o Fakultat fiir Naturwissenschaften und Technik
uni bz Facolta di Scienze e Tecnologie
w= Faculty of Science and Technology

Managing
industry reputation to
sustain market success:
the case of the South
Tyrolean apple industry

Christian Fischer

Xl Giornate Scientifiche SOI, 14—16 September 2016, Bolzano

Agenda

1) Introduction and context
2) Reputation, trust, image

3) Reputation problems of the South
Tyrolean apple industry "

4) Reputation and image management B b S
options N -

5) Conclusion

September 2016 Managing industry reputation to sustain market success, Bolzano — Christian Fischer




Introduction and context

What determines buying decisions?

» What product image have
consumers in their minds?

» Consumer expectations: is
the product healthy, tasty,
clean, socially acceptable,
cool?

» What do family, friends or
neighbours think?

=> Brand or industry reputation helps to facilitate buying decisions.
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Introduction and context
Higher social expectations on
economic activity

» The production of good products with low
prices is no longer good enough!

» The triple bottom line of sustainability:
profit (prosperity), people and planet.

» Only businesses that meet these
expectations will be successful in the future.

» Reputation has become one of the most
important resources in the expectation
economy of the 21st century.

September 2016 Managing industry reputation to sustain market success, Bolzano — Christian Fischer 4




Introduction and context

Other reasons why reputation has
become more important

Globalisation Fragmented media landscape

&

International business partners In times of information overload, people
are less known than local ones prefer to rely on other people's assessment
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Introduction and context

The importance of reputation
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Introduction and context

The value of good reputation
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Introduction and context

Industry reputation problems are common

FINANCIAL TIMES

Ehe New York Times

Wall Street’s
by Financial C

By ELIZABETH OLSON  June 19, 20|

‘Wall Street companies b
slow recovery of the financial

e . o)y cost
N st a sly, the wme
globd pooT: - qouth- at de A
i smedey 06887 aingin e 2o arly 2000 P ma sou
say 289" * o its £° . (ARVS)! b notedly I ‘“s
™ ma ko “e\m jral 6‘“?{5\,,3;5 sl Y“%e('e_sav'mg drug®

2 -‘gp“a’\‘en'-"" uw a“\‘: s died- e x:\\unus\o jes on ¥ vestment funds are
In preparing its report, M of P and MO dintain T

s 10

are financial services institution

utives at banks,

credit card companies, mutual 1er financial services providers.

September 2016 Managing industry reputation to sustain market success, Bolzano — Christian Fischer 8




Agenda

1) Introduction and context
2) Reputation, trust, image

3) Reputation problems of the South
Tyrolean apple industry

4) Reputation and image management ju ¥ «rf"' ——-—1*
options

5) Conclusion

oLl 1
REPUTATION MANAGEMENT

September 2016 Managing industry reputation to sustain market success, Bolzano — Christian Fischer 9

Reputation, trust, image
Reputation defined and explained
> Reputation is
- an opinion about individual people or organizations,
’ or groups of them, as a result of social evaluation;
- a component of identity as defined by others;
- a mechanism of social control in societies.

4 » Reputation facilitates decisions and helps to make
e economic transactions more efficient.

Top-rated
seller

» For organizations reputation belongs to the intangible
assets such as patents and brand name rights.

» For people reputation is part of their social capital.

> Reputation also secures freedom by helping to avoid
control.
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Reputation, trust, image

Functional and social reputation

To function in accordance with
social norms and values

To function in an exemplary way

Reflects professional competence Has become more important
during the last years
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Reputation, trust, image
Reputation is multifaceted

Different reference groups:

\1 '-—ﬂ ﬂ » customers
> suppliers

> employees
OW e » money lenders / investors
‘ ’ * general public
> others

Different reputation aspects:

» product quality

> brand value

» customer orientations

» work conditions

» innovation strength, environmental orientation,
> others
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Reputation, trust, image

Trust

» Reputation and trust a closely linked.

» A person of high reputation is
considered trustworthy and can make
use of his/her social capital.

» Good reputation = indication of
trustworthiness

» Reputation is built if expectations are
fulfilled from a functional as well as a
social point of view.

» Fulfilled expectations produce trust
and trust produces reputation.
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Trustee

Reputation, trust, image

Trust / reputation building model

Propensity

to trust Trustor

r
Trustworthiness :

Perceived
risk

Competence

Risk-taking

action
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: Outcome
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I
|

Reputation
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Source: adapted from Mayer, R., Davis, J. und Schoorman, F. (1995). An Integrative Model of Organizational Trust.
Academy of Management Review, 20 (3), pp. 709-734.
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Reputation, trust, image

Image
SELF ¥ Image = how do | present myself?
(presentation)
c » Lies in the hands of the presenter,
? -% T is short-term, elusive, adjustable.
S N
3 %’ D
K] » Reputation = what do others say about me?
OTHERS » Lies in the hands of others, is long-term
(perception) and more difficult to influence.

