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A Study upon Online Measurement techniques of
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Abstract

Although a series of studies shows the fact that a company’s reputation could affect its sales
rate and stock price, due to the increased use of SNS, the research related to the online
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measurement method for the corporate reputation has been relatively insufficient. This study
explores a design for a method to quantify the corporate reputation value by reconstructing the
discussions in literature review. Concretely, this study divides the corporate reputation value into
the corporate identity information and the corporate awareness information, which includes the
following five sub-categories: @ the quality of product and service: @ the employment
environment: @ the corporate vision: @ the social responsibility: and ® the business achievement.
Additionally, for the corporate identity assessment, this study considers the following six factors:
@ Agreeableness (Goodness), @Capability (Ability), ©@Enterprise (Rise), @Chic (Class), ®
Ruthlessness (Authority), and ®Informality. Based on these categories and factors, this study
develops a technique quantifying the corporate reputation value by selecting ‘word items’ for the
reputation search, and after conducting a frequency analysis in a survey. Also, to verify the
result, this study exemplifies the reputation of three SI companies in Korea which could be utilized
by using the commercialized reputation service.

This study firstly attempts the corporate reputation measurement by classifying the identity
and the awareness (corporate image and communication) upon a company in detail and enables its
real applicabilities by proposing a formula to measure the reputation scores which can be utilized

by verified word items from a frequency analysis.

» Keywords : reputation, opinion mining, company reputation, digital reputation, Identity
appraisal, reputation measurement
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Table 8. 14 Indexes to Measure the Corporate Assessment
and Measure regarding the Drink Industry
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9 |The employees of XYZ are well trained

10 |XYZ offer a variety of well-known products

11 |XYZ has strong management

12 |XYZ carry out a lot of advertising

13 |XYZ is a sound company

14 |For its size XYZ secures good profits
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[ step 1. Jlgjel CiRIE B 5 8% 3 (mapping) |
—

[ step 2. B 53 9IS ojole SEOKY ool |
—

| Step 3. T & w ol
—0

| Step 4 ZAHQIE O BHIel E)

1

| Steo 5 o 3 9l ool 5 Y 9T 24

| step 6




7199l oAE Bd 34 7Y A 145

7ol CIX|E g2 58 22 &
ol AJAl
= — 1

31 7/%el CixRlg BE 5%

gg
-||'D
H
iy

o
A9 A7 A8 Bt IS Yelbgsiel B 24
80]"5‘“% ]’031: ] -”-/\]-/Ho] o %}%v% %OE] 5301—%0
o % E 103 2o] Wk PEE A, A HoR A
Zo] RN

E10. 1A} ofg @ CIXIE B2 20 27
Table 10. The First Mapping: Digital Reputation Evaluation
Classification

R 5= 7id
| GO DS 0100 by myymor & vjetm 7
g | (14 E;S[Z‘” XO{X|i= 7lole] A 7 1x| Edof T BE

Image + Communication 2|
ZEH(U- 215Fele] 7|do]| chst ojolx| 2
O[SHEMARRL 7} FRIEQI AJAIZ QIMEI Q=
7 |ol| ChEt HED

AT A 2 AERA v}

258 23} gl A
it

Atk tiR-Ee] AoA A 57<] Syt A FSo] F 11
7 o] =EE I
olA7A e Aot 7W 2 Aol e AAYS vietie

= vpele] 9ol 24 AA4
Az

FAe it & 71E A
o 828 A7 A< rﬂ 2 At holiel wirel
A =

E 11. 2A o © 7|4 Identity HIIE 26t XE £&

Table 11. The Second Mapping: The Draw of the Index
for the Corporate |dentity Assessment

B

Wt se Bt
xE (6)| (9) [ (1D (13)[ (14| (17)](21)((24)|(25) = ag

I|_E

AE &

M~ = (O 6] ) O

g4 | O 0|0 0|O0]O O

71dE | 0 O 0]0|0]0O0O]O]|O O

ARgEE| | o 0 X

ARl O] O] 0] 00|00 ]0O]O O
Zdggnt |0 | O 0|0 0|0]| O O

"Z| 55 R|E Y Loiet g

HIE U AMHIA E: BRodzt 1EX S

B2 H : BRE, e S50 U DI, AP, dlel

KN, HUT, ol STNE, Tlel ot g

EX2M EQ] OFRA Ty} BAKE £
T10f BIE: 42, 2o, old, Sl RIS, Sl 92 2 Il

U J|E, 2o

AR Hel  ARIBE TR2sl Al Al Hl U 2l H#EEE
TS, AE| 25
HEMT © 2, 29l 2 Y, e, A

Hep 24 v i} rkn BeElE Vg 35
of FA1e] 24, FAle] AAA WA, AQlTie] WA 5L A
Jen, FA FEe TG & F Ol PEHS ol

