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Unternehmen mit starker Reputation
unterscheidbar

konsistent transparent

sichtbar authentisch

responsive

Quelle: Fame & Fortune, Fombrun & Van Riel, 2004

© Rodolfo Ciucci, 2.6.2015



n w Fachhochschule Nordwestschweiz
Hochschule fiir Wirtschaft

Management-Dilemma

Interes- Informa-
tions-
. sen-Kon- ,
Menschen entscheiden aufgrund vertrau- flikte DpEni-

ens-

von Eindricken, nicht Fakten Market-

tung

Globali-
sierung

Akteure verlieren die
Informationskontrolle

Rollen Uberschneiden sich und
fuhren auch zu Zielkonflikten

Themen haben Hochkonjunktur
und kurze Lebenszeilt,
Vermischung und schwierige

Abgrenzung Reputations-
management

© Rodolfo Ciucci, 2.6.2015
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Reputation auf der Management-Agenda

56% 63%

Say that Reputation is a HIGH Expect Reputation Management to
priority to Executive Management be a HIGHER PRIORITY for their
and Board of Directors company in the next 2-3 years

Increase Customer Retention bE8%

0 Increase in Sales/Revenue 53%
o Increase in Market Share 40%
37%

Reduce Costs of Hiring/Retention

i i 32%

Believe Reputation has a Increase _""' SthEE |;F:EE o

HIGH FINANCIAL IMPACT on Increase in Pr.:-;. Itabi l}"r’ .
their company Lower Cost of Doing Business

Other 10%

Quelle: Reputation Institute, Reputation Leaders Study 2013
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Vertrauen beeinflusst Glaubwdurdigkeit

When a company is distrusted When a company is trusted

57% il believe

negative information

after hearing it 1-2 times

51%

will believe
positive information
after hearing it 1-2 times

will believe positive
information after 25%
hearing it 1-2 times

will believe negative information
after hearing it 1-2 times

Informed publics ages 25 to 64 G UsthamFﬁeé:[neaF

21 E drbrrary. 20711, B nightts resered

Quelle: Edelman Trust Barometer, 2011
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Reputation beeinflusst Verhalten
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Most reputable companies vs. least reputable companies

Supportive behavior distnbution

Buy

Recommend products

Trust to do the right thing

Recommend company

Say something positive

Invest

Recommend as investment

Work for

Benefit of the doubt

Welcome into my community

3 Most reputable companies
3 least reputable companies

3 Most reputable companies
3 least reputable companies

3 Most reputable companies
3 least reputable companies

3 Most reputable companies
3 least reputable companies

3 Most reputable companies
3 least reputable companies

3 Most reputable companies
3 least reputable companies

3 Most reputable companies
3 least reputable companies

3 Most reputable companies
3 least reputable companies

3 Most reputable companies
3 least reputable companies

3 Most reputable companies
3 least reputable companies

mNegaive (1-2)

5% Il 34%
24% NN

4%l 36%
RERRY iv—

3%l 39%
23% I

4% 35%
24% NG

5% Il 38%
23% I

12% 349%
o

10% IEGEGN
25% NG

99 N 349%
27% N

o | 40%
30% NG

6% I 37%
26% NG

39%

N% 20%

Neutral (3-5) Positive (6-7) Not sure

589, 3%

51% 19% 5%

57% 3%

52% 18% 7%

52% 5%

52% 20% 5%

58% 40

51% 19% 6%

53% 4%

52% 19% 6%
430 11%

449% 21% 6%
40% 11%

49% 18% 8%

47% 9%

48% 19% 6%
40% 11%

499% 14% 6%

499% 7%

48% 20% 7%

40N% RO% /0% 100%

‘_;.-.,L.
=S

Source: Reputation Institute, Global Reputation Pulse, Switzerland ,2015
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Reputation und Empfehlung (CH)
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Quelle: Reputation Institute, Pulse Switzerland, 2015

Credit Suisse

Syngenia
UBS
Transocean
40 45 a0

Swisscom

Zurich Insurance Group

Richemont ABB
Swiss Re
Holcim
Actefion
Movartis Adecco 23

Roche Givaudan

Julius Baer Group
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Aktienkurs und Reputation

