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INTRODUCTION

Relevance of the research topiclThe certainty of stakeholder trust in the
organization is of greatest importance. Global dodal crises destabilize
stakeholder trust in various business sectors. iizghons are affected by
growing distrust in business because organizaiwasdusiness units which are
sensitive to any changes and fluctuations in theral business environment
(“Edelman”, 2017; “Lietuvos statistikos departanasit 2017; Public relations
agency “Nova media”, 2013). The efforts of orgatimas to maintain
stakeholder trust are interfered by uncontrolledneenic, political or legal
government decisions. Lithuanian and foreign ecastsmare increasingly
talking about the growing business uncertainty Whian cause a global business
crisis regarding the instability of global financiaarket, the refugee crisis in
Europe, “Brexit” and geopolitical instability.

According to long-term research data provided bglén (2017)over
the past 17 years, global trust in non-governmemitganizations, government,
the media and business has reached a stagnanttieeedf three countries in the
world have seen a fixed generalized distrust inafegementioned institutions.
Distrust in business is associated with public feaoverwhelming changes in
business and markets, the globalization that ela¢ms business organizations to
adapt to global business standards. As a resdt]Jatal business structure is
suffering — the country’s economy slows down, &edtises on the global rather
than local markets reducing the number of jobsiepthinks that this situation
is caused by the free-trading policy. The openoéssarkets which promises to
address the problem of poverty and reduce it byeasing the affordability of
mass consumer products has opened the doors tperhi@hor supply causing
societal uncertainty for the future. Public distrua business is further
exacerbated by the fear of unemployment growth lwhé characterized by
business shift to cheaper markets, work automadioeh the threat of cheaper
workforce due to changes in the immigration pol(iEgelman, 2017).

This overall decline of trust in business shows stakeholder trust in
organizations varies according to the situatiobusiness, in a country or in the
world. Most organizations cannot dissociate from¢hanges which occur in the
global business context. In order to minimize tlemsequences of the global
crisis of trust, organizations should strengthem titust between them and the
stakeholders at the individual level of interface.

According to Shamma (2012), changes in businesgament should
encourage organizations to abandon the easiest twagnanage crises. If
previously the organization sought to resolve eingrgrises and return to
normal activities as quickly as possible withoueldeg a long-term problem
solution, in today’s business environment, the pizgtion must guarantee full
sustainability of future activity. In the face dddiay’s global trust crisis, an
organization should look for a long-term solutiar the problem of distrust in

5



order to ensure stakeholders’ trust in the orgaioizaOne way is to concentrate
on corporate reputation since it is treated as laabde and sustainable asset
which accompanies the organization throughout ikstile (Araci, 2015;
Agarwal, Osiyevskyy and Feldman, 2015; Barnettmier and Lafferty, 2006;
Chun, 2005; Feldman, Bahamonde and Bellido, 201dimiH 2007; Maden,
Arikan, Telci and Kantur, 2012; Podnar, TuSkej gadlob, 2012; Shamma,
2012; Shamma, Hassan, 2009; Siano, Kitchen ande@onf010; Varey, 2002;
Walker, 2010).

Corporate reputation is intended to highlight tladues and beliefs of the
organization, to demonstrate how the organizationes to achieve its goals and
makes management decisions (Varey, 2002). Manyntisfi® agree that
corporate reputation positively determindee trust of the stakeholders as
persons(Ahluwalia, Burnkrant and Unnava, 2000; Ali, Lyndflelewar and Jin,
2015; Coombs, Holladay, 2006; Curras-Perez, SarGaezia, 2016; Dowling,
2004b; Fuller, Serva and Benamati, 2007; Greenwdh Buren lll, 2010;
Grunwald, Hempelmann, 2010; lannuzzi, 2000; Jal@is®006; Jalilvand,
Vosta, Mahyari and Pool, 2017; Jimenez, San-Mag&016; Jones, Jones and
Little, 2000; Lewitski et al., 2006; Mui, Mohtashemnd Halberstadt, 2002;
Park, Gunn and Han, 2012a; Sah, Abdullah, 2016a%ch2009; Siomkos,
Kurzbard, 1994; Siomkos, Shrivastava, 1993; Solamisty, 2015; Swift, 2001;
Tong, 2015; van der Merwe, Puth, 2014; Verhoevam, Moof, Keurs and van
Vuuren, 2012; Walsh, Beatty, 2007and the trust of the stakeholders as
organizationgAli et al., 2015; Bachmann, Inkpen, 2011; Benn@tbriel, 2001;
Doney, Cannon, 1997; Gluckler, Armbruster, 2003g&awood, Van Buren lll,
2010; Hansen, Samuelsen and Silseth, 2008; Huailkingdn, 2013; lannuzzi,
2000; Keh, Xie, 2009; Milan, Eberle and Bebber, 20%chanz, 2009; Schilke,
Cook, 2013; Swift, 2001; van der Merwe, Puth, 20Jcording to Dowling
(2004b), in some cases the organization does rext &éave to strive to earn
stakeholder's trust — corporate reputation shapges positive attitude of
stakeholders towards the organization as a trusitywabject of relationship.

Stakeholder’'s trust in an organization based ompamwte reputation
generates value for the organization. In scientiferature, this value is most
often analyzed in the context of good long-ternatiehships with stakeholders
(Keh, Xie, 2009; Omar et al., 2009; Siano et 1@, emphasizing the impact
of corporate reputation-based stakeholder trustérorganization on consumers’
buying behavior, the attraction of potential empgley, shareholders and
suppliers, community-based and government-friendgpproaches to
organization. Moreover, the security of organizagioresistance to crises which
is widely discussed in scientific literature asrgethe result of high corporate
reputation and stakeholder trust (Coombs, Hollada906; Curras-Perez,
Sanchez-Garcia, 2016; Dowling, 2004b; Grunwald, pelmann, 2010; Schanz,
2009; Siomkos, Shrivastava, 1993; Sohn, Larisci52@ives a particular value
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to organizations operating in a dynamic businesgr@mment. The researchbyg
the global market research companies on the implacbrporate reputation on
stakeholder trust in an organization and its adfézet reveal that the lack of
ability of the organization to ensure stakeholdestt on the base of corporate
reputation leads to an increase of economic andalsdears in society
(“Edelman”, 2017). Various political, economic ahdsiness crises negatively
impact corporate reputation which leads to a detmgdevel of stakeholder trust
in organizations and higher economic and sociakratty in society. Recent
insights of scientists and global market reseammpanies suggest that high
corporate reputation-based stakeholder trust inrganization can provide both
short and long-term economic and social value frelations with stakeholders,
as well as help to survive in today’s economicaliygl socially complex business
context. On the ground of above-mentioned arguméntsan be stated that in
the prospect of today’s scientific research, thgjextt of the impact of corporate
reputation on stakeholder trust in an organizaisqrarticularly relevant.

Reasoning of the scientific problem.Having revealed the need to
investigate the impact of corporate reputation dakeholder trust in an
organization, related existing scientific reseamghre reviewed to find the
solutions to increase stakeholder trust. The oeervihas revealed one
fundamental problematic aspectthe research of the impact of corporate
reputation on stakeholder trust in an organizatienbeing developed in the
prospect of only one stakeholder.

The results of the analysis highlight those stalddrs which are found in
the research of the impact of corporate reputationstakeholder trust in an
organization. In such research areas as marketidgrenagement, researchers
are mainly focusing on the impact of corporate taflon on customers’ trust in
an organization (Ahluwalia et al., 2000; CurraseerSanchez-Garcia 2016;
Fuller et al.,, 2007; Grunwald, Hempelmann, 2010jlvdad et al., 2017,
Jimenez, San-Martin, 2016; Keh, Xie, 2009; Parklet2012a; Sah, Abdullah,
2016; Walsh, Beatty, 2007). Research regarding eyepk (Gillespie and Dietz,
2009; Stopper et al., 2003), suppliers (Bachmankpdn, 2011; Milan et al.,
2015), and the community (lannuzzi, 2000; Jahans@®06) are infrequent.
Meanwhile, in the field of communication, the impa€ corporate reputation on
consumer (Mui et al., 2002; Schanz, 2009; Sianoalet 2010; Siomkos,
Shrivastava, 1993), employee (Schanz, 2009; Siara.e2010), community
(Coombs, Holladay, 2006; Sohn, Lariscy, 2015; Vexmm et al.,, 2012),
shareholder (Jones et al., 2000; Schanz, 2009¢ ®@al., 2010; Tong, 2015) or
other unmentioned (research of theoretical natstafjeholders’ trust (van der
Merwe, Puth, 2014) is being investigated.

Notwithstanding the tendency to focus researchefitnpact of corporate
reputation on one stakeholder’s trust in an org#itn, it is not always the right
decision to concentrate on the research concemniegstakeholder in order to
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solve the overall decline of stakeholder trust.tSstrdies limit the possibility of
foreseeing the purposefulness of managing diffeametas of organization’s
activities which are related to corporate reputatio order to increase the trust
of many stakeholders, the organization should knehich areas of the
organization activities should be the highest figiorThe single efforts of an
organization to meet the expectations of certaiaketiolders direct the
organization towards a particular and a very nardivection of managing
corporate reputation on purpose, i.e. to enharadebkblder trust. Meanwhile, a
comprehensive perception of the aspects of corpaegiutation which can help
to secure different stakeholders’ trust in one pizgtion provides an
opportunity to select the most appropriate straegif managing stakeholder
trust in an organization. Such approach to stakihdtust management prevents
the contraposition of stakeholders and allows ttgamization to achieve the
trust of several stakeholders, combining differaneas of activities. With
reference to these provisions, the importance affckéng for decisions how to
manage corporate reputation in order to ensurétiseof several stakeholders is
highlighted.

Contrary to the above-mentioned insights, resedocimd in scientific
literature does not allow to come to a conclusidowd the impact of one
organization’s reputation on several stakeholdgust. Meanwhile, proposing a
systemic approach by combining the existing sdientesearch would not be
correct due to the different context in which tiésearch is conducted. It should
be mentioned that the research considering sestakéholders is being carried
out by global market research companies but thdaonental problem of these
studies is undetermined scientific validity. Markeesearch companies
empirically investigate the impact of corporate utgption on several
stakeholders’ trust in an organization but rely stakeholder selection criteria
known only to these companies. The lack of valaientific approach to the
research of impact of corporate reputation on sév&nakeholders’ trust in an
organization does not provide any solutions to @ase stakeholder trust in
organizations. On the basis of the aforementiorrgdiraents, this dissertation
seeks to expand the scientific knowledge on thestipre by assessing the impact
of one organization’s reputation on several staldgig’ trust in the
organization. Hereby, highlighting the need to Btigate key stakeholders’
trust in an organization. The key stakeholders h&een identified as
fundamental, assuming that this will enable to idgrihe stakeholders closely
linked to the organization which can assure thetasusbility of the
organization’s activities.

Moreover, sientific literature has revealed thasesech regarding the
impact of corporate reputation on stakeholder tiustn organization is carried
out in the lack of multidimensionality of corporatputation and the diversity in
stakeholder trust types (compared to surveys cdeduby global market
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research companies). Therefore, it is stated thatetis a need not only to
investigatekey stakeholder trust in an organization but also to revediich
dimensions of corporate reputation has the impattaocertain type of
stakeholder trust in the organization.

Consequently, the discussed research areas alldeokoat the research
question complexly (from the perspective of therglity of stakeholders
involved in the study) and to provide a more dethinterpretation (in terms of
the multidimensional nature of corporate reputgtighus proposing a deeper
perception of the impact of one organization’s tepan on several
stakeholders’ trust in the organization. In thistext, the problem is formulated
as the following questionhat is the impact of corporate reputation on key
stakeholder trust in an organization?Which dimensions of corporate
reputation determine a certain type of key stakedef's trust in the
organization?

