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The article notes that the positive reputation of enterprises in an unstable and unpredictable
competitive environment becomes an important means of strengthening their market
position, as it provides additional competitive advantages, facilitates access to business
resources and protects their economic interests. It is emphasized that foreign companies
successfully apply reputation management models. It is stated that most Ukrainian enterprises
still use only a fragmented system of reputation risk management, which does not allow
monitoring promptly them and taking timely measures to prevent or minimize them. The
importance of reputational audit as a tool for managing the competitiveness of the enterprise
is emphasized. The lack of uniform approaches to the interpretation of the concept of
“reputational audit” is emphasized. The diversity of interpretation of the concept of
“reputational audit” is unified and the scientific thesaurus is supplemented by the author’s
definition of this concept, formed by the functional approach, according to which
“reputational audit” should be understood as the image study of the life of the reputation
entity, aimed at assessing the reputational environment of its operation and identify key
factors of reputational risk in order to timely adjust communication methods and make
consensus decisions to improve relationships with stakeholders and successful business
development. The types of reputational audit are considered and their distinctive features
are briefly described. The etapology of reputation audit is offered and the characteristic of
each of its stages is given: preparatory (organizational) stage; research stage and the final
stage. It is proved that the introduction of the submitted proposals on the stage of reputational
audit will contribute to the effective management of reputational risks and, accordingly,
the competitiveness of enterprises.
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Introduction and statement of the problem
The positive reputation of enterprises in an
unstable and unpredictable competitive environment
becomes an important means of strengthening their
market position, as it provides additional competitive
advantages, facilitates access to business resources
and promotes the protection of their economic
interests [1, p.247]. However, most companies still
ignore reputation management, primarily because
managers do not know how to identify and measure
reputational risks. They believe that they manage
reputation and even reputational risks, but in fact
their actions in this area are reduced to mitigating
and eliminating the negative consequences of adverse

events [8, p.782].
Reputation management requires, first of all,
the identification of potential reputational threats
and reputational risks, and therefore requires a
reputational audit, the implementation of which
allows to determine the preventive measures of their
prejudice or minimization.
Analysis of recent research and publications
Analysis of recent research and publications
shows that the impact of reputation on the
competitiveness of enterprises for a long time does
not leave indifferent both practitioners and scientists.
In particular, the essence of reputation and
reputational risks is widely covered in the works of
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such scientists as ². Bolbotenko, V. Gavrilyuk, Ê.
Gavrishina, Å. Dmitruk, Î. Dubrova, À. Zaverbnogo,
Â. Kisil, V. Kovtun, Ya. Pushak and others. Their
influence on business success and competitiveness
of enterprises is also comprehensively substantiated,
reputation management tools are considered in detail,
including and reputational audit.
However, with transformational changes in the
economy, reputation audit acquires a new meaning
that requires further study, namely the transition from
information to reputation economy (in which
information matters only when it is already filtered,
evaluated and commented by users).
The aim of the article
The aim of the article is to outline clearly the
reputation audit as one of the effective tools for
managing the competitiveness of enterprises in the
conditions of transformational changes in the
economy on the basis of generalization of theoretical
aspects and practical experience.
Presentation of the main material of the study
with a full substantiation of the obtained scientific results
The study of reputation as a specific category
of competitive environment dates back to the end of
the XX century, with the introduction of G. Dowling
[5] in scientific terminology of the concept of
“reputational capital” – the sum of intangible assets,
external and internal characteristics of the entity that
increase shareholder value and are the part of its
market value (Dowling, 2002) [2, p.43].
Business entities that have a high level of
reputational capital have strategic advantages, the
essence of which is: the growth of competitive
advantages of the company in a crisis of confidence
in business; in the possibility of active control and
risk management; in the balance of financial and
social activities, which contributes to the long-term
success of doing business [2, p.44].

