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Our Global Presence
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Why We’'re Here

WEe’ll focus on the role proactive Reputation Management
strategy and communications can play in strengthening a
brand and protecting an organization against risk.

We’'ll also speak to Issues Management and how to
navigate a range of challenges from a communications
point of view, including those that arise from the digital or
social media space.




What We’ll Cover

* Reputation Management vs. Issues Management
* Understanding the External Landscape

e Building and Protecting Your Reputation

* Navigating Issues and Crises

* Three Things to Remember

* Q&A




Reputation

(1R ] |

'

Management VS.

Issues
Management
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“There cannot be a c
schedule is already f

Henry Kissinger

7

“When prepa
recall tha “*.: 1}
began to rain.”

Norman Augu



http://jutiagroup.com/2008/05/27/warren-buffett-the-%E2%80%9Coracle-of-omaha%E2%80%9D-tells-german-audiences-that-the-us-economy-is-in-a-deep-recession/
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Build the Bank of  Prepare for the  Manage Issues

Goodwill Worst and Crises
Ongoing Reputation Issue Monitoring and Crisis * Proactive Engagement on
and Scenario Planning Priority Issues

Management
* Reactive Response to Issues

and Crises as Needed
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the External
Landscape
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We're More Polarized

Than Ever

Sexual
Harassment

Immigration

Gun Control

of democrats say there is a
problem with sexual
harassment in the workplace .

Of republicans say there is a
problem with sexual
harassment in the workplace

of Americans say
immigration strengthens the
country with their hard work
and talents

of Americans say
immigrants burden the
country by taking jobs,
housing and health care

Of democrats choose
protecting gun ownership
over limiting gun access

Of republicans choose
protecting gun ownership
over limiting gun access

Marriage
Equality

Race
Relations

Climate
Change

83%

58%

92%

52%

of Americans aged
18 to 29 years support
same-sex marriage

of Americans aged
65 or older support
same-sex marriage

of democrats say radical
discrimination is the main
reason why many black
people can’t get ahead
these days

of republicans say radical
discrimination is the main
reason why many black
people can’t get ahead
these days

of democrats think there is
solid evidence that the
average temperature on
Earth has been getting
warmer

of republicans think there is

solid evidence that the

average temperature on

Earth has been getting

warmer Hill+Knowlton Strategies | 11
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Building and
Protecting Your
Reputation




Corporate Reputation Landscape

Robust Reputation Management programs and commitments are now the status quo among top companies.

More than 70% of companies cite reputation
enhancement as a primary business goal.

Nearly 100% of companies have a corporate
citizenship budget today, compared to 81 percent in
2010.

Consumers have greater awareness and expectations about company actions than ever before.

. 91% of global consumers expect companies to not only
67% of consumers pay closer attention to how . .
. . . . make a profit, but to also operate responsibly to address
companies are affecting their community than they social and environmental issues
used to.

Engagement around corporate reputation makes business sense, influencing
employee engagement and overall profitability.

From 2008 to 2015, companies with a stronger j Through proactive engagement with stakeholders
reputation have performed significantly better (including employees), companies can positively influence
(almost two times the return) than the overall . ' . perceptions, trust and engagement.
market.
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Brand vs.
Reputation

Customer-Centric Company -Centric
What you say and do

° What others believe about
A “promise” with respect RepUtatlon you

to products or services Focuses on credibility and
respect; good vs. bad

Maximize Your
Potential
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Reputation
Drivers

CSR / Sustainability &
Philanthropy

Great Place
to Work

Business Customer
Performance Experience

Reputation

External
Factors

Issues &
Risk Management

Stakeholder
Engagement
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Building Reputation is About Action

Reputation can’t just be about communicating messages. Companies have to take action, make necessary
changes and deliver on their reputation commitments.

@

Be it.

A company must first BE it, before it can TELL its story.



