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Abstract

Resear ch background: The difference of war and peace can help gain aemnstanding of the
differences in the management of a company's répaotan terms of its stability as compared to
the state of a reputation crisis. The question raictical confirmation, which is left open, is
whether there is a positive correlation betweenathig-crisis activity of the reputation manage-
ment system and its stability in a long-term pecsige, or whether these two factors are inversely
related.

Purpose of the article: This research is essentially aimed at studyingirtigact of innovation
activity, media activity, and corporate social m@sgibility on reputational stability as well as on
anti-crisis reputational sustainability.

Methods: Indicators of innovation activity, media activilggrporate social responsibility, reputa-
tional stability, and anti-crisis reputational susability were collected in a sample of the most
frequently mentioned in the media leading compaofele Ukrainian economy (N = 315), using
an online survey done among 110 industry expertsinvithe framework of the Reputation AC-
TIVists All-Ukrainian Ranking of Corporate Reputati Management Quality over February-
March'2019 period. Structural equation modelingNi$En using the maximum likelihood esti-
mation method was applied to examine the assonmtitween above-mentioned indicators,
according to the aim of the study.


https://doi.org/10.24136/oc.2019.025
https://crossmark.crossref.org/dialog/?doi=10.24136/oc.2019.025&domain=pdf

Oeconomia Copernicana, 10(3), 511-536

Findings & Value added: The results of our study revealed: 1) the existavfca significant
correlation between CSR and reputational stabifijyinnovative and media activity are the most
significant variables to provide anti-crisis sus#diility; 3) CSR is less important for ensuring
anti-crisis sustainability than for maintaining uégtional stability; 4) anti-crisis sustainability
significantly more dependent on media activity thraputational stability is. By better under-
standing the roles of innovation activity, medidi\aty, and corporate social responsibility, the
company’s management in Ukraine can leverage thatseof the study to improve reputation
management performance, differentiating approarhescumstances of a crisis and stability.

I ntroduction

War and peace are at the opposite ends of thel sydgem’s spectrum.
Due to their fundamental difference, we ultimateded to employ different
approaches in order to manage these systems. &heg faid, the system
still uses the same resources i.e. time, peoplegymand tangible factors.
The question appears to lie precisely in a diffeagproach to the use of
the factors: some of them serve to maintain peadgeevent war, whereas
others are aimed at winning and restoring the loalah the system.

The aforementioned analogy of war and peace cgandah an under-
standing of the differences in the managementafmapany's reputation in
terms of its stability as compared to the stat@ e&putation crisis. Con-
sistent and time-tested procedures are the backtfotihe system’s stabil-
ity. Nonetheless, the anti-crisis measures requitg innovative solutions
from reputation management. Interacting with thengany's stakeholders
is absolutely essential for addressing the cribis:rate at which dangerous
rumors and scandals spread in the media is coasigehigher than the
rate at which positive information travels. Howeuércan be assumed that
specific crucial reputation management practiceshsas the CSR will
remain unchanged in the event of crisis and wildibee out the system. In
addition, the question of practical confirmationhigh is left open, is
whether there is a positive correlation betweenathtecrisis activity of the
reputation management system and its stability liong-term perspective,
or whether these two factors are inversely relatezhning that an increase
in one will cause a decrease in the other.

This research is essentially aimed at testing jipotheses about the ef-
fects on reputation stability versus reputation-ansis sustainability (posi-
tive, negative or neutral) of innovation activityedia activity or corporate
social responsibility (CSR).

The analysis was carried out based on the datactetl through a sur-
vey done among the experts within the frameworkhef Reputation AC-
TIVists All-Ukrainian Ranking of Corporate Reputaii Management
Quality. The said survey was implemented in Felyrbdarch 2019 with
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110 industry experts taking part in the evaluabbthe companies’ reputa-
tion management. To get the relevant expert opfithe experts were
asked to complete the questionnaires on http:#tepeom.ua/ru website

where the findings of our previous four annual sysvstarting from 2015

are publicly available. Econometric analysis waseddased on infor-

mation gathered from 315 companies, each of whichteen evaluated by
at least five experts.

Theoretical approaches that describe the relatiprisgtween the con-
cepts studied, namely, innovation, media activitg &SR on the one hand,
and reputational stability and anti-crisis susthilitg on the other, are giv-
en in the theoretical part. To summarize, basediterature analysis, we
assumed that anti-crisis sustainability is moreatly dependent on innova-
tion and media activity, and CSR is equally impotta maintaining repu-
tational stability and in overcoming a reputatiarsis. The following sec-
tion explains the data collection methods and teéodology used to ana-
lyze the data. The following sections present, uiscand summarize the
results obtained.

