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Derevianko O. H. System of Enterprise Reputation Management
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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УДК 658:659.3:659.4
Деревянко Е. Г. Система репутационного менеджмента предприятия
В статье предложена система репутационного менеджмента пред-
приятия, направленная на увеличение экономических выгод от фор-
мирования и поддержания высокой репутации в результате максими-
зации объема получаемых денежных потоков предприятия, а также 
продолжительности и стабильности их поступления. Доказано, что 
управление репутацией, позволяющее достичь экономических целей 
предприятия, должно быть направлено на ключевые группы стейк-
холдеров: рост продаж продукции обеспечивают потребители, рост 
внутренней стабильности – персонал предприятия, рост внешней 
стабильности – общество, в т. ч. в лице органов власти, рост стои-
мости бизнеса – инвесторы, владельцы и партнеры. Обоснованы со-
ставляющие системы репутационного менеджмента предприятия, 
степень развития которой определяют три вектора: взаимодей-
ствие со стейкхолдерами и уровень обратной связи с ними: «меседжи-
рование», «информирование», «убеждение» и «привлечение»; актив-
ность используемых инструментов репутационного менеджмента, 
регулярность и интенсивность, а также количественные показатели 
их применения в рамках направлений продуктового PR, корпоратив-
ного PR и IR, внутреннего PR, GR и PR&CSR; уровень организационных 
предпосылок (функциональный, системный и стратегический) систе-
мы репутационного менеджмента.
Ключевые слова: репутационный менеджмент, ключевые стейкхол-
деры предприятия, связи с общественностью.
Рис.: 5. Библ.: 9. 
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Дерев'янко О. Г. Система репутаційного менеджменту підприємства
У статті запропоновано систему репутаційного менеджменту під-
приємства, спрямовану на збільшення економічних вигід від форму-
вання та підтримки високої репутації внаслідок максимізації обсягу 
отримуваних грошових потоків підприємства, а також тривалості 
та стабільності їх надходження. Доведено, що управління репутаці-
єю, яке дозволить досягти економічних цілей підприємства, має бути 
спрямоване на ключові групи стейкхолдерів: зростання продажів 
продукції забезпечують споживачі, зростання внутрішньої стабіль-
ності – персонал підприємства, зростання зовнішньої стабільнос-
ті – суспільство, у т. ч. в особі органів влади, зростання вартості 
бізнесу – інвестори, власники та партнери. Обґрунтовано складові 
системи репутаційного менеджменту підприємства, розвиненість 
якої визначають три вектори: взаємодія зі стейкхолдерами та рівень 
зворотного зв’язку з ними: «меседжування», «інформування», «пере-
конання» та «залучення»; активність використовуваних інструмен-
тів репутаційного менеджменту, регулярність / інтенсивність та 
кількісні показники їх застосування в рамках напрямків продуктового 
PR, корпоративного PR та IR, внутрішнього PR, GR і PR&CSR; рівень 
організаційних передумов (функціональний, системний та стратегіч-
ний) системи репутаційного менеджменту.

Ключові слова: репутаційний менеджмент, ключові стейкхолдери під-
приємства, зв’язки з громадськістю.
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Reputation i� of particular importance among the re�ourc-
e� of a company which determine it� development in the 
globalized economy. Thi� intangible a��et i� formed a� a 

re�ult of the �takeholder�’ tru�t in the company and en�ure� re-
duction of it� tran�action co�t�, �tability of product �ale�, avail-
ability of loan and inve�tment re�ource�, attraction and reten-
tion of highly qualified per�onnel, �upport of the company’� op-
eration by local communitie�, etc. On the other hand, ab�ence 
of a po�itive reputation – �takeholder�’ tru�t – i� a direct threat 
to the company’� exi�tence. Thi� i� exactly why a �trategically 
oriented bu�ine�� en�ure� reputation management.

