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nporpamma EC — «BocTounoe mapTHepcTBO». OTa mporpaMMa MpeaycMaTpHBaeT Pa3BUTHE JBYCTOPOHHHX U MHOTOCTOPOHHMX OTHoIIeHHH EBpometickoro
Coro3a ¢ TakUMH CTpaHamH, Kak Apmenust, A3epOaiipka, benapyce, I'py3us, MosngoBa u YkpanHa. JTa HHULMATHBA He onperesser wieHcTBo B EC kak
OKOHYATENbHYIO IIe/b IAPTHEPCTBA, a IPH3BaHA 00ECTEYUTh aKTUBHOE COTPYIHHYECTBO B ABY- 1 MHOIOCTOpOoHHEM (opmarte kak ¢ Eponetickum Corozom,
TaK U MeXTy CTpaHaMH-IapTHEPaMH, C [EIIBIO IIPUBEACHIS HX 3aKOHOATeIbCTBA, SKOHOMUKH U APYTHX cep K eBPOIeHCKIM CTaHAapTaM.

EC ynemster BHMMaHMe U cBoeMy apaOckoMy OkpyxeHuto. B 1995 r. B Bapcenone Obuio oduimansHO HONOKEHO Havano «EBpomeicko-
CpenzeMHoMOpckoMy napTHepetBy». B 2007 r. Ipesunent @panupu M. Capko3u 03By4MiI IPOEKT co31aHust Cpeii3eMHOMOPCKOTO COk03a, KOTOPBIH 1ocie
psina neperopopoB B 2008 r. ObLI aHOHCHPOBaH Kak IpojoipkeHue bapcenonckoro mporecca «bapeenonckuii npouece: Coro3 s Cpeau3eMHOMOPDS»,
CTaBsIIMIA cBoei Lerbio opmupoBanue EBporneiicko-Cpeni3eMHOMOPCKOi 30HBI CBOOOJHOH TOPTOBIIN.

OgHako B HOCIIEIHEE BPEMsI OTMEUYAETCs] TeH/IEHIMs TIEPeHoCca TIEPErOBOPHOIO MPOIEcca ¢ PErHOHAIBHOIO Ha TPAHCKOHTHHEHTAIBHBINA YPOBEHb.
AxrtuBHocTs EC B robansrom Maciitade taxoke otpaxaror JJCCT ¢ Mekcukoi, Unnum, FOsxuoit Adpukoit, FOxnoii Kopeeit. Bexyres neperosopsi ¢ CILA,
Kanapoit, Uaaueit u Anonweit. Ilo MEEHHIO ClIeNUAINCTOB, THOSpaTH3aIHs] TPAHCATIAHTUIECKOH TOPTOBIIM MOXKET IIOCITY KUTh HMITY/IHCOM JIMOepaTi3aiiii
TOPTOBJIM B III00AIBHOM MacIITade ¥ CTHMYJIOM ISl YCHJICHHS] MHOTOCTOPOHHEH TOproBoi cucteMsl B pamkax BTO.

BoiBoabl. DopmupoBaHne npedepeHIMATBHBIX PEXHUMOB, CTaBIIMX COBPEMEHHOW MHPOBOW TEH/CHIMEH, HECOMHEHHO, YCIIOXKHSET
(YHKIIMOHHPOBaHIE MUPOXO3SHCTBEHHON CHCTEMBI, IOCKOJIBKY IIPOMCXOIUT cBoeoOpasHoe Hanoxernue JJCTT Ha MHOTOCTOpOHHMI HEepEeroBOPHBIH Iporece
B pamkax BTO.

Ipaktruecku Bce uineHsl BTO — yyacTHHKM OfHOro wiu Oosiee COMIAlIeHHH, YTO CBHIETENBCTBYET O TOM, YTO B MEXIYHApOJHOH TOpromie
TIPHHIIUI CTPAHBI HAUOOIBIIEro OIaroONpHATCTBOBAHIS CTAHOBUTCS Y)Ke HCKIIOUEHHEM, 2 He IPAaBHIIOM.

