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TwoTwo ViewsViews of of BusinessesBusinesses

••““BusinessBusiness as a as a partpart of of societysociety””,,
••““insiderinsider”” systemsystem of of governancegovernance,,
••CorporateCorporate managementmanagement is is 
responsibleresponsible toto stakeholdersstakeholders of of thethe
companycompany: : employeesemployees, , supplierssuppliers, , 
purchaserspurchasers, , investorsinvestors andand consumerconsumer
groupsgroups,,
••ResultsResults of of managerialmanagerial actionsactions uponupon
everyevery stakeholderstakeholder havehave toto be be 
consideredconsidered..

StakeholderStakeholder ApproachApproach

••““BusinessBusiness of  of  businessesbusinesses is is makingmaking
theirtheir businessesbusinesses””,,
••““OutsiderOutsider”” systemsystem of of governancegovernance,,
••CorporateCorporate managementmanagement is is 
responsibleresponsible toto theirtheir employersemployers,,
••FinancialFinancial resultsresults areare criticalcritical, , otherother
factorsfactors areare importantimportant as as muchmuch as as 
theythey contributecontribute toto financialfinancial resultsresults..

EfficiencyEfficiency ViewView



A New A New ParadigmParadigm

►► ““In todayIn today’’s world, where ideas are increasingly displacing s world, where ideas are increasingly displacing 
the physical in the production of economic value, the physical in the production of economic value, 
competition for reputation becomes a significant driving competition for reputation becomes a significant driving 
force, propelling our economy forward. Manufactured force, propelling our economy forward. Manufactured 
goods often can be evaluated before the completion of a goods often can be evaluated before the completion of a 
transaction. Service providers, on the other hand, usually transaction. Service providers, on the other hand, usually 
can offer only their reputations.can offer only their reputations.””

Alan Alan GreenspanGreenspan (1999) (1999) 



CorporateCorporate ReputationReputation

►► ““... a ... a perceptualperceptual representationrepresentation of a of a companycompany’’ss pastpast
actionsactions andand futurefuture prospectsprospects thatthat describedescribe thethe firmfirm’’ss overalloverall
appealappeal toto allall of of itsits constituentsconstituents whenwhen comparedcompared withwith otherother
rivalsrivals”” ((FomburnFomburn))

►► SeveralSeveral factorsfactors pushedpushed emphasisemphasis on on corporatecorporate reputationreputation. . 
►► CorporateCorporate reputationreputation::

IncreasesIncreases motivationmotivation andand productivityproductivity of of employeesemployees,,
IncreasesIncreases consumersconsumers’’ loyaltiesloyalties,,
AttractsAttracts investorsinvestors,,
CreatesCreates suitablesuitable environmentenvironment of of favorablefavorable presspress supportsupport,,
ReducesReduces operationaloperational costscosts......

Increased interest on the issue by
professionals, media and academicians



MethodologicalMethodological ConfusionConfusion

► Increased interest on the issue by professionals, 
media and academicians

Methodological confusion:
•Several different measures of reputation,
•The area does’nt have a common language,
•Proprietary products are incomparable,
•Confusion of clients.

► Methodological confusion is not surprising:
►Foundations of a new paradigm,
► Institutionalization of the new paradigm.



MultipleMultiple StakeholdersStakeholders: : MultipleMultiple
MarketsMarkets

Employees: Labor Market
Customers: Consumption Market
Investors: Investment Market

Optimization Problem

Multiplicity of Markets

Top ManagementTop Top ManagementManagement

StakeholdersStakeholdersStakeholdersStakeholdersStakeholdersStakeholders

Performance
Markets

PerformancePerformance
MarketsMarkets

TeamTeamTeam

ProcessesProcessesProcesses

PoliciesPoliciesPolicies

Decision MakersDecisionDecision MakersMakersDecision MakersDecisionDecision MakersMakers

MarketsMarketsMarketsMarketsMarketsMarkets



DifferentDifferent stakeholdersstakeholders: : DifferentDifferent MarketsMarkets

FactorsFactors affectingaffecting perceptionsperceptions of of differentdifferent
stakeholdersstakeholders aboutabout reputationreputation of a of a companycompany areare
not not samesame..
““pluralityplurality of of stakeholdersstakeholders””..
FallaciesFallacies::
►►UsingUsing samesame batterybattery of of factorsfactors forfor everyevery stakeholdersstakeholders,,
►►EmphasizingEmphasizing onlyonly on on oneone of of stakeholdersstakeholders,,
►►““externalexternal validityvalidity”” problemproblem



DifferentDifferent EnvironmentsEnvironments: : DifferentDifferent
StructuresStructures

►► CorporateCorporate reputationreputation: : ““collectivecollective opinionsopinions of of thethe
membersmembers of a of a socialsocial groupgroup””,,

►► ItIt is is subjectsubject toto ““fundamentalfundamental attributionattribution errorerror””,,
►► PerceptionsPerceptions of of stakeholdersstakeholders areare not not invariableinvariable overover

time.time.
►► UsingUsing samesame indexindex of of corporatecorporate reputationreputation

guaranteesguarantees internalinternal validityvalidity but but underminesundermines thethe
effecteffect of of environmentenvironment on on perceptionsperceptions..



