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Abstract
Libraries are making big steps further, changing so fast and learning a lot from the users nowadays. It is very important to know who are the stakeholders of the Library what do they need, and expect form the Library, what way of communication they prefer and how they evaluate the Library.  In other words – it is necessary to have corporate communication strategy. Corporate communication it is the way of managing organization’s internal and external communication. Good corporate communication reflects on corporate reputation. The term of corporate reputation is quite popular, especially in a business sector. Such institutions like museums, archives, libraries are paying just little attention to the process of corporate reputation management. It is very important to talk about this process more. Libraries need to have positive reputation. After the analysis of scientific papers and articles of different authors (like Charles Fombrun, Gary Davies, Dale Neef, Cees B.M van Real, Stephen Lloyd, Ingrida Šmaižienė, Michal L. Barnett, Barbara A. Lafferty et al.) the corporate reputation of academic library can be defined as socially transmissible library’s evaluation settled over a period of time among stakeholders, that represents expectations for the library’s actions, and level of trustworthiness, favorability and acknowledgement comparing to rivals. Corporate reputation it is value and trust.

The aim of this paper is to present the model of management corporate reputation of academic library. 

The main tasks of the paper are:

· to define the term of the corporate reputation of academic library;

· to present to process of management corporate reputation of academic library;

· to discuss how the model can be applied to the public and/or school libraries.

During the conferences some finding will be presented:

· there a lot of definitions of corporate reputations;

· there is confusions between terms of corporate identity, corporate image and corporate reputation in the scientific literature;

· all authors agree that it is very important to understand importance of the corporate reputation and to manage this process;

· it is necessary to manage the corporate reputation of academic library, to find the best way to do it and, first of all, to understand the importance of this process and, that corporate reputation has to be managed not only in business sector.

This paper has to be important to librarians, managers of libraries and information specialists, who have to understand, that there are a lot of benefits of managing corporate reputation for library, such as customers and employees satisfaction, loyal employees and customers, creating value, financial value, new partners, lower risk and so on.

The new in this paper is that the model of managing the corporate reputation of academic library and assessments methods are presented. 

1. The importance of corporate communication in formation of corporate reputation

World, people, food, environment, technology – everything is changing and we can not stop this process. Life is going further ad we, librarians and information specialist, can not ignore these changes. We have to rethink the mission of the libraries, the way we are working and thinking. 
A lot of articles and books are written about the future of the libraries. Different authors present various predictions and recommendations. Our task is to read them, know them, have the opinion and make actions. Usually the libraries of the futures are presented with such thoughts:
· Libraries are making knowledge, which leads to innovations.
· Libraries have a lot of opportunities – technologies play a big role in this process.
· Libraries like learning, teaching and research centers. 
· Libraries are visible.
· Libraries are valuable.

According Lewis D (2007), academic libraries are facing a great deal of uncertainty, but it seems that the way forward is really not that difficult to see, at least in it’s broad outlines. The challenges we face are complex in detail and some, most notably the long-term preservation of digital resources, will take both inspiration and hard work, but none of what needs doing is beyond our capabilities. Importantly, the work that needs to be done is at core what libraries have always done – to be the mechanism for making knowledge available in communities and organizations. We will use new and different techniques for doing so and we will undoubtedly define community somewhat differently – more often as the world and less often as the campus. As individuals, we will need to be ready to invest in ourselves by acquiring new skills and looking at new ways.
In other words, libraries are the service organizations. No service, no users, no stakeholders – no libraries. It means that corporate communication of the libraries is very important. The result of corporate communication is negative or positive corporate reputation. 
There are different orientations of academics and practitioners to the corporate communication. Usually corporate communication is defined as the function and process of managing communications between an organization and important stakeholder groups in its environment. The variety of factors or drivers had led to the emergence of corporate communications. By the early 1900s organizations understood, that it is possible to engage through communications with a number of groups in its environment. More and more attention to communication was given when the Public Relations appeared popular and important. Organizations were looking to hire publicists, press agents, promoters and propagandists. Soon the marketing function appeared. Marketing developed as a result of expanding mass communications opportunities and increased competition after the stable period of mass production and consumption that had characterized the early years of the twentieth century. Till nowadays there different theories if PR and marketing is the same, is PR is a part of marketing, if marketing is a part of PR, if PR and marketing are different functions, which have some common things. Like it is showed in the picture 1, corporate communication is the integration of Public Relations and marketing
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    Picture 1. The historical development of Public Relations and marketing (Cornelissen, Joep, 2004) 
The development of corporate communication varies according to the development level of the country, democratic conditions and economic situation. Communication models are different from the point of organizations’ informing the target audience. These are bureaucratic, manipulative, democratic and non-proportional communication forms. Today only the democratic communication model is valid among these communication forms practiced by institutions. 
Another classification of corporate communication implements corporate communication in three main models: management communication, marketing communication, organizational communication. Management communication is the activity realized by institution managers. The main task of marketing communication is to realize product sale that is why the organization can use different communication methods that will support the product sale. Organizational communication provides internal and external communication which is necessary to continue organizations` existence and development. 
The tasks of corporate communication are:
· To support internal and external activities;