Brief Literature Review. Work� written on problem� of 
reputation management mainly �tudy method� of information-
al influence on variou� audience� of �takeholder� and identi-
fication of their level of �upport of the company a� a re�ult of 
�uch influence. A �ub�tantial contribution to �olving the prob-
lem ha� been made by Ronald J. Alsop, (2013) [2], E. Carreras,  
A. Carreras and Á.Alloza (2014) [2], J. E. Grunig, T. Hunt (1984) 
[4], E. Lindemann (1984) [1], W. J. McGuire (1968) [6], D. S. Reina, 
M. L. Reina (2007) [7], C. H Rushton (2010) [8], H. Smyth (2005) 
[9]. At the �ame time, the re�earch of reputation i��ue� i� fo-
cu�ed too little on �y�tematic con�ideration of all the factor� of 
reputation formation at a company.
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Purpose – to form a company’� reputation management 
�y�tem from a �et of trend� and reputation provi�ion in�tru-
ment�. General �cientific method� of analy�i� and �ynthe�i�, 
ab�traction and graphic modeling are u�ed in the �tudy.

According the general �cientific definition, a �y�tem i� a 
�et of element� and relation� between them. A man-
datory condition for exi�tence of a �y�tem i� availabil-

ity of an objective of �uch �y�tem. A high level of company’� 
reputation prove� effectivene�� of management effort�, but 
company'� reputation i� not an end in it�elf but a mean� to ob-
tain economic benefit�. The�e benefit� can be repre�ented a� a 
function of two variable�: amount of money flows received (S) 
and duration and stability of their receiving (t) which tend� to 
maximum. There are two ba�ic way� to maximize the amount 
of money flow� received (S): by maximizing the product �ale 
benefit� and/or by maximizing the bu�ine�� value directly. 
There are al�o two way� how a company can maximize the du-
ration of receiving them (t): by en�uring �tability of the internal 
and external environment. By laying out the�e objective� of the 
reputation management �y�tem in a plane, we will obtain four 
target vector� (Fig. 1).

Now, let u� depict the �ubjective nature of the reputation 
management �y�tem’� objective�: each of the obtained target 
vector� “belong�” to a certain group of �takeholder�. Thu�, the 
product �ale growth i� provided by con�umer�, internal �tability 
growth – by the company’� per�onnel, external �tability growth – 
by the �ociety, including government authoritie�, the bu�ine�� 
co�t growth – by inve�tor�, owner� and partner� (Fig. 2).

Thu�, the reputation management, which will enable 
to achieve the company’� economic objective�, �hould be di-
rected at the �aid group� of �takeholder�. A �et of in�trument� 
for managerial influence on a �pecific group of �takeholder� i� 

a trend of reputation management – a certain form of public 
relation�. By “connecting” the PR1 form� u�ed in practice to the 
�pecified group� of �takeholder�, we obtain the following four 
trend�: “Con�umer� – Product PR”, “Owner�/inve�tor�/part-
ner� – Corporate PR and IR2”, “Per�onnel – internal PR and IR”, 
“�tate/�ociety – GR3 and PR&C�R4”.

Any management effort� made to form a required po�i-
tive reputation, in our opinion, can be pre�ented a� a �cale: the 
minimum effort� will corre�pond to �uch �takeholder�’ target 
attitude to the company a� “awarene��” and the maximum ef-
fort� – to �uch attitude a� “tru�t ba�ed on �upport and inten-
tion� for a long-term cooperation”.

The number of target degree� of awarene��/tru�t (and 
re�pectively the divi�ion value on the �cale), if determined by 
�cientific approache� of different author�, will be different. For 
example, H. Smyth (2005) [9] and then D. Reina & M. Reina 
(2006, 2007) [8, 7] di�tingui�hed the following three degree�: 
contractual tru�t, communication tru�t and competence tru�t. 
E. Lindemann (1984) [1], like the above author�, determined 
three degree� a� well: change of awarene��, change of attitude 
and change of behavior. J. E. Grunig, and T. Hunt (1984) [4] de-
fined four degree� and formulated on the ba�i� of, re�pectively, 
four model� of PR: improvi�ed/manipulative, model of one-way 
public information, two-way a�ymmetrical and two-way �ym-
metrical model�. In the theory of communication p�ychology 
by McGuire (1968) [6] – �ix �tage� of per�ua�ion: imagination, 
attention, under�tanding, acceptance, memorizing, action.

