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Abstract

Considering to changing market conditions, managers have to continually make several decisions that can
significantly affect the competitive fight and market position of the company. One way that a company
can differentiate itself from competitors and identify themselves in a certain way is corporate identity. A
corporate identity is a tool through which an enterprise can identify itself, create a market position in the
market, and differentiate itself from competitors. One of the main reasons for the need to continually
build a corporate identity is the ability to differentiate itself from the competition and the ability to
influence potential and existing customers. Another way through which companies can strive to achieve
their market goals is a marketing mix that is a set of marketing tools through which the company can meet
the needs of its customers. One of the tools of the marketing mix is also the price, which is the only tool
of the marketing mix that is the source of income for the company. For this reason, product pricing is an
important step in managerial decision making. Effective strategic pricing of the company is one of the

important and decisive attributes of the company's survival and prosperity.
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1. Introduction

Today's global marketplace and the continually changing environment require from managers
constant activity and awareness about the actual situation, market requirements and also regularly taking
decisions in different spheres. Since the competitive fight for customers is one of the basic characteristics
of the current market, managers must do their best to be successful in this competitive struggle and to
build a market position. Because of this, strategic management that is focused on long-term planning and
direction of the organisation is essential for companies. According to Birnerova and Kral (2013), the first
step in the strategic management process is to set out a business philosophy that includes general business
objectives and values, and thus it creates a base for setting a consistent system of objectives, based on
which the enterprise can subsequently carry out its activities. Concerning corporate objectives,
Jakubikova (2013) states that marketing goals are increasingly part of corporate goals, while corporate
philosophy, corporate identity and overall corporate goals are the starting point for marketing goals
planning. According to Krizanova, Majerova, and Zvarikova (2013), the company's standard strategic
objectives are related to the achievement of predefined sales or market share values. Their achievement is
conditional on obtaining stable consumer preferences and a specific competitive advantage.

Corporate identity is one of the essential starting points for the existence of a company. The
identity means for a company the same what personality means for a person. It is the visible individuality
of a person, and it is something that can be influenced. At present, manufacturers not only provide
physical products to their customers but also provide a variety of services, integrated solutions and
intelligent services that offer many benefits to manufacturing companies as service providers as well as to
their customers (Kanovska, 2018). This approach is necessary if companies want to improve their market
position in a competitive environment. Likewise, this approach and the provision of additional services
are essential for building and improving corporate identity. The aim of every company should be an effort
to win customers' favour and in the same way to achieve the market position.

As Mikolas (2005) states, mainly corporate identity is a factor that has a significant impact on the
company's competitive potential. Melewar and Karaosmanoglu (2006) point out the importance of
corporate identity because it is generally recognised at present as a useful strategic tool and it can be
achieved competitive advantage through it. Other business goals undoubtedly include uncovering and
satisfying customer needs and wishes, and that through the right combination of the marketing mix and
thereby achieving other goals of the company, while pricing decisions are one of the key decision-making
processes in the creation of marketing strategy (Jakubikova, 2013).

The paper aims to identify the basic theoretical background of corporate identity and strategic
pricing and to point out the relationship between these two topics. Another aim was to identify
consumers' attitudes to price and loyalty program as factors that influencing their shopping decision
making.

The paper is divided into two basic parts. The first part is focused on the identification of
theoretical background related to corporate identity and strategic pricing decision of the company. The
second part consists of analysis with a questionnaire survey that was aimed at consumer attitudes towards

price and loyalty program as factors influencing their purchasing behaviour and decision-making.
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2. Literature Review and Theoretical Framework
a. Corporate identity