—S&P Index —— Top 10 Most Highly Reputed Companies
270

2013 was a good year for
240 everyone, yet W Ay

the most reputable ,Nr" N
- TR
‘" companies were able to make Most Reputable CDmpaTieiﬁ’
more of it! . A
e Who do you want invest in? ;ﬁ.a'”'-. i o
.'-"-\'Lf"‘"f Ifll h |
150 If"'f'uv"-lr"-f""lw
e

o iV, /

120 e '-"""""s""% Yo " ,.-"-""'
;’”ﬂm I Fa® |
o e

90
i S&P 500
30
¢ 2006 2007 2008 2009 2010 2071 09z 2013 2014

Quelle: Reputation Institute, US Reputation Pulse, 2014
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Krisenresistenz
Unternehmen mit
Krise starker Reputation
20 -
15 -
10 -

|
-5 A Unternehmen mit
10 schwacher Reputation

15 -
20

1 17 33 49 65 81 97 113 129 145 161 177 193 209 225 241 257
Event Trading Days

Source: D. Pretty, Corporate Reputation , Review,1999
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Krisenresistenz
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INFORMED

OVER HALF SEE GOVERNMENT ROLE AS PROTECTING CONSUMERS FROM BUSINESSES PUBUC
MOST IMPORTANT ROLE FOR GOVERNMENT IN BUSINESS

51%
28%
23%
21%
18%
5% 4%
= - T
I @400
PROTECT REGULATE BUILD BUSINESS ENSURE FREE GOVERNMENT FINANCIALLY HELP DON'T KNOW
CONSUMERS FROM BUSINESS INFRASTRUCTURE MARKET ACCESS SHOULD NOT PLAY BUSINESS DURING
IRRESPONSIBLE AROLEIN CRISES
BUSINESSES BUSINESS

rustbarometer

2014 | ANNUAL GLOBAL STUDY

Quelle: Edelman Trust Barometer, 2014 :
Edelman
o Q149 [TRACKING] Which of the following is the most importarnt role that government should play in business? Informed Publics, 27-country global total. J[



BY ATHREE-TO-ONE MARGIN INFORMED PUBLICS CALL FOR INCREASED GOVERNMENT REGULATION F“#

INFORMED

OF FINANCIAL SERVICES, ENERGY AND FOOD & BEVERAGE INDUSTRIES PUBLIC
GOVERNMENT REGULATION OF BUSINESS AND SECTORS - GLOBAL

B NOT ENOUGH REGULATION B T00 MUCH REGULATION
a N\ é S 2 ) N\
— e N
GERMANY: 66% saAy UK: 73% say CHINA: 84% say
NOT ENOUGH NOT ENOUGH NOT ENOUGH
REGULATION OF REGULATION OF REGULATION OF
FINANCIAL SERVICES ENERGY FOOD & BEVERAGE
\ﬁ}usmﬁf / \)Dusmv / INDUSTRY /
53% 519 i
4840

42%

27%
. 3

17%
12%

I

Government Regulation of  Government Regulation of  Government Regulation of  Government Regulation of
Business Financial Services Industry the Energy Industry the Food & Beverage Industry

Quelle: Edelman Trust Barometer, 2014

148, [TRACKING] When it comes to governmeant regulation of business, do you think that your govemment regulates business too much, not enough or the right amount? -

(Not Enough, Too much) Informed Publics, 27-country global total. 0262, When it comes to government regulation of the financial senvices industry, do you think that your Edelman
_ government regulates it 00 much, not enough or the right amount? (Not Enough, Too much) Informed Publics, 27-country global total. 0263, When it comes to government J[ J[b t
25 regulation of the energy industry, do you think that your government regulates it 100 much, not enough or the right amournt? (Mot Enough, Too much) Informed Publics, 27- IUS ﬁrDm 8 Br

country global total. Q264. When it comes to govemment regulation of the food and beverage industry, do you think that your government regulates it 100 much, not enough 2014 | ANNUAL GLOBAL STUDY

or the right amount? (Mot Enough, Too much) Informed Publics, 27-country global total



n Fachhochschule Nordwestschweiz
Hochschule fir Wirtschaft

Reputation nach dem Reputation Institute

eSTEEM
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Reputationstreiber (RI-Modell/CH)

