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Setting the scene: We’re in a New Age for Reputation

Bernard Marr / Forbes:

“The 4th Industrial Revolution 

Is Here - Are You Ready?”

August 2018

“The Fourth Industrial Revolution is disrupting 
almost every industry in every country and 
creating massive change in a non-linear way at 
unprecedented speed.”

4



The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without 

the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2019 Re putation Institute, all rights reserved. 5

New Heights

Declines

Inflection Point

2019 Theme
Reputation Judgement Day
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Reputation Judgement Day 

Companies are now 
scrutinized on all aspects 

of their business:

ethics, leadership, 
values, and beyond
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Social Movements pose new issues to 
Leaderships and Society at large

Power has become more available and comes 
from innovation and initiative

Emerging paradigm #1: the dynamic of power
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Emerging paradigm #2: the battle over mobilization

Source: Jeremy Heimans and Henry Timms – New Power (2017)

Exponential Organizations (ExO) are today 
winning business and social issues

Source: Salim Ismail – Exponential Organizations  (2014)

MARKET CAP TO A BILION

New Power requires to be actionable, 
connected and extensible

CONSUMING

SHARING

SHAPING

FUNDING

PRODUCING

CO-OWNING

THE PARTICIPATION SCALE

Traditional 
consumption

Sharing 
people’s 

ideas
Adapting 

ideas
Crowd-
funding

Creating 
contents 
within a 

peer

Having 
ownership 
in contents
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Emerging paradigm #3: a redefined angle to Corporate Value

“Unnerved by 
fundamental economic 
changes and the failure 
of government to 
provide lasting 
solutions, society is 
increasingly looking to 
companies, both public 
and private, to address 
pressing social and 
economic issues”

Firms focused on the Long-Term exhibit

Stronger fundamentals and performance

Source: McKinsey Global Institute in cooperation with FCLT Global

Focusing on the Long-Term exhibit
stronger fundamentals and performances

Business is called to be engaged into 
Society to set new leaderships 

Source: 2019 BlackRock CEO Letter
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Emerging paradigm #4: urgency for a new Corporate Character 

xxxx The rising importance of Corporate Activism 
to shape Public Perception  

Source: Stefano Zambon (University of Venice)

The decreasing contribution of Financial Reports 
to all Company related info used by investors

11
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The most prominent societal tensions that are calling companies to take a stance

12
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Reputation Dimensions Attributes Personality Business impact

PURCHASE

RECOMMEND

INVEST

WORK FOR

BENEFIT OF THE DOUBT

SAY POSITIVE

1

7 Rational dimensions

Perceptions & expectations 

around what you do and say

- content areas -

23 specific Attributes

Perceptions & expectations 

around what you do and say

- Specific stories/messages -

Brand Personality & Expressiveness

Perceptions & expectations around how 

talk about and position the company

Reputation Score Supportive Behaviors

The forecasted business impact 

driven your reputation

2 3 4

The RepTrak® Model for reputation management – our yearly study focuses on 
components 1,2 and 4
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Marketing implications: new KPIs to better explain the customer journey

TARGET

PROMPTED 
AWARENESS

FAMILIARITY

REPUTATION 

I know who you are

I know you well

I love you

I chose you

Funnel

INTENTION
to BUY

NPS relationship with Reputation

R² = 0.9141

-50%
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-10%
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Source: Reputation Institute – Swiss RepTrak® Pulse 2019

WHAT CONVERSION 
RATE?

WHERE TO ACT?
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Financial implications: reputation “moves” markets

21 Feb 2019 “Nike’s stock falls down 1.9 percent 
after Duke star is hurt as his sneaker comes apart”

Nike’s 2018 “Dream Crazy values campaign” 
drives stock value and online sales 

+ $5,8 Bio 
(1 week)

- $ 2.6 Bio
(1 day)
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Risk implications: all risk types have multiple reputation impact

-9.1

-7.6
-6.5 -6.1

-5.1
-4.0

-3.2

Leadership Performance Citizenship Governance Product Innovation Workplace

Most affected reputation driversProduct & 
Services

Workplace

Governance

Governance

Citizenship

Leadership

Performance

Dimensions

Product Defect

Large staff lay-off

Data Privacy violation

Non transparency in accounting 
measures

Poor environment respect 
measures

Financial scandal involving CEO

Missing Financial targets

Risks

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019



The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without 

the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2019 Re putation Institute, all rights reserved.

REWARDING

PURPOSE LED SUCCESSFUL 
ENTERPRISE

I would work for 
your company

28,6%

71,4%

Offers equal opportunities in the 

workplace / Rewards its employees 

fairly / Demonstrates concern for the 

health and well-being of its 

employees

Product quality / Innovation / 

Transparency / Social Role / 

Leadership / Stability

18

HR implications: talents today chose companies for different reasons

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019
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The RepTrak® Approach: how reputation is built everyday by what you say and do

Paid media

Earned media

Owned media

Direct experience

www.