The term of corporate identity first appeared in the 20th century, when Black (1994) defined
corporate identity as a collective personification of the company derived from its history, philosophy,
culture, strategy, management style, employee behaviour and reputation. Since that time, many authors
have dealt with the issue of corporate identity and the interest of corporate identity as a management issue
as well as an academic discipline has increased significantly (Kiriakidou & Millward, 2000). Veber
(2000) characterises the corporate identity as an effort for external distinctiveness, uniqueness and
individuality that reflect in components such as design, culture, corporate behaviour, communication and
product. Bielikova (2005) states that all definitions express the same meaning, and that corporate identity
is purposefully created concept that embraces the intrinsic structure, functioning and presentation of a
particular company in market environment, expressing its originality and specificity compared to other
businesses. Paliderova, Bielikova, and Spuchlakova (2015) define corporate identity as a strategically
organised idea that is based on corporate philosophy, corporate vision and a long-term business goal and
it manifests itself in corporate behaviour as well as internal and external communication. In the context of
corporate identity, they also point out to corporate social responsibility (CSR), which they regard as an
essential aspect of corporate identity. In recent years, sustainability, accountability and fair trade have
become increasingly important in business activities (Moravcikova & Gregova, 2016). Corporate Social
Responsibility (CSR), which includes for example ecological, economic and social aspects, is considered
as a symbol of accountability to society. In connection with the ecological aspects, Palus, Matova,
Krizanova, and Parobek (2014) report that the emergence of environmental policies, their growing
popularity and the interest in highlighting of the environmental performance of products are at present
reflected in all spheres of production and consumption, especially in the context of promoting sustainable
development. The fact that there is a significant relationship between social identity and environmental
behaviour is also confirmed by Kliestikova, Krizanova, Corejova, Kral, and Spuchlakova (2018). Social
responsibility should gradually become an integral part of the core values of all companies that create and
represent the overall identity of the company.

Contemporary authors Eun-Mi and Hyun-Shin (2017) point out that corporate identity is the
strongest useful asset that brings intangible value to a company. They also point out that it is the fastest
means by which consumers feel the vision and direction of society.

The corporate identity aims to create a clear presentation of the company in the process of internal
and external communication. Other goals of corporate identity include building a positive image, shaping
a positive corporate culture, identifying employees with the company, aligning of the internal and the
external image of the company, creating a sense of confidence and trust towards the company. In terms of
corporate identity functions, these include information and communication function, image-building

function, relationship-influencing functions and integration functions.
b. The building of corporate identity

Since corporate identity is unique to every company, its design is tailored to every company to

cover all elements and dimensions. Corporate identity creation is influenced by several factors. The
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public has a priority in the process of creating a corporate identity. The public is understood as any group
that shows real or potential interest or have an impact on achieving corporate goals (Cihovska,
Hanulakova, & Lipianska, 2001). Reputation expresses goodwill which expresses the market position of a
company concerning competing companies. Podhorska and Sickelova (2016) report that self-generated
goodwill originates from intangible assets not recognised in the financial statements of the companies.
According to Bielikova (2005), it is possible to change the corporate identity through traditional

marketing methods, or by applying new marketing approaches.

¢. The components of corporate identity

Many authors have different views on which components represent corporate identity. Melewar
and Karaosmanoglu (2006), they realised research, in which they considered seven components of
corporate identity: corporate communication, corporate design, corporate culture, corporate behaviour,
organisational structure, industrial identity and corporate strategy. In their opinion, these components
represent what makes the organisation unique. Hornak (2007) considers corporate design, corporate
communication, corporate culture and product, or services to be essential elements of corporate identity.

Building and improving every single component is essential for companies. Corporate
communication is particularly important in that it creates a link between the corporate identity of the
company and the established strategic goal and it is possible to achieve a positive reputation with it.
Horakova, Stejkalova, and Skapova, (2008) state that communication is essential to ensure that all interest
groups - employees, customers, sharecholders and others, understand the identity of the organisation, its
values and strategy. Corporate communication based on the correctly selected communication mix leads
to increased consumer loyalty to products, and it also leads to their better market positioning. For this
reason, it is important to create and build a long-term relationship with customers through communication
(Moise & Cruceru, 2012). The brand is another tool that significantly affects corporate identity, and it is
part of it. Kliestikova and Janoskova (2017), which deal with brand issues, they state that customers
perceive as more valuable brands those, whose socio-cultural profile of the country of origin is
convergent with the national profile.

