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Abstract 

The COVID-19 pandemic has contributed to the fact that the issue of courier, delivery and shipping companies, 

or the entire logistics chain associated with online shopping, is viewed in a completely different way than it was 

before the pandemic crisis. Under the pressure of circumstances, more and more small and medium-sized 

businesses are starting to sell online. In online markets, they are starting to open online stores and invest in 

their own websites and mobile applications, thus reinforcing the already existing multi-channel trend. During 

the COVID-19 pandemic, courier, delivery, and shipping companies saw a massive increase in demand, which 

is also related to the fact that the larger the number of courier, delivery and shipping companies operating in 

the country, the more the companies must share total revenues of the sector. The paper deals with the issue 

of sustainable development of the corporate reputation of courier, delivery, and shipping companies in 

Slovakia, specifically their corporate reputation in the context of the online environment. The research sample 

consists of all 23 companies, belonging to the courier, delivery, and shipping companies and at the same time 

operating on the Slovak market. Their selection is made based on alphabetical order compiled by the Slovak 

online magazine Retailmagazin in the second half of 2021. Online reputation and online reputation 

management contribute to the development of responsible and sustainable business growth in the Internet, 

whereby improving perceived image it is possible to value their intangible assets. The findings identified from 

the sentiment analysis provide an up-to-date and relevant view of the issue of sustainable corporate reputation 

and at the same time provide a knowledge base for continuous research into the impact of the pandemic on 

supply chain management, as well as an empirical basis for applying knowledge to business practice.  

Keywords: Corporate reputation, reputation management, competitiveness, supply and demand chain 

management, Slovakia 

1. INTRODUCTION 

One of the most important elements for service companies is their reputation [1]. Corporate reputation is often 

referred to as an intangible asset that brings many benefits or advantages that can build a business and move 

it forward or destroy it altogether [2]. These intangible assets therefore need to be valued. In this valuation 

process, continuous monitoring of the company's reputation is important to quickly identify potential threats to 

the company [3]. The company's reputation enables companies to gain their competitive advantages leading 

to sustainable performance and is therefore their most valuable asset [4]. In today's digital age, there are a 

large number of threats to corporate reputation, which are now exacerbated by the development of the Internet 

and social media [5].  
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2. LITERATURE REVIEW 

The exponential growth in the importance of corporate reputation in the food industry has led to innovations 

within each link in its supply chain [6]. In the production of products and the provision of services in the 

environment of national economies, the creation of added value is an important factor in the transport sector 

[7]. Progressive digitization and scientific and technological development in almost all areas of life have led to 

the development of a new type of digital customer who has specific requirements for suppliers of goods and 

services and also has specific expectations from them [8], but it is also important to be aware that not all 

customers are able to give up the traditional way of shopping or the traditional perception of products and 

services [9]. At present, customers expect the product to be feasible both in terms of location and time, and 

that their orders will also be completed on time [10]. The shorter the order processing time, the more satisfied 

the customer is. As a result, the customer is then more likely to consider further purchases in the future [11]. 

Because the cost of acquiring a new customer is much higher than the cost of retaining an existing customer, 

customer care is considered highly valued [12]. We include the accuracy and quality of deliveries among the 

basic criteria of customer service [13]. Courier companies should pay attention to providing the highest 

possible standards of customer service. In today's economic reality, the main source of competition is a 

satisfied customer [14]. As part of their efforts to constantly improve the quality of their services, courier 

companies try to adapt the scope of their activities to the needs of individual customers [15]. Current 

competition challenges and threats have been an impetus for courier operators to facilitate the customer 

service quality management process by introducing a wider range of services as well as diversifying their 

operations [16]. The ongoing COVID-19 pandemic has affected global courier companies in a variety of ways. 

Customers were forced to look for alternative courier service providers because reputable brands in the market 

faced the challenge of keeping up with demand, resulting in long delays as well as poor customer service [17]. 

