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Introduction:  
 

Reputation is at times even more important than who you actually 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 services and 

maintaining good customer satisfaction. In 

other words, what is our reputation and 

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 best foot forward and grow in leaps and bounds. 

 

 

 

 

 

 

 

 

 

 

  



  Chapter 1: What Puts Your Reputation at Risk?  
 

6 
 

 

What Puts Your Reputation at Risk?  
 

.ŜŦƻǊŜ ǿŜ ŘŜƭǾŜ ƛƴǘƻ ǿƘŀǘ ȅƻǳ Ŏŀƴ Řƻ ǘƻ ǎŀǾŜ ƻǊ ǊŜƛƴǾŜƴǘ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴΣ ƭŜǘ ǳǎ ƘŀǾŜ ŀ ƭƻƻƪ 

at what may actually put the reputation at such a risky place to begin with.  

Turns out, there are a number of things which can 

ŎŀǳǎŜ άǊŜǇǳǘŀǘƛƻƴŀƭ ǊƛǎƪΦέ {ƻƳŜ ƻŦ ǘƘƻǎŜ ǘƘƛƴƎǎ 

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 serve as 

brand ambassadors which can potentially hurt the 

ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴǎΦ hǘƘŜǊ ǘƛƳŜǎ ƛǘ ŎƻǳƭŘ ōŜ 

the result of a bad business transaction on a joint 

ǾŜƴǘǳǊŜ ǘƘŀǘ Ŏŀƴ Ǉǳǘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴ ŀǘ 

risk. 

Situations related to the quality of the 

products/services, ethics of that company, and 

ǎŜŎǳǊƛǘȅ ƳŜŀǎǳǊŜǎ ƻŦ ǘƘŀǘ ŎƻƳǇŀƴȅ Ŏŀƴ ƻŦǘŜƴ Ǉǳǘ ŀ ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴ ƛƴ ŀ ǘƻǳƎƘ ǎǇƻǘΦ 

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 the most 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 built upon 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 handle that heat can make or break your 

ōǳǎƛƴŜǎǎΩ ŦǳǘǳǊŜΚ 

The Toyota Case: 
²Ƙƻ ŘƻŜǎƴΩǘ ƪƴƻǿ ŀōƻǳǘ ¢ƻȅƻǘŀΚ 

The company is regarded as one of the best motor 

corporations around. The quality of anything 

manufactured by Toyota was never questioned because 

there was 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 accelerators started to happen. 

!ƴŘ Ƙƻǿ ŘƛŘ ¢ƻȅƻǘŀ ƘŀƴŘƭŜ ǘƘŜ ƳŀǎǎƛǾŜ ǊŜǇǳǘŀǘƛƻƴ ŎǊƛǎƛǎΚ bƻǘ ǾŜǊȅ ǿŜƭƭ ǿŜΩǊŜ ŀŦǊŀƛŘΦ 

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 top of that 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 that 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 a lot 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 non-technical way possible. How quickly are you able to get back on 

track with manufacturing fault-free accelerators is just 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 literally come out from anywhere. From lost revenues, to going really down in the market, the 

aftermath of getting your reputation damaged is never pretty. 

[ƛƪŜ ǇǊŜǾƛƻǳǎƭȅ ƳŜƴǘƛƻƴŜŘΣ ǾŀǊƛƻǳǎ ǎƛǘǳŀǘƛƻƴǎ Ŏŀƴ ǊŜǎǳƭǘ ŘŀƳŀƎƛƴƎ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴΦ 

Sometimes, the 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 appropriate damage control measures without 

delaying anything. 

Luckily, we live in a society that is now primarily 

characterized by social media networks which brings 

a very important, highly effective damage control tool 

into the hands of companies. 

If you can use 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? 

A little caution needs to be practiced though, for this 

too is a double-edged sword! Just like you can use 

social media to handle the damage, likewise social 

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 this. Several activists took to social media platforms and started telling 

ǘƘŜ ǿƻǊƭŘ όōŜŎŀǳǎŜ ǘƘŀǘΩǎ Ƨǳǎǘ Ƙƻǿ ǇƻǿŜǊŦǳƭ ǎƻŎƛŀƭ ƳŜŘƛŀ ƛǎύ ŀōƻǳǘ ǘƘŜ ƻƛƭ-extraction activities and the 

potential damage they were causing to the climate.
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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 strategy already in 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. 

¸ƻǳ ǿƻǳƭŘ ƻƴƭȅ ƪƴƻǿ ƛŦ ǘƘŜǊŜΩǎ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘ needs fixing when you know that there is something that 

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 

wanǘ ǘƻ ōŜ ƛƴ ȅƻǳǊ ŀǳŘƛŜƴŎŜΩǎ ǎǇŀƴ ƻŦ ŀǘǘŜƴǘƛƻƴ ŦƛǊǎǘ ŀƴŘ ǘƘŜƴ ƘŀǾŜ ŀ ǎǘǊŀǘŜƎȅ ƛƴ ǇƭŀŎŜ ǘƻ ōǳƛƭŘ ŀƴŘ 

maintain reputation. 