Literaturereview

Reputation is an element of Intellectual capitatl &m essential part of
a company'’s value (Lentjushenkoggal., 2019). On one hand, maintain-
ing reputational stability and anti-crisis reputatimanagement are the
components of a single reputation management sy@{@&@mbi & Shafer,
2016). Nevertheless, practices of dealing with ta&mnal crises seem to
be contrasted with regular reputational managenatnthe same time
(Malkawi et al., 2015), meanwhile, it has been argued that argiscman-
agement tools can be aimed at a minute-to-mindiéetedind therefore con-
tradict the long-term and strategic goals of refiotamanagement (Mason,
2016; Szwajca, 2018a).

Alongside this, the ability of a stable operatingmagement system to
instantly mobilize, readiness for an instant reseaio a crisis, is one of the
functions of the regular reputation managementesys{Parkeret al.,
2019), which is aimed at ensuring everyday stgbillthe availability of
a quick response to the crisis is laid down ingtetices of regular reputa-
tion management and is institutionalized in itsgadures: a crisis response
plan, distribution of responsibilities between ca@myp personnel, who be-
come members of anti-crisis team at the right mamett. (Szwajca,
2018b). Consequently, timely and effective antsisractivities are a condi-
tion ensuring reputational stability in the longnte
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In all analyzed articles, the reputational crisisseen as a temporary
state from which you need to return to the stateepfitational stability as
soon as possible (Shu, 2017). In the informatio® Hye speed of actions,
necessary to stop the spread of negative informdtaws, has increased
dramatically: if previously the response from a pamy (a televised ad-
dress or publication in the press) was normal duaiay (Janney & Gove,
2011). Nowadays such reaction should take plad@mihe next two hours
since the appearance of scandalous accusationsstdiae organization
(Downes, 2017). The need for such a quick respensaused by the emer-
gence and spread of information and communicatchrtologies, the In-
ternet, and the growing popularity of social netkgorTechnical innova-
tions require novelty from companies, restructutimgjr business processes
and using modern technologies (Arddbal., 2019). Many authors write
about the active use of new information technolegre reputation man-
agement, as well as convincing research resultsdahal., 2019; Fanget
al., 2016; He & Xiong, 2017). However, research orutapponal manage-
ment does not emphasize that reputational crisisesincreased innova-
tive activity in the use of new channels and tdolscommunication with
audiences.

The central idea of enhancing the use of innovatiduring the crisis
has been proven in classical works on dynamicsh@&tnacroeconomic
level — that is described in the theory of "longves of the economy" by
Nikolai Kondratieff (Coccia, 2018). Innovations peinacro systems to
break out of crisis and establish stability at en@ore sustainable level in
modern conditions according to this theory. Thusovations are intro-
duced at the level of subjects of economics, iremicro levels, helping
them to get out of the crisis. Anti-crisis effeofsannovation on the compa-
ny is studied and proved by the researchers (Makpatal., 2018; Ranga,
2012). However, such studies also touch the stdtaamcial and industrial
crises.

This study combines the central ideas of the agitkted above. It (this
study) extrapolates to the company's reputatiormlagement of the idea
of innovation as a universal anti-crisis tool usedconomic systems of
different levels (both macro and micro).

In this study, we also touch theories of 1) thetrdesive effect of inno-
vation on the system and 2) the opportunistic bieinaf management sys-
tems in relation to innovations. Thus, this conthon between stability
and innovation is one of the tenets of our research

Firstly, there is a philosophical contradictionveeen the goal of ensur-
ing stability and the goal of constant variabilitg a response to the chal-
lenges of the changing environment. This phenomérasnbeen studied in
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relation to innovation in large stable companiesids revealed that instead
of improving in the heretofore-stable system, gitiie innovations lead to
problems like losses and bankruptcy (Schuelke-Le2@h8; Baily & Bos-
worth, 2014). The authors of the researches hameluted that the intro-
duction of innovations in the conditions of the gany's stability requires
carefully considered management.

Secondly, stability is bureaucracy and procedutesthe contrary, in-
novations are chaos giving birth to later sustdmabactices. Resistance to
change is a deeply studied topic, especially wathard to the restructuring
of business processes and organizational develdp(Ramci & Arlotti,
2019). The authors study reasons and provide p8ygilcal explanations
of employees’ behavior inside the organization wsist the introduction
of new, innovative in essence duties (Jasteal., 2018).

