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Value and Values: Aligning Corporate
Goals and Public Perception

In an increasingly transparent world, corporate authenticity is an essential
element of business operations. Consumer voices and opinions are louder
than ever before; stakeholders across the world are quick to point out
discrepancies between a company’s stated mission and its business
processes. Keeping a finger on the pulse of consumer perceptions is
critical to understanding the totality of your corporate reputation.

For more than a decade, using tools such as the Edelman Trust
Barometer and our goodpurpose research, we have studied and reported
on the factors that shape corporate reputation. We have examined the
intersections between what stakeholders believe about a

,..
Edelman company and what they demand or hope for from that company

‘ UUSJ[barOmeJ[eI’ in terms of performance and greater purpose. Our research
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has guided our clients in developing comprehensive, effective
communication strategies that transform stakeholder perceptions;
gOOd purpose° we also provide clients with benchmarks to track their reputational
performance across the world and over time.

Reputation management can yield significant, measurable and concrete business benefits. We
know that:

® \Well-regarded companies attract more investors, which increases a company’s market
value, leading to even further enhancement of reputation.’

® A one-point change on the Fortune “Most Admired” list translates into $500 million in
market value.?

® Companies with high employee trust levels outperform those with low trust levels by
186 percent. 8

Yet to some, the very notion of corporate reputation seems ephemeral,
esoteric, and impossible to describe or measure.

StrategyOne lifts the curtain, demystifies the concepts, and
gives you the knowledge you need to understand how you
are perceived, how those perceptions affect your total
business, and how you can use your reputation—

concert with other elements—to achieve key business
objectives.



When you take charge of your corporate reputation, you can:

3 Ways the StrategyOne
Approach is Different—and Better

Innovate more quickly so you can lead your competitors.
Increase existing sales and develop more appropriate products.
Be viewed as socially and environmentally responsible.

Develop messages that engage your global stakeholders.
Recruit top talent and be known as a great place to work.
Secure Global License to Operate in developed countries.
Enhance relations with regulators and government.

Help maintain and increase share value.

Rebound more quickly when faced with a crisis.

“Corporate reputation” is more than a trendy buzzword. It’s an important aspect of your

business, and it always has a job to do. That job may be elevating your company into the

global marketplace, demonstrating your firm’s cultural competence, or helping your business

recover from a public relations misstep. Whatever its function, your reputation must be treated

like any other valuable asset. To support you in managing this vital resource:

® We ask the right questions of the right people. \We start with you—and ask that
all-important first question: What measurable results would you like to achieve and
how can you use your corporate reputation to reach your objectives? Once this is
understood, we identify the specific stakeholders instrumental to your success and
discover whether their current opinions will help or hinder progress toward your goals.

® We get specific. \When gauging your reputation, we do more than generate a generic
scorecard with standard metrics. We take what we’ve learned from your stakeholders
and create specific measures of success that are unique to your operations.

®  We act. \We create the initiatives that will carry the greatest weight with your
critical stakeholders. In the end, you’ll come away with the strategies that will

build your corporate reputation, not just for today, but also for whatever might
come your way tomorrow. And the day after.



A Phased Approach to
Reputation Measurement

Because a corporation’s history, market offering and stakeholders are unique, our five-step

approach is stakeholder and client-centric. We are skeptical of cookie-cutter, cross-industry

metrics, and we don’t believe in conducting general-purpose reputation research.
1. Give your reputation a job to do

We begin our process by understanding what your corporate
objectives are and how you would ideally use a corporate
reputation to achieve them.

2. ldentify unique stakeholder groups

Once your reputation has a job or set of jobs to accomplish, we
then identify the set of stakeholders whose assent determines
whether those objectives can be met.

3. Audit existing information

To ensure that all stakeholders are taken into consideration during
subsequent corporate reputation communications strategies, we conduct an
analysis of existing data on traditional and social media coverage. Taking an inventory of
existing stakeholder perception data enables us to see the bigger picture, encompassing the
perspectives of all critical stakeholders.