Building a Presence: How do leading companies do it?  
So how do you go about building this presence? Fortunately, we have the internet with us which makes 

it that much easier for businesses and 

companies today to increase awareness. 

Previously, it was hard for businesses and 

companies who had to make their way to the 

top without any help from the internet. 

Businesses which existed in the pre-internet 

era relied heavily on advertisements 

broadcasted on radio and television and ads 

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 various social media 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 event that 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 exactly how to cash in on 

that excitement. 

At least Oreo knew how to! 

IŜǊŜΩǎ ǿƘŀǘ ƘŀǇǇŜƴŜŘΥ 

5ǳǊƛƴƎ ǘƘŜ {ǳǇŜǊ .ƻǿƭ Ωмо Ƨǳǎǘ ŀǎ ǘƘŜ {ŀƴ 

Francisco 49ers and the Baltimore Ravens were 

up against each other in the Superdome, the 

power went out. So as everyone was scratching 

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) 

ƳŜǎǎŀƎŜ ǘƻ ǘƘŜƛǊ ŦƻƭƭƻǿŜǊǎΥ ά¸ƻǳ Ŏŀƴ ǎǘƛƭƭ Řǳƴƪ ƛƴ 

ǘƘŜ ŘŀǊƪΦέ 

Everyone on Twitter lost their minds over just 

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 higher pay-off than the actual Oreo Super Bowl ad 

which obviously 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 a leading 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 people have 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 

ŀǳŘƛŜƴŎŜ ŀƴŘ ŎƻƴǎŜǉǳŜƴǘƭȅ ōǳƛƭŘ ȅƻǳǊ ōǳǎƛƴŜǎǎΩ ǇǊŜǎŜƴŎŜΚ 

IŜǊŜΩǎ ŀ ǎǘŜǇ ōȅ ǎǘŜǇ ǘŜƭƭƛƴƎ ȅƻǳ Ƨǳǎǘ Ƙƻǿ ȅƻǳ Ŏŀƴ do that. 
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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 set up a social media page on every social 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 getting started, 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 helping all sorts 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.

 

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

ōŜǎǘ ŀƴŘ ƭŜŀǊƴ ǘƻ ǿƻǊƪ ȅƻǳǊ ǿŀȅ ƻƴ ǘƘƻǎŜ ǘǿƻ ƻƴƭȅΦ LŦ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ŀƭǊŜŀŘȅΣ ŦƛƎǳǊŜ ƻǳǘ Ƙƻǿ ǘƻ ƳŀƪŜ ŀ 

page, how to publish content, how to manage analytics etc. Plenty of help material regarding these 

processes is easily accessible online. 

Your initial efforts should be directed towards 

growing your audience first in just one place, and 

then slowly branch out. 

Step#2: Schedule it All in:  

.ǳƛƭŘƛƴƎ ȅƻǳǊ ōǊŀƴŘΩǎ Ǉresence is not something 

which can be achieved overnight. It requires time 

and  patience. More than patience, you will also 
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ƘŀǾŜ ǘƻ ōŜ ŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ ȅƻǳǊ ŜŦŦƻǊǘǎΦ LŦ ȅƻǳǊ ǎǘǊŀǘŜƎȅ ƛƴǾƻƭǾŜǎ ǇƻǎǘƛƴƎ ŎƻƴǘŜƴǘ ƻƴ ȅƻǳǊ ōǳǎƛƴŜǎǎΩ ǇŀƎŜ 

once in a blue moon, it is not 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 social-media-page-

update schedule. 

Follow that schedule for creating new content, posting that content, re-sharing 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 resources, learning 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 account and share its 

ƭƛƴƪ ƻƴ ȅƻǳǊ ǎƻŎƛŀƭ ƳŜŘƛŀ ǇŀƎŜǎΦ ¢Ƙŀǘ ǿŀȅΣ ȅƻǳ ŀŎƘƛŜǾŜ ǘƘŜ ǇǊƻǾŜǊōƛŀƭ άƪƛƭƭƛƴƎ ǘǿƻ ōƛǊŘǎ ǿƛǘƘ ŀ ǎǘƻƴŜΦέ 

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 tools 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 media posts which follow a particular schedule, to 

ƘŜƭǇ ȅƻǳ ƳƻƴƛǘƻǊ ȅƻǳǊ ƛƴǘŜǊŀŎǘƛƻƴǎ ǿƛǘƘ ȅƻǳǊ ŀǳŘƛŜƴŎŜΣ ǘƘŜǊŜΩǎ Ƨǳǎǘ ŀ ƭƻǘ ǘƘŀǘ ȅƻǳ Ŏŀƴ Řƻ ǿƛǘƘ ǘƘŜ ǊƛƎƘǘ 

social media apps and tools. 

Step#5: Get Outside Help: 

While there is nothing wrong with wanting to use social media 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 time-consuming manner. 

The rationale behind this is just like the one 

behind why it is better to have a plumber fix a 

leak, rather than attempting to do it yourself. 

You know you can do it, but the chances of doing 

an efficient job compared to that of a 

professional is rather slim. However, the chances 

of you ending up making the leak worse is high! 

