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The article offers a system of enterprise reputation management directed at increase of economic benefits from formation and maintenance of high reputation
in the result of maximisation of the volume of the incoming cash flows of the enterprise and also their duration and stability. It proves that reputation
management, which allows achievement of economic goals of the enterprise, should be directed at key groups of stakeholders: growth of products sales
is ensured by consumers, growth of internal stability — by enterprise personnel, growth of external stability — by society, including authority bodies, growth
of business value — by investors, owners and partners. The article describes components of the system of enterprise reputation management, the degree
of development of which are determined by three vectors: interaction with stakeholders and level of their feedback: messaging, informing, convincing and
attracting; activity of the used instruments of reputation management, regularity and intensity, and also quantitative indicators of their application within
the framework of directions of the product PR, corporate PR and IR, internal PR, GR and PR&CSR; level of organisational pre-requisites (functional, system and

strategic) of the system of reputation management.
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Jepeestko E. I. Cucmema penymayuoHH020 MeHedXMeHma npednpusmus
B cmamoe npednoseHa cucmema penymayuoHHo20 MeHeOXMeHma npeo-
MPUAMUS, HaNPABAEHHAA HA yeenuyeHue IKOHOMUYECKUX 8blc00 om ¢op-
MUPOBAHUA U 1000epHAHUA 8bICOKOL penymayuu 8 pesynbmame MaKcumu-
3ayuu 0bvema noy4aemMblx OeHeXHbIX MOMOKO8 MpednpuAmus, a Make
npodonxumensHocmu U cmabunbHocmu ux nocmynaeHus. JokasaHo, Ymo
ynpaenexue perymayueli, no3gonstoujee 00cmuyb 3KOHOMUYECKUX yenel
npednpusmus, 00M#HO 6bimb HANPABAEHO HA KAtoYesble epymmbl cmeliK-
xondepos: pocm npodax npodyKkyuu obecneyusarom nompebumenu, pocm
8HympeHHeli cmabunbHOCMU — NepcoHan npednpusmus, pocm eHewHel
cmabuabHoCMu — 06Wecmeo, 8 M. Y. 8 AUYE 0P2aHO8 8ACMU, POCM CMOU-
mocmu 6u3Heca — uHeecmopel, 81a0enbybl U napmuepsl. 060CHOBGHLI Co-
cmasnAowue cucmembl penymayuoHHo20 MeHedxmeHma npednpuamus,
cmeneHb passumus Komopol onpedensiom mpu eekmopa: 83aumooeii-
cmaue co cmelikxondepamu u yposeHb 06pamHoli C8A3U ¢ HUMU: «MeCceoHu-
pO8aHUey, «UHPOPMUPOBAHUEY, «yberdeHue» U «npueneyeHuer, aKkmus-
HOCMb UCMOAb3YeMbIX UHCMPYMEHMO8 PernymayuoHH020 MeHeOXMeHma,
pezynapHOCMb U UHMEHCUBHOCMb, G MAK3#(e KOUYeCmeeHHble NoKasamenu
UX MpUMeHeHUs 8 PamKax HanpaeneHull npodykmosozo PR, Kopnopamus-
Ho20 PR u IR, 8HympeHHezo PR, GR u PR&CSR; yposeHb op2aHU3AUUOHHbIX
npeodnochiNoK ((hyHKYUOHAAbHBIL, cucmemHbIl U cmpameauyeckuli) cucme-
Mbl penymayuoHH020 MeHedMmeHma.

Knioveabie caoea: penymayuoHHbil MeHeOxmeHm, Knkovesbie cmelikxos-
Oepbl npednpuamus, cés3u ¢ 06uecmeeHHOCMbIO.
Puc.: 5. bu6n.: 9.

