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The article is devoted to the study of corporate reputation as a key category of modern strategic management
and the justification of the need to automate corporate reputation control and management. Reputation
is conceptualised as a multidimensional phenomenon shaped by a company’s historical actions, financial
performance, product quality, and social responsibility. Special attention is given to the characterisation of reputation
as an intangible asset with a cumulative nature that meets the criteria of the resource-based view of the firm
and provides sustainable competitive advantages.

The paper analyses current approaches to corporate reputation assessment, including traditional index-based
methodologies (RepTrak, Fortune’s Most Admired Companies) as well as advanced Big Data, artificial intelligence,
and natural language processing technologies. Probabilistic models and social network models for decentralised
systems are considered, alongside the application of fuzzy logic to formalise qualitative reputation assessments
and centralised versus decentralised mechanisms for collecting and aggregating reputation evaluations. Particular
emphasis is placed on technologies for analysing unstructured data from social media, news portals, and corporate
reports. Empirical relationships between corporate reputation and the firm’s financial indicators are examined,
including its impact on return on assets, market capitalisation, cost of capital, and the ability to attract investments
on more favourable terms.

The article pays special attention to methodological issues in reputation assessment, including multidimensionality,
dynamism, subjectivity of perception, and the lack of unified approaches. A comprehensive solution is proposed
through the development of integrated information systems for automating reputation control, combining data from
various functional subsystems of the enterprise and external sources. The paper substantiates the need to develop
a multi-criteria reputation evaluation model based on fuzzy logic and to integrate reputation indicators into the overall
corporate governance system as a basis for strategic decision-making.
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JasudeHko Onee, KolipmaH Onekcili. TeopemuyHi OCHOBU asmomamu3sayii ynpassiiHHsA
penymayjiero nionpuemcmsa

Cmammto npucssHeHo 00C/1IOXEHHHO KopriopamusHOI penymauil ik K/140B801 kKame20pii cy4acHO20 cmpameaiy-
HO20 MEHEeOXMeHMy ma 06rpyHmysaHHI0 HeobxiOoHoCcmi asmomamu3ayil yrnpasniHHs: perlymauyiero nionpuemcmsa.
Penymayisi posensioaemscs sik bazamosuMipHe siBuwje, Wo hOpMyeMbCST HA OCHOBI iCMOPUYHUX Oili KOMMaHiT,
¢hiHaHCOBUX pe3y/ibmamis, SKOCMI MPOOYKYii ma coyia/ibHOI 8ionosioasibHocmi. Ocobusy ysazy npudi/ieHo xapakx-
mepucmuyi penymauii sk HemamepiasbH020 akmusy 3 KyMy/IImMUBHOK Mpupodoto, Wo Bidnosioae Kpumepisim
pecypcHoi meopil nionpuemcmsa i 3abesneqye cmiliki KOHKYPEHMHI nepesazu.