Global companies are carefully monitoring their
reputation, while Ukrainian business is just beginning
to realize the importance and risks associated with
this unusual asset. We cannot underestimate the
power of reputation, which can both save the business
in a difficult situation and destroy it permanently [9,
p.59].
The ability to manage reputation is the way to
the prosperity of the enterprise. Unlike a spontaneous
reputation, which cannot remain stable for a long
time, a purposefully established reputation is evidence
that the company has unique advantages and
capabilities that allow it to successfully compete in
the long run to successfully compete and maintain
positions in both domestic and global markets [6,
p.2].
As practice shows, reputation is a kind of credit
of trust, a source of attitude of consumers of products
(services) to manufacturers. After all, the interests
and requirements of the modern consumer are not
limited to quality, functional reliability or price of
goods (services). They also concern public recognition
and the social face of the enterprise. Therefore, TOPmanagers should not ignore the reputational approach
in managing the competitiveness of enterprises,
because currently reputation is a determining factor
in business success, increasing its capitalization and
strengthening competitive advantages [9, p.64].
Based on the above, the importance of
reputation management in the overall system of
managing the competitiveness of enterprises is
obvious. You can track changes in reputation, the
dyn amics of achieving strategic goals, the
effectiveness of PR-activities and communication
programs, the behaviour of competitors can be
different methods and metrics. However, the most
effective among them is the reputation audit.
The concept of “reputational audit” is not new,
but a single opinion on its essence has not yet been

Comparative analysis of the author’s definitions of the concept of “reputational audit”

Authors
Bolbotenko I.
[1, p.251]

Content component
Reputational audit is a collection of opinions of the target audience (consumers, partners, competitors,
media, etc.) in order to find weaknesses of the company and improve the image
Reputational audit is an assessment of the real picture of the communication field in which there is an
Kovtun V.
enterprise, which allows to identify key risk factors and timely adjust communication methods and
[10, p.32]
key messages
Reputation audit is a regular independent comprehensive analysis of the current reputation and the
Havryshyn K.
state of the company's reputation management system by experts using quantitative and qualitative
[3, p. 176]
research methods
Havryliuk V. Reputation audit is the determination of the directions of development of the company's reputation,
[2, p.46]
assessment of reputational threats and risks, prevention of their occurrence or minimization
Pushhak Ya.,
Reputational audit is a monitoring of reputational risks, to rank them according to the level of priority,
Zaverbnyi A.
danger, importance, potential amount of possible damage (loss).
[11, p.135]
Dubrova, А.
Reputation audit is the most accurate definition of the formed attitude of the audience to the subject of
[7, с.39]
reputation and the placement of the right accents when changing the communication strategy
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formed, as evidenced by Table.
The ve rsatilit y of approaches to t he
interpretation of the concept of “reputational audit”
indicates the need to unify the diversity of definitions
of this concept and its further construction.
Based on the functional purpose (which is the
fundamental basis for the formation of any of the
concepts), we believe that “reputation audit” should
be understood as an image study of the reputation
of the subject of reputation, aimed at assessing the
reputational environment of its operation and
identification of key reputational risk factors in order
to timely adjust communication methods and make
consensus decisions to improve relationships with
stakeholders and successful business development.
Among the types of reputational audit are the
following:
external – aimed at creating a general portrait
of the enterprise by the frequency of mentions of it
in the media, expert assessment, consumer surveys,
etc.;
internal – aimed at creating a portrait of the
enterprise at the level of corporate culture and social
responsibility;
audit of persons – aimed at studying the
authority of the TOP-managers of the company,
creating their objective portrait of professional
qualities, achievements, recognition in the business
environment, etc.
Among the listed types of reputational audit,
in our opinion, external reputational audit deserves
special attention. Therefore, we will dwell in more
detail on the stage of its implementation.
In this context, from a methodological point
of view, the approach to auditing the reputation of
the firm, proposed by Professor of the Australian

Graduate School of Management R. Dowling, is
interesting. He attaches primary importance to the
process of reputation assessment, as he believes, that
all further actions (formation, management,
promotion, adjustment, etc.) regarding reputation
are impossible without a systematic assessment. In
particular, G. Dowling [5] offers a comprehensive
system of parameters for assessing the image and
reputation and identifies the following stages of this
procedure: a thorough assessment of the image and
reputation that has developed in different audience
groups; similar assessment of the reputation of
competing organization s; d etermining t he
characteristics of the ideal organization in this area
[4].
External reputation audit, similar to any type
of audit, includes: preparatory (organizational) stage,
research stage and final stage.
The preparatory (organizational) stage of the
reputation audit should include: identification and
prioritization of stakeholders; collection of relevant
information about customer capital, the degree of
customer trust, the level of satisfaction with product
quality or fulfilment of orders; development of an
audit program depending on the purpose and
objectives.
The identification and prioritization of
stakeholders will enable for TOP-managers and
analysts to understand the reputational environment
of enterprises and the strength of the impact of the
reputation gained among stakeholders on business
competitiveness.
Visualization of the results of prioritization of
stakeholders by constructing a Map of priority groups
of stakeholders (Fig. 1) (with the separation of three
concentric areas: areas of leadership, areas of direct