The academic novelty of this article is that it sisbe results of the
above-given theories and applies them to practesting in reputation
management. In accordance with the general logihasfe theories, apply-
ing them to reputation management, innovation agtimay reduce reputa-
tional stability.

The reputational crisis is associated with incrdasedia activity in re-
lation to the company; this is stated in scientdtadies (Mason, 2016;
Zhenget al., 2018). The crisis is indicated by the fact thangn negative
publications appear in the media containing acoussitaddressed to the
company (for example environmental pollution, tekease of poor-quality
products or low social responsibility regardinggmmel, etc.) which cause
a response wave publications from the company ailanations or refu-
tations.

Consequently, the increase in the media activitynduthe reputational
crisis is explained taking into an account theosdtpoint of view. Firstly,
negative publications and scandalous accusatioeadn the media space
at enormous speed (significantly higher than theedpof propagation of
positive or neural information). This is becauseader/viewer is interested
in the scandal, but not boring press releases abatihe activities, which
the PR services bombard the editorial boards witie phenomenon of
scandal is revealed in studies (Wang & Wanjek, 2@ifs, 2009). Sec-
ondly, high media activity during the reputationgsis is also explained by
the fact that the company seeks to dissuade widierees (not only those
who buy its products). Often we learn new namestaadds from the neg-
ative side thanks to the scandals. Thus, medisitgcincreases during the
reputational crisis. This indirect evidence is afmovided in the study
(Chunget al., 2019). At the same time, there are no direct @iapns and
there are no models where media activity as afacteputational stability
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and media activity as a factor in anti-crisis repional sustainability are
compared the same type of companies. This is wieadrticle is about.

Corporate social responsibility (CSR) is a trenagnofdern management.
The popularity of CSR practices increases as veatheir complication and
bureaucratization, which naturally leads to anease in the amount of
research in this scientific field (Hejjasal., 2018; Ganget al., 2018; Voet
al., 2017; Burianova & Paulik, 2014). CSR, as a nexgsand indispensa-
ble condition for the formation and maintenanceaegutation, and there-
fore as a component of the reputation managemetérsy is explained in
studies (Caruanet al., 2018; Duhé, 2009; Vallaster, 2017).

The "CSR — reputation” relations were studied ia tontext of 1)
strength and positive orientation (the more impth@SR, the higher the
reputation) (Kim, 2017; Aguilera-Caracuel & Gueoéfillegas, 2017). 2)
the extent and diversity of applied CSR activifjigentification of critical
CSR for the formation of reputation for certain iemtes) (Bruyakat al.,
2012); 3) the recommended mode of CSR activitigdiegiion in various
business conditions (Aramburu & Pescador, 2017;artbget al., 2016).
Because of the applied research, reputation’sipesitependence on CSR
is proved, and this article proceeds from prelimynaroof of such positive
relations.

At the same time, preliminary studies do not tak® iaccount condi-
tions in which the company's reputation is at tfermant of CSR practices
application (stable or crisis). Thus, the "CSR putational stability" and
"CSR — anti-crisis sustainability" dependenciesapmoorly studied area.

Resear ch methodology

To conduct research on the impact of innovatiolividgt media activity,
and corporate social responsibility on reputaticstability as well as on
anti-crisis reputational sustainability, we coletthe following data:

— Media Activity criterion;

- Innovative Approach criterion;

— CSR Image Capital criterion;

— Anti-crisis Sustainability criterion;

— Reputational Stability criterion.

The analysis was carried out based on the datactetl through a sur-
vey done among the experts within the frameworthefNational Ukraini-
an Rating of Corporate Reputation Management "Retjomt ACTIVists",
the methodology of which was developed by the autfichis article, Ole-
na Derevanko. The said 2019 survey was implemented in RepiMarch
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2019 with 110 industry experts taking part in thaleation of the compa-
nies’ reputation management. To get the relevapemopinions, the ex-
perts were asked to complete the online questiomif@able 2, also availa-
ble after authorization for experts on the sitehtip://repactiv.com.ua/ru
website where the findings of our previous five @ansurveys starting
from 2015 are publicly available).

The rating algorithm is an expert questionnairee Téating criteria are
built on the Reputation Management Model (developgdhe author and
published previously (Derevianko, 2014), which ¢stesl of three dimen-
sions (Table 1): institutionalizatiord)( activities A), and communication
result (C). Each criterion is decomposed in thenfiirof a set of estimated
indicators and features on a scale of 0-10 (1-maate spacing). All indi-
cators have equal weight.

