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Abstract

Corporate reputation is the overall estimation in which a company is held by its constituents and repu-
tation is a valuable corporate asset that is difficult to achieve, but even more difficult to protect, It's a
growing factor in creating and maintaining corporate competitive advantage. Reputation management
concept is quite new in Turkey and some managers of well known companies still believe that his com-
panies have reputation sufficiently. Besides the manager’s point of view, pr agencies have not a clear
definition for this term yet. Another important issue on corporate reputation as important as concep-
tualization of it is measurement. Methods of measurements about corporate reputation are under de-
bate. Many types of measurements methods about corporate reputation have been using in the world.
Research on most-appreciated companies is one of the methods have been using in Turkey. In this
study we would like to find out attitudes of PR agencies especially in Turkey towards reputation man-
agement and fo seek whether reputation management is given among the services of PR agencies or
not. And ask the questions, “Why there is such a demand, does this demand comes from the agency or
from the company”.

Key words: Corporate reputation, measurement of reputation, corporate image.

Oz: Tiirkiye'de Halkla [liskiler Sirketlerinin Kurumsal Hibar Kavramna Bakzs Acilart

Kurumsal itibar kurumun biitiin sosyal paydaglarmmn sahip oldufu kuruma yonelik takdirlerinin
toplamdir ve elde edilmesi giic bir kurumsal degerdir. Kurumsal itibarm elde edilmesinin zorlugunu
yanmda kurumsal itibart korumak bundan daha zordur. Kurumsal itibar, kurumsal rekabet avantaji
yaratmada ve siirdiirmede gelismekte olan bir faktordiir. Kurumsal itibar kavram Tiirkiye'de oldukea
yeni olan bir kavramdr ve iyi bilinen sivketlerin bazi yoneticileri hala kendi girketlerinin yeteri kadar
itibar olduguna inanmaktadirlar. Yoneticilerin sahip oldugu bu bakis agiswun yan swa, halkla iliski-
ler girketleri de heniiz kurumsal itibar yinetimi konusunda belli bir tanima sahip deiller. Kurumsal
ttibarn kavramsallagtirdmast kadar Snemili bir diger konu da kurumsal itibarin 6lgiimiidiir, Kurumsal
itibarm dlgiilmesi konusu tartigmaldir. Ditnyada kurumsal itibar dlgiimil ile ilgili bircok arashrma
yontemi kullandmaktadrr. En beZenilen sirketler avagtirmasy, kurumsal itibar Olgiimdl konusunda,
Tiirkiye'de kullamlan kurumsal itibar Gleiimii yontemlerinden sadece biridir. Bu caligmada, Tiirkiye'de
Halkla Hligkiler Ajanslarimn Kurumsal Itibara yonelik tutumlaring ortaya cikarmak ve. itibar yoneti-
miine halkla iligkiler ajanslarimn hizmetleri iginde yer verilip verilmedigini ortaya cikarmak amaclan-
maktadir, Caligmada dzellikle su sorularm yamt aranmaktadir:  Kurumsal itibara yonelik talebin
nedeni nedir ve but talep halkla iligkiler ajansmdan m gelmektedir yoksa kurumlardan mu gelmektedir?
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Anahtar sézciikler: Kurumsal itibar, kurumsal itibar lgibmil, kurumsal imaj.

INTRODUCTION

Reputation is a valuable corporate asset that
is difficult to achieve, but even more difficult
to protect (Goodman, 2002:2). According to
the American Heritage Dictionary, reputation
is the general estimation in which one is held
by the public (Fombrun, 1999). Bennett and
Kottasz (2000} trace the development of cor-
porate reputation theory from the 195('s
focus on corporate image to the 1970s and
1980’s, where identity and communication
were fo the fore, through to the 1990's and
corporate brand management and reputa-
tion. The growth in interest in reputation
management is in part due to the success of
management programs (Argenti,
1997:311). In the current business environ-
ment where globalization effects, company
performance and a range of other external
and internal factors interact, business reputa-
tion can account for up to 15 per cent of the
share price (Cooper, 1999). Fombrun defines
corporate reputation as 'the overall estima-
tion in which a company is held by its con-
stituents' (Fombrun, 1996: 37). Like Fombrun
(1996}, it is suggested here that developing
this intangible asset - corporate reputation -
will become increasingly important in the
years ahead. A positive reputation creates a
strategic advantage or what Fombrun refers
to as ‘reputational capital'. (Stanley J
Kowalczyk, Michael, J.Pawlish, 2002:159)

crisis

Corporate Reputation, Corporate Identity,
Corporate Culture

Gotsi and Wilson (2001:27) classify the mar-
keting literature on corporate reputation
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into the analogous school of thought where
reputation is viewed as synonymous with
image and the differentiated school of
thought where reputation is viewed as dif-
ferent to image.

