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Abstract. Recent surveys on the B2B market in the Czech Republic show clearly that most of the ad-
dressed managers consider reputation as the most important factor of the competitiveness of their compa-
nies. Therefore, it is possible to regard mastered reputation management as the basis for creation of a
unique competitive advantage, which finally results in deepening of the positive relationships with all the
stakeholders. The paper presents the outcomes of primary quantitative surveys conducted within chemical
product supply chains on the B2B market in the Czech Republic. The surveys aimed to identify factors
that are crucial for building positive reputation of companies within supply chains and, at the same time, to
assess and compare their importance as perceived by chemical product suppliers and their customers.
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1. Introduction

In the process of creating and delivering value,
they are important not only well-functioning mate-
rial, information and financial flows but also the
processes and activities that enhance the emotional
and social benefits of customers and have positive
impact on the value of the relationship (Branska
et al. 2012).

The surveys conducted recently on the B2B
market in the Czech Republic (Hyrslova et al
2015) clearly show that reputation, i.e. a good
name of the company, is considered by most of the
addressed managers as the most significant factor
of the competitiveness of their companies and an
important criterion which they consider in supplier
selection (Pecinova et al. 2015). Therefore, it is
obvious that the level and the reputation of the
supplier will play a key role for strengthening the
supplier-customer relations. Some authors (e.g.
Brown ef al. 2006) even assert that the company
reputation is, within the buyer-supplier relation-
ship, sometimes even more important than mutual
confidence. There is empirical evidence of the fact
that there is a significant link between the reputa-
tion of the supplier and the buyer’s confidence,
which affects the extent to which the B2B buyer
tries to develop the relationship with his/her sup-
plier and to which he/she invests into its future.
The aim is also to obtain sufficient amount of rele-
vant information to get effective marketing orienta-

tion on a particular uncovered segment, not only
from the point of view of the sellers’ offer, but
primarily from the point of view of the perception
of the offer by the customer (Vickova ef al. 2014).
Therefore, the corporate reputation can be
considered as one of the most significant aspects
for creation and deepening of mutual relations on
B2B markets. This has also been confirmed by our
research, whose outcomes are presented below.

2. Relation between corporate reputation and
image on B2B markets

2.1. Definition of corporate reputation

On the basis of probably the oldest in the literature
cited concepts of Selnes (1993) and Fombrun
(1996), it is possible to view corporate reputation
as perception of the overall attractiveness of the
company as compared to the competitors. Fombrun
(1996) develops hid definition of corporate reputa-
tion as follows: “reputation of a company is how
both its past activities and the future prospects are
perceived, which demonstrates the overall attrac-
tiveness of the company in all its main segments as
compared to the other leading competitors”. Cor-
porate reputation is here understood both as per-
ception of the past activities and the future pro-
spects of the company, and also from the
subjective point of view as the attractiveness of the
company (Money et al. 2010). In accordance with
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the concept of Fombrun (1996), corporate reputa-
tion is also defined by Brown et al. (2006). They
see it as mental association relating to the compa-
ny, which stakeholders associate with the compa-
ny. Similarly, Keh and Xie (2009) also state that
scientists view corporate reputation either prom the
economic point of view, where they perceive it as
expectations and perception of the internal and/or
external public towards the specific corporate at-
tributes, or from the point of view of the relation
towards an institution, where they perceive corpo-
rate reputation as a global (overall) image reflect-
ing perception by all the involved groups — e.g.
customers, employees, investors, etc. (e.g. Deep-
house 2000).

To summarize it, it is possible to declare that
corporate reputation has partly rational (i.e. actual
comparison with the competitors, actual or de-
clared behaviour of the company on the market,
etc.), but also affective (i.e. individual perception,
motivation, liking or antipathy, etc.) aspects, which
often play a very important, but hardly affectable,
role. Therefore, it is obvious that each entity can
see the reputation of the given company from an-
other point of view. Nevertheless, from the market
point of view reputation is understood as the over-
all (global) perception of the company on the mar-
ket across all the involved parties. So, corporate
reputation can be considered as the overall evalua-
tion of the company saying whether the company
is basically “good” or “bad” (e.g. Roberts, Dow-
ling 2002). The thing is what the market thinks of
the company, and so it is possible to consider it as
information verified by the market — a company
cannot have a good reputation if the marked does
not think so and vice versa (Hansen et al. 2008).

