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No part of this ébook may be reproduced, stored, or transmitted in any form or by any means inglotéchanical
or electronic without prior written permission from the author.

While the author has made every effort to ensure that the ideas, statistics, and information presentedeiBdbis

are accurate to the best of his/her abilities, any implicasi@irect, derived, or perceived, should only be used at the
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Introduction

Introduction:

Reputation is at times even more important than who yamtually are. The way people feel about your
business is one of the strongest driving forces which leads to eventual success. You want the public to
feel that you are a name that could be trusted and relied upon and that your products and services are
worth it.

After all, if they do not express that sentiment,
how can you expect to do any sort of business,
let alone build any clientele?

Reputation Management is a process by which
we figure out what the general public has to say
about our products and seés and

maintaining good customer satisfaction. In
other words, what is our reputation and

e 4
perception amongst the public?

In this book, we shall be discussing just how reputation management works, and how this process can
help your business put its bestdbforward and grow in leaps and bounds.




Chapter 1: What Puts Your Reputation at Risk?

What Puts Your Reputation at Risk?

.ST2NB 4SS RSt@S Ayil2 oKIG @2dz Oy R2 (2 al @S 2NJ N
at what may actually put the reputation at such a risky placbdgin with.

Turns out, there are a number of things which can

Ol dzaS GNBLMziF GA2Yy I NRA]| Pé
have to do with the actions taken by the company
themselves. Also, some of those things are done

by the employees of that company that sene a

brand ambassadors which can potentially hurt the

O2YLI yéQa NBLzil GA2yad hiGKS
the result of a bad business transaction on a joint

@Sy iGdz2NB GKFG OFy Lidzi G§KS 02
risk.

Situations related to the quality of the
products/ervices, ethics of that company, and
aSOdzNRGE YSIadaNBa 2F GKFG O2YLIkye OFy 2Fd4Sy Lidzi

Nobody is safe from it. It is said that while we all strive to build a good reputation, once it is built, it can
become one of thenost delicate virtues to maintain. If nobody knows about your products/services and
you do something bad, you could easily get away with it. There are no questions to answer because
there is no one to ask those questions!

However, when a reputation is builpon delivery of exemplary products/services, and there was a poor
judgement in making an executive decision, there would be millions of eyes and ears waiting to receive
a solid explanation; a reason justifying why that mishap happened.

And how do you andle that heat can make or break your
0dzaAyS&aaQ ¥FdzidzNBK

The Toyota Case:
2 K2 R2SayQi 1y2s¢ lo2dzi ¢2

The company is regarded as one of the best motor
corporations around. The quality of anything
manufactured by Toyota was never questioned becaus
therewas no need to. The company had built such a
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strong positive reputation of delivering nothing but the best, that there was never a need to question
their quality standard.

Until some years back, several incidents involving Toyota manufactured accelstartes to happen.
l'YR K2¢ RAR ¢2&2GlF KIFIYyRftS (KS YIFIaaAg@dS NBLWzil GAz2y

The company first blamed the life
threatening incidents on the drivers
. of the vehicle. The public responded
by saying it is not possible to have
_ that many bad drivers who by the

— way, all happened to be driving
Toyota manufactured vehicles.

The blame from the bad drivers was
then shifted to faulty floor mats.

The public was not ready to accept that answer either. Instead of just coming forward and being
transparent with their audience, admitting that there indeed was a problem with their accelerators and
that they are on their way to fixing it, Toyota kept on shoving its reputation in quick sand itself.

The fact that they did make a mistake and on tophait were not willing to take responsibility for it
further spread feelings of distrust amongst their target audience.

How to Fix the Broken Trust:

Still following the Toyota example from the above section, the fact that Toyota had lied not once but
twice about whatever was happening raised some serious doubts regarding the integrity of the
company. There is no denying that the company had broken the trust of so much of their loyal customer
base.

So, how do you fix this broken trust?