Y po6omi npoaHasnizosaHo cy4acHi nioxoou 00 OYiHOBaHHS KopriopamusHOI perlymauyji, BK/rHardu mpaouyitHi
iHOeKcHi Memoduku (RepTrak, Fortune’s Most Admired Companies) ma HosimHi mexHosoeil Big Data, wmy4Ho-
20 iHmesniekmy i 06pP0O6AEHHS MPUPOOHOI MOBU. P032/15IHYMO UMOBIPHICHI MOOesii ma MOO€sIi coyia/ibHUX MEpPex
07151 0eyeHmpasiizoBaHuUx cucmeM, BUKOPUCMAHHS HEYIMKOI /102iku 07151 ghopmastizayii iKicHUX OYiHOK perymauir,
a makox yeHmpasizosaHi ma 0eyeHmpasizosaHi MexaHiaMu 360py U azpeaysaHHs pernymauyiliHux oyiHoK. Ocob/u-
By yBazy npuoifieHo MexHOo/102isiM 07151 aHasli3y HecmpyKkmyposaHUX 0aHUX i3 coyiaZlbHUX Media, HOBUHHUX riopma-
718 | KopriopamusHUX 38imiB. [OC/iOXeHO eMnipuYHi 38’13KU MK KOPopamusHOH perymayiero ma ¢hiHaHcoBUMU
rokasHukamu rionpuemMcmsa, 30Kkpema BI/u8 Ha peHmabe/ibHiICmb akmusis, PUHKOBY Karnimasizayiro, sapmicms
Karimasy i 30amHicmb 3a/aydamu iHBecmuuyii Ha BURIOHILWUX YMOBaXx.
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Ocobsugy ysazy npudisieHo npobsemam mMemodosioail OyiHIBaHHS penymauil, BK/IYardu 6azamosumip-
HICMb, OUHaMIYHICMb, Cy6’eEKMUBHICMb CPUUHIMMS ma 6pak yHichikosaHux Mioxoois. 3arpornoHOBaHO KOMII/IEK-
CHE PileHHs1 Yepes po3pob/ieHHsT iHmeaposaHuX IHghopMayiliHux cucmem asmomMamusayii yrpas/iHHs perymayi-
€10, WO NOEOHYOMb 0aHi 3 PI3HUX ¢hyHKUIOHa/IbHUX nidcucmeM nidnpueMcmaa ma 308HIWUHIX Oxepesa. Y cmammi
06rpyHmMoBaHo HeObXIOHICMb CMBOPEHHST My/IbMmUKpumMepia/ibHoI Mooesli OYiHKBaHHS perlymayii Ha 0CHOBI Hedim-
KoI 102iku ma iHmezpayjii pernymayiliHux iHOukamopis y 3az2asibHy cucmemMy KoprnopamusHO20 Ypas/iiHHS sIK OCHO-

BU 07151 NPUlHAMMS cmpame2iyHux PilueHb.

Knro4osi cnosa: kopriopamusHa perymauisi, HemamepiasibHi akmusu, cmpameaiyHe yrpas/iHHs, asmomMamu-
3ayisi ynpasniHHs, Big Data, wmyyHul iHmesnekm, pernymayitiHi pusuku, pernymayitHuli MeHeoXxmeHm, penymayil-
HUl KOHMPO/1b, cMeliKX010epuU, KOHKYPEHMHI nepesazu, iHghopmayiliHi cucmemu.

Introduction. Corporate reputation is one of the
key categories of modern strategic management
and business economics, determining the overall
evaluation of an enterprise by its main stakeholders.
In the academic literature, it is conceptualised as
a multidimensional phenomenon formed on the
basis of a company’s historical actions, financial
performance, product qualityy, communication
effectiveness, social responsibility, and alignment
with societal expectations. As noted by Veh A,
Gobel M. & Vogel R. [1], reputation is the result of
many years of corporate activity and communication,
consolidated in the perceptions of consumers,
partners, investors, and other interested parties.

An important characteristic of corporate
reputation is its cumulative nature: it is
accumulated through the consistent fulfilment
of a company’s obligations to both external and
internal environments. In essence, reputation is
formed as a set of knowledge, experience, and
expectations that ensures the stable positioning
of the enterprise in the market. According to the
concept of Fombrun C. J. [2], corporate reputation
acts as “a system of collective representations
about an organisation’s ability to create value and
keep its promises”, which confirms its social and
economic significance.

Thus, reputation becomes an integral
component of strategic management, as it
influences  stakeholder behaviour, reduces
transaction risks, builds trust, and provides

additional competitive advantages. As emphasised
by L. P. K. Adeosun & R. A. Ganiyu [3], reputation
is a strategic asset that integrates the marketing,
financial, and social components of a company’s
activities, strengthening its market position.
This is consistent with the resource-based view
(RBV) concept, according to which reputation is
a valuable, rare, inimitable, and organisationally
embedded resource that determines the strategic
success of an enterprise.

Among the key categories of intangible assets
identified by R. S. Kaplan & D. P. Norton [4],
reputation belongs to the organisational capital of
the enterprise. In their model, intangible assets are
divided into human capital, information systems,
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and organisational capital, which includes
corporate culture, brand, and reputation.
Organisational capital reflects a company’s ability
to coordinate its resources and processes for
effective strategy implementation, with reputation
serving as the external manifestation of the
enterprise’s internal capabilities.

