Abstrakt

O pojmu reputation management bylo dlouhou dobu slySet ptfevazné v oblasti
marketingu ve spojeni s budovanim brandu. S rozvojem socialnich médii se na trhu objevily
nastroje meéfici osobni reputaci, jez kvantifikuji uzivatelovu interaktivitu na zaklad¢ nékolika
proménnych. Ty nasly své uplatnéni v rukou nepocetnych social media profesionali a geeki.
Jak ale k fizeni osobni reputace v socialnich sitich pfistupuji bézni uzivatelé? Jak hodnoti
reputaci ¢lenti svych socialnich siti a jak se tyto poznatky odrazi na jejich vlastnim projevu?
Tato prace se snazi nalézt cestu k zodpovézeni téchto a dalSich otazek. Principy kvalitativniho
pfistupu se obraci k samotnému jadru tohoto procesu — tvircim a hodnotitelim osobni

reputace a socidlnim interakcim, jimiz se uskutecnuje.
Abstract

Reputation management is a notion which thus far has surfaced mainly in the field of
marketing in relation to brand building. Following the expansion of social media, various
personal reputation measuring tools have offered quantitative analyses of users’ interactivity
on the basis of several variables available on the market. However, these tools were useful for
a limited group of social media professionals and enthusiasts. But how do average users
approach personal reputation management on social networking sites? How do they evaluate
the reputation of their social network members and how do they apply these findings to their
self-expression? This paper attempts to find answers to these and similar questions.
Qualitative research principles reveal the core of this process — the personal reputation
creators and evaluators and the social interactions through which the reputation itself is being

realized.
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