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Summary
This research examines the approaches to the definition and evaluation of a brand 

reputational potential. The main characteristics of the brand reputation that influence the 
evaluation of its potential by stakeholders are analyzed on the basis of the existing RQ and 
RepTrak research methods. The actual vision of the evaluation tasks of brand reputational 
potential is outlined. The author formulates the Reputation.Construction method that allows to 
solve these problems with less resources (including time and money) in comparison with other 
existing methods. The novelty of the Reputation.Construction method is explained specifically 
by the fact that it is based on the 8 positional brand reputation profile description matrix that 
is unified for different stakeholders and brands and it allows to determine the differences in 
perception of brand reputation for each matrix parameter by different stakeholders. Furthermore, 
an example of Reputation.Construction application in practice is given and an approach to 
creating an integrated reputational potential indicator of the brand is proposed. The practical 
significance of the results of this study is to increase the effectiveness of methods of evaluating 
the reputational potential by expanding the field of application of different methods depending 
on the specific situation and tasks for the development of brand reputation.
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1. Introduction

The definition and fixation of the current attitude of stakeholders to the brand reputation 
is one of the urgent tasks of reputation management. British scholar K. Murray considers rep-
utation as a type of public relations that involves obtaining of a certain credit of trust to create 
public goods by the organization (Murray, 2003: 144). Researchers Paul A. Argenti and Bob 
Druckenmiller note that reputation is a collective representation that includes the relations of 
the organization with all stakeholders, which can either improve or deteriorate depending on the 
activities of the company (Argenti, 2004: 369).

After analyzing the genesis of the concept of reputation and its current role in social and 
marketing communications, the author of this study provides the following definition: «reputa-
tion is the present trust in the future intentions of the entity based on its subjective actions in the 
past» (Kashpur, 2015: 1). Therefore, reputation is a resource that can be used to legitimize the 
social or business position of the reputation carrier, the price of its goods or services. According 
to Joachim Klewes, reputation management allows stakeholders to establish trust in an entity, 
which is a reputation carrier. This trust ensures willingness to cooperate with a reputation car-
rier. Thus, a positive reputation provides the long-term competitive benefits to a company or 
organization (Klewes, 2009: 24).
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Consequently, it is important to create methods for measuring the perception of the 
entity/brand reputation by different stakeholders, the impact of these stakeholders on each other 
and to determine the potential of brand reputation in creating/developing trust of stakeholders 
to their intentions.

2. The objectives of the measuring methods for brand reputational potential

When formulating the requirements for methods of measuring reputation, Ukrainian 
researcher from the Reputation Capital Group company I. Sokolovsky provides the following 
list (Sokolovskyj, 2017) 

• to be comprehensible and transparent;
• to have quantitative/digital value; 
• to take into consideration the complexity of the concept of reputation and the influ-

ence that not only the communication functions, but also other actions performed by the com-
pany have on it;

• to be relevant for different research areas (the perception by different groups of stake-
holders, the measurement in the media);

• to demonstrate specific mechanisms and opportunities to influence the reputation for 
transferring business tasks and action plan into the language;

• to be relevant for temporal analysis;
• to have the ability to be used to set the key performance indicators (KPIs).
The methods such as Reputation Quotient (RQ) developed by Harris Pool Company and 

RepTrak created by Reputation Institute will be considered as the examples of the application 
of these principles.

The Reputation Quotient method is about determining how different stakeholders per-
ceive the reputation of companies in various sectors (The Reputation of America’s 100 Most 
Visible Companies, 2016).

The scale consists of six dimensions/categories:
• emotional appeal;
• products & services;
• vision & leadership;
• workplace environment;
• social responsibility;
• financial performance.
Each of the dimensions/categories is revealed (detailed) with the help of several attributes. 

The list of attributes was developed on the basis of a large number of qualitative and quantitative 
studies conducted in the United States, Europe and Australia within the period from 1998 to 2000 
(Fombrun, 2007: 250). The scale was tested in the study of the IT sector in the years that followed. 
The test has confirmed that the RQ scale accurately reflects two fundamental dimensions/catego-
ries such as emotional appeal and five rational components (Carreras, 2013: 357).