Naturally, admitting tlat you made a mistake is
one of the first steps towards mending what you
broke, but it is not the only step. Telling the
customer that there was a manufacturing fault in
their accelerators is not going to build the trust
again on its own.

You have to do bt more than that. In addition to &
notifying the public on what exactly was causing
the problem in the accelerators, Toyota now also
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needs to tell its people what they are doing about it, and that too in detail in a manner which they can
all understand.

When you break the trust of your customers, the best way to fix it is by explaining them what happened
and why it happened in the most naachnical way possible. How quickly are you able to get back on
track with manufacturing faulfree accelerators is gt one side of the success story. The other side
obviously deals with how quickly you can win back the trust of your customers again.

The biggest threat that reputational risk poses to any company, no matter how big or small it may be, is
that it can liteally come out from anywhere. From lost revenues, to going really down in the market, the
aftermath of getting your reputation damaged is never pretty.

[ A1S LINBGA2dzate YSY(iA2ySR> OFNAR2dza aAddza G6Azya Oy
Sometimesthe fact that your own employees (present or ex) could spill the beans on some of the

biggest losses you have faced can also cause reputational risk. Irrespective of whatever may be causing

it, one of the first things that needs to be done is taking appiaip damage control measures without

delaying anything.

v Luckily, we live in a society that is now primarily
! John Bailey i . i . i
@ Shared publicly - Mar 18,2014 woogier | Characterized by social media networks which brings
Let Googlers and others tell you what it takes to hang out with polar a Very Important’ hlghly eﬁeCtlve damage control tOOI
Hepm O el Lpthin Thexaday into the hands of companies.

http://connectedclassrooms.withgoogle.com/

If you caruse it to get the word round and get people
to do stuff, why not use it to manage your business
and its reputation as well?

M

A little caution needs to be practiced though, for this
too is a doubleedged sword! Just like you can use
social media to handle thdamage, likewise social

+3 || A || Addacomment media could be used to point fingers at what you are

doing which you should not be doing, causing

damage to your reputation. The Canadian energy companies who were busy extracting oil from the
Alberta tar sands would agree to thiSeveral activists took to social media platforms and started telling
GKS 62NIR 00SOlIdAS (KIFGQ&a 2dza (-exkation deiRieSandrtiet & 2 OA |

potential damage they were causing to the climate.




Chapter 2 : Building an Effective Reputation

Management Strategy:

Building an Effe ctive Reputation Management Strategy:

A good company is one which is proactive.
Why should you wait for a disaster to happen to only then do something about the problem?

It always helps being prepared. Having an effective reputation management strategghyain place
can help you spring into action much quicker when and if a problem occurs. And since we are part of
such a digitalized world, it can never hurt to monitor what your target audience thinks of you.

,2dz 62dzf R 2yt & (Y26 ndeds fixing\enhbidS/6uknod thar tfdiekomgtiiing tha |
needs to be fixed! So it makes all the sense in the world to stay on top of your game.

First of all, it goes without saying that to have a reputation, you need to first have a presence. You would
wani (G2 0S Ay @2dz2NJ I dzZRASyO0SQa alLly 2F FGGSyaazy TFAl
maintain reputation.

Building a Presence: How do leading companies do it?
So how do you go about building this presence? Fortunately, we have the intethaisvwivhich makes
it that much easier for businesses and
companies today to increase awareness.
Previously, it was hard for businesses and

top without any help from the internet.

Businesses which existed in theeginternet
era relied heavily on advertisements
broadcasted on radio and television and adj
which were printed in newspapers and
magazines. The most they could do was to
print a set of flyers and hand them out to
people. That is how they were able to reach
out to their audience and make themselves known.

The Greatest Tool of All: Social Media:

Then came the internet, but even that was not much of an efficient tool for businesses to build
themselves up until the social media era. It was not until varioumbko®dia platforms took the

internet by storm that businesses had something super powerful at the tip of their fingers. Using social
media, they were now able to create brand awareness and build their presence like never before.
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Here is little fun eventhat happened back in 2013 just to show you what a world of difference social
media makes for businesses and brands out there. Super Bowl is undoubtedly one of the most
anticipated events in the U.S. When the excitement is at its peak, brands know éxagtty cash in on
that excitement.