The object of scientific researctstakeholder trust in an organization as a
result of corporate reputation.

The aim of scientific researchto theoretically substantiate the impact of
corporate reputation on stakeholder trust in aramigation and to empirically
assess the impact of corporate reputation andntsrgions on a certain type of
key stakeholder’s trust in the organization.

The tasks of scientific research:

1. To generalize a variety of approaches to corpaegiatation and to refine
the dimensions of corporate reputation on the bakiketerogeneity of
corporate reputation between different stakeholders

2. To reveal the essentiality of stakeholder trusaimorganization and to
theoretically justify the impact of different comate reputation
dimensions on stakeholder trust in an organization.

3. To construct a conceptual model of the impact oporate reputation on
key stakeholders’ trust in an organization.

4. To prepare methodological approaches intended tpirally verify a
conceptual model of the impact of corporate reputaton key
stakeholders’ trust in an organization.

5. To empirically verify a conceptual model of the iagp of corporate
reputation on key stakeholders’ trust in an orgation.

6. To propose recommendations to solve the problemmaihtaining key
stakeholders’ trust in an organization and to iiderthe directions of
further research.

The process and methods of researciihe logic behind this research is
revealed in the three stages of the dissertafltre first stageincludes the
analysis of concepts of corporate reputation, $takkers and stakeholder trust in
organizations as well as an interpretation of #lationship between corporate
reputation and stakeholder trust in an organizatifter analysing the concept
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of corporate reputation, a variety of approachesdgporate reputation was
generalized and the dimensions of corporate reipuatatere refined. As a result
of stakeholder conception analysis and stakeholdentification, four key
stakeholders of an organization have been subatadtiheoretically: customers,
employees, shareholders and suppliers. Wheream#igsis of stakeholder trust
in an organization allowed highlighting three furmdantal trust types: calculus-
based, knowledge-based and identification-basedst.truiMoreover, an
interpretation of the relation between corporaggutation and stakeholder trust
in the organization was achieved: multiple appreacto stakeholder trust in an
organization were generalized, the relation betweerporate reputation and
stakeholder trust in an organization was reveadsd,approach towards the
impact of corporate reputation on stakeholder tinsan organization on the
basis of different dimensions of corporate repatatiwas substantiated
theoretically. As a result, a conceptual model & timpact of corporate
reputation on key stakeholders’ trust in an orgation was prepared.

The second stagmcludes the main aspects of the methodologicdl. pa
This part of the dissertation provides the argumgon of the context of
empirical research which substantiates the decigmnfurther empirically
research the case of pharmacy chain Camelia anpoges methodological
provisions. Moreover, an instrument of empiricalaarch was developed.

With regards to the insights generated during itts¢ dnd second stages of
the dissertationthe third stagentends to empirically verify a conceptual model
of the impact of corporate reputation on key stakddrs’ trust in an
organization in the case of investigated pharmdwgin; propose the results,
conclusions and recommendations of the dissertation

Methods of data collection applied in the dissétatare: analysis of
scientific literature, a semi-structured interviand a questionnaire survey.

Research limitations.The limitations of this research are associatett wit
1) a small general population of shareholders. fgsearch of the impact of
corporate reputation on shareholder trust in tlgaoization was restricted to the
research of the importance of corporate reputatiorensions to shareholders of
the investigated pharmacy chain. The second lifoitats related to 2) the
standardization of the research instrument. Theares instrument was applied
to the examined population. For this reason, it wanbe applied to studies of
another population or sector.

Scientific novelty and theoretical significance ofthe dissertational
research:

= The approach to the topic of the dissertation veaedon the identification
of stakeholder trust criteria and the dimensionsasporate reputation (by
their similarity of meaning) which allowed to thetically justify the
impact of corporate reputation dimensions on stakkdt trust in an
organization. The study contributes to the develapmof theoretical
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scientific works substantiating the impact of cogie reputation on

stakeholder trust in an organization.

The prepared conceptual model of the impact of @ate reputation on

key stakeholder trust in an organization in casdoaf key stakeholder

groups fills the gap which exists in scientificelidture regarding the
impact of one organization’s reputation on sevstakeholders’ trust in an
organization.

The dissertational research allows to look at timpact of corporate

reputation on stakeholder trust in an organizafiom a wider and more

comprehensive scientific perspective. Firstly, stakder trust in an

organization is assesed in the multidimensionaltexdnof corporate

reputation. Secondly, different types of stakeholttest was assessed.
Such research provides an opportunity to bettearpmet the impact of

corporate reputation on stakeholder trust in ammiation by comparing

the theoretical insights and empirical findings wsll as reasonably
identifying the directions of future research.

Practical significance of the research:

The results of the theoretical study which revd@ significance of

corporate reputation as a multi-dimensional contarc stakeholder trust
in an organization are valuable to all organizaiseeking to find a way
to suspend the loss of stakeholder trust, mairdaianhance stakeholder
trust through proper perception and manage corpaegutation (when

the purpose is stakeholder trust in an organization

The results of empirical research are oriented tdsvéhe pharmaceutical
sector and contribute to the development of trasted relationships with
stakeholders of organizations operating in thistsecHowever, a

conceptual model of the impact of corporate rejtadn key stakeholder
trust in an organization can be used in practicerganizations operating
in various sectors.

The value of the adaptability of the results idewtkd in preparing and
developing marketing and communication strategiesl adapting these
strategies to separate stakeholders with the ndfian this can help

strengthen stakeholder trust in an organization.

Scientific approbation and dissemination of dissegtion results.

Scientific publications on the topic of dissertatiwere published in two articles
of the I1SI Web of Science databases containingcttagion index and in two
articles of the Web of Science database withoutcitagion index. Moreover,
two reports have been presented at internatiomatsiic conferences.

The structure of the dissertation. The dissertation consists of an

introduction, three chapters, conclusions, refezsrand annexes. The volume of
the dissertation without the list of referencest 6f scientific publications and
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annexes is 162 pages. The dissertation containsaldles, 21 figures, 369
literature sources and 8 appendixes.
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REVIEW OF THE DISSERTATION CONTENT

1. THEORETICAL SUBSTANTIATION OF THE IMPACT OF
CORPORATE REPUTATION ON STAKEHOLDER TRUST IN AN
ORGANIZATION

Section 1.1.presents an analysis of corporate reputation. iGotgd with
different scientific approaches to corporate refota the analysis of
heterogeneity of corporate reputation sabsection 1.1.lallows to state that
corporate reputation is the result of present amgdional performance which
reflects in the information gathered by stakehadebout the organization,
during stakeholder familiarity, emotional appealdaexperience with the
organization. Such definition is the result of theoretical study of corporate
reputation which stated that stakeholders perceivgorate reputation by
different dimensions (Feldman et al., 2014; Fiedi¢rchgeorg, 2007; Helm,
2007; Varey, 2002; Walker, 2010). A deeper analydigshe dimensions of
corporate reputation was performedsirbsection 1.1.2Although researchers, as
well as one of the world’s largest market reseanl consulting companies,
use various dimensions of corporate reputatioméir tstudies, a comprehensive
analysis of the scientific literature and methodws used by these companies
has revealed that a majority of the dimensionsbailel on six basic dimensions
suggested by Fombrun, Gardberg and Sever (200@seTtimensions include
financial performance, vision and leadership, potsiland services, workplace
environment, social responsibility and emotionalpegd. Some subsequent
scientists divided these dimensions into smallezsom order to higlight the
aspects of corporate reputation significant atedéht times. The result of these
insights is a comprehensive and generalized stmiabfi corporate reputation
which can reflect various scientific approachethsubject.

Section 1.2.presents the analysis of stakehold&absection 1.2.1is
based on the prevailing scientific perspective Wwhiproposes that the
relationship between corporate reputation and bwllder trust in an
organization is based on dependence on certairunas® which are vital to
organizations (Casciaro, Piskorski, 2005; Huangd@er 2007; Mitchell, Agle
and Wood, 1997; Neville et al., 2005; Post, Prestod Sachs, 2002; Wolf,
2014). This approach explains why, to this day, deénition of stakeholders
suggested by Freeman (1984) is still unambiguossiyported by scientists.
With reference to Freeman (1984), “stakeholdemig group or individual who
can affect or is affected by the achievement ofoifgmnization’s objectives” (pp.
46). This definition is also used in this disseotatSubsection 1.2.2eveals the
problem of the absence of a construct for identifystakeholders general to all
organizations. The author of the dissertation matyaed different approaches of
grouping stakeholders based on Donaldson and Rrés8®5), who state that all
stakeholders are equally important to an organmipatiThese approaches are
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based on different criteria for stakeholder releeamo an organization. This
induced a requirement to identify key stakeholdefsan organization with
respect to the fact that theoretical study of dtalder identification did not
allow to objectivelly justify the most importantageholders of an organization.
Four key stakeholders of an organization were ifiedt and argued in
subsection 1.2.3with reference to two approaches of grouping th&eholders
— the use of stakeholder power to the organizgsome researchers treat it as an
organization’'s dependency on the resources provigestakeholders) (Bryson,
2004; Florea, Florea, 2013; Freeman, 1984; Gil-eafa, Paula, 2013; Gregory,
2007; Henriques, Sadorsky, 1999; Mitchell et a8897; Polonsky, Scott, 2005)
and stakeholders’ closeness to the organizatiohL@uente, Paula, 2013).
Such grouping allows to dissasociate from the ingrare of stakeholders’
function in the organization (highlighting the sthiblders which are significant
only in a particular context, e.g. internal or extd, normative stakeholders).
Key stakeholders are consumers, employees, shderhadnd suppliers. These
stakeholders have a significant impact on the perdmce of an organization and
regularly interact with the organization.

Section 1.3.presents the analysis of stakeholder trust in garozation.
Subsection 1.3.1discusses the perception of trust in differentetiperiods. It
highlights certain differences of the perception tofst construct which is
specific to each period and allows to generatergetion of trust which would
reflect the reality of our day. The subsectionroathat trust is a construct which
expresses the link between interacting partiesfadditates the survival of the
organizationSubsection 1.3.2s based on the analysis of trust in the persgecti
of different scientific approaches. Since reseacheok at stakeholder trust
from many different perspectives, the analysis rott was conducted with
regards to its nature and types. The analysis adadlthat the formation of trust
is best reflected by three types of trust (calcllased, knowledge-based and
identification-based) which can gradually move frone type to another.

Section 1.4 presents a theoretical interpretation of the imp&corporate
reputation on stakeholder trust in an organizat®ubsectionl.4.1. discusses
two of the most controversial approaches towards riflationship between
corporate reputation and stakeholder trust in gameation. The first approach
proposes that corporate reputation determines Isbdder trust in an
organization. The second approach proposes th&elsilder trust in an
organization is the level of strength of corponaputation. Both approaches are
based on the abundance of theoretical and empgiaahtific research as well as
the methodologies of corporate reputation and mesisurement used by global
market research and consulting companies. As dtrebe first approach is
chosen and defended in the dissertation becausmninast to the alternative,
this approach reveals how to achieve stakeholdst tn an organization using
certain dimensions of corporate reputati@®ubsection 1.4.2addresses the
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problem of the impact of corporate reputation oa ttust of one stakeholder
group in an organization. The analysis of differegearch areas has confirmed
that the topic of the impact of corporate reputatamn stakeholder trust in an
organization is often developed in the context ofycone stakeholder group.
This stimulated to theoretically justify the impaat corporate reputation on
separate stakeholders’ trust in an organizatiorortter to fulfill this task, the
criteria for determining the trust of key stakelarldvere identified. Also, the
relation between stakeholder criteria of trust atichensions of corporate
reputation by their similarity of meaning was detared. The reseach allows to
conclude that corporate reputation can be reasprasidered to be a factor of
stakeholder trust.