Physical distancing, business blocking and other restrictive measures have had the effect of accelerating 

growing trends in e-commerce. As consumers faced these global constraints related to the COVID-19 

pandemic, Internet users began to shop online more frequently and order basic goods [18] The Internet 

environment is thus an ideal environment for our empirical research, which we will address in the next part of 

our presented study. 

3. MATERIALS AND METHODS 

The main goal of the presented study is to provide an analytical view of the online reputation of courier, delivery, 

and shipping companies operating in the Slovak market, which is the basis of the initial research problem, and 

thus clarify how courier, delivery, and shipping companies are presented in the online environment. The 

research sample will consist of 23 courier, delivery, and shipping companies operating on the Slovak market 

according to the Slovak online magazine Retailmagazin.sk [19]. A simple sentiment analysis [20,21] will be 

chosen as the basic methodological tool for empirical analysis, which can be quantified according to sentiment, 

respectively, the polarity of the top ten search results of a particular entity in a Google search, the level of its 

online reputation. The subject's own name will be used as a search phrase, respectively, company name. 

Subsequently, the search results in each of the ten positions will be quantified based on the following key: 

Table 1 Sentiment rating point scale  

Sentiment/Position result  1 2 3 4 5 6 7 8 9 10 

+           

Positive sentiment 20 19 18 17 16 15 14 13 12 11 

x           

Company owned website 10 9 8 7 6 5 4 3 2 1 

±           

Neutral sentiment 2 2 2 2 2 2 2 2 2 2 

-           

Negative sentiment -20 -19 -18 -17 -16 -15 -14 -13 -12 -11 
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Therefore, in order to minimize the adaptation, respectively, personalization of results, the mode of anonymous 

browsing during the search will be chosen, while only the results of the organic search will be quantified. 

Results marked as ads will not be considered. If there are more links to the test subject's own website within 

the search results, the second to n-th search results of this type will be attributed to neutral sentiment. The 

polarity of the result will be determined based on the data available from the search result link. The same 

procedure will be followed in the analysis of each of the evaluated entities, where a partial reputation indicator 

will be determined for each of the positions and in the next step the total value will be created from their sum. 

The aggregate value for each test subject will then be converted to a percentage. Each of the examined 

subjects will be able to reach the max. 155 points, which will be 100% in percentage terms, with one percent 

being 0.645 points. The ranking providing an overview of the mutual position of the tested subjects (SA score) 

will be compiled on the basis of the total percentage of online reputation. 

4. RESULTS AND DISCUSSION 

Based on the sentiment analysis, it was found that in the first positions in the search engine, the eighteen 

surveyed courier, delivery and delivery companies were the company's website. This fact can be caused by 

SEO optimization, which aims to optimize the company's website and thus achieve the first ranks in search. 

The second finding from the sentiment analysis is the neutrality of the contributions, which included a site such 

as Wikipedia, where no sentiment was recorded. The negativity of contributions can be justified by customers' 

dissatisfaction with the services provided by transport and logistics companies, whether it is, for example, 

communication and access of couriers when delivering shipments or misleading customers regarding the 

status and time of delivery of their shipments. Selected transport and logistics companies were subjected to a 

basic sentiment analysis. The following table shows the values of individual monitored indicators for each of 

the analyzed subjects as follows: 

Table 2 Determination of sentiment results  

Brand/Position result  1 2 3 4 5 6 7 8 9 10 Score SA (%) 