At least Oreo knew how to!
| SNBQa 6KFG KIFLLSYSRY

5dzZNAYy3 GKS {dzZLJSNJ . 26t Qmo 2dzad a GKS {Iy
Francisco 49ers and the Baltimore Ravens were
up against each other in the Superdome, the
power went out. So as everyone was sching
their heads in the dark trying to figure out what
happened, Oreo went to their official twitter
account and tweeted a short (but super effective)
YySaar3asS G2 GKSANI F2ff 2
G§KS RINJ o¢

Rdzy' 1 A

Everyone on Twitter lost their minds oest
how perfectly timed Oreo was with its wit.

In just one hour, the tweet saw more than 10,000

retweets. Marketing strategists speculated that

the simple little Oreo tweet actually had a much higherjp#fythan the actual Oreo Super Bowl ad
which obviasly took so much more resources to create.

From finding out who their target audience is, what their behavior is, what are the best ways to reach
out to them etc., knowing all these and much more really gave that business a solid edge.

Whether you put adading company or a small business under the microscope, it is a safe bet to make
that almost everybody in the market acknowledges the importance of social media and has presence on
its various platforms.

According to a survey done, four out of five peoipée received an online recommendation on what
product to buy at some point in their lives. So, how can you use this powerful tool to attract more
I dZRASYOS IyR O2yaSldsSyitfe odzAfR 282dzNJ 6dzaAySaaQ LN
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Step #1: Plan and Plan Some More:

Rather than shooting for things randomly in the air, it is important for you to sit down and plan what
exactly needs to be done. One major mistake business owners make in this phase is that they go
overboard and et up a social media page ewerysocial media platform they can lay their hands on.

The end result is just a mess because there is just so much to handle, not to mention how many
resources end up going to waste as well. As a business that is just gdtitegl, it is very important for
you to research first to find out which social media platform is going to be best for whatever it is that
you are dealing in.

While all social media platforms have their pros, they might not be that effective in helppsayts of
businesses grow. For example, if you have a photography business, Instagram would be much more
effective than Twitter, even though both are amazing platforms. The reason for this is that Instagram is
mostly a photo sharing platform.

Qs

As a gendl tip, start with picking up one or two platforms that you know will suit your product/service

0S40 YR tSIFENYy G2 ¢2N)] @&2dz2NJ gte& 2y (K2asS (g2 2yfe
page, how to publish content, how to manage analytics Btenty of help material regarding these

processes is easily accessible online.

‘ .F 7 y” 'in @ S+r Your initial efforts should be directed towards
‘ : growing your audience first in just one place, and
Googlet  then slowly branch out.

Facebook ’ Twitter Linkedin Pinterest

3 X per week | 5 X per week | 2 X per week | 5 X per day 3 X per week Step#z SCthUIG |t A” in:
.dzZA f RAY 3 adamdlishoidoyidnidg LJ
s which can be achieved overnight. It requires time

10X da . . .
PEreay | week and patience. More than patience, you will also

‘ |
10 X per \ ‘
Geak none ‘ 5 X per week ‘
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KFIgS (2 0SS 02yaraidSyid sAGK &82dzNJ STF2NIad LT &2 dzNJ
once in a blue moon, it isot going to be that effective now, is it?

If you cannot hire a social media manager because you are short on resources, or you just want to do
everything yourself, it is best to maintain a calendar where you follow a specific-swai@page
update scledule.

Follow that schedule for creating new content, posting that contensharing old content etc. This way
you decrease your chances of neglecting your social media page.