ot

CRLREEY
HAEE W o 3

th 1% 719 olvlA] Bash Fue] Wk ¢ AEE O
Y 99e 39 T 234 oAz 78 4 gokn #
Wlo] £ A AL B Wt AL TN F dYA
g GBe AT RYoR PR St AT /1Y ol
A 2% ZIN AHF PRA TP AR 9B 3o
Thssicka Bekelel 2% i A olviA] 97k AZEA £

e,

H 12. 3% o : 7|de] ojo|x|et A8 HIIE SISt X|E TF
Table 12. The Third Mapping: The Draw of the Index for
the Corporate Image and Communication

e (2) (6)|(1D|(16)(17)(21) oHziZz}
7|4 olo|x] a1 ) 0 e
o] mWy} (0] ) e
ST QA AKZ 0 23y
SZtagreeableness) ol o 0 2mm
(24 o2t M(2))
53 (competence), S(&E 0 355
ZIE|M(enterprise), (&) | O 0 355
A(chic), A& 0 0 35
34 (informality) 0 355
Ay
MR =2 (machismo) 0 iy
SEA QlEU ANZ 0 35
& (ruthlessness), o o ey
(B
o|X| Mzt =™
[E°) o AETE | a oo
2 &Y Zn}
CIE{A ANZ | 0f=XE BAEioD? -
U MNE) FOIg F& AW 0
38 =3, S8 FOIg F& AW 0
Ol | ZIFAM S(&E) FOIg FF AW 0
Z(#8) (M) Folg F& AW 0
H[SAM Folg F& AW 0




146 Journal of The Korea Society of Computer and Information September 2013

oz |_QEMUAAE[OI=RE ENERRDE -
ool |_EELAG | Fste 23 ey 0
e (57 | FoS 55 Se0R 0

Jigiel AR = | 2012 58 SR 0

£ 12914 =&F H7} Aol tiek 719 A Uk 9
gk Al Y= ololgl& Davies®} 2AF 79 A=
H ad2 &&37 gt

32 BE 24 5% UC ofoly £3
3.2.1 712 BAY B} 9IS ool £

71 AART gAY FBE =E3p] sl 37t A%
o] 9= ololel S A J9 MZ BRI 71 HAGe
3 248 9= oolale %102 AP AT Az} Qe
AR AN JsE B3 EEa, AR, A B
(26)(27)28)(29](30) 7% TAES AgsHh olw &
AR ol AT AMEEE dole mdsigsy A %
137} 2t

13, 71 HM gL B 2I5t = olo|H
Table 13. Word Items for the Corporate Identity
Assessment and Measure

E 4. 7| oIX] Hot EHE {Ist /= ool
Table 14. Word Items for the Corporate Awareness
Assessment and Measure

QIX| Hit 28 2l=0l0|=(2) (5) (15)(16)
SZ(Empathy), mASH Warmth), ZI&st
7HHW°| (Open), T&SKIntegrity), ol2HIZ,
&5k Cheerful), EH2(Pleasant), 2=,
37, | H=s(Honest). X|X|(Supportive), 2l HZ|
M(#) | &&8KStraightforward), $2{(Concerned),
CHl(Reassuring), 712Z2(Agreeable),
ZI&l(Sincere), ASIA 2Hlg Clst=(Socially
responsible), Al2[gt 4= 4=(Trustworthy),
2FAl(Conscientiousness), =2(Drive),
71&(Technocracy), 212[(Reliable), 22K Secure),
s3. | galsl(Hardworking), oF$(Ambitious),

2 | S(#) | gXIEHAchievement-oriented), M= (Leading),

X 71&5 7|¥(Technical Corporate), 24, oFY,

b Do/ZHMAL opMoial oM MEste R
Sch(Modernity), 28 (Adventure),
CHEkeH(Boldness), Cool (S, F3(Trendy),