The questionnaire included measurement items/quesstof all con-
structs, which was developed and used in the Naltiokrainian Rating of
Corporate Reputation Management "Reputation ACT#VisThe question-
naire was in five parts including Innovative Apptba Media Activity,
CSR Image Capital, Anti-Crisis Sustainability, Regtional Stability.

The following illustrates the details and items &firconstructs.

Independent variables. Innovative Approach criterion: it was measured
with Creativity of PR team (I); Number of PR inn@ieas implemented in
practice (A); New-media activity of an enterprige);(Reaction of target
audience to PR innovations use (C); Effectivenddarmvative PR prac-
tices introduction (C).

Media Activity criterion: it was measured with Opess of an enter-
prise for communication with journalists (1); Quwliof information dis-
seminated by/about an enterprise in the mediaRfomptness of neutraliz-
ing information risks by a company (A); Recognitimhcompany speakers
in information space (C); Effectiveness of mediaviy (C).

CSR Image Capital criterion: it was measured witngparency of
CSR procedures and practices (l); Socially sigaificsocial projects of an
enterprise (A); Socially responsible organizatidrindbernal business pro-
cesses of an enterprise (A); Stakeholder respangeSR activity of an
enterprise (C); Effectiveness of CSR practiceshoéaterprise (C).

Dependent variables. Reputational Stability criterion: it was measured
with Institutionalization of reputation managemearid authority of PR
team (I); Systematic character of PR work (A); Fameéntal prerequisites
for the corporate reputation sustainability (A);nSstently high support of
corporate activities by stakeholders (C); Effeatess of the reputation
management system (C).
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Anti-Crisis Sustainability criterion: it was measdrwith Reputational
response strategy (I); Anti-crisis PR tools of aweeprise (A); Efficiency
of anti-crisis PR activities (A); Antifragility (G)Effectiveness of anti- cri-
sis reputation management (C).

Using the questionnaire (see Table 2), which wasdegbonline, we in-
vestigated the reputation management practicesropanies. Wherein, the
total score of each company for each evaluatiderasn was calculated as
the sum of five indicators representing the thrieedsions of the reputa-
tion management system (see Table 1 and Table 2).

The experts were only external to the nominee caomega competent
media experts of the country; independent industiyerts; representatives
of consulting companies; investment analysts; sepr@tives of sectoral
and professional public organizations uniting E#stints in relevant mar-
kets. The list of experts is available to the publi http://repactiv.com.ua/
ru/experts.

The sample of companies is representative, whighaged by the three
stages of sample formation: 1) the formation chmgle of the most men-
tioned by media companies based on content anaB)se selection from
the previous sample of large companies, based erwriterion of net in-
come; 3) a selection from the previous sample d§ those companies,
each of which has been evaluated by at least kperés.

During the first stage of sampling, given the hyyesis that high-quality
reputation management should leave a noticeabl& mahe information
space (Derevianko, 2019), companies with the higimeslia coverage rate
were selected. Using the specialized search engmesing thousands of
local and foreign sources, statistics of mentiordfiggach company were
investigated (to determine indicators of mentiorim¢he media in the con-
text of each of the markets). Based on the resuiéslia leaders are deter-
mined by each market, and the number of nominegpanias may vary
depending on the degree of economic concentratianparticular market
and the presence/absence of a statistically stgmfigap in media men-
tioning indicators. At this stage, it was revealldt the companies widely
mentioned in the media mainly represent fourteelustries (FMCG, IT,
agricultural sector, engineering, metallurgy, feteonstruction and devel-
opment, telecommunications, transport and logisticel and energy,
pharmaceuticals, finance, HoReCa) in Ukraine.

The second stage of sampling was selecting, frarpthviously men-
tioned list, up to twenty largest enterprises by thniterion of the annual
production and sales volumes (net income) in eadhbstry. Accordingly,
the largest enterprises are the most well-knownhane a high reputation
among their customers (partners, investors and atia&eholders), which
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means that they are most interesting from the pufimew of researching

their reputation management. It is clear that i@ ¥arious industries the
scale of activity of enterprises differs signifitignand in the sample ob-

tained there are enterprises of various organizaktiand legal forms locat-

ed in different regions of Ukraine, having differ@pproaches to manage-
ment in general and to reputation management iticpkar. Thus, we ex-

cluded the cases where media mentioning indicaioutd be the result of

a large reputation scandal over a small company,na the efforts of its

reputation management. As a result of this stagaipling, the list of 623

large companies was formed. All this proves thestutiiation of this sam-

ple of enterprises from the standpoint of condgcimdepth applied re-

search of reputation management and testing obdsthypothesis.