2.2. Definition of corporate image

The term corporate reputation is closely connected
with the term “corporate image”. Both terms are
often perceived in the literature almost as syno-
nyms, and the difference between the definitions of
corporate reputation and image disappears to a cer-
tain extent. In spite of that, some authors indicate
that both terms do not mean the same. E.g. Svo-
boda (2006) states: “Image is a broad term subject
to more frequent changes, while reputation repre-
sents a good name built on a long-term basis, and it
is nowadays more important for relationships be-
tween organizations and the other stakeholders™. If
we pay out attention to “image” only, Svoboda
(2006) offers the following relatively comprehen-
sive general definition: “Image connects all the
ideas of a public individual or group of a certain

subject matter of opinion, which can be entities or
objects like persons (personal image, politician’s
image, businessman’s image, etc.), countries or
cities (image of a country, nation, or city), institu-
tions and organizations (e.g. municipalities, groups
and associations, political parties), and companies
with activities intended for the public (corporate,
product image, brand image, package image, pro-
motional image)”. Specification of corporate image
receives relatively broad attention in the profes-
sional literature, where we can find, for example,
the following definitions:

— Veber (2000) says that corporate image is
how it is perceived by the public, i.e. what
is the company’s image, picture and pro-
jection in the eyes of its employees and
particularly its business partners (investors,
suppliers, customers, etc.).

— Smith (2000) declares that corporate image
is the state of perception. In his opinion, it
is the sum of the public feelings in relation
to the given organization resulting from
use of products, customer care, business en-
vironment, and corporate communication.

— Kotler (2000) states that corporate image
refers to the set of opinions, ideas, and im-
pressions a person creates about a compa-
ny or a product.

— Foret (2013) understands corporate image
as an idea each individual makes of a com-
pany both on the basis of his/her personal
experience, and particularly on the basis of
communications and information received
from other persons or from the media.

The definitions outlined above imply that the

concepts of corporate reputation and corporate im-
age are identical in many respects.

2.3. Mutual links and differences between cor-
porate reputation and corporate image

When comparing definitions of image and reputa-
tion, it is possible to come to a conclusion that both
concepts overlap in many ways — in both cases it is
about perception of the activity and behaviour of
the company on the market, which is affected by
the past, current experience, and also by the ex-
pected future prospects. In both cases, origination
of both image and reputation involves affective
components, and both result in creation of certain
attitudes towards the company, and these attitudes
also include, apart from the emotions, a cognitive
(empirical) and conative (i.e. the way the attitude
we have influences how we act or behave) compo-
nents. The fundamental difference between these
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two terms is particularly seen in the weight of the
experience, in long-termedness and flexibility. We
believe that reputation can be considered as a long-
er term concept than image, particularly as a result
of drawing on longer term experience with the
company’s operation on the market. In accordance
with our experience, reputation draws more on the
history, from which the business partners deduce
the behaviour of the company in the future. On the
other hand, image is rather considered as the mat-
ter of the “current” status, which can be better in-
fluenced even in a shorter (compared to reputation)
time horizon. Corporate image can be better affect-
ed by the current actions and innovations in the
areas of products, services, customer care, PR, or a
change in the corporate design. A company can be
perceived as “innovative”, “responsive”, but the
fact whether it will actually enjoy a “good” reputa-
tion among its business partners or not will only be
obvious on the basis of longer term experience and
confidence in maintaining the positive direction in
the future. This proposition is also supported by
the statement by Henry Ford, who said (Brown
et al. 2010): “You can’t build a reputation on what
you are going to do”. Therefore, it is obvious that
building a successful reputation, but also a brand
image on the B2B market, requires care and time.
However, an interesting aspect of corporate reputa-
tion is the fact that while its successful building
requires a very long time horizon, it can be dam-
aged very quickly. The paradox is that, as some
surveys show (e.g. Rhee, Haunschild 2006), if a
company with a good reputation has a problem, it
often suffers more than those with a bad reputa-
tion. The thing is that if a company makes a mis-
take, it can have an adverse effect as a result of
disappointment caused by high expectations. From
this point of view, we believe that image can be
considered as more stable, apparently also as a re-
sult of the fact that reputation directly affects the
experience of the business partners, whereas image
is mostly affected by the perception of the general
public and the other stakeholders, where the nega-
tive aspects of functioning of business relations
might get later and not to such a significant extent.
This particularly holds true on B2B markets, where
reputation is important for business relations, while
image is rather reflected in relations with the pub-
lic and the other stakeholders.