This method assigns the equal importance to each item because it assumes that all 
aspects make the same contribution to the overall reputation level. This particular aspect of the 
method is considered to be its disadvantage by some researchers. For instance, Angel Alloza 
and Luis Carlos Martinez emphasize that the equal importance of dimensions/categories in 
the context of calculating the overall rating does not reflect the uneven impact of dimensions/
categories on reputation, although this particular information is of strategic importance for rep-
utation management (Carreras, 2013: 359). The second disadvantage of this method is that the 
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scale confuses the levels of explanations (causes) with the levels of consequences (e.g., emo-
tional appeal) that complicates its interpretation. Moreover, the researcher points to the fact that 
the importance of the five cognitive elements exceeds only one emotional element (emotional 
appeal) (Carreras, 2013: 359).

The RepTrak method consists of 21 attributes grouped into 7 dimensions 
(Sokolovskyj, 2017). The difference between RepTrak and RQ is that RepTrak clearly differen-
tiates between two «levels» of reputation perception, i.e. emotional and rational.

The basis for the indicators of RepTrak global reputation is four core statements on 
which, according to the developers, the emotional attention of stakeholders is focused regarding 
the reputation entity:

• I have a good feeling about this company;
• I trust this company;
• I admire and respect this company;
• This company has a good reputation.
At the rational level, the model includes seven dimensions or facets that are decomposed 

into attributes:
• products & services;
• leadership;
• performance:
• workplace;

• citizenship;
• innovations;
• governance.
Thus, the model as a whole 

looks as follows (Figure 1):
Level 1. Emotional percep-

tion (RepTrak Pulse Index).
Level 2. Rational dimen-

sions and attributes that affect the 
formation of reputation.

Level 3. Supportive behav-
ior, i.e. the willingness to support 
the entity that is based on its rep-
utation.

According to the develop-
ers, the obtained RepTrak Pulse 
index has showed the correspond-
ing psychometric qualities of con-
vergence, uniformity and differ-
entiation in the construction of 
behavioral intentions of respond-
ents. In addition, it has confirmed 
the ability to explain the positive 
attitude of different stakeholders to 
companies in different countries. 
The higher the reputation of the 
company (RepTrak Pulse index), 

 

Figure 1. RepTrak reputation management model 
created by Reputation Institute, Available at:  
https://www.researchgate.net/figure/RepTrak-
Reputation-Model-Reputation-Institute-2017-

RepTrak-is-the-standard_fig1_323522768
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the higher the level of supportive behavior (support) shown by stakeholders in relation to the 
company. Therefore, the higher the level of supportive behavior (that includes the willingness 
to buy products/services of the company, willingness to pay a premium price for them, etc.), the 
higher the financial results of the company where reputation is seen as the result of stakeholders 
interpreting what is heard and seen on the basis of the communications of the company and its 
presence in the media.

This method has now spread worldwide and it is applied by many companies and even 
governments. However, it also has its drawbacks. For instance, researcher Deborah Vidaver-Co-
hen from the College of Business at University of Florida notes that the RepTrak method pro-
vides a small choice of opportunities [10]. First of all, it does not examine enough how positive 
reputation ratings can eventually turn into company assets.

Deborah Vidaver-Cohen emphasizes that it should be possible to examine which spe-
cific reputation ratings of stakeholders generate the financial, intellectual or social capital in 
the future research methods. The researcher also believes that this method is not universal 
for different types of business schools, i.e it does not take into account the various business 
approaches. According to Deborah Vidaver-Cohen, an additional limitation of the method is 
that it does not include a system of interrelations between RepTrak quality parameters and 
stakeholder expectations, such as Institutional Forces and Organizational Signaling Strategies. 
The Institutional Forces research shows that stakeholder expectations of a company perfor-
mance are reinforced by external forces that include dominant moral values, cultural norms, 
regulatory requirements and common performance standards of the company in specific sectors 
or countries. Over time and in different contexts the institutional pressure options can affect 
stakeholder expectations, as well as the degree of their interest in various aspects of the com-
pany benefits (Vidaver-Cohen, 2007: 278).  

In addition, the RepTrak method has a high cost of research and a fairly long period of 
time required for its implementation. Thus, the method can be effectively applied to work with 
the reputation of the large entities (large companies, markets, countries) with high inertia, but 
it is ineffective for working with mobile entities in a dynamic space. According to the author, 
these particular limitations are crucial to the practical application of the method in Ukraine, 
especially taking into account the transforming tendencies and principles of the communication 
models and the economy. 