Offered product or service can be considered as the essential component of the corporate identity.
It is the essence of the existence of the company without which the other elements would not be useful
(Vysekalova & Mikes, 2009). Svoboda (2003) defines the product as everything, what an enterprise can
offer to the public. The product can be considered an important element not only in terms of corporate
identity but also in terms of the marketing mix. This fact is pointed out by Birnerova and Krizanova
(2008), who define the product as the most important tool of the marketing mix. It is because the other
tools of the marketing mix, which is to determine of price, build of distribution, communication,
rationalisation of the process, provision of services to the customer and so on, it depends on the character
of the offered product.

The basic tools of the marketing mix include product, price, distribution and promotion. According
to Zamazalova (2008), the price is one of the most important marketing variables of the merchant.
Because of it, pricing decision making of product in the context of the product as a component of

corporate identity and as a tool of the marketing mix is an essential step in managerial decision making.
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d. The strategic price decision making of company

Decision making is one of the primary management functions. At the top level of the company,
there is strategic decision making that is more complicated and complex than tactical and operational
decision making. The consequences of strategic decisions are long-term character (Jankelova, Hudakova,
& Misun, 2013). According to Hintosova and Volosin (2005), the choice of overall strategic orientation
of the company is the basic strategic decision. Strategic decisions aim to provide a competitive advantage
and change the overall scope and direction of the company (Johnson, Scholes, & Whittington, 2005).
According to Birnerova and Kral (2013), among the principles for the specific expression of the
company's marketing strategy include deciding on the effective use of resources (determining their
amount and their premeditated allocation) to build a productive product-market relationship, in line with
the company's objectives. Strategic price decision making is related to the effective use of resources,
because of the revenue from the sale of products is related to a set price for individual products.

Zamazalova (2008) characterises the price as the amount for which products are offered on the
market. According to Kita (2010), the price depends on the value that the customer attributes to the
product. Consequently, pricing policy aims to create the meaning of the value perceived by the customer.
The price acts as a factor of marketing competency the more intensive as it reflects the technical
capability of the product. The price affects demand, the company's position towards competitors and its
overall market position, it informs buyers, is subject to regulation, or it is deregulated (Jakubikova, 2013).
According to Zamazalova (2008), it is necessary to set goals, determine demand, estimate fixed and
variable costs, analyse costs, prices, and prices and offers of competitors, choose a pricing method, and
finally choose a final price when it is setting pricing and pricing policy.

Marketing managers need to consider a variety of different circumstances and factors in their
pricing decisions. Some circumstances push the price down, while other contexts slightly increase the
company's interest in the higher valuation of its products. Indeed, pricing is a search for a suitable
compromise. All these factors and circumstances can be divided into two groups, namely internal
corporate factors and external corporate factors (Birnerova & Kral, 2013). Jakubikova (2013) states that
external factors include: the nature of the market, the nature of the offer, the price elasticity of the offer,
the competition and the customers. She also states that internal factors include the company's marketing
objectives and the organisation of the pricing policy (the degree of centralisation, decentralisation in the
pricing decision, marketing mix, and differentiation of products).Price is a significant factor that affects
demand, and it is a mean of attracting a customer, bringing it to a store and increase customer numbers.
The price is also a factor influencing the efficiency of business and production activities. The price
facilitates communication to the trader. Price is very often linked to communication tools or sales
promotion. An example is sales promotion by price - an action discount - which inform the customer
through a leaflet (Zamazalova, 2008).

Price adjustments include the provision of price discounts and price differentiation (Cibakova &
Bartakova, 2007). The need to examine consumer attitudes and behaviour in the economy is closely
related to price adjustment (Graessley, Horak, Kovacova, Valaskova, & Poliak, 2019), that also is dealt
by Meilhan (2019), while he focuses on working together to create customer value in the online platform
economy in his research. Customers should have an advantage in determining price adjustments,

especially those who buy large quantities, or long-term customers. The second option is favouring of
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goods, increasing their prices by price adjustments due to outside corporate impulses, which increase their
bid quality.

