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Abstract: The present-day business world is no longer the matter of doing busi-
ness, there is a rising importance of intagible resources. It is the very reputation
of an enterprise that is considered one of valuable intangible resources. Repu-
tation is defined as an expected behaviour of the entity based on information
about its behaviour in the past. This concept is however changing as a result
of the rising influence of the Internet and social media. The rising popularity of
digital and social media has brought about an increased interest in this commu-
nication channel in business environment. It means that the reputation manage-
ment depends also on the online environment created in an enterprise. Many
companies have started using the Internet and social media to gain advantages
and attract more customers, however, the content shared via social media may
become a threat and the threat may develop into a fast communication crisis,

on the other hand. This type of media may represent both an opportunity and
threat for building the reputation and its protection. The aim of the paper is to

highlight the importance of managing the online reputation and current meth-

ods which enable us to measure the reputation level online, in particular the
sentiment analysis, as well as the analysis of multifactor sentiment. The paper
also presents results of the research into the online reputation on the example
of the automotive industry.
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1 Introduction

With development of the Internet and the increasing use of social media
(blogs, social networks, or various online communities), the credibility and
corporate reputation is becoming an increasingly important and rare strategic
asset. Reputation is capable of influencing business performance at various
levels (especially financial performance), but building, shaping and strength-
ening is no longer under the control of the company, and there is increasing
evidence that traditional consumer control in the markets characterized by
consumers using the Internet and social media questioned by new patterns of
consumption and culture.

Internet and social media can be considered modern tools of interper-
sonal communication, and because of their specific features, it becomes
a challenge for managers and the corporate reputation management. So-
cial media is becoming a good tool for creating an image and a positive
reputation. The reason is that companies are able to build interactive re-
lationships with an unlimited number of recipients. Through social me-
dia, consumers can exchange information, share ideas; moreover, they can
continually define and evaluate products and brands themselves. Consum-
ers are no longer considered to be exogenous for companies because they
are involved in production processes in this way, and together they create
economic value.

On the other hand, the functioning of social media is beyond the control and
influence of the company. Customers are actively involved in the formation
of business by sharing content in the online environment, which can lead to
a threat to the corporate reputation and the emergence of a reputation risk.
One negative comment or post about a company or its products on social
networks can trigger an unstoppable avalanche that can damage a carefully
crafted image of the company or destroy the corporate reputation. In this
paper, we would like to outline the problem of online reputation and also
underline the importance of active online reputation management of the
company.
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2 Online Reputation

Walter (2013) argues that reputation in life and business is everything.
It means that reputation is very fragile, and one mistake may sometimes
cause irreversible damage. From a traditional point of view, the corpo-
rate reputation has been described as the result of a public judgement
that increases (or decreases) over the time, and it is socially shared by
different stakeholders. Consumers tend to use the internet to read, track,
listen and buy products or services, and often look for recommenda-
tions and referrals from consumers who have tried the product and have
a personal experience with it before purchasing a particular product or
service.

Figure 1

Internet users in the world by regions by June 30, 2017
Oceania/Australia
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Source: [6].

A concept simultaneously appearing with social media is “online reputa-
tion”. An increasing number of consumers depend on online opinions when
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making purchasing decisions and a good online reputation is one of the
most important components of effective marketing [5]. Online reputation
represents the reputation of companies established in the Internet, and it is
predominantly built by community participation and through the ‘reputa-
tion aggregators’, such as search engines like Google, which enable people
to find content online.

According to Jones et al [7] online reputation is a reputation, which in-
volves a corporate reputation created on the online environment. In a social
network, members influence each other by sharing their experiences and
opinions, constantly modifying the overall network’s judgement on the dis-
cussed entities. Bunting and Lipski [1] point out that corporate reputation
management is more than just proactive communication with stakeholders.
But it is based on communicating people who collaborate online through
search engines such as Google, Ask or Yahoo. Author Weber [15] calls these
search engines “reputational aggregators” because they list search results in
order of their reputation.

Figure 2
On-line reputation management process
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Source: [7].