Dimension drivers
Switzerland

Dimension drivers
Switzerland 2015

11,4%
A0 18 '//\
-8 ESTEEM 3
% Cit':zenshig -
£ 113% 13.6% & Products & Senices
13 M’ Innovation
e Eeari?rm’ince
eadership
8
n = 2.000
Adj R2= 0,668 2011 2012 2013 2014 2015
Products & Senices 18,7 19,2 17,2 15,6 15,3
Innovation 13,0 12.6 13.0 12.8 13.6
Workplace 13.4 13,0 14,0 14,9 134
Gowemance 159 158 171 161 19 4
Citizenship 14.0 14,2 14.9 14 1 15.6
Leadership 11,5 11,8 117 126 112
Performance 13,5 13.4 23 11.9 11.4
n= 5761 4243 2 000 2.000 2.000
Quelle: Reputation Institute, Pulse Switzerland, 2015 Adj RP= 0,690 0,710 0,721 0,726 0,668

© Rodolfo Ciucci, 8.5.2012
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Was beeinflusst die Reputation?

Erfahrun-
gen d. SH

\

Wissen &
Einstellung 3

Reputation

Verhalten

> Unter-
stutzung

© Rodolfo Ciucci, 2.6.2015



THE EVAPORATION OF TRUST: O
NGOS, BUSINESS, MEDIA ALL DECLINE -

TRUST IN THE FOUR INSTITUTIONS OF GOVERNMENT, BUSINESS, MEDIA AND NGOS, 2014 VS. 2015

E)

NGOS BUSINESS

2014 2015 2014 2015

MEDIA GOVERNMENT
2014 2015 2014 2015
Source: Edelman Trust Barometer, 2015
’ Edeiman
Q11-14. [TRACKING] Below is a list of institutions. For each one, please indicate how mueh you trust that t“ﬁ“;{ﬁr[{[ﬂﬁtﬁf

institution to do what is right using a nine-point scale, where one means that you “do not trust them at all” and nine
means that you “trust them a great deal.” (Top 4 Box, Trust) Informed Publics in 27-country global total.



Consumer Products

Transport & Logistics

Industrie-
Zugehorigkeit

Industrial Products

Food - Manufacturing

Computer

Automotive

Retail - General

Pharmaceuticals

i Retail - Food

i lities

Financial - Insurance

Airlines & Agrospace

Financial - Bank

Telecommunications

Energy

Iinformation & Media

Quelle: Reputation Institute, Global Pulse, 2014 Financial - Diversified

© Rodolfo Ciucci, 2.6.2015
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Erwartung vs. wahrgenommene Leistung

B ENGAGEMENT OFFERS HIGH QUALITY PRODUCTS OR SERVICES
B INTEGRITY

) LISTENS TO CUSTOMER NEEDS A FEEDBACK
B FRODUCTS/SERVICES o
Bl PURPOSE TREATS EMPLOYEES WELL
I OPERATIONS

FLACES CUSTOMERS AHEAD OF PROFITS

TAKES RESPONSIBLE ACTIONS TO ADDRESS AN ISSUE OR A CRISIS

HAS ETHICAL BUSINESS PRACTICES

HAS TRANSPARENT AND OPEN BUSINESS PRACTICES

COMMUNICATES FREQUENTLY AND HONESTLY ON THE STATE OF ITS BUSINESS
WORKS TO PROTECT AND IMPROVE THE ENVIRONMENT

ADDRESSES SOCIETY'S NEEDS IN ITS EVERYDAY BUSINESS

CREATES PROGRAMS THAT POSITIVELY IMPACT THE LOCAL COMMUNITY IN WHICH
THE COMPANY OPERATES

IS AN INNOVATOR OF NEW PRODUCTS, SERVICES OR IDEAS

HAS HIGHLY-REGARDED AND WIDELY ADMIRED TOP LEADERSHIP

DELIVERS CONSISTENT FINANCIAL RETURNS TO INVESTORS

RANKS ON A GLOBAL LIST OF TOP COMPANIES, SUCH AS BEST COMPANIES TO
WORK FOR OR MOST ADMIRED COMPANIES

PARTNERS WITH NGOS, GOVERNMENT AND THIRD PARTIES TO ADDRESS SOCIETAL

Quelle: Edelman Trust Barometer, 2014 TR

Importance
Performance

B63%

62%

61%

] "
59%
58%
58%
57%
54%
.v
== 53%

26%

" 49%

1l

47%
23%
44%
41%
26%
38%
22%
38%
28%
37%

19%

Gap

-32

-37
-36

-33

-31

27

-23

-11
-15
-16
-10

-18
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Reputationstreiber (Farner Gap-Studie)
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Quelle: Farner Consulting AG, Erste Schweizer Reputation Gap Studie, 2015
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Reputation GAP