BrictpoMy pocty coramenuii 0 cBOOOJHON TOProBiIe CIIOCOOCTBOBAIM 1IBa ONPEIEILIONINX 00CTOSTENECTBA. Bo-TIepBhIX, ¢ IPaKTHYECKOH TOUKH
3peHHs] COIVIAIEHUs O CBOOOIHOMN TOProBjIe SIBIIIOTCS OoJiee NMPEANOYTUTENBHBIMY, YeM MHOTOCTOPOHHHE, BBUYY HX CEJIEKTHBHOIO MOIXO0/a K OTPAcLM,
CEKTOpaM SKOHOMHUKHU M TapTHepaM. Bo-BTOpbIX, 1 GOJBLIMHCTBA CTPaH COIVIAIICHHE O CBOOOXHOH TOPrOBIE BHICTYIAET MHCTPYMEHTOM IPUBIICUEHHUS
MIPSIMBIX HHOCTPAHHBIX HHBECTULIHIL.

BunarepaibHble coranieHus IPEIOCTABILIIOT CTPAHAM HOBBIE BO3MOXKHOCTH 110 IIOUCKY CTUMYJIOB SKOHOMHYECKOTO Pa3BHTHS — ITO, IPEXKE BCETO,
KacaeTcsl IPeofoNeHns HeTapu(HbIX OrpaHUYEHUI JOCTyHa Ha PHIHOK; KPOME TOTO CYIIECTBYIOT cepbl, KOTOpble HE YPETyIHpOBaHbE MHOTOCTOPOHHUMH
HOpPMaMU (PeKHM HHBECTHIHH, TOPrOBII IPOAYKIHEH BOMHOTO HA3HAYEHHS U T.1.).

Baxmouenne JICCT He moaMeHsleT CO0Oi SKOHOMHYECKYI) PErMOHAIBHYIO HHTETpAlMIo, a CO3/aeT OCOOYH CHCTEMY B3aUMOJICHCTBUS
HALMOHAIBHBIX SKOHOMHK C Y4ETOM 3KOHOMHYECKHX M IMOJUTHYeCKUX (hakTopoB. EBpOCOrO3 paccMaTpuBaeT Mpolecc MOCiejoBaTeIbHOIO OITHCAHUS
COIVIALICHUHA O CBOOOJHOM TOProBiie C JAPYTMMH TApTHEpaMM KaK SJIEMEHT E€BPOIEHCKOM CTpaTerud SKOHOMHYECKOrO0 pOCTa, BKIOYas B cdepy
perymuposanust JICCT BonpoCkI cepTH(HHKALIN IPOIYKIHH, 3aIUThH] HHTEJUIEKTYIbHOH COOCTBEHHOCTH U JIOCTYIIA K FOCYJapCTBEHHBIM 3aKa3aM.

Ipakrika 3akmodenust JJCCT EC cBumerensCTByeT O paclIMpeHHH cepbl ero HHTEPeCOB M AKTHBHOM HCIOJIB30BAHUM OHIIaTepabHbIX
COTJIAIIIEHHH B KaUeCTBE HHCTPYMEHTA JIMOepaIn3alliy BHEITHEAKOHOMITIECKOM TTOIHTUKY TOCYIapCTBa.
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ANALYSIS AND EVALUATION OF THE COMPANY IMAGE IN THE B2B MARKET

Nowak D., dr hab., prof. nadzw. UEP, Poznan University of Economics, Faculty of Management, Department of Management and Corporate
Resource Analysis (Poland)

Nowak D. Analysis and evaluation of the company image in the b2b market

Creating a positive image is a specific advantage of the company that could become a key competence used in the fight for a suitable position in the
competitive market. It is created in the representation of direct and indirect stakeholders who according to their own interests take into account
various aspects of activities of the rated entity. The company's goal is therefore appropriate balance of activities, which will result in a coherent,
harmonious and properly perceived image of the company. Given the diversity of the determinants of corporate image-building objective of
developing adopted the identification and assessment of the main elements used by stakeholders in the assessment of the image of a counterparty.
Keywords: image, competition, key competence, company strategy, b2b market.