3. Building and benefits of positive corporate
reputation

Obviously, image and reputation affect each other.
We believe that it is not possible to build a good

corporate reputation without a positive image, and
vice versa. In view of the fact that image can obvi-
ously be affected more directly, for building a
positive reputation it is possible to recommend fo-
cusing attention mainly to those attributes which
result in a positive image, products and services,
social behaviour and responsibility (Tetrevova,
Svedik 2012), environment and communication.
Most authors also agree that one of the most im-
portant tools for systematic building, and if need
be changing, of image and thus also reputation is a
so-called corporate identity. It is seen by some au-
thors (e.g. Smith 2000) as a “visual way of identi-
fication of the given company, society, or organi-
zation, which uses all the means of contact with the
public”. However, in this concept the term “corpo-
rate identity” almost merged with the term “corpo-
rate design”. This certainly is not right. Corporate
identity is a lot wider term and reflects both the
history of the company and the corporate visions,
or its ethical values (Svoboda 2006). This is also
supported by Foret (2011), who declares that cor-
porate identity with good prospects should be
based on long-term experience and traditions of the
institution, on its system of values and principles,
on the atmosphere in the institution, on the topics
and ways of communication. Probably the most
apposite definition of corporate identity has been
formulated by Bedrnova and Novy (2002)
(Vysekalova, Mikes 2009), who understand it as a
purposefully created strategic concept of the inter-
nal structure, operation, and external presentation
of a particular company in the market environment.
Among its elements, they count corporate commu-
nication, corporate design, and corporate practice.
Veber (2000) completes these corporate identity
attributes with corporate culture and product (i.e.
the design of the own product).

By goal-directed influencing of the above
specified components of the corporate identity on
an individual basis, it is possible to build up the
desired corporate positioning and to create a con-
tent and formal basis for creation of a positive im-
age and thus also a corporate reputation. A good
reputation is then established by exertion of long-
term influence of the positive image on the market
partners, where the basic elements of this phenom-
enon are deepened. These elements include (Svo-
boda 2006): credibility; reliability; trustworthiness,
and awareness of responsibility.

The built-up positive corporate image and
reputation represent a number of benefits for the
company. If we summarize the opinions of indi-
vidual authors (Keh, Xie 2009; Pelsmacker 2003;
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Smith 2000; Nemec 1999), the main benefits of a

positive image and a good reputation can be seen in:

— Current product sales support — a positive

image of the manufacturer and his/her

good reputation increases the value of the

products perceived by the customers and,

at the same time, increase the benefits, but

also decrease the costs perceived by the
customers in relation to the purchase.

— Possibility of achieving higher product
prices accepted by the customers — positive
corporate image and reputation add a value
to the brand, and so it is possible, in certain
cases and particularly on highly uncertain
markets, to achieve higher prices of the of-
fered products.

— Support and facilitation of launching new
products on the market — positive corpo-
rate image and reputation support devel-
opment of new and innovated products, as
they create a favourable platform for their
launch on the market.

— Possibility of acquiring a cost advantage —
positive corporate image and reputation
help the company to acquire a cost ad-
vantage over the competitors as a result of
decreasing contractual and controlling
costs with their suppliers and a potential
lower pace of growth of the employees’
salaries. Positive corporate image and rep-
utation also often result in the fact that the
company can achieve lower marketing
costs and, thanks to the higher negotiation
power, often obtain lower purchase prices.

— Strengthening of relations with investors
and support of investments — positive im-
age and reputation help to acquire higher
quality and more investments from inves-
tors thanks to the fact that they remind the
influential players on financial markets of
the existence of the company.