Fig. 1. Map of priority stakeholder groups
Source: [11]
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influence and areas of indirect influence of
stakeholders on the reputation of the enterprise),
will illustrate the interaction of the reputation entity
with stakeholders, their interests, as well as the degree
of trust and loyalty.
Therefore, the construction of the Stakeholder
Map will ensure that top managers have a clear idea
of the direct or indirect influence of certain
stakeholders on the enterprise’s reputation, and
therefore will determine who to communicate as
closely as possible, who to involve in making decisions
and personal discussions, from whom it is important
to receive feedback – and with whom you should
just maintain a relationship, inform in an acceptable
way [13].
At this stage of the reputation audit, the
collection of relevant information about client capital
is no less important in terms of significance, carried
out by:
– monitoring the communication environment
of the functioning of the subject of reputation;
– content analysis of media information and
Internet resources;
– survey of priority groups of stakeholders and
stakeholder analysis;
– expert interviews;
– statistical analysis;
– analysis of industry ratings;
– dynamic analysis;
– SWOT- analysis etc.
It is the collection of relevant information about
customer capital that will allow analysts to form the
necessary information base on the degree of customer
confidence, the level of their satisfaction with product
quality or fulfilment of orders, the company’s
reputation and existing threats.
The next stage of reputational audit - the stage
of research, should be the study of existing
reputational risks and targeted information attacks,
which will identify a potentially dangerous area for
the enterprise, i.e. the area of greatest challenges
and threats to its reputation. It will also provide an
opportunity to focus on assessing the “airbag” of
the enterprise’s reputation and the effectiveness of
its algorithm for overcoming threats, preventing the
emergence of reputational risks or a crisis of
confidence.
Reputational threats and reputational risks are
known to arise from the action of objective and
subjective factors that determine the formation of
negative opinion about the company for external
contractors, in particular, customers and consumers
of services, users of financial statements, public
oversight bodies, the public, etc.
Destructive factors that threaten the loss of
reputation can also be destructive actions of
employees and unfriendly measures by competitors
90

aimed at disseminating false information through
direct and indirect influence of stakeholders on the
subject of reputation [1, p. 252]. And that is why the
next stage of reputational audit should be an audit
of the media reputation of the enterprise, which
should include:
– audit of loyalty of the customer base of the
enterprise, which should be understood as loyalty of
customers to the subject of reputation, a high level
of their commitment to its goods or services.
Therefore, when auditing the locality of the client
base, the client base should be analysed: by the
strength of clients’ commitment to the goods, works
or services of the enterprise; according to the degree
of their trust in the subject of reputation; satisfaction
with the level and quality of products and fulfilment
of orders. In addition, the reliability of the client
base, its growth and the effectiveness of client capital
management should be studied;
– audit of communications with stakeholders,
which, in essence, is: monitoring the quality,
com pletenes s, speed and efficie ncy of
communication channels with stakeholders; study
of target audiences with which the company has not
yet entered into a dialogue; identification of strengths
and weaknesses of communications, etc.;
– SEO-audit of the site of the subject of
reputation, aimed at: studying the publicity (the level
of popularity) of the site; determining the site’s
compliance with search engine requirements; traffic
study, etc.
There are several types of SEO-audit of the
site, among which there are:
– search, aimed at assessing the optimization
of the Internet resource and its compliance with the
requirements for search engines;
– technical, aimed at analysing the ability of
the navigation system on the Internet resource, to
assess the system of protection of content from
copying, cyber-attacks, etc.;
– content analysis aimed at checking the
relevance of meta-tags, namely title and description,
usefulness and uniqueness of site content, structured
presentation of information according to SEO, the
presence of errors in SEO-copywriting etc.;
– site usability analysis aimed at checking the
comfort of the site for users, namely the study of the
simplicity of the interface, the lack of significant
registration forms, the possibility of simplifying the
order and feedback;
– and others who may be selected by the auditor
in drawing up the reputation audit program depending
on the purpose;
– audit of advertising account Google Ads of
the subject’s reputation, aimed at studying advertising
campaigns in the contextual media and search
network, as well as the study of remarketing;
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– audit of the web page of the subject of
reputation in social networks: Facebook, Instagram,
etc .;
– SMM-audit aim ed at assessing the
effectiveness of social communications;
– audit of the competence of PR-services of
the subject of reputation, etc.
The results of the audit of the media reputation
of the enterprise should be a fundamental basis for
determining tactics and preventive measures to
strengthen its reputation in the short term and in
the event of a situation.
In case of ineffectiveness of preventive measures
and the emergence of reputational risk, we consider
it appropriate to use one of the following tactics:
tactics of ignoring the crisis situation; tactics of
openness and dialogue; tactics of sharp refutation
and correction of the situation; bringing the situation
to the absurd in order to prove the unreality and
unreasonableness of the negative; distraction as a