Purchase Intent

Recommendations

Advocacy

License to operate

Employer of Choice

Revenue

Stock price

Bottom line 

General Public 

Customers

Employees

Investors

Market Influencers

KPIsImpressions Perceptions Support

Company touchpoints Stakeholder’s behaviors + Business deliverablesStakeholder’s reactions

19
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POOR WEAK AVERAGE STRONG EXCELLENT

Companies RepTrend in Swiss 2013 - 2019

2013 2014 2015 2016 2017 2018 2019

RepTrak® 
Pulse

58.1

66.5

60.4

66.7

65.6

62.2

67.1

Reputation in Switzerland is stable YoY after an important growth path since 2013

Source: Reputation Institute – Switzerland RepTrak® Pulse 2013-2019
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CH Alps & 
Pre Alps

CH Plateau 
East

CH Plateau
West

CH French 
Speaking

GEOGRAPHY

66.9

65.2

67.2

65.4

2013 2014 2015 2016 2017 2018 2019

POOR WEAK AVERAGE STRONG EXCELLENT

Companies RepTrend in Swiss
2013 - 2019

RepTrak® 
Pulse

58.1

66.5

60.4

66.7

65.6

62.2

67.1

Source: Reputation Institute – Switzerland RepTrak® Pulse 2013-2019

Reputations in the different regions see a change YoY, the East moves from having 
the weakest to the strongest bond towards companies in 2019

21
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POOR WEAK AVERAGE STRONG EXCELLENT

Reputational performance by sector in Switzerland in 2018: know your context to 
better “stand out from the crowd”

Significant difference > 0.5

22

76.7

74.8

72.0

69.8

69.5

66.5

66.5

63.6

62.7

61.4

60.6

62.4

60.1

59.2

56.7

Hospitality

Healthcare

Transport

Food & Beverage

Consumer

Retail

Services

Information

Technology

Industrial

Automotive

Financial

Energy

Pharmaceuticals

Telecommunications

66.5

Compact sectors

+/- 2.6 pts

Spread-out sectors

+/- 21.9

+/- 25.8 pts

Healthcare

Food & Beverage

Industrial

+/- 6.2 pts
Technology

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019

2019



The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without 

the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2019 Re putation Institute, all rights reserved.

Focus on the Financial industry – large differences between Insurance players and 
banks, retail banks have stronger reputations than other businesses

Significant difference > 0.5

23

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019

64.9

64.3

60.1

58.0

Financial - Insurance

Financial - Bank

Financial – Private Bank

Financial – Health Insurance

+/- 23 pts

POOR WEAK AVERAGE STRONG EXCELLENT
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As mentioned in 2018, there’s no correlation between Awareness and Reputation…
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Reputation (RepTrak® Pulse)

94% 67.8 94% 74.6

POOR WEAK AVERAGE STRONG EXCELLENT

82% 50.1 82% 70.4

89% 68.9 56% 68.8

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019
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…we are overloaded with information... Key is being remembered!

What we remember are the 
messages that evocate 

emotion

We are not thinking 
machines that feel, 

rather we are 
feeling machines 

that think.

Antonio Damasio

Source: We Are Social and Hootsuite report on Digital trend 2019 ;   https://www.ionos.it/digitalguide/online-marketing/vendere-online/sovraccarico-di-informazioni-troppi-dati-scacciano-i-clienti/

+27% YoY

Internet users (+11 million)
Source: We Are Social and Hootsuite report on Digital trend 2019 

+2,9% YoY 

Active Social Media users (+1 million) 
Source: We Are Social and Hootsuite report on Digital trend 2019 

97% of Italians 

are smartphone users
Source: We Are Social and Hootsuite report on Digital trend 2019 

940 Million  

email per day 
Source: https://www.ionos.it/digitalguide
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Today +1 level of
familiarity

POOR WEAK AVERAGE STRONG EXCELLENT

FAMILIARITY REPUTATION LIFT IMPACT

+6.2pts

+1 level of familiarity

+5.2pts

+3.7pts

+17.0pts

The business case for Reputation Management: Work to drive «familiarity» 
through stakeholder engagement to impact the business
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COMMERCIAL

LICENSE 
TO 

OPERATE

+3.1pts
CORPORATE 

ENGAGEMENT

REPUTATION

REPUTATION

REPUTATION

56.9

61.0

65.8
66.5
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73.9

71.7

Familiarity 

poor moderate good excellent 

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019

Not 
Aware
36%

Aware
64%

Low
8%

Moderate
38%

Good
17%

Excellent
3.7%

Awareness - Familiarity +
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There are 2 (+1) strategic options to drive familiarity