— Building of a positive atmosphere in the
company and increasing the employees’ ef-
forts — positive image and reputation in-
crease the good feeling of the employees,
support the pride and identification of the
employees with the company, and motivate
the employees to increase the efficiency
and performance.

— Increase in the attractiveness of the com-
pany on the labour market — positive im-
age and reputation strengthen the compa-
ny’s ability to attract (and retain) the best
people, who represent a strategic asset on
the current hypercompetitive markets.

— Strengthening of the influence on the other
stakeholders and the public — positive cor-
porate image and reputation support
strengthening of the engagement and loyal-
ty of all the groups of the stakeholders
(Money et al. 2010). As Bajcan (2003) de-
clares: “Positive opinions of the public, or
the media, help the given entity to be more
successful in a particular area of business,
create some kind of an intangible compara-
tive advantage over the other competitors,
and make it easier for the entity to promote
its opinions and attitudes. And also, it pre-
pares a very favourable field for next steps
relating to quality marketing planning”.

— Prevention of crises or better crisis man-
agement — positive corporate image and
reputation can be understood as an account
from which it is possible to draw when the
times are bad, when the company with a
good reputation can benefit, e.g. from the
presumption of innocence. In hard periods,
a good name excludes or limits occurrence
of problems in relation to pressure groups
and consumer organizations.

The above specified benefits make it obvious
that well-mastered management of creation of the
current image and the resulting long-term reputa-
tion is the basis of a hardly copyable competitive
advantage, which finally results in deepening of
positive relations with all the stakeholders.

4. Reputation study models

If we wanted to study corporate reputation in more
detail, we would find, in the world literature, a
number of models, which analyze corporate repu-
tation from different points of view. These models
aim to find a certain system how to evaluate, com-
pare, and even measure corporate reputation. In
view of the fact that each of the models approaches
corporate reputation from a little different point of
view, it is possible to recommend them in different
situations. E. g. Fombrun (1996) indicates that it is
possible to study corporate reputation from differ-
ent points of view, which, according to the author,
include: perception of the working environment in
the organization, products and services, financial
performance, and emotional attractiveness. It is
obvious that this model can be used with advantage
for enhancement of the corporate reputation from
the point of view of the functional elements of the
organization, such as human resources, marketing,
and finance. On the other hand, Davies et al.
(2015) state that corporate reputation can be meas-
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ured on the basis of the fact how the stakeholders
perceive the “personality” of the organization.
Within this approach, the stakeholders are asked to
assess the organization as a personalized whole. In
this case, corporate reputation is assessed on the
basis of the fact whether the organization is per-
ceived as e.g. elegant, dominant, or amiable. This
model will be useful within the process of re-
searching the basic personality characteristics with
which the perceived reputation can be connected,
which is the most modern trend in creation of the
desired brand positioning. In our case, where we
are trying to identify the role the reputation plays
in the supplier-customer relations on B2B markets,
it would definitely be the most suitable to use the
model published by MacMillan et al. (2005). The
given model is based on the fact that corporate
reputation can be evaluated from the point of view
of various aspects of the stakeholders’ experience,
which they acquire within their contact with the
company (Money ef al. 2010). Selected experience
from supplier-customer relations was researched
and assessed in more detail within our research,
whose outcomes are presented below.

5. Primary research into the importance of
individual factors affecting the perceived
reputation of manufacturers within supply
chains of chemical companies

5.1. Primary research specification

The primary quantitative research into the im-
portance of individual factors affecting the per-
ceived reputation of the suppliers of chemical
products was conducted by the Department of
Economy and Management of the Chemical and
Food Industries, the Faculty of Chemical Technol-
ogy, the University of Pardubice, in 2013-2015.
The research was performed on the B2B market
only, at first among the suppliers and subsequently
among the purchasers of chemical products.

The first phase of the research was based on
personal questioning using a network of trained
questioners. The respondents were employees of
large industrial suppliers of chemical raw materials
in the Czech Republic, specifically the top manag-
ers of the companies, the staff of sales depart-
ments, customer service departments, employees
involved in strategic development, research and
development, the staff of economic departments,
but also selected employees from manufacturing,
purchase, and product quality control departments.
The research involved 41 respondents in total.

