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“To gain a good reputation, endeavor to be what
you desire to appear.”

- Socrates



• The uncertain environment for business

• Enhancing strategy through reputation management

• Navigating the digital landscape
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Corporations Have a Long History of
Bad Communications



Trust in Institutions to Operate in Society’s
Best Interests*

Armed forces +43%

NGOs +27%

Education system +26%

Health system +17%

Trade unions/labor +2%

Legal system -2%

Global companies -9%

Large national companies -10%

* Net rating = % trust - % distrust

Source: Accenture The Business of Trust, World Economic Forum Voice of the People Forum



Collapse in confidence of the markets directly
extended to a collapse in confidence in businesses

and governments

People need to hear or see something 3-5 times from
multiple sources to believe it

Source: 2014 Edelman Trust Barometer

Today’s least trusted
spokespeople

Corporate executives,
Government Officials

Collapse of Trust

Today’s most trusted
spokespeople

Academics, Peers



Trust by Sector

Source: Trust in Singapore 2014 : Edelman Trust Barometer



1980

42 to 1

1998

419 to 1

2000

531 to 1

Sources: Business Week, New York Times

Ratio of Executive Pay to Worker Pay
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A Hierarchy of Statements

“Can you say what your strategy is?”

Mission: Why we exist

Values: What we believe in and how we will behave

Vision: What we want to be

Strategy: What our competitive game plan/advantage is



Corporate Communication Strategy
Framework

Messages

Constituent’s Response

Corporation Constituencies

 What does the organization
want each constituency to do?

 What resources are available?

 What is the organization’s
reputation?

 What is the best
communication channel?

 How should the organization
structure the message?

 Who are the organization’s
constituents?

 What their attitude about the
organization?

 What is their attitude about the
topic?

 Did each constituency respond
in the way the organization
wished?

 Should the organization revise
the message in light of the
constituency responses?



What are Corporate Character, Image,
and Reputation?

Identity: that which is central, distinctive and
enduring about a company.

Image: the reflection of the organization's identity
from the vantage point of one constituency

Reputation: collective images. How all
constituencies view the organization. Built up over
time.



What are Corporate Character, Image and
Reputation?

Corporate Character

Names, Brands, Symbols, Self-presentations, Value Systems

Reputation

Customer
Image

Community
Image

Investor
Image

Employee
Image

is perceived by…

Sum of their
perceptions equals…



What Makes a Good Reputation?

The top factors in building a strong corporate
reputation include:

• Communicating frequently and honestly on
state of the business

• Producing high-quality goods and services
• Treating employees well
• Committing resources to the greater public

good
• When crises or crises of confidence hit:

- Admitting mistakes
- Facing critics head-on
- Clarifying reality or how the future will

be different

Sources: 2011 Edelman Trust Barometer; Paul Argenti.



Companies with better reputations:
• Command premium prices

• Pay lower prices

• Entice top recruits

• Have more stable revenues

• Face fewer risks of crisis

• Experience greater loyalty

internally and externally

• Are given greater latitude by constituents:
Opportunity to operate

• Have higher market valuation and stock
prices

• Have greater loyalty of investors, less stock
price volatility

Price
Advantage

Competitive
Advantage

Stability

Why Does Reputation Matter?



Reputational Capital and Risk

• The fluctuating value of the company’s reputation
is its reputational capital



Reputational Risk Management Cycle

Opportunity

Platform

Organization
Performance

Reputational
Capital

Safety

Net





“We came to the decision that providing health care and
selling cigarettes just don’t go together in the same setting.”

-CEO, Larry J. Merlo



Reputational Capital and Risk

• The fluctuating value of the company’s reputation
is its reputational capital

• Reputational risk is the range of possible gains
and losses in reputational capital for a given firm



Reputational Risk

• Commercial Bank Examination Manual defines reputational risk as:

“The potential that negative publicity regarding an
institution’s business practices,

, will cause a decline in the customer base,
costly litigation, or revenue reductions…can also

cause liquidity constraints and significant
depreciation in market capitalization.”