Corporate reputation management: It is
often contained within a corporate commuinica-
tions function; reputation management is about
building a sound corporate reputation and
maintaining the strength. While some define
corporate reputation as "corporate identity"
others define it as the "collective opinion of
stakeholders toward an organization" based
on its past record. It has also been described
as a method of building and sustaining of an
organization's good name, generating posi-
tive feedback from stakeholders that will
result in meeting strategic and financtal ob-
jectives (Kartalia, 1999). PR professionals
agree reputation is a mighty thing, worthy of
nurture, deserving of praise. And once lost -
or even tarnished - incredibly difficult to
régafm (Winkleman, 1999; Nakra, P.2000: 36)

Corporate image: Hatch and Schultz
{1997:357) embrace the interpretation in combin-
ing the marketing and organizational interpre-
tation of image:

“Organizational image is a holistic and
vivid impression held by an individual or
particular group towards an organization
and is a result of sense-making by the
group and communication by the organi-
zation of a fabricated and projected pic-
ture of itself.” Image is also affected by
common interactions between members of
the organization and external audiences,
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The image constructed by the external au-
dience also draws from the intentions and
influences of potentially much wider
groups (Dowling, 1993:102).

Corporate identity: Alessandri (2001:
175) identifies a number of different defini-
tions and interpretations of corporate iden-
tity, including: “a set of visual clues that
malkes a firm recognizable and distinguishes
it from others" {(Abratt, 1989); “the encompassing
of the mind, the soul and the wvoice of the
firm” (Balmer and Soenen, 1997); “fhe con-
sistent and targeted representations of the
firm with an emphasis on corporate symbols
and logos” (Gioia et al., 2000); Alessandri
(2001:178) presents both conceptual and
operational definitions of corporate identity
as Fills (2003) set is:

The conceptual definition of corporate
identity a firm's strategicaily planned and
purposeful presentation of itself in order
to gain a positive corporate image in the
minds of the public, A corporate identity
is established in order to gain a favorable
corporate reputation over time, The opera-
tional definition of corporate identity [in-
volves] all of the observable and measur-
able elements of a firm's identity manifest
in its comprehensive visual presentation of
itself ... Corporate identity also includes
the firm's public behavior including - but
not limited to - its reception of employees,
customers, shareholders and suppliers,

The Needs For Reputation Management

A company can be a leading one in its field
becoming the first preference of its workers,
source suppliers, its investors and clients
with its strong corporate reputation. For
example, corporate reputation created in
clients’ eyes help raise the brand value, raise
the worker loyalty, encourage repurchasing
and make more profit, Corporate reputation

created in workers’ eyes help the company
employs more qualified staff, increase the
production and the rate of making profit. As
the differences among the products and ser-
vice decrease, reputation is seen to be the
most important strategical factor, providing
the most competitive advantage to the com-
panies.

According to Nakra (2000:37), there are sev-
eral factors that affect reputation manage-
ment. We can list those factors like these:
Environmental Factors Demanding Reputa-
tion Management, Internal Pressures, Global-
ization of Business, Customer Expectations, Trans-
parency, Reputation Affects Financial Perform-
ance, and Shareholder Value.

Corporate reputation is a growing factor in
creating and maintaining corporate competitive
advantage due fto four trends in the business
environment: the global interpenefration of
markets, media congestion and fragmentation,
the appearance of ever more vocal constituencies,
the commoditization of industries and their
products (Fombrun, 2005:303).

In order to explain the question why firms pay

much aftention to this concept especially in
recent years, it would be beneficial to present
the realities that Fombrun (1996) revealed about
what the desired
institution to gain. These are higher prices for
the products, less work force, lower capital
costs, worker dependency of a better quality,
freedom in decision taking and providing a
common sense buffer in case of a crisis. For this
reason, if we accept that reputation might affect
commercial performance and if studies reveal
this fact, then we can of course draw the
conclusion that reputation is something that
worths gaining, developing and maintaining,

reputafion causes an
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Theoritical Ecole

Having reviewed the literature within the
analogous (The analogous school of thought:
corporate reputation as synonymous with
corporate image) and differentiated schools
(The differentiated school of thought: corporate
reputation as different to corporate image) of
thought, there seems to be greater support for
the differentiated school of thought, showing
the concepts of corporate reputation and
corporate image as interrelated (Table 1.).