Step#3: Leveraging Your Content:

If you are short on time or short on resourcésarning how to leverage your content can really benefit

you especially if you have multiple accounts to handle. If you cannot write a blog every day for all three

social media accounts that you manage for instance, simply just make one for one acudshiae its

fAY]l 2y @2dz2NJ a20ALf YSRAF LI 3ISad ¢KIFIG glex &2dz O

Step#4: Get the Tools:

The really cool thing about using social media for whatever purpose you have in mind is getting to have

all these twls to help you out. Moreover, since you are doing things on your own, its best to get all the

help you can. There are so many tools and apps which can help you manage your social media presence
more easily. From automatically posting your social mediasp@hich follow a particular schedule, to

KSt L) @2dz Y2YAU2NI @2dzNJ AYGSNI OlAzya 6AGK @2dzNJ | dzRA
social media apps and tools.

Step#5: Get Outside Help:

While there is nothing wrong with wanting to use sdcehedia platforms on your own to build an online
presence for your brand, there are digital marketing agencies which can help you do the same in a much
more effective, less timeonsuming manner.

T e The rationale behind this is just like the one
behind why i is better to have a plumber fix a
leak, rather than attempting to do it yourself.
yoE You know you can do it, but the chances of doing
an efficient job compared to that of a

e T T > : % professional is rather slim. However, the chances

of you ending up making the lealovge is high!

) «

) N TEAMUP « X

. Getting professionals to help you build a stronger
~ more visible social media presence is also
recommended with reference to the fact that
there is just too much competition out there, and
a lot needs to be done when it comes to making youmior stand out on an online platform as
compared to all the rest of them.

12
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Again, this is a personal decision, but it is highly recommended to get experts involved as it could prove

G2 0SS | ¢2NIKgKATS Ay@SaldyYSyido redeycedn@eRen@e GAYS |
things for you or break things for you. Just consider the following statistical finding alone: More than

65% people consider the internet to be the place to find information about businesses.

You want people to take notice of yourgaducts and services (for all the right reasons, of course.) Only
then you would actually be able to do business.

Managing the Presence You Just Built:
Finally moving on to what this chapter is actually about!

Qx
(0p))
c

Crad FT2NBIFINRAYy3I | fAGHE ST SiQa
you have build quite an audience for your
brand. People know about you and your

products.

Congratulations, you have a reputation now!

Things are going well, the products are

ANBI G GKS Of ASyida | NB Kt
not. We have spoken about this earlibiat

KFENY (2 @2dz2NJ 0dzaAAyS&aaQkoN
could literally emerge from nowhere. %’:‘

The only way you can maintain the good
times is to manage things so well that even if something is to go wrong, you immediately are at the top
of it.

In other words, you eed to have a gto reputation management strategy. From ensuring that the
reviews left by your customers are good ones (and of course, handling the really bad reviews very
nicely!) to dealing with a crisis that has got the attention of the entire woikeé {t happened with

Toyota). Reputation management strategy is definitely something all good business organizations need
to have.

The slightly sad news is that while 58% of the business executives
acknowledge the importance of having a reputation manageime ' *h ok kK
strategy, only 15% of them actually do something about it. —V_)

52y Qi 0SS 2yS 2F (GK2aS no:H

Build an effective reputation management strategy today. It is a little -
hard work, but if you are to stay in business you will have to take the Customer Reviews
punches too. And lansome of your own.
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Get Reviews and More Reviews:
Just focus on the following statistics for a while:

W 71% of the consumers feel more confident in dealing with a business when they have read
positive reviews about it.

W 79% of the consumers give these raviethe same amount of consideration as they give to
personal recommendations.

() 65% of the consumers feel that their preference for a brand is primarily defined by how many
good reviews it has gotten from its previous customers.