Bistro.sk 10 2 18 2 16 2 2 13 2 2 44,52 

Bolt Services SK s.r.o. 2 9 2 2 2 2 -14 2 2 2 7,1 

Car Route s.r.o. 10 2 2 2 2 2 2 2 2 2 18,06 

Cromwell a.s. 2 9 2 2 2 2 2 2 2 2 17,42 

Cyklokuriér Švihaj Šuhaj s.r.o. 10 19 2 2 2 2 2 2 2 2 29,03 

DHL Express (Slovakia), spol. s.r.o. 10 2 2 2 2 2 -14 2 2 2 7,74 

DHL Parcel Slovensko spol. s.r.o. 10 2 2 2 2 2 2 2 2 2 18,06 

Direct Parcel Distribution SK s.r.o. 10 2 2 2 2 2 2 2 2 2 18,06 

DoDo Services Slovakia s.r.o. 2 9 2 2 2 2 2 2 2 2 17,42 

Foodpanda 10 2 2 2 16 15 2 2 2 2 35,48 

GEBRÜDER WEISS, s.r.o. 10 19 2 2 2 15 2 2 2 2 37,42 

GLS General Logistics Systems Slovakia s.r.o. 10 2 2 -17 2 2 2 2 2 2 5,81 

GO4, s.r.o. 10 2 18 2 2 2 2 2 2 2 28,39 

IN TIME, s.r.o. 2 2 8 2 2 2 2 2 2 2 16,77 

INSPEKTA SLOVAKIA, a.s. 10 2 2 2 2 2 2 2 -12 2 9,03 

KOLOS s.r.o. 2 2 2 2 2 2 2 2 2 2 12,90 

Packeta Slovakia s.r.o. 10 2 2 2 2 2 2 2 2 2 18,06 

Red Post, s.r.o. 10 2 2 2 2 15 2 2 2 2 26,45 

Slovak Parcel Service s.r.o. 10 2 2 2 -16 2 2 2 2 2 6,45 
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Slovenská pošta, a.s. 10 2 2 2 2 2 2 2 2 -11 9,68 

Tatra Billing, a.s. 10 2 2 2 2 2 2 2 2 2 18,06 

TNT Express Worldwide spol. s.r.o. 10 2 2 2 2 2 2 2 2 -11 9,68 

Wolt Slovensko s.r.o. 10 2 -18 17 16 2 2 13 2 2 30,97 

After determining the sentiment of each of the ten search engine results for each of the courier, delivery and 

shipping companies, the evaluation points were determined based on the sentiment rating point scale from 

Table 1. Table 2 shows the final score. According to the sum of points, it is possible to determine the order of 

courier, delivery, and shipping companies: 1. Bistro.sk, 2. GEBRÜDER WEISS, s.r.o., 3. Foodpanda, 4. Wolt 

Slovensko s.r.o., 5. Cyklokuriér Švihaj Šuhaj s.r.o., 6. GO4, s.r.o., 7. Red Post, s.r.o., 8. Car Route s.r.o. 

together with DHL Parcel Slovensko spol. s.r.o., Direct Parcel Distribution SK s.r.o., Packeta Slovakia s.r.o. 

and Tatra Billing, a.s. with the same score, 9. Cromwell a.s. and DoDo Services Slovakia s.r.o. with the equal 

final number of points, 10. IN TIME, s.r.o., 11. KOLOS s.r.o., 12. Slovenská pošta, a.s. together with TNT 

Express Worldwide spol. Ltd. with the equal final number of points, 13. INSPEKTA SLOVAKIA, a.s., 14. DHL 

Express (Slovakia), spol. s.r.o., 15. Bolt Services SK s.r.o., 16. Slovak Parcel Service s.r.o. and 17. GLS 

General Logistics Systems Slovakia s.r.o ..   

5. CONCLUSION 

If an Internet user looking for information about a particular company does not encounter positive indicators of 

its reputation, this may ultimately affect its perception of the company as a whole. These are mainly potential 

customers who have no personal experience with the company so far, and those who form their opinions only 

based on information obtained from the online environment. Courier, delivery, and shipping companies should 

seek to limit negative publicity and work on their positive publicity by improving it, which can be achieved 

through an active online communication policy, such as disseminating positive information about the company 

through social networks or large reputable online newspaper. The best way to remove negative or neutral 

publicity from the top ten search results is to replace negative publicity with a well-thought-out marketing 

communication policy implemented in an online environment. The most effective model of comprehensive 

online reputation management is the focus on the dominant determinants of reputation, i.e., Google search 

results and active profile management on social networks, as confirmed by Sasko [22], who argues that active 

use of online reputation management tools can significantly facilitate businesses. communication with the 

public, to assist in obtaining and evaluating feedback from the public and in accelerating the implementation 

of measures related to crisis marketing communication.  
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