, THMESPY8aAmUcs 6 K408l bisnec-npoyecu. JJOCIiOHUKY NYOTIKYIOMb pe3yibmamu 00CIOHCeHb,
AKI 008005Mb NOUMUSHULL 6NIUG penymayii Ha iHwi napamempu 0i3Hec-mooeni. Hemae cymuisis, wjo penymayicto nompioHo xepysamu.
Tomy came ye 6yno demanbHo ONUCAHO Y CINAMINI.
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ratings, crisis communications management, optimization of business process, corporate culture, goodwill, crisis communications, brand
value, anti-crisis measures
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INTRODUCTION

In today's economic environment, business reputation
is one of the most important factors influencing the long-
term and sustainable development of companies. The positive
business reputation of the company determines the decision
of contractors on cooperation with it, helps to attract
highly qualified personnel, provides access to investment
resources and high-quality professional services, acts as a
kind of credit of trust for its customers.

The researches of such scientists as O.M. Grebeshkova,
V.L. Kovtun, S.V. Mocherny, O.V. Rodionov, .M. Repina,
T. Harris, R. Harlow, G.O. Shvindina, O.V. Szymanska, who
presented in their works the theoretical and practical aspects
of determining the issue of business reputation.

In particular, O.M. Grebeshkova and O.V. Szymanska
in their research noted that business reputation is the main
intangible asset, which has a value expression.

However, despite the significant number of published
works on this issue and their scientific value, many theoretical
and practical aspects need further consideration and coverage.
In particular, we consider it appropriate to pay special
attention to the role of the company's business reputation
as one of the most important components of the company's
success, as the issue, the relevance of which today is one of
the first among humane society, is still poorly understood.

The purpose of the paper is to explore the essence and
content of the category «business reputation», to analyze the
structural components of business reputation, as well as
methods of its evaluation, as well as to find out the place and
role of business reputation in effective communications and
ensuring sustainable operation of domestic enterprises.

RESEARCH METHODS

The methodological and informational basis of the work
is the work of leading scientists, as well as materials of
periodicals. The research uses methods of analysis and
synthesis, theoretical generalization, system approach, etc.

RESULTS

Reputation is a relatively new field of knowledge that
scientists are just beginning to learn; it is very capacious
and so far less orderly than in other areas. Initially, scientists
were skeptical of this area due to its subjectivity and
relativity, but now, despite this, the reputation is at the
center of the study of scientists and takes institutional form.
The growing interest in this issue can also be explained
by the “crisis of legitimacy” of neoliberal ideology, which
led to the fact that Western corporations put profit first,
while clearly ignoring the ethical principles and norms of
morality, which leaves some imprint on its reputation.
Currently, the issue of reputation plays an equally impor-
tant role in shaping the further demand for products,
which forms the same profit in the future, so to ignore this is
extremely unwise.

In scientific works you can find different definitions of
the term “reputation”. There are also cases when this term is
mistakenly identified with such terms as: “status”, “prestige”,
“image”, “legitimacy”, “honor”, “popularity”, etc., which
creates additional complexity. Turning to etymology, the
word “reputation” comes from “reputation”, which translates
from Latin as “assessment”. That is, the simplest definition
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of reputation is that it is a product of evaluations synthesis.

Today, business reputation, being a key component of
the success of any organization, is one of the most im-
portant assets of the company. In order to carry out pur-
poseful activities for its formation and management, it is
necessary to define the very concept of “business reputa-
tion”. However, before that, consider the definition of re-
putation as a whole.

Reputation is a public opinion about someone or some-
thing, a social assessment or established perceptions of a
person or object that influences society's attitude towards
that person or object.

Reputation is a balanced approach based on perceptions
of the object, formed from the general opinion of the ad-
vantages and disadvantages. Reputation consists of real
actions and facts of the object, arising from the practice of
business communication and work with him. For example, a
firm's reputation among professionals may differ signifi-
cantly from its image in a wider audience. However, the
task of reputation is similar to that solved by the image —
to help bring new products and services to market, protect
the company from the actions of competitors, to attract
reliable partners.

Business reputation is a stable opinion about the qua-
lities and advantages of the company in the market envi-
ronment. The main elements of reputation are:

a) the presence of a high culture of the organization;

b) high authority of the organization's management;

¢) a positive image of the organization in the market as a
synergy of financial opportunities and long-term leadership
in product quality;

d) innovative strategy;

e) presence in both domestic and international markets;

f) social responsibility;

g) decency;

h) obedience to the law.

