Contents

INTRODUCTION 1
The structure of this REPOrt .........uuuveiiiiiiiiiieeien 5
1 THE ORIGIN OF REPUTATION 7
Is reputation iN QU gENES? .......ceviiiiiiiiiiiiiiiiieieeee e e e e e eeeiiirreee e e e e e e e e e enees 8
What is corporate reputation? .........cccccceeeeeiiieiiiiiiiiieeeeeee e 9
Corporate identity (self-presentation) .......cccccccccceevviiieeiriiieeennniieeeennas 11
COTrPOTALE IMAGE ..vvieiieeieeeieieiiiiieee e e e e e e e e e e e e e e e eaetaararreeeaaaaeeas 12
Corporate rePULAtION  .......ccceeiiiiiiiiieeiiiiieee et e e 12
Does one corporate image eXiSt? .......ccccceeeeeiiiiiiiiiiiiieeeee e 14
Ways of creating a corporate image from identity ...........ccoecuvvninenenn. 17
The eight most significant factors in the formation of an image ........ 18
The role of PR and branding in reputation management .................... 28
Exercises and diSCUSSION POINTS .......vviiiiiieeeiiiiiiiiiiiiieeeee e e e e 33
SUITIIMIATY +eteeeiiiiiieee ittt ettt e e e ettt e s ettt e e e sttt e e e e sbbeeeesenbeee 33
2 STAKEHOLDERS 35
INTrOAUCTION ...eeiiiiiiiiiiiiiicc e 36
Who is a stakeholder? ........cocceiiiiiiiniiiiiiieiie e 37
Stakeholder theory and reputation ...........cccccceeeeeeeiieccciiiiieeeeee e 37
The classification of stakeholders .........ccccccovviiiiiiiiiniiiiniiiceee 39
Multiple and overlapping stakeholders ...........cccccceeeeeeeiieccciiiiiiiieeeeeenn, 40
CUStOMETr MATKELS  ...eeiiiiiiiiiiieiiiee ettt ettt e s 41
Internal Markets ..o 41
Recruitment markets .........ccoceeeriiiiniiiiiiiieie e 41
Supplier and alliance Markets ..........ccccccviiiiiiiiieeeeee e 42
INflueNCe MATKELS ...ccovuviiiiiiiiiiieicee e 43
Referral Markets ... 44

MANAGING CORPORATE REPUTATION



CONTENTS

Stakeholder MaPPING ....uvvviiiiiiieeeiiieiiiieee e e e e e e e e e e eeeanees 45
Assessing the importance and influence of stakeholders .................... 48
Conducting a stakeholder analysis ........ccccociiiiiiiiiiiiniiiiieeiiiieeeee 50
Exercise and diSCUSSION POINT .....uvvviiiiiiiiiiiiiiiiiiiiieee e 52
SUITIMIATY ettt ettt e e e et e e e e 53