The findings obtained during the theoretical staflpwed to generate a
conceptual model of the impact of corporate repantiatn key stakeholders’ trust
in an organization proposed $ection 1.5.The aforementioned model reflects
the direction of the impact of corporate reputationkey stakeholders’ trust in
an organization (see Figure 1).

CORPORATE REPUTATION

The dimension of financial

performanc
STAKEHOLDER
The dimension of vision and TRUST IN
leadership ORGANIZATION
The dimension of products and Calculus-based
services
The dimension of workplace Knowledge-based
environment
Identification-based
The dimension of social

responsibility

The dimension of emotional
appeal

Figure 1. A conceptual model of the impact of corporate tafion on key
stakeholders’ trust in an organization

2. THE METHODOLOGY OF RESEARCH OF THE IMPACT OF
CORPORATE REPUTATION ON STAKEHOLDER TRUST IN AN
ORGANIZATION

Section 2.1.is dedicated to the context of the empirical reseaEvery
year, trust in the pharmaceutical sector decrddeeia often identifies this
sector with the pharmacy sector thus wantonly ecihgnpublic distrust of
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pharmacies. In order to find solutions to prevemt pharmacy sector from
further gainingpublic distrust, it was decided #rrg out the empirical part of
the research in the highly reputable pharmacy cBamelia, since it has been
recognized as one of the best-performing companitte past two years.

Section 2.2.reveals that the empirical research is based agnpatism
epistemological position which encourages to irdatgrdifferent research
methods only when the need arises. The researelgraies qualitative and
quantitative research methods with reference to abksumption that mixed
research methods complement each other and prealdable knowledge to the
researcher (Johnson, Onwuegbuzie, 2004; MuskatkBlan and Muskat, 2012;
Spillman, 2014; Rocco, Bliss, Gallagher and Penmezi®, 2003).

Section 2.3.contains detailed information on the aims, tasledection
methods, sample size, research tools, the prockgheoresearch, and the
methods used to analyze the research data.

Subsection 2.3.1lillustrates the methodology of qualitative reskaithe
aim of qualitative researcls to itemize the indicators of corporate repuotatito
define the types of shareholder trust and the dénes of corporate reputation
which are important to the shareholders of the stigated pharmacy chain. In
order to meet the ainthe followingtasks were set:

1. To assess the stakeholders’ perception towardsinttieators which
measure the dimensions of corporate reputation.

2. To itemize the indicators of corporate reputatioroider to better reflect
corporate reputation nowadays.

3. To define the types of shareholder trust in theestigated pharmacy
chain.

4. To define the dimensions of corporate reputationckvtare important to
the shareholders of the investigated pharmacy chain

The interview methodvas chosen for qualitative research. In order to
implement the first task, interviews were conductéth three stakeholders —
consumers, employees and suppliers. To implemenselcond task, interviews
were conducted with the shareholders of the ingatgd pharmacy chaihe
selection methodas random samplinghe sample siz&as determined without
using any statistical methods to calculate the $amsjze since they are not
necessary when choosing random sampling. The @seample included 5
customers, 8 employees, 2 suppliers, and 3 shakeisolof the investigated
pharmacy chainThe instrument of qualitative research intendednmplement
the first taskwas prepared on the basis of indicators measurorgocate
reputation proposed by Fombrun et al. (2000), Obr€duentes, Martinez-
Leon and Davies (2014) and Schwaiger (2004)e instrument of qualitative
research intended to implement the second waskprepared on the basis of the
theoretical study of the impact of corporate refotaon stakeholder trust in an
organization and the results of qualitative redearegarding customers,
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employees and suppliers. The rates measuring sildeghrust in organization
were determined with reference to the trust memguscale proposed by
Olekalns, Lau and Smith (200Methods used to analyze the research data:
content analysis.

Subsection 2.3.2llustrates the methodology of quantitative reskafhe
aim of the quantitative researdh to empirically verify the impact of corporate
reputation on a certain type of key stakeholdexssttin an organization in the
investigated pharmacy chain. In order to achiewe @hm, the following tasks
were set:

1. To empirically verify the impact of corporate regtibn on a certain type
of consumers’ trust in an organization.

2. To empirically verify the impact of corporate regitibn on certain type of
employees’ trust in an organization.

3. To empirically verify the impact of corporate regtibn on certain type of
suppliers’ trust in an organization.

Three main hypotheses of the quantitative researte formulated:

H1. Corporate reputation has a positive impact on wmess’ trust in the

organization.

H2. Corporate reputation has a positive impact on eyga'’s trust in the

organization.

H3. Corporate reputation has a positive impact on lgngp trust in the

organization.

The questionnaire survewas chosen as a method for quantitative
research.The selection methoavas random samplingThe sample sizef
customers was determined according to sample $iag proposed by Krejcie
and Morgan (1970) when the size of the populatooagproximate. The sample
size of employees and suppliers was determinedradiocp to sample size
formula proposed by Bartlett, Kotrlik and Higgind001) when the size of the
population is well known. The research sample ietl 508 customers, 296
employees and 23 suppliefhe instrument of quantitative researas well as
the instrument of the qualitative researetas based on the theoretical study on
the impact of corporate reputation on stakeholdesttin an organization and the
results of qualitative research regarding custop@rployees and suppliers. The
instrument for measuring corporate reputation wespgred considering the
indicators for measuring corporate reputation psagldby Fombrun et al. (2000).
The trust measurement scale suggested by da Cestamtlez and dos Santos
(2010) was used to measure customers’ trust inrgan@ation. Respectively,
employees’ and suppliers’ trust in the organizatieas measured using a trust
measurement scale suggested by Olekalns et al7\2@6thods used to analyze
the research data arghe quantitative research data was encoded angisadal
with the SPSS 23.0 statistical data processingrpmme using the extension
“R" of the program.The reliability analysis and construct validity ¢tar)
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analysis were also performed. The reliability analysis havealed that

questionnaires of the quantitative empirical resieds considered to be reliable.
Factor analysis has shown which indicators haveeaemoved from further

analysis so that the indicators of the dimensidn=oorate reputation and trust
types would be better combined with each otherg® thhem in the regression
analysis.

3. FINDINGS OF THE EMPIRICAL RESEARCH ON THE IMPACT OF
CORPORATE REPUTATION ON STAKEHOLDER TRUST IN AN
ORGANIZATION

Section 3.1.is dedicated to discussing the results of qualgatesearch.
After detecting the stakeholders’ inability to paike indicators for measuring
the dimensions of corporate reputation, the indisatvere itemized to ensure
the timeliness of them. Shareholder research hasaled that shareholder trust
in the investigated pharmacy chain is knowledgeetiag\lso, the organization’s
vision and leadership, products and services, anmtpdace environment can be
regarded as the most important dimensions of catporeputation for
shareholders of the pharmacy chain, although iitanfial performance, social
responsibility and emotional attractiveness are alsportant dimensions of
corporate reputation.

Section 3.2.is dedicated to discussing the results of qudivitaesearch.
This sectiompresents a review of the results of four testedessijon models: the
impact of corporate reputation on stakeholder fiusin organization, the impact
of corporate on calculus-based, knowledge-based idedtification-based
stakeholder trust in an organization. All hypotlseséthe research which claim
that corporate reputation has a positive impact stakeholder trust in an
organization have been confirmed. However, noindiépendent variables which
express corporate reputation (i.e. dimensions oparate reputation) have a
positive effect on the dependent variables (thieidiht types of stakeholder trust
in an organization). In customer research, prodacis services, as well as
emotional appeal have a positive impact on all tgpeustomer trust in the
investigated pharmacy chain. Financial performdra®a positive impact on the
calculus-based customer trust, while financial @enince and social
responsibility are important for the identificatibased customer trust. In
employee research, products and services, the Vemekpenvironment and
emotional appeal have a positive impact on theutadebased employee trust in
the pharmacy chain. Financial performance seembetaonsidered to be a
statistically significant regressor for knowledgesbd employee trust in the
organization; however, it explains a limited pamrly 9% of knowledge-based
employee trust in organization. These results dosopport this statistical link.
Meanwhile, the identification-based employee trist the organization is
influenced by financial results, products and smrsj emotional appeal and one
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subdimension of the social responsibility dimensiogsocial and environmental
responsibility. In supplier research, calculus-blasepplier trust is influenced by
vision and leadership, whereas knowledge-based tsusnostly affected by
financial performance. It should be noted that fiieation-based supplier trust
is not affected by any of the dimensions of corf@raputation.

Section 3.3.summarizes and interprets the results of the relsedhe
results of the qualitative study are discussedeitaitlin section 3.1, thus are not
provided here. Chapter 3.3. summarizes the linke/dmn the results gathered
from the empirical research and the insights gdedran the basis of the
theoretical study and provides an interpretatiorthaf results. In summary, a
dissonance between theoretical and empirical fgmlinwas observed.
Researchers’ focus on certain areas of corporgtatagon on the relationship,
relevance or influence to stakeholder trust in agapization is limited.
Empirical research has revealed that the dimersi@motional appeal is poorly
investigated in scientific literature in the corteof the impact of corporate
reputation on stakeholder trust in an organizatidwditionaly, previous
researchers have not evaluated the impact of fiabperformance, and products
and services on employees’ trust in an organizat@©onversely, the impact
relation between the dimension of products andisesvand supplier trust, the
dimension of workplace environment and employee aogdplier trust, the
dimension of emotional appeal and supplier truspleasized in the theoretical
study have not been confirmed by empirical resedfathermore, this chapter
gives a detailed explanation of the results gatheri¢h regards to the impact of
certain dimensions of corporate reputation on gaoetype of key stakeholders’
trust in the organization. A possible responseh® unequal expression of the
impact of corporate reputation dimensions on thypes of stakeholder trust was
proposed.

Finally, combining theoretical and empirical stiglief this dissertation,
the positive impact of corporate reputation (on theunds of different
dimensions) on key stakeholder trust in an orgdioza(on the grounds of
different trust types) can be confirmed. The follogyscheme demonstrantes that
in order to achieve stakeholder trust, the orgditimashould perceive corporate
reputation as a set of key dimensions which areesged through the impact of
these dimensions on a certain type of key stakehgldrust in an organization
(see Figure 3). Also, as a result of the empirgpadlitative research findings
presented in subsection 3.1. Figure 2 is prese®ection 3.3. also discusses the
limitations of the research, which are shortlyserged in the introduction of
this summary.
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CONCLUSIONS

1. Contradictory scientific approaches to corporaggutation prevailing in
scientific literature which directed to the anadysf several corporate reputation
definitions, allowed to define corporate reputatias a result of present
organizational performance reflecting in the inforation gathered by
stakeholders about an organization, through stakdther's familiarity,
emotional appeal and experience with the organipati Corporate reputation
can be treated differently since different stakdbmd perceive it via different
dimensions. From the scientific perspective, onthefdimensions is too abstract
(e.g. functional dimension) to be used for theoetor empirical research, other
are too specific (e.g. organizational culture disien) and focused on a
particular narrow context. With reference to thasgghts, six basic dimensions
of corporate reputation were identified in ordectarify the main dimensions of
corporate reputation. These dimeancial performance, vision and leadership,
products and services, workplace environment, sbciasponsibility and
emotional appeal.

2. The theoretical analysis of the stakeholder concspbowed that
stakeholders were most universally defined by Feeeésn (1984) definition
which expresses a bidirectional impact that dessrithe relationship between
the organization and the stakeholdefary group or individual who can affect
or is affected by the achievement of the organieats objectives” (pp. 46.)
The variety and abundance of stakeholders foundsdientific literature
highlighted the importance of identifying the keytaleholders of an
organization, since ungrounded attention to onlg etakeholder group on the
supposition that it is most important, very ofteads to a situation when other
stakeholders which are important to the developnwénsocial or economic
environment of the organization are lost. As a ltedour key stakeholders
were identified: customers, employees, shareholderand suppliers with
reference to their impact on an organization andestess to it. This grouping is
intended to disassociate from the importance dfettalders’ function in the
organization highlighting stakeholders which amgn#icant only in a particular
context, e.g. internal or external and normatiadetolders.