Views within the analogous and differentiated
schools of thought that consider corporate
image and corporate reputation are as iden-
tical. There would seem to be a stronger

argument that there is a dynamic relation-
ship between corporate reputation and cor-
porate image. In this relationship, corporate
images that stakeholders form can be influ-
enced by fheir overall evaluation of the
company, i.e. its corporate reputation (sec-
ond view within the differentiated school of
thought) and at the same time a firm's cor-
porate reputation is largely influenced by the
corporate images that stakeholders form
every day for the organisation (third view
within the differentiated school of
thought)(Gotsi, Wilson, 2001: 25).

Theoretical Ecole

Relationship Between Corporate

Reputation and Corporate Image

Bernays, 1977; Boorstin, 1996; Bouldig, 1973;
Budd, 1969; Criss, 1971; Enis, 1967;
Martineau, 1958;Gates ve Mc Daniel, 1972;

Kennedy, 1977; Schafhauser, 1967; Abrat, 1989;

Alvesson, 1998; Bernstein, 1984; Dichter, 1985;
Dowling, 1986; Dutton vd., 1994;

Corporate Reputation =Corporate image

Brown ve Cox, 1997; Brown ve Dacin, 1997;

Grunig, 1993; O’Sullivan, 1983; Seamons, 1998;

Corporate Reputation # Crporate image

Mason, 1993;

Corporate Reputation » Corporate image

BAlmer, 1996,1997; Bromley, 1993;
Fombrun 1996; Fombrun and Shanley, 1990;
Gray and Bolmer, 1998; Rindova, 1997;
Saxton, 1998;

Corporate Reputation « Corporate image

Table 1. Relationship between corporate reputation and corporate image.
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Corporate Reputation Measurement

Most of the measurements developed for the
corporate reputation have focused on the
firm rankings., The most enduring reputation
survey is the market is probably Fortune's an-
nual list of America’s Most Admired Companies.
Since 1983, the magazine has asked executives
and analaysist to rate companies on various at-
tributes of performance.

Such measurements and evaluation criteria are
critisized since they do not have any theoretical
basis, since they are excessively dependant on
financial performance, and since they are only
applied to the administrators and analysists,
that is, they do not cover the clients and work-
ers. The magazine Fortune later formed the list
of the Most-Admired Companies of America.
This was rather a more appreciated evaluation.
A list of 57 different sectors was prepared, and
the participants were asked to evaluate the
firms in their own sector with respect to such 8
different criteria as management quality, prod-
uct and service quality, renovation, long-term
investment value, financial health, skills of the
workers, use of corporate wealth, social respon-
sibility and general business results. Again the
magazine Fortune, for workers, prepared a list
of “Top 100 firms to work for”, Here, the confi-
dence in management and the proud of work-
ing for the firm were evaluated, and the phi-
losophy of the firm and their own reports on

their applications, information in booklets for

workers and the firm bulletins were included in
these evaluations and then interpreted.

Reputation Quotient

Corporate Reputation Quotient of

Harris-Fombrun
Charles Fombrun has been working with
various colleagues on the development of
the RQ (Reputation Quotient) and the launch
of the Global RQ Project. The RQ-method is

a standardized measurement instrument
designed with the market research firm of
Harris Interactivewhose purpose is to track
the corporate reputations of business firms.
In contrast to most other reputation ranking
systems that only focus on the USA or on a
specific country somewhere else in the
world, the RQ-methodology is the first to be
systematically carried out on a global scale
(USA, Canada, Australia, South Africa and
12 European countries). The great benefit of
such a standardized instrument will be its
ability to enable cross-national comparisons.