Touchpoint strategy level- +

+

-

C
o

n
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t 
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e

v
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Leverage touchpoints #1: consolidate position

Leverage contentLeverage both 

How to select your strategy
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The starting point to create your Reputational Equity

+17.0pts
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Source: Reputation Institute – Switzerland RepTrak® Pulse 2019
POOR WEAK AVERAGE STRONG EXCELLENT
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3M

ABB

Adecco Group

ALDI GmbH & Co. KG

Allianz
Alpiq

Amag

Apple

Assura

Automobile Club of Switzerland

AXA

Baloise-Basler

Bank Julius Bär & Co. AG

Bayer

Bell

Breitling

Chocolat Frey

Concordia

COOP (Switzerland)

Credit Suisse

CSS

Denner

Die Mobiliar

Die Post

Digitec Galaxus

Dipl. Ing. Fust

Emil Frey

EmmiGeberit

Generali Group

Google
Heineken

Helsana

Helvetia Patria

Hero

Hewlett-Packard

Hilti

Hirslanden

Hotelplan

IBM

IKEA Group

Implenia

Interdiscount

Johnson & Johnson

Landi

Lidl

Lindt & Sprüngli

Logitech Manor

Manpower Group

McDonald's

Media Markt

Microsoft

Migros

Migros Bank

Mobilezone

Mövenpick

Mutuel Group

Nestlé
Novartis

PostFinance

Raiffeisen Group

Ricola

Rivella

Roche

Rolex

RUAG

Salt

Sanitas

SBB

Securitas

Siemens

Skyguide

SPAR International

SRG SSR

Sunrise Communications

Suva

Swatch Group

SWICA

Swiss

Swiss Life

Swiss National Bank

SwisscomSwissport

TCS Touring Club Schweiz

Triumph

UBS

Unilever

Universitätsspital Basel
Universitätsspital Zürich

Valiant Bank

Vaudoise

VCS Verkehrs-Club der Schweiz

Visana

Volg

Zürcher cb

Zurich Insurance Group

Zweifel

Where do companies stand in 2019? What strateic direction to take?
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Channel strategy - % Reach by Paid – Owned – Earned MediaSource: Reputation Institute – Switzerland RepTrak® Pulse 2019
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How to apply a “content driven strategy” towards Reputational Equity

How to leverage 
key messages / content 
to grow your reputation 

and impact your business?

Touchpoint strategy level
- +

+

-

Content 
strategy level

Leverage touchpoints #1: consolidate position

Leverage 
contents

Leverage both 

29



The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without 

the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2019 Re putation Institute, all rights reserved.

Content Strategy: To drive reputation uplift you need to close the “gaps” by 
converting fence sitter into ambassadors

Reputation Platform of SWITZERLAND Reputation Drivers for growth % uncertain people assessing

64.5% 57.9%

67.7% 63.4%

68.9%

67.7%

70.3%

12.5%

11.4% 12.7%

13.8%

19.9%

15.3%

14.4%

1

2

3

Switzerland RepTrak® 2019

68.6

64.7

64.0

61.7

59.3

63.7

68.4

66.5

Reputation

Switzerland RepTrak® 2019

Drivers

Switzerland RepTrak® 2019

Fencesitters

30

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019 80+70-7960-6940-59 StrongAverageWeakPoor0-39 Excellent
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Know what drives Reputation in your industry to sharpen your strategy…

13.5%

12.1% 16.3%

14.5%

15.5%

16.4%

11.7%

-5.3

-4.7

-0.6

+0.1

+0.5

+2.8

+7.2

+/- change vs previous Year

11.4%

9.3% 13.2%

11.2%

18.9%

19.7%

16.4%

+3.4

-3.5

-0.1

+1.4

+4.1

-2.6

-2.7
14.5%

10.7% 13.5%

14.1%

19.5%

13.9%

13.8%

+1.4

-1.9

-4.2

+1.3

-1.0

+1.7

+2.8

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019
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Financial

Focus on the Financial industry

17.4%

14.1%

14.2%

13.7%

14.2%

13.1%

13.3%

Financial -Bank

15.6%

11.8%

15.9%

16.5%

15.8%

11.0%

13.4%

12.3%

13.7% 12.7%

14.8%

17.5%

14.9%

14.1%

+/- pts change vs previous Year

Financial – Health insurance

+0.2

-4.1

+0.7

-2.2

+4.0

+0.7

+0.7

20.0%

12.7%

14.2%

14.4%

12.4%

12.3%

13.9%

Financial –Private Bank

16.2%

12.9%

15.2%

13.6%

12.8%

14.5%

14.8%

Financial – Insurance

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019
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How to apply a “channel driven strategy” towards Reputational Equity