result of providing the target audience with a more
significant information drive; positive wave tactics,
when a number of positive information messages act
as a counterargument.
At the final stage of the reputation audit in the
final assessment of the company’s reputation should
use standardized tools for measuring it. In particular:
– RepTrak™ model, developed by the
Reputation Institute, based on the measurement of
27 criteria, four of which relate to the emotional
components of perception (respect, sympathy, trust
and admiration) and 23 rational indicators, which
are grouped by seven factors: performance, products
/ services, innovations, working conditions, corporate
governance, social responsibility, leadership [1,
p.253];
– Winning Brands model (ACNielsen), which
provides a multidimensional analysis of consumer
attitudes to a particular reputation in areas: brand
awareness, the ability to make purchases and

Fig. 2. Stage of reputation audit of the subject of reputation (enterprises, companies, etc.)
Source: author’s vision

ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2020, ¹ 2(12)

91

Tkachenko A.M., Levchenko N.Ì.

Fig. 3. The simulation model of the organization of reputational audit
Source: author’s vision

associations with the brand (quality of service, range,
its latitude, convenience of location, etc.).
– Equity Engine model, aimed at studying
consumer perception of the brand;
– WorkRep ™ Pulse model is developed by
Reputation Capital Group or others.
The etapology of reputational audit is
schematically shown in Fig.. 2:
Assessment of the reputation of the enterprise
should be carried out by the integrated indicator of
reputation and expressed in numerical value from 0
to 100. It is considered that if the integrated indicator
of reputation:
– 80 and above points – the enterprise has a
strong reputation or in other words has a significant
reputational capital;
– 60–79 – the enterprise has a mediocre
reputation;
– 40–59 – the enterprise has a weak reputation;
– less than 40 – the enterprise has an
unsatisfactory reputation.
Assessment of the enterprise’s reputation in
points will form its reputation profile and determine
the preventive measures to minimize the impact of
reputational risks on the competitiveness of
enterprises.
Therefore, the effectiveness of managing the
competitiveness of enterprises is to some extent
determined by the chosen model of the organization
of reputation audit (Figure. 3).
Carrying out a reputational audit in this way
will ensure the quality of communications with target
audiences and increase the competitiveness of
enterprises, will not only identify weaknesses in
communications and potential crises of trust, but
also provide an opportunity to neutralize them in
advance.
Conclusions
According to the results of the study:
92