3. The principles and mechanics of the Reputation.Construction method

According to the above information and own desk research, modeling and practice of 
applying different methods of measuring the brands reputational potential, the author of this study 
has formulated the objectives and patterns of the method that should solve the following tasks:

• to measure the attitude of different stakeholders of brand reputation according to the 
standardized system of parameters for all stakeholder groups; 

• to provide an opportunity to compare the attitudes of different stakeholders to the 
brand reputation and to compare the attitudes of stakeholders to the different brands;

• the ability to calculate an integrated brand reputation indicator;
• to be convenient in usage and optimal in terms of resource costs (time, finances, etc.).
This method is called Reputation.Construction and it is based on 8 attributes of 

the reputation profile description, developed by the author of «Reputation Matrix» in 2015 
(Kashpur, 2015: 10), which are in the coordinate system: temporal (past, present, future) and 
conceptual (idea, knowledge, matter), where there is a three-dimensional indicator of current 
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brand perception by the stakeholder-respondent: reputation/level of trust/willingness to recom-
mend instead of the “knowledge today” central position.

Accordingly, the matrix has the following list of reputational attributes (presented in a 
linear format): idea/past, idea/present, idea/future, knowledge/past, knowledge/future, matter/
future, matter/present, matter/past with a separate position such as reputation/level of trust/
willingness to recommend.

This approach is significantly simplified compared to the RQ and RepTrak methods dis-
cussed above. At the same time, it allows to show the attitude of stakeholders to the brand repu-
tation in the time dynamics regarding three key horizons of perception. As a result, it is possible 
to conduct surveys that consist of a single list of questions among different stakeholders and to 
compare them with each other.

The second important principle of the Reputation.Construction method is that the 
respondents primarily evaluate the importance of the ideal brand parameters and then give 
ratings to real brands. This allows to identify the differences between «expectations» and «real-
ity» and to count the positive or negative difference for each reputational attribute and then 
the stakeholder reputational potential indicator of the brand (SRPI), i.e. the compliance of its 
reputational potential with the expectations of a particular stakeholder group.

The third step is to determine the integrated reputational potential indicator (IRPI) of the 
brand for all stakeholder groups. The IRPIs are calculated on the basis of the amount sum of the 
SRPIs, each of which is adjusted by the “stakeholder impact index” that is determined by evalu-
ating the importance of the impact on the brand reputation of themselves and other stakeholders.

The method is implemented as an online survey during which the level of detail of the 
brand stakeholders is determined and the required/valid number of respondents who are inter-
viewed on a single questionnaire is recruited for each defined stakeholder group.

4. The example of the Reputation.Construction method application

The application of the method is considered on the example of the “Reputation of super-
markets in Ukraine” study that was held according to this method in December 2019 – January 
2020 in Kiev, Ukraine.

The study was conducted in two stages. At the first stage, the following data was obtained 
through one-on-one interviews:

• a list of brands that respondents think are most commonly associated with the «super-
market» format, i.e. «Silpo», ATB, NOVUS, «ECO-Market», «Furshet», «Velyka Kyshenia».

• the number and structure of stakeholder audiences:
– consumers (200 respondents) – men and women (50/50) who regularly interact with 

at least two of the listed brands; the age structure and income of the audience correspond to the 
demographic model of Kyiv at the time of the survey;

– employees (up to 20 respondents) – the middle management staff (middle managers of 
central offices and directors/deputies of the stores;

– journalists (up to 20 respondents) – the current employees of socio-political media with 
a wide range of information interests;

– entrepreneurs and businessmen (up to 20 respondents) – the managers and owners of 
companies, individual entrepreneurs with a high level of income whose activities are not related 
to supermarkets;

– civil servants (up to 20 respondents) of the middle and senior rank (from the heads of 
departments to the deputy ministers) whose activities are not related to the supermarkets.

• The questions to respondents that most accurately correspond to their perception of 
the 8 attributes of the reputation matrix (Table 2).
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Table 2
The formulation of questions to respondents in accordance 

with the attributes of the reputation matrix
Attribute Question
idea/past Transparent/public and positive history

idea/present Clear and useful information/advertising
idea/future Clear and positive ideology and development goals

knowledge/future Modern technologies and approaches in the work
matter/future Prompt response to the concerns and their alleviation

matter/present Convenient and clean supermarkets with an appropriate range of goods
matter/past Competent and friendly staff

knowledge/past High-quality and convenient service

At the second stage, the respondents from all stakeholder groups were asked to fill out an 
online questionnaire consisting of five sets of questions (Table 3).