· To develop corporate identity and image;

· To inform internal and external target audience ;

· To socialize individual as a good citizen of institution.

It is important to mention, that the new model of corporate communication (picture 2) pays big attention to the role of stakeholders. If in the past organizations were sending information to stakeholders and nothing more, today the stakeholders are main persons in creating effective communication and corporate reputation. The libraries have to explore new model of corporate communication, which main task is to form positive corporate reputation of the organizations, to protect it and/or change. 
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Picture 2. The new model of corporate communication (Balmer, John M.Y. et al., 1999)

The topic and model of corporate communication is not the main in this article. The most important is to understand that corporate communication influence corporate reputation. Next part of the paper will present the term of corporate reputation.  
2. The term of corporate reputation
The introduction of corporate reputation concept dates back to 1997 with the foundation of Reputation Institute (RI) and scholarly journal Corporate Reputation Review devoted solely to the topic. The founders of the institute and the journal, Charles J. Fombrun and Cees B.M. van Riel, are considered the key and most influential scholars in this topic. 

Despite the broad interest among academics and practitioners in corporate reputation, there is a big confusion in the topic. Until now there is no commonly accepted definition of corporate reputation nor the agreement on the main components included in corporate reputation management. 

The problem, which will not be presented broadly in this paper, is the relations between corporate reputation and corporate image (picture 3). The author of this paper is using corporate reputation as a sum of corporate identity and corporate image. Corporate reputation is not the same as corporate image or identity. 

	Schools of thought 
	Relationship between corporate reputation and corporate image

	Analogous school of thought

(Bernays, 1977; Boorstin, 1961; Boulding, 1973; Budd, 1969;

Crissy, 1971; Enis, 1967; Gates and McDaniel, 1972; Kennedy,

1977; Martineau, 1958; Schafhauser, 1967 and later on; Abratt,

1989; Alvesson, 1998; Berstein, 1984; Dichter, 1985; Dowling,

1986, 1993; Dutton et al., 1994; Ind, 1997)
	Corporate reputation = Corporate image

	Differentiated school of thought

1st view (Brown and Cox, 1997; Brown and Dacin, 1997;

Grunig, 1993; O’Sullivan, 1983; Semons, 1998)
	Corporate Reputation ≠ Corporate image

	2nd view (Mason, 1993; Barich and Kotler, 1991)
	Corporate Reputation → Corporate image

	3rd view (Balmer, 1996, 1997; Bromley, 1993; Fombrun, 1996;

Fombrun and Shanley, 1990; Gray and Balmer, 1998; Rindova,

1997; Saxton, 1998; Chun, 2005; Barnett et al., 2006 )
	Corporate Reputation ← Corporate image


Picture 3. Defining corporate reputation: the analogous and differentiated schools of thought (Šontaitė, Miglė; Kkistensen, Tore. 2009)
Various disciplines define corporate reputation depending on its relation to the overall discipline. Fragmentary research of corporate reputation can be found in psychology, sociology, economics, marketing and other disciplines. In sociology corporate reputation is treated as social phenomenon and characteristics of modern society, as well as mechanism of social control. In the discipline of psychology corporate reputation is most often analyzed in individual level. It is being treated as a mechanism for evaluating risk of interaction. In the discipline of economy corporate reputation is researched by game theorists, who treat corporate communication as a company’s traits that signal of one’s possible behavior and actions towards stakeholders, and signaling theorists, who consider corporate reputation as a signal about a company’s presumable actions in the market and its possible strategic behavior in the marketplace

