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Best Selling Author & Local Marketing Expert

From Reputation to E-

Reputation management MARKET'NG

* E-Reputation : Reputation on line |

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

THE COMPLETE GUIDE TO ONLINE REPUTATION
* We are social = on line scanning ! F[IR SMALL & LOCAL BUSINESS

“Your Online Reputation is a
Critical Business Asset”

</ ONLINE |
p_§ * o * Rod Miller
‘_*BEST seu.'ai\_*

' Your Name

Everything You Must Know About
Managing Your Online reputation




Success in the knowledge economy
comes to those who know
themselves - their strengths, their
values, and how they best perform.

Peter Ferdinand Drucker - managing oneself

arandomquote.com
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th of Weak Ties

Mark Granovetter
Armerican Journal of Sociology
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What is a weak tie?

* Strength of tie as a linear combination
* F =Frequency of Contact
* E = Emotional intensity
* [ =dntimacy (mutual confiding)
* R = Reciprocal services

l=w Frw,E+ wil+ w,R

]

Granovetter leaves exact functional form and
weighting “postponed for future empirical work™



INTERPERSONAL “TIES™ EFFICIENCY

(GRANOVETTER, 1973)

o0CIETY S

ECONOMY

FRAMEWORK AND PRINCIPLES

MARK
GRAND\!ETTER

“The Strength of Weak Ties”, 4 criteria :

* Relation duration

* Emotional intensity

* Intimacy

* Services reciprocity between stakeholders



Strong and Weak Ties

* Our ‘weak ties’ act as bridges. They connect
us to other groups of people we would not
know otherwise.
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Luck is what happens . ..

When
preparation
meets

A . opportunity
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What are 'reputations'?

REPUTATION (
INSTITUTE 1T~

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.




REPUTATION

The degree to
which a company
fulfills its pPromise
INn the eyes of its

stakeholders



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

REPUTATION (
INSTITUTE T

- 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 INTHIS CONTEXT...
BUT :

Reputation construction and control can
stimulate and develop your commercial brand !




Rethinking your communication !
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CORPORATE REPUTATIONS CAN BE
MEASURED AND MANAGED

Reputation management

The Reputation Quotient




Reputation management
(Fombrun, 1996)

Visibility

Authenticity T
ransparency

Consistency Distinctiveness







FERRUARY L¥. 2030

KOBE BRYANT
1978-2020










Visible

Distinctive

Expressiveness

Consistent Quotient

Transparent

Authentic

The expressiveness quotient (Fombrun and Van Riel, 2004)



o cinl Roger Federer Rafael Nadal Novak Djokovic
5 principles 15t Intemporal brand 2" Intemporal player 3t Intemporal winner

Reputation Management
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Be transparent



Reputati
putation management in action!
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But don't forget your resources reputation !

—

*Sponsors Brand
*PR and CEO celebrity \

” | ' B\ . \4 /an '
* Local or cultural identity AR ‘&,@ ‘ ’ S~~~ '\,
| d e | D (i
* Hospitality (stadium) - ol 847
* IS

rolLl

*Your history !

&

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

(Stade Francais or NY Knicks cases...)




Reputations are magnets : they help a company attract resources

(Fombrun and Van Riel, 2004)

Make jobs more attractive
& motivate hard work

Encourages repeat purchase
Val & builds market share

REPUTATION — Lowers capit_al costs
l & attracts next investment

g
" Generates more favorable
Press coverage

Affects content of coverage
And recommendations




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

7-pt scale

7 = describes very well

1=0es not describe well

Social Responsibility
Supports Good Causes
Environmental Responsibility
Community Responsibility

Emotional Appeal
Feel good about
Admire and Respect
Trust

Vision & Leadership Ilgohd(l)lsatllsit& Services
Market Opportunities REPUTATION g1\ ualty
) Innovative
Excellent Leadership
Clear Vision for the future Value for money
Stands Behind

Financial Performance
Record of profitability

Low Risk investment
Growth Prospects
Outperforms Competitors

Workplace
Environment
Good Place to work

Good employees
Rewards Employees Fairly



Figure 7- 2021 Global RepTrak 100 Driver Scores by Generation

Driver 1828

Products
Innossation
Workplace

Figure 3: Global RepTrak 100 Driver Weights 2015-2021

a FapTrak.
T 3 = Presiiscts
o= o~ =
&
.-"'-.
-0
e
—— . LA T T T ]
L = 3T = Clizenship
fet —— -\__‘_\::_ } -2
e e — Barfsrmancs Frcvition Lasderskbip
2% i
— ‘Werkplece
L

015 AHE | 20T JOE e JOad

o Frochect in s ehoemered] Il for Frodoc b Sersoss

Fank1
Fank 2

Rank 3

Dovernancs

Citizenship
Leacership

Performance -

Figure &: 2021 CGlobal RepTrak Driver Weights by Industry

Wizt
Indusrees

Froducts

Grammancs

Citsanihia

COnELIT.r
Bailermetive Banki '
Producis GreEmance Froducis

Hrmphoid Wi
P rsdicts

Froducis CErEmace
Citigenship Producis
Gt i N e Citizafship

Yo Bardx e s chorensd sl o Bandks Crs i Timarcud ard romsscs By a6 chons s mos o By i fsnarerae FRTrEL



REPUTATION (11,

- How are Corporate Reputations Measured? INSTITUTE Y

Reputation is Driven by Seven Dimensions
RepTrak™ measures them

o FW"‘*“—*&.

ESTEEM

Rational explanation
of the emotional

Emotional




REPUTATION [ |
INSTITUTE

- How are reputations created...

Direct Experiences
i Business

Products Investments Perceptions Behavior Results

Customer Employment
Service

What Company
Says/Does

Brandimg Marketing

Public Social
Relations Responsibility

What Others Say

MEDIA
[(Traditional ngliixperh

, Social) FnendEu'Fal'nIh’







Transfer in the context of sports organizations

7-pt scale
7 = describes very well

1=0es not describe well

Social Responsibility Emotional Appeal

Supports Good Causes (Ethic) Admire and Respect sport
Environmental Responsibility & athletes
Community Responsibility Passion & hedonism
(fans) Comsumer

experience

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

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

Financial Performance Workplace
Record of profitability Environment

Low Risk investment
Growth Prospects Good Place to work
Outperforms Competitors Good employees

. Volunteers management
Media returns - affluence g

akeholders performance




Your Personal Strategy

5 dimensions Soft Skills to
of your make the
Reputation ? difference ?

J J

Managing Weak Ties &
Oneself ? Chance ?
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