There is a connection between the terms “reputation”
and “business reputation of a company”, but they are still
different. Because the modern company operates in condi-
tions and information business development, its business
reputation is its main intangible asset, which has a huge
value and is formed on the basis of such assets of the com-
pany as the reputation, image and financial stability of the
company.

Depending on the quality characteristics of business
reputation can be both positive and negative (with very dif-
ferent content). There is also a distinction between real and
desired business reputation, i.e. the one that the manage-
ment and staff of the organization would like to achieve.
It should be noted that the dynamics of change of reputa-
tional status is characterized by the following: the forma-
tion of a positive business reputation — a long and gradual
process, and its loss can occur immediately, with quite
tangible, if not catastrophic consequences for business.

Business reputation should be assessed by specialists,
the assessment of which is able to be based on the fol-
lowing components:

a) ethics in relations with external partners — responsi-
bility, decency, openness, fulfillment of obligations, credit
history;

b) ethics in relations with internal partners (corporate
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governance) — the responsibility of managers to share-
holders, financial transparency of business;

¢) management efficiency — profitability, increasing
turnover, market expansion, innovation;

d) the reputation of top managers;

e) quality of products, services;

Thus, goodwill is an intangible legally unidentified
asset that is difficult to measure in terms of value, but that
causes additional significant income and other economic
benefits.

Reputation Institute's annual reputational ratings, World's
Best Corporate Reputations, are also used to assess repu-
tation. The most recognized ratings are The Dow Jones Sus-
tainability Index and The 100 Best Corporate Citizens (ran-
king of 100 companies with the most active public position
in Corporate Responsibility magazine). Ratings annually mea-
sure the business reputation of the world's leading compa-
nies, but to talk about an accurate quantitative assessment of
the reputation of companies using ratings is incorrect.

Within the organization of reputation management
should be carried out in the following areas: development
of the company's mission and philosophy; creation and
implementation of a corporate code of conduct; formation
of the image of the first persons and top management of
the company; development of the company's social res-
ponsibility position; development of the company's mana-
gement system from the standpoint of «human capitaly,
caring for employees.

In this regard, the question arises about the formation,
maintenance and protection of the company's reputation,
i.e. the development of a system of reputation management
measures that make up the strategy. Obviously, to achieve a
noticeable effect, any business reputation management
actions taken by the organization must be long-term and
systematic, be integrated into key business processes.

Of course, the reputation strategy should be developed
on the initiative and with the direct participation of the
company's top executives. The implementation of the re-
putation management program should also be in the field
of view of management: these issues can be overseen, for
example, by the deputy head, who is in charge of public re-
lations, advertising. Ideally, the company can have its own
specialists in reputation management, in the absence of such
it is possible to turn to outside experts for advice on pri-
vate matters, the development of a comprehensive strategy
for building or correcting reputation.

Creating and managing a positive reputation is usually
associated with significant financial costs. However, as a
result of these investments, the company's capitalization can
increase significantly, sometimes bringing multiple returns
on investment, comparable only to high-risk investments.
Business reputation is a category that is widely used in
various fields of economics and practice.

The global trend is a continuous increase in the share
of intangible assets in the value of companies. According
to some data, the value of goodwill in the market value of
Western companies averages 20-25 %, sometimes reaching
80 % (for example, companies working in the field of in-
formation technology), and a decrease in business reputa-
tion by 1% gives a drop in market value by a few percent.
Business reputation can be both positive and negative. To
develop an adequate enterprise management strategy, it is
important to link the decisions made with the level of bu-

siness reputation. The value of the enterprise will be defi-
ned as the market value of all shares of the enterprise, and
goodwill — as the excess of the market value of all shares
over the value of net assets in the balance sheet.

The factor of business reputation of enterprises has
become especially relevant recently, and this is no accident.
In conditions when the markets are saturated with the same
quality goods and services, the so-called unobvious fac-
tors, or, in other words, intangible assets of the company's
value began to come to the fore: business reputation,
brands, reputation of managers and top -managers, qua-
lity strategy and system of effective communication with
target audiences. The global trend is a continuous increase in
the share of intangible assets in the value of companies.
In this context, we talk about the “reputational capital of
the company”, which is defined as the excess market price
of the company, i.e the amount by which the market value of
the company exceeds the liquidation value of its assets.