INTRODUCTION

A complex economic reality, increasing competition, and in particular the density of products and services on the market are forcing the
companies to undertake a series of actions that will enhance their competitive advantage. These actions may rely on a more effective coordination of
procedures for the value chain so as to reduce costs of production and optimize it, adjust the structure of terms of range - quantitative market needs or
through proper motivation of employees and increase in productivity. Companies may also seek to positively distinguish themselves in the market
through application of unique technology, brand, adequate communication with the environment, care of the environment and also the construction of
appropriate relationships with suppliers and customers. The measures taken must have a harmonious and coherent interdependence, the effect of
which is to create the image positively and well perceived by all stakeholders. It is emphasized that, acceptable, positive image enhances the stability
of institution facilitates its operation, reduce business risk contributes to the reduction of costs and facilitates the attainment of resources or entry into
new markets. In addition, positive, properly created image helps to establish relations of cooperation, both domestically and internationally.

Creating a positive image is not a feature of the long-term, it should therefore be managed, invested and above all developed covering trends
and market development. To be properly and positively perceived there's a need to work actively using the whole set of instruments, such as public
relations, brand management, sponsorship, procedures of suppliers and buyers management and shaping the quality of the company by entering into
higher levels of functioning confirmed by appropriate distinctions, awards and certificates. Such actions contribute to the growth of the company,
facilitate the functioning, networking, and development of products and services. This allows to build equity of clients and suppliers, which is defined
as receipts, profitability and the information that they generate for the companies affecting its market value'. The higher the scope of these
relationships is and more stable and loyal each group is, the higher the value of the company and clearer and more transparent the growth prospects
are. It should be noted, however, that the perception of the image is variable in time. Improper behavior, unexpected transaction, failure to adopt
procedures may contribute to changes in picture of company from positive to neutral or negative. Additionally, the image can be perceived differently
by different groups of stakeholders. Other expectations are posed by the shareholders or the shareholders of the company, other ones come from the

© Nowak D., 2014
! B. Dobiegata-Korona, T. Doligalski, Wartos¢ klientow jako przestanka alokacji kapitatu [w] praca zbiorowa pod redakcja J. Bielifskiego,
Zarzadzanie warto$cia przedsigbiorstwa a alokacja kapitatu, Wydawca: CeDeWu, Warszawa 2004, s. 89.
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recipients and suppliers and yet other expectations are announced by local government authorities and the local community. Given the diversity of
quantitative and qualitative factors affecting the image the objective of the paper is to identify and evaluate the determinants that affect the perception
of the companies in the group of its direct customers.

IMAGE AND THE COMPANY IMAGE

The concept of image is derived from the Latin word "imagio" or "imaginatio". The first of them is identified with the image, symbol,
portrait, the second with the idea, delusion, opinion or a dream'. Commonly understood as created by people such as artists, athletes, politicians,
personality or self-image as a developed public face of the organization, presenting it in a positive light and for gaining social acceptance for the
activities of this institution or enterprise. The literature emphasizes that the image is the sum of subjective perceptions and beliefs about a particular
subject’. In the common sense the term image is identified with the overall picture and feelings of which a person is associated with a specific object’.

The wide and comprehensive understanding of image is presented by Arpan, Raney and Zivnuska who point to his four connotations*:

« the first apply to associations connected with the name of the organization,

* the second emphasizes the psychological profile created for the organization by the unit,

« the third is associated with idiosyncratic representation concerning the corporate

« the fourth is the sum of attitudes towards the organization.

Four presented perspectives emphasize different elements of the image, however, together constituting a coherent and logical structure.

In relation to the company the image can be defined as idea, image, impression or assembly of business associations existing in its immediate
external environment and internal, among its stakeholders such as suppliers, customers, employees, local community, local authorities, competitors,
collaborators, including a set of positive and negative associations evoked by verbal or visual expression of the company. It can therefore be
emphasized that the company image is formed in the vicinity of the subject, which is variable in time and space. It is, in addition to tangible assets, an
important element of company with a high growth potential. Its value is created both by the present and future clients, as well as other groups of
market actors operating in the same environment’.

Riordan at al. characterize image as an individual’s perceptions about the actions, activities and accomplishments of an organization®.
Kennedy’ and Dowling® argue that a company does not have one image but multiple images. Each of them has a different set of interaction with the
company and therefore is likely to have different images. Riel at al. summarizes that concept of corporate image as a set of meanings abort the
company in the minds of the stakeholders. They say that image is a “(...) sum of the different perceived features of the company (...) and a holistic
impression of the position of the object in relation to its competitors™.