ZlFA | #HS(Young), A= (Imaginative), Z4I(up to
S(H) | date), S0|22(Exciting), &2l(Innovative),
2l&KExtrovert), tHeH(Daring), &<, &2,
nivde
2() -?—OHEIegance),l E'ééi(Pres_tige), MIZAEl(Stylish),
(AﬂE,jy of24z{2l(Charming), <OFeHElegant), ELIU=(
Prestigious), MEEl(Refined), 1gA242, St
Bi=A =K Casual), ==(Simple), EfZ(Easy-going),
ez A
ORl(Egotism), X[HH(Dominance),22HArrogant),
2Hst | 34X (Aggressive), 0|7|1H21(Selfish), LHF

| A | 22(nward-looking), HIFel(Authoritarian),

;‘% SH(Controlling), £%0|,2=, 2

U 20 | el Exclusive), e H(Elitiso),

(E) | HE=(Snobby), 2

AY™ =721 | Masculine, Tough, Rugged

TEEH EY NE = ololg
HE X | B E2 E2HE P EE UE ABRR
MHIAE | FE 25 1 0 AS 25, 18, ME AS
Te A, 25t o, 2 30, | 27
e = Eo*fo"&"éh_ 10| My, =2 A, HAUS
flots, EElH o8, Mol Sb= o7, 52t
22, 18| X8, 22 8
1! S, 2, BN, MY U= 7Y, Y, B,
| IR R | 24 GWP, eb|, elixigle, 324, S5
yS
= Tk, oI, TIEUH, S Tl
AR il Als| B8, 39, 7I%, Il 2sf,
Al B | REIFY, @%%AI e, SR
el
TFYE], Y, B1F, $4301R, CIZE,
oz | R HOME, SR, Ba eigioe)
ohE, F3, AP |KkEslE

3.2.2. 7| 2Ix| 7t A= ofo|H =&

7194¢] o]w]x9} Communication & UA| HEE =
gsl7] 91gk Y= ololel e Abd AT AAE BT Fetod
EE3I%la ke & 149 2

I~
)
o
>
P
"
&,
N
B
NN
fo
ofl
@
)
<
ES
)
>
-

kg 2]
7h €k,

AZ £29 go] 2 ¥ A 3 =

o we} gz wel Wk Ao sEe Ay £ 9
cme BB 24 A% gl BE SI ARsE §



— (50— (% P % * 2]
RS= (50 (w 10) + ( Vv 10))KW vreerenreireie e (A1)
RS: B AT
n HFAAJN AR ANFEER S, n>1
p e AAJNARNFE=HE, p=>1
M ZEEEZHAARNFEENE, > 1
w 7S A
ARG =D FE1=AY

71 st Al i o g =2(1)9] At 29 o}
24 RPEe TS 7ol A% U5 78 5 o

Teht W AE Y S B P W dee
A3l & 159 2] HoQ(House of Quality) & W33l
RE2 WIS W 54 EY: YS A, =5
719 OAE B 24 JE-E Fe] FAld upet AR
@ 4 glon], 2% % 9B 3= 23 gl vl o}

# 15. 7|1 CIXE HE £F Matrix

o JHo

Table 15. The Matrix of Digital Corporate Reputation

Measurement
1) x0 sl=
23 (=2 | =5 = Y
7|del O Y "t £ =3

HE H AEA ZQ | 1QT1) 78

18 HA(2SH,

5
8] 20139 6€ 8¥4+E 2013 6¥ 10¥] 24 A=
geR QEYle AdEES Bal pasigln. 4Ee 719
A BB B 5] E5} 719 A BB 95 B 60)
2 P4En, 7 9uEe ANE A= oolde E 133
E 149 9= ololgE ¥4 AesES AMsgon 7lg
BEA) SRS 3K 5 JES S Ea
Polo] ol 1A & gEs Be A 9% AT ) E
AST. g AE o] el slold 719 BAY B
& 30 AFelN Aze Wuoly B44 Foolnw I
olelsle] WS go]r] fla Aeel A5E urlel %
o] 50%012 Sgich Wl 719 Q) Hke Al Ao
AFollA] 91 ofoldlo] £EH Asols] wel] Aele] s
2 702057} 5|25 2AS9T A8 23} % 114%0] 2
ARG, 1 F She ARl v|E U2 Wolglel F
10970e) 3 4%o] FHH,

> o =
gEg F

lo,

A ddes aAENE s34 43 95% A
D= A=}
s

q 9 ¢

E16. 7|¢ CIXE Het SHE 9IS /= ojo|H ME Znt
Table 16. The Result of Word Item Survey for the Digital
Corporate Reputation Measurement