0%
-2%

-4%

-6%

-6%

-8%

-10%

-12%

-14%

-16%

-18%

Quelle: Farner Consulting AG, Erste Schweizer Reputation Gap Studie, 2015

© Rodolfo Ciucci, 2.6.2015
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Detailhandel

Erwartungen
B Beurteilung Migros
Beurteilung Coop
Beurteilung Denner
OBeurteilung Aldi

DOBeurteilung Lidl e
3 . . : Handelt richtig
i*Beurteilung Lebensmittelnandel allgemein 80% -

/ﬁ ,\
Umweltfreundlichkeit % T Konsistenter Geschaftserfolg

---------

Wahrnehmung gesellschaftlicher
Verantwortung

Wahrnehmung von
Mitarbeiterbedlrfnissen

Innovation e
Kundenbedtirfnissen

Quelle: Farner Consulting AG, Erste Schweizer Reputation Gap Studie, 2015

© Rodolfo Ciucci, 2.6.2015
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Telekommunikation

Erwartungen
BIBeurteilung Swisscom
Beurteilung Sunrise
Beurteilung Orange (Salt)
OBeurteilung UPC Cablecom
£iBeurteilung Hauptanbieter allgemein
Handelt richtig

AT
T T~
Umweltfreundlichkeit \/ 0°/ __  — Konsistenter Geschaftserfolg
// /“/\J > H&'“"aﬂx Hf‘\
2\— 40 % A~ ~ \\ \
>\20% AN\ N\
\
Wahrmehmung gesellschaftlicher / / / / o N & X
Verantwortung 1 / ; e Yoo 'T/f Glaubwirdige Kommunikation
\ I'| ]'| |II l} n’l

Wahrnehmung von 1/|<\ Y
Mitarbeiterbediirfnissen \ \\ S // P Gutes Preis-Leistungsverhéltnis

Innovatlon
Kundenbedurfmssen

Quelle: Farner Consulting AG, Erste Schweizer Reputation Gap Studie, 2015

© Rodolfo Ciucci, 2.6.2015
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(Selbst verschuldete) Krisen

OTHER, 5.15% Casualty Accidents, 6.39%
Environmental Damage,
5.96%

White Collar Crime, 13.86%

Consumer Activism, 4.32%

Whistle Blowers, 6.52% Defects & Recalls, 3.7¢

Discrimination, 4.11%

Executive Dismissal, 5.35%

Hostile Takeover, 3.67%

Labor Disputes, 3.50%
Mismanagement, 33.47%

Quelle: Institute for Crisis Management (ICM), ICM Annual Crisis Report, 2015

© Rodolfo Ciucci, 2.6.2015 23



n ‘ w Fachhochschule Nordwestschweiz
Hochschule fur Wirtschaft
Medienwirkung

Japan kiindigt Novartis ein Geschiftsverbot
an

Dem Basler Pharma-Konzern droht in Japan eine befristete Suspendierung vom Markt. Novartis
legte nicht alle Nebenwirkungen seiner Medikamenten korrekt offen.

Falschinformationen zur Wirksambkeit

Im vergangenen Juli hatte sich Novartis dafiir entschuldigt, die Behdrden nicht
innerhalb der vorgeschriebenen Frist iiber Nebenwirkungen seiner Leukimiemittel
Glivec und Tasigna informiert zu haben.

Kurz davor wurden der Konzern und ein ehemaliger Mitarbeiter wegen
Falschinformationen zur Wirksamkeit des Blutdrucksenkers Diovan angeklagt. Vor
dem Skandal erzielte Novartis einen Viertel seiner Erltse mit Diovan in Japan.

Bereits im April hatte Novartis nach fragwiirdigen Methoden bei Klinischen Studien
mit Leukidmie-Therapien das Top-Management seiner japanischen
Tochtergesellschaft ausgetauscht. (pst/sda)

(Erstellt: 03.02.2015, 14:34 Uhr) (AUSSChnltt)

Quelle: http://www.tagesanzeiger.ch/wirtschaft/unternehmen-und-konjunktur/Japan-kuendigt-Novartis-ein-Geschaeftsverbot-
an/story/17707666 (30.8.2015)

© Rodolfo Ciucci, 2.6.2015
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Online-Diskurs

1085 ALUFRUFE AT

66 14 78  74.040 0

Novartis AG

2,71

8¢ fpkoks

| JETZT BEWERTEN |

Quelle: http://www.kununu.com/ch/novartis2 (31.8.2015)
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Die lieben Freunde

MARTYN GREGORY

Quelle Bild: DRS.ch/Reuters

British Airways’ secr!t war
4 5

against Yirgin Atlantic

‘If comperitive b really like this,

who nee rillers?

