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The Brand and Reputation Imperative
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ples of value destruction
when there is a misalignment that
leads to a reputational crisis and/
or brand damage.

demonstrates the
ship between Brand and
ation. The Brand is the
tinctive, relevant promise to
stakeholders, delivered through
products and services that
meet real needs and express
a clear personality. Reputation
aspects provide a strong
foundation - mostly corporate
behavioural characteristics
such as ethical practices,

operational reliability, clear
leadership - securing license to
operate.

Balance is essential. If the
organisation’s Brand is strong
and distinctive but its Reputation
is weakly rooted, the Brand could
be undermined, not having the
necessary support from all its
stakeholders. If the Reputation is
strongly rooted in important (yet
generic) aspects but the Brand
proposition is unclear or not
distinctive, the whole Corporate
Brand could lose, or fail to gain,
traction in the marketplace. In
either case, stakeholder support
erodes, and with it, cohesion
and value.
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solid Reputational founda
energise a Brand that
confidently toward a ¢
vision; is distinctive,
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nd corporate reputation on a company’s financial performance and overall success. A study by Interbrand analyzed the top 100 brands ranked by value 2024, revealing
| d value on firm performance, considering both stock market and operating performance metrics. The findings indicate that higher brand value correlates with enhancg
)2 ies with a strong, positive reputation achieve better financial results, higher stock prices, and rates of return, thereby gaining a long-term advantage. (Tomasz L. Na

ancial performance, finding that certain dimensions of reputation, such as products and services, corporate integrity, and organizational performance, can be signi
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y there has been chatter
e Marketing world about the

redefinition of Brands, how the
dramatic changes in the media
environment, most notably
with social media and the huge
advance of streaming services,
are changing the way consumers

behave in accessing information
about and engaging with Brands.
While the change in environment
is undeniably true - and still
changing - there are some
fundamental truths about Brands
that are equally, if not more,
undeniable.

It is worth reminding ourselves of
the emergence of the power of
Brands historically, how the value
of key components of intangible
assets increased dramatically
from the 1950s to the present da

During the 1970s and 1980s t
market value of corporation
tied closely to their tangible

value!
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Whilst there are some differing
approaches on how to measure
Brand value, it is now widely
accepted that a large proportion
of a company’s intangible value
relates directly to the value of its
Brand (or Brands). For example,
a study by Kantar in 20242 found
that the market value of the Coca
Cola Company was $214billion
and of that, $106billion was
directly attributable to its Brand.
That equates to over 48% of tota
value. Whilst this equation is
more pronounced for consumg
facing Brands, there is a si
picture for b2b Brands.

The same study found th
Microsoft’s market val
$3 trillion and of this



s that are built on
dge. This received
eived knowledge
es a useful shortcut for
en people are deciding on
whether to support a company.
Reputation is slow to build but
once established, a powerful
asset in the service of continued
growth and market leadership.

Reputation - independent

of Brand - has also been
accepted as a component of
intangible value of a company’s
balance sheet. The respected
valuation organisation, Brand
Finance, includes components
of Reputation as important
contributors to overall corporate
brand value.

However, more recently
Reputation has been conside,
as a much broader concept
good way of demonstrating

is to consider the volatili
markets from the 1960

to today.



THE VALUE OF

New technologies helped fuel
faster growth but also greater
volatility. Now a company’s
value has the potential to
fluctuate wildly within its
intangible asset value. For
example, Volkswagen shares
fell more than a third during
2015 in the wake of the
emissions scandal; BP lost
more than half its market value
in 2010 following the Deepwater
Horizon Qil spill crisis; and Uber
had to delay and downgrade

its planned IPO due to multiple
sexual harassment claims.

Strategic Reputation
management emerged as a way
to protect this value:'ensuring

a company established and
maintained a strong Reputation
with all its critical stakeholders,
both internal and external to

the organisation. So as well as
the traditional communications

4 Diversity Wins How Inclusion Matters Link

role of ‘managing the corporate
narrative’, businesses also began
to consider how they gained
support from stakeholders

by investing in broader

concepts such as Sustainability;
employee wellbeing; strength

of leadership etc.

For some organisations, what
might have previously been
considered solely as reputation
building activities, e.g. ESG and
DEI programs, striving to become
‘B-corps’ have been woven into
the fabric of doing business

with the added requirements

for reporting on these in the
company annual report.

There is evidence to support
the value of these initiatives.
For example, according to
McKinsey & Co* , companies
that score highly on diversity
indicators are far more likely
to outperform peers with lower

5 The Impact of Corporate Sustainability on Organizational Processes and Performance Link

levels of diversity. A study by
Havard Business Review® also
found that companies prioritising
sustainability outperform peers
in the long run. Many of these
activities are about attracting
and retaining talent, establishing
a ‘social contract’ with wider
society and fending off activist
investors.

There are risks - jumping on

the bandwagon of the latest
corporate reputation trend - e.g.
purpose, sustainability, ESG, DEI
etc. - without ensuring alignment
with the brand and customer and
stakeholder expectations, can
result in a back-lash and losses.

Today, it is widely recognised
that a good reputation lowers

the transaction costs of doing
business through better customer
and employee retention and
greater freedom to operate from
governments and regulators.
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Market volatility 1950 to present

2% Drops Per Year For The S&P 500 (1950 - Current)
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THE POWER OF
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Declining

LOW HIGH
ESTEEM & KNOWLEDGE

Reputation Stature

In exploring the strength of
the Brand we introduce a well
respected familiar construct in
the world of Branding: Y&R’s
Brand Asset Valuator and its
Power Grid'

The chart demonstrates
four pillars of Branding as:
Differentiation, Relevance,
Esteem and Knowledge.