Have a look at this charbtfurther understand just how important reviews are:

o F - g
169% [ “65% :

‘/ \‘
of people said they .

used their mobile device | of consumers read :
to find a business : between 2-10 reviews

of women consult - of men consult . of consumers trust a business
online reviews . online reviews : which has positive online reviews
. H
H
D ® O ks =] & D S @ 2 .
v
H
:
. 28% R . T2% ) :
1 :
of consumers trust online reviews as : of people have used the internet to find
much as personal recommendations S a local business in the last 12 months

2 Bie% mﬁf’fﬁ“

of consumers regularly use of consumers said they used
online reviews to determine | the Intemet every week to find

of consumers said that they
had not used the Internet to

which local business to use . focal businesses H find a iocal business
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Ny i Lule And even if we did not have all these statistics
| muwmiw to tell us exactly how important reviews have
L o o g G become for all of us, business owners and
' mm - consumers both, we can turn to our daily lives
' o where we will find plenty of practical examples
e S A A 3, KO S S W 3 showcasing the importance of reviews.
lask he s given. Jef s inclispensalble and.an amazing person o have on any team, His leadership shines
e 'e'a":!j,";Zi:f;:::ife‘S s What is the first thing you do when you hear
- Yanyn San Luis, Career Development Coordinator at FIU about a neat new bar that has opened up
nearby? Even before going to that bar
15 Reasons Why You | indispensable and an amazing person physically, you are more likely to pull out your
Should Hire Jeff Zelaya to have on any team" phone, gO to g f LI> l] é LJé l:l K | l’l o | ND é
ot et look for any reviews that that place may have
gotten from the people who have already been
there.

Yet another example is of that time you know you want to order pizza but you also want to try it out
from some place you have ner placed an order with before. What do you do? Go straight to the
reviews previous customers may have left on their social media pages etc.

So clearly, the kinds of reviews you get not only help you in building a reputation, they also help you in
maintaining one. And it works in both the conditions; positive and negative. If that new bar near your
place continuously receives positive reviews from its customers, it will slowly build a positive reputation
for itself which can be maintained till it keeps m@teiving more positive reviews.

What if the bar is doing a really bad job and the customers are not happy? The bar decides to do some
damage control and makes promises to amend its mistakes. But has the bar kept their word? The review
section will let yolkknow. The bar has really poor service, it gets bad reviews, and the bar now has a bad
reputation for itself which it wants to fix. So, it announces some discount on its drinks, but does not
actually follow through with that claim. What happens? angry aomrs pile on some more bad reviews
which will help in maintaining the negative reputation which the bar, quite frankly, has built on its own.

This was just one tiny example demonstrating how reviews can help you grow your business or literally
just put yau out of it. So do your best to get as many positive reviews you can from your clients. Not all

Odzai2YSNE YIe& fSIH@S I NBOGASegd [SGQaA &l e 2y @2dz2NJ C
interactive so you can always ask them politely to leavevaevefor how they found your products and
services.

Be Super Awesome at Handling Criticism:
It is not humanly possible to always receive good reviews simply because some customers could be
difficult to please. Still, as a business owner trying to managi taputation, another really important
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Management Strategy:

reputation management strategy that you need to work on is to be good at handling the bad reviews, or
in other words the criticism that you get.

In fact, getting some criticism for your products may not entirelbeh a bad thing. Criticisms can help
@2dzN) 0dzaAySaa odzAftR a2YS ONBRAOAfTAGED® LGIQA 2dzad
bad review from a customer, do your best to respectfully respond to their criticism, apologizing that

their experience with you was not a very nice one. Maybe ask them for suggestions on how to improve
too.

What did you just do?
You completely turned the tables!

Most people when they are criticizing someone, they hardly expect any civility from the other side. If

you want a practical demonstration of this, just go to any Yelp page and check out some of the bad
reviews a particular business has received. Look at how those business owners are aggressively arguing
with their customers.

You do not have to be that defsive, bitter business owner. Next time you receive a bad review, ask the
customers what you can do about it. By asking the customers on suggestions about how you can
improve your service/products for them, you are making them feel not only important,|batiacluded

in the process.

How you handle the criticism will honestly work wonders for your reputation. If you have a couple of
members on your team, make sure that all of them know how to handle negative feedback from
customers.

Know What is Being Said About You:
As a part of your reputation management strategy, you should also focus some attention on what is

actually being said about your business/brand online. Not just on your social media pages, but generally
online, how does the audience perceive ydwand?

