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What is Reputation?

“Reputation is
a combination

of identity and image”



4 identity of Organization

Mind

Visual
Identity

Identity

Behavioral
Identity
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vMI (Mind Identity) - Z%{0] (i &S JiXldd Al E Ol=Jt
o) =% AlS, 33 018, Md_l*' S

vV (Visual Identity) : Z210] (" AlZ3A O|OIXIE 1] A=)
0l) ZZ!19 Symbol R4, HHE S

vBl (Behavioral Identity) : ZZ!0] 0™ &£ 0l=Jt
Ol ZE/AIHES, &dSTIHA

IIQ
=
==
| >
oin

vPl (President Identity) : X211 B X} H{E ALE 1}
0ll) CE0C] & &St 0101 X] S

v'Cl [Communication Identity) : Z&!10] ™ HFUAIOIME Ol=)}
Ol) PR, 2SS S



What is image?

= What members think outsiders think about their
organization

= \What outsiders think about an organization

= \What members present or project



IDENTITY, IMAGE, & REPUTATION
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What determines your reputation?

Emotional
appeal

v

REPUTATION
-

Vision &

Workplace
i leadership

Environment A~y

Financial
Performance

Social
Responsibility

Products &
Services



A Duality of reputation

Asset of Organization
(=2 ety , G HMEA 2E)

Perception of Others
(AFs| ety 2HY)
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http://diplomat.prkorea.com/vank_story/cyber.jsp

: Reputation Management Model
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Market based Reputation
with competitors

FTToTTTTTTmot (i lyiulebuinlei Sl :
: I I

. Political social/ Political social/

| based reputation Organizational based reputation

| with "competitors” Reputation with "competitors”

1

Market based Reputation
with competitors

Figure 2: Reputation Interactions Across Market Types
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PRZIA: Stakeholder approach & relationship

= ol AH0ITE2Hel0] &2 A2 focus!
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Issue Reputation media Reputation




OjCjo] &A: Media visibility & Reputation
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Z gt 5 Identity management = Reputation

(Balmer2| AC2ID TEST)
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71 Z1RLIAO|M 2
Corporate Communication & Reputation

(van Riel & Fombrun, 2007)

Expression : Reputation Platform & Corporate Story
Organization : Coordinating Team & Training & Rewards




Developing a Reputation Platform

Reputation Platform :
ZE0] HE 2=0AHl =1L Ol ZXIMY / X MEH
- 37Xl THE"J|= : relevant, realistic, appealing

Three Themes :
- Activity theme : &L TWHEH =2 S
- Benefit theme : 2AH|0|3EEZ=0] JV|MHOl= HHEX A
- Emotional theme : XIXIE S 22& 0ot ZH A Q 0l
“life” (A0IXH “Motherhood” [E=HEE]
http://dive.gni.kr/campaign/campaign_view.asp?idx=387&issu
=Y



http://give.gni.kr/campaign/campaign_view.asp?idx=387&issu=Y
http://give.gni.kr/campaign/campaign_view.asp?idx=387&issu=Y

Corporate Story : Unique ---

Unique elements -

XX 10| S5 QAS, Mot ALl 2ol A

oir
1
oin

Unique plots :

XX SNE SSO0HH TAOH: 2A

Folk tales, epic journeys, romantic sagas, fairy tales etc.

Unique presentation :

www.lego.com www.lkea.com



http://www.lego.com/
http://www.ikea.com/

Storyvtelling: A-A-A Model

Abilities Activities Accomplishments

Operation Business satisfactio
Difference Product ROI
Service

eputation

Enduring

http://www.thebodyshop.co.kr/brand/value/animal.asp



http://www.thebodyshop.co.kr/brand/value/animal.asp

The 18 Immutable Laws of Corporate Reputation

> Be a Model Citizen : ] & J, IBM

> Convey a Compelling Corporate Vision : BP

> Create Emotional Appeal : Harley-Davison

> Stay Vigilant to Ever-Present Perils : Starbucks, Nestle

> Make Your Employees Your Reputation Champions : Google

> Control Your Internet Before It Controls You : Coke-Cola, Dunkin
> Speak With a Single Voice : IBM, Lego

> Beware the Dangers of Reputation Rub—off : Sears—Benetton

> Never Underestimate the Public’ s Cynicism : Coors, Philip
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