1) 71% ZHY et

o, ez 5 ©| '
N R et
B oy sy |V
W
() | M sz, |
23 () IS1) 7
iy
Vi d

[z IM1)| 7H5
(

FHMUE (A |RATIHE

iwe (S 21 ofolEl(%, LRIk
wies | | AR

. THIE(19.9), AHlx BH(28), 5
HE ¥ =

5(11) | E2(71.9), T2 HE(64), wiE AS(48.2)

ABl
ASP4(48.2)

SHSE)(C)  |RCY M

APt £2(86.8)2F #&(76.3), &7

g 24| 511)

Score 7h4

BE (A1)

V. 9= ofol) Mz o

el 22(59.6), =2 30§(59.6), 2 AAH57.9)
ol | THESEE |RETZHE 2101 | 5(12) | PFi(88.5), TH(T7), 32H(65.5),
=t Ml ZG) (P)  |RP1 7l - 2|5(58.4), &21(56.6)
R =7 il N [T AEBEE1.T), 22 E3 ),
HIBAM() RI1| 7 ol AEIERR1(67.9), 7IHS5H67), AMEE(58)
oxsl AR |RR17HE: HEAEN(99.1), AHEATIA(94.6),
: ZoMnt | 7(14) | €0[2U(93.7), XPIRKZ(89.2), U#E(87.4),

dlz2E = 24=(88.3), I

F(78.4), *&(76.6),
51(85.6), AkEIA
rdy 2Rls clsk= (81.1), TIAEK80.2),

2) 7| 2Ix|
KI5
[AlS

10Q0)| o176 6). HeIok=(76.6), ol (67.6),
2712(61.3), SHEHE1.4), TAE1.4)




148 Journal of The Korea Society of Computer and Information September 2013

712(95.5), 2121(91), 7IE3 7]4(88.3),
3. 10016) M=(86.6), 2(72.1), E2K71.2),
(79 2k41(70.3), FZI(58.6), MFIXIEH56.8),
QY (55)
541(96.4), &2[(91), Aat2{(89.2),
eSS 10015) 235{(83.8), zA(78.4), FS(74.8),
=(®) 20|22(73.9), theek(71.2), 7d(64),
Cool(60.4)
WAM(99.1), MIEEI(99.1), oii24Z21(98.2),
M, 10015) £8i5K98.2), S0K97.3), IFARR(95.5),
ZA(#8) MIZEl(94.5), 85H93.6), S4(93.6),
HeIU=(87.3)
g, 5(11) HIF2|(83.5), 0I7IFRI(67.9), 28K(59.6),
H(B) 424(59.6), X[HH(56.9)
HIZAM | 2(5) | ArE22(65.1), H5HE4.2)

51 ¢lEuUlle] ol SiteE A< AW

A8 BAS A5 @A BNsaR s o) o
o ol & BHT AW Aok Bk JEY BHe

2

H5e] A= 7 = gloms AHE F e JHAX
S A HES F gd #4e] did PEE 28djor &
Aolt}, o|agz} AA e A7(31]2 4% HE st
AEg AR ARE AoelM & F o] dejAu
TujRre] 7t oA 2AF T2 A Er) doliinh

c

I

1) 2lEfs

RI&ZIMel 2D
35

2) 2Ue
2LRAR2] ZIAL

5) SStol cHsr
UIEI= F=3

3) M Eol CHEr
TOHEF AT

4) 2UE4N EHeHHI
LE2 &HE THHAE

2] 2. QlEull WEK™E 9l AZDol| Cist AlZ|(4)
Figure 2. The Trust on The Internet Reputation
(Information and Human) (4)

upebA olefd BfalMAE Hat Grke] FAel e} of
= XS BAE Ao gig) HEsE Hadeofop & et} 1
= A1 Ao HZo] AR oL Sited B4

& A7kl thak 242 e, 24 AH| = Al At 7]
2 715oR #8stuxt vt B A7e Sl B3 B4 A

H2E AAElal gle Web Site & ZdEIE=EA
(KONAN  Technology http://www.pulsek.com/
pulsek/html/index.html) ol 3|9 7199S Bl 7} AH]
25 Aol FaE 4= At a9 SitedllA= SNS Site
Q1 ESIH, do|2&, nlFro], Eel1 FRE V)& tide
2 g9 AR B AU AE AlFstaL vt