Trust can be regarded as an especially complexdsgindmic construct
which, from the overal scientific perspective whadseses the dynamics of trust
over time, was defined aa construct that expresses the link between
interacting parties and facilitates the survival dhe organization.Trust was
further analysed by assessing its nature and tyffesnature of trust shows the
objects among which trust can exist. However, ttysés enable to understand
trust more profoundly — through its origin and cditg. The dissertation is
based on the desirability and necessity to invokeeé types of trust most
commonly used in scientific research by three basarcial sciences — calculus-
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based, knowledge-based and identification-based sttruThe remaining,
although integrated into the general context okettalder trust formation, in
scientific practice are not frequently consideredé trust types; they overlap
with the three aforementioned types in its sensey® static and do not express
different degrees of stakeholder trust (for exampilkaracteristic-based or
institutional trust types), in contrast to the cdls-based, knowledge-based and
identification-based trust types.

The impact of the dimensions of corporate reputation stakeholder
trust in an organization was substantiated theocetily. Firstly, one scientific
approach to the relationship between corporatetatipn and stakeholder trust
in an organization was substantiated because laiegphow an organization can
achieve stakeholder trust through the dimensionscarporate reputation.
Secondly, with reference to the prevailing sciéntiiewpoint that the impact of
corporate reputation on stakeholder trust in ommion depends on the
organization’s ability to meet certain expectatiofnshe stakeholders, the criteria
for determining the trust of key stakeholders wiglentified and the relation
between stakeholders’ criteria of trust and dimemsiof corporate reputation by
their similarity of meaning was revealed.

3. A composed conceptual model of the impact of cogierreputation on
key stakeholders’ trust in an organizationncludes two main constructs
theoretically analyzed in the dissertation. These @orporate reputation and
stakeholder trust in an organization. The modebased on the theoretical
analysis of corporate reputation as a multidimeraiconstruct, the analysis of
stakeholder construct, and an interpretation ofétegionship between corporate
reputation and stakeholder trust in an organizatibime model enables to
explain which dimensions of corporate reputationtdemine a certain type of
key stakeholders’ trust in an organization.

4. In order to test the conceptual model of the impact corporate
reputation on key stakeholders’ trust in an orgaatton a pragmatic
epistemological position based on the integratidindidferent research methods
was chosen when needetihe empirical research was carried out by intéggat
qualitative and quantitative research methods. eSitite media has been
identifying pharmacies with the low-reputable phaoeutical sector thus
wantonly enhancing public distrust of pharmacid® tmpirical research is
carried out in one of the most highly reputablehuénian organizations — the
Camelia pharmacy chain. Moreover, there were nearebes found which are
aimed at evaluating stakeholder trust in pharmaaiesrder to protect the
pharmacies from an increase of stakeholder distalated to the actions of the
pharmaceutical sector.

5. The results of the disertatioprove that corporate reputation has a
positive impact on all key stakeholders’ trust im arganization. After testing
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the impact of corporate reputation dimensions onykstakeholder trust in an
organization, the following conclusions are made:
5.1.Financial performance, products and services aratienal appeal of the
investigated pharmacy chain have a positive impadhe calculus-based

customer trust; products and services as well agienal appeal have a

positive impact on the knowledge-based customest;trdinancial

performance, products and services, social respiibhsiand emaotional
appeal have a positive impact on the identificabbiased customer trust in
an organization.

5.2.Products and services, workplace enwironment anotienal appeal of
the investigated pharmacy chain have a positiveaghpn the calculus-
based employee trust; financial performance, prisdiend services,
emotional appeal and the sub-dimension of socia anvironmental
responsibility which expresses the dimension ofadsesponsibility have

a positive impact on the identification-based emeto trust; however,

knowledge-based trust in the employee survey wasaordirmed.

5.3.Vision and leadership of the investigated pharnawin have a positive

impact on the calculus-based supplier trust; firngerformance has a

positive impact on the knowledge-based suppliesttridentification-

based trust in the supplier survey was not confirme

5.4.Considering the first research limitation which goeot allow to
empirically verify the impact of corporate reputetion shareholder trust
in the investigated pharmacy chain, the resulthefqualitative empirical
research found that shareholder trust in the ifnyatstd pharmacy chain is
knowledge-based. Moreover, the vision and leadersof the
organization, products and services, as well asvtr&place environment
can be regarded as the most important dimensioosrpbrate reputation,
whereas financial performance, social respongibiiind emotional
attractiveness are important dimensions of corpamgutation.

It has been observed that in some cases, the donenef corporate
reputation have a positive impact on all typesptimer cases only on one or two
types, of stakeholder trust in an organizationmany cases, the results of the
study are logical and non-negotiable; however ethveere some more difficultly
explainable impact relations between some dimessafncorporate reputation
and stakeholder trust in the investigated pharmebgin. Calculus-based
stakeholder trust does not occur when some ofipnization’s activities which
are related to corporate reputation do not genewdtes for the stakeholders. For
example, social responsibility does not createctlinalue for customers or
employees, good financial results do not producectiivalue for employees and
suppliers Knowledge-basedtakeholder trust does not occur due to the faadt t
the information about some of the organization’svéies is not essential for
stakeholders. For example: for customers the indion about financial results
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and social responsibility of the organization i¢ mesential (information about
financial results may be more important for shateédus and suppliers, while the
information about social responsibility would bepiontant for other external
stakeholders, such as the public, communities,ragsgonsible institutions). For
employees, it is the information about financiaduiés, products and services,
good workplace environment, social responsibiltgd emotional appeal of the
organization (the information about the workplacevieonment, emotional
appeal of the organization may be more relevamotential employees than to
the existing ones; the information about financigdults would be relevant to
suppliers; products and services — to customesalsesponsibility — to other
abovementioned external stakeholders). For sugplieis the information about
the organization’s market leadership (which is litkemore relevant to
shareholders). Lack dfientification-basedtrust is the result of a shortage of
intersection between the organization and stakehnsldFor example, the
workplace environment meets certain expectationstakeholders; hovewer,
these expectations are higher that the organizatioderstands, therefore
stakeholders do not identify themselves with thgaaization. The second
example could be the suppliers’ trust in the org@tion. Identification-based
supplier trust in the organization does not occue tb the fact that suppliers
weakly identify themselves with the pharmacy chdheir relations with the
organization are inter-organizational (businesbdeiness), based on the
rationale-based relationship of commercial co-of@na

After ascertaining which dimensions of corporate petation have a
positive impact on key stakeholder trust in an orgzation and comparing how
these results are related with the insights of thieeoretical study on key
criteria determining stakeholder trust, it becameident that there has not
been enough attention given to areas related topmate reputation in the
scientific literature. The researchers have not assessed a positive migihact
of emotional appeal to customers, employees, shhtets and other
stakeholders’ trust, nor a positive impact of ficiah perfomance, products and
services on employees’ trust in an organizations ttvantonly associating the
dimension of financial performance with the cridedetermining customer and
shareholder trust and the dimension of products samdices with the criteria
determining customer and supplier trust. Similatthe empirical study does not
confirm the relations between the impact of progumd services on supplier
trust, the impact of workplace environment on coetp and supplier trust, the
impact on emotional appeal on supplier trust inoaganization which were
discussed in the theoretical study.

The dissertation research, touching upon the sulijeaf not only
individual but key stakeholders of the organizatiexpanded the prevailing
understanding of the impact of one organization'seputation on key
stakeholder trust and disclosed the significance adrporate reputation as a
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complex construct in the general context of devalgpstakeholder trust in an
organization. The conclusion is that the impact obrporate reputation on
stakeholder trust in an organization is multidimeiomal. In order to solve the
problem of declining stakeholder trust in an orgazation, it is argued that the
organization must pay attention not only to areakits strategic decisions but
also to other areas related to corporate reputatidaking note of corporate
reputation dimensions, such as financial performagcvision and leadership,
products and services, workplace environment, sbciasponsibility and
emotional appealn addition to helping organizations to warrarakstholder
trust in the organization, it is also likely to e the risk of inefficient decision-
making in the formation of stakeholder trust, ahd tosts commited to these
decisions.

6. The following recommendations are proposed in orderdevelop trust-
based relationships between the organization andy ksakeholders of the
organization:

6.1.For the organizations seeking to create, develomaintain trust-based

relationships between them and the stakeholdeiis, ikcommended to
focus on the areas of organization’s activities olhireflect six
fundamental dimensions of corporate reputationarfaial performance,
vision and leadership, products and services, wackp environment,
social responsibility and emotional appeal.

6.2.Despite the fact that maintaining all dimensiongarfporate reputation is

important, in order to achieve the trust of all kefaolders, the
organization must pay attention to those dimensiwhi&h are able to
ensure individual key stakeholder’s trust in anamigation. In order to
ensure customer trust in an organization, the azgéon should focus on
products and services, emotional appeal, finapadbrmance and social
responsibility; to assure employees’ trust the piggtion must focus on
workplace environment, emotional appeal, financigérformance,

products and services and social responsibilitysetoure suppliers’ trust
an organisation has to focus on financial perforreanvision and

leadership; to assure shareholder trust the profitgrganization‘s vision

and leadership, products and services, workplagegaamment has to be
the main focus, as well as financial performanoeijad responsibility and

emotional appeal.

Directions for further research:

= Empirical research could be repeated to analyse mploarmacy chains in
order to formulate more objective conclusions imrsholder research
because of the larger general population of shédeh

= By comparing the results of theoretical and empiriesearches, it is
concluded that a more profound theoretical and gaogpianalysis of the
dimension of emotional attractiveness is necessalyo, to properly
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investigate the positive impact of the dimensiohéirancial results and
products and services on employee trust in an agton which have
been proven by empirical research. Moreover, tifywéne theoretically
grounded but empirically unproven impact relatidpsh between
variables over the whole pharmacy sector.

= In order to develop the scientific discussion om thubject of the
accomplished research, it would be useful to ingatt theoretically and
empirically which types of trust are typical forrpeular stakeholders,
thus verifying the interpretative assumptions alibatorigin of the types
of key stakeholder trust proposed in the dissemati

= This dissertation has carried out an empirical ywtofl one pharmacy
chain, therefore the conclusions and insights aopgsed exceptionally
for the pharmacy sector. In order to find a soltwf the decline of
stakeholder trust in an organization to a greatders, it would be
worthwhile to conduct empirical studies in othaustrsensitive sectors,
standardizing or applying the research methodoldgyeloped in this
dissertation.

= In this era, the priority of organization’s markeidecisions is given to
social media, thus the organizations pay greatntdie to public
awareness of various areas of organization’s aietsvi Considering this
context, developing further studies on the impdatarporate reputation
on stakeholder trust in organization or similanywduld be appropriate to
involve other stakeholders — the public or the raedi
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REZIUM E

Disertacinio tyrimo aktualumas Siuo metu pasitigimo verslu
uztikrinimas tampa vienu svarbiaysi uzdavini versle veikiatioms
organizacijoms, kurios yra pagrindiniai verslo \a&a, jautfis bet kokiems
pokyiams bei svyravimams, vykstantiems bendrojoje werslplinkoje.
Visuotiniu ir vietiniu mastu nuolat vykstaios krizes destabilizuoja
suinteresuafjy Saliy pasitikjima organizacijomis ir neigiamai veikia
organizaciy veikla (,Edelman®, 2017; Lietuvos statistikos departarasn017;
RySiy su visuomene agemwa ,Nova media“, 2013). Nepaisant organizecij
pastang iSlaikyti suinteresuafy Saly pasitikjima, jam gesme kelia nuo
organizacij nepriklausantys ir nekontroliuojami ekonominiaiplipniai ar
teisiniai Salies valdzios sprendimai. Lietuvos4signio ekonomistai vis dazniau
kalba apie digjant verslo neapitiztumy, pasireiSkiaritpasauliniu finang rinky
bei geopolitiniu nestabilumu, pédgliy krize Europoje, ,Brexitu” ir galirt
sukelti pasauliaverslo kriz.