[lepeesrko EneHa leopauesHa — KaHOUOGM IKOHOMUYECKUX HayK, DoueHm,
dokmopaHm, HayuoHanbHbIl yHUBEpPCUMEM Muujebix mexHonoaul (ya.
Bnadumupckas, 68, Kues, 01601, YkpauHa)

E-mail: y.derevyanko@pr-service.com.ua

eputation is of particular importance among the resourc-

es of a company which determine its development in the

globalized economy. This intangible asset is formed as a
result of the stakeholders’ trust in the company and ensures re-
duction of its transaction costs, stability of product sales, avail-
ability of loan and investment resources, attraction and reten-
tion of highly qualified personnel, support of the company’s op-
eration by local communities, etc. On the other hand, absence
of a positive reputation — stakeholders’ trust — is a direct threat
to the company’s existence. This is exactly why a strategically
oriented business ensures reputation management.
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Jflepes'aHko O. I, Cucmema penymayiiiHo20 meHedxmeHmy nidnpuemcmea
Y cmammi 3anponoHo8aHo cucmemy penymayiliHozo meHedxmeHmy nio-
MPUEMCMEBA, CIPAMOBGHY Ha 36iMbWeHHA eKOHOMIYHUX 8u2i0 8i0 ghopmy-
8aHHA Ma NIOMPUMKU 8UCOKOI perrymayii Hacidok makcumizayii obcsey
0OMPUMYBAHUX 2pOLWIOBUX MOMOKI8 MIOMPUEMCMEBA, @ MAKoXt mpusasocmi
ma cmabinsHocmi ix Hadxo0xeHHA. [JosedeHo, wo ynpasninHA penymayi-
€t0, AKe 003801UMb 00CI2MU EKOHOMIYHUX Uineli nidnpuemcmea, mae bymu
CPAMOBAHE HA Ko4osi 2pynu cmelikxondepie: 3pocmaHHA npodaxcie
npodyKyii 3abe3neyyrome Cromusayi, 3pOCMAHHA 8HyMpiWHbOI cmabine-
Hocmi — nepcoHan nidnpuemMcmed, 3pOCMAHHS 308HiWHbOI cmabinbHoC-
mi — cycninecmso, y m. Y. 8 0cobi opaaHie 810U, 3pOCMAHHA 8apmocmi
bisHecy — iHeecmopu, enacHuku ma napmuepu. O6rpyHMoBaHo cknadosi
cucmemu penymayiliHoeo meHedxmeHmy nidnpuemcmea, po3suHeHicme
AKOI BU3HAYAKOMb MPU 8EKMOPU: 83aEMO0iA 3i cmelikxondepamu ma pigeHos
380pOMHO020 38'A3KY 3 HUMU: «MECEOH(YBAHHAY, «iHGHOPMYBAHHAY, «nepe-
KOHGHHA» M «30/1y4eHHA»; AKMUBHICMb 8UKOPUCMOBYBAHUX IHCMPYMeH-
mie penymayiliHo2o meHedmmeHmy, peaynspHicme / iHmMeHcusHicms ma
KinbKICHI MOKA3HUKU iX 30CMOCYBAHHA 8 PAMKAX HAMPAMKig MpodyKmoso2o
PR, kopnopamusHoz2o PR ma IR, sHympiwHb020 PR, GR i PR&CSR; piseHb
opeaHizayiliHux nepedymos (pyHKuioHanbHUl, cucmemHuli ma cmpameziy-
Huli) cucmemu penymayiliHo20 MeHeoHMeHMy.

Knrovosi cnosa: penymayilinuii meHedxmeHm, Kawo4osi cmelikxondepu nio-
MPUEMCMEBA, 36’A3KU 3 2pOMAOCLKICMIO.
Puc.: 5. bibn.: 9.

Jflepes'aHko OneHa leopeaiieHa — KaHOUOAM eKOHOMIYHUX HayK, doueHm,
dokmopanm, HauioHanbHul yHigepcumem xap4osux mexHonoeili (8yn. Bo-
nodumupceka, 68, Kuis, 01601, YkpaiHa)
E-mail: y.derevyanko@pr-service.com.ua

Brief Literature Review. Works written on problems of
reputation management mainly study methods of information-
al influence on various audiences of stakeholders and identi-
fication of their level of support of the company as a result of
such influence. A substantial contribution to solving the prob-
lem has been made by Ronald J. Alsop, (2013) 2], E. Carreras,
A. Carreras and A.Alloza (2014) (2], ]. E. Grunig, T. Hunt (1984)
[4], E. Lindemann (1984) [1], W. . McGuire (1968) [6], D. S. Reina,
M. L. Reina (2007) [7], C. H Rushton (2010) [8], H. Smyth (2005)
[9]. At the same time, the research of reputation issues is fo-
cused too little on systematic consideration of all the factors of
reputation formation at a company.
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Purpose — to form a company’s reputation management
system from a set of trends and reputation provision instru-
ments. General scientific methods of analysis and synthesis,
abstraction and graphic modeling are used in the study.