- (Fombrun, 2002:298) The Corporate Reputa-

tion Quotient of Harris Fombrun is compre-
hensive measuring method of corporate
reputation that was created specially to cap-~
ture the perceptions of any corporate stake-
holder group such as consumers, investors,
employees or key influentals. The instru-
ment enables research on the drivers of a
company’s reputation as well as compari-
sions of reputation both within and across
industries. This business reputation model
has the following 6 drivers of corporate
reputation with subsequent 20 attributes:
Emotional Appeal (Good feeling about the
company, admire and respect the company,
trust the company), Products and Services
(Stands behind products/ services, offer high
quality products/services, offers
ucts/services that good value), Vision and
Leadership (has excellent leadership, has a

prod-

clear vision for future, recognizes/ takes
advantage of market opportunities), Work-
place Environment ( is well managed, looks
like a good company to work for, looks like
it has good employees), Financial perform-
ance ( record of profitability, looks like a low
risk investment, strong prospect for future
growth, tends to outperform its competitors)
and finally, Social Responsibility (support
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good causes, environmentally responsible,
treats people well).
(http://www.valuebasedmanagement.net/me
thods_corporate_reputation_quotient.html).

Delahaye

Since 1964, the people behind Delahaye Me-
dialink (www.delahayemedialink.com) have
been combining research technique, technol-
ogy and insight to help companies under-
stand and improve their reputations, plan
~and evaluate their communications pro-
grams and sharpen their competitive edge
worldwide. Whether communicating inter-
nally or externally, via broadcast, online or
print media, Delahaye Medialink provides
research to accurately assess communica-
tions performance and. the advice to execute
successful communications programs. Dela-
haye Medialink, with offices in Norwalk, CT,
Portsmouth, NH, and London, England, is a
division of Medialink Worldwide Incorpo-
rated.(Medialink, 2004),

Types of Measurement Methods in
Turkey
‘Research on Most-Appreciated Companies
in Turkey’ is carried out through the partici-
pation of top-level proffessional administra-
tors. The purpose is to reveal, in their re-
spect, ‘Most-Appreciated Companies in Tur-
key’ and to measure the evaluations and
perceptions of their rivals in their own sec-
tor. On the basis of Fombrun's scale, they
first evaluate the degree of importance of the
18 criteria that make a company ‘appreciated’
according to a scale of 1 to 10. Folowing this,
they are asked “which company is the one
that they appreciate most in Turkey?”. They
are requested to reply to this question con-
sidering all the companies in Turkey. The
companies that state their most-appreciated
company are also asked to explain the Tea-
sons for their choice. Another important
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question of the research asks them to state
“the first three companies that you most
appreciate and your related justifications”.
The point in this question is that they should
not state their opinions about their own
companies. Thus, the thoughts and judge-
ments of the upper-level administrators,
briefly the images of their rivals in their eyes,
are measured depending on the 18 criteria.
Finally, the administrators grade the firms
they work for on the basis of the 18 criteria.

SAMPLING AND METHODOLOGY

The Purpose of the Study

Reputation management concept is quite
new in Turkey. But its importance is being
understood nowadays. Some managers of
well known companies still believe that
his/her company’s has enough reputation. 50
they do not want to manage this. Even the
companies which are aware of the
importance of corporate reputation do not
get appraised their reputations. Periodical
Capital appraises the companies in Turkey
and publishes the most liked 500 companies
since 1999. If a company takes a place in top
500 it uses this information as an advertisement
means. For this reason, the purpose of this
study is to examine the attitudes of PR
agencies especially in Turkey towards
reputation management and to find out the
answers for the following questions: Is RM
expected among the services of PR agencies?
Why is there such a demand and does this
demand come from the agency or compaty.
However, the answers of such questions like
how PR agencies evaluate the benefit that
they provide for the company and how they
express order to tell
companies which they work in the means of
the importance of corporate reputation?

themselves in




F-13

ILETISIM FAKULTESI DERGISI/ Turkish PR Agencies’ Point of View about Corporate Reputation

Aim
In order to achieve the goal the answers will
be sought to the following questions:
" 1. How the PR agencies identify the
means of reputation management?

2. What kind of services the customers
demand form the PR agencies?

3. Do PR agency or business firm de-
mand reputation management?

4. Why the companies demand corpo-
rate reputation? ,

5. What is the reason of not to demand
corporate reputation management?

6. 1Is there any difference between cor-
porate image and corporate reputa-
tion?