Kunkel and Berry define the image of the company as "an important factor which affects the purchasing power of the consumer tendency"
and the consumer "general images of the corporate." Bernstein emphasizes, however, that the image of the company "(...) is the net result of the
interaction of all the experiences, beliefs, feelings, knowledge and experience that people have regarding the subject"'’. It presents the sum of the
visual characters through which individual and collective actors can recognize a company and distinguish it from other entities operating in the same
environment''.

It is indicated that the image of the company is its profile, or otherwise speaking, the sum of impressions, feelings and sensations and
expectations about what the organization develops and creates in the minds of individuals who operate in the area'?. It consists of "(...) all scheduled
and unscheduled, verbal and visual elements that are derived from the essence of the company and have an impression on the observers"".

It should be emphasized that the concept of the image is non-static, due to the impact of a number of media organizations and environments
subject to constant evolution, constant change, taking into account the latest developments. It may be pointed that the dynamic process is influenced
by number of factors. LeBlanc and Nguyen suggest that it is under the influence of identity, reputation, environment, services, and direct service'*. In
contrast, according to A. Wilczak these factors are divided into factors under the control of the organization and independent factors over which the
organization has no or little impact'®.

The primary purpose of creating a positive image is acquiring a growing number of buyers who affect the value of the entity. This indicates
that the process of shaping the image is linked with the desire of the economic operators to produce an emotional connection with the company and
stimulate positive attitudes towards it. These attitudes are formed as a result of contact between the market participants with the features of the
company. The result is every kind of experience, expectations, feelings, knowledge and experience that are to be reflected in the given entity. Most
often company puts in front of the image the certain tasks, which include:

* building confidence in the company,

* building confidence in its products,

« risk reduction activities,

« reduction of costs,

* development of appropriate relationships between the company and its stakeholders.

In order to fulfill these functions, the company might use a set of actions, which could include:

« improving the quality of services through better, more competent and professional service,

+ a flexible approach to the customer by understanding their situation, their needs and the specific nature of activity,

« flexible working hours, corresponding to the requirements and demands of customers,

' W. Kopalinski, Stownik wyrazéw obcych i zwrotéw obcojezycznych, Muza 2003.

2 H. Diller, Vahlens GroBes Marketing Lexikon, Verlag C.H. Beck, Miinchen 1992, s. 434.

® M. Frobdse, A. Kaapke, Marketing — eine praxiorientierte Einfiihrung mit Fallbeispielen, Campus Verlag, Frankfurt/Main 1996, s. 107.

*L.M. Arpan, A.A. Raney, S. Zivnuska, A cognitive approach to university image, Corporate Communication: An International Journal, 2003, nr 8/2,
s. 97, za:A. Waszkiewicz, Wizerunek organizacji. Teoria i praktyka badania wizerunku uczelni, Instytut Dziennikarstwa Uniwersytetu
Warszawskiego, Warszawa 2011, s. 22.
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« the provision of comprehensive services that can be achieved through diversification of products and production, as well as entering new

market segments.

The image of the company can be defined as a subjective feeling, idea or belief of people of a given entity or otherwise speaking what the
entity, or group thinks about it'. From the perspective of the company therefore the way it presents in the environment and how it is perceived by
other. It can therefore be emphasized that the image is: "(...) idea that one or more of the audience have about a person, company or institution, it is

not a real image, accurately and specifically outlined, but rather a mosaic of many details, noticed accidentally fragmentary, with blurred differences"’.

Table 1. Factors contributing to shaping the image of the organization

FACTORS UNDER THE CONTROL OF ORGANIZATION

INDEPENDENT EXTERNAL FACTORS (OR DEPENDENT IN
MINOR SCOPE)

Objective factors:

* history of the organization,

« resources of the organization.

Factors related to the functioning of the organization:

» financial situation (potential)

« the management of the organization, organizational structure,
* human resource management.

« factors related to the personality of the recipient

« actions of competitors

« changes in the macro-environment

* co-operation and co-operators

« image of the country of origin and industry

« interpersonal communication (between entities external to the
organization).

Marketing factors (related to the identity of the organization):
* mission

* goals

« adopted strategies

* positioning,

* instruments of marketing mix,

* corporate social responsibility (CSR).