4. Benchmark attitudes / perceptions for category vs. client

To understand where your company measures against an optimal ‘best’ in its category,
and where specific reputational initiatives can help your company meet or exceed those
expectations, we use a generic global company description to provide a baseline and then
examine where you — and some of your key competitors — rate against that baseline. This
allows us to determine what initiatives are most meaningful to the stakeholders who are

essential for your success.

5. Track key metrics, identify gaps or shifts, and adjust or
optimize approach

Based on an understanding of knowledge and perceptual gaps, we help you frame your future
actions. Ultimately, this stakeholder research guides a communications strategy to improve
perceptions and provide you with benchmarks that can be tracked to determine how much
your communications affect your reputation across all countries over time.



Real Results
Our five key deliverables and what they do for you;

1. A topline summary of key data. This summary is particularly useful for time-effective
executive presentation.

2. An in-depth report. \We share the key breakouts and variations across the research results.
We show you the differences in vital stakeholder perceptions.

3. StrategyOne’s Executive Scorecard. \We generate a custom
corporate reputation “scorecard” for each country sampled, which allows
you to benchmark and track your reputation. Each scorecard includes
the core metrics to be used across each country.

4. Reporting portal. Our reporting workbench gives you instant
access to all of the information collected.

5. Full data tables and interview transcripts. You see and hear
everything we saw and heard, so you have a complete picture of your current positioning.

We're seeing a vastly different set of factors driving
reputation than we did 10 years ago. Trust is now an
essential line of business to be developed and delivered.

Richard Edelman, President and CEO, Edelman.
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Our Core Beliefs: Why They
Matter to You

In a world in which sensitive business information may be available to stakeholders in
real time, corporate reputation must be propelled by a defined purpose and guided
toward specific goals.

® Your reputation is a valuable social currency. It should be accumulated and invested
wisely. Reputation may not show up on a balance sheet (yet), but a clear understanding
of this “invisible asset” can have a positive effect on your business and your bottom line.

® Your reputation is dynamic rather than static. It must be viewed relative to other
elements and consistently monitored so you’re not responding to outmoded conditions.

®  Qur approach is dynamic, as well as customized and evolutionary. We provide data that
are specific to your current and future needs.

StrategyOne

Do:

Engage executives across the enterprise, including marketing, investor relations,
human relations, government relations, the General Counsel and public relations.

Commit to a specified and realistic tracking schedule at the outset.
Carefully define stakeholder segments through a business unit interview process.
Utilize both universal and stakeholder-specific metrics.

Build on well-established, standard metrics.

Benchmark against
peers where possible.

Keep the survey simple. Don’t:

¢ Look for stakeholder e Expect to use the same stakeholder metrics for
commonalities and each group.

ClIEEES: Rush the benchmark survey process. Once the

* Have a working group benchmark data are collected, the enterprise is “stuck”
meeting to review the results with those metrics.
and set concrete goals

e R Expect to find significant commonalities of perception

across stakeholder groups. Stakeholder views
tend to be unique to their specific experience with
the enterprise.

Let the data sit on the shelf once they are collected.
Keep data front and center by utilizing an easy-to-read
scorecard. Use it to create a map for future action.
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People will have “reputation bank accounts”
alongside their regular bank accounts,

as well as a reputation rating that will literally measure
contributions made to various types of

collaborative communities.

What's Mine is Yours: The Rise of Collaborative Consumption”
by Rachel Botsman and Roo Rogers




StrategyOne at a Glance

An insights-driven, strategic consulting
firm providing evidence-based stakeholder
insights, analysis and media measurement.

Specialists in multi-country reputation,
branding and communications research.

Our research has been featured in The

Wall Street Journal, The New York Times,
Fortune, Forbes, MSNBC, La Republica,

Le Figaro, The Washington Post, USA Today,
The Guardian, Bloomberg News,

The Financial Times and The Economist.

A Honomichl Top 50 research company.

Owned by Daniel J. Edelman, Inc., the
world’s largest independent PR company.

Visit us online at www.strategyone.net or call
us at 877-374-0813.

StrategyOne

1. Harris Interactive and the Reputation Institute
2. University of Kansas / Erin Black Study
3. Wattson Wyatt Study

Informing strategy with insights.
Confirming strategy with measurement.
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