Remiantis ilgamé&ais tarptautids santyki tyrimo jmorés ,Edelman*
(2017) duomenimis, per pastaruosius 17 yngtasaulinis pasitif§imas
nevyriausybigmis organizacijomis, vyriausybe, Ziniasklaida irrsle pasiek
stagnacin lygj — dviejose i$ trij pasaulio Salj yra fiksuojamas visuotinis
pasitikejimo  minétomis institucijomis sumagjimas. Pasitikjimo verslu
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mazjimas yra siejamas su visuonésnbaime dl per didelio pokyiy tempo
versle bei rinkose ir globalizacijos, skatidas verslo organizacijas prisitaikyti
prie pasaulinj verslo standaitir tokiu bidu daratios neigiam poveil vietinio
alies verslo strulitai. Salies ekonomika siiéja, nes yra orientuojamasi
pasaulines, o ng vietines rinkas, mazinamas darbo wieskatius. D¢l
susidariusios paties visuomeé kaltina laisvosios prekybos politikt. y. rinky
atvirumas, kuriuo buvo Zath spesti skurdo problem didinant masinio
vartojimo preky jperkamurg, padidino pigesis darbo ¢gos prieinamumy
sukeldamas visuomes netikruna dél tolesres ateities. Visuomeife vyraujang
nepasitikjima verslu dar labiau sustiprina nedarbo augimo baikarig kelia
verslo pegjimasj pigesnes rinkas, veiklos automatizavimas ir pigestarbo
jégos gesme dél imigracijos politikos pokyiy (,Edelman*, 2017).

Visuotiniu lygmeniu fiksuojamas pasitiimo verslu magjimas rodo, jog
suinteresuafjy Saliy pasitikéjimas organizacijomis kinta priklausomai nuo
situacijos versle, Salyje ar pasaulyje. Organipacijnegali atsiriboti nuo
pasauligje erdéje vykstariy pokyiy, veikiartiy bendsjj verslo mikroklima4.
Vienintelis lidas organizacijoms susSvelninti pasatsinpasitikjimo krizés
padarinius — stiprinti organizacijos ir suinterejp Saly tarpusavio
pasitikejimg individualiame organizacijos ir suinteresujgt Saly sandiros
lygmenyje.

Shamma (2012) teigimu, aplinkoje vykstantys po&y turety skatinti
organizacijas atsisakyti lengviausio kgzi valdymo tdo. Anksiau
organizacijos siekdavo kuo g&u jveikti iSkilusias krizes ir giti | jprast
veikla, nesiekdamos ilgalaikio problemos sprendimo uittikio, o Siandieniée
verslo situacijoje atsifusios organizacijos privalo garantuoti visapusiSk
tolesres veiklos tvarum. Siandienigs pasauliss pasitikjimo  krizés
akivaizdoje, siekdamos uzsitikrinti suinteresgigot Saly pasitikjima,
organizacijos turi ieSkoti ilgalaikio pasitiimo mazjimo problemos sprendimo
budo. Vienas tokj budy — sutelkti @meg | organizacijos reputaaij kuri
traktuojama kaip vertingas, tvarus nematerialusganizacijos turtas, lydintis
organizacij visg jos gyvavimo laikotarp(Araci, 2015; Agarwal, Osiyevskyy ir
Feldman, 2015; Barnett, Jermier ir Lafferty, 200Bhun, 2005; Feldman,
Bahamonde ir Bellido, 2014; Helm, 2007; Maden, ArikTelci ir Kantur, 2012;
Podnar, TuSkej ir Golob, 2012; Shamma, 2012; Shanitaasan, 2009; Siano,
Kitchen ir Confetto, 2010; Varey, 2002; Walker, 2D1

Organizacijos reputacija iSrySkina organizacijostyes ir jsitikinimus,
parodo, kokiais i#dais organizacija stengiasvykdyti savo tikslus, priimti
valdymo sprendimus (Varey, 2002). Sutariama, jogapizacijos reputacija
neabejotinai lemia suinteresypt Saliy pasitikejima: mokslininkai teoriSkai bei
empiriSkai grind tiek organizacijos reputacijogakg suinteresuotosioms Salims,
kaip asmenimgAhluwalia, Burnkrant ir Unnava, 2000; Ali, LyncMelewar ir
Jin, 2015; Coombs, Holladay, 2006; Curras-Perezcl$zz-Garcia, 2016;
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Dowling, 2004b; Fuller, Serva ir Benamati, 2007 e@wood, Van Buren Ill,

2010; Grunwald, Hempelmann, 2010; lannuzzi, 2008hadsoozi, 2006;

Jalilvand, Vosta, Mahyari ir Pool, 2017; Jimenean$/Aartin, 2016; Jones,
Jones ir Little, 2000; Lewicki, Tomlinson ir Gilleie, 2006; Mui, Mohtashemi ir

Halberstadt, 2002; Park, Gunn ir Han, 2012a; Sdbgubah, 2016; Schanz,
2009; Siomkos, Kurzbard, 1994; Siomkos, Shrivasta\#93; Sohn, Lariscy,

2015; Swift, 2001; Tong, 2015; van der Merwe, P@B14; Verhoeven, van
Hoof, Keurs ir van Vuuren, 2012; Walsh, Beatty, 20@iek suinteresuotosioms
Salims, kaip organizacijom@li ir kt., 2015; Bachmann, Inkpen, 2011; Bennett
Gabriel, 2001; Doney, Cannon, 1997; Gluckler, Aragber, 2003; Greenwood,
Van Buren lll, 2010; Hansen, Samuelsen ir Sils@®08; Huang, Wilkinson,

2013; lannuzzi, 2000; Keh, Xie, 2009; Milan, Ebeiridebber, 2015; Schanz,
2009; Schilke, Cook, 2013; Swift, 2001; van der Wer Puth, 2014). Dowling

(2004b) teigimu, tam tikrais atvejais organizacijpet nereikia stengtis

uzsitarnauti suinteresugt, Saly pasitilkéjima — Si funkcija atlieka organizacijos

reputacija, formuojanti teigiagnsuinteresuafjy Saliy poziirj j organizaci, kaip

i patikimg santykiy subjeks.

Organizacijos reputacija jgtas suinteresugiy Saly pasitikejimas
organizacijai kuria veegt Mokslingje literafiroje Si veré dazniausiai
analizuojama gey ilgalaikiy organizacijos santyli su suinteresuotosiomis
Salimis kontekste (Keh, Xie, 2009; Omar ir kt., 20@iano ir kt., 2010),
akcentuojant & organizacijos reputacijogakos susiformavusio suinteresuyjot
Saliy pasitikejimo organizacija poveikvartotoy pirkimo elgsenai, potenciali
darbuotoj, akcininky ir tiekéjy pritraukimui, bendruomess ir valdzios
palankumui bei nuostatoms organizacijos atzvil@e. to, dinamiSkoje verslo
aplinkoje veikiagioms organizacijoms ypatiggvert jgauna y atsparumo
krizéms uztikrinimas, apie kurkaip apie geros organizacijos reputacijos ir
suinteresuajjy Saliy pasitilkejimo organizacija rezultat kalba nemaza dalis
mokslininky (Coombs, Holladay, 2006; Curras-Perez, Sanchezi&a?016;
Dowling, 2004b; Grunwald, Hempelmann, 2010; Scha@p9; Siomkos,
Shrivastava, 1993; Sohn, Lariscy, 2015). Pasauliitikos tyrimy kompanij
atliekami organizacijos reputacijogakos suinteresugy Saly pasitikejimui
organizacija ir jo pasekmpiorganizacijai tyrimai atskleidzia, kad organizacij
gekejimo uzsitikrinti suinteresuafy Saliy pasitikejimg organizacijos reputacijos
pagrindu stoka lemia ekonominir socialini baimiy didéjima visuomegje
(,Edelman®, 2017). Bl jvairiy politinéje, ekonomigje bei verslo aplinkoje
kylarciy kriziy nuolat smunkanti organizagiyeputacija ir @l to susiformays
menkas suinteresugt; Saliy pasitilkejimas organizacijomis didina visuomen
ekonominio ir socialinio neapitttumo raiSk. Pastarosios mokslinigk bei
rinkos tyrimy kompanijy tyrimy j2valgos leidZia manyti, kad geros organizacijos
reputacijos pagrindu suformuotas suintereguotSaliy pasitikejimas gali
uztikrinti organizacijoms tiek trumpalaiktiek ilgalaike ekonomig bei socialig
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santykip su suinteresuotosiomis Salimis werir paddti iSlikti Siy dieny
ekonomiSkai bei socialiai setingoje verslo situacijoje. Remiantis prieS tai
pateiktais argumentais, galima konstatuoti, jognésodienomis organizacijos
reputacijos jtakos suinteresugiy Saliy pasitikejimui organizacija tematikos
plétojimas mokslikse studijose yra ygaaktualus.

Mokslinés problemos pagrindimadsryskejus poreikiui tirti organizacijos
reputacijos jtakg suinteresuafy Saly pasitikejimui organizacija ieSkant
sprending, kurie padty § pasitikejima padidinti, buvo apzvelgti analizuotiname
kontekste jau atlikti moksliniai tyrimai. Atliekany apzvalg jZzvelgtas esminis
probleminis aspektas erganizacijos reputacijogtakos suinteresugjy Saliy
pasitikjimui organizacija tyrimai yra atliekami pasitelkia tik vieny
suinteresuatjg 3aj.

ISanalizavus miéta problemin aspekd iSrySkintos suinteresuotosios salys,
pasitelkiamos organizacijos reputacijtekos suinteresugjty Saliy pasitikéjimui
organizacija tyrimuose. Marketingo bei vadybos rtyyi sriciy mokslininkai
dazniausiai sutelkia éneg | organizacijos reputacijosjtaka vartotojy
pasitikejimui organizacija (Ahluwalia ir kt., 2000; Currd&erez, Sanchez-Garcia
2016; Fuller ir kt., 2007; Grunwald, Hempelmannjl@QJalilvand ir kt., 2017;
Jimenez, San-Martin, 2016; Keh, Xie, 2009; Parktir 2012a; Sah, Abdullah,
2016; Walsh, Beatty, 2007). Hau analizuojama organizacijos reputacijaka
darbuotoy (Gillespie, Dietz, 2009; Stopper ir kt., 2003¢kijy (Bachmann,
Inkpen, 2011; Milan ir kt., 2015), visuom&n (lannuzzi, 2000; Jahansoozi,
2006) pasitikjimui. O komunikacijos tyrim srities literafiroje randama
organizacijos reputacijofakos vartotojams (Mui ir kt., 2002; Schanz, 2009;
Siano ir kt., 2010; Siomkos, Shrivastava, 1993ybdatojams (Schanz, 2009;
Siano ir kt., 2010), visuomenei (Coombs, Hollad2§06;Sohn, Lariscy, 2015;
Verhoeven ir kt., 2012), akcininkams (Jones ir R@00; Schanz, 2009; Siano ir
kt., 2010; Tong, 2015) bei teorinio, apibendrinasngolndzio, ngvardijant
konkretios suinteresuotosios Salies (van der Merwe, RA@th4), tyrimy.