Knowing what is said about your brand and
products will further help you figure out if
there might be a need to introduce some
changes in your marketing strategies. Better
yet, if all is going well, then you can just carry
on with whatever it ighat you are currently
doing.

Know How to Recover:

LF Ay |y dzy LINBOSRSY(iSR 2dzi02YS> @2dzNJ 6N} YRQA&
GKFG YdzOK F2NJ Fa GKS alr3asS areéay3a 3I32Sa GdoKSNB
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Management Strategy:

Your focus now should larned towards delivering some excellent marketing. You need to launch your
product in a better way now to make an impact on your audience. When good marketing is coupled with
selfpromotion, businesses can greatly recover their reputation.

Reputation Mana gement Tools:
Just like we have tools for managing social media, we have tools for helping you manage your
O2YLI yeQa NBLMzil GAz2y |a 6Stfd 2KAES NBLHzil GAz2Yy Yl
automated to some extent. There are apps andls available that help you manage feedback
generation. Also, there are some tools that can also help you convert the feedback that you get into
online reviews.

What NotOT $1 7EAT - AT ACET C 91 00 " OOET AOGO
No strategy is complete without havirgsection telling you about the things you aret to do.
1. Avoid Paid Positive Reviews Like the Plague:
While several reputation management companies (more on them later!) have an option where you can
get them to create positive reviews for your produgiexchange for some money, we do not
particularly recommend this one.

And also, because Google does not respond too well
to websites with false positive reviews. Websites that
get paid for positive reviews posted on their pages on
the regular get pushedaivn in the Google search
results.

Nobody wants that. Positive reviews are important
much as they are genuine ones. So when a client tells
you that they liked your product/service, request them to leave you a review for it.

2. Do Not Argue;Know Your Worth:
Know your worth and whatever you do, do not let it be determined by the Troll Army.

Every social media platform has them and it is

virtually impossible to never cross paths with them.

LT &2dz R2y Qi 1y2¢ 6KIG (GKS@
people with a lo of time on their hands which they

use to defame your reputation by posting super

\ §7 FF '~ negative comment on your social media pages.
\ Several business managers get into arguments with
‘ them and end up ruining their reputation

themselves.
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Your only strategy for gding with any negative comment coming from a troll or anybody else for that
YFGGSNE aK2dzZ R 0SS (2 NBaLRyR G2 AG & LRtAGStEE | a&
display it online.

And if the trolls do not stop, be smart and tell themget in touch with you privately. Ask them to write
you an email or even call you up. Or if they are up for it, they can come and meet you in person.

3: Say No to Astroturfing:

YAYR 2F AAYATINI G2 LIAR LIRAAGAEmakSaddngnaus Aa (GKS |
accounts and use them to leave positive reviews, even argue with trolls, or speak up against negative

reviews for a company.

It could be difficult to find out if any company is making use of this tactic. However, if the word does get
outi K4 Fff GKS LRAAGAGS NBLMzil GA2y @&2dz Syaz2e 2yf Ay
reputation a lot of damage.
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looked upon skeptically.

Qu

1d 9100 #O00OOI 1T A0 EO )i bl OOAT Oh $1180 )cCcii OA 4EAI ¢
lYy20KSN) O2YY2y YAadlr1S G4KIFG odzaAySaa YIlIylF3aISNB YI |
NAail Aa GKIFIG GKS@ A3dy2NB GKSANI Odzali2YSNEQ RSYlyRa

Ignoring them is hally going to help with things. You are in business because of your customers so,
turning them away does not seem like the smartest move. Instead, if you do come across an angry
customer, try to address the issue at hand, come up with a solution, offen tadiscount and try to
work it out with them rather than turning a deaf ear.

When the customer sees
how seriously you are
taking them, they are likely

Effective Reputation Management to view you more positively
Customer Feedback corporato Communication and this will help your
business in enjoying a

Promote +

Organic SEO Integration

better reputation.

vd $MDidre8pdct the

Ethical Guidelines:

Running a business efficiently requires you to not just set ethical guidelines in place, but also respecting

them. There are so many businesses out there that lie about their products and services to their

customers. ThHRE A& y2 LRAYG Ay 3IFdzSaaAiy3da GKIFG GKS@& | NB @S
on their own.
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Reputation Management vs. Reputation - AOEAOET ¢d 7EAO0G6O
difference?