7. What do PR agencies think about the
components of corporate reputa-
tions?

8. Which methods are conducted for
measuring reputation by the PR
agencies?

9. How PR agencies identify and range
the benefits of the corporate reputa-
tion management?

Sampling

Domain of this study covers 50 CEOs of PR
agencies who has a web address and regis-
tered in the web site of Turkish PR Society
(TUHID). A prepared public survey was sent
to the domain via e-mail. 20 out of 50 an-
swered the survey and these are used for
analysis. '

The Model of the Study
An exploratory investigation was used in
order to reveal the point of view of PR agen-
cies towards corporate reputation concept.
Exploratory studies are suitable for "probing
new substantive areas which may rest on
still unformalised and unintegrated theoreti-
cal, hypothetical and methodological argu-

ments" and where relatively little is known
about an issue.

Data collected with the method of surveying,
which is often used for data collection in
descriptive researches. 13 questions were
asked in the questionnaire. The statements
used in the questionnaire were based on
corporate repufation management. The
draft questionnaire was pre-tested via dis-
cussions with academic experts in the PR
department in Anadolu University and PR
fields. After deciding that the questionnaire
can be used it is sent fo CEOs of 50 PR agen-
cies who are the members of TUHID. Ques-
Honnaire was made of four parts, In the first
part there were statements like what kind of
services were expected from PR agencies
and are there RM among them ,from whom
comes the RM demand ,the reasons of not to
demand RM and concurrent statements that
justify RM realization were made. In the
second part likert type scale were used in
order to scale the statements that clarify their
thoughts about corporate reputation schools
and why the companies demand corporate
reputation. It was evaluated like “Absolutely
agree is 1 and absolutely disagree is 5. In
the third part there were statement about the
concurrents that form RM and the benefits of
RM to the company. In the fourth part it was
asked if the PR agency that they work for as
the CEQ, has any customer that they serve
RM service; do they apply any method to
measure their corporate reputation; if they
apply which measurement method do they
use? The data collected from this research
interpreted by using frequency distribution
technique in SPSS program.

RESEARCH FINDINGS

It was asked CEQs their statements to their
customers how do they tell the importance
of RM, how do they define RM, and what do
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they understand from RM? Among 20 par-
ticipants only 8 PR agencies which give RM
service to their customers defined RM con-
cept. These statement were grouped basi-
cally in these major theme; emotional value,
corporate spirit, social responsibility com-
prehension, future value, continuity.

The answers of the CEOs to an open ended
question were;

1. “Corporate reputation is a major contribu-
tion for social partners to evaluate a com-
pany. The companies with high reputation
can sell their products with a higher profit
than the ones with low reputation. A com-
pany may have plenty of images but may
have only one reputation. Continuity of
reputation is very important for a company.
The basics of reputation are core values like
responsibility, honesty and reliability. To
lose the reputation is the worst thing behalf
bankruptcy.”

2. “We are trying to give positive messages
for corporate identity and responsibility
while giving PR service and meantime we
are improving our corporate responsibility
perception. So we are communicating with
the companies with the regional scale and
corporate scale about PR.”

3. "Future and continuity.”

4. “The respect adapted to your company
that you wish to see personally.”

5. “Does he/she want to carry the company
to the future? Can he be the one who is least
effected from the crisis? Do they listen to
him in the sector?”

6. “Corporate Reputation method in PR”

7. " The emotional value that will make you
different and form your future and protect
you. The products and services that you
provide represent only the rational benefit;
but the reputation defines your company’s
\identity. If you make an analogy between a
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company and a person, rational benefit is the
body and the reputation is the soul.”
8. " Itell its benefits”

Within the context of our pre-research out of
the services that clients expect from a public
relation firm, relations with media come
first. MPR come the next and than the third
service is again MPR,

When the answers given to who demands
the RM management are examined, those
who are addressed the questions stated with
the percentage of 65% that this decision is
made by both clients and public relation
firms collectively. The client demand is
ranked in the second order with the percent-
age of 30%. A further finding shows that
administer of the public relation firms think
that clients are not aware of the importance
of corporate reputation with the percentage
of 65% and this is the main reason of the
clients not demanding corporate reputation,

Benefit | Benefit | Benefit
1 2 3

Count Count Count
Less damage in crisis 9 4 A
Price advantage 0 G 1
Acquiring investor 0 1 6
Trade volume 0 1 1
Future value 7 7 2
Stoke value 0 1 1
Employee loyalty 0 2 0

igh quality in labor 0 0 4

force
Acceptance in global 1 4 0
markets
Saving matket share 3 0 0
Total 20 20 20

Tablel: The benefits that the corporate reputation
brings
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The first three benefits provided by corpo-
rate reputation in Table 4 have been deter-
mined by administers as follows: The first
one is that corporate reputation helps find
the way out in crisis with the least loss; the
second is thal corporate reputation creates
values for its future; the third one is that it
help win the supports of investors.