719 A B7EE S8k 713k 20139 59 13994
20134 64 12% Alol, B3 = B 71992 =l SI 37K
ARl A SDS, LG-CNS, SK C&CE uidez gl

B B A A8-S el 7 ATelr] =2E 719 3
&3 5L, 719 A BReME

5.2.1. 7|84 ¢IX| =& AF Zn}

O3 3 HFo AIAEE B 9A BE3 QX B UlE
% 2= (X ()9 #3k] Opinion Minings 4335171
S8l AFAES] ME BTl 7 =0 = ofolElQl Al
& F U, FHE, M)A s telE ol 719E
£ A} I 553 spHol

ME2 BAEZ 1893 UXNBE(EY, H(F)LG-ONS LN M= HELA FOH B4 0SS TD ASELIC
IR O SAE M AH ZAIE IS TR 2.

EREETS Le-CNS

2= e sigs [NmE 5 us o [gawr or [MEIS = s Dol

L EETEE not not

Fhe 2|

C NS
« 7IFE
J% 3. et AAES S5t oIX| 2AIE 2t 7| SS(EAE, M)
Figure 3. Key Registration (Preference, Goodness)for the
Awareness Analysis through the Reputation System

2= =u S
<8 i [
< =i g; i} LTS uisdul R =
/ 38.31% o 1.05% 0.00% 60.64%
Si Big3 PIXIHFKEZ!, MENLG-CNS 20120013 - 20120012 29,7447 [

T8 4. AXHE(ZZE) Opinion Mining LG-CNS
Figure 4. Awareness and Reputation (Preference) Opinion
Mining LG-CNS



149

3% 4+ LG-CNS 34 33 5 JH 2 AdF 3Fe
% 29,7443 2 & 4 9918l sldshy, He ug E=
EReH 3H(78.7%), 54(9.34%), 5H(11.95%) 22
LFERSITE

IR

1.06%

B =no ‘
38.24% i

Si BIg3 PIX] HEKSZ), HCE)_AAISDS 20130513 - 20130612 301654 [miike ~ | IETE
02| 5. QIXHENSZIE) Opinion Mining AM4SDS

Figure 5. Awareness and Reputation (Preference) Opinion
Mining_Samsung-SDS

Iy 5 AASDS 3% HE 55 FPRE AF 3
% 30,1653|2 U 7 1,0063]] sidsle, Hot g
2 PR3 2% (78.58%), §74(9.52%), £8(11.9%)
o2 Yepdth I% 6& SKC&C 4% B 35 JH2
AF e £ 29,7273 2 o HF 9913l g, 3
e HE BReP 39(78.71%), ¥4(9.34%), 59
(11.95%) 2.2 VFERTt,

f

TR WA () EEER PR

29,727 991

>

S Big3 21Xl WECSZL MCENNCAC 20120515~ 20130812 20,7277

ey
1.05%

uIFuL]
0.00%

o -
D .
[ = |
OIXIHEHSZIE) Opinion Mining SK C&C
Figure 6. Awareness and Reputation (Preference) Opinion
Mining SK C&C

44.55%

w2
0.00% ‘%{1@5}

S Big3 712! T4 BIKDSLALGCNS 20130515~ 201508712 1,1304

) = |

J&l 7. IXHE (&) Opinion Mining LG-CNS

Figure 7. Awareness and Reputation (Employment
Environment) Opinion Mining_ LG-CNS

a9 82 ASDSe 18 4 B FE FHE AF
e % 1,551812 o Hat 523 aiFste, Ha ulg

HE2 EHPE 34(69.34%), ¥H(22.371%), FH

LR

1,551 52

a:.

S Big3 14 AR IR ERD)_AASDS 20130513~ 20130612 155171

O% 8. MM Tt 3l 20t ANSDS
Figure 8. Identity Reputation Performance Result
~Samsung-SDS

oisdiol
0.00%

=20

49 36%

molA®
231%

a9 95 SK C&Cl 2& 37 %% = Ju A7

i
0.00%

T2l 9. MMM et 8 ZAnt SKC&C
Figure 9. Identity Reputation Performance Result SKC&C