The second phase of the research was dedicat-
ed to identification of the opinions concerning the
researched problems from the point of view of the
buyers of the final products of the suppliers in-
volved in the first phase of the research. The pri-
mary research into the customers was conducted
through a network of questioners using the method
of both electronic and personal questioning. The
data was gathered from 40 customers in total.

The research was conducted, in both phases,
on the basis of questionnaires, where the respond-
ents were asked to evaluate the beneficial effects of
individual selected attributes showing the level and
reputation of the supplier for development of sup-
plier-customer relations. The assessment was per-
formed using a 7-point scale, where 1 referred to
the evaluation of the factor as “absolutely without
benefits” and 7 corresponded to the evaluation as
“absolutely beneficial”. The research outcomes
were subsequently statistically processed separate-
ly from the point of view of the suppliers’ opin-
ions, and separately also from the point of view of
the customers. The suppliers’ and the customers’
perceptions were finally compared and the differ-
ences between the perception of the suppliers of
chemical products and their purchaser were ana-
lyzed.

5.2. Processing and analysis of research
outcomes

As already mentioned, the first phase of the re-
search was conducted by personal interviews in
supply companies. Using a factor analysis, the re-
sults obtained allowed specifying three factors that
play a role in developing relations between the
supplier and the customer in terms of quality and
prestige of the supply company from the perspec-
tive of suppliers. They are:

— Level of technological advancement and

reputation of the supplier;

— Reputation and image of the supplier;

— Tradition of the supplier.

Statistical processing of the results of research
is demonstrated in detail in Table 1.

Table 1 clearly shows that in strengthening re-
lationships with customers, suppliers consider all
the characteristics examined to be important. The
results show that the perception of the interviewees
is clearly dominated by a view that it is long-term
positive experience of the customer with the sup-
plier that contribute most to the strengthening of
relations between suppliers and customers (median
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Table 1. Perceiving the benefits of attributes of the overall supplier quality and reputation from the perspective of

customers (Source: made by authors)

Benefits from the perspective of suppliers

S;Iilpi;eru%sggltly Characteristics of Supplier quality Relative frequency of the usefulness | "
fagtor and reputation levels (in percent) Sl 2|g
3lals]e]7]|s|S|2
Level of techno- | High technical quality of supplied products | 2 | 0 | 2 | 5 [ 15|38 38| 6 | 6 |5.6
logical advance- | High level of mastery of technological pro- 3 6 o l17lasl17lo el lss

ment and reputa- | cesses in the company

tion of the

supplier reputation in the industry

Overall quality of the company and positive

2107 [ 15|33|38| 5|5 ]| 6|55

Reputationand | er with the company

Long-term positive experience of the cus-

21025 |18[40|33]|6 | 7 |59

image of the

supplier
PP players in the industry

Quality of customer base — services to major

316 |0 (1748|179 |5 |6 |54

Tradition of the | Long tradition of the company as a manufac-

supplier turer of products

2 |5 (101243 (23| 5|6 | 6 (54

Note: The scale from 1 — completely useless to 7 — entirely beneficial.

6, modus 7, average 5.9). This aspect clearly con-
firms the basic premise of our research that long-
term positive reputation of the supplier stemming
from long-term positive experience will play a key
role in the supplier-customer relationship.

Other characteristics assessed by the suppliers
are evaluated almost equally in the perception of
their usefulness for strengthening relationships
with customers and most respondents perceive
them as rather or very beneficial. The only charac-
teristic worth mentioning is perhaps the “High lev-
el of mastery of technological processes in the
company”, which has the lowest average rating of
5.3. We believe that suppliers perceive there a high
level of mastery of technological processes in the
company as an essential prerequisite for quality
customer service, which they believe the customer
perceives as part of services, not evaluating it too
separately. However, the results show that this
characteristic is also considered important by the
suppliers of chemical products, and it is rather im-
portant in the development of relationships be-
tween suppliers and customers.