– it is established that in an unstable and
unpredictable competitive environment, the positive
reputation of enterprises becomes an important
means of strengthening their market position, as it
provides additional competitive advantages, facilitates
access to business resources and promotes the
protection of their economic interests;
– the importance of reputation management
in the management of competitiveness of enterprises
is substantiated and the need for a reputation audit
is emphasized;
– emphasizes the lack of common approaches
to the interpretation of the concept of «reputational
audit» and proposed the author’s definition of this
concept by functional approach, which «reputational
audit» should be understood as an image study of
the reputation of the reputation, aimed at assessing
the reputational environment and key factors
reputational risk in order to timely adjust
communication methods and make consensus
decisions to improve relationships with stakeholders
and successful business development;
– the etapology of reputational audit is proposed
and it is proved that the introduction of reputational
audit in this way will contribute to the effective
management of reputational risks and, accordingly,
the competitiveness of enterprises.
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ÐÅÏÓÒÀÖ²ÉÍÈÉ ÀÓÄÈÒ ßÊ ²ÍÑÒÐÓÌÅÍÒ
ÓÏÐÀÂË²ÍÍß ÊÎÍÊÓÐÅÍÒÎÑÏÐÎÌÎÆÍ²ÑÒÞ
Ï²ÄÏÐÈªÌÑÒÂ
Òêà÷åíêî Í.Ì., Ëåâ÷åíêî Í.Ì.
Ó ñòàòò³ êîíñòàòîâàíî, ùî â óìîâàõ íåñòàá³ëüíîãî òà
íåïåðåäáà÷óâàíîãî êîíêóðåíòíîãî ñåðåäîâèùà ïîçèòèâíà ðåïóòàö³ÿ ï³äïðèºìñòâ ñòàº âàæëèâèì çàñîáîì çì³öíåííÿ ¿õ ðèíêîâèõ ïîçèö³é, îñê³ëüêè çàáåçïå÷óº äîäàòêîâ³ êîíêóðåíòí³ ïåðåâàãè, ïîëåãøóº äîñòóï äî á³çíåñ-ðåñóðñ³â ³ ñïðèÿº çàõèùåíîñò³ ¿õ åêîíîì³÷íèõ ³íòåðåñ³â. Àêöåíòîâàíî, ùî çàðóá³æí³
êîìïàí³¿ óñï³øíî çàñòîñîâóþòü ìîäåë³ óïðàâë³ííÿ ðåïóòàö³ºþ.
Êîíñòàòîâàíî, ùî á³ëüø³ñòþ óêðà¿íñüêèõ ï³äïðèºìñòâ äî
òåïåð çàñòîñîâóºòüñÿ ëèøå ôðàãìåíòàðíà ñèñòåìà óïðàâë³ííÿ ðåïóòàö³éíèìè ðèçèêàìè, ùî íå äîçâîëÿº îïåðàòèâíî ¿õ
â³äñë³äêîâóâàòè òà ñâîº÷àñíî âæèâàòè çàõîäè ùîäî ¿õ óïåðåäæåííÿ ÷è ì³í³ì³çàö³¿. Íàãîëîøåíî íà çíà÷èìîñò³ ðåïóòàö³éíîãî àóäèòó ÿê ³íñòðóìåíòó óïðàâë³ííÿ êîíêóðåíòîñïðîìîæí³ñòþ ï³äïðèºìñòâà. Ï³äêðåñëåíî â³äñóòí³ñòü ºäèíèõ ï³äõîä³â
äî òðàêòóâàííÿ ïîíÿòòÿ «ðåïóòàö³éíèé àóäèò». Óí³ô³êîâàíî
ðîçìà¿òòÿ òðàêòóâàííÿ ïîíÿòòÿ «ðåïóòàö³éíèé àóäèò» òà
äîïîâíåíî íàóêîâèé òåçàóðóñ àâòîðñüêèì âèçíà÷åííÿì äàíîãî
ïîíÿòòÿ, ñôîðìîâàíèì çà ôóíêö³îíàëüíèì ï³äõîäîì, çà ÿêèì
ï³ä «ðåïóòàö³éíèì àóäèòîì» âàðòî ðîçóì³òè ³ì³äæåâå äîñë³äæåííÿ æèòòºä³ÿëüíîñò³ ñóá’ºêòà ðåïóòàö³¿, ñïðÿìîâàíå íà
îö³íþâàííÿ ðåïóòàö³éíîãî ñåðåäîâèùà éîãî ôóíêö³îíóâàííÿ òà
âèçíà÷åííÿ êëþ÷îâèõ ôàêòîð³â ðåïóòàö³éíîãî ðèçèêó ç ìåòîþ
ñâîº÷àñíîãî êîðåãóâàííÿ ìåòîä³â êîìóí³êàö³¿ òà ïðèéíÿòòÿ
êîíñåíñóñíèõ ð³øåíü ùîäî ïîë³ïøåííÿ âçàºìîâ³äíîñèí ç³ ñòåéêõîëäåðàìè òà óñï³øíîãî ðîçâèòêó á³çíåñó. Ðîçãëÿíóòî âèäè ðåïóòàö³éíîãî àóäèòó òà êîðîòêî îõàðàêòåðèçîâàíî ¿õ â³äì³íí³
ðèñè. Çàïðîïîíîâàíî åòàïîëîã³þ ðåïóòàö³éíîãî àóäèòó òà äàíî
õàðàêòåðèñòèêó êîæíîìó ç éîãî åòàï³â: ï³äãîòîâ÷îãî (îðãàí³çàö³éíîãî) åòàïó; åòàïó äîñë³äæåíü ³ çàêëþ÷íîãî åòàïó. Äîâåäåíî, ùî çàïðîâàäæåííÿ ïîäàíèõ ïðîïîçèö³é ùîäî åòàïîëîã³¿
çä³éñíåííÿ ðåïóòàö³éíîãî àóäèòó ñïðèÿòèìå åôåêòèâíîìó óïðàâë³ííþ ðåïóòàö³éíèìè ðèçèêàìè òà â³äïîâ³äíî êîíêóðåíòîñïðîìîæí³ñòþ ï³äïðèºìñòâ.
Êëþ÷îâ³ ñëîâà: êîíêóðåíòîñïðîìîæí³ñòü ï³äïðèºìñòâà,
ðåïóòàö³ÿ ï³äïðèºìñòâà, ðåïóòàö³éíèé àóäèò, óïðàâë³ííÿ
êîíêóðåíòîñïðîìîæí³ñòþ ï³äïðèºìñòâà, óïðàâë³ííÿ
ðåïóòàö³ºþ ï³äïðèºìñòâà