Thus, the strategic management of the organization must
take into account the level of business reputation. To in-
crease the competitiveness of domestic organizations it is
necessary to: form an effective mechanism for managing bu-
siness reputation; development of new effective methods
of its estimation.

Reputation management within the organization in-
volves the formation of a corporate code of conduct, the
development of its philosophy, concept, image of the first
persons, models of attractive behavior, a certain program
of action in the event of force majeure. To this end, the
development of the main directions of positioning the or-
ganization and strategy, its promotion in the market, the
development of corporate style, including logo, slogan, re-
presentative products. Another area of reputation manage-
ment is the creation of a corporate code of conduct. This
requires the development of standards of corporate beha-
vior governing the relationship of shareholders and top
managers between employees, models of employee beha-
vior with customers, activities to create corporate spirit of
the company, which in conjunction with other organiza-
tional actions to create, such as corporate identity, logo is
the basis of brand formation and business reputation of the
organization.

Ineffective internal communications also depress a com-
pany's ability to see beliefs and expectations change over
time. In virtually all well-managed organizations, functional
departments not only keep their finger on the pulse of
various stakeholders, but also try to actively manage their
expectations. In order to minimize reputational risk, it is
proposed to use the following:

— creation of an internal regulatory framework to elimi-
nate conflicts of interest between employees and customers;

— strengthening the role of mission, value and cor-
porate culture as a vector of communication and behavior
of company employees, the basis for implementing chan-
ges in business, brand building;

— analysis of the impact of reputational risk factors
(both as a whole and separately) on performance indica-
tors as a whole;

— reengineering the format of broadcasting the mis-
sion of values, tasks and achievements from the owner
and management to employees, namely the channels and
tools that make up the system of internal communications.

— segmentation of personnel and the base of age and
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professional parameters.

Thus, the main factors of reputational development are
the human factor, knowledge and culture. Insufficient atten-
tion to the reputation of the company's management, lack
of differentiation and assessment of reputational risks,
strategic approach to reputation management requires the
development of a system of key performance indicators
of the company's reputation management process.

Maintaining effective and ongoing public relations is
one of the key aspects of corporate reputation management.

Knowledge of the factors influencing the business re-
putation determines the assessment of the financial stabi-
lity of companies, allows to predict the occurrence of eco-
nomic danger (bankruptcy, unfriendly takeover of the firm).

Thus, a positive business reputation, its “good name”
becomes a source of additional benefits for the company
itself and for all those interested in successful interaction
with its parties. As an important component of intangible
assets, it serves as a significant economic lever in the
strategic development of the company. Moreover, in the
conditions of instability of economy and strengthening of
competition in the markets the positive business reputa-
tion is a steady competitive advantage of the company
which cannot be imitated by competitors.

CONCLUSIONS

Today, the successful operation of companies becomes
impossible only on the basis of increasing sales and profit
growth. The company's business reputation comes to the
fore. It is now recognized not only by the scientific and
expert community, but also by business, that business re-
putation, acting as an intangible asset, is capitalized and
becomes one of the key factors of the company's value,
the basis for improving its financial performance, sustain-
ability and development. However, we should not forget
that reputation is very vulnerable and must be constantly
maintained. This raises the question of effective manage-
ment of the company's reputation, which is one of the main
tasks of the company. Ukrainian business is still far from
the first lines of world reputation ratings — we have some-
thing to work on, especially since in a world of all-consu-
ming globalization there is every reason to talk about
further increasing the relevance of this issue and this is
exactly what our companies need to ensure sustainable
development of domestic entrepreneurship in general.

Reputation management solves the management of social
communications in business, using information exchange
schemes and intellectual property in order to implement
optimally favorable business processes, the formation and
maintenance of corporate status of the company in the for-
mation and development of economic systems. Global mo-
dernization of the business administration structure of the
enterprise entails the evolution of new divisions and the
disappearance of old ones, and new communication techno-
logies change the structure of interpersonal relations within
the company. Many market participants don't realize that
effective communication at all levels — with the consumer,
with the supplier, with their own employee — is a reputa-
tional component and a unique value, an important busi-
ness resource, as well as finance or time.
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