Loyalty programs are related to corporate identity and pricing decisions. They are an instrument of
corporate identity, but they also relate to pricing policy, as it is a way of discounting prices or price
advantage. Loyalty programs are an essential customer relationship management (CRM) tool that can
identify, reward and maintain of profitable customers (Kumar & Reinartz, 2018). These programs aim to
strengthen customer and business relationships by offering value-added products or services for profitable
market segments and ultimately to increase customer loyalty and sales performance (Chang & Wong,
2018). According to Steinhoff and Palmatier (2016), loyalty programs include various marketing
activities, including reward cards, gifts, and other methods designed to improve customer attitudes and

behaviours. By put forward this card, the buyer usually receives either a discount on the current purchase

or the allocation of points they can use for future purchases, and thus a purchase price advantage occurs.

3. Research Method

The paper aims to analyse the corporate identity in the context of the company price decision
making. The tool we have chosen is a consumer survey. The questions in the questionnaire were compiled
and developed based on the study of literature (Rasovska & Ryglova, 2017; Svoboda, 2003; Vysekalova
& Mikes, 2009; Zamazalova, 2008). In the survey, the task of respondents was to identify, which factors
are important for them when they are visiting a restaurant. The questionnaire survey aimed to find out the
importance of price and loyalty programs for consumers, and whether selected respondents use loyalty
programs in gastronomic companies. o The questionnaire was created and distributed in electronic
form to respondents from Zilina district, via Google Form, while the questionnaire survey was conducted
between 21/01/2018 and 21/03/2018. Subsequently, we evaluated the questionnaire through descriptive

statistics.

a. Survey file

The survey file consists of 314 (100 %) respondents. In the questionnaire survey participated 152
women, representing 48 % of the survey and 162 men, what is 52% of the survey. In terms of age, 42
(13%) respondents under the age of 20 participated in the survey. The largest group was respondents aged
21 to 30, which is 122 (39%). There were 88 (28 %) respondents aged 31 to 40, and there were 62 (20 %)

respondents over 40 years

4. Findings

In the questionnaire survey, we were founding out, what factors are important to consumers when
they visit a restaurant. Respondents had a chance to rate ten factors (food quality, meal choices, beverage
menu, interior, additional services, staff access, business presentation, loyalty programs, the same attire of
the staff) they could meet in restaurants. Evaluation scale consisted of marks from 1 to 5, while 1 means
very important and mark five means the least important. The results of this research question show that
the approach of staff is the most important for selected respondents. This factor was described as very

important by 212 (68 %) respondents. Considering the issue of corporate identity in the context of price
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decision making, we focused on the results of price factor and loyalty programs. As far as price is
concerned, 84 (24.75 %) respondents rated this factor as 1, so very important and 120 (38.22%)
respondents rated this factor as 2 and thus important. Loyalty program factor, 42 (13.38 %) respondents
marked 1 (very important) and 68 (21.66 %) marked 2 (important). The complete results of these two

factors - price and loyalty programs are shown in Figure 01.

140
120
100
80
60
40
: -
0 .
Prices Loyalty programs
u] 84 42
2 120 68
=3 70 90
4 30 74
5 10 40

Figure 01. The attitude of respondents to the prices and loyalty programs

Another goal was to find out whether selected respondents use loyalty programs in gastronomic
companies. The survey results show that most respondents use loyalty programs only in some firms. This
answer was chosen by 74 respondents, which is 47 % of the survey file. Other 130 (41 %) respondents
were not interested in loyalty programs. From this group, 102 (32 %) respondents do not use loyalty
programs, and 28 (9 %) responded that they are not interested in loyalty programs. Loyalty programs are

regularly used by 36 (11 %) respondents.

= Yes, | regularly use loyalty
programs of companies

= [ use loyalty programs in
selected companies

= I don’t use loyalty programs
even though they are
available

1 don’t care about loyalty
programs

Figure 02. Loyalty programs

Based on the results of the questionnaire survey, we can say that the price is a relatively important
factor for customers when they choose a company because 274 (87.26 %) of the respondents marked the

price with a mark of 1 to 3, which is "important". Concerning loyalty programs, 47 % of respondents said
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that they use loyalty programs only in some selected companies, resulting in significant loyalty from

consumers (Figure 02).