At the subsequent stage, an online survey was coedwn 623 above-
mentioned companies (http://repactiv.com.ua/enfppants). However,
the online survey methodology suggested that thmeréxshould choose
those companies that he/she personally knows wedlvaluate. Unfortu-
nately, the factor of closeness (non-transpareficgamagement approach-
es) of many large companies has been revealedefbiner such companies
were evaluated by a very small number of expertsese not graded at all.
Based on this, at the next stage of selectiondoae the subjectivity of the
assessment, we took for analysis only those corapaaach of which has
been evaluated by at least five experts; thusgthde for each of the crite-
ria is the average of five experts grades’. Assallteof this third stage of
sampling, 315 companies remained.

This three-stage sampling procedure allowed us¢ad on the subse-
guent econometric analysis of the companies theateslly significant for
the Ukrainian economy and are widely known and ioeetl in the media,
as well as having a fairly transparent and undedsthle reputation man-
agement system.

In the next phase, our research and, hypotheses intarpreted as
a structural model (Fig.1) using the IBM Statistieackage for Social Sci-
ences (SPSS) 25 and Analysis of Moment StructuM@A&) 18 software
from IBM for analysis.

Structural equation modeling (SEM) is a methodoltmytesting a large
number of parallel hypotheses about the presencauwde-effect relation-
ships, which is especially effective for workingtividata in a correlation
design (Riggs & Lalonde, 2017). SEM is a method tias originally de-
veloped for use in the social sciences, in pawictdr processing research
data obtained from questionnaires (Spearman, 199dbsequently, the
developer of the SEM method, Sewall Wright (PeaiM&ckenzie, 2018)
showed how simple path analysis diagrams can la tosgraphically rep-
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resent how one variable determines another, andised this approach.
Applying the maximum likelihood method in SEM allsws to very effi-
ciently use the available information to fill inetlyaps in the values of vari-
ables in constructing correlation models (Geldil., 2003). Therefore, in
general, SEM method and the path model format badrtaximum likeli-
hood method in particular are best suited for thegppses of our study,
which include the analysis of complex causal reteghips of five varia-
bles: Innovative Approach, Media Activity, CSR, Aatisis Sustainability,
and Reputational Stability.

In addition, we performed several analytical praged to verify that
the sample is sufficient for analysis and the dedee normally distributed
and also free of outliers. Then the structurall{patodel was analyzed to
test the hypotheses and the model fit. Reliabiligs analyzed by internal
consistency (Cronbach's alpha values — Table 34arahd construct va-
lidity was proved by confirmatory factor analydiswas confirmed that the
received values were significant (Table 9). Becatheechi-squared esti-
mate of model fit is sensitive to large sample ¢&ehumacker & Lomax,
2015), we used other highly recommended model &asares (Byrne,
2013), such as the ratio of chi-squared value & dbgree of freedom
(CMIN/DF), comparative fit index (CFI), normal findex (NFI), Tucker
Lewis index (TLI), root mean square error of appmmation (RMSEA) to
evaluate the models. To show model fit, the CMIN/DEst be less than
2.00, the CFI and TLI must be more then 0.90 amdRMSEA must be
below than 0.08 (Byrne, 2013).

Application of the above-mentioned criteria alloiwsprove that the re-
sulting model has adequate internal consistendigbiiity and indices of
model fit, allowing its feasible use to explain tigpact of innovation ac-
tivity, media activity, and corporate social respibility on reputational
stability as well as on anti-crisis reputationatsinability.

From this perspective, the following hypothesesnigiated in this arti-
cle are meant to assess the degree of influencma¥ation activity, media
activity and CSR on reputational stability, inclaglianti-crisis reputational
sustainability:

In order to achieve the objectives of the resedtehsuggested hypoth-
eses were as follows:

H1: Anti-crisis reputation sustainability requires higher levels of innova-
tion activity than necessary to maintain reputation stability.

H2: Anti-crisis reputation sustainability requires higher levels of media
activity than necessary to promote reputation stability.
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H3: Corporate social responsibility equally strongly positively correlates
with reputation stability and anti-crisis reputation sustainability.

H4: Anti-crisis reputation sustainability have a positive effect on reputation
stability.