Using a factor analysis, the second part of the
research, which examined the perception of use-
fulness of characteristics of the overall quality and
reputation of the supplier for developing customer-
supplier relationship from the perspective of cus-
tomers, proved the existence of very similar factors
as in the research into perception from the perspec-
tive of suppliers. The difference was in the correla-
tion of the attribute Overall quality of the company
and positive reputation in the industry where it cor-
related in the consumers with the factor Tradition

of the supplier, while in the suppliers it correlated
more with the Level of technological advancement
of the supplier. In the perception of customers, the
following factors play a role in strengthening their
relations with suppliers, in particular:

— Reputation and image of the supplier;

— Technological advancement of the supplier;

— Tradition and reputation of the supplier.

Results of the second part of the research are
demonstrated in detail in Table 2.

As shown in Table, the customers also con-
sider all the identified factors speaking about the
quality and reputation of the supplying company to
be important for strengthening relationships with
suppliers. In mutual comparison of the importance
of individual characteristics of the supplier’s repu-
tation for customers, we find that there are two
characteristics that are the most beneficial for cus-
tomers, namely the high technical quality of the
products and the long-term positive experience of
the customer with the company (median 6, mode 6,
mean almost 6). It is logical that the high technical
quality of products supplied is a priority to the cus-
tomers, as it ensures a trouble-free use thereof. Al-
so, long-term positive experience with the supplier,
which are the basis of its good reputation, form a
foundation stone of mutually beneficial supplier-
customer relationships.

Interestingly, the beneficial effect of the at-
tribute “Overall quality of the company and posi-
tive reputation in the industry”, which is certainly
directly related to the reputation of the company,
did not appear at the forefront in the customer
evaluation. The reason can probably be found in
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Table 2. Perceiving the benefits of attributes of the overall supplier quality and reputation from the perspective of

suppliers (Source: made by authors)

Benefits from the Perspective of Suppliers
Supplier quality and |~ Characteristics of supplier quality and | Relative frequency of the useful- :
reputation factor reputation ness levels (1[1 percent) ‘_g é g
1 [2]3]4]s5]e6]7]|s|s|=s
' . Long-term posmve experience of the >lolalsla0l35038] 6|6 |58
Reputation and image| customer with the company
f th li i - i
ot the supplier nghty of customer base services to ol3 13 li8li6larl izl 5 |5 lag
major players in the industry
Level of technologi- pHrlféluizhmcal quality of supplied 0|2 |5|10]15|50|18] 6 | 6 (59
cal advancement of Hieh level of mast Frochnoloical
the supplier igh level of mastery of technologica 31olol2ilaslaol 10l 6 | 6 |55
processes in the company
» Overall quality of the company and 02215334155 |6]s51
Tradition and reputa- | _positive reputation in the industry
tion of th li iti
10n or the supplier Long tradition of the company as a olslsli7l17l33123] 5 |5 |48
manufacturer of products

Note: The scale from 1 — completely useless to 7 — entirely beneficial.

the weight of personal experience, which is the
most important in terms of the mutual trust of
business partners, and therefore customers do not
attach such importance to general reputation of the
supplier in the industry in strengthening long-term
relationships.

The research has shown that attributes “Quali-
ty of customer base — services to major players in
the industry” and “Long tradition of the company
as a manufacturer of products” (median 5, modus
5, mean almost 5), are perceived as rather benefi-
cial for building the corporate reputation of the
supplier, from the perspective of customers. We
believe that customers do not definitely consider
services to major players in the industry and the
long tradition of the company as a manufacturer of
products to be a guarantee of high quality of the
supplied product and a problem-free relationship.
Nevertheless, they evaluate both attributes as ra-
ther beneficial for building mutual relations.

The processed results showed that in the per-
ception of the benefits of individual characteristics,
referring to the quality and reputation of the sup-
plier, in the development of the customer-supplier
relationships there are some differences between
the perceptions of suppliers and customers. Statis-
tical significance of the differences was analyzed
using Pearson's chi-square test and exact nonpara-
metric median test by a Monte Carlo method. The
tests demonstrated statistically significant differ-
ences between suppliers and buyers in the percep-
tion of benefits of two characteristics of the quality
and reputation of the supplier, which are:

— Quality of customer base — services to ma-
jor players in the industry (Pearson chi-
square test, Monte Carlo sig. = 0.013; Me-
dian test, Asymp. Sig. = 0.005).