• Product offerings affect reputation risks. Reputational risk (along with
credit risk and legal risk) increases the more controversial a product is

• Companies need to manage reputation risks in the same way as
operational or financial risks are assessed, audited, and managed



24

Typical Reputation Strategies

High
Expectations

Negligent
Risk

Taker

Trusted
Reputation

Player

Deceptive
Follower

Competent &
Responsible

Player

Weak StrongActual
Reputation

1 3

42

Espoused
Reputation

ViableUntenable

Only 2 of 4 possible strategies adopted by companies are now viable

Choosing the Right Reputation Strategy

Low
Expectations



“The choice between neglect and
building trustworthiness as a core

capability may well become vital for
competitive advantage in a world

looking for institutions it can count on
for the long term.”

- Argenti, Lytton-Hitchens, & Verity, “The
Good, the Bad, and the Trustworthy”
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Navigating the Digital Landscape

Understanding the power of
digital

Integrating digital strategies

Reputation management in a
social media world



New Business Realities

Stakeholder
Empowerment

Digital
Network

Revolution
Globalization

“The rise and continuing
spread of social media

has fundamentally
changed the nature of

corporate communications
forever.”

-Argenti and Barnes,

Digital Strategiesfor Powerful
Corporate Communication

2009



Dow Jones Industrial Average: Jan 1, 2008 – Dec 15, 2008



• Our influence on each other now rivals online advertising. In 2010,
people's online impressions on each other equaled ¼ of total online
advertising impressions. And peer impressions are more credible than
advertising, since they come from friends

• A minority of the people generate 80% of the impressions

The Growth of Peer Influence

Schadler and Bernoff, Josh, Empowered, 2010.



The Authority Shift

• Communications today is about creating rather than
controlling constituencies

Institutio
ns

Communities of
Individuals

Shift in Control

• The center of control and influence has changed



Erosion of Competitive Advantage

• The wealth of social media networks creates
challenges for big business, and government.
Smaller players are empowered:
- The playing field for technology has leveled dramatically: success is

no longer just about technology expenditure. Large multinationals,
small non-profits and groups of like-minded individuals alike can
use social media, mobile, and e-advocacy tools – to great effect



Morphing & Overlapping Constituents

Customers Employees
Community
Members

Investors

In today’s environment:

• Your employees are your
community members

• Your customers are shareholders

Need for:

Consistency

Transparency

Honesty

.



Social media was a fact of life
before the economic crisis, but
the meltdown has put social
media on steroids.

“In this age of distrust, companies must rethink their most deeply held
tenets in this struggle to remain relevant and shift their perspective

towards “Web Thinking” to better reflect the reality of our time.”

– Silberman, Michael, “Web ThinkingManifesto”, www.echoditto.com, April 2011

IDC, March 2007

New Momentum



“The online world is undergoing its most
significant transformation ever in our

history…Change creates opportunity for
those who become its students”

- Bob Pearson, President of the Blog Council



The Social Media Revolution

• 80% of companies in the US use
LinkedIn as a primary tool to find
employees

• If Facebook were a country it
would be the world’s 3rd largest

• 80% of internet users look online
before buying a product

• 78% of consumers trust peer
recommendations; only 14% trust
ads

Source: w ww.socialnomics.net

• In 2010, more than 40% of the
world used the Internet

• By the end of 2011, Gen Y
outnumbered Baby Boomers.
97% of them are members of a
social network

• YouTube is the world’s 2nd
largest search engine

• 75% of mobile users in Japan
use connected media (browsed,
accessed apps, or downloaded
content)



Defining Social Media

Social Media is the democratization of content
and understanding the role people play in the
process of not only reading and disseminating
information, but also in sharing and creating
content.

- Communication in the form of conversation, not monologue.

- Social media is the new ground where people and organizations
come together.

- Honesty and transparency are core requirements.

- It's all about pull, not push.

- Distribution instead of centralization.