In  essence, reputation combines the
characteristics of image, trust, interaction
experience, and stakeholder satisfaction. It is
accumulated through a long history of relationships
between the enterprise and its external
environment, as well as internal interactions
with employees, which makes it impossible for
competitors to quickly replicate. This aspect
enhances the role of reputation in forming long-
term competitive advantages, as even under
technological parity, it is social and market
capital that determine a company’s success in
the competition for customers, investments, and
strategic resources.

In light of contemporary research, such as
D. J. Teece [5], it can be argued that reputation
as an intangible asset integrates all other
components of organisational capital, as it serves
as an “indicator of resource management quality”
and of a company’s ability to create sustainable
value. Therefore, in the digital economy, reputation
becomes one of the most important elements of a
company'’s intellectual capital.

An important theoretical foundation for the
study of corporate reputation is the resource-
based view (RBV) of the firm, according to which
sustainable competitive advantages are formed
through the utilisation of unique, valuable, hard-
to-imitate, and organisationally embedded
resources. Reputation fully meets these criteria, as
it is built over a long period, results from complex
activities with cumulative effects, and cannot be
rapidly replicated by competitors. G. S. McMillan
& M. P. Joshi [6] argue that reputational capital
enables enterprises to maintain higher prices for
their products, attract more favourable financial
resources, and strengthen partnerships.

Moreover, reputation significantly reduces
transaction costs in interactions with counterparties,
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as high levels of trust reduce the need for additional
guarantees and verifications. Thus, a company with
a strong reputation gains competitive advantage
not only through increased demand but also
through cost optimisation and access to strategic
resources on more favourable terms.

In modern management practice, reputation
also becomes the foundation for developing new
business models oriented towards sustainability
and social responsibility. This is driven by the
increasing importance of non-financial factors
in investment decisions, which enhances the
strategic significance of reputation as a source of
long-term enterprise value.

The economic value of corporate reputation is
manifested in its ability to create future economic
benefits for the enterprise. K. Cravens et al. [7]
demonstrate that reputation directly affects a
company’s revenues by increasing customer
loyalty, enabling sales growth without proportional
increases in marketing expenditures. Furthermore,
enterprises with high reputational capital attract
investments on more favourable terms, which
reduces the cost of capital and provides additional
financial advantages.

Another important aspect is the impact of
reputation on the labour market: companies with
stable and positive reputations are more attractive
to highly qualified personnel, which reduces
recruitment costs and increases overall operational
efficiency. Thus, reputation becomes not only an
intangible asset but also a strategic resource that
integrates financial and non-financial indicators into
a unified system for creating long-term enterprise
value. It should be emphasised that in the current
conditions of globalisation and digitalisation of
the economy, where information transparency
is increasing and competition is intensifying, the
role of reputation as an economic asset is only
growing. This necessitates a systematic and
scientifically grounded approach to its assessment
and management.

A separate place in the study of the essence
of corporate reputation is occupied by the analysis
of the role of information systems in its formation
and management. S. V. Scott & G. Walsham [8]
note that information systems are a key tool for
rganization the management of intangible assets,
as they enable the integration of data from various
enterprise subsystems, ensuring transparency,
timeliness, and relevance of information for
strategic decision-making.

Reputation control and management
information systems integrate data from marketing,
communications, operations management,
production, and finance, creating a unified

information field for analysing the impact of image
and behavioural factors on a company’s economic
performance. This is particularly relevant in the
digital economy, where the speed of information
processing and the ability to respond promptly to
changes in public brand perception are critical for
maintaining reputational resilience.

Thus, the automation of reputation management
is a logical continuation of the development of
enterprise information systems, enabling not
only data collection and processing but also the
forecasting of reputational risks and modelling
their impact on business outcomes.

The automation of corporate reputation
management is primarily necessary in the field
of strategic planning, where reputation indicators
can be integrated into financial forecasting
processes, investment planning, and the selection
of development directions. This is especially
important for enterprises operating in international
markets and highly competitive industries, where
reputation serves as a marker of reliability and
determines partnership, financial institution,
and government agency decisions regarding
cooperation. The presence of an automated
system that accumulates and comprehensively
analyses reputation data enables management to
develop well-founded positioning and development
strategies for the company.