Results

Thus, the results of the analysis of the degreafbfence of factors on the
anti-crisis sustainability revealed innovative anedia activity as the most
significant variables. The results of the analpdimfluence of media activ-
ity and CSR on reputational stability revealed G&Rhe most significant
variable.

Convergent confidence test results are acceptaloeording to Taber,
(2017), alpha values were described as excelled830.94), strong (0.91—
0.93), reliable (0.84-0.90): all Cronbach’s Alpralues are reliable in the
model (Tables 3 and 4).

Descriptive statistics of 5 analyzed variables presented in Table 4.
According to the mean values of reputation stabiliere on average higher
than anti-crisis sustainability. We also see tmamiovation activity is the
most volatile value (see standard deviation, Tdblend CSR, on the con-
trary, is the least volatile value among the sangptiompanies.

The initial sample of data from 315 companies (€2 required nor-
malization in order to be able to apply the mostabée modeling method
— the Maximum likelihood method. Final sample size801 (Table 6).
c.r.= 3,802 that is significantly less than 5 andams the normality the
distribution of data. Before that, 14 companies i¢{iwvhare not industry
leaders, but rather little known and therefore iremk strange expert evalu-
ations) or 4.4% of the original sample were excud®m the analyzed
sample, which has increased the normality of trstridution of data.
Therefore, the assumption of multidimensional ndityaf variables is not
violated: the chosen evaluation method is corfBoe value of asymmetry
and kurtosis for each variable are also small @&l All this testifies to
the normal distribution of the sample and the silits of the data for sub-
sequent analysis.

Considering that CFl exceeds 0.95, and the CMtfl ¢ 2 relation, as
well as the very important RMSEA criterion <0.0%daeven though the
statistical significance of the chi-square (p-valdees not meet the criteri-
on <0.05, the model can be considered empiricallyfiomed (Table 9).
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A large sample size (N / T> 10) also supports gdesgnition of the model
as relevant to the data (Table 7).

The regression weights and their statistical sigaifce are given in Ta-
ble 8. All parameters of the model are statistycaignificant, as evidenced
by the estimated regression weights, which indgétat the model is con-
sistent.

The resulting model is reliable: the model as aleftexplains 92% of
the variance of the criterion of reputational digbiand 95% of the vari-
ance of the criterion of anti-crisis sustainabil(ig. 3).

Below are explanations of the results obtainedhédontext of hypoth-
esis testing:

During the analysis, it became necessary to cothecinitial hypothesis
H1. Thus, the parameter of “Innovation activity to Regtion stability im-
pact” as statistically unreliable wascluded from the model (see Table 4).
This led to the need to correct the hypothesis fniodémos (compare Fig.
1 and 2) and did not allow us to compare the imfbgeof the innovation
factor in two cases: for reputational stability d&od anti-crisis sustainabil-
ity. But the resulting model shows: in itself, iMadion activity is an im-
portant factor for anti-crisis sustainability (regsion weight 0.42, see Fig.
3). This is because companies that opt for argisnieputation manage-
ment are innovatively active to a significant extdrhe crisis prompts the
company to make changes, move away from establisheghucratic pro-
cedures, as well as try new methods, techniquesvayd to interact with
the stakeholders.

Hypothesis H2: confirmed that anti-crisis reputation sustainability re-
guires higher levels of media activity than necgsta promote reputation
stability. Media activity is much more importantr fooping with a crisis
and ensuring anti-crisis sustainability than forint@ning reputational
stability: the coefficient in the first case is radhan doubled (Fig. 3). The
companies that have experienced the reputatioris ¢higs year are more
media active. High reputation stability does najuiee higher levels of
media activity. That being said, the media is esplgcprone to scandals
which are, in turn, a manifestation of reputationdses. Furthermore, it
should be noted that increased media activity eslad to settle the scandal.

Hypothesis H3: disproved that corporate social responsibility equally
strongly positively correlates with reputation dlipand anti-crisis reputa-
tion sustainability. It was assumed that corporsaeial responsibility is
a modern-day trend, and so there will be no diffees and dependencies
between stable and anti-crisis reputation managesysiems. However,
the most significant results of the modeling analythis is a high correla-
tion of reputational stability and corporate soaiesponsibility, namely:
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this reputational stability at 0.55 is provided d¢rporate social responsi-
bility (Fig. 3).

Hypothesis H4: confirmed, as was expected, that reputational stability
positively depends on anti-crisis reputation sustiility According to the
results of the analysis, anti-crisis sustainabdity).25 provides reputational
stability (see Fig. 3).