We believe that a certain degree of awarene��/tru�t for 
a certain group of �takeholder� can be target (�uffi-
cient, appropriate) for a particular company under 

certain condition�. The target degree of awarene��/tru�t i� �et 
depending on importance of receiving a fa�t �hort-term or a 

�table long-term increa�e of reputa-
tion. Minimum effort� will require the 
�imple�t �y�tem (organization) of rep-
utation management in a company, 
maximum effort� – the mo�t complex 
and developed �y�tem.

�ince the cla��ical concept of  
J. E. Grunig (1984)5 and hi� four PR 
model� are well-known in the PR-
community, it i� expedient to u�e 
them, interpreting them a� develop-
ment degree� of the company’� repu-
tation management �y�tem. Even 
though J. E. Grunig (1984) doe� not 
go beyond the interaction “company – 
con�umer”6, we con�ider hi� concept 
to be univer�al and it can be u�ed to 
�tudy interaction of the company with 
any group of �takeholder�.

Fig. 1. Objectives of the company’s reputation management system
Source: Developed by the Author.
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1 PR – Public relations.
2 IR – Investor relations.
3 GR – Government relations.
4 Corporate social responsibility.
5 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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The degree of development of the reputation manage-
ment �y�tem in the plane of interaction with �takeholder� i� 
defined by the level of communication with them. U�ing the 
approach of J. E. Grunig (1984), we can di�tingui�h four level� 
of �uch 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 �takeholder� i� important, irre-
�pective of it� nature (po�itive or negative); 2) informing (accord-
ing to J. Grunig – “one-way information”) – aimed at �preading 
po�itive information about the company; the quantity of po�i-
tive information i� controlled (in general and compared to the 
total amount of information about the company); 3) persuasion 
(according to J. Grunig – “two-way a�ymmetry”) – aimed at 
creating a po�itive reputation of a company by providing the 
information which will be po�itively perceived by �takehold-
er� and will per�uade them; for thi� purpo�e, the �takehold-
er�’ reaction to certain me��age� about the company’� activity 
�hould be �tudied and the flexibility degree of the company'� 
reputation �hould be determined; 4) involvement (according to 
J. Grunig – “two-way �ymmetry”) – the highe�t level of com-
munication (ideal communication). The aim i� to create po�i-
tive reputation a� a re�ult of cooperation with �takeholder� and 
taking into account their requirement� and con�equently mak-
ing change� in the company’� activity. Thu�, the function� of 
forming po�itive reputation of a company are partially a��igned 
to it� �takeholder�. The �takeholder�’ attitude� and wi�he� are 
con�tantly monitored. The higher the level of the feedback, the 
longer the interaction with a certain group of �takeholder� and 
the �tronger their tru�t in the company (a� readine�� to �upport 
it� development for a longer term) (Fig. 3).

The above projection of the reputation management �y�-
tem on key �takeholder� (�ee Fig. 3) will be hereinafter referred 
to by u� a� the ba�ic or major one. Graphically, it i� �hown a� 

the plane and it characterize� how 
“wide” (by covering �takeholder� 
and involving them in a dialogue/
cooperation) the reputation man-
agement �y�tem i�. However, re-
gardle�� of the covering width, 
�uch interaction can be both ac-
tive and inactive. By drawing a 
perpendicular to the plane of the 
�takeholder�, we receive mea�ur-
ing of the reputation management 
activity. Thu�, we can graphically 
realize that reputation manage-
ment for different group� of �take-
holder� of the �ame company may 
be not equally active (Fig. 4).