Furthermore, automated reputation control
and management is a critical component of
risk management systems and marketing
communications, as reputational risks directly
affect a company’s credit ratings and investment
attractiveness, while marketing determines brand
perception among consumers. The use of artificial
intelligence algorithms, machine learning, and
Big Data analytics enables timely identification of
threatsinthe mediaspace and among stakeholders,
modelling of their development scenarios and
impacts, as well as building a comprehensive
reputation profile within CRM, ERP, and social
networks. This ensures proactive management,
organization of PR and marketing costs, increased
return on communication investments, and
organization of the financial consequences of
potential crises.

Automation is also extremely important for
operations management, especially in industrial
enterprises, where reputation depends not
only on marketing but also on technological
discipline, environmental responsibility, product
quality, production safety, and social policy.
A reputation control system integrated with
production management, environmental, HR, and
corporate social responsibility modules allows for
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the development of comprehensive reputation
analytics and demonstrates business transparency
to stakeholders.

Finally, the automation of reputation
management is a necessary precondition for the
development of corporate sustainability and ESG
(Environmental, Social, Governance) strategies.
Modern investors and partners increasingly
evaluate companies based on non-financial criteria,
among which reputation occupies a key place. The
integration of automated reputation monitoring and
forecasting systems into ESG platforms enables
not only reporting according to international
standards but also the creation of real added value,
forming a resilient brand as an employer, partner,
and socially responsible rganization.

Materials and Methods. Enterprise
reputation management as a scientific category
has emerged at the intersection of strategic
management, marketing, information systems,
and organisational sociology. Modern approaches
are based on the understanding that reputation
is not only the result of communicative activity or
PR but also a reflection of the integral quality of
managing all business processes of the company,
its economic resilience, innovativeness, and
social responsibility. As emphasised by S. V. Scott
& G. Walsham [8], in the knowledge economy,
reputation management acquires the features of
a strategic process involving risk forecasting and
modelling, stakeholder expectation assessment,
development of comprehensive communication
policies, and integration of these functions into the
overall corporate governance system.

According to D. Hu, J. L. Zhao & J. Cheng [9],
reputation management involves a combination of
reactive and proactive approaches, where reactive
approaches focus on mitigating the consequences
of reputational crises, while proactive approaches
involve continuous monitoring, forecasting, and
building mechanisms to strengthen reputational
capital. This approach aligns with modern concepts
of risk-based management, where reputational
risk is considered an integral part of the enterprise
risk management system alongside financial,
operational, and strategic risks.

Scientific research also classifies reputation
management methods by levels: strategic
(corporate-level reputation management),
business unit level, and operational level, allowing
the integration of reputation policies into all levels
of enterprise management hierarchy [2].

Themodernparadigmofreputationmanagement
increasingly relies on the use of information
systems and analytical models. K. Aberer [10], in
his work, compares two key groups of approaches
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to reputation assessment and management in
decentralised systems: probabilistic models and
social network models. Probabilistic models are
based on the mathematical evaluation of agent
behaviour parameters (e.g. frequency of obligation
fulfilment), which allows predicting the probability
of reliable future interactions. Social network
models are built on the analysis of the structural
characteristics of the network of connections that
determine an agent’s reputational status within the
group. Although these approaches were originally
developed for digital platforms, they are relevant to
corporate governance, especially in large industrial
companies with extensive stakeholder structures.

Another direction in the development of
reputation management methods is the use of
fuzzy logic to formalise qualitative reputation
assessments and integrate them into decision
support systems [11]. Their study demonstrated
the effectiveness of using fuzzy sets to build trust
and reputation profiles of agents under conditions
of informational uncertainty. This is particularly
relevant for industrial enterprises whose activities
are evaluated based on multidimensional criteria:
economic, environmental, social, and innovation-
related.

Furthermore, A. E.Arenas, B.Aziz & G. C. Silaghi
[12] proposed a reputation management model for
collaborative computing systems that combines
centralised and decentralised mechanisms for
collecting and aggregating reputation evaluations.
This approach could potentially be applied in
corporate reputation control information systems to
integrate data from various functional subsystems —
production, environmental, financial, marketing,
and social.