Source: adapted from Whetten, D. (1997). Theory development and the study of corporate reputation.
Corporate Reputation Review, 1 (1/2), pp. 26-34.
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Reputation problems of the South Tyrolean apple industry

Data basis

» Media analysis.
Master Degree Thesis
» Interviews of experts
with in-depth industry it
e e b e knOWIedge' ww '
= — In cooperation with: - —

Supervisor:
chstan Fcher

Course: Frit arketing nd Consumer Behaviour

bt @ Siidtiroler
Bauernbund

Gasser, Stefan (2013), Reputations- Tscholl, Roland (2014), Possibilities of
management als neue Herausforderung der industry reputation measurement for
Apfelanbaubranche in Siidtirol. Bachelor different target groups using the example
thesis, Free University of Bolzano. of the apple industry in South Tyrol.

Master thesis, Free University of Bolzano.
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Reputation problems of the South Tyrolean apple industry
Preface

» Industry is an economic and
agronomic success story.

» Each year more than 5 billion of
round, juicy ambassadors leave the
region and contribute to its reputation.

» No industry is free of problems.

» Success can generate envy and
forces that damage reputation.

» However, there are more and more
signs that there is a need for action to
protect the reputation of the industry.
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Reputation problems of the South Tyrolean apple industry

Need for action
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Reputation problems of the South Tyrolean apple industry

Apple industry media reporting index
(based on 361 articles from the local press)
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Reputation problems of the South Tyrolean apple industry

Residents

» Drift of crop protection sprays and therefore potential health risks for
affected people and animals.

» Use of herbicides for weed management and therefore potential ground
water pollution.

» Higher traffic volumes during harvest times and therefore potential
congestion problems and noise and fumes pollution.

Reputation problems of the South Tyrolean apple industry

General public
(South Tyrolean population)

» Change of the landscape
(monocultures, hail netting) and
its ecological consequences
(e.g., biodiversity).

» Mountain farmers are seen as
more likeable as fruit growers.

» Missing awareness of the
economic importance of the
fruit industry.

September 2016 Managing industry reputation to sustain market success, Bolzano — Christian Fischer 22

11



Reputation problems of the South Tyrolean apple industry

Tourists

» Actual landscape image
(monocultures, hail netting,
protective foils) is not
equivalent to the image
created by the tourism
promotion agencies.
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Reputation problems of the South Tyrolean apple industry

Apple consumers

> Residues from crop protection sprays.
» Taste of the produce.

» Disappearance of old apple varieties.

» Environmental consequences of apple
production such as water consumption and
the emission of greenhouse gases (CO,).
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Reputation problems of the South Tyrolean apple industry

Evaluation of the effectiveness and
feasibility of improvement measures

9 experts:
Local farmer B ¥
association 2 tdti
L e

Extension service

fruit and wine beramngsring.nrg

Organizer
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LAIMBURG
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Libera Universita di Bolzano

Research center
Laimburg

Free University unina

Bolzano

Universita Liedia de Bulsan

September 2016

Evaluation:
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Effectiveness of measure
(1 low to 5 high)

Feasibility of measure
(1 easy to 5 difficult)

Explicit consideration of the
consensus of the experts
(je higher the degree of
mutual agreement, the
larger the bubble sizes).
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Reputation problems of the South Tyrolean apple industry
Results of the expert evaluation (1)
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Reputation problems of the South Tyrolean apple industry

Results of the expert evaluation (2)

Tourists Apple consumers
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Reputation and image management options
Implementation of measures which
improve reputation and image

» Such measures include:

- communication activities
(public relation, advertising);

- strategic cooperation with
support organisations (e.g. research
institutions);

- preparation and implementation of a
compulsory code of conduct for
all members.

» Implementation of a reputation
management system:
- monitor the situation,
- analyse potential problems,
- mitigate threats,
- prevent upcoming issues.
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Reputation and image management options

Collective and individual responsibilities

» Industry reputation management
is more complex because of task
definitions and coordination.

» The recognition of individual
responsibilities is important to
minimize "black sheep" risks.

> Itis crucial to not only working on
the "cosmetics", but also improve
the underlying "substance" of
problems.
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Conclusion

What the local apple industry is doing (1):

use of modern technology

i

"'“}H,

Injector nozzles Protective covering
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Conclusion

What the local apple industry is doing (2):

stricter regulation

» Local regulation is tighter than
national and European one.

Abstandsregeln beim Einsatz
von Pflanzenschutzmitteln
Obstbau, Weinbau und Flachenkulturen
Seramngsrng.ory —— N
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Conclusion

What the local apple industry is doing (3):

DEINE HEIMAT.
SUDTIROLER BAUER.

Siidtirols
Obstwirtschaft

Magazines for children Research Social media
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Conclusion
The way ahead
» The success story of the South Tyrolean apple industry will go on.

» New times bring new challenges with them and the economic reality
becomes ever more complex.

> It is better to be proactive rather than "fighting fires" all the time.
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