ccording the general scientific definition, a system is a

set of elements and relations between them. A man-

datory condition for existence of a system is availabil-
ity of an objective of such system. A high level of company’s
reputation proves effectiveness of management efforts, but
company's reputation is not an end in itself but a means to ob-
tain economic benefits. These benefits can be represented as a
function of two variables: amount of money flows received (S)
and duration and stability of their receiving (t) which tends to
maximum. There are two basic ways to maximize the amount
of money flows received (S): by maximizing the product sale
benefits and/or by maximizing the business value directly.
There are also two ways how a company can maximize the du-
ration of receiving them (¢): by ensuring stability of the internal
and external environment. By laying out these objectives of the
reputation management system in a plane, we will obtain four
target vectors (Fig. I).

Now, let us depict the subjective nature of the reputation
management system’s objectives: each of the obtained target
vectors “belongs” to a certain group of stakeholders. Thus, the
product sale growth is provided by consumers, internal stability
growth — by the company’s personnel, external stability growth —
by the society, including government authorities, the business
cost growth — by investors, owners and partners (Fig. 2).

Thus, the reputation management, which will enable
to achieve the company’s economic objectives, should be di-
rected at the said groups of stakeholders. A set of instruments
for managerial influence on a specific group of stakeholders is

A

Business value
growth

Product sale growth

a trend of reputation management — a certain form of public
relations. By “connecting” the PR! forms used in practice to the
specified groups of stakeholders, we obtain the following four
trends: “Consumers — Product PR’ “Owners/investors/part-
ners — Corporate PR and IR, “Personnel — internal PR and IR’,
“State/society — GR® and PR&CSRY"

Any management efforts made to form a required posi-
tive reputation, in our opinion, can be presented as a scale: the
minimum efforts will correspond to such stakeholders’ target
attitude to the company as “awareness” and the maximum ef-
forts — to such attitude as “trust based on support and inten-
tions for a long-term cooperation”.

The number of target degrees of awareness/trust (and
respectively the division value on the scale), if determined by
scientific approaches of different authors, will be different. For
example, H. Smyth (2005) [9] and then D. Reina & M. Reina
(2006, 2007) [8, 7] distinguished the following three degrees:
contractual trust, communication trust and competence trust.
E. Lindemann (1984) [1], like the above authors, determined
three degrees as well: change of awareness, change of attitude
and change of behavior. J. E. Grunig, and T. Hunt (1984) [4] de-
fined four degrees and formulated on the basis of, respectively,
four models of PR: improvised/manipulative, model of one-way
public information, two-way asymmetrical and two-way sym-
metrical models. In the theory of communication psychology
by McGuire (1968) [6] - six stages of persuasion: imagination,
attention, understanding, acceptance, memorizing, action.

e believe that a certain degree of awareness/trust for

a certain group of stakeholders can be target (suffi-

cient, appropriate) for a particular company under

certain conditions. The target degree of awareness/trust is set
depending on importance of receiving a fast short-term or a
stable long-term increase of reputa-

tion. Minimum efforts will require the

simplest system (organization) of rep-

Maximizing the utation management in a company,
amount of money maximum efforts — the most complex
flows received (S) and developed system.

Since the classical concept of
J. E. Grunig (1984)> and his four PR
models are well-known in the PR-
community, it is expedient to use
them, interpreting them as develop-
ment degrees of the company’s repu-
tation management system. Even
though J. E. Grunig (1984) does not

A

Increase of stability owing
to external support of the
company’

Maximizing the duration
and stability of receiving
money flows (t)

internal support of company’s
development

Increase of stability owing to the

\

N

Fig. 1. Objectives of the company’s reputation management system

Source: Developed by the Author.
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= go beyond the interaction “company —
consumer”®, we consider his concept
to be universal and it can be used to
study interaction of the company with
any group of stakeholders.

PR - Public relations.

2|R - Investor relations.

3 GR - Government relations.

4 Corporate social responsibility.

> RepTrak™ (Reputation Institute), the most
famous instrument of reputation evaluation,
was built on the J. Grunig’s model.

