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Communicators know that companies with a good reputation enjoy advantages over those without. Yet, many 

CEOs consider reputation as a PR thing rather than a business thing.  

The fact is, everyone in the enterprise owns their fair share of reputation management: accounting must send 

bills and pay invoices on time; production must deliver high quality products at a reasonable cost; marketing 

and sales must make credible claims and deliver on promises made. As such, reputation is in PR and PR runs 

throughout the enterprise.

As reputation emerges as a vital business differentiator, senior leaders now recognize PR’s expert ability to 

guide the organization’s positioning routinely, but especially in the face of complex and sensitive issues like 

racism, sexism, and other injustices.  

To enable company-wide reputation decision-making, public relations data, analysis and insights now stream 

into organizations’ collective reservoir of business data. Executive leaders expect research and consultation 

from their communications teams to quantify the company’s reputation against traditional competitors and 

aspirational peers. In this effort, the data and analysis reveal emerging reputation-shaping trends and offer 

guidance for improvement.  

Reputation as a Manageable Business Asset

90% of CEOs identify data on brand reputation 
critical, yet only 24% feel served in this area. 

Reputation research and analysis 

should yield actionable insights and 

prescriptive guidance. In the example 

on the next page, communicators 

measure the relative importance 

of reputation-driving themes to 

determine which attributes require 

reinforcement, refinement or repair. 

Each measure indicates an action to 

achieve overall reputation objectives.

Customer loyalty

Higher prices in the 
marketplace

Better terms from 
vendors

Talent attraction and 
retention

Benefit of the doubt 
from regulators

Investor interest

A FEW BENEFITS OF POSITIVE 
CORPORATE REPUTATION

— 2019 PwC CEO
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TAKING THE FIRST STEPS TOWARD PROACTIVE CORPORATE REPUTATION MANAGEMENT 

 ● Isolate the corporate and product themes that 

may contribute to corporate reputation

 ● Assess the relative contribution of each in 

shaping overall corporate reputation

 ● Dedicate your resources to the themes with 

the greatest positive (reinforce) or negative 

(fix) impact

 ● Identify positioning points, influencers, and 

media performance driver to reinforce, fix, cut 

back or seek additional information. 

 ● Set goals and explore “what-if” scenarios to 

manage messaging, media mix,  

sentiment, etc.

 ● Track performance vs. goals and competitors 

to adjust and re-run scenarios 

Corporate reputation is an amalgamous concept made up of dozens of "attributes" or themes that impact 

how consumers perceive your organization. Understanding which of these are most impactful and taking 

action to address them is key to reputation-building and protection.

Mark Weiner is Cision’s Chief Insights Officer, a role in which he provides reputation 
counsel to senior communications executives.  He is a member of the Arthur Page 
Society and a Board Director of the Institute for Public Relations.