Web 1.0 vs. Web 2.0

Collective
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Web 1.0 vs. Web 2.0

Web 1.0

• Push business models

• Commercial software

• Customer service

• Bestseller products

• Traditional media

• 1on1 customer relationships

• Centralized product
development

Web 2.0

• Pull business models

• Open source software

• Customer self-service

• The Long Tail

• Social media

• Customer community
relationships

• Decentralized product
development

Shift of ControlInstitutions
Communities of

Individuals



Understanding the “Groundswell”

• Why is this happening now?

1. People

2. Technology3. Economics

Desire to Connect

New Interactive ToolsOnline Traffic = $$

Li, Charlene and Bernoff, Josh, Groundswell, 2007.



Social Technographics Profile

Creators

Critics

Collectors

Joiners

Spectators

Inactives

• Publish a blog

• Publish a web page

• Upload video you created

• Write articles and post them

• Post ratings/reviews of products
or services

• Comment on blogs

• Contribute to online forums

• Edit articles in a wiki • Use RSS feeds

• Add tags to pages or photos

• “Vote” for web sites online

• Maintain profile on a social
networking site

• Visit social networking sites
• Read blogs

• Watch video from other users

• Listen to podcasts

• Read online forums

• Read customer reviews/ratings

• None of these activities



• In March 2010, the global food giant experiences a massive
social media backlash:

- March 17: Greenpeace accuses Nestlé of contributing to de-forestation
as a result of its choice of palm-oil suppliers in Indonesia; orangutans
are threatened by the destruction

- March 17-28: 68 related YouTube videos attract 1.2mn views

- March 17: Collateral Greenpeace videos are tagged with messages
about Nestlé palm oil policy, resulting in 1.1 mn views (as of 3/28/10)

- March 17-28 : Nestlé's Facebook Page is overwhelmed with negative
comments

- March 29: WSJ picks up the story…1 week before the Easter holiday

• Lesson Learned: Nestlé suffered tremendously from not having
a social media recovery strategy in place

Nestlé’s Social Media Nightmare

Source: www.greenpeace.org



“Digital media has created a great deal of complexity,
but it has put a potentially powerful array of new tools

into the hands of communicators.

We are in the business of building and selecting
channels of communication, but now we can

build networks of relationships with the
stakeholders we care about”

- Jon Iwata, SVP of Marketing & Communications, IBM



The Changing Face of
Media Relations

• In the new media
relations environment,
every company is a
media company:
businesses now create
content that goes
direct to stakeholders
without the filter of
traditional media



The Changing Face of
Internal Communications

• Newsletters
• Town Hall Meetings
• Intranet

Old Media

• Jam Sessions
• Interactive Calendars
• Employee Bloggers

New Media



“Lincoln said ‘Character is the tree, reputation is the shadow.’ I’m afraid
that

too many people in public relations, marketing and advertising spend
more time manipulating the shadow than tending to the health of the

tree.”

– Jon Iwata, SVP Marketing & Communications, IBM

• “Smarter Planet” marketing campaign
successfully ties into overall business strategy

• Believes all marketers must put “the company”
ahead of the product or service they are

responsible for

• Starts by ensuring that every employee is
grounded in corporate culture and strategy

IBM Listens to Its Employees



The Changing Face of
Financial Communications

• Road shows
• Phone calls
• Press conference
• Press releases
• Rolodex

Old Media

• Corporate blogs
• Webcasts
• Newsfeeds
• Twitter links
• Interactive IR sites

New Media



IR Websites Done Right: Nike

• Links to company and investor
information are accessible and
simple

• Strong use of Nike’s branding
reinforces the brand image with
investors

• Recent updates are clearly
highlighted

• Investor press releases are easy to
access

• Ability for investors to customize
their own page based on the
information they want to see

• Use of videos

• Real time stock quote



The Changing Face of
Customer Communications

• Focus groups
• Speech analytics
• Telephone calls
• On-site customer surveysOld Media

• Website traffic measuring tools
• Social networks
• Blogs/microblogs
• Community forums
• Widgets
• Message boards

New Media



“We are leading a shift in
culture and consciousness
that refuses to treat CSR as

an ethical afterthought or
optional extra. We recognize
that we do most good when
we do what we are good at:
we make the most impact by
connecting the strength and
scale of our business with

the intelligence and
character of our people.”