At the strategic level, reputation management
involves the development and implementation of
corporate social responsibility (CSR), sustainability,
and business ethics policies as fundamental tools
for building long-term stakeholder trust. As noted
above, itis reputation policy rather thanisolated PR
campaigns that determines the real reputational
capital of an enterprise.

Social approaches to reputation management
are based on stakeholder theory, according to which
a company should build dialogue and partnership
relationships with all key influence groups, not
only with shareholders or customers. This entails
comprehensive management of stakeholder
expectations, satisfaction, engagement, and loyalty,
achieved through transparent communication,
ethical behaviour, and social investments.

Organisational approaches focus on
integrating reputation management functions
into the enterprise’s quality management, risk
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management, and strategic communications
systems. For example, in industrial enterprises, a
reputation control system may include monitoring
technological  indicators  (product  quality,
environmental standards), managing production
risks (labour safety, emergencies), social policy
(employment, regional development), and building
transparent stakeholder communication through
sustainability reporting.

Corporate reputation assessment is an
important task of strategic management, providing
a (quantitative interpretation of qualitative
characteristics of enterprise activities and
stakeholder perceptions. One of the world’s most
well-known reputation measurement tools is
the RepTrak index developed by the Reputation
Institute, based on a seven-dimension model:
performance, innovation, workplace, governance,
citizenship, leadership, and products/services.
Each of these dimensions is assessed through
stakeholder surveys and open data analysis,
enabling the formation of an integrated evaluation
of corporate reputation in the market [13].

In addition to RepTrak, widely used tools in
practice include the Fortune’s World’s Most Admired
Companies rankings, the Harris Poll Reputation
Quotient, and the Financial Times Corporate
Reputation Index. Despite their commercialisation
to some extent, these methodologies are based
on scientific evaluation models that include both
emotional components of company perception
(affection, trust,admiration)andrationalassessments
(innovativeness, financial stability, product quality).
For example, the Harris Poll Reputation Quotient
consists of 20 attributes grouped into six dimensions,
reflecting a comprehensive approach to evaluating
reputational capital.

Despite the prevalence of index-based
methodologies, modern scholarship emphasises
the need to integrate traditional assessments
with advanced data analytics tools to increase the
accuracy, dynamism, and relevance of reputation
evaluations in a rapidly changing information
environment [11].

In contemporary reputation research, Big Data
technologies, artificial intelligence (Al), and natural
language processing (NLP) are gaining increasing
importance. A. Westermann & J. Forthmann [14]
note that Big Data analysis combined with social
listening opens new opportunities for corporate
reputation management by enabling the collection
and analysis of large volumes of unstructured
data from social media, news portals, forums, and
publicly available corporate reports.

Natural Language Processing (NLP) is used
to analyse sentiment, extract key topics and

concepts dominating public discourse regarding
the enterprise. S. Pandey & S. K. Pandey [15]
demonstrated that NLP models can not only
measure reputation but also identify hidden
communication patterns and reputational risks that
remain unnoticed by traditional survey methods.
This creates prerequisites for implementing
predictive reputation control models capable
of forecasting potential crises and determining
optimal response strategies.

Furthermore, modern Al models are integrated
with enterprise ERP and CRM systems, allowing
for the creation of unified platforms for managing
intangible assets, with reputation being one of
the key components. As noted by K. Kasztelnik
& N. Delanoy [16], the use of NLP in combination
with Big Data analytics forms a new level of
business decision-making based on the real
information environment rather than solely on
internal company data.

In the academic literature, corporate reputation
is increasingly viewed not only as a social or
communicative category but also as an economic
asset that directly affects a company’s financial
performance. Reputation serves as an indicator
of the quality of resource management, strategic
orientation, and the ability of a company to create
long-term value. Research by R. Ali et al. [17]
confirms the existence of a positive correlation
between corporate reputation and a firm’s financial
indicators such as market capitalisation, return on
assets (ROA), return on equity (ROE), and share
price. The meta-analysis conducted by the authors
demonstrates that companies with high reputation
achieve better financial results compared to lesser-
known firms or those with negative or neutral
reputations.

At the same time, scholars emphasise that the
relationship between reputation and economic
performance is nonlinear and mediated by other
factors such as the quality of corporate governance,
ownership structure, industry characteristics, and
market environment [18].