Discussion

The results of our study showed the existence sifjaificant correlation
between CSR and reputational stability. This suggpttre findings of Val-
laster (2017) that companies incorporate CSR imddr practice in times of
stability. This is also supported by Kim (2017)jngsnational consumer
research in the United States: the findings sugtiesipositive impact of
CSR on knowledge, trust, and perception of corgoraputation. These
results are consistent with Aguilera-Caracuel andré&ro-Villegas (2017),
investigating CSR in developing countries, baseca@ample of 113 US
multinational enterprises (MNESs) from the chemiealergy and industrial
engineering industries for the period 2005-2010s ®tudy argues that
companies operating in developing regions can aseeheir level of cor-
porate reputation through CSR initiatives that miéwet expectations of
specific stakeholders regarding the firm's actistin these areas.
However, the results of our study also indicaté¢ ®&R is almost four
times less important for ensuring anti-crisis sustaility (dealing with
a reputational crisis) than for maintaining repiotal stability. This sup-
ports the conclusions of Shim and Yang (2016), iwhimsed on the attrib-
ution theory, explain that during a reputationasisrCSR is perceived as
hypocrisy. CSR companies experiencing a crisis thadublic to the con-
clusion about the underlying motives of CSR. Owules are also con-
sistent with the results of Coombs and HolladaylB}pwho detailed the
process whereby CSR is transformed from a crisseurEe to a crisis
threat. According to their research, CSR shouldctesidered not as an
asset to protect reputation, but as an additionsiscisk. Thus, a CSR of
a company with a bad reputation can provoke an guester crisis.
According to our results, anti-crisis sustainaypilé significantly more
dependent on media activity than reputational btalis. This is due to the
high visibility of the crisis company in the medighese results are in line
with the results of Carter (2006), who, by the egbmmof consumers,
proved that in high-visibility situations compani@éocate more funds for
media activities. Also, our results are consisteitih the findings of Mason
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(2016), who argue that trusted media can increlasadputational crisis.
Therefore, it is important to actively cooperatehathe media in times of
crisis.

According to the constructed model, media actitidyg a positive effect
on reputational stability. These results are coesiswith the findings of
Mariconda and Lurati (2015, pp. 957-964; 2015,8#-98) about the cog-
nitive foundations of reputation stability and urigieg ambivalence to-
ward a certain organization: the media increaseplps awareness of the
company, its activities, and in the event of aigrithe opinion of people
who know the company before is much more diffidoltchange. Thus,
media activity affects the stability of reputatiornthe long term.

The results of our research identified that arisisreputation sustaina-
bility positively correlates with innovations. This partly confirmed by
Vallaster (2017): innovation in the field of CSRyision practices contrib-
ute to the recovery from the crisis. But the maafedur research considers
innovation activity more broadly, including alsethse of new PR practic-
es, the use of new channels of media communicatohimprovements in
feedback.

Conclusions

The findings of the study revealed: 1) the existeoica significant correla-
tion between CSR and reputational stability; 2owative and media activ-
ity are the most significant variables to providei-grisis sustainability; 3)
CSR is less important for ensuring anti-crisis ainstbility than for main-
taining reputational stability; 4) anti-crisis saistability is significantly
more dependent on media activity than reputatisteility is; 5) reputa-
tional stability positively depends on anti-crisiputation sustainability.

The practical value of the study lies in its systewiew of the main ar-
eas of reputational management from the point efvvof two opposite
states: reputational crisis and reputational stgbilhe results of the repu-
tation study cover 14 industries (FMCG, IT, theiagtural sector, engi-
neering, metallurgy, retail, construction, teleconmications, finance,
HoReCa) in Ukraine. On practical data using thehwods$ of structural
modeling, the following results are obtained thiédva us to recommend
the application of CSR for the maintaining of reggictnal stability; but in
a crisis, management needs to give preferencentvations and to expand
media activity.

With regard to the reliability of the results ardhitations of use, it
should be noted that our findings should be inttgat with caution be-
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cause the study was conducted for Ukraine, whidbnigs to post-soviet
economies, where many market processes have ndteget formed, and
reputational management practices are just beingloiged. In addition,
the study used a limited sample of large compafilgs it is only 315
companies from 14 abovementioned industries), whichs the generali-
zability of the research findings to other markebes, e.g. for SME.