The Power Grid shows that
those Brands that succeed do
so with high differentiation and
relevance (Brand strength)
and that powerful leading
Brands build esteem and
knowledge over time

(Brand stature).

! For a full exloanation of this model, see:
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We have revisited this model to
reflect our understanding of the
relationship between Brand and
Reputation in the specific context
of the corporate Brand. We
re-label the dimension of Brand
stature (Esteem and Knowledge),
arguably more accurately, as
Reputation weight, because for
sustainable business growth

and leadership, Brand strengths
of relevance and differentiation

— or distinctiveness as current
thinking has it - depend upon

a stable basis of Reputation,
defined as esteem and
knowledge.
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PR, Corporate Affairs experts

otal
ues following an
allergy incident resulting in the
death of a customer. Analysis
found that the brand had set
expectations of ethics, honesty

ricity when
aled company
ere out of kilter
ctations the brand

ght lost $1.4 billion in
es following the controversy

and perceived mis-handling
of a brand collaboration with
a trans-gender creator. There
was a clear misalignment
between the values of the
brand and user image of the
core user and the “force-fit”
with its brand spokesperson.
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poor-quality food. The solution
was a new Brand proposition built
around the idea of “choice.”

REPUTATIC

ed in size
o erged as the market
leader in the UK and six
additional countries. Over the
same period, Just Eat’s value

te has a really
purpose. Their
ign everything they
0 society, not extract
. They describe this as
ategic alignment with purpose
and they deliver this via an
integrated operating model.

Strong evidence of commitment
to this comes from their
Investment Committee having
been reconfigured into a

“value creation committee”.

The Executive Director
Purpose, Sustainability and
Stakeholder sits on that
committee as the executive
responsible for alignment with
purpose, sustainability etc re
all stakeholders, alongside
the CEO and CFO, with the
authority to reject investments
that do not reinforce
commitment to environmental
and social impact. Staff are
also rewarded for making

a positive environmental
and social impact. Overseen
by a board level sustainability
committee, the remuneration
committee agreed to tie

a % of all bonuses to
delivering environmental

and social impact.
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bringing Brand and
Reputation together

It is critical to consider both
Brand and Reputation together.
Companies need to harness
the power of both and achieve
a balance between them as a
central tenet of their business
strategies.

Our model — launched in 2015
in its original form as'the Tovera
Brand and Reputation model —
and updated here, and showniin
diagram, encompasses:

The total Brand entity - its vision/
mission/purpose, its reason for
being, its distinctive place in the
business universe; it is what
consumers consume, investors
invest in and governments

regulate; it needs to be the best
it can be in order to compete
effectively; its differentiated or
distinctive offering is key.

The model recognises that

the corporate Reputation is
what underpins all the brand’s
activity — its way of working, its
processes, transparency of its
reporting procedures, how it
treats its workers and suppliers;
its role as a corporate citizen; it
needs to be the best it can be in
order to be esteemed by all its
stakeholders; its integrity is key.

Our qualitative research amongst
both Brand (Marketing) and
Reputation (Corporate Affairs)

senior decision makers indicates
a general level of agreement with
our thinking on this. For some,
notably those bringing more of

a Brand perspective, this is a
new and important approach to
meeting business objectives.

It is recognised that the two
terms can be conflated and that
separating them for the purposes
of understanding (and in many
cases reflecting organisational
structures) and then bringing
them togetheris and/or could

be the ideal way to optimise the
value in both. For some, this is
the way to build the strength and
power of the corporate brand.

Personality,
Distinctiveness
& Relevance

Products & Services,
Innovation & Creativity

Ethics, Governance, Citizenship,

Workplace, Leadership & Performance
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MAINTENANCE

LEADERSHIP PLANNING

CEO COMMITMENT ONE VISION, TWO PLANS BRAND & REPUTATION
COUNCIL
BOARD LEVEL COMBINED/ALIGNED
REPRESENTATION STRATEGIC PLANNING SINGLE MEASUREMENT

DASHBOARD

Build business case for Articulate single corporate Establish cross-functional

combined Brand and vision anchored in Brand council to review strategy,
Reputation approach positioning and growth track progress and act as
ambition governance and knowledge

Secure CEO commitment sharing resource

to Brand and Reputation Translate into aligned but
as core levers of value functionally specific plans,
with clearly defined roles

Develop unified, transparent
and accountable performance
dashboard that links key

Brand and Reputation metrics

Include on executive

agenda as standing items Evaluate existing insights
and design all future
research & planning using
shared framework that

integrates both perspectives

Enables strategic learning
across organisation




Kellogg’s and British Gas.

The combination of his brand
and reputation experience led
him to establish Tovera — the
UK's first pure-play brand and
reputation consultancy. Recently,
Spencer led the global Creative
Excellence Advisory business

of Cannes Lions. Spencer

has a Masters in Business
Administration (MBA) from Cass
Business School in London.

He is a member of the Market
Research Society (MRS).

As an indepe bl

she applies pla A arch projects
consultancy and re o M ons such as IHG,
o strategy, positioning 5 10 ), Tesco, AstraZeneca,