3 INTERNAL COMMUNICATIONS AND
CORPORATE REPUTATION ¢ CLIVE LANDA 55

TNEPOAUCTION ..eeiiiiiiiiiiii et 56
Brand eVOIULION ......coociiiriiiiiiiinecec e 57
New corporate WOrld OTdEer ...........cccciiiiiiiiiiiiiiiiiieeeee e 58
The key customer — the emplOyEe .......ueueeeeiiiiieeeeeeiieeeeeeeeeeeeeeeeeeeeeeaes 60
Enhancing reputation through internal communication ..................... 62
The wider context of internal marketing ........ccccccccveveiiieeniiiccciiiieee. 65
SUITITIATY .evvvviiiieieeeeeeeiieeitiieeeeeeeeeeeeeeeeetabraareeeeaaaeeeeeassstasraseseseaaeeessaasssrrees 67
4  BRANDS: THE GLUE OF REPUTATION 69
INErOAUCTION oottt 70
Brands: the ultimate business tOOl ..........cccoveiiviiiniiiiniieiniieieeeeeen 71
Are brands iN CriSIS? ...oceiiiiiiiiiiiiieiiiiee et 72
The rise of relationship marketing and customer equity ..................... 74
Archetypes and developing brand iCONS .......ccccccccceevniiieeiinniiieeennnnneen. 76
Why are brands now SO important? ...........cccceeeevviiieeieeeeeee e 78
Can corporate reputation and brands be one and the same? ............. 84
The rise of the own label brands .........cccocceeviiiiiniiiniiiineece 85
Brand names and SIOgans ..........coocueeeiiiiiiiiiiiniiiie e 86
Corporate brands .........cocccceiiiiiiiiiiee e 38
Reputation, risk and the corporate brand ............cccccceiiiiiiiiiiiiiiiiienn... 90
Brand €XPEeri€NCe .......cciiiiieeiieiiiiiiiiiee e et e e e e e e e e e e seenrraraeaee s 95
The concept of brand equity .......ccccceiiiiiiiiiiiiiii e, 97
Financial performance measures ............ccccccvveeeeeeeeeeisscccceiniireeeeeeeeee e 99
EXEICISE ettt 101
CONCIUSION. «.eeiiiiiiiiiiit ettt et 101

THOROGOOD PROFESSIONAL INSIGHTS



CONTENTS

THE TOOLS OF CORPORATE
REPUTATION: INTEGRATED MARKETING

COMMUNICATIONS (IMC) 103
INTrOAUCTION ..eiiiiiiiiiiiiiceitee et e 104
The Marketing MIX .......oocueeeiimiiieeiiieeeee e 105
The concept OF IIMC ..o e e e e e 106
Situation analySIS ....c..ceeiiiiiiiiiiiiiiieee e 108
The key elements in the communications MiX ........ccccccveeeeeeeeeeeierecnnnnns 111
PR’s gatekeeping role in corporate reputation ............cccoeeeeiiiinieeeen.n. 114
Y 010) 8 1<T0) ] s 11 o U PUUUURRRE 115
Direct Marketing ........ccceiiiiiiiiiiiee e 118
YN Y] 0 531 o Ve U PRR PP 120
Word of mouth/viral marketing .......cccccoeecvieeiiniiiiieeeiiee e, 122
Exhibitions and eVents ..........cccccceviiiiniiiiiiiiiiicce e 124
Packaging and deSign .........ccoooviiiiiiiiiiiieeeeeeeece e 125
A final word on image and identity ........ccccoeeeceiiiiiiiiieeiieiee, 126
SUIMITIATY .1vtvvviiiiiiieeeeeeieieiitirrreeeeeeeeeeeeeeettrrrreeeaaaaeeeeaasessrrsrrerereaeseeesssssesnns 127
EXEICISE i 128

CORPORATE SOCIAL

RESPONSIBILITY (CSR) AND ETHICS 129
INtrOAUCTION .. 130
TS 500000 (o) Lo T VNS U PUPRPRIRN 131
CSR, reputation and financial performance ..........cccoceceiiiiiiiiiieeennnnnn. 137
The concept of sustainability and the triple bottom-line .................... 140
The position of NGOs: who guards the guards? ..........cccccovveeeennnnnee. 144
Cause-related marketing (CRM) .......coooveiiiiiiiiiiieeeeeeeeeirereee e 145
The cause-based fit: associative CONSISTENCY .......cccevvvieeiirniieeeennnnnen. 146
Breast cancer and CRM ........cccooiiiiiiiiniiiiiiiccceeccec e 147
MisSion MArketing ....ccooieeiiiiiiiiie e 148
SUIMIMIATY .eevvvitiitiieeeeeeiiiieeirrrrteeeeeeeeasarssessssraeeeeeeseesessssssssssseseeeeeessesssssssnns 149