Source: A. Wilczak, Budowanie wizerunku przez organizacjg — prawda czy mit?
http://www.wz.uw.edu.pl/panel/serwisy wydzialowe/6¢70bbed128b884316fae5606c1bd17a.pdf dated 30.06.2013

Likewise P. Koltler argues and emphasizes that the image is not a real image, only a notion, opinion or view. He points out that it is: "(...) a
set of convictions thoughts and impressions of the person or group of any object: a company, product, brand, place or person™. These definitions
suggest one very important aspect of this idea image is not a realistic reflection of reality, it is only an idea, an opinion or a judgment, which can be
affected by incidental, one-off events. They can have an impact both positive and negative, they can also be perceived in different ways by different
actors. The measures taken may in fact meet with the approval and acceptance from one hand, from the other hand actions will be perceived as hostile,
negative, antagonistic.

Considering above mentioned approaches, concepts and definitions it should be noted that for the company the image will always have a
strategic importance. It is therefore necessary to take a number of actions aimed at proper selection of tools and instruments that will create the most
correct picture of the company that will have a real and not illusory effect on its value.

Message sent by enterprise

|

by the surrounding participants

Perception of the sent messages

\4

Process of the company imagines assessment by the surrounding participants on the basis of the direct
experiences and surrounding opinions

|

Subjecting the information gathered to the categorization and subjecting them to specified judgments

Picture 1. Process of the company image developing
Source: M. Urbaniak, Wizerunek dostawcy na rynku dobr produkcyjnych, Wydawnictwo Uniwersytetu L.odzkiego, Lodz 2003, p. 30.

To sum up, it should be noted that the image can not be considered as a homogeneous instrument or tool which can manage the company.
The literature identifies seven types of image that may appear in the company, they are: the image of the company (the corporate image) the image of
the institutional (the institutional image) the image of the product (the product image) the image of the brand (the brand image) the disseminated
image (diffused image) and the image desired by the purchasers (the consumer demand image)®.

SELECTION AND NATURE OF THE SAMPLE

Research on the assessment and classification of the factors affecting the image of the company, is based on the method of deliberate non-
random selection of typical units. The basic eligibility criterion is the type of activities associated with the production or providing the production
services and services associated with production on the Polish market of industrial goods and belonging to one group of industrial processing section

' E.M. Cenker, Public relations, Wydawnictwo Wyzszej Szkoty Bankowej, Poznan 2000, s. 40;61.

2 K. Wojcik, Public relations od A do Z, Tom I, Agencja Wydawnicza Placet, Warszawa 1997, s. 44.

3P, Kotler, Marketing. Analiza, planowanie, wdrazanie i kontrola, Felberg 1999, s. 549.

* R.A. Harris, How creativity in marketing can develop the image that counts: The consumer demand image, Advertising Age, 29, July. s. 61-66.
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in accordance with the European Classification of Economic Activities (EKD) based on NACE'. The source of the selection of the studies there were
the diversified databases, including database primarily one of the leading enterprise engaged in material and technical supply. Empirical research took
the form of in-depth survey of the work of a qualitative - quantitative type with a dominant share of qualitative research. It was conducted in 2008-
2012 among 270 companies located in Poland, mainly in the Wielkopolska Region. Group of analyzed entities was not a unified domain in terms of
both activity and size of the structure making it impossible to create a common and uniform portrait. Therefore the results can not be generalized to all
companies in Poland but probably they give a picture of reality and allow a broad interpretation and evaluation of the issues examined, and define
future directions of research.

The dominant domain of business was the manufacture of basic metals, fabricated metal products, machinery and equipment, medical,
precision and optical instruments, and production of food products, beverages and tobacco. Quite large numbers were also represented by companies
engaged in the production of wood and furniture and the production of chemical products, rubber and plastics.

In the studied sample 65.9% (178 entities) were manufacturing companies, the remaining 34.1% were engaged in providing of production
services and services associated with production. The production was represented by sectors such as agri-food, machine, textile, clothing, acquisition
and processing of wood and furniture production. In the second area, the major domain was indicated the production services such as the production
of parts and components on behalf of a co-operator according to his specifications and requirements, and a number of other type of design, installation,
assembling, painting, varnishing, demolition, cutting, machining, turning, milling, etc. For services associated with the production there were included
transportation services, warehousing and storage and maintenance, service and repair.