5. Discussion and Conclusion

a. Discussion

Corporate identity is important for companies in terms of their social status. At present, it is
common, that in many sectors almost all business entities offer the same product at the same price, under
approximately the same technological conditions. Corporate identity can decide on the success of the
company. The fact that corporate identity has become a significant phenomenon in the organisation's
management is also confirmed by Svoboda (2009). Since corporate identity is according to several
authors, an important source of competitiveness, the corporate identity theory needs to be made more
widely known to managers, employees, business owners and consumers. As report Paliderova et al.
(2015), developing corporate identity is a permanent process that needs to be improved.

Podnar (2005) states that a company with a strong and exemplary corporate identity is a company
with successful and satisfied employees as well as a financially successful company with a clear strategy,
vision and mission. In the context of the company's financial success, strategic pricing, as well as
corporate identity building, it is essential for every company to obtaining the necessary amount of money.
Therefore, it is also important to point out the financial management of the company, which is an
essential part of every company (Siekelova, Kliestik, Svabova, Androniceanu, & Schonfeld, 2017). It is
mainly because of that marketing managers need to be able to redistribute available money as efficiently
as possible within their roles.

Based on the analysis of the theoretical background, we can say that there is no clear definition of
the concept of corporate identity. Podnar (2005) states that there is no universally valid definition of
corporate identity and in the theoretical understanding of corporate identity is relatively homogeneous.
Melewar and Karaosmanoglu (2006) also confirmed in their contribution that there is a lack of a clear
definition of corporate identity. Like the corporate identity itself, the components that create corporate
identity are not entirely uniform. However, corporate culture, communication, design and product or
service, can be included among the primary components. In the context of corporate image, Bidin,
Muhaimi, and Bolong, (2014) realised research through components of corporate identity. The results of
their research show that all components of corporate identity, including corporate behaviour,
communication, design, culture, strategy and personality have a significant contribution to the company's
image. Based on this finding, they are recommending that managers should carefully build these
components to create an excellent corporate image. Nguyen and Leblanc (2001) report that corporate
reputation and corporate image have the potential to affect customer loyalty to the company in a
competitive environment. The results of their research show that the degree of customer loyalty tends to
be higher when the perception of corporate reputation and the corporate image is favourable.

According to Svoboda (2009), one of the basic requirements for marketing is an identifiable
product, coming from an identifiable manufacturer, which implies a clear link between marketing
(marketing mix) and corporate identity. Specific tools of corporate identity are very important for the

effective operation of the company and its progress, but most of these tools represent significant financial
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expenses for the company. Here we come to why the link between corporate identity and strategic pricing
is essential. Companies should consider the components of corporate identity in strategic pricing, because
these components create potential added value of products. On the other hand, there opens the issue of
consumer decision-making and their ability and willingness to pay for the product higher price and also to
realise the added value of the product. One of the main goals of corporate identity is to build a positive
image that can be achieved through sales promotion. Sales promotion, which includes loyalty programs,
is a major component of communication policy. Corporate communication is one of the basic components
of corporate identity. The objectives of all of these areas are inherent in attracting loyal customers. These
are the main reasons why we can conclude that there is a significant link between the loyalty programs
and the corporate identity. For this reason, we have focused on loyalty programs in the context of

corporate identity and strategic pricing of a company.

b. Conclusion

Based on the identified theoretical background, we can say that corporate identity has great
importance in the context of strategic pricing of a company. One is the fact that most of the components
of the corporate identity represent a cost to the company, while the product is the essential component,
without which the other components would have no meaning for the company. An important marketing
tool for the product is price policy because the price is the only component of the marketing mix that is a
source of income for the company. The value of the offered products can be increased by the building of
the components of corporate identity. However, it can significantly affect the price of the product not only
in terms of customer value but also in terms of financial value. That is why it is essential for managers to
consider the added value that their products have regarding corporate identity when taking strategic
pricing decisions. In terms of corporate identity, it is important for all types of companies to build and try
to continually improve their corporate identity because it is a way in which a company can improve
employee relationships, improve relationships with existing customers, and it is also chance to gain new
customers. Finally, it is a way how a company can increase its competitiveness and improve its market

position.