Among the main mechanisms through which
corporate  reputation influences  economic
indicators, Y. Wang & G. Berens [19] identify the
following: increased customer loyalty, market
share growth, the ability to set premium prices for
products, reduced marketing costs, and the ability
to attract financing on more favourable terms.
This is explained by the fact that high reputation
builds trust in the company among consumers,
investors, and partners, reducing transaction risks
and facilitating contract negotiations.

Furthermore, reputation affects the cost of
capital, as investors and creditors consider
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companies with high reputations to be less risky
investment objects, enabling them to attract
financial resources at lower interest rates [20]. This
confirms the thesis that reputation is an intangible
asset with a direct monetary equivalent reflected in
a company’s value.

At the same time, C. M. Q. Ramos &
A. M. Casado-Molina [21], in their study, note
that online reputation and its active management
through digital communication channels are
separate factors influencing financial performance,
as they determine the speed of customer
acquisition, transaction volumes, and brand value.

Empirical studies confirm the existence of a
stable positive relationship between corporate
reputation and financial performance. For
instance, in the study by A. Blajer-Golebiewska
[18] conducted on a sample of Polish enterprises,
it was found that companies with high levels of
reputation demonstrate higher return on assets
and return on equity, as well as recover more
rapidly after economic crises. This is explained by
greater investor trust and consumer loyalty, which
ensure cash flow stability even during periods of
economic turbulence.

The analysis conducted by J. Lee & J. J. Roh
[20] confirmed the existence of a direct correlation
between corporate reputation indices (e.g.
Fortune’s Most Admired Companies) and company
share prices, indicating that reputation is perceived
by the stock market as an indicator of financial
stability. At the same time, as noted by Y. Wang &
G. Berens [19], the positive impact of reputation on
financial results is more pronounced in industries
where product quality is difficult to assess prior to
consumption, making reputation a “trust marker”.

For industrial enterprises, particularly in the
metallurgy, mining, and mechanical engineering
sectors, reputation has an additional dimension
related to environmental responsibility, production
safety, and technological reliability. High reputation
in these areas reduces the risks of regulatory
pressure and environmental fines, which directly
impacts the financial performance of companies.
Furthermore, in industrial enterprises, reputation
determines the ability to attract investments for
the implementation of capital-intensive projects,
as investors evaluate not only economic efficiency
but also the risks of image losses from potential
social or environmental conflicts. Thus, reputation
acts as a strategic asset that integrates the
economic, social, and environmental aspects of
industrial company activities, ensuring their long-
term resilience and competitiveness.

Results. In the academic literature, corporate
reputation is defined as a multidimensional
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category that includes economic, social, ethical,
technological, and psychological components.
S. Helm & C. Klode [22] emphasise that the
multidimensionality and dynamism of reputation
complicate its quantitative measurement, as
it is formed in stakeholders’ minds under the
influence of a wide range of factors — from financial
performance to managerial behaviour in crisis
situations. Additionally, reputation is a subjective
category perceived differently by each stakeholder
group depending on their interests, experiences,
and cognitive biases. This means that reputation
assessment always contains a significant degree of
emotional colouring and subjective interpretation.

A specific feature of reputation is its dynamism,
as in the information society even a single negative
news item or crisis event can instantly alter a
company'’s reputational profile, regardless of years
of efforts to build it. F. Pollak & P. Markovi¢ [23]
note that during the COVID-19 pandemic, many
companies faced reputational risks due to a
mismatch between societal expectations and
their actions in crisis situations, which significantly
affected their economic performance.

Furthermore, it is important to consider that
reputation is not a static characteristic; it changes
over time under the influence of internal corporate
decisions and external environments, including
economic cycles, competitive actions, regulatory
policy changes, and societal expectations.

One of the key problems is the lack of a
unified methodology for reputation assessment.
As noted by I. Oncioiu et al. (2020) [24], different
organisations use different criteria and indicators,
making it impossible to compare results between
companies or industries. For example, in the
financial sector, the focus is on reliability and
transparency; in FMCG, on brand recognition and
emotional connection with customers; in industry,
on technological safety and environmental
responsibility.