Further research in the field of factors affecting stability of the repu-
tation of companies and its anti-crisis sustainigbitould expand geo-
graphical coverage, which would allow a better us@gading of trends in
areas where most of the international businessrigsantrated. Secondly,
the ability to add information about the funds oimpanies to maintain
reputational stability and anti-crisis activitiestiwthis survey will also
increase the reliability of research. Finally, ket research can be directed
to the study of innovative activities that companiese to maintain their
reputation in the digital economy in a global comite
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Table 3.Reliability Statistics: Cronbach's Alpha

Cronbach's Alpha Cronbach's Alpha Based on Standardized Item: N of ltems

Evaluation 984 984 5

Table 4. Descriptive Statistics on the online survey results

. Number of . . . Std. Cronbach's Alpha

Variable companies Minimum ~ Maximum  Mean Deviation if Item Deleted
RStability 315 3.0000 50.0000 35.19494( 8.6009650 .981
CSR 315 4.0000 50.0000 33.54351! 8.5473079 .981
Media 315 8.0000 50.0000 34.16002¢ 8.6783844 979
Innov 315 7.5000 50.0000 32.47243 9.0839716 .978
RCrisis 315 7.5000 50.0000 32.77355 8.7347596 .980

Valid N (listwise) 315

Table 5.Regression Weights (Default model): before modelemtions*

Parameters Estimate S.E. C.R. P Label
RCrisis <--- Innov .382 .050 7.637 ok par_6
RCrisis <--- Media .400 .047  8.430 Fokk par_7
RCrisis <--- CSR 181 .047  3.857 ik par_9
RStability <--- Media .155 .061 2563 ,010 par_1
RStability <--- RCrisis .259 .066  3.934 ok par_5
RStability <--- CSR .546 .055  9.900 ok par_8
RStability <--- Innov .001 .063 .012 990 par_10

*Chi-square = ,000. Degrees of freedom = 0.
Probability level cannot be computed. Parametebdid) as statistically unreliable should be exeldid
from the model.

Table 6. Assessment of normality after normalization of da¢a sample*

Variable min max skew c.r. kurtosis c.r.

CSR 9.000 50.000 -.487 -3.448 .008 .028
Innov 7.500 50.000 -.406 -2.877 -.155 -.550
Media 8.000 50.000 -.611 -4.331 .001 .004
RCrisis 7500 50.000 -483 -3.421 -.156 -.551
RStability 7.500 50.000 -.702 -4.970 322 1.140
Multivariate 3.667 3.802

*Sample size = 301. c.r.= 3,802 that is signifitafess than 5 and means the normality the disiobu

of data. Before that, 14 companies (which are mtstry leaders, but rather little known and themef
received strange expert evaluations) or 4.4% ofotiginal sample were excluded from the analyzed
sample, which has increased the normality of tk&itlution of data.



Table 7. Sufficiency test of the data sample

Indicators Evaluation
Sample size (N) 301
Number of distinct sample moments 20
Number of distinct parameters to be estimated (T) 9 1
Degrees of freedom (20 - 19) 1
Sufficient sample size (>>5T, optimally 10T) 190

Conclusion: 301>190, the sample is more than enoufir analysis.

Table 8.Regression Weights (Default model): after modetetions

Parameters Estimate  S.E. C.R. P Label
RCrisis  <--- Innov .406 .049  8.349 ok par_4
RCrisis  <--- Media 415 .046 9.072 rokk par_5
RCrisis  <--- CSR .148 .045  3.270 .001  par_7
RStability <--- CSR 543 .0561  10.640  *** par_6
RStability <--- Media 178 060 2.968 .003 par_8
RStability <--- RCrisis  .241 .062  3.861 ok par_9

*Chi-square =,390. Degrees of freedom = 1. Prdivatevel = ,532
The model is recursive. All parameters are statiflyi reliable: they are more or about ,001.

Table 9.Model Fit Summary: main criteria

Models Criteria
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 19 .390 1 532 .39
Baseline Comparisons

NFI RFI IFI TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 1.000 .999 1.000 1.002 1.000
RMSEA
Model RMSEA LO 90 HI 90 PCLOSE
Default model .000 .000 .130 .664




Figure 1. Research hypotheses formulated in the AMOS strac{ypath) model
format

Source: own developed based on IBM SPSS Stat&fiesith AMOS 18

Figure 2. Research hypotheses after model corrections in tegd&AMOS
structural (path) model format*

Previous model corrections: normalization of theysle and excluding of “RStability<---
Innov” parameter

Source: own developed based on IBM SPSS Statfiesith AMOS 18.



Figure 3. Standardized model
{ Wioda |
18

Source: own developed based on IBM SPSS StatBfieeith AMOS 18.
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