Acknowledgments
Contribution is a partial output of scientific project VEGA 1/0718/18: The impact of

psychographic aspects of pricing on the marketing strategy of companies across products and markets.

References

Bidin, R., Muhaimi, A., & Bolong, J. (2014). Strategising Corporate Identity for the Perception of
Corporate Image in the Selected Government-linked Companies (GLCs) in Malaysia. Procedia -
Social and Behavioral Sciences, 155, 326-330.

Bielikova, A. (2005). Podnikova identita dopravneho podniku [Corporate identity of the transport
company]. Zilina: Zilinska univerzita.

Birnerova, E., & Kral, P. (2013). Strategicky marketing [Strategic marketing]. Zilina: EDIS.

Birnerova, E., & Krizanova, A. (2008). Zaklady marketingu II [Foundations of marketing II]. Zilina:
EDIS.

335



https://doi.org/10.15405/epsbs.2019.10.02.30

Corresponding Author: Veronika Paurova

Selection and peer-review under responsibility of the Organizing Committee of the conference

eISSN: 2357-1330

Black, S. (1994). Nejucinnejsi propagace: Public Relations [The most effective promotion: Public
Relations]. Praha: Grada Publishing.

Chang, H. H., & Wong, K. H. (2018). Consumer psychological reactance to coalition loyalty program:
price-consciousness as a moderator. Service Business, 2 (2), 379-402.

Cibakova, V., & Bartakova, G. (2007). Zaklady marketingu [Foundations of marketing]. Bratislava: Tura
Edition.

Cihovska, V., Hanulakova, E., & Lipianska, J. (2001). Firemny imidz [Corporate image]. Bratislava:
Eurounion.

Eun-Mi, C. & Hyun-Shin J. (2017). The study of Samsung Corporate Identity from Management —
Philosophy and Slogan point of view. Asia-pacific Journal of Multimedia services convergent with
Art, Humanities, and Sociology, 7, 1-20.

Graessley, S., Horak, J., Kovacova, K., Valaskova, K., & Poliak, M. (2019). Consumer Attitudes and
Behaviors in the Technology-Driven Sharing Economy: Motivations for Participating in
Collaborative Consumption. Journal of Self-Governance and Management Economics, 7 (1), 25—
30.

Hintosova, A., & Volosin, M. (2005). Strategie v kontextu klicovych rozhodnuti. [Strategies in the
context of key decisions]. Moderni rizeni, 40 (4), 22 — 23.

Horakova, 1., Stejkalova, D., & Skapova, H. (2008). Strategie firemni komunikace [Corporate
communication strategy]. Praha: Management Press.

Hornak, P. (2007). Marketingova komunikacia [Marketing communication]. Bratislava: Book&Book.

Jakubikova, D. (2013). Strategicky marketing - Strategie a trendy [Strategic marketing - Strategies and
trends]. Praha: Grada Publishing.

Jankelova, N., Hudakova, M. 1., & Misun, J. (2013). Vyznam strategickeho rozhodovania v
mikropodnikoch a velmi malych podnikoch na priklade Slovenskej republiky. [The importance of
strategic decision-making in micro and very small enterprises on the example of the Slovak
Republic]. Ekonomicky casopis, 61 (7), 737 —756.

Johnson, G., Scholes, K., & Whittington, R. (2005). Exploring Corporate Strategy. London: Prentice-
Hall.

Kanovska, L. (2018). Smart services and their benefits for manufacturers from a global perspective.
Ekonomicko-manazerske spektrum, 12 (2), 46-56.

Kiriakidou, O., & Millward, L.J. (2000). Corporate identity: external reality or internal fit? Corporate
Communications: 4An International Journal, 5 (1), 49-58.

Kita, J. (2010). Marketing [Marketing]. Bratislava: Tura Edition.

Kliestikova, J., & Janoskova, K. (2017). Branding with understanding: how national profile of consumer
influences brand value perception. Marketing and management of innovations, 3, 149-157.

Kliestikova, J., Krizanova, A., Corejova, T., Kral, P., & Spuchlakova, E. (2018). Subsidies to Increase
Remote Pollution? Science and Engineering Ethics. 24 (2), 755-767.