Characterizing the examined trial there was also made its classification on the basis of number of employees. Given the size criterion there
were identified 44 micro entities employing up to 9 workers, representing 16.3% of the sample, 94 small entities of employment in the range 10-49,
which represent 34.8% of the sample, 96 medium-sized entities with employment between 50 -249 persons, constituting 35.5% of the sample and 36
large entities hiring more than 250 people, representing 13.3% of the sample.

Table 2. Structure of the examined enterprises according to EKD

No. of EKD group
Industrial processing (15-37) indications (N Share %

=270)
Production of food products, beverages and tobacco 56 20,74 15,16
Textile, garment manufacturing, fur, leather, leather products 20 7,41 17,18,19
Manufacture of wood, wood products, furniture 51 18,92 20,36
Manufacture of pulp, paper and paper products 8 2,96 21
Manufacture of chemicals, rubber and plastics and other non-metallic products 45 16,67 24,25,26
Manufacture of basic metals, fabricated metal products, machinery and equipment, 71 26,36 27,28,29,
electrical machinery and apparatus, medical, precision and optical instruments 31,33
Manufacture of motor vehicles, trailers and semi-trailers and other equipment car 19 7,04 34,35

The study indicated a dominant area of operation
Source: own study based on the results of empirical research.

Taking into account the importance of the regions in which the analyzed businesses operate should be stressed that at the time of market
research, for the entire sample, the domestic market was the market that generates the most revenue, represented by 43.1% of the survey sample,
followed by regional market, on which activity is conducted by 40.5 % of the sample. Least, because only 16.4% of companies operates in local
markets.

Table 3. Enterprises by the number of employees

Examined sample N=270
No. of employees No. of indications Share in %
Micro-enterprises (1-9 employees) 44 16,3%
Small enterprises (10-49 employees) 94 34,8%
Medium enterprises(50-249 employees) 96 35,5%
Big enterprises (over 250 employees) 36 13,3%

Source: own study based on the results of empirical research.

Characterizing the examined group of companies the attention was also paid to the type of applied base strategy. It turned out to be two
dominant strategies in the sample: a qualitative strategy, which is effectively implemented by 177 entities representing 65.55% and the cost leadership
strategy implemented by 92 entities representing 34.07% of the sample. With other types of strategies the attention should be paid to the niche
strategy, understood as a specific service for selected and precisely regulated segment of the market. Service of such market, especially the market of
industrial goods, is associated with close, permanent and based on mutual trust relationship. This kind of strategy is developed by 37 cases, which
constitute 13.7% of indications.

Table 4. Kind of applied base strategy and the directions of its development

Research sample N=270
Kind of the applied base strategy' No. of indications Share in %
Price strategy (the cost leadership) 92 34,07
Quality strategy 177 65,55
Nish strategy 37 13,7
Mix strategy (medium quality for medium price) 18 6,67
Follower strategy 6 2,22
No clear strategy 9 3,33
The strategy varies - depending on the supported regions, enterprises 39 14,44

! enterprises could indicate more than one strategy
Source: own study based on the results of empirical research.
EVALUATION OF ENTERPRISE IMAGE BASED ON THE EMPIRICAL RESEARCH

In the process of survey research concerning the evaluation and classification of the factors determining the market image of the company,
respondents were asked to give, according to their own opinion and their own judgment, the appropriate rank of the selected factors characterizing the
image. These factors were identified on the basis of literature research observations and comments of entrepreneurs and their critical reflection. The
evaluation was performed in a 5 point Likert scale where 1 means no impact of a given factor on the image of the company 2 low impact 3 medium

" Group from 15 to 37 according to European Classification of Activity
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impact, 4 high impact and 5 a very big impact. Analyzing the results of the research it is worth to underline the high percentage of indications which
ranges from the level of 99.25% for the level of prices of products offered to 87.03% in case of social responsibility. A high percentage of indications
reflects the growing awareness of Polish entrepreneurs, the importance of each factor and the increasing role of image in the process of building a
cooperative relationship.