The activity i� determined 
by an ar�enal of the reputation 
management in�trument� u�ed, 
regularity/inten�ity and quantita-
tive indicator� of their u�e. Hence, 
among the major RM activitie� 
will be: regular di�tribution of 
media pre�� relea�e�, regular cor-
porate media publication�, orga-
nization of �pecial event�, regular 
updating of the web�ite, regular 
updating of the company’� official 
page on �ocial network�, etc.

The ar�enal of in�trument� i� �ubdivided into a common 
ar�enal (for all categorie� of �takeholder�) and a �pecific 
ar�enal (it i� aimed at a certain group of �takeholder� 

7). Therefore, the activity of reputation management a� to a de-
fined group of �takeholder� will be a total of common and �pe-
cific activitie�. Graphically, it i� the “height” of the company’� 
reputation management �y�tem (�ee Fig. 4).

In addition to the “width” and “height”, the reputation 
management �y�tem �hould have “depth” or foundation which 
con�i�t� of organizational precondition� of regular or periodic 
u�e of in�trument� (implementation of RM activitie�). Graphi-
cally, it i� depicted a� a perpendicular to the ba�e plane of �take-
holder�, under it; and, �ince it i� the “foundation”, it� level� are 
marked with a minu�: –1, –2, –38 (Fig. 5). 

We �ugge�t di�tingui�hing the above three level� of or-
ganizational precondition� a� tho�e which en�ure a certain de-
gree of �trength for the “foundation” of a company’� reputation 
management �y�tem. Level “minu� one”: tho�e organizational 
element� which en�ure RM activity without creating a �pecial-
ized PR Divi�ion (Reputation Management Department). In 
particular, they include: journali�t� employed by the company/
corporate media editorial board, internal �peciali�t� for filling 
and maintaining the corporate web�ite and the company’� page� 
and it� brand� on �ocial network�, a PR �peciali�t in the market-
ing department, etc. Level “minu� two”: centralization of RM 
activity control function� in a �pecialized PR divi�ion (reputa-

Fig. 2. Company’s key stakeholders in the reputation management system
Source: Developed by the Author.

  

O
bj

ec
tiv

e:
 B

us
in

es
s 

va
lu

e 
gr

ow
th

   

Objective: Increase of stability
owing to external support

of the company’s development

 
 

 
 
 
 
 

O
bj

ec
tiv

e:
 In

cr
ea

se
 o

f s
ta

bi
lit

y
ow

in
g 

to
 th

e 
in

te
rn

al
 s

up
po

rt
 

of
 c

om
pa

ny
’s 

de
ve

lo
pm

en
t

 
 

 
   

Objective: Product sale growth 
 
 
 

Key stakeholders:
CONSUMERS  

Key stakeholders: 
SOCIETY STATE 

Ke
y 

st
ak

eh
ol

de
rs

:
PE

RS
O

N
N

EL
 

Ke
y 

st
ak

eh
ol

de
rs

: O
W

N
ER

S,
IN

VE
ST

O
RS

, P
A

RT
N

ER
S

 

7 However, there is one conventionality here: e.g. the consumer is 
a person who can be a representative of the government, a rep re-
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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Fig. 4. Activity of a company’s reputation management system
Source: Developed by the Author.
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Fig. 3: Degrees of development of the reputation management system in the plane of interaction with stakeholders
Source: Developed by the Author.
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tion management department) allocated in the organizational 
�tructure and integration of functional obligation� of bu�ine�� 
proce�� participant� into po�ition in�truction� of re�pective 
employee� and into provi�ion� about re�pective �tructural di-
vi�ion� of the company. Level “minu� three”: element� which 
en�ure �table development and �elf-renewal of the reputation 
management �y�tem, in particular, organization of teaching for 

authorized �peaker� of the company in�trumental technique of 
RM work on a �y�temic ba�i�, document formalization of RM 
�trategy and operational plan� for RM work for variou� period� 
of time and of a plan of action� in emergencie� (plan of anti-
cri�i� RM activitie�).