In the discipline of marketing corporate reputation can be characterized by pronounced focus on one group of stakeholders. In the discipline of business strategy the construct of corporate reputation is interpreted more comprehensively, like an intangible asset and mobility barriers in the market. In the field of public relations, corporate reputation management is often treated as a practice and object of public relations. In the field of human resource management employees are considered to be the ambassadors of corporate reputation
Different scientists present various definitions of corporate reputation (picture 4).
	Definition Author (s), year
	Definition Author (s), year

	1. A reputation can be defined as a bundle of attributes and the interrelationships among them, shared among a group of individuals in a socio-cognitive community
	Andersen et al.

(1999)

	2. Corporate reputation refers to the perception of an organization which is built up over a period of time and which focuses on what it does and how it behaves
	Balmer (1998)

	3. Corporate reputation is the evaluation (respect, esteem, estimation) in which an organization’s image is held by people
	Dowling (1994)

	4. A corporate reputation is a perceptual representation of a company’s past actions and future prospects that describes the firm’s appeal to all of its key constituents when compared with other leading rivals
	Fombrun (1996)

	5. Corporate reputation is a collective representation of a firm’s past actions and results that describe the firm’s ability to deliver valued outcomes to multiple stakeholders. It gauges a firm’s relative standing both internally with employees and externally with its stakeholders, in both its competitive and institutional environments
	Fombrun and

Rindova (1996)

	6. Reputation is a representation of the cumulative judgments of a constituency group over time, based upon socially constructed perceptions of an organization’s substantive and symbolic actions
	Fombrun and

Shanley

(1990)

	7. Corporate reputation indicates a value judgment about a company’s attributes and evolves over time as a result of consistent performance, reinforced by effective communication
	Gray and Balmer

(1998)

	8. Reputation is the estimation of the consistency over time of an attribute of an entity. This estimation is based on the entity’s willingness and ability to perform an activity repeatedly in a similar fashion. An attribute is some specific part of the entity – price, quality, marketing skills. Reputation is an aggregate composite of all previous transactions over the life of the entity, a historical notion, and requires consistency of an entity’s actions over a prolonged time for its formation
	Herbig and Milewicz

(1995)

	9. A company’s reputation – from a buyer’s perception – consists of the extent to which the firm is well known, good or bad, reliable, trustworthy, reputable and believable
	Levitt (1965)

	10. Corporate reputation is a synthesis of the opinions, perceptions, and attitudes of an organization’s stakeholders, employees, customers, suppliers, investors, community members, activists, media, and other stakeholders
	Post and Griffin

(1997)

	11. A firm’s corporate reputation is a shorthand evaluation of the stock of information about that firm in the possession of a particular actor or group of actors that is used by those actors to make decisions, involving a certain degree of risk with regard to the firm, without feeling the need to collect more information
	Schweizer and

Wijnberg (1999)

	12. Reputations describe the expectations that key stakeholders have about a company’s products, practices and performance
	Sever and Fombrun

(1992)

	13. Corporate reputation refers to a corporation’s values which are kept alive in a collective memory of its behavior, with its leaders responsible for keeping the vision of its founders fresh
	Smythe et al.

(1992)

	14. Corporate reputation is the outcome of a competitive process in which firms signal their key characteristics to constituents to maximize social status
	Spence (1974)

	15. Corporate reputation is a set of economic and non-economic attributes ascribed to a firm, inferred from the firm’s past actions
	Weigelt and

Camerer (1988)

	16. A company’s reputation reflects the history of its past actions
	Yoon et al. (1993)


Picture 4. Key definitions of corporate reputation (Šontaitė, Miglė; Kkistensen, Tore. 2009)
In this paper corporate reputation is defined using Fombrun definition: corporate reputation can be defined as socially transmissible company’s (its characteristics’, practice’s, behavior’s and results’, etc.) evaluation settled over a period of time among stakeholders , that represents expectations for the company’s actions, and level of trustworthiness, favorability and acknowledgement comparing to rivals.