Many companies are aware of the need to track messages and what is happen-
ing in the online world, especially after the introduction of new Web 2.0 tech-
nology. The online environment enables online communities to participate,
collaborate, play their role in shaping the business process and influence the
corporate reputation, sales turnaround, profit margin and even its existence.
This “virtual consumer community”, which exchanges ideas and cooperates,
as well as sharing knowledge about a particular situation, influences the busi-
ness process [13, p. 354]. One of the challenges faced by managers of online
environments is that of fostering positive interactions between members. The
role of online reputation management is to interact with people online, create
shared content, track what stakeholders say, address negative content, and en-
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able ideas that are shared through social media. Dijkmans et al. [2] argue that
the role of online reputation management is to interact with people online,
create shared content, track what stakeholders say, address negative content,
and enable ideas to be shared through social media.

It is important for companies to know about such online conversations and re-
spond quickly to any negative debate, neutralize it and bring a better product
or service to customers and consumers. This aspect reflects the phenomenon
of social media. Gurau [3] summarizes this impact of social media on the
behaviour of online audiences as follows:
* Social media constitute a network which allows a bidirectional commu-
nication between companies and their audiences;
» Users are connected to one another, enabling discussions and debates
about companies and their product;
* Users are now able to filter the information that they receive
 Users can easily access to various sources of information through the
spread of the Web and discussions with other stakeholders of the compa-
nies.

Figure 3

Aspects of social media influencing online shopping behaviour

Viewing R.wcwmg Reading r:\rlews, Staying onthe top Writing reviews, Associating with
advertisements p of current fashion comments nad particular brands pmdm:rs directly
offmngs focdbar.k and product trends feedback or retailers via a social media

channel

Source: [12].

Based on the Total Retail Survey 2016, up to 45% of respondents on the so-
cial media aspect related to their online shopping behaviour said that reading
reviews, comments, and feedback through social media and the Internet had
an impact on their shopping. And 43% say that mutual interaction through
social media increases their respect and perception of brand value. Therefore,
it is important for companies to know about such online interviews and to be
able to react quickly to any negative discussion, neutralize it and bring a bet-
ter product or service to customers and consumers. From the online environ-
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ment and the discussion through social media and the web, the need for online
business reputation has also emerged.

2.1 Social media engagement in automotive industry

The first online era was the first ten years of the World Wide Web, when au-
tomakers relied on websites as digital showrooms. Push-marketing programs,
search engines or integrated campaigns helped drive site visits. One-way,
push-based communication was the dominant online marketing framework.
Then blogs arrived. Now automakers could connect directly with custom-
ers and prospects and their conversations in a scalable way. Those networks
made it easy for other networks to cross- share updates, and the digital eco-
system began to take shape. Engagement became part of the lexicon. Expec-
tations for brands to participate in social channels grew and continue to grow.
Always-on communication is the reality.

In 2013, we began to enter the third online era, the “Internet of things,”
whereby Internet-connected devices post updates to users’ news feeds about
destinations, performance metrics, goal attainment and myriad metadata for
social sharing. In the third online era, potential buyers are exposed to numer-
ous influencers and disruptors via social media during every stage of their
path to purchase.

Figure 4
How the automotive industry compares in using social media platforms on a regular
basis vs. all other industries
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In the social selling framework, the higher the number of online mentions
compared to the number of cars sold indicates strong buzz and online en-
gagement, well-connected digital systems that feed online news feeds, and a
healthy loyalty loop to drives sales. Social media asks a fundamental ques-
tion: What’s new? Online mentions are often fuelled by new products, new
data and new experiences, and the car-buying experience, from research to
driving home from the lot, can be a rich source of mentions.

Figure 5
Total unit sales to the total number of online mentions for 12 months
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Source: [12].
2.2 The research of Online reputation in Slovak automotive industry

Sentiment analysis was mostly used tool in order to analyze online reputation
of selected subjects. Sentiment analysis is one of the most used rating sys-
tems for online reputation in Europe. This method is based on assessment of
top (usually top ten) organic results of a search engine. Each partial result and
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sentiment is analysed and followed by the final assessment of the company.
That serves as criterion for evaluation of success or failure of the entity in
selected segments. In order to eliminate the probability of customized search
results, it is recommended to use a proxy server, which secures anonymity
and finds only the most relevant results. The final score is calculated accord-
ing to scoring system listed in below table.

Table 1
Sentiment analysis and system of evaluation
Sentiment/Position 1 2 3 4 5 6 7 8 9 10
Positive sentiment 20 | 19 | 18 | 17 | 16 | 15 | 14 | 13 | 12 | 11
Website of company 10 9 8 7 6 5 4 3 2 1
Neutralsentiment 2 2 2 2 2 2 2 2 2 2
Negative sentiment 20| -19 | -18 | -17 | -16 | -15 | -14 | -13 | -12 | -11
Source: [11].