6 Note: as the model becomes improved, the
consumer starts being considered versatile,
as an individual and a carrier of ethics and
political views, as a consumer and citizen.
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A
>

Objective: Increase of stability
owing to external support
of the company’s development

<

Objective: Business value growth
Key stakeholders: OWNERS,
INVESTORS, PARTNERS

Objective: Product sale growth

the plane and it characterizes how
“wide” (by covering stakeholders
and involving them in a dialogue/
cooperation) the reputation man-
agement system is. However, re-
gardless of the covering width,
such interaction can be both ac-
tive and inactive. By drawing a
perpendicular to the plane of the
stakeholders, we receive measur-
ing of the reputation management
activity. Thus, we can graphically

Key stakeholders:
SOCIETY STATE

of company’s development

Objective: Increase of stability
owing to the internal support

Key stakeholders:
PERSONNEL

\4

Fig. 2. Company’s key stakeholders in the reputation management system

Source: Developed by the Author.

The degree of development of the reputation manage-
ment system in the plane of interaction with stakeholders is
defined by the level of communication with them. Using the
approach of . E. Grunig (1984), we can distinguish four levels
of such communication: 1) messaging (according to J. Grunig —
“manipulation”) — one-way communication intended to draw
attention to the company where the amount of information
about the company given to the stakeholders is important, irre-
spective of its nature (positive or negative); 2) informing (accord-
ing to J. Grunig — “one-way information”) — aimed at spreading
positive information about the company; the quantity of posi-
tive information is controlled (in general and compared to the
total amount of information about the company); 3) persuasion
(according to J. Grunig — “two-way asymmetry”) — aimed at
creating a positive reputation of a company by providing the
information which will be positively perceived by stakehold-
ers and will persuade them; for this purpose, the stakehold-
ers’ reaction to certain messages about the company’s activity
should be studied and the flexibility degree of the company's
reputation should be determined; 4) involvement (according to
J. Grunig - “two-way symmetry”) — the highest level of com-
munication (ideal communication). The aim is to create posi-
tive reputation as a result of cooperation with stakeholders and
taking into account their requirements and consequently mak-
ing changes in the company’s activity. Thus, the functions of
forming positive reputation of a company are partially assigned
to its stakeholders. The stakeholders’ attitudes and wishes are
constantly monitored. The higher the level of the feedback, the
longer the interaction with a certain group of stakeholders and
the stronger their trust in the company (as readiness to support
its development for a longer term) (Fig. 3).

The above projection of the reputation management sys-
tem on key stakeholders (see Fig. 3) will be hereinafter referred
to by us as the basic or major one. Graphically, it is shown as
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> realize that reputation manage-
ment for different groups of stake-
holders of the same company may
be not equally active (Fig. 4).

The activity is determined
by an arsenal of the reputation
management instruments used,
regularity/intensity and quantita-
tive indicators of their use. Hence,
among the major RM activities
will be: regular distribution of
media press releases, regular cor-
porate media publications, orga-
nization of special events, regular
updating of the website, regular
updating of the company’s official
page on social networks, etc.

he arsenal of instruments is subdivided into a common

arsenal (for all categories of stakeholders) and a specific

arsenal (it is aimed at a certain group of stakeholders
7). Therefore, the activity of reputation management as to a de-
fined group of stakeholders will be a total of common and spe-
cific activities. Graphically, it is the “height” of the company’s
reputation management system (see Fig. 4).

In addition to the “width” and “height’, the reputation
management system should have “depth” or foundation which
consists of organizational preconditions of regular or periodic
use of instruments (implementation of RM activities). Graphi-
cally, it is depicted as a perpendicular to the base plane of stake-
holders, under it; and, since it is the “foundation’; its levels are
marked with a minus: -1, -2, -3 (Fig. 5).

We suggest distinguishing the above three levels of or-
ganizational preconditions as those which ensure a certain de-
gree of strength for the “foundation” of a company’s reputation
management system. Level “minus one”: those organizational
elements which ensure RM activity without creating a special-
ized PR Division (Reputation Management Department). In
particular, they include: journalists employed by the company/
corporate media editorial board, internal specialists for filling
and maintaining the corporate website and the company’s pages
and its brands on social networks, a PR specialist in the market-
ing department, etc. Level “minus two”: centralization of RM
activity control functions in a specialized PR division (reputa-

Key stakeholders:
CONSUMERS

’ However, there is one conventionality here: e.g. the consumer is

a person who can be a representative of the government, a repre-
sentative of the company or a potential investor.