Reputation Management in Action: Walmart

Issues &
Risk Management

Business
Performance

Stakeholder
Engagement

Customer
Experience B>:<NOBOS

&NewsHURRICANE HARVEY

3-D ENHANCED SATELLITE

Great Place : . CSR / Sustainability &
to Work . : Philanthropy
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Navigating Issues
& Crises
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Issues Management in Action

Proactive Execution: Issues
Engagement and
Positioning
Planning &
Preparation

Reactive Execution: Crisis
Management and Response



Planning & Preparation

Building a Center of Excellence and
Risk-Aware Culture

=  Determine what issues matter

= |dentify risks and opportunities

= Decide if the company should engage

=  Establish escalation criteria and adhere to a consistent
internal process

= |nstitute ongoing scenario planning
= Continusously evaluate stakeholder audiences
= Develop and test messages to quicken reponse time

=  Monitor and evaluate pros/cons of engagement




Proactive Issues Positioning

Creating a Framework

What issues matter and why? Continue to monitor

Phase 2: Assessing Risk vs. Reward

Does the issue represent an ‘ : :
. . . Continue to monitor
opportunity? Does it pose a risk?

Phase 4: Determining if Engagement
Phase 3: Decision Making re: Engagement and Taking Action Was Worth It

I How and when should we act? _

Evaluation and Process
Refinement

What can we learn?
What is the impact/ outcome of our
— decisions?
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Proactive Issues Positioning

“In an age where everything can be politicized, it may be impossible for
brands to not take a position on core values.” NYT, Nov. 2017

Some executives serve as
Individual messengers on
Issues that do not directly
tie to business operations

Engagement on issues
features authentic ties to
business operations

Companies’ mission and Issue positioning strategy
values are often linked often links directly to
to issue positions stakeholder priorities,

particularly employees



Proactive Issues Positioning

Prominent CEO who takes
stances on issues relevant to
customers, as well as
employees (education, LGBT,
racial issues, etc)

Took a crisis issue and turned
it into a leadership position
for the company

Deep understanding of core
customer and takes action on issues

patagonia® that matter to them

Links its mission and values to
the issues it chooses to
engage on
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Reactive Crisis
Communications

What is a “crisis”?

What'’s the right way to react?

A crisis is any event which threatens the
reputation of a company or brand, has
the potential for lasting negative publicity
and takes an inordinate amount of
resources and time to manage.




Characteristics of Crisis: View from the Inside

“Siege” Insufficient Escalating Flow of Loss of
Mentality Information Events Control
Intense Scrutiny Surprise Panic Short-Term

from Qutside Focus
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Characteristics of Crisis: View from the Outside

Each point along the
trajectory causes

O

- T oy

another wave of media O - = 7 Hearngs
and public interest. . are held
”
P Company announces
O 7’ $$ impact
”
7’
7 Lawmakers call for
investigations

7
O -
7
4 Story moves to “What did they
O , 7 know, when did they know it?”
7

O /  Personal stories emerge
/7

/

7 Media begin the “How are they doing?”
analysis; internet chatter takes off

0.’

7 The first 12-24 hours: initial media coverage
/7 is straight forward; social media escalates

/

The flashpoint: Bad news is revealed.
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Media, public
interest begins

1

I
I

its descent

Occasional media
interest continues
with trials, etc.
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First Step: Scenario Planning:
Crisis Simulation Flight School

internal social posts on traditional
media channels blogs and media
if relevant websites content

twitter phone calls from reporters,
Internal leaders and other
relevant 3rd parties

facebook

SMS text alerts with breaking
news




Ten Rules of i / i ,

Have a plan and use it

Take responsibility for the solution... it’s not
the same as liability. Show empathy.

Move fast: the speed of social media has reset
the clock

Know difference between a bad day and a real
crisis

Don’t forget the internal audiences

Use research to understand the depth and
complexity of the problem

Enlist third parties to enhance credibility
Treat media as conduits, not enemies

Listen to the people that matter to you

10. Don’t leave the communication to others




Reactive Crisis Communications Case Studies
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Three Things to
Remember
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ACTIONS SPEAK LOUDER THAN WORDS

"The way to gain a good reputation is to endeavor to be what you desire to
appear.”

IT ONLY TAKES A SPARK

“It takes 20 years to build a reputation and five minutes to ruin it. If you think
about that, you'll do things differently.”

IF YOU FAIL TO PLAN, THEN PLAN TO FAIL

“When preparing for a crisis, it is instructive to recall that Noah started building
the ark before it began to rain.”
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Thank you