Hojdik and Kozékova [9] evaluated the level of online reputation of three
largest companies in the automotive industry in Slovakia (Kia, Volkswagen
and Peugeot Citroen) with the use of sentiment analysis methodology. Data
was processed based on the search results for the keywords “Volkswagen
reputation”, “Kia reputation” and “Peugeot Citroen reputation”. The results
showed that KIA Motors had the most favourable results among the selected
subjects. The remaining two companies achieved a negative score and should
take steps to improve their reputation. Following table summarizes the results
of the research.

Table 2
Sentiment analysis results of three largest Slovak automotive companies

1 2 3 4 5 6 7 8 9 10 Total points
KIA 2 | -19 | 18 | 17 | 16 2 14| 13 |12 | 11 86
VW 20| -19 | 18 | -17 | -16 | 15 | -14 | 13 2 | -11 -49
PSA 20 | -19 | 2 2 |-16| 15 [ -14 | 2 12 | -11 -7
Source: [9].

An example of a business that should pay close attention to monitoring online
reputation is Volkswagen. The reputation of the company suffered due to an
emission scandal in 2015 and at the same time in 2017 due to the strike of
employees in Slovakia. Every negative mention, and especially on the Inter-
net, leaves a trace and is difficult to eliminate, as it can resonate in consumers’
minds for very long time. Both events have damaged the company’s reputa-
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tion, which was also reflected in search results on the website Google.com.
After entering the keyword “Volkswagen Slovakia”, the first 10 results of
searching were analyzed and broken down — we considered top ten results for
two-time periods, period before the start of the strike and after the strike of the
employees [8]. The results showed that the strike of Volkswagen Slovakia’s
employees negatively influenced the overall sentiment of the results of the
“Volkswagen Slovakia” keyword.

Table 3
Sentiment analysis results before and after strike of Volkswagen Slovakia employees

Position Sentiment analysis before 1.6.2017 | Sentiment analysis after 1.6.2017
of result Sentiment Points Sentiment points
1 Neutral 2 Negative -20
2 Positive 19 Negative -19
3 Negative -18 Positive 18
4 Negative -17 Negative -17
5 Positive 16 Negative -16
6 Positive 15 Negative -15
7 Positive 14 Negative -14
8 Negative -13 Neutral 2
9 Positive 12 Negative -12
10 Positive 11 Negative -11
Total -— 41 -— -104
points

Source: [8].

The Volkswagen emission scandal that burst out during the September 2015
had the same negative impact on the company’s reputation. But not only repu-
tation and online reputation were damaged, due to this scandal, the company
suffered losses in sales and recorded a drop-in profit. With Google.com, the
first twenty results were analyzed after entering the keyword “Volkswagen™.
The results showed that the overall sentiment score is much higher before the
emission scandal than after, what also proves the number of results with posi-
tive sentiment from both time periods. The total score of sentiment analysis
before the scandal was 42, after the scandal broke out, the number of points
from the search results was negative - 111. [10].
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Table 4
Sentiment analysis results before and after the emission scandal of Volk-
swagen
Sentiment analysis before Sentiment analysis after
Position of result September 2015 September2015
Sentiment Points Sentiment Points
1 Neutral 2 Neutral 2
2 Neutral 2 Neutral 2
3 Neutral 2 Negative -18
4 Neutral 2 Neutral 2
5 Positive 16 Negative -16
6 Positive 15 Negative -15
7 Negative -14 Negative -14
8 Positive 13 Neutral 2
9 Neutral 2 Negative -12
10 Neutral 2 Negative -11
11 Neutral 2 Negative -10
12 Negative -9 Negative -9
13 Negative -8 Positive 8
14 Neutral 2 Negative -7
15 Positive 6 Negative -6
16 Neutral 2 Negative -5
17 Positive 4 Negative -4
18 Negative -3 Positive 3
19 Positive 2 Negative -2
20 Neutral 2 Negative -1
Total points - 42 - -111

Source: [10].

Based on the research results achieved by using sentiment analysis, Hojdik
(2017) used also multifactor sentiment analysis to quantify the score of online
reputation of Slovak automotive companies — ten strongest companies (ac-
cording to Total Revenues of year 2016) operating in subsector of suppliers.