The rate for the firms to strongly agree with
the ideas about the reasons for the firms to
demand for corporate reputation, as can be

seen in Table 5, is as follows, the rate for the
rapid change of the market is 35%, for the
effect of media is 10%, for development of
social responsibility is 45%, for the changes
is 20%, for the
changes in consumer demand is 45%, for the
similarity between product-service is 40%,
for the rising of stake holder’s expectations is
60%, for globalization is 50%, for the simi-
larity of competing criteria is 50%, for the
changes in satisfaction criteria is 30%.

in consumer structure

Strongly Agree | Apree Neutral | Disagree | Strongly Disagree
% %o Y Yo Yo
Rapid changes in market environment 35,0 50,0 15,0 - -
Effects of media 10,0 65,0 5,0 20,0 -
Developing social responsibility 45,0 40,0 10,0 5,0 -
Changes in consumer structure 20,0 75,0 5,0 - -
Changes in consumer demand 45,0 50,0 5,0 - -
Similarity between product-services 40,0 50,0 10,0 - -
Rising stake holder’s expectations 60,0 35,0 5,0 - -
Globalization 50,6 50,0 - - -
| Similarity of competing criteria 50,0 45,0 - 5,0 -
Changes in admiring criteria 30,0 60,0 10,6 - -
Table 2: The reasons for the firms to demand for corporate reputation,
Strongly agree Agree Neutral Disagree | Strongly isagree
% Yo % Yo %
Corporate reputation is different
from corporate image 45,0 45,0 - 10,0 -
Corporate reputation is
synonymaous with corporate image - 26,0 - 40,0 40,0
Image affects reputation 45,0 50,0 5,0 - -
Reputation affects image 20,0 60,0 10,0 5,6 5,0

Table 3: Views about the corporate reputation considerations.
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Administrators have stated that they have
strongly agreed with the four considera-
tions about corporate reputation, {corpo-
rate reputation and corporate image are
different from one ancther; corporate
reputation is synonymous with corporate
image; corporate image affects the reputa-
tion tion; corporate reputation affect cor-

porate image) suggesting that reputalion
and image are different with the percent-
age of 45%, corporate reputation affects
corporate image with the percentage of
45%, reputation affects image with the
percentage of 20%.

Cumulative
Frequency Percent Valid Percent Percent
Valid ,00 12 60,0 60,0 60,0
1,00 1 50 50 65,0
2,00 1 5.0 50 70,0
3,00 1 50 50 75,0
4,00 3 15,0 15,0 90,0
10,00 2 10,0 10,0 100,0
Total 20 100,0 100,0
Table 4: The number of firms managing their corporate reputations
Cumulative
Frequency Percent Valid Percent Percent
Valid Yes 8 40,0 40,0 40,0
No 12 60,0 60,0 106,0
Total 20 100,0 100,0
Table 5: Using of measuring methods
Cumulative
Frequency Percent Valid Percent Percent
Yalid 00 1 5.0 5,0 50
Formmbrun 2 10,0 10,0 15,0
Capital 2 10,0 10,0 25,0
Non of them 10 50,0 50,0 75,0
Others 4 20,0 20,0 95,0
More than one 1 5,0 5,0 100,0
Total 20 100,0 100,0
Tbtal 20 106,0

Table 6: Types of measuring methods
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Out of 20 Administrators of public rela-
tion firms, 8 administrators have stated
that they have clients for whom they man-
aged their corporate reputations. The
number indicating the clients, for whom
corporate reputation has been. managed,
as can also be seen in Table 4, varies be-
tween 1 and 10,

It is seen in Table 5 that 40% of the infer-
viewed administrators have used measur-
ing methods for reputation.

50% of the administrators subject to the
study do not use any of the methods
stated on the questionnaire, including
Formbrun corporate reputation measure,
Fortune magazine evaluation criteria,
capital magazine mostly admired 500
firms questionnaire, Rotterdam corporate
identification test, and Delahave Index..
20% of them has stated the choice of “oth-
ers” but they did not clarify which meas-
uring method they meant specifically.