Nepaisant mokslie literatiroje vyraujadios organizacijos reputacijos
jtakos vienos suinteresuotosios Salies pagitikii  organizacija tyrimg
tendencijos, manytina, jog, ieSkant suintereguot Saly pasitikejimo
organizacijomis majimo problemos sprendimoiby, demesio sutelkimag
vienos suinteresuotosios Salies tyrimus ne visadatipkamas pasirinkimas.
Tokie tyrimai riboja galimyb numatyti skirting organizacijos veiklos sfiiy,
sietiny su organizacijos reputacija, valdymo tikslingur®rganizacija, siekdama
didinti daugelio savo suinteresypf Saliy pasitikéjima, turéty zinoti, kurioms
veiklos sritims deity skirti daugiausia émesio. Pavieis pastangos patenkinti
tam tikny suinteresuafjy Saliy likestius organizaciyj nukreipia tam tikra itin
siaura organizacijos reputacijos valdymo siekiaidindi suinteresuafiy Saliy
pasitikejimg linkme. Taiau kompleksinis suvokimas to, kokie organizacijos
reputacijos aspektai gali p&td uztikrinti keliy skirtingy suinteresuafy Saliy

39



pasitikjima viena organizacija, suteikia galimyb tikslingai parinkti
tinkamiausias suinteresupg Saly pasitikjimo organizacija valdymo
strategijas. Toks podiis j suinteresuafiy Saly pasitiktjimo organizacija
valdymy leidZia pasiekti kelj suinteresuafy Saly pasitikjima jvairias
organizacijos veiklos sritis derinant tarpusavygemiantis Siomis nuostatomis,
iSrySkinama tai, jog svarbu neapsiriboti vienos ngriesuotosios Salies
pasitikejimui uZtikrinti svarbiy organizacijos reputacijos valdymo sprengim
paiesSka.

Vis délto mokslireje literatiroje randami tyrimai neleidzia daryti iSuad
apie vienos organizacijos reputacijogaks keliy suinteresuafiy Saliy
pasitikejimui. O sisteminio poiirio j vienos organizacijos reputacijgaky keliy
suinteresuajfjy Saliy pasitikejimui organizacija pateikimas sujungiant esamus
tyrimus neloity korektiSkas @ skirtingo tyrimy konteksto. Deity pamireti tai,
kad pasaulinj rinkos tyrimy kompanijy praktikoje tyrimai jtraukiant kelias
suinteresuagsias Salis yra atliekami, d&au esmig problema — neaiSkus ySi
tyrimy mokslinis pagistumas. Rinkos tyrigm kompanijos, nors ir atlieka
empirinio polmdzio tyrimus, j kuriuos jtraukiamos kelios su organizacija
sgveikaujagios suinteresuotosios Salys, vadovaujasi tik jomisordais
suinteresuajfjy Saly atrankos kriterijais. Svaraumokslinio poziirio j vienos
organizacijos reputacijosjtaky keliy suinteresuafy Saliy pasitikejimui
organizacija stoka neleidzia pateikti sprengimgalirtiy packti padidinti
suinteresuafjy Saliy pasitiktjimg organizacijomis. Remiantis iSsakytais
argumentais, disertacijoje siekiamaéegti mokslirp supratina analizuojamu
klausimu nustatantienos organizacijosreputacijositaka keliy suinteresuafjy
Saliy pasitikejimui organizacija, mokslige literatiroje minimy suinteresuajy
Saliy kontekste iSrySkinantpagrindiniy organizacijos suinteresugt Saliy
pasitikejimo organizacija tyrim reikme. Pagrindigs suinteresuotosios Salys
iSskirtinos manant, jog tai leigti svarbiausi pozicijg iSkelti glaudZiausiai su
organizacija susijusias ir organizacijos veiklosartury galinéias uZztikrinti
suinteresua@sias Salis.

Be to, moksligje literafiroje pastebta organizacijos reputacijogakos
suinteresuafjy Saly pasitikkjimui  organizacija tyring, kuriuose [ty
atsizvelgiamg organizacijos reputacijos daugiadimensiSkumsuinteresuafjy
Saliy pasitikejimo tipy jvairowe, stoka (palyginti su pasaulipirinkos tyrimy
kompanij; atliekamais tyrimais), tadl konstatuojamas poreikis ne tik nustatyti
organizacijos reputacijogaka pagrindiniy suinteresuafiy Saliy pasitiléjimui
organizacija, bet ir atskleistkurios organizacijos reputacijos dimensijos lemia
pagrindiniy suinteresuafiy Saliy tam tikro tipo pasitikéjima organizacija.

Remiantis pateiktomigvalgomis, manytina, kad mitos tyrimy kryptys
leidzia j tiriamg reiSkin pazvelgti kompleksiniu podiiu (tyrime pasitelkiant
daugiau suinteresugty Saly) ir pateikti iSsamesn tiriamo reiSkinio
interpretaciyj (atsizvelgiantj organizacijos reputacijos daugiadimensiSkuim
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pasitikejimo tipy jvairow), gilinant iki Siol vyravug mokslin supratim apie
vienos organizacijos reputacijgiaka keliy suinteresuajy Saliy pasitikejimui
organizacija. Atsizvelgianti iSkela problematily, mokslire problema
formuluojama klausimais: Kokig jtakg organizacijos reputacija daro
pagrindiniy  suinteresuogjy Saliy pasitikéjimui  organizacija? Kurios
organizacijos reputacijos dimensijos lemia pagrimi suinteresuogjy Saliy
skirtingo tipo pasitikjimg organizacija?

Disertacinio tyrimo objektas —suinteresuafjy Saly pasitikejimas
organizacija, kaip organizacijos reputacijos rezal.

Disertacinio tyrimo tikslas —teoriSkai pagisti organizacijos reputacijos
jtakg suinteresuafy Saliy pasitikkjimui organizacija ir empiriSkainustatyti
organizacijos reputacijos bei jos dimensitaks pagrindini suinteresuajjy
Saliy skirtingo tipo pasitikjimui organizacija.

Disertacinio tyrimo uZdaviniai:

1. Apibendrinti jvairius poZzirius j organizacijos reputagijir iSgryninti
pagrindines organizacijos reputacijos dimensijagmpizacijos reputacijos
suvokimo tarp skirting suinteresuafjy Saly heterogeniSkumo prasme.

2. Atlikus pagrindiniy organizacijos suinteresugpy Saliy analiz, atskleisti
suinteresuafjy Saliy pasitikejimo organizacija koncepcijos esmir
teoriSkai pagsti skirtingy organizacijos reputacijos dimensgijjtaka
suinteresuajjy Saliy pasitikejimui organizacija.

3. Sudaryti organizacijos reputacijgtakos pagrindinj suinteresuafy Saliy
pasitikejimui organizacija konceptugli mode].

4. Parengti empirinio tyrimo metodik leidZiartia patikrinti organizacijos
reputacijos jtakos pagrindinj suinteresuajjy Saliy pasitikjimui
organizacija konceptugi mode].

5. EmpiriSkai patikrinti organizacijos reputacijogtakos pagrindinj
suinteresuajjy Saliy pasitikejimui organizacija konceptugi mode.

6. Atsizvelgiantj organizacijos reputacijasakos pagrindinj suinteresuajiy
Saliy pasitikejimui organizacija tyring rezultatus, pateikti rekomendagij
kaip haty galima uztikrinti pagrindinj organizacijos suinteresugpg Saliy
pasitikejimg organizacija, ir numatyti tolesnmoksliniy tyrimy kryptis.
Disertacinio tyrimo eiga ir metodai.Disertacini tyrimy logika yra

atskleidziama per tris pagrindinius disertacijosgieno etapusPirmasis etapas
apemé organizacijos reputacijos, suinterespigtSaliy ir suinteresuajjy Saliy
pasitikejimo organizacija koncepgjj analizz bei organizacijos reputacijos ir
suinteresuajjy Saliy pasitikéjimo organizacija tarpusavio santykio interpretacij
Atliekant organizacijos reputacijos koncepcijos lema apZzvelgti jvairis
poZiiriai j organizacijos reputagij ir iSgrynintos esmiés organizacijos
reputacijos dimensijos. Analizuojant suinteregjipBaliy koncepciy, apZvelgtos
ir konceptualizuotos mokskje literafiroje minimos  organizacijos
suinteresuotosios Salys ir i§ jSskirtos pagrindiés: vartotojai, darbuotojai,
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akcininkai ir tieléjai. Atliekant suinteresugjy Saliy pasitiktjimo organizacija
analiz, iSryskinti trys esminiai pasitfimo tipai — iSskaliavimu, Ziniomis ir
susitapatinimu gstas pasitigjimas. Atlikta organizacijos reputacijos ir
suinteresuajiy Saliy pasitikéjimo organizacija tarpusavio santykio interpretacij
— iSanalizuotas santykis tarp organizacijos repsdr suinteresuajy Saliy
pasitikejimo organizacija ir teoriSkai pagtas poZiris | organizacijos
reputacijosjtaky pagrinding suinteresuafjy Saly pasitikejimui organizacija
skirtingy organizacijos reputacijos dimengijpagrindu. Galiausiai parengtas
organizacijos reputacijogakos pagrindinj suinteresuajjy Saliy pasitikejimui
organizacija konceptualusis modelis.

Antrasis disertacijos rengimo etapaspmé pagrindinius metodis
disertacijos dalies aspektus. Pateikta empiriniamty konteksto argumentacija
pagrindZiant sprendign empiriniams tyrimams pasirinkti Lietuvos vaistjni
tinkla ,Camelia“, metodologiés nuostatos, sukurtas empirinio tyrimo
instrumentas.

Remiantis pirmajame ir antrajame disertacijos rewgi etapuose
pateiktomisjzvalgomis,treciuoju etapusiekta empiriSkajvertinti organizacijos
reputacijosijtaky pagrinding suinteresuafjy Saly pasitikejimui organizacija
pasirinkto vaistini tinklo atveju. Pateikti tyrimo rezultatai, iSvados
rekomendacijos.

Disertacijoje taikyti duomen rinkimo metodai: moksliés literatiros
analiz, pusiau strukiruotas interviu, anketéinapklausa.

Disertacinio tyrimo apribojimai. Disertacinio tyrimo apribojimai yra
susig su 1) nedidele akcinimk generaline visuma, neleidusigvertinti
organizacijos reputacijogtakos akcinink pasitilkéjimui pasirinktu vaisting
tinklu ir lémusia apsiribojimm organizacijos reputacijos dimengijsvarbos
akcininkams tyrimu; 2) tyrimo instrumento standeatiija atsizvelgiant tiriama
populiacip — &l Sios priezasties tyrimo instrumentas negaii Inaudojamas
kitos populiacijos bei kito sektoriaus tyrimams,akgiski tyrimai kituose
kontekstuose galimi tik standartizavus arba pritailSioje disertacijoje sudanyt
tyrimo metodilg.

Disertacinio tyrimo mokslinis naujumas ir teoriniseikSmingumas:

= Surasta prieiga, paremta suinteregjiptSaliy pasitikejimg organizacija
lemiartiy kriterijy ir organizacijos reputacijos dimengij 3say
nustatymu, leidZianti teoriSkai pasfi organizacijos reputacijos dimengsij
itaka pagrindiniy suinteresuafiy Saliy pasitikejimui organizacija. Studija
ineSa svayindélj i moksliniy darhy, grindziagiy organizacijos reputacijos
itakg suinteresuajjy Saly pasitikéjimui organizacija teoriniu potiiu,
plétote.

= Sukurtas organizacijos reputacijogtakos suinteresugy Saliy
pasitikejimui organizacija konceptualusis modelikurj jtraukta ne viena,

o keturios pagrindiés suinteresuotosios Salys, uzpildo mokgén
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literatiiroje iki Siol egzistavugi sprag, susijusi su tyrimy, kuriuose kty

taikomas kompleksinis pakis | vienos organizacijos reputacijotaka

keliy suinteresuajjy Saliy pasitikjimui organizacija, stoka.