8 Similar to the motivation model of F. Herzberg (1959) [5] which
defines so-called “hygienic motivators” of the personnel (such moti-
vators do not motivate themselves, but satisfying them is a certain
precondition for real motivators to take effect).
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Corporate PRand IR

Key stakeholders: OWNERS, INVESTORS, PARTNERS
Objective: business value growth

A
. informing
messaging
N g
GRand PR&CSR -~ Product PR
Key stakeholders: SOCIETY, ” Key stakeholders: CONSUMERS
STATE Objective: sale growth
Objective: stability growth owing
to external support of the Ao
company’s development
bl \
. \( .
involvement Internal PR persuasion

Key stakeholders: PERSONNEL

Objective: Growth of stability owing to internal support
of the company’s development

Fig. 3: Degrees of development of the reputation management system in the plane of interaction with stakeholders

Source: Developed by the Author.

Activeness of RM
A

Activeness of corporate PR and IR

Corporate PR and IR p)

OWNERS, INVESTORS,
PARTNERS

Activeness of GR and PR&CSR 3

GRTaPR&CSR _.--~
SOCIETY, STATE

Source: Developed by the Author.

tion management department) allocated in the organizational
structure and integration of functional obligations of business
process participants into position instructions of respective
employees and into provisions about respective structural di-
visions of the company. Level “minus three”: elements which
ensure stable development and self-renewal of the reputation
management system, in particular, organization of teaching for

384

Common RM activeness

Activeness of the Product PR

Product PR
1L---" CONSUMERS

Activeness of the internal PR

Internal PR
PERSONNEL

Fig. 4. Activity of a company’s reputation management system

authorized speakers of the company instrumental technique of
RM work on a systemic basis, document formalization of RM
strategy and operational plans for RM work for various periods
of time and of a plan of actions in emergencies (plan of anti-
crisis RM activities).

Conclusion. Thus, we have substantiated a company’s
reputation management system. Its development is defined by:
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Corporate PR and IR RM Activity
OWNERS, INVESTORS, A
PARTNERS Activity of the corporate
M PR and IR, GR and

. PR&CSR, Product PR
and internal PR

Levels of RM development
in the plane of interaction with
stakeholders

GR and PR&CSR __.--

SOCIETY, STATE systematic

Levels of RM foundation

RM Foundation

Fig. 5. Three-dimensional model of the company’s reputation management system

Source: Developed by the Author.

+ the plane of interaction with stakeholders (customers,
company’s personnel, society, including government
authorities, investors, owners and partners) and level
of communication with them: messaging, informing,
persuasion, involvement;

+ activity of the reputation management instruments
used, regularity/intensity and quantitative indicators
of their use within trends of the Product PR, Corporate
PR and IR, Internal PR, GR and PR & CSR;

+ availability and (functional, systematic and strategic)
level of organizational preconditions of the reputation
management system.

During further research, it is necessary to focus on me-
thodical fundamentals of identifying the level of the reputation
management system, analysis of the system varieties and deter-
mination of conditions for their best use. L
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noHoeHmis) 0ano nidcmasu 8U3Ha4YUMU Ba4eHHA orepamopamu ma CroXusa4amu malibymHboeo puHKy IHmepHem-mexHosnoeill. BusHaveHo Hosuli sekmop
830€MOBIOHOCUH Y6 ekmis biHec-npoyecie. O6I'pyHMOBAHO, W0 eghekm 8i0 BUKOPUCMAHHSA IHMepHeM-mexHonoeili Noaseae y npucKopeHHi bisHec-npoyecie,

n000aHHI MPaH3aKyiliHux 6ap ‘€pis, NOCUNEHHI KOHKYPeHMHUX no3uyid.