MANAGING CORPORATE REPUTATION



CONTENTS

7 STRATEGY, PLANNING AND MEASUREMENT 151

INTrOAUCTION «..etiiiiiiiieiiii et e e 152
Strategy — what exactly 1S it? ......cooiriiiiiiiiiii e 153
The strategic planning PrOCESS ......ccccvveeeieeeeeeeeiriiiiiiieereeeeeeeeeeeseeennnnes 154
Corporate capabilities ........cccccciiiiiiiiiii e 158
EXEICISE ..ttt 158
PoSItioNINg Strategy ..cc..eeeeiiiiiiieiiiiiiee e 159
Innovation and Strategy .......cccccvvriiiiiieeeeeeeeiiiiieeeee e e e 160
RISK Strategies ........eeiiiiiiiiiiiie e 161
EXEICISE .eviiiiiiiiiiiieetit ettt et 162
The reputation audit ..........coooeiiiiiiiiiicrree e 163
Key elements of the reputation plan ...........ccccccceeeeeeiieciiiiiiiiieeeee e 165
MEASUTCINICNT .cneiiiiieieiiiiie ettt ettt e e e e e e e s eareeees 170
What affects reputation? .........cccccvevviiieiiiiiiiiie e 174
Dealing with Change ..........coooociiiiiiieiec e 175
EXEICISE ..ot 175
SUIMIIMATY .evvviiiiieieeeeeeeiiiitirrreeeeeeeeeeesestttarrerreeaeeeeesasssesssrrreresaaasesssssssssssees 176

8 RISK, ISSUES AND CRISIS MANAGEMENT 177

INTPOAUCTION .eiiiiiiiiiiiiiiiiiee et 178
WHhat 1S TISK? i 179
What is risk management? .......ccccocoeeeiimiiiiiiiniieee e 180
Risk and value-led organizations ..........ccccoceeeiiiiiiiiieeeeeeeeesiinnreeeeeeenn 186
[SSUE MANAGEIMENT ..eooiiiiiiiiiiiiiieeeeiieeee et 187
Crisis and disaster management ..........cccccvvieeiireeeeeeesrcccinnrireeeereeeeeeennnes 193
Disaster management ..........ccuueeeeriiieeeiniiiieee e 199
CONCIUSION «.uiiiiiiiiiiiiit ettt et e 200
Exercise and diSCUSSION POINT ......cciiiiiiiiiiiiiiiiiiiiiieeeeee e 201

THOROGOOD PROFESSIONAL INSIGHTS



10

CONTENTS

E-MARKETING AND REPUTATION
MANAGEMENT e WITH NOUR LAOUISSET 203

Online and OffliNE ......cccooeeiiieiiiiiiiree e, 206
Cyber crime and SECUTILY ........vviiiiiiieeeiiieiiiiiieeee e e e e e e e e e 207

Technologies and processes: how they can enhance

and develop reputation ......cccccvveeiieeeeieiiiiireeee e e e e e 212
EXEICISE ooiiiiiiieeee ettt e e e e e e e e 222
SUIMITIATY .evvvvvrriiiieeeeeeeiiieiitrrrreeeeeeeeaeaissssrsrrseeeeaeseesassssssssrrrseeeeesesesssssssnns 222
CASE STUDIES AND ESSAYS 225
Case study 1: Why reputation is the most important

asset at FEAEX ..ooooiiiiiiiiiic e 226
Case study 2: Volvo Car Corporation: A model citizen .................... 230
Case study 3: The Duke of Edinburgh’s Award

International Association ...........cccccccevvviiiniiiinieiennnnen. 233

Case study 4: Sarasota Memorial Health Care System
(Florida, USA) oottt 237

Case study 5: ITF — The International Trust Fund for demining
and mine victims assistance — Slovenia ...................... 242

Case study 6: The HSBC global education challenge

— ‘A race for education” ........cccccoeveiiiiiiniiiiiee e, 245
Essay 1: The true meaning of reputation ............ccccevviveeiennnnnen. 254
Essay 2: Forty-Sixty, the new Eighty-Twenty ...........ccccoeennnin. 257

MANAGING CORPORATE REPUTATION