Collection and verification of questionnaires included in the research sample, allowed to encode the answers given by respondents using
Microsoft Excel. This was followed by detailed calculations of the percentage of individual indication of respondents and the average rank for the
specified variable was calculated. The adopted scale allowed to determine the strength and direction of the impact of each variable by calculating the
arithmetic mean and appointment of the so-called significance factor N. It is considered that the factors which factor of significance is in the range 4.0
to 5.0 have a decisive influence in the evaluation process of corporate image, the factors within the range of 2.51 to 3.99 have a medium impact, while
factors with a value of less than 2.5 play a minor role in the process of building cooperative relationships.

Analysis of the data has shown that in the first group there are 10 factors, while the most important is the level of the prices (relative to the
competition), which has the significance N equal 4.78 and the value for money, the value of N was estimated on the level of 4. 74. The high value was
obtained also for the factor on quality of our products and services which obtained the value 4.54 in the 5-point Likert scale. It should be emphasized
that the high importance of these factors is related to the type of base strategy implemented by the surveyed entities. Enterprises indicated that in their
business are dominated by two priorities, i.e. quality and production costs. Strictly defined preferences indicate that the market, in which the entities
operate, is immature, placed in the phases of development and growth. In stable, mature markets usually other determinants of the image dominate
such as the level and scope of the relationship with the contractor, conducted development research as well as environmental activities and for the
local community.

In addition to the above-mentioned factors on the image (to a high degree), according to respondents, is also influenced by factors associated
with broadly understood aspects of quality, including quality management systems, customer service, and having different types of certificates,
awards and recommendations that support the prestige and reputation of the company. Among the important factors that affect the company's image,
particular attention should also be paid to offer convenient payment terms and discounts and other benefits offered to the buyer The first is related to
financial liquidity, in particular the payment backlogs In economic practice, in fact it is assumed that the accumulation of debts is one of the most
significant barriers and threats to the development of enterprises in Poland. Assessing contractors the entrepreneur shall take into account the length
of "the trade credit", which is willing to give the supplier. The longer the payment period, the higher the rating, the better the enterprise is perceived.
Long term payments offered by the supplier allows to use the idea of "credit provider", and thus weaken the threat posed by the possibility of losing
financial liquidity.

Another factor, enhancing corporate image, is associated with its policy on discounts and other benefits that are offered to contractors.
Discount policy is a very important factor, which allows to build a base of loyal and faithful customers who will both repeat purchases and
recommend your company in their environment. It should be noted, however, that this factor often takes the form of "commissions on transactions"
and is not subject to records and documentation in the enterprise, and thus contributes to the development of the so called shadow economy. Lack of
legal and ethical norms in this area contribute to its high appreciation by the companies operating in the informal economy.

From other interesting factors influencing the assessment of the company image, it is worth to point out the technical and technological level
of production potential, which is characterized by two variables, i.e. modern technology (N - 3.63) and the level of production capacities and
capabilities of their development (N - 3. 57). According to the respondents only high technical level of suppliers equipment and, above all, its
compatibility (understood as the compliance of production potentials, organizational potentials, management systems, etc.), allow for the realization
of common goals and achieve superior results. Looking for new partners they are tested in terms of their owned generation resources, quality,
modernity and synchronization capabilities with its own production resources. In this context, the companies that have outdated, obsolete or
incompatible potential, encounter significant difficulties in establishing the cooperative relationships. This problem affects both producers with
obsolete production equipment (or from the time of the centralized economy), as well as from companies with modern and modernist solutions that
are not commonly used by most entrepreneurs. With this factor there is bound the flexibility in adjusting to the needs and requirements of the
customers (N = 3.97). This flexibility is determined by oscillating and variable demand, both in time and in space on which a number of goods. Thus,
highly assessed are those who may periodically increase or decrease its production capacity.