Krizanova, A., Majerova, J., & Zvarikova, K. (2013). Green Marketing as a Tool of Achieving
Competitive Advantage in Automotive Transport. Proceedings of the 17th International Scientific
Conference Transport means 2013 (pp. 45-48). Kaunas, Lithuania.

Kumar, V., & Reinartz, W. (2018). Loyalty Programs: Design and Effectiveness, Customer Relationship
Management. Springer Texts in Business and Economics. Springer, Berlin, Heidelberg, 179-205.

Meilhan, D. (2019). Customer Value Co-Creation Behavior in the Online Platform Economy. Journal of
Self-Governance and Management Economics, 7 (1), 19-24.

Melewar, T. C., & Karaosmanoglu, E. (2006). Seven dimensions of corporate identity: A categorisation
from the practitioners' perspectives. European Journal of Marketing, 40 (7-8), 846-869.

Mikolas, Z. (2005). Jak zvysit konkurenceschopnost podniku. Konkurencni potencial a dynamika
podnikani [How to increase the competitiveness of the company. Competitive potential and
business dynamics]. Praha: Grada.

Moise, D., & Cruceru, A. (2012). The characteristics of sales forces in relation with marketing activities
carried out by the Romanian companies. Procedia - Social and Behavioral Sciences, 62, 198 —
202.

336



https://doi.org/10.15405/epsbs.2019.10.02.30

Corresponding Author: Veronika Paurova

Selection and peer-review under responsibility of the Organizing Committee of the conference

eISSN: 2357-1330

Moravcikova, K., & Gregova, E. (2016). Fair Trade as a Tool of Corporate Social Responsibility.
Proceedings of CBU International Conference on Innovations in Science and Education (CBUIC)
(pp- 340-345). Prague: Czech Republic.

Nguyen, N., & Leblanc, G. (2001). Corporate image and corporate reputation in customers’ retention
decisions in services. Journal of Retailing and Consumer Services, 8 (4), 227-236.

Paliderova, M., Bielikova, A., & Spuchlakova, E. (2015). The Importance of Corporate Identity in Water
Transportation Company. Procedia Economics and Finance, 26, 286-291.

Palus, H., Matova, H., Krizanova, A., & Parobek, J. (2014). A Survey of Awareness of Forest
Certification Schemes Labels on Wood and Paper Products. Acta Facultatis Xylologiae Zvolen, 56
(1), 129-138.

Podhorska, 1., & Siekelova, A. (2016). The Impact of Internally Generated Goodwill on the Financial
Performance of Companies — International Comparison. Proceedings of the 16th International
Scientific Conference on Globalization and its Socio-Economic Consequences (pp. 1736-1743).
Rajecke Teplice: Slovakia.

Podnar, K. (2005). Corporate identity in Slovenia. Corporate Communications: An International Journal,
10 (1), 69-82.

Rasovska, 1., & Ryglova, K. (2017). Management kvality sluzeb v cestovnim ruchu [Quality management
in tourism]. Praha: Grada Publishing.

Siekelova, A., Kliestik, T., Svabova, L., Androniceanu, A., & Schonfeld, J. (2017). Receivables
Management: The Importance of Financial Indicators in Assessing the Creditworthiness. Polish
Journal of Management Studies, 15 (2), 217-228.

Steinhoff, L., & Palmatier, R.W. (2016). Understanding loyalty program effectiveness: managing target
and bystander effects. Journal of the Academy of Marketing Science, 44 (1), 88—107.

Svoboda, V. (2003). Corporate identity [Corporate identity]. Zlin: Tomas Bata University.

Svoboda, V. (2009). Public relations. Moderne a ucinne [Public relations. Modern and efficient]. Praha:
Grada Publishing.

Veber, J. (2000). Management: zaklady, prosperita, globalizace [Management: foundations, prosperity,
globalization]. Praha: Management Press.

Vysekalova, J., & Mikes, J. (2009). Image a firemni identita [Image and corporate identity]. Praha: Grada
Publishing.

Zamazalova, M. (2008). Marketing obchodni firmy [Marketing of Business Company]. Praha: Grada
Publishing.

337