Conclusion. Thu�, we have �ub�tantiated a company’� 
reputation management �y�tem. It� development i� defined by:
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Fig. 5. Three-dimensional model of the company’s reputation management system
Source: Developed by the Author.
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of communication with them: me��aging, informing, 
per�ua�ion, involvement;

 activity of the reputation management in�trument� 
u�ed, regularity/inten�ity and quantitative indicator� 
of their u�e within trend� of the Product PR, Corporate 
PR and IR, Internal PR, GR and PR & C�R;

 availability and (functional, �y�tematic and �trategic) 
level of organizational precondition� of the reputation 
management �y�tem.

During further re�earch, it i� nece��ary to focu� on me-
thodical fundamental� of identifying the level of the reputation 
management �y�tem, analy�i� of the �y�tem varietie� and deter-
mination of condition� for their be�t u�e.  
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УДК 339.138

Зюкова А. о., Зюкова І. о. Маркетингове дослідження використання можливостей Internet як передумови інноваційного 
розвитку

Мета статті полягає в дослідженні можливостей Інтернет для забезпечення інноваційного розвитку та підвищення економічного зростання 
суб’єктів ринку. Використано маркетингові інструменти дослідження можливостей Інтернет-технологій. У ході проведення контент-аналізу 
було розглянуто еволюцію ринку Інтернет і широкосмугового доступу (ШСД) у цілому та його сегментів, з’ясовані тенденції розвитку, визначені 
напрямки використання можливостей Інтернет як для ринку В2В, так і В2С. Досліджено конкурентну ситуацію на ринку доступу Інтернет в 
Україні. Виявлені основні «гравці» ринку та їх конкурентні стратегії. Визначені основні оператори ринку доступу в Інтернет у м. Кривий Ріг. Про-
ведене опитування серед криворізьких операторів зв’язку та клієнтів (споживачів) телекомунікаційних послуг (обсяг вибірки становив 1000 рес-
пондентів) дало підстави визначити бачення операторами та споживачами майбутнього ринку Інтернет-технологій. Визначено новий вектор 
взаємовідносин суб`єктів бізнес-процесів. Обґрунтовано, що ефект від використання Інтернет-технологій полягає у прискоренні бізнес-процесів, 
подоланні транзакційних бар`єрів, посиленні конкурентних позицій.

Ключові слова: інтернет, технології, бізнес-процеси, мережа, сайт, провайдери, клієнти, користувачі.
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УДК 339.138
Зюкова А. О., Зюкова И. А. Маркетинговое исследование  
использования возможностей Internet как предпосылки  

инновационного развития
Цель статьи заключается в исследовании возможностей Интернет для обе-
спечения инновационного развития и повышения экономического роста субъ-
ектов рынка. Использованы маркетинговые инструменты исследования воз-
можностей Интернет-технологий. В ходе проведения контент-анализа были 
рассмотрены эволюция рынка Интернет и широкополосного доступа (ШПД) 
в целом и его сегментов, выяснены тенденции развития, определены направ-
ления использования возможностей Интернет как для рынка В2В, так и В2С. 
Исследована конкурентная ситуация на рынке доступа Интернет в Украине. 
Выявлены основные «игроки» рынка и их конкурентные стратегии. Определены 
основные операторы рынка доступа в Интернет в г. Кривой Рог. Проведенный 
опрос среди криворожских операторов связи и клиентов (потребителей) теле-
коммуникационных услуг (объем выборки составлял 1000 респондентов) дал 
основания определить виденье операторами и потребителями будущего рын-
ка Интернет-технологий. Определен новый вектор взаимоотношений субъек-
тов бизнес-процессов. Обосновано, что эффект от использования Интернет-
технологий заключается в ускорении бизнес-процессов, преодолении транзак-
ционных барьеров, усилении конкурентных позиций.

Ключевые слова: интернет, технологии, бизнес-процессы, сеть, сайт, провай-
деры, клиенты, пользователи.
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Ziukova A. O., Zyukova I. O. 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.
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ers, clients, users.
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