ÐÅÏÓÒÀÖÈÎÍÍÛÉ ÀÓÄÈÒ ÊÀÊ ÈÍÑÒÐÓÌÅÍÒ
ÓÏÐÀÂËÅÍÈß ÊÎÍÊÓÐÅÍÒÎÑÏÎÑÎÁÍÎÑÒÜÞ
ÏÐÅÄÏÐÈßÒÈß
Òêà÷åíêî Í.Ì., Ëåâ÷åíêî Í.Ì.
Â ñòàòüå êîíñòàòèðóåòñÿ, ÷òî â óñëîâèÿõ íåñòàáèëüíîé è íåïðåäñêàçóåìîé êîíêóðåíòíîé ñðåäû ïîëîæèòåëüíàÿ
ðåïóòàöèÿ ïðåäïðèÿòèé ñòàíîâèòñÿ âàæíûì ñðåäñòâîì óêðåïëåíèÿ èõ ðûíî÷íûõ ïîçèöèé, ïîñêîëüêó îáåñïå÷èâàåò äîïîëíèòåëüíûå êîíêóðåíòíûå ïðåèìóùåñòâà, îáëåã÷àåò äîñòóï ê
áèçíåñ-ðåñóðñàì è ñïîñîáñòâóåò çàùèòå èõ ýêîíîìè÷åñêèõ èíòåðåñîâ. Àêöåíòèðîâàíî, ÷òî çàðóáåæíûå êîìïàíèè óñïåøíî
ïðèìåíÿþò ìîäåëè óïðàâëåíèÿ ðåïóòàöèåé. Êîíñòàòèðîâàíî,
÷òî áîëüøèíñòâîì óêðàèíñêèõ ïðåäïðèÿòèé äî ñèõ ïîð ïðèìåíÿåòñÿ òîëüêî ôðàãìåíòàðíàÿ ñèñòåìà óïðàâëåíèÿ ðåïóòàöèîííûìè ðèñêàìè, ÷òî íå ïîçâîëÿåò îïåðàòèâíî èõ îòñëåæèâàòü è ñâîåâðåìåííî ïðèíèìàòü ìåðû ïî èõ ïðåäóïðåæäåíèþ
èëè ìèíèìèçàöèè. Îòìå÷åíî çíà÷èìîñòü ðåïóòàöèîííîãî àóäèòà êàê èíñòðóìåíòà óïðàâëåíèÿ êîíêóðåíòîñïîñîáíîñòüþ ïðåäïðèÿòèÿ. Ïîä÷åðêíóòî îòñóòñòâèå åäèíûõ ïîäõîäîâ ê òðàêòîâêå ïîíÿòèÿ «ðåïóòàöèîííûé àóäèò». Óíèôèöèðîâàíî ðàçíîîáðàçèå òðàêòîâêè ïîíÿòèÿ «ðåïóòàöèîí-íûé àóäèò» è äîïîëíåí íàó÷íûé òåçàóðóñ àâòîðñêèì îïðåäåëåíèåì äàííîãî ïîíÿòèÿ, ñôîðìèðîâàííûì ïî ôóíêöèîíàëüíîìó ïîäõîäó, ñîãëàñíî êîòîðîìó ïîä «ðåïóòàöèîííûì àóäèòîì» ñëåäóåò ïîíèìàòü
èìèäæåâîå èññëåäîâàíèÿ æèçíåäåÿòåëüíîñòè ñóáúåêòà ðåïó-
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òàöèè, íàïðàâëåííîå íà îöåíêó ðåïóòàöèîííîé ñðåäû åãî ôóíêöèîíèðîâàíèÿ è îïðåäåëåíèå êëþ÷åâûõ ôàêòîðîâ ðåïóòàöèîííîãî ðèñêà ñ öåëüþ ñâîåâðåìåííîé êîððåêòèðîâêè ìåòîäîâ
êîììóíèêàöèè è ïðèíÿòèÿ êîíñåíñóñíûõ ðåøåíèé ïî óëó÷øåíèþ âçàèìîîòíîøåíèé ñî ñòåéêõîëäåðàìè è óñïåøíîìó ðàçâèòèþ áèçíåñà. Ðàññìîòðåíû âèäû ðåïóòàöèîííîãî àóäèòà è
êðàòêî îõàðàêòåðèçîâàíû èõ îòëè÷èòåëüíûå îñîáåííîñòè.
Ïðåäëîæåíà åòàïîëîãèÿ ðåïóòàöèîííîãî àóäèòà è äàíà õàðàêòåðèñòèêà êàæäîì èç åãî ýòàïîâ: ïîäãîòîâèòåëüíîãî (îðãàíèçàöèîííîãî) ýòàïà; ýòàïà èññëåäîâàíèé è çàêëþ÷è-òåëüíîãî
ýòàïà. Äîêàçàíî, ÷òî ïðèìåíåíèå íà ïðàêòèêå ïðåäëîæåíèé
ïî åòàïîëîãèè îñóçåñòâëåíèÿ ðåïóòàöèîííîãî àóäèòà áóäåò
ñïîñîáñòâîâàòü ýôôåêòèâíîìó óïðàâëåíèþ ðåïóòàöèîííûìè
ðèñêàìè è ñîîòâåòñòâåííî êîíêóðåíòîñïîñîáíîñòüþ ïðåäïðèÿòèé.
Êëþ÷åâûå ñëîâà: êîíêóðåíòîñïîñîáíîñòü ïðåäïðèÿòèÿ,
ðåïóòàöèÿ ïðåäïðèÿòèÿ, ðåïóòàöèîííûé àóäèò, óïðàâëåíèå