Table 5. Ranking of factors influencing the of corporate image in the B2B market

Factors influencing the company image on the industrial market Percentage Index "N" Standard deviation
share

Price of products 99,25 4,78 1,09
Value for money 97,41 4,74 1,10
The quality of offered products and services 98,15 4,52 1,02
The level of competitiveness of the company 97,03 4,43 1,14
Possession of the quality management systems 99,25 4,35 1,10
Availability of products offered 97,41 4,28 1,17
Offering a convenient payment terms 97,03 4,22 1,09
Discounts and other benefits for the buyer 97,41 4,18 1,00
Approach to service the buyer 97,78 4,15 1,19
Certificates, awards and other recommendations 97,03 4,01 1,21
Flexibility to adapt to the needs of the recipient 98,15 3,97 1,23
Partner relationships with contractors 97,03 3,94 1,26
Previous experiences in cooperation 97,41 3,92 1,21
The width and depth of assortment (the complexity of supply) 97,03 3,81 1,20
The speed and professionalism to resolve conflicts and misunderstandings 97,78 3,75 1,17
Professionalism of activity 95,92 3,75 1,18
Modernity technology 88,89 3,63 1,08
The level of production capacities and capabilities of their development 94,07 3,57 1,11
The level and quality of communication 92,22 3,52 1,12
The ability to certify produced (supplied) products 97,03 3,52 1,09
Knowledge of the brand on the market 95,92 3,48 1,16
Experience and skills of employees 91,85 3,46 1,12
Fulfillment of the commitments made 94,07 3,38 1,27
Trustworthiness of a brand 95,92 3,34 1,28
Location (easy reach of) 92,22 3,28 1,28
The financial situation 94,07 3,24 1,19
Offered trainings 91,85 3,20 1,28
The organization of work (speed of contact) 92,22 3,15 1,21
After-sales service (guarantees) 95,62 3,07 1,32
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System of communication with internal and external environment - an electronic 94,07 2,96 1,33
communication system

Customer service procedures and programs 92,96 2,90 1,13
The experience and skills of managers 95,92 2,82 1,41
Participation in trade fairs and exhibitions 92,22 2,76 1,28
Management transparency 92,22 2,76 1,18
The means and methods of transport 94,07 2,74 1,03
Used means and tools of communication (advertising, promotion) 94,07 2,67 1,05
Organizational culture 92,22 2,63 1,03
The level and scope of the research and development 94,07 2,59 1,26
Participation in local projects 88,89 2,51 1,36
Visual evaluation of the company (visual appeal) 91,85 2,38 1,26
Ecological involvement 95,92 2,20 1,44
Company's reputation in the region in which it operates 92,22 2,12 1,24
Sponsoring and mentoring 88,89 2,08 1,36
Corporate social responsibility 87,03 2,08 1,35
Attractiveness of the business environment 92,22 2,06 1,32

Source: own study based on the results of empirical research.

Concluding considerations on assessing the factors shaping the image of the company it is worth mentioning the ones that, according to the
respondents of the study group, are secondary in nature and generally did not play a major role. In the article it is assumed that they are the factors
which influence factor is less than 2.5 and include the following:

« visual assessment of the company,

* ecological engagement (action to protect the environment),

* regional reputation of the company in the region,

* sponsoring and mentoring,

* social responsibility

« attractiveness of the business environment.

According to the respondents, less important in the evaluation of the image there are both visual assessment of the company and
attractiveness of the surroundings. Above all the professionalism and expertise of actions, and not the external conditions, are taken into account
which improvement may require substantial monetary outlay. The sponsorship activities also has little importance, as well as the reputation of the
company in the region. These factors may have a bearing on consumer markets. It should be noted, however, that the market for industrial goods ruled
by other laws, and there are taken into account quite different determinants.

Astonishing, however, is the lack of a high assessment of such factors as efforts to protect the environment, and business social responsibility.
In the present ranking of these factors, according to the respondents, have minimal impact on the image of the company. The rationale for low score
may be the high cost of environmental activity and its direct impact on the level of product prices and services offered by the company.

CONCLUSION

Analyzing the results presented in the table there can be drawn a number of interesting conclusions regarding the assessment process of the
image of companies operating in the markets for industrial goods, done by the customers. Most customers assessing the image of the supplier uses
traditional criteria, such as quality, price, terms of the agreement or the proper execution of the contract, etc. However, they give them a different
meaning, a different rank and a different interpretation. There is also noted a trend associated with including by the buyers the increasingly higher
requirements and new yet applicable criteria, which are not always directly related to the provision, manufacture, quality or price. Among these
variables the worth to be noted are past experience, professionalism in resolving conflicts and misunderstandings or experience and skills.
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