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Preface

Preface

Reputation is a valuable business asset, with a good reputation almost anything
is possible in business. Almost nothing is possible without a good reputation. It
is necessary to build a reputation, but it is equally difficult to build it up over
time. In the context of turbulent market changes at the beginning of the third
decade of the twenty-first century, the dimension of sustainability takes on com-
pletely new dimensions. The authors' effort is to provide the reader with an ana-
lytical view of the issue of sustainable development of corporate reputation. The
presented scientific monograph synthesizes almost a decade of intensive scien-
tific work by the authors. The authors believe that the output of their work will
be beneficial for the professional public and the academy.

The authors would also like to thank the reviewers:

To Professor Jakub Soviar and Associate Professor Petra Partlova for their will-
ingness and time dedicated to studying the text and providing much-needed feed-
back.

For the collective of authors,
FrantiSek Pollak
September 2024
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Introduction

Introduction

Building corporate reputation is one of the key tasks of business companies,
which leads to increasing their competitiveness in the constantly changing busi-
ness environment. Corporate reputation, as one of the new topics, has become
the subject of research by many academics. Reputation, as an intangible asset,
generates significant market advantages for business companies. However, at the
same time, it can create threats for them. Especially if her unruly nature begins
to take on an uncontrollable form. Creating or maintaining business relationships
with an entity with a damaged reputation is risky. Repairing a damaged reputa-
tion is difficult. This reasoning leads us to assume that a good reputation is easy
to lose but hard to regain. The assumption can be extrapolated up to its limit
position, where one adverse event can reduce or even eliminate the competitive
advantages of a business for a long time. The financial dimensions of such phe-
nomena for business companies are relatively easy to quantify in a market econ-
omy through the level of market capitalization or through relevant indicators of
economic performance.

Reputation management, i.e. the process of managing reputation over time,
means much more than just crisis communication, corporate ethics and social
responsibility activities. Complex reputation management represents a long-term
strategy that includes planning and management of corporate activities aimed at
improving quality, internal and external communication, and finally, a regular
reputation audit. In the global market, companies spend a considerable amount
of effort on reputation management and brand development. A high level of rep-
utation helps business companies secure financing, attract business partners and,
finally, customers. However, the market is a turbulent ecosystem. Global as well
as local crises destabilize stakeholders' trust in organizations.

In the context of corporate reputation and the process of reputation management,
it is therefore necessary to consider dynamic market aspects. For the purposes of
the work, we will mainly consider the aspect of the global pandemic caused by
the disease COVID-19. This had the effect of accelerating the process of transi-
tion from traditional to electronic forms of business. The topic of developing
corporate reputation thus takes on a new dimension, as the virtual environment
is characterized by specifics such as higher addressability or lower authenticity.
It is also necessary to consider the dimension of technological innovations and
the associated need to acquire know-how for the application of innovations in
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Introduction

practice. New electronic media bind significant audiences of users. Their devel-
opment and gradual demise take place at a time that pushes the production of
knowledge to the edge of possibilities. Ad-Hoc solutions thus replace proven
procedures, as it is often not beneficial to use offline procedures in the online
world. The pressure on the efficiency of the use of resources is thus exerted in
certain cases against chance. The need to identify economically significant fac-
tors of reputation is therefore fully rational. In the context of these facts, the main
goal of the work was also formulated, which is conceived as follows:

The main goal of this work is to carry out research on sustainable forms of cor-
porate reputation development through the examination of selected relevant en-
tities and their approach to reputation building at a time of dynamic changes in
the market.

From the point of view of structure, the work is compiled in a standard way. In
the first step, the current state of the solved issue is presented from the point of
view of current sources of domestic and foreign authors. The topic is systemati-
cally decomposed from its basic concepts to more complex applications. At the
end of the theoretical review, the identified contexts are necessary for placing the
topic in the context of sustainable reputation development. Especially when it
comes to reflecting changes in the market, which we attribute to the phenomenon
of the global pandemic and accelerated digitization.

Based on the theoretical overview and the state of knowledge over time, we then
formulate the main goal of the work. It is presented in the context of partial re-
search problems decomposed into specific research questions. The following
methodological part of the work thoroughly describes the individual procedures
chosen to achieve the main goal of the work in its holistic form.

The empirical part of the work is a compilation of studies that chronologically
approximate the researched topic to dynamically changing market conditions,
thereby contributing to increasing the level of application of the results of the
work.

Partial findings are discussed in the context of the topic, while emphasis is placed
on preserving the holistic nature of the presented text. The work itself is thus the
product of the author's continuous multi-year effort to advance knowledge in the
investigated issue.

The monograph is output of the research project VEGA no. 1/0140/21 entitled:

"Research of economically significant factors of corporate reputation in the con-
text of sustainable industry and low-carbon economy".
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Conclusion

Conclusion

The main goal of the monograph was to carry out research on sustainable forms
of corporate reputation development through the examination of selected rele-
vant entities and their approach to reputation building at a time of dynamic
changes in the market.

From the point of view of structure, the work was compiled in a standard way.
In the first part, we approached the topic through an overview of the current state
of the problem, based on the knowledge of domestic and foreign authors. The
topic was systematically decomposed from its basic concepts and contexts,
through basic approaches to the quantification of elementary reputation indica-
tors. Based on these approaches, the methodological framework of the own em-
pirical investigation was developed. At the end of the theoretical review, the con-
nections necessary for placing the topic in the context of sustainable reputation
development were identified. Emphasis was placed on the dimension and reflec-
tion of changes in the market, which can be attributed to the phenomenon of the
global pandemic and accelerated digitization. Based on the theoretical overview
and the state of knowledge in time, the main goal of the work was formulated. It
was subsequently decomposed into sub-objectives based on the identified re-
search problems. A total of nine research questions that emerged from the re-
search problems holistically synthesize important areas for the fulfillment of the
main goal. The empirical part of the work is thus a compilation of published
studies. Chronologically, the sequence of studies approximated the researched
topic to dynamically changing market conditions, which contributed to increas-
ing the application level of the results of the work. Partial findings were discussed
in the context of the topic, while emphasis was placed on preserving the holistic
nature of the presented text. Based on the identified knowledge, it was possible
to state that both the main and partial objectives of the work were met. The re-
search questions were answered, and the results were postulated for their further
application in science, practice and the educational process.

The work thus represents the product of the authors' continuous multi-year effort
to advance knowledge in the investigated issue.
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