¢NHza G A& Yy AYLRNIFYG FlLEOG2NIAYy SaidlotAaKAy3a Fye
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84% of the marketers feel that building trust is what managers need to focus on if they wish to build
GKSANI O2YLI yeéQa NBLWzil GAZ2Yy ®

So far into the book, we have shown you some ways

@2dz Oy o0dzAf R @2dzNJ @2Y LI ye Qa
section we will be addressing one very common
misconception that several people have regarding

what exactly reputation management is.

Reputation Management and Crisis
Management:

Plenty of business owners think of reputation
management and crisis managent as the same
thing. Think of them as two opposite ends of the

same spectrum.

And nobody blames them, because one perspective of looking at the content presented, even in this
book, makes reputation management look like some sort of a tactic that isfguaction only when
something goes wrong.

Your customers think ill of you. You are in trouble. Enter: Reputation Management

2 KAETS YIyFr3aAay3a @2dz2NJ O2YLIl yeQa NBLMzikdAzy OFy RSTFA
having a good crisis managény i LJ2f A0& Ay LI I OS Oly &l @S &2dzNJ 02Y
reputation management for crisis management is wrong.

¢t2 RSY2YyaiuNraS GKS OSNE YAydziS RAFTFSNBEyOS o0SiésS
KSt LI Of SI NJ KA ffeTraydta dxanpl@wie prasentedl kadigr. If ih comnpany had

admitted their mistake, they could have saved their reputation. We all make mistakes, and they made

one too. But they did not accept their mistake and blamed the drivers for the accidents, irstereedr

faulty accelerators.

(V)
<,

Their reputation is now damaged, but it cannot be considered as a crisis.
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A crisis is a sudden emergency situation which nobody saw coming but now occurred. The classic
example of a crisis is what happened with the Malaysiainds in 2014. With not one but two planes

gone completely missing, without leaving any trace whatsoever, we can hardly think of a better example
which captures what a crisis is perfectly than this example.

So what did the Malaysian Airlines do to hanitiis crisis?

They were quick on their feet to get a AIR SEARCH FOR MH 370
GONREAAE O2YYdzyAOlI GA2Y K2YS @hasésa aSi
up as quickly as possible through their R -

website. Any news regarding the
missing MH370 would be first

dzLX 2+ RSR GKSNB® 2Kl iQa Y2NB
they took to social media atforms T
and set an excellent example of how — Tl

LONG RANGE MARITIME

INDIAN NAVY PBI

LONG RANGE MARITIME
RECCE AIRCRAFT
(FROM PORT BLAIR)
23
“l COAST GUARD DORNIER
5

MEDIUM RANGE MARITIME
RECCE AIRCRAFT
(FROM PORT BLAIR)

RECCE AIRCRAFT

one should communicate with their O
audience. With just the right amount
of compassion and sincerity when one
is struck with such a crisis, a !
reputation is maintained even in the L

face of disaster. deﬁz %»

While our book isbout reputation management and how to go about it, if anyone wants to be schooled
in crisis management 101, they should look further into how the Malaysian Airlines handled the crisis.

INDIAN NAVY DORNIER
MEDIUM RANGE MARITIME
RECCE AIRCRAFT
(FROM CARNICOBAR)

In fact, the way they handled the crisis actually ended up savirigréqgutation to some extent, if not a
lot!

Should You Market it or Should You

Manage It?
Ideally, you should be doing both.

Business analysts and marketing strategists of
today present another interesting take on
reputation management. They feel that se
the reputation of a business is something which
Aa I NBfFiA@Ste Ozyadlyd ¥
growth, perhaps it would do business owners
even better if they thought about marketing
their reputation rather than managing it.

Just exactly how do you maaka reputation?
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