KOKOÇÇSSİİM M ProjectProject

►► TurkishTurkish AcronymAcronym of of ““CorporateCorporate StrategicStrategic CommunicationCommunication
Model of Model of thethe KoKoçç HoldingHolding””,,

►► ProjectProject launchedlaunched byby a a consortiumconsortium: : TwoTwo prominentprominent publicpublic
relationsrelations companiescompanies andand a a marketingmarketing researchresearch firmfirm,,

►► MajorMajor targettarget: : ““toto createcreate an ideal an ideal environmentenvironment of of interactiveinteractive
communicationcommunication betweenbetween thethe Holding Holding andand allall
stakeholdersstakeholders......””

►► SignificantSignificant researchresearch efforteffort::
ConductedConducted annuallyannually byby 1999,1999,
15,000 15,000 interviewsinterviews amongamong 11 11 stakeholdersstakeholders,,
6,000 6,000 interviewsinterviews withwith thethe general general publicpublic,,
6,000 6,000 interviewsinterviews withwith thethe employeesemployees of 40of 40--60 60 affiliateaffiliate companiescompanies,,
3,000 3,000 interviewsinterviews withwith otherother nine nine stakeholdersstakeholders..



ResearchResearch ProcessesProcesses
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InteractionInteraction Model of Model of CorporateCorporate
ReputationReputation
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ChangingChanging EnvironmentEnvironment:2000:2000--20012001
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PrioritiesPriorities of General of General PublicPublic
(2000(2000--2001, 2001, RankingsRankings) ) 

Health Activities

Environmental activities
Sportive Activities

Educational activities Respectful to values of society

Social ActivitiesEconomic Contribution

Protective
Pays its taxes

Popular
Well Managed

Institutionalized

Open to Competition
Institutional Principles

Employee Quality Targets all segments of society

Promising Company
Products/services worth to pay Customer Satisfaction

Attractive for employees
Good Customer Relations

Products and Services in EU standards Makes investments

Products/services in high quality
Strong Foreign Partners

Higher technology

Financial Power
Innovative

Innovative

051015202530

2000

0

5

10

15

20

25

30

20
01

III

IIIIV



PrioritiesPriorities of of EmployeesEmployees
(2000(2000--2001, 2001, RankingsRankings) ) 
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FromFrom NumbersNumbers toto ActionsActions: : 
ScreentshotScreentshot of of thethe SoftwareSoftware



TheThe ClientClient Side: Side: ResultsResults
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Market Market ValueValue: 1999: 1999--20022002
((millionsmillions USD)USD)
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Market Market ValueValue: 1999: 1999--20022002
(Ko(Koçç Holding/Holding/CompetitorCompetitor))
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LessonsLessons toto TakeTake......

►► ProfessionalsProfessionals havehave toto carecare aboutabout multiplemultiple market market 
dynamicsdynamics: : OptimizationOptimization;;

►► A A comparablecomparable, , standardizedstandardized, , normalizednormalized ““metricmetric””
systemsystem is is neededneeded;;

►► IntegrationIntegration of of internalinternal andand externalexternal data is a data is a 
necessitynecessity throughthrough metricsmetrics;;

►► InstitutionalizationInstitutionalization has has toto be be broughtbrought forwardforward withwith
thethe closeclose cooperationcooperation of of academiaacademia andand researchresearch
professionalsprofessionals withwith thethe guidanceguidance of of thethe ESOMAR.ESOMAR.



Data Model: Data Model: MetricsMetrics as as MeasuresMeasures
andand DimensionsDimensions as as SubjectsSubjects

StakeholdersStakeholders

CompetitonCompetiton

Measure:
Familiarity

Measure:
Market K

MarketMarket

TimeTime



QuestionnaireQuestionnaire ExampleExample

MetricMetric StakeholderStakeholder CompetitionCompetition

DateDate

TimeTime

►►HowHow ““familiarfamiliar”” areare ““youyou”” withwith thesethese

““companiescompanies””??