150 Journal of The Korea Society of Computer and Information September 2013

DEAP _HBSDS
EE

ROIEION 24

2013,06.06 - 2013.06.12

e oo Ex

TH: ESIE & WO|2E & DISH0l 6 223 WEQE mMA02E WOSHO mEE]
2000%
e oo st Fo|
Ba | 3B | 3% 23 W ESH MA0LS WOISH0 m B2

| -

O 10. 2 4 ojcjo] ZE 2 2o} of A SDS
Figure 10. An Example of the Combined Sensitivity and
Media Analysis Result Samsung-SDS

4 o o
__&
!
[}
K
o

A O{N
rO
N
ol
el
i
st
AL
=C|’L_"
>~
rr
e
by
1
=
B

B7F=E e
E17. 71 O "et 25 Matrix

Table 17. The Digital Corporate Reputation Measurement

Matrix
=l S| BIG 3AF LGCNS | &4 8DS | SK C&C | =2
Cixe Zet £ 2|88 | 3™ | ™ || =

OOl o|0||06
7|HEMM | DR | IET| HIZ| 7044 | 206 | 69.34 | 22.37 | 7065 | 2054 | 4%
KD B
JIdoIX| | 2Z, |RA1HIZ( 787 | 934 | 7888 | 952 | 1871 | 9.34 | %%
WHKR) | t(®
(A
ZEtma 78.370| 9.790 | 78.210{10.034| 78.383| 9.788 | 100
(AVG(r@+@'®
)
HE &4 (RS) (A11)] 49.93736 49.934958| 49.93739

7153 elelAut ol 99 % 77l Je vleke o
P A7 A3t en g AR, PR3k ARl 719 ¥
Fa) slale] B Q7E A

sfeksisit.

A7 23 719 vAE HR ARE 3A 719 ZA F
w7 7190 9] avlRpete] & et o|n|A] PRE Eioke
71 A FEeR EREIT

71 BAV HEE AR ek JIEMl AR AALE S
DAlE 2L Ae~ 2, Qng 87, @71 vz, @24 4
o, ©739 4a5 574 FFel, 719 A FEe V(A
(%) @5 () CAAY(F@) DA A H) ©
FAHEAM) OnNFAA T 6/ Pl =2HUL). AT
ol diell Hd Sl 28shr] A7t A= ofol|] 3 AL
AT 5 Yl AR BE 2E6a, FEAT 4 A=
ofolgle] HF& ARIsly] flal AUl dEE FaAFe=A
719 BA Bd FAE AT A= ofeldat 719 QA 24

= & 11709] @5l el
a3 719 1 B 9ot Al
gape| ¥ 3l sttt 2y 719l 4
A3 w7tet Bdste] SR WU Aot EAeHA] o2 @
oA FAV AR =23 WA Ta=] 54 sislen,
A Sgelld 719 oAy 7119 tf uA &% H=E
F=3h B A= ofo]RlE HiAstaL o5

2
(T
I

o

i

=
i
i
>
e
i

N



7199l oAE Bd 34 7Y A 151

3 7Fsd Aom o SHn

a2 A7 AR A8 A5 HR
Shof A FAE A71E 2 Sl g = A
2719 & A= FE 7Idell e B HE Y S
oAl B ARl that ofgr= o3| EAfstar et
b o5 Hasl & < gl ke A& ow FL AT
slojof & Zolt}.

(1) Larry Weber, "How Digital Business Reputations
Are Created Over Time and Lost in a Click,”
Park, Sun-Ryung ‘Corporate reputation, social
networks depends on’, Mentor, pp30-31, 2011.12

(2) Rosa Chun, “Make reputation management,”

Yeun, Jun-hyeok, Wisdom House, 2011.10

(3) Business Week, 2007.7.9

(4) Lee, Ho-young, Kim, Sa-Hyuck, “Social Impact of
Online Reputation Systems,” KISDI, 2010.2.8

(5) Wikipedia

(6) Fombrun, C.J.,
from the corporate image,
School Press, 1996

(7) Balmet, J, M.T., identity:Past,

present and Future university of sthrathclyde,
1997

(8] Bromely, D.B., "Reputation, Image and Impression
Management,” Wiley & Son, New York, 1993

(9) Dowling, G., "Creating Corporate reputation :
Identity, image and performance,” NY:Oxford
University Press, 2001

(10) Gosti., M. & Wilson, A.M., Corporate reputation
: Seeking a definition. Corporate Communications
: An International Journal, 6(1), 24-30