3. Corporate reputation management: the benefits
Librarians and information specialist have to understand that it is necessary to manage corporate reputation. There are a lot of benefits for libraries of managing corporate reputation:
· Attracting new partners;

· Attracting new customers;

· Influencing political and legal affairs;

· Retaining good staff and attracting the best employees;
· Helping to reinforce relationships with suppliers and distributors and other stakeholders;

· Potentially increased financial performance;

· More successful new services launches;
· Library will earn the trust, confidence and loyalty of stakeholders;
· Strategic advantage;
· Better international visibility.
Just some benefits are mentioned above. Library has to decide what her main stakeholders are and what kind of reputation it has to have with it or them. That’s why we need to have the model of management corporate reputation. After the deep analyze of scientific literature, the author of this paper present her model (picture 5). There are seven main stages of managing corporate reputation of the Library:
1. Corporate identity management.

2. Corporate image management.

3. Corporate reputation measurement.

4. Evaluation of the measurement of corporate reputation.

5. Decisions making.
6. Decisions realization.

7. Feedback.

First of all Libraries have to create and manage corporate identity. The corporate identity of the Library includes its visual identity, culture, behavior, strategy, communication. The way stakeholders see and evaluate corporate identity the corporate image of the Library is creating. Further Library has to choose the measures, which fits the best the Library. There are a lot of measures. Usually organizations are taking these components of the corporate reputation (Fombrun, Chrales. 1996):
1. Emotional Appeal. How much the company is liked, admired, and respected.

2. Products & Services. Perceptions of the quality, innovation, value, and reliability of the company’s products and services.

3. Financial Performance. Perceptions of the company’s profitability, prospects, and risk.

4. Vision & Leadership. How much the company demonstrates a clear vision and strong leadership.

5. Workplace Environment. Perceptions of how well the company is managed, how it is to work for, and the quality of its employees.

6. Social Responsibility. Perceptions of the company as a good citizen in its dealings with communities, employees, and the environment.
When the measures are chosen and measured, there is necessary to make an evaluation, to analyze to results and make the decision. When the decision is made, Library has to realize it – not to leave it for better time. If it will not be done, the corporate reputation will not change better way. When everything is done, Library has to get the feedback from the stakeholders or the users (depends whish group was in center of attention of management corporate reputation). It can be done different ways: interview, monitoring, questionnaire and so on. 
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Picture 5. The Model of Management Corporate Reputation of Academic Library
In conclusion, the model of management corporate reputation will not be effective if Libraries will not know their missions, their main stakeholders, will not be managing their corporate identity and image. If it will be done, Libraries can create positive corporate reputation. Management of corporate reputation leads to success not only the Library’s, but also its University, city and country. Such Library will earn trustworthy in the eyes of its stakeholders. Do not forget, that trust can be earn only with quality, not with nice visual identity. 
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高校图书馆的声誉：论图书馆评估的重要性 
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摘要

当今世界的图书馆正在经历飞速发展和变化并向用户学习。对图书馆而言，了解谁是图书馆的用户，用户的需求和期望，用户喜欢的交流方式，以及他们如何评价图书馆是非常重要的。图书馆需要有机构交流策略。机构交流策略是管理机构内外交流的方式。良好的机构交流可以提高机构的服务和声誉。 

本文的宗旨是介绍高校图书馆声誉的管理模式。文章介绍了高校图书馆声誉管理概念和模式，讨论了如何将该模式应运于公众和学校图书馆。 

作者通过阅读相关文献发现：机构声誉有很多定义，而且机构身份、机构形象、和机构声誉的定义混淆不清。大多数相关文章认为认识到机构声誉的重要性和对其进行管理是很重要的。管理高校图书馆的声誉是必要的。为找到最好的管理办法，首先要认识到这一过程的重要性，另外，机构声誉管理不只是商业管理。 

本文目的是向图书馆员、图书馆管理者和信息专家强调机构声誉管理的重要性。机构声誉管理会对图书馆产生很多效益，例如令用户满意，让工作人员和用户更忠实，创造价值，增加财政支持和新的合作伙伴，降低风险等。 

本文还提出了管理高校图书馆声誉的模式及其评估方法。 
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