= Disertacinis tyrimas leidZia | organizacijos reputacijos jtaky
suinteresuajjy Saliy pasitikejimui organizacija Zvelgti platesniu, visa
apimargiu moksliniu poziriu. Pirma, suinteresugjty Saliy pasitikejimas
organizacijajvertintas daugiadimensiame organizacijos reputagigkos
kontekste. Antra, vertintas suinteresygt Saly skirtingo tipo
pasitikejimas organizacija. Toks tyrimas leidzia pateikBsamesg
organizacijos reputacijosjtakos suinteresugy Saliy pasitikejimui
organizacija interpretagij palyginti teorigs studijos jZvalgas bei
empirinio tyrimo radinius ir paggtai nustatyti tolespityrimy kryptis.

Praktiné disertacinio tyrimo reikSra:

= Teorinio tyrimo rezultatai, atskleidZiantys orgatgos reputacijos, kaip
daugiadimensio konstrukto, reik§mpagrindiny suinteresuafy 3aliy
skirtingo tipo pasitikjimui  organizacija, yra vertingi visoms
organizacijoms, ieSk&oms ludy stabdyti suinteresugy Saliy
pasitikejimo jomis mazjima, palaikyti arba pagerinti suinteresujat Saliy
pasitikejimg per tinkang organizacijos reputacijos suvokinir valdymy

(siekiant uztikrinti suinteresugty Saliy pasitikejimg organizacija).

= Empirinio tyrimo rezultatai yra orientuctivaistiniy sektori; ir prisideda
prie Siame sektoriuje veikigny organizaciy pasitikejimu gristy santyki
su suinteresuotosiomis Salimis vystymogida sudarytas organizacijos
reputacijos jtakos pagrindinj suinteresuajjy Saliy pasitikejimui
organizacija konceptualusis modelis galiatib taikomas jvairiuose
sektoriuose veikiatiy organizacijy praktirgje veikloje.

= Tyrimo rezultatai galty bati naudingi rengiant ir tobulinant organizagij
rinkodaros, komunikacijos strategijas, pritaikalatsSstrategijas atskiroms
suinteresuotosioms Salims siekiant sustiprippasitilejima organizacija.

Disertacinio tyrimo rezultag moksliné aprobacija ir sklaida.Moksliniai
straipsniai disertacijos tematika paskelbti dvisgioMokslires informacijos
instituto duomen bazs ,ISI Web of Science” leidiniuose, tutiliose citavimo
indeks;, bei dviejuose ,Web of Science* duomenbazs leidiniuose,
neturirtiuose citavimo indekso. Skaityti du praneSimai tanfinese moksliigse
konferencijose.

Disertacinio tyrimo strukfira. Disertacip sudarojvadas, trys skyriai,
iSvados, literatros grasSas bei priedai. Darbo apimtis be literas graso,
moksliniy publikaciy disertacijos tema agaSo ir pried — 162 puslapiai.
Disertacijoje pateikiama 41 lentel21 paveikslas, 369 litetabs Saltiniai ir 8
priedai.
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ISVADOS

1. Mokslingje literatiroje vyraujantis pofiriy i organizacijos reputaaij
prieStaringumas, nukrejp link skirting; jos suvokimo perspektyvanalizs,
suponavo organizacijos reputacijapibezti kaip suinteresuogjy Saliy
organizacijos pazinimo, emocini reakcijy j organizacig, tiesiogires bei
netiesiogirs patirties su organizacija metu gautos informadjo ir
organizacijos praeities veiksin atsping. Konstatuota, kad organizacijos
reputacijos traktavimas galiith skirtingas, nes skirtingos suinteresuotosiogssal
ja suvokia pagal skirtingas dimensijas. Moksliniu ifio& vienos mokslinink
pateikiamos organizacijos reputacijos dimensij@s pernelyg abstraélos (pvz.,
funkciné dimensija), kitos — pernelyg konkies (pvz., organizacijos kuiltos
dimensija), orientuotosj tam tikg siaun konteksi. Remiantis Siomis
jzvalgomis, siekiant iSgryninti mokstije literatiroje pateikiamas organizacijos
reputacijos dimensijashuvo iSskirtos pagrindigs organizacijos reputacijos
dimensijos: finansiniai rezultatai, vizija ir lyderse, prekeés ir paslaugos, darbo
aplinka, socialire atsakomyl ir emocinis patrauklumas.

2. Atlikus teorirg suinteresuafy Saly koncepcijos analiz buvo
konstatuota, kad universaliausia yra Freeman (198dgikta, iki & dieny
populiari suinteresuojy Saliy apibgZztis, iSreiSkianti dvitakos kryptis, kuriomis
yra apiliidinami organizacijos ir suinteresupf Saliy santykiai:,Tai grupés ar
individai, kurie gali daryti jtakg organizacijai arba lati veikiami organizacijos
tiksly" (p. 46). Mokslingje literatiroje minimy suinteresuafy Saliy jvairove ir
gausa iSryskino pagrindini organizacijos suinteresugf Saly nustatymo
svarly, nes nepagsta orientacija tam tikras suinteresugsias Salis gali privesti
prie situacijos, kai yra rieertinamos kitos Salys, gafiios jnesti laukiam indélj
i organizacijos socialis ar ekonomiés aplinkos pitra. Dél Siy jzvalgy buvo
nustatytos keturios pagrindigs suinteresuotosios Salys: vartotojai, darbuotojai,
akcininkai ir tiekéjai, remiantis suinteresugt Saliy grupavimu pagalyj darona
jtakg ir artimunmy organizacijai. Tokiu grupavimu siekta atsiribotiumn
suinteresuajjy Saly atliekamos funkcijos organizacijoje reikSmingump,
svarbiausj pozicijg iSkeliant tik tam tikrame kontekste dideakikSne turincias
suinteresua@sias Salis, pvz., vidines ar iSorines, normatyvines

Suinteresuafjy Saliy pasitikejimg galima traktuoti kaip itin sudingg,
dinamiSk konstruky. Jis, Zvelgiant visa apimd&ini moksliniu poZiriu ir
jvertinant jo dinamiSkuen laikui bégant, buvo apiliiztas kaip konstruktas,
iSreiSkiantis gveikaujanciy Saliy tarpusavio ryg§ ir palengvinantis
organizacijos iSlikimg. Nuodugnesé Sio konstrukto analiz atlikta vertinant
pasitikejima pagal jo pohd; ir tipus. Pasitikjimo pobidis iSreiSkia, tarp koki
objekt; pasitikéjimas gali egzistuoti, o pasitiimo tipai leidzia geriau suvokti
pasitikejima — per jo kilng, priezastingum Disertacijoje buvo pagstas triy
pagrindinig, socialiniuose moksluose daZniausiai pasitelkignpasitikéjimo
tipy — iSskaffiavimu, Ziniomis ir susitapatinimu gisto pasitikjimo — taikymo
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moksliniuose tyrimuose tikslingumas ir reikén Kiti pasitikéjimo tipai, nors ir
isilieja i bendsjj suinteresuajy Saly pasitikjimo formavimosi kontekat

mokslirgje praktikoje daznais atvejaistma laikomi pasitikjimo tipais; jie iS
dalies sutampa su iSvardytais trimis pagrindin@asitilkejimo tipais arba yra
statiSki, neiSreiSkiantys skirtingo laipsnio sumeiotjy Saly pasitikejimo

organizacija (pvz., objekto sawmis ar institucine perspektyva jgio

pasitikejimo tipai), prieSingai nei iSsk&avimu, ziniomis ir susitapatinimu gito

pasitikejimo tipai.

Atskleidus suinteresuafy Saliy pasitikéjimo organizacija koncepcijos
esme, buvo teoriSkai pagsta skirtinggy organizacijos reputacijos dimengij
jtaka suinteresuajjy Saliy pasitikejimui organizacija. Pirma, buvo pagstas
vienas iS moksligje literatiroje pateikiam dviejy skirtingy poziiriy |
organizacijos reputacijos ir suinteresyot Saliy pasitikjimo organizacija
tarpusavio santyk kuris, prieSingai nei kitas, paaiSkina, kaip pasidodama
organizacijos reputacijos dimensijomis organizaggéi pasiekti suinteresugt
Saliy pasitilkéjima. Antra, remiantis moksligie literatiroje vyraujadia nuostata,
kad organizacijos reputacijositaka suinteresugfy Saly pasitiléjimui
organizacija priklauso nuo organizacijos ¢eho patenkinti skirtingus
suinteresuajfjy Saliy luke<iius, buvo nustatyti pagrindipisuinteresuafjy Saliy
pasitikejimo organizacija kriterijai ir atskleistiyj prasminiai panaSumaj
pagrindines organizacijos reputacijos dimensijagorikai pagrindziant
organizacijos reputacijoffaka suinteresuafy Saly pasitikejimui organizacija
skirtingy organizacijos reputacijos dimengpagrindu.

3. Sudarytas organizacijos reputacijggakos pagrindini suinteresuogjy
Saliy pasitikéjimui organizacija konceptualusis modeliapima du pagrindinius,
disertacijoje teoriSkai analizuotus konstruktus rgamizacijos reputagij ir
suinteresuajjy Saliy pasitikejima organizacija. Modelis yra grindziamas teorine
organizacijos reputacijos, kaip daugiadimensio kwok$o, analize,
suinteresuajjy Saliy ir pasitikejimo konstrukty analize, organizacijos reputacijos
ir suinteresuafjy Saliy pasitikjimo organizacija tarpusavio santykio
interpretacijos studija. Modelis leidzia paaiskinti, kokios organizacijos
reputacijos dimensijos lemia pagrindigi suinteresuogjy Saliy skirtingo tipo
pasitikéjimg organizacija.

4. Siekiant patikrinti organizacijos reputacijos jtakos pagrinding
suinteresuoijy Saliy pasitikéjimui organizacija konceptuajjj modej, buvo
pasirinkta pragmatizmo epistemologinpozicija, grindZiama skirting tyrimo
metod; integravimu tarpusavyje, kai tam iSkyla poreiki€mpirinis tyrimas
buvo atliktas tarpusavyje integruojant kokybiniugiekybinius tyrimo metodus,
kuriy pasirinkimy padiktavo empirinio tyrimo kontekstapesertinus daug met
egzistuojatia visuomers nepasitijimo farmacijosimoniy sektoriumi ir jo
tapatinimo su vaistini sektoriumi problem del kurios nepelnytai diga
visuomers nepasitikjimas vaistigmis, empiriniam tyrimui buvo pasirinktas
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vaistiniy tinklas ,Camelia“ — viena iS geriagsireputacij turintiy Lietuvos
imoniy. Pazymdta tai, kad #ra randama moksligi tyrimy, kuriais ity
vertinamas suinteresugty Saly pasitikjimas vaistigmis siekiant pagti
vaistiniy sektoriuje veikiatioms organizacijoms apsisaugoti nuo suinteragyot
Saliy nepasitikjimo, siejamo su farmacijgsnoniy veikla, augimo.

5. Empiriniu organizacijos reputacijogakos pagrindinj suinteresuajjy
Saliy pasitikejimui organizacija tyrimu buvo jrodyta, kad organizacijos
reputacija daro teigiamg jtakg visy pagrindiniy suinteresuogjy Saliy
pasitikéjimui organizacija. Patikrinus organizacijos reputacy sudararfiy
dimensiy jtakg pagrindiniy suinteresuogjy Saliy tam tikro tipo pasitil¢jimui
organizacija, pateikiamos Sios iSvados:

5.1.18skakiavimu gistam vartotaj pasitikejimui pasirinktu vaisting tinklu

teigiamy jtakg daro vaisting tinklo finansiniai rezultatai, prek ir
paslaugos, emocinis patrauklumas; Ziniomigstgm pasitikjimui —
prekes ir paslaugos bei emocinis patrauklumas; susit@pat gristam
pasitikejimui — finansiniai rezultatai, prék ir paslaugos, socialin
atsakomyb ir emocinis patrauklumas.