– JP Morgan corporate
website

Source: thewayforward.jpmorgan.com: Personal interviews

JP Morgan Chase: Connects
CSR to Customer Relations



Reputation Management in a Social
Media World

• Rethinking Communications and Marketing in the
new reality:
- Rethink definition

- Rethink structure

- Rethink themes for today and tomorrow

- Communicate online or others will do it for you

- Tremendous opportunity to re-brand and re-develop



Rethinking Definition

In the social media world everything
communicates and communications
affects everything

– Not just about formal
communications channels

– Morphing and overlapping
stakeholders



Communications is now a two-way dialogue

• Not just about engaging in dialogue, but serves as a source
for ideas, opinions and competitive intelligence

Rethinking Definition



Rethinking Structure

• Communications needs to move from strategy
spinning to strategy making

• Social Media’s demand for transparency and
accountability mandates that communications
move to the forward edge of business strategy
development

- No longer about whether communications gets a seat
at the table; in world-class companies communications
is at the table



Rethink Themes

• Focus on Value and Values

• In today’s economy, constituents are demanding
value for their money when purchasing goods &
services…

• …But also are expecting to see a strong set of
values in the companies they do business with



Focus on Value and Values

in traditional

media campaigns

…and in social media
campaigns
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Dell: Using Social Media
to Support Strategy & Reputation

• Dell’s “Communities & Conversations” team manages the
companies online presence

- Employs a “chief blogger” and team of corporate bloggers

- Conducts proactive outreach on Facebook, Twitter & Friendfeed

- Hosts robust corporate blogs that include video and podcasts

- Creates online communities focused on products and consumer
segments

- Uses social media tools for internal comms and HR

- Allows and encourages all employees to get involved in social
media in their daily jobs

- Encourages interactive product development through
Ideastorm.com





Tell your story online or have it told for you

Not Communicating Is Communicating



Not Communicating Is
Communicating

• Silence from the American Embassy in Japan creates
panic, and ultimately costs the American taxpayer millions:

• The US Ambassador to Japan chairs a Town Hall meeting on March
15th, indicating that there is no real danger for Tokyo residents

following the tsunami

• At the same time, one of his right hands makes secret
arrangements to evacuate his family, and his wife posts their plans on

her blog….The story leaks

• Staff begin to suspect something is up; they mount pressure for an
embassy-wide evacuation of all civilians, military and diplomatic

personnel
Source: WSJ.com, March 18-24, 2011



Opportunity to Reevaluate Positioning

Social Media offers a tremendous opportunity to

re-position, re-brand and re-develop



“Our goal with “The Ford Story” was to let the world know that Ford had a
plan, how we were making progress and why we were different.”

– Ray Day, Chief Communications Officer, Ford

• Launched “The Ford Story” in one
weekend after being grouped in with peers

GM and Chrysler in congressional
hearings

• Turnaround strategy drove all
communications and marketing

• Focus on TODAY (not yesterday
or tomorrow)

• Social media outreach focused on Ford’s
strategy, products and successes

Ford Shifts from the Problem to the
Solution



Key Takeaways

• In today’s challenging environment, social media
has proliferated, and moved control into the hands
of stakeholders

• Opportunities everywhere to rethink approaches to
communicating with key stakeholders through
creation of networks and two-way communications

• You can’t manage what you don’t measure



“Executives fail to accept the power of
digital communications at their own risk,

and those who do accept it prosper.
Fortune favors the bold.”

- Argenti and Barnes,
Digital Strategies for
Powerful Corporate
Communication



"It takes 20 years to build a reputation
and five minutes to ruin it. If you think
about that, you’ll do things differently."

- Warren Buffett