Leverage key channels 
to improve your reputation 
and impact your business

Touchpoint strategy level
- +

+

-

Content 
strategy level

Leverage

touchpoints

Leverage both Leverage contents

#1: consolidate position

33
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58.1

At least 2

Touchpoint
48%

At least 3

Touchpoint
24%

8%At least 4

Touchpoint

Number of touchpoints used by 

General Public:

Consumer experience, Paid 

Media, Owned Media, Earned 

Media 

At least 1

Touchpoint
76%

24%
No Touchpoint 

Exposure

Direct Experience

Earned Media

Owned Media

Paid Media

Media Channel Exposure

Applying a multi-channel strategy yields an increase up to 19.2 pts in Reputation

+ 19.2pts

77.2

+3.0 pts

+2.4 pts

+2.7 pts

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019 80+70-7960-6940-59 StrongAverageWeakPoor0-39 Excellent
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Reach%

Reputation 
impact

DIRECT 
EXPERIENCE

EARNED 
MEDIA

+8.6 pts

+5.6 pts

+6.9 pts

32.4% 40.1%37.3% 43.6%

+11.7 pts

OWNED
MEDIA

PAID 
MEDIA

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019

Select the right channel mix to activate a ‘domino effect’ towards the direct 
experience where “magic” happens…

Buying Experience

ADV on Traditional Media

ADV on Digital/Social Media

Sponsorship

WOM by Family and Peers

WOM by Experts and KOL

News on Traditional Media

Buzz on Social Media

Company’s Website

Company’s Newsletter

Company’s SM posting 

Company’s Press Release

Company’s Annual Report

Customer Service
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40%

60%

36

The media world is changing in terms of reputation impact... 
60% of Reputation is defined by “inputs” that People get from the Media 
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Source: US Continuous RepTrak®

Facebook reputation trend in US2018 
Media Conversation
Volume & Sentiment 

for Facebook

How the Media influenced Facebook’s reputation in the United States
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2019 most reputable 
companies in Switzerland
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Swiss RepTrak® Study 2019

The largest study on Corporate Reputations in Switzerland.
Companies included are players from 15+ industry sectors.
No fees are required to be part of the study.

• stakeholder: Informed General Public in Switzerland

• methodology: internet based survey

• data collection: Jan 2019 (every year since 2006)

• sample size: 20.000+ ratings

• # companies measured: 217

• # industries: 16

The largest and most updated study on Corporate Reputation in Switzerland

39

Criteria followed for the rank of the 
100 Most reputable companies:
- Source: Handelszeitung Top 500
- Companies Familiarity > 40%
- Only Corporate brands are included
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Reputation Judgement Day
Top 3 companies for Reputation in Switzerland

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019
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Reputation Judgement Day
2019 most reputable companies in Switzerland: top 100

41

Source: Reputation Institute – Switzerland RepTrak® Pulse 2019 80+70-7960-6940-59 StrongAverageWeakPoor0-39 Excellent
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Agenda 

1st Session:

Open & Welcome

2nd Session:

Reputation Mega Trends 2019

3rd Session: 

Swiss RepTrak® 2019 – new, extended ranking 

4th Session: 

“Purpose” as a key driver of reputation: 
making data useful for taking action

10’

10’

60’

15’
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2019 Swiss
Reputation

awards
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How to “architect” data driven Reputation Pillars to drive Purpose positioning 
concepts

REPTRAK® MODEL

23 factors

At the core of reputation between

Company and stakeholder

DRIVER ANALYSIS

Impact assessment to evaluate 

effective contribution to Reputation

Equity

FACTOR ANALYSIS

Identification of key "latent" 

conceptual building blocks that

summarize the 23 starting factors

DATA CONSOLIDATION

Data aggregation and mining to reduce 

variance/volatility and stabilize trends 

and statistical analyses

Factor A
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Increase the 
perception

Leverage

OpportunityReduce effort

August Factor B

Factor …

Factor C

Factor D

Factor …

Factor E

Factor F

Factor …

July

June

May

April

March

February

January

December

Company

DB

Company

Reputation



The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without
the express written permission of Reputation Institute. RepTrak ® is a registered trademark of Reputation Institute. © 2019 Reputation Institute, all rights reserved.

Moderator

Purpose discussion

44

Adrian Kohler
Senior Consultant &
Purpose Specialist

Farner Consulting AG

Special guest

Alexandra Kunz
Mediensprecherin / Projektleiterin 

Nachhaltigkeitskommunikation

Migros-Genossenschafts-Bund

Special guest

Lukas Eiselin
Vice President Global Brand 

and Communications

Ricola
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Merci - see you in 2020!