DISCUSSION AND CONCLUSION

In the first part of the study, the adminis-
trators of the public relation firms were
asked how they explained the concept of
reputation management to their clients.
When the basic answers are examined,
corporate reputation is perceived as the
biggest threat after the bankruptcy of the
firm, In the core of the reputation, there
lies responsibility, honesty and reliability.
Continuity is very important in corporate
reputation. Corporate reputation is the
basic support to the stakeholders in the
evaluation of the firm. It provides a com-
petitive advantage over the others. They
are the means for the firms to be present
in the future. They carry the institutions to

the future. It's an adopted version of re-
spect and acceptance people need for their
personality to firms. It helps find the way
out in crisis with the least loss possible.
They are emotional values making corpo-
rate differ from one another, When an
analogy is done between person and firm,
rational benefit is the definition of body,
and reputation is the definition of spirit.
Corporate identity, corporate image and
other PR services seem to help reputation
for better, This case reveals that the defini-
tions of the administrators of the public
relation firms about the term of reputation
management in Turkey are quite general.
Another important point here is that only
8 out of the 20 administrators subject to
the study have a definition for the term of
reputation management. This may reveal
that the administrators of the public rela-
tion firms in Turkey have not formed a
clear definition for this term yet. Also in
the first part of the study, the statements
about which services are expected from
public relation firms and its reputation
management is one of these services, who
demanded the RM, the reasons for not
demanding RM, foundation of RM and
the benefits that it supplies and the ele-
ments helping found RM. The administra-
tors of public relation firms have agreed
on the fact that the first service expected
from public relation firms is media rela-
tion service. The ground for the public
relation firms in Turkey is based on media
relations. Even today, publicity, a classical
service of public relation firms, is ex-
pected. Marketing public relations is
found to be the second and the third ser-
vices expected from public relations. This
demonstrates that public relations in Tur-
key are still perceived as a means of ad-
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vertising rather than being a managing
philosophy. When the question “who
demanded for corporate reputation” is
addressed, it stated that it is formed with a
collective decision between PR firm and
clients. The demand for corporate reputa-
tion is mostly from clients; however it is
not a decision which can be made by the
PR firm on its own.

The most basic cause of the fact that cor-
porate reputation is not demanded can be
justified with the fact that business world
has not been sufficiently absorbed the
importance of RM management yet. An-
other threatening issue is that unfortu-
nately some firms believe that they have
already had corporate reputation. As a
consequence of this, they do not think that
RM is the public relation services to be
managed.

As a benefit that corporate reputation
supplies for the firm, the fact that it helps
find the way out with the least loss in case
of a crisis is presented when it is considered
from public relation firms’ point of view.
It is believed that a corporate having good
reputation can easily find its way out in a
possible crisis with the help of its good
reputation. In the second rank comes the
fact that corporate reputation creates val-
ues for future, in the third rank comes the
fact that it help win the support of inves-
tors.

In the second part of the study, globalization,
one of the reasons for demanding corpo-
rate reputatior, is the most supported view
among the public relations administrators.
Other important effects are; the changes in
consumer structure, changes in consumer
demand and the expectations of the stake-
holders,
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While administrators of public relation
firms consider corporate reputation as to
be different from corporate image, there
are still those who do not regard the two
concepts as to be different. There are also
those who view the concepts of reputation
and image to be similar to each other. The
respondents think that image affects repu-
tation rather that reputation management
infhuences image.

According to the findings presented in the
last part of the study, unfortunately, many
public relation firms, in their portfolios,
still do not have clients whose corporate
reputation they manage, More than half of
the administrators of public relations that
have reputation management clients do
not use any measurement method for
measuring reputation management. Those
who state that they use a measurement
method do not use any of the measurement
methods that already exist in literature
and do not provide any explanation about
what the method they use is.

In terms of both the administrators of
public relation firms and the firms which
these administrators work for, it is seen
that they do not have in-depth knowledge
about reputation management, its compo-
nents and measurement methods.

Neither the public relation firms nor the
clients of these firms have enough knowledge
about the planning, application and evaluation
of the concept of reputation management.
What is pleasing here is that they are
aware of the importance of RM. The re-
spondent 20 public relation firms in this
study are not examined in terms of their
turnovers nor of whether they are global
firms or not.
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