
FROM OLYMPICS TO 
ONESELF 
MANAGEMENT : 
SOFT SKILLS AND 
SPORT LIVE 
EXPERIENCE



From Reputation to E-
Reputation management
• E-Reputation : Reputation on line !

• E-Reputation = referencing + public relations + social 
networks + sensemaking

• We are social  on line scanning !















INTERPERSONAL “TIES” EFFICIENCY 
(GRANOVETTER, 1973)

“The Strength of Weak Ties”, 4 criteria :

Relation duration 

Emotional intensity

Intimacy

Services reciprocity between stakeholders  





Vince Lombardi







What are 'reputations'?

Reputations are perceptions people have of an 
individual or organization, be it a company, a 
city, or a country. These perceptions form as a 
result of the personal experiences that people 

have, the messaging they see and hear, and the 
third party conversations they are exposed to.





What's the difference between 'brand' and 'reputation'?

• A brand is a promise. Making a relevant and distinctive 
promise helps to build a brand. 

• A corporate reputation is built by fulfilling that promise 
to stakeholders. A company therefore owns its brand, 
but stakeholders own its reputation.



BRAND CONSTRUCTION IS 
DIFFICULT IN THIS CONTEXT…

BUT :
Reputation construction and  control can 

stimulate and develop your commercial brand !  



Rethinking your communication !

STRATEGY

COMMUNICATION

REPUTATION

BRAND

WHY ? HOW ?



CORPORATE REPUTATIONS CAN BE 
MEASURED AND MANAGED

1. Reputation management

2. The Reputation Quotient



Reputation management
(Fombrun, 1996)

REPUTATION

Visibility

Authenticity

Consistency Distinctiveness

Transparency











Communicates Appropriately with Everyone…
Carries out Visible Stakeholder Initiatives…
Participates in Worthy Social Initiatives…

Is Recognizably Different...
Makes a Distinctive Promise…

Stands out…

Walks the Talk…
Is Identifiable in its Communications…

Conveys a Consistent Message…

States Its Beliefs Openly…
Discloses Information in a Timely Fashion…

Shows Responsiveness to all Stakeholders…

Is Credible and Sincere in Its Communications…
Is Honest…

Is Appealing to deal with…

Visible

Distinctive

Consistent

Transparent

Authentic

Expressiveness
Quotient

The expressiveness quotient (Fombrun and Van Riel, 2004)



5 principles
Reputation Management

Roger Federer
1st Intemporal brand 

Rafael Nadal
2nd Intemporal player 

Novak Djokovic
3th Intemporal winner

Be visible

Titles, Sport & Business Centric, 
Sponsorship, sustainability

Titles, Sport centric, Sponsorship, 
sustainability 

Titles, sport & politic centric, 
sustainability 

Be authentic
Staff, Coach, Nadal Rivalry & 

Friendship, Fundation 
Family, Coach, Spain  

Hardworking, Federer Rivalry & 
Friendship  

Serbia, Family, Staff, 
Hardworking,  Fundation 

Be consistent

Be offensive based on talent 
becoming skills 

Be dominant physically using his 
left-hand 

Be a total player able to be a 
« destructive creator » for all 

players skills and surfaces 

Be distinctive

Style, 8 Wimbledon,  global fan 
oriented

Fighting Spirit, 14 Roland Garros, 
global fan oriented

23 slams, 10 Australian Open, 
Mentalist & total player, brand 

communities oriented  

Be transparent

Clear on his carreer evolution and 
choices to create the best personal 

brand ever in tennis and in sport

On his carreer and his preparation 
to be ready to win. On his 

academy and future

Not on tennis & politics choices – 
not on his lack of brand power 

versus nadal & federer 



Reputation management in action !

You have to 
Create
Protect
Repair

your reputation 

Indeed bad reputation can affect brand development… (OM)



But don’t forget your resources reputation !

Sponsors Brand

PR and CEO celebrity

Local or cultural identity

Hospitality (stadium)

Your history !

“Being Known” => not always “Being Good” 

(Stade Français or NY Knicks cases…)



Reputations are magnets : they help a company attract resources 
(Fombrun and Van Riel, 2004)

REPUTATION

Employees

Customers

Investors

Media Journalists

Financial Analysts

Make jobs more attractive
& motivate hard work

Encourages repeat purchase
& builds market share

Lowers capital costs
& attracts next investment

Generates more favorable
Press coverage

Affects content of coverage
And recommendations



Measure : reputation Quotient (6 dimensions and 20 attributes)
(Fombrun and Van Riel, 2004)

REPUTATION

Social Responsibility
Supports Good Causes
Environmental Responsibility
Community Responsibility

Vision & Leadership 
Market Opportunities
Excellent Leadership
Clear Vision for the future

Financial Performance
Record of profitability
Low Risk investment
Growth Prospects
     Outperforms Competitors

Workplace 
Environment
Good Place to work
Good employees
Rewards Employees Fairly 

Products & Services
High Quality
Innovative
Value for money
Stands Behind
 

Emotional Appeal
Feel good about
Admire and Respect
Trust

7-pt scale

7 = describes very well

1=oes not describe well











Transfer in the context of sports organizations

REPUTATION

Social Responsibility
Supports Good Causes (Ethic)
Environmental Responsibility
Community Responsibility 
(fans)

Vision & Leadership 
Market Opportunities
Excellent Leadership
Clear Vision for the future
CEO celebrity

Financial Performance
Record of profitability
Low Risk investment
Growth Prospects
     Outperforms Competitors

           Media returns - affluence             
Stakeholders performance

Workplace 
Environment
Good Place to work
Good employees
Volunteers management

Products & Services
High Quality of sport show 
& experience
Innovative
Value for money (tickets)
          Hospitality
 

Emotional Appeal
Admire and Respect sport
& athletes
Passion & hedonism
Comsumer 
experience

7-pt scale

7 = describes very well

1=oes not describe well



Your Personal Strategy

Managing 
Oneself ?

Weak Ties & 
Chance ?

5 dimensions 
of your 

Reputation ?

Soft Skills to 
make the 

difference ?
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