Another methodological problem is the
complexity of financially modelling reputation as an
intangible asset. Reputation has no direct KPI or
universal metric that would unequivocally reflect its
“value” on the balance sheet, unlike brand or patent
assets. This creates difficulties in determining its
impact on profitability, capitalisation, and company
value indicators. Moreover, A. Veh et al. [1] highlight
the validity issues of existing reputation indices.
Many methodologies are based on surveys with
low objectivity or utilise aggregated ratings that do
not consider industry specifics, scale of operations,
and cultural characteristics of markets.

Among practical problems, information
asymmetry should be noted, wherein a company’s
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internal behaviour is not always fully reflected in the
public domain [22]. This is particularly relevant for
industrial enterprises whose activities are largely
technological and complex for the general public
to understand, creating gaps in the perception of
their reputation.

Another problem is the difficulty of collecting
relevant data for comprehensive reputation
assessment, as such data are contained in various
sources — consumer surveys, media outlets,
financial reports, HR reports, environmental
and social reporting — which require integration
into a unified control and management system.
Without quality informational support, reputation
assessment becomes a declarative function
without real value for strategic decision-making.

Equally important is the issue of integrating
reputation assessment results into enterprise
control and management systems. Many
companies view reputation solely as a marketing
or PR category, without linking it to financial,
production, or innovation decisions, which limits
the effectiveness of using reputational capital as a
strategic resource [23].

In the modern business environment, reputation
is extremely vulnerable to changes in the external
environment. As noted by I. Oncioiu et al. [24], crisis
events, scandals, negative media campaigns,
and even viral news on social networks can
instantly destroy a company’s reputational profile
that has been built over years. This is especially
relevant for large industrial enterprises, where
the consequences of accidents, technological
disasters, or environmental violations quickly
become the subject of public criticism and
regulatory scrutiny.

Forindustrial enterprises, the issue of reputation
assessment is complicated by the need to consider
technological, environmental, innovation, and
social components. For example, assessing the
reputation of a metallurgical plant must include data
on production safety, levels of harmful emissions,
innovativeness of technological processes,
impact on regional development, treatment of
employees, financial transparency, and more
[1]. Combining these heterogeneous indicators
into a single integrated assessment is a complex
methodological task requiring the development of
multi-criteria models and information systems for
automating reputation control.

Conclusions. Thus, the automation of corporate
reputation control is a necessary condition for
effective functioning in today's dynamic and
information-rich environment. This requires the

development of integrated information systems
capable of providing assessments that take into
account multiple criteria and influencing drivers,
forecasting reputational risks, and supporting
strategic decision-making based on the analysis
of Big Data from production indicators, operational
activities, and media information.

Solving the problem of collecting relevant data
for comprehensive reputation assessment requires
a scientifically grounded approach to creating
integrated information systems. The automation of
reputation management involves the formation of
a unified information space that accumulates data
from all functional subsystems of the enterprise,
including CRM, ERP, HR, financial, environmental,
and social reporting, as well as external sources
such as media and social networks. This creates
the prerequisites for the development of reputation
control systems as a complex interdisciplinary
category combining economic, marketing, social,
and technological aspects.

The nextstepisthe unificationand standardisation
of data received from various sources in different
formats. To achieve this, it is necessary to implement
a Data Warehouse with preliminary data processing
(ETL processes) and the application of data quality
verification algorithms to ensure their reliability and
comparability between different subsystems. Such
an approach will avoid information fragmentation
and allow the formation of comprehensive analytics
with a high level of validity.

The third step in solving the problem is
the development of a multi-criteria reputation
assessment model that will include economic,
technological, environmental, marketing, and
social indicators. This model should be based on
fuzzy logic methods and multi-criteria optimisation
to formalise the qualitative characteristics of
reputation that are difficult to measure. Thus, the
enterprise will gain a tool that transforms subjective
assessments into quantitative parameters for
further analysis.

The fourth direction for addressing the problem
is the integration of reputation assessment results
into the overall enterprise control and management
system. This involves creating modules that
display reputational indicators alongside financial
and production metrics, as well as using this data
in decision support systems at all management
levels — strategic, tactical, and operational. Such
integration will ensure the use of reputation
analytics as a basis for developing business
strategy, optimising investments, innovation
activities, and risk management.
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