Table 3
Questions to respondents

Sets of questions
Number 

of the 
question

Question

Introductory set 
of questions (self-
determination and 
social-democratic 
parameters of the 
respondent)

1.1. Your position in the survey: consumer/employee/journalist/ 
businessman/civil servant

12. Age
1.3. Gender
1.4. Monthly income
1.5. What city have you lived in for the last 6 months? 
1.6. Have you bought anything in the supermarket in the last six months?

Self-determination 
of evaluation entities  
(brands) 

2.1. Choose only 3 supermarkets of the 6 proposed with which 
you have actively interacted during the last half a year.

Evaluation of the 
general perception for 
each of the selected 
entities (brands)

3.1. Evaluate the level of trust in the brand (on a scale from 1 to 
5, where 1 is the minimum and 5 is the maximum rating)

3.2. Evaluate the degree of positivity of the brand reputation
3.3. Your willingness to recommend the brand

Evaluation of the 
criterion perception 
for each of the 
selected entities 
(brands) (on a scale 
from 1 to 5, where 1 is 
the minimum and 5 is 
the maximum rating)

Evaluate the compliance of the brand with the following 
criteria:

4.1. It has a transparent/public and positive history
4.2. It provides clear and useful information/advertising
4.3. It has the clear and positive ideology and development goals
4.4. It provides a high-quality and convenient service
4.5. It responds promptly to the concerns and allays them
4.6. Convenient and clean supermarkets with an appropriate 

range of goods
4.7. Competent and friendly staff 
4.8. It uses modern technologies and approaches in the work 
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Sets of questions
Number 

of the 
question

Question

Evaluation of the 
importance of criteria 
(ideal supermarket)
The maximum rating 
is 5, the sum of all rat-
ings should not exceed 
30 points.

Evaluate the importance of the criterion:
5.1. It has a transparent/public and positive history
5.2. It provides clear and useful information/advertising
5.3. It has the clear and positive ideology and development 

goals
5.4. It provides a high-quality and convenient service
5.5. It responds promptly to the concerns and allays them
5.6. Convenient and clean supermarkets with an appropriate 

range of goods
5.7. Competent and friendly staff 
5.8. It uses modern technologies and approaches in the work

The survey was conducted from 12 to 28 December 2019 and it has covered 274 respond-
ents from all stakeholder groups. The structure of the respondents distribution by stakeholder 
groups is given in the Table 4.

Table 4
Structure and number of respondents

Stakeholder 
group Consumer Employee Civil 

servant Media Businessman Total

Number of online 
respondents 201 19 8 11 17 274

Number of offline 
respondents 10 8

According to the survey, two brands, i.e. «ECO-Market» and «Furshet», did not receive 
a sufficient number of responses from such stakeholder groups as «civil servants», «journalists» 
and «businessmen». Therefore, these brands were excluded from further analysis.

The following results were obtained from the sets of questions about general perception 
of each of the selected entities (brands) of evaluation:

According to the level of basic (non-categorized) brand trust (Figure 1), all 4 brands have 
high ratings in such stakeholder group as «consumers»: from 3.5 points for «Velyka Kyshenia» 
to 4.1 for NOVUS. «Silpo» and NOVUS are the leaders among such expert groups as “employ-
ees”, “civil servants”, “journalists”, “businessmen” with average scores equal to or greater than 
4 points. At the same time, ATB and “Velyka Kyshenia” have low ratings among such stake-
holder groups as “employees”, “journalists”, “businessmen” (below 3 points), but satisfactory 
ratings among such stakeholder group as “civil servants” (3.2 and 4 points, respectively). It is 
also worth noting that the trust in all 4 brands of female consumers is slightly (0.2 points) higher 
than that of male consumers.

Continuation Table 3
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Figure 1. Level of basic (non-categorized) trust in brands

The evaluation of the basic perception of brand reputation and willingness to recommend 
is similar to the level of trust (Fig. 2 and Fig. 3).

 
Figure 2. Basic perception of the positive reputation of brands.

 

Figure 3. Basic willingness to recommend
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Subsequently, the set of questions on the formation of the reputation profile of the «ideal 
supermarket» (set 5 of the questionnaire) was analyzed. It is worth noting that when forming 
the questions of this set, the respondents were limited in the total number of points that they 
had to distribute between 8 attributes/criteria of the reputation profile. This was done in order to 
motivate respondents to a more thorough evaluation of each parameter (artificial limitation of 
the quantitative resource for the evaluation – the points).