êîíêóðåíòîñïîñîáíîñòüþ ïðåäïðèÿòèÿ, óïðàâëåíèå
ðåïóòàöèåé ïðåäïðèÿòèÿ
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The article notes that the positive reputation of enterprises in
an unstable and unpredictable competitive environment becomes an
important means of strengthening their market position, as it provides
additional competitive advantages, facilitates access to business
resources and protects their economic interests. It is emphasized that
foreign companies successfully apply reputation management models.
It is stated that most Ukrainian enterprises still use only a fragmented
system of reputation risk management, which does not allow monitoring
promptly them and taking timely measures to prevent or minimize
them. The importance of reputational audit as a tool for managing
the competitiveness of the enterprise is emphasized. The lack of
uniform approaches to the interpretation of the concept of “reputational
audit” is emphasized. The diversity of interpretation of the concept
of “reputational audit” is unified and the scientific thesaurus is
supplemented by the author’s definition of this concept, formed by
the functional approach, according to which “reputational audit”
should be understood as the image study of the life of the reputation
entity, aimed at assessing the reputational environment of its operation
and identify key factors of reputational risk in order to timely adjust
communication methods and make consensus decisions to improve
relationships with stakeholders and successful business development.
The types of reputational audit are considered and their distinctive
features are briefly described. The etapology of reputation audit is
offered and the characteristic of each of its stages is given: preparatory
(organizational) stage; research stage and the final stage. It is proved
that the introduction of the submitted proposals on the stage of
reputational audit will contribute to the effective management of
reputational risks and, accordingly, the competitiveness of enterprises.
Keywords: enterprise competitiveness, enterprise reputation, reputation audit, enterprise competitiveness management,
enterprise reputation management
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