5.2.1Sskatiavimu gistam darbuotaj pasitikejimui pasirinktu vaisting tinklu

teigiamy jtaky daro vaistiny tinklo prelkés ir paslaugos, darbo aplinka ir

emocinis patrauklumas; susitapatinimgstam pasitikjimui — finansiniai
rezultatai, preks ir paslaugos, emocinis patrauklumas ir sodialin
atsakomybs dimensiy iSreiSkianti socialidss ir aplinkosaugiés
atsakomybs subdimensija. Ziniomis ggtas pasitijimas darbuotaj
tyrimo atveju nepasireigk

5.3.I8skatiavimu gtistam tiekjy pasitilkéjimui pasirinktu vaisting tinklu

teigiamy jtaka daro vaisting tinklo vizija ir lyderysg; Ziniomis gistam

pasitikejimui — finansiniai rezultatai. Susitapatinimujgias pasitiijimas
tiekéjy tyrimo atveju nepasireigk

5.4 Atsizvelgiant | pirmgjj tyrimo apribojiny, neleidZiant patikrinti

organizacijos reputacijosjtakos akcinink pasitikejimui pasirinktu

vaistiniy tinklu, kokybiniu empiriniu tyrimu buvo nustatytakad
akcininky pasitikéjimas yra gjstas Ziniomis, akcininkams svarbiausiomis
organizacijos reputacijos dimensijomis galima lgikyganizacijos vizi

ir lyderyst, prekes ir paslaugas, darbo apdin& svarbiomis — finansinius

rezultatus, socialigpatsakomyb ir emocin patrauklum.

Pastebta, kad vienais atvejais organizacijos reputaaijmsensijos daro
teigiamy jtaka visy tipy, kitais atvejais — tik vieno ar dvigfipy suinteresuafy
Saliy pasitikejimui organizacija. Daugeliu atugjgauti tyrimo rezultatai yra
logiSki ir nediskutuotini, t&au iSrySkjo ir sunkiau paaisSkinama teigiamgakos
rySiy tarp kai kurij organizacijos reputacijos dimengir suinteresuafiy Saliy
pasitikejimo pasirinktu vaistini tinklu tipy stoka. ISskaifiavimu gristas
suinteresuafjy Saly pasitikjimas nepasireiSkia tada, kai tam tikros su
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organizacijos reputacija siejamos organizacijo&lesisritys suinteresuotosioms
Salims nesukuria vers. Pavyzdziui, organizacijos socialintsakomyb nekuria
tiesiogires verés vartotojams ar darbuotojams, geri organizacijogriiniai
rezultatai — vetts darbuotojams ir tigams. Ziniomis grjstas suinteresuajjy
Saliy pasitikjimas organizacija nepasireiskigldo, kad informacija apie kai
kurias organizacijos veiklos sritis suinteresuaioss Salims éra prioritetire.
Pavyzdziui, vartotojams tai yra informacija apiegamizacijos finansinius
rezultatus ir socialign atsakomyb (informacija apie finansinius rezultatus
veikiau gali lti svarbi akcininkams ir tielfams, apie socialinatsakomyb —
kitoms iSorikms suinteresuotosioms Salims, tokioms kaip visu@men
bendruomeés, atsakingosios institucijos), darbuotojams - rimiacija apie
organizacijos finansinius rezultatus, prekes irlapagas, ger darbo aplink,
organizacijos socialinatsakomyb, organizacijos patrauklur(informacija apie
darbo aplink, organizacijos patraukluanveikiau gali lti svarbi potencialiems,
0 ne esamiems darbuotojams; informacija apie finarsrezultatus — tiefams;
informacija apie prekes ir paslaugas — vartotojaimfgrmacija apie socialin
atsakomyb — jau mirgtoms kitoms iSoriams suinteresuotosioms Salims),
tiekeéjams — informacija apie organizacijos lyderiaginnkoje (ji veikiau svarbi
akcininkams). Susitapatinimu gysto pasitikejimo stolg lemia bendy
organizacijos ir suinteresugy Saly sylycio tasSky trikumas. PavyzdZiui,
organizacijos darbo aplinka tenkina iSskavimu gistus darbuotaj lakesius,
tatiau Sie tkegiai darbo aplinkos atzvilgiu yra didesni, nei numan
organizacija, @ to darbuotojai éra susitapatin su organizacija. Antras
pavyzdys — tie§jy pasitikjimas organizacija. Susitapatinimu jgfas tiekjy
pasitikejimas organizacija nepasireiSkdél to, kad tiekjai galimai silpnai
tapatinasi su vaistigitinklu, jy santykiai su organizacija yra tarporganizaciniai
(,verslas — verslui*), paremti racionalumo princiindZiamais komercinio
bendradarbiavimo rySiais.

ISanalizavus gautus empirinio tyrimo rezultatus jpalyginus juos su
disertacijos teorinio tyrimo radiniais, pastéta, kad iki Siol moksligje
literatiroje nebuvo skiriama pakankamaiéthesio tam tikroms organizacijos
veiklos sritims, sietinoms su tam tikromis organd@s reputacijos
dimensijomis. Mokslininkai nevertino organizacijos emocinio patrauklumo
jtakos vartotaj, darbuotay, akcininky bei kity organizacijos suinteresugpi
Saliy pasitikéjimui organizacija, organizacijos reputacijos fisamy rezultat; bei
prekiy ir paslaug dimensijy jtakos darbuotegj pasitikejimui organizacija,
finansiny rezultaty dimensij nepelnytai siedami su vartogojr akcininky, o
prekiy ir paslaug dimensij — su vartotaqj ir tiekéjy pasitikejima organizacija
lemiartiais kriterijais. Taip pat empiriniu tyrimu nebuvmatvirtinti teoriréje
studijoje apzvelgtitakos rySiai tarp prelibei paslaug dimensijos ir tiekjy
pasitikejimo organizacija, darbo aplinkos dimensijos ir teswmjy bei tiekejy
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pasitikejimo organizacija, emocinio patrauklumo dimensijds tiekéjy
pasitikejimo organizacija.

Disertacinis tyrimas,j kurj buvo jtrauktos ne pavie#s, o pagrindirés
organizacijos suinteresuotosios Salys, ne tik &pliki Siol vyravug supratinyg
apie vienos organizacijos reputacijogtakg keliy suinteresuogjy Saliy
pasitikéjimui  organizacija, bet ir atskleid organizacijos reputacijos, kaip
kompleksinio konstrukto, reikSgn bendrajame suinteresugfy Saliy
pasitikéjimo organizacija vystymosi kontekstézormuluojama iSvada, kad
organizacijos reputacijogtaka suinteresuajjy Saliy pasitikéjimui organizacija
yra kompleksie, daugiadimena, todél, siekiant spesti suinteresuagjy Saliy
pasitikéjimo organizacija maéjimo probleny, yra svarbu kreipti dmeg ne
vienj organizacijos strateginiams sprendimams svarbiag,visas pagrindines
organizacijos veiklos sritis, siejamas su organijas reputacija, tokias kaip
organizacijos finansiniai rezultatai, vizija ir lydryse, prekeés ir paslaugos,
darbo aplinka, socialid atsakomy®, emocinis patrauklumas, nes jos galith
laikomos pagrinding organizacijos suinteresugjy Saliy pasitikéjimo
organizacija pagrindu.Démesio sutelkima$ minétas dimensijas ne tik péai
organizacijoms uZsitikrinti suinteresupi Saly pasitikejimg, bet ir sumazing
neefektyviy suinteresuafy Saliy pasitikjimo organizacija formavimo
sprending rizikg ir Siems sprendimams skirtus iSteklius.

6. Remiantis organizacijos reputacijos jtakos pagrindini
suinteresuokjy Saliy pasitikéjimui organizacija tyrimy rezultatais, pateikiamos
rekomendacijos, galitios paditi kurti ir vystyti pasitikéjimu grjstus santykius
tarp organizacijos ir pagrinding suinteresuogjy Saliy:

6.1. Organizacijoms, siekigioms Kkurti, vystyti ar palaikyti pasitéfimu
gristus santykius su suinteresuotosiomis Salimis,mekwluojama sutelkti
démesg | pagrindines SeSias organizacijos reputacijos déijen —
finansinius rezultatus, vizj ir lyderyst, prekes ir paslaugas, darbo
aplinka, socialire atsakomyb ir emocini patrauklum — atspindidias
organizacijos veiklos sritis.

6.2. Nors vis; organizacijos reputacijos dimengipalaikymas yra svarbus
siekiant vig suinteresuafy Saly pasitikjimo  organizacija,
organizacijoms dety atkreipti dmeg | atskiy pagrindiniy
suinteresuajfjy Saly pasitikejimg organizacija lemiatias organizacijos
reputacijos dimensijas. Siekiant uZztikrinti varfotgasitikejima, degéty
daugiausia émesio skirti organizacijos prékis ir paslaugoms,
emociniam patrauklumui, finansiniams rezultatams $ocialinei
atsakomybei; siekiant darbuojoj pasitikjimo — darbo aplinkai,
emociniam patrauklumui, finansiniams rezultatamsrekims ir
paslaugoms bei socialinei atsakomybei; siekiarkéfig pasitikéjimo —
finansiniams rezultatams bei vizijai ir lyderystajekiant akcinini
pasitikejimo — jy informuotumui apie organizacijos vigijir lyderyst,
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prekes ir paslaugas, darbo aplinktaip pat finansinius rezultatus,
socialire atsakomyb ir emocin patrauklum.

Tolesny tyrimy kryptys:

AnalogiSkas empirinis tyrimas gl bati atliekamasjtraukiant daugiau
vaistiniy tinkly — tai leisty formuluoti objektyvesnes akcinigktyrimo
iSvadas, jeigu #ity didesi Sios suinteresuotosios Salies geneéalin
visuma.

Palyginus teorinio ir empirinio tyrimo rezultatidaroma iSvada, joguiy
tikslinga atlikti nuodugnesn teorire bei empirik organizacijos
reputacijos emocinio patrauklumo dimensijos awalidsamiau istirti
empiriniu tyrimu patvirting teigiany organizacijos reputacijos finansini
rezultaty bei preki ir paslaug dimensij jtaka darbuotoy pasitikejimui
organizacija ir empiriniu tyrimu nepatvirtintusciau teoriskai pagstus
jtakos rySius tarp kintamy viso vaistiniy sektoriaus atzvilgiu.

Siekiant pttoti mokslirg diskusip atlikty tyrimy tematika, kty pravartu
teoriSkai bei empiriSkai istirti, kokie pasitfkimo tipai yra hdingi
atskiroms suinteresuotosioms Salims, taip patiktinalisertacijoje
pateikiamas interpretacinio padizio prielaidas apie pagrindipi
suinteresuajjy Saliy pasitikejimo tipy raisSkos kilng.

Sioje disertacijoje empirinis tyrimas buvo atlikteigno vaistini tinklo
atveju, todl iSvados beizvalgos yra pateikiamos iSskirtinai tik vaistjni
sektoriaus atzvilgiu. Siekiant ieSkoti suinteregpptSaliy pasitikejimo
organizacijomis majimo problemos sprendimo platesniu mastu, étert
atlikti empirinius tyrimus ir kituose su Sia probia susiduriatiuose
sektoriuose, standartizavus arba pritaikius Siofgerthcijoje sudaryt
tyrimo metodilg.

Siuo metu prioritetia  pozicilp verslo organizaqlj marketingo
sprendimuose uzima sociaiziniasklaida. Organizacijos daugrdesio
skiria visuomess informuotumui apie jvairias j veiklos sritis.
Atsizvelgiantj Sig kontekstig situacip, manytina, jog, @tojant tolesnius
organizacijos reputacijosjtakos suinteresugity Saliy pasitikejimui
organizacija ar panasius tyrimugitip tikslingaj juos jtraukti dar vieg
suinteresuaja Sal — visuomea ar Ziniasklaid.
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