According to the results of the analysis, it can be seen that the profile of the “ideal 
supermarket” (distribution of the attributes/profile criteria according to the importance) is char-
acterized by a significant shift in importance (Figure 4) towards the material and technological 
«yesterday» and «today» component and by relatively low demand for the ideological compo-
nent, material environment and technological innovations in the future.

 

Figure 4. Reputation profile of the “ideal supermarket”  
from the point of view of consumers

By overlapping separate profiles (of each respondent), it can be seen (Figure 5) that there 
are separate extremes of ratings according to three «ideological» criteria, but the core (most 
respondents) is focused exactly on the material component, while the rating of the technological 
component are quite polar (blurred). At the same time, it is quite natural for consumers to focus 
on the “past” and “present” with a relatively small demand for the “future”.

The next step is to analyse the portraits/profiles of the real brands (from the point of view 
of different consumers and stakeholder groups).

It can be observed from the consumer perception profiles of 4 brands that:
• “Silpo” and NOVUS profiles have a strong and dense core that indicates a high level 

and even distribution of ratings;
• ATB and “Velyka Kyshenia” profiles have much smaller core and many extremes that 

indicates the high polarity of ratings and uncertainty of respondents regarding the main content 
of the brand reputation profile;

• the core profiles of all 4 brands have a uniform shape without obvious shifts, which 
are inherent in the “ideal supermarket” profile. 
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Figure 5. The overlapping of the individual respondent profiles

 

 

 

Figure 6                                             Figure 7

After that, a comparative analysis of the specific brands profile was conducted by differ-
ent stakeholder groups with the perception of the «ideal supermarket» from the point of view of 
such stakeholder group as «consumers».

Thus, the “Silpo” brand is characterized by a high level of uniformity of the brand rep-
utation profile perception by all audiences (Figure 10). At the same time, the employees of 
the sector (and of the brand in particular) give slightly higher ratings to almost all attributes/
parameters, except for “ideology today” (clarity and usefulness of advertising) than other stake-
holders. It is also worth noting that on the ideological horizon, the ratings of all stakeholders 
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(including the “consumers” audience) significantly exceed the expectations of “consumers” 
from the “ideal supermarket” and the expectations in the position of “future technology”.

This profile shows a balanced brand approach to the work with all stakeholders and a 
high-quality combination between informational and effective (actually implemented) compo-
nents of brand development.

 

   

 

Figure 8                                Figure 9

 

Figure 10

When analyzing the profile of the ATB brand, a different picture can be observed – the rep-
utation profile of the ATB from the point of view of consumers has significant differences with the 
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«ideal supermarket» profile. From the diagram in Figure 11 it can be seen that the ratings for all 
attributes from all stakeholder groups differ significantly and the ratings themselves are extremely 
low regarding the attributes/parameters that consumers have identified as the most important. 

At the same time, most stakeholders positively evaluate the ideological horizon of ATB 
reputation profile, especially regarding the «clarity and usefulness of advertising» (“ideology 
today”) parameter.

NOVUS and “Velyka Kyshenia” brands were similarly analyzed.
The methos also makes it possible to compare the brands reputation profiles perception 

by different stakeholder groups.

 
Figure 11. The ratings of reputational attributes of the ATB brand by all stakeholder 

groups in comparison with the attribute importance level (“ideal supermarket” profile)

5. Conclusions

The application of the developed method in practice has demonstrated its efficiency (the 
full cycle from the beginning of the survey to the end of the results analysis was 10 working days) 
and significantly lower cost compared to the RepTrak method. Furthermore, the results of the study 
have provided sufficient information to develop practical recommendations for improving the effec-
tiveness of brand reputation management. In addition, the method has demonstrated the possibility 
of comparing the attitudes (ratings) of both different stakeholder groups and different socio-demo-
graphic groups of respondents. The unified approach to the attribution of the reputation profile has 
created opportunities both for synchronizing the results of different segments of one sector and for a 
comparative evaluation of the brands reputational potential from different sectors.

According to the author, the development of this method is in the direction of improving 
the method of calculating the integrated brand reputation indicator: the sum of the differences 
between the ideal and real brand for each stakeholder group is integrated into a single indicator 
considering the impact importance of each stakeholder group on others, and creating the objec-
tive and transparent sector and intersectoral brand reputation ratings based on it.
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