Kntouosi cnoea: iHmepHem, mexHosnoeii, biHec-npouecu, mepexa, calim, nposaiidepu, KaieKMU, Kopucmyeadi.
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3iokosa A. 0., 3iokoea U. A. MapkemuHzoeoe uccaedosaHue
ucnonb30eaHus 8o3moxtHocmeli Internet Kak npednocoINKU
UHHOBAYUOHHO20 pa38UMUA

Lenb cmambu 3aknto4aemca e uccnedosaHuu 8o3moxcHocmeli MHmepHem 0na obe-
CrieYeHus UHHOBAUUOHHO20 Pa3BUMUA U MOBbILIEHUA SKOHOMUYECKO20 pocma Cybb-
eKMo8 PbIHKA. Mcronb308aHsI MapKemMuH208ble UHCMPYMeHmbl UccAed08aHuA 803-
MmoxcHocmeli MHmepHem-mexHonoauli. B xode nposedeHus KoHmeHmM-aHanu3a bbiau
paccmompeHbl 3801104UA PbIHKA MHMepHem u wupokononocHozo docmyna (LML)
8 UESIOM U 20 Ce2MeHmMo8, BbIACHEHbI MEHOEHUUU pa38UMUS, onpedeneHsl HaNpas-
/IHUA UCMONb308aHUA B03MOMHOCMel VHmepHem Kak 0na puiHka B2B, mak u B2C.
MccnedosaHa KOHKYPeHMHAA cumyayus Ha pelHke docmyna VHmepHem e YKpauHe.
BbiAiB/IeHbI OCHOBHbIE «U2POKU» PbIHKA U UX KOHKYpeHMHble cmpameauu. OnpedesneHsl
0CHOBHbIe 0repamopbl peiHka docmyna 8 MHmepHem 8 2. Kpusoii Poe. pogedeHHbiii
0npoc cpedu KPUBOPOXLCKUX 0Mepamopos CéA3u U KaueHmos (mompebumenel) mene-
KOMMYHUKAUUOHHbIX ycnye (obbem ebibopku cocmaensn 1000 pecriondeHmos) dan
0CHOBAHUSA onpedenums 8udeHbe onepamopamu u nompebumenamu bydyusezo pbiH-
Ka MHmepHem-mexHonoauli. OnpedeneH HoBbIl 8eKkmop 83aumoomHoweHul cybbek-
moe 6usHec-npoyeccos. 06OCHOBAHO, YMO hchekm om UCMONL308aHUA MHMepHem-
mexHono2ull 3aKka04aemca 8 yckopeHuu GU3Hec-npoyeccos, npeodoneHuU MpaH3aK-
UUOHHbIX 6apbepos, ycuneHuU KoHKypeHMHsIX no3uyudi.

Knrouesble cnosa: uHmepHem, mexHonoauu, GusHec-npoyeccsl, cems, calim, nposad-
0Oepbl, KAUEHMbI, M0Ab308aMenu.
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UDC 339.138
Ziukova A. 0., Zyukova I. 0. Marketing Study of the Use of Internet
Opportunities as a Pre-requisite of Innovation Development

The goal of the article lies in the study of Internet opportunities for ensuring
innovation development and increase of economic growth of market subjects.
The article uses marketing instruments of the study of opportunities of Internet
technologies. In the course of the content analysis the article considers evolution
of the Internet market and the broadband access in general and its segments,
reveals tendencies of development, identifies directions of use of Internet op-
portunities both for B2B and B2C markets. The article studies the competitive
situation in the Internet access market in Ukraine. It shows main players in the
market and their competitive strategies. It lists main operators of the Internet
access market in the city of Kryvyi Rih. The conducted poll among the city com-
munication operators and clients (consumers) of telecommunication services
(1000 respondents) provided grounds to understand vision of the future market
of Internet technologies by operators and consumers. The article identifies a
new vector of relations of the subjects of business processes. It shows that the
effect of use of Internet technologies lies in acceleration of business processes,
overcoming transaction barriers and strengthening competitive positions.

Key words: internet, technologies, business processes, network, site, provid-
ers, clients, users.
Tabl.: 1. Bibl.: 9.

Ziukova Alina 0. Postgraduate Student, Department of marketing, Kyiv Na-
tional Economic University named after. V. Getman (pr. Peremogy, 54/1, Kyiv,
03068, Ukraine)

E-mail: alinusik_zukova@bk.ru

Zyukova Iryna 0.- Candidate of Sciences (Economics), Associate Professor,
Department of marketing, Kryvyi Rig National University (vul. XXIl Partz'yizdu,
11, Krywyi Rig, Dnipropetrovska obl., 50027, Ukraine)

E-mail: alinusik_zukova@bk.ru

BISBHECIHOOPM N¢ 2 2014

www.business-inform.net



http://www.business-inform.net

