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The value of perception

IF... ...had the ...1ts stock ...boosting
reputation of... would rise... market value by

Coca-Cola Pepsi 3.3% $4 billion
Wal-Mart Target 4.9% $9.7 billion
Colgate P&G 6.2% $2 billion

CVS Walgreens 6.9% $3.9 billion

Wachovia Wells Fargo 3.5% $3.5 billion
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BRAND =Wou tell people about you
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creative insightful
easy-to-use fun innovative ‘
caring challenger simple bold

BRAND

leader collaborative carefree

CO nsu mers down-to-earth accountable em ployees

honest entertaining
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| jqufTalfo:fs bloggers

| 4 global scale & reach mdgstry anal
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A ardroom scandal CEO pay.
consumers

REPUTATIOI\L} 32 ' employees
sweat shops lay-offs qu.s.mifs '

community giving green _,_,;:;'g
employee taleht = financial
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MITIGATING THE NEGATIVES
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CONTROL

journalists

investors

consumers
key opinion
leaders

local
community

bloggers

iIndustry
analysts

employees

financial
analysts

regulators

NO CONTROL
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\History of Message

® Wal-Mart: B
Trail to Distrust n




The profound effect of Web 2.0

® Digital is just a channel...but it enables the newly-minted
empowered consumer to commentate and influence

® All audiences can interact & inter-relate with organisations

@ Control is out; co-creation and ceding control is in

® Reputation influences purghasing decisions
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Influencer Impact
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Positive Sentiment

Positive to Neutral Sentiment
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Negative Sentiment




Stage #1
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Influencer Impact
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B Positive Sentiment
I Positive to Neutral Sentiment
Neutral Senitment
] ) ™ Neutral to Negative Sentiment
Industry view of key issues = negative Sentiment
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Positive Sentiment

Positive to Neutral Sentiment
Neutral Senitment
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Positive Sentiment

Positive to Neutral Sentiment
Neutral Senitment

Neutral to Negative Sentiment
Negative Sentiment

After the IM Campaign
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