THE BESTSELLING EXPOSE, REVISED AND UPDATED

© Rodolfo Ciucci, 2.6.2015



N(W s
Kernstrategie Kluften managen

TRUST-BUILDING OPPORTUNITY QUADRANT
UNDER-PERFORMING ON HIGH PRIORITIES HIGH-PERFORMING ON HIGH PRIORITIES

INTEGRITY uPEFmT ONS in 2008

Veranderung ENGAGEMENT. »

notwendig zur

Minimierung der . PRODUCTS &SEBWCES
Reputationsrisiken I\K/Icl)tngrl:]tuerrlikation die

starke Ausgangslage

PURPOSE : : 3

@ ins Bewusstsein ricken
=
5
E;l OPERATIONS
ki
r% UNDER-PERFORMING ON LOWER EXPECTATIONS HIGH-PERFORMING ON LOWER PRIORITIES

Stated Performance >

Quelle: Edelman Trust Barometer, 2015
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Kontinuierliches Reputationsmanagement

Strat. Management

Integrierte Kom-
Aufbauen munikation

“Because we thought
it was our job to
persuade, too
often we forgot
to listen.”

Strat. & operatives
Management
Integrierte Komm.,
Issuesmanagement

— Robert Shapiro, chairman
Monsanto

in @ concessionary
statement to Greenpeace

Schitzen Issues & Krisen-
management, Krisen-

Kommunikation
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Prozess

Stratgiecheck

Reputation beil den Stakeholdern messen

Analyse der eigenen Kommunikation und Botschaften
Medienanalyse on- und offline

Issues- & Risikomanagement-Systeme prufen

o ok~ W b F

Strategie-Anpassung & Kommunikation

29
© Rodolfo Ciucci, 2.6.2015
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On- und offline prasent sein

Millennials Are Even More

67% Trusting of Digital Media
64%  Online Search Engines 72% (+8)
62%  Traditional Media 64% (+2)
53%  Hybrid Media 63% (+10)
48°%  Social Media 59% (+11)

Owned Media 57% (+10)

2012 2013 2014 2015

Quelle: Edelman Trust Barometer, 2015 , Vertrauen in Medien fir allgemeine News und Informationen

© Rodolfo Ciucci, 8.5.2012 30
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nw

Auf eine breite Community setzen

TRUSTED My friends and family

An academic expert

Companies | use

NEUTRAL A journalist
Employees of a company

DISTRUSTED A company CEO

A well-known online personality
Elected officials
Celebrities

Brands | don't use

Quelle: Edelman Trust Barometer, 2015 , Vertrauen in online Content Produzenten

© Rodolfo Ciucci, 8.5.2012
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CEOs haben Glaubwdirdigkeit verspielt
.

More Trust Less Trust

67%
63%
53%
49%
43%

38%
Academic or Company A Person Like NGO Financial or Regular CEO Government

Industry Expert Technical Expert Yourself Representative Industry Analyst Employee Official or
Regulator

Quelle: Edelman Trust Barometer, 2015, Vertrauen in Informationsquellen

© Rodolfo Ciucci, 8.5.2012
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Wohin genht die Reise?

 Reputation wird immer wichtiger

 Die Reputation der Industrie farbt ab auf die einzelne
Organisation

 Die Marken werden demokratisiert, die Kontrolle geht
verloren

o Stakeholdermanagement wird komplizierter

« Die Kommunikationsplattformen werden vielfaltiger

 Die Ansprache wird individueller

 Die Kommunikation erfordert zusatzliche Ressourcen

o ldentitat & Mitarbeitende sind Schlissel zum Erfolg

 Fehler ziehen Regulierungen nach sich

Es wird eine schwierige und teure Reise

© Rodolfo Ciucci, 2.6.2015 33
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Eigene und allgemeine Interessen unter
einen Hut bringen — Leistung und
gesellschaftlicher Nutzen sind gefragt

Excellence In >< Excellence In
Performance Communicati

on |
Licence to

operate

Social
Context

Quelle: van Riel, 2012
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