Following the identification of the ten highest performing suppliers, we sub-
sequently came to use the methodology of multifactor sentiment analysis that
allows to evaluate the online reputation from more complex view. For re-
search purposes, this methodology was used with minor modifications, but
the most important criterion was fulfilled — the use of several factors. Then,
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key factors, also called reputators have been identified:

1. Advanced Sentiment Analysis (ASA) of the top ten Google search results,
with the following keywords being entered in the search engine:

- “entity name”,

- “entity name” + “Slovakia”, where the partial result is the so-called ASA
score - Advanced Sentiment Analysis Score.

2. The audience size on Facebook (F).

3. The audience on the Instagram (I) social network.

4. The audience size on the YouTube social network (Y).
5. The size of audiences on the Twitter (T) social network.

Each of these five factors had some impact on the online reputation of the
subjects. The goal was to quantify Total Online Reputation scores — TOR
score. The TOR Score takes into account partial scores of each reputator, re-
sulting in a Total Online Reputation score that allows us to compare subjects
with each other. The results of the research are presented in following table.

Table 5
Calculation of TOR score as a Total Online Reputation Score
TOR ASA | ., . . o
P Company SCORE % % F% | 1% | Y% | T%
1 MOBIS Slovakia 9.67 31.61 | 432 | 0.00 1.99 | 0.78
2 SAS Automotive 17.10 17.10 | 0.00 | 0.00 | 0.00 | 0.00
3 | Faurecia Automotive Slo- | 4o 53 | 106 | 350 | 800 | 0.00 | 4332
vakia
4 ZF Slovakia 30.33 36.45 | 12.74 | 9.08 | 71.84 | 21.53
MagnettiMarelli Slovakia 32.97 25.81 | 30.13 | 75.28 | 7.74 | 25.88
¢ | YURA Corporation Slo- 8.39 839 | 0.00 | 0.00 | 0.00 | 0.00
vakia
7 | OFTRAG FORD Trans- 32.26 32.26 | 0.00 | 0.00 | 0.00 | 0.00
missions Slovakia
g | Continental Automotive 19.19 | 2097 | 4897 | 5.56 | 17.42 | 3.05
Systems Slovakia
9 | Inteva Products Slovakia 5.58 19.03 | 0.32 2.09 1.01 5.44
10 U-Shin Slovakia 13.87 13.87 | 0.00 | 0.00 | 0.00 | 0.00
Source: [4].
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The results in Table 5 show relatively large differences in the level of online
reputation management of the selected sample of subjects. The best results
were achieved by Magneti Marelli Slovakia, GETRAG FORD Transmissions
and ZF Slovakia, which exceeded the TOR score above 30%. On the contrary,
Inteva Products Slovakia, YURA Corporation Slovakia and MOBIS Slovakia
were placed at the opposite end of the order. An interesting finding is that up
to three companies - YURA Corporation Slovakia, GETRAG FORD Trans-
missions and U-Shin Slovakia do not use social media at all. Building their
online reputation is done exclusively through their web site and web search
engines.

In general, it can be noted that there is still considerable scope for selected
entities to improve the processes leading to online reputation building and
thus to optimize the entire online reputation management.

3 Conclusion

Based on research, it can be said that proactive attitude to online reputation
management with the use of social media can have a significant impact on the
functioning of the business. The active use of these marketing tools makes it
easier to respond to the demands and feedback of customers. It also provides
space for fast communication with the public or other interest groups of the
company. Research shows that even today, many selected companies do not
use the potential of social media to prepare for a competitive advantage.

An enterprise should pay close attention to what is written or said about it
or its products or services. Using social media can provide benefits for the
company, but on the other hand, one dissatisfied customer and his negative
reviews can harm it and damage its reputation for a long time. Since every-
thing written on the Internet and in the social media environment is left out
of business control, the business should regularly monitor the news on the
Internet and respond appropriately and responsibly. One possible way how
an enterprise can quickly and relatively easily monitor online reputation is a
sentiment analysis that can identify or report a negative or positive tone. An
example of the use of sentiment analysis or multifactor sentiment analysis
was the automotive industry, and the results indicate that negative Internet
messages can negatively affect the reputation of the business with time, as
negative messages, messages, or articles on blogs can hardly be erased.
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