(11) Lee, Min-hee, “A study on corporate reputation

“Reputation : Realizing value

Boston : Harvard

Corporate

: Based on symbolic relationship and
Graduate School of
Sookmyung Women's University, 2007.12
(12) Park, Sin-young . “A Study Upon Effects of

Firm Reputations and Network Types on Firm

factors

behavior relationship,”

Performances,” Yeungnam University, 2012

(13) Lewis. S. “Reputation and corporate

Responsibility,” Journal of Communication
Management, 7(4), pp 356-366, 2003
(14) Brown. B & Perry. S "Removing the Financial
Performance Halo from Fortune’s Most Admired
Companies,” Academy of Management Journal.
37(5), pp. 1347-1359, 1994
[15) Rosa Chun, Corporate Reputation: Meaning and
Measurement,  International = Journal  of
Management Reviews Volume 7, Issue 2 pp.
91-109, © Blackwell Publishing Ltd., June 2005
(16]) Davies, G., Chun, R., daSilva, R. and Roper,
S., Corporate Reputation and Competitiveness.
Routledge. 2003
(17) Cha, Hee-won, “A Study on the Development of
Korean Corporate Reputation Index,” KOBACO,
Vol 64, pp 259-289,2004
(18) Kao, A, and S. R. Pottet. 2007 "Overview” In A.
Kao and S.R. Poteet. eds.,
Processing and Text Mining
Springer-Verlag. pp.1-7, 2007
(19) Redmond-Meal. A., and M. M. Hlava. eds.
2005. ASIS&T Thesaurus of
Science,  Technology,
Medford, NJ:
implications for Furture Research, Journal of
Marketing Vol. 49, Fall 1985
(20) Cho, Sung-woo, Big Data era technology, KT
Institute of Technology, p. 5

London

“Natural Language
London:

Information
and Librarianship.

Information Today, Inc. Its

(21) Albert Caruana. Corporate reputation : Concept
and measurement, JOURNAL OF PRODUCT &
BRAND MANAGEMENT, VOL. 6 NO. 2 pp.
109-118, © MCB UNIVERSITY PRESS,
1061-0421, 1997

(22) Albert, S. & Whetten, D. A., Organization
Identity. Research in Organizational Behavior.
Vol 7, pp 263-295, 1985

(23) Yoon, Mi-Hee,
identity construction and collective learning

“Case study of organizational

focusing on online
Graduate

process in social enterprise :

shoppingmall in ‘beautiful store,’

School of Seoul University, 2010
(24) Han,

Hye-jung, ‘Organization Identity



152 Journal of The Korea Society of Computer and Information September 2013

Components and Relationship with
Organizational ~ Identification,”  Graduate
School of Seoul University, 2003.

(25) Kim, Dong-tae, “Study of the effect on the
company of older affinity : focused on the
corporate response path and the brand
response path,” Graduate School of Seoul
University, 1967, 2007 Published

(26) 5 kinds of working conditions of work you want,
http://photouni.tistory.com/270  (Downloaded
2013.6.7)

(27) Fun corporate culture, good company good
company welfare, http://www.etoday.co.kr/
news/section/newsview.php?idxno="743174,
e-today, 2013-06-05 08:48 article (Downloaded
2013.6.7)

(28] Terms of good corporate employees to work or a
way forward, http://wafflemaker.tistory.com
/528(Downloaded 2013.6.7)

(29) The working conditions of workers want a good
company, http://blog.naver.com/PostView.nhn?
blogld=livart_haum&logNo=10145984960&red
irect =Dlog&widgetTypeCall=true (Downloaded
2013.6.7)

(30]) Conditions of good work, http://blog.daum.net/
kws0123/1178561 (Downloaded 2013.6.7)

o XA N
Uz
2003: F=igka
AT 32} S}
2005: A
NePPEAYE BN
2013 A1£318p|%hetm
IT3AAR W} SR
@A) REEAFEE
AR 2%
TRk BRI, 28}

lo

Email : whozit@hanmail .net

4=
1986: A&thgta
R13EI} FL
1988: Al&oigtu
8138} L
1994: AMEdigta
5138} L
@ A Aespletsa
FEAFRRIEE 25
PRk 2TEGIE, [T

Email : wjkim@seoultech.ac.kr

o &N
2008: Ex}2 (98 T
Radio-TV-Film&}2} 1A}
@ Al Aeeladigta
g Ry Ael g
Wik e}, e,
Hro]Ee 1T A
Email :kslee@seoultech.ac.kr