— Long tradition of the company as a manu-
facturer of products (Pearson chi-square
test, Monte Carlo sig. = 0.060; Median
test, Asymp. Sig. = 0.022).

As for the other characteristics of the quality
and reputation of the supplier, no statistically sig-
nificant difference was found between the percep-
tion of their usefulness for building long-term rela-
tionships between customers and suppliers.

The differences observed in the two character-
istics mentioned above were further analyzed in
detail. The following Figure 1 provides a compari-
son of views of suppliers and customers related to
perception of the benefits of the indicator “Quality
of customer base - services to major players in the
industry”.

Figure 1 shows that the largest number of
suppliers (47 percent) sees this factor as very bene-
ficial, while the majority of customers (49 percent)
see it as rather beneficial. A little higher perceived
level of the beneficial effect of the quality of cus-
tomer base from the perspective of suppliers than
that of consumers might be due to the fact that
suppliers attach too much importance to what im-
pact the services to major companies in the indus-
try have on improving the company's image in the
eyes of customers. It is obvious that this factor is
not extremely important to the customers, but it is
nevertheless necessary to pay attention to it, as the
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Quality of
customer base

100,0%
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O very useless
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from the perspective of customers and from the
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customers perceive this aspect as rather beneficial
for building long-term relationships, thus it is of a
certain benefit to them.

An analysis of statistical differences between
the perceptions of suppliers and customers in terms
of the attribute “Long tradition of the company as a
manufacturer of products” is shown in Figure 2.

It can be read in Figure 2 that the suppliers
mainly view it as a very (33 percent) to extremely
(23 percent) beneficial attribute for developing re-
lationships with customers, while the customers
perceive this attribute for the most part only as ra-
ther beneficial (43 percent). In the perception of
the suppliers, this factor is thus viewed as some-
what more important than from the perspective of
the customers for the development of mutual rela-
tions. This may be due to the fact that the suppliers
consider their long experience in producing the
product to be a guarantee of quality product, which
the consumers do not perceive as decidedly.

6. Conclusions

Literary sources as well as research confirm that a
positive reputation as a long-term positive percep-
tion of the company in the market proved by expe-
rience and deep-rooted in the market is an impos-
sible-to-copy competitive advantage, which plays a
vital role in the customer choice. This applies to
the consumer, but especially to the industrial mar-
kets, where relationships of business partners tend
to be deeper, more immediate and more important
in choosing a supplier. A positive reputation of the
supplier then certainly boosts the customer’s con-
fidence especially at the beginning of the relation-
ship, but it also strengthens the belief that the rela-
tionship will continue without problems, which is a
great advantage for a stable functioning of the in-
dustrial enterprise.

Our research, conducted in 2013-2015, clear-
ly shows that in terms of strengthening and devel-
oping mutual relations between the suppliers and
the customers there are three factors that play an
important role, which are almost identical from the
perspective of suppliers and customers. These in-
clude:

— Reputation and image of the supplier;

— Technological advancement of the supplier;

— Tradition and reputation of the supplier in

the industry.

Some differences were diagnosed between
perceptions of suppliers and customers only in the
perception of benefits for the development of mu-
tual relations in two sub-level characteristics of the
quality and reputation of the supplier, namely
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“Quality of customer base — services to the major
players in the industry” and “Long tradition of the
company as a manufacturer of products”. These
sub-characteristics demonstrated a certain overes-
timation of their importance for the development
of supplier-customer relations on the part of the
suppliers. It can be stated that all the observed
characteristics of the overall quality and reputation
of the supply company are, from the perspective of
both suppliers and customers, evaluated as im-
portant for the development of mutual relations,
differences were found only in the degree of the
perceived importance. Therefore, it is necessary to
pay much attention to all the aspects explored in the
development of customer-supplier relationships.

In conclusion, it is necessary to add that the
outcomes were acquired through a research con-
ducted only in the selected branches of business
among the key purchasers of the respective product
categories. Although the research involved the
branches of business typical for the chemical in-
dustry, it would be suitable, in order to obtain rep-
resentative research outcomes, to perform another
research into other chemical product categories
involving a significantly larger sample group of
respondents, which we intend to do in the follow-
ing years.
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