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 your brand stand out on an online platform as 

compared to all the rest of them. 
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Again, this is a personal decision, but it is highly recommended to get experts involved as it could prove 

ǘƻ ōŜ ŀ ǿƻǊǘƘǿƘƛƭŜ ƛƴǾŜǎǘƳŜƴǘΦ  Lƴ ǘƻŘŀȅΩǎ ǘƛƳŜ ŀƴŘ ŀƎŜΣ ȅƻǳǊ ǎƻŎƛŀƭ ƳŜŘƛŀ Ǉresence can either make 

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 your products 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! 

Cŀǎǘ ŦƻǊǿŀǊŘƛƴƎ ŀ ƭƛǘǘƭŜΣ ƭŜǘΩǎ ǎǳǇǇƻǎŜ ǘƘŀǘ 

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 

ƎǊŜŀǘΣ ǘƘŜ ŎƭƛŜƴǘǎ ŀǊŜ ƘŀǇǇȅΧǳƴǘƛƭ ǘƘŜȅ ŀǊŜ 

not. We have spoken about this earlier that 

ƘŀǊƳ ǘƻ ȅƻǳǊ ōǳǎƛƴŜǎǎΩκōǊŀƴŘΩǎ ǊŜǇǳǘŀǘƛƻƴ 

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 need to have a go-to 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 world (like it 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 management 

strategy, only 15% of them actually do something about it. 

5ƻƴΩǘ ōŜ ƻƴŜ ƻŦ ǘƘƻǎŜ по҈Η 

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 

punches too. And land some of your own. 
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Get Reviews and More Reviews: 

Just focus on the following statistics for a while: 

ω 71% of the consumers feel more confident in dealing with a business when they have read 

positive reviews about it. 

ω 79% of the consumers give these reviews the same amount of consideration as they give to 

personal recommendations. 

ω 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 chart to further understand just how important reviews are: 

 

 

https://upload.wikimedia.org/wikipedia/commons/4/4e/Online_reviews.jpg
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And even if we did not have all these statistics 

to tell us exactly how important reviews have 

become for all of us, business owners and 

consumers both, we can turn to our daily lives 

where we will find plenty of practical examples 

showcasing the importance of reviews. 

What is the first thing you do when you hear 

about a neat new bar that has opened up 

nearby? Even before going to that bar 

physically, you are more likely to pull out your 

phone, go to YŜƭǇΣ ǘȅǇŜ ǘƘŀǘ ōŀǊΩǎ ƴŀƳŜ ŀƴŘ 

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 never 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 on receiving 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 you know. 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 customers 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 you out of it. So do your best to get as many positive reviews you can from your clients. Not all 

ŎǳǎǘƻƳŜǊǎ Ƴŀȅ ƭŜŀǾŜ ŀ ǊŜǾƛŜǿΦ [ŜǘΩǎ ǎŀȅ ƻƴ ȅƻǳǊ CŀŎŜōƻƻƪ ǇŀƎŜ ǇŜǊƘŀǇǎΣ ȅƻǳ ŎƻǳƭŘ ŎƘƻƻǎŜ ǘƻ ƳŀƪŜ ƛǘ 

interactive so you can always ask them politely to leave a review for 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 manage their reputation, another really important 
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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 entirely be such a bad thing. Criticisms can help 

ȅƻǳǊ ōǳǎƛƴŜǎǎ ōǳƛƭŘ ǎƻƳŜ ŎǊŜŘƛōƛƭƛǘȅΦ LǘΩǎ Ƨǳǎǘ ŀƭƭ ŀōƻǳǘ Ƙƻǿ ȅƻǳ ƘŀƴŘƭŜ ƛǘΦ {ƻ ǘƘŜ ƴŜȄǘ ǘƛƳŜ ȅƻǳ ǊŜŎŜƛǾŜ ŀ 

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 defensive, 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, but also included 

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 your brand? 

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 is that you are currently 

doing. 

Know How to Recover:  

LŦ ƛƴ ŀƴ ǳƴǇǊŜŎŜŘŜƴǘŜŘ ƻǳǘŎƻƳŜΣ ȅƻǳǊ ōǊŀƴŘΩǎ ǊŜǇǳǘŀǘƛƻƴ ƛǎ ǎŜǾŜǊŜƭȅ ŘŀƳŀƎŜŘΣ ŦƛǊǎǘ ƻŦ ŀƭƭ Řƻ ƴƻǘ ǇŀƴƛŎ 

ǘƘŀǘ ƳǳŎƘ ŦƻǊ ŀǎ ǘƘŜ ǎŀƎŜ ǎŀȅƛƴƎ ƎƻŜǎ άǿƘŜǊŜ ǘƘŜǊŜΩǎ ŀ ǿƛƭƭΣ ǘƘŜǊŜΩǎ ŀ ǿŀȅέΦ 



Chapter  2 : Building an Effective Reputation 
Management Strategy:  

 

17 
 

Your focus now should be turned 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 

self-promotion, 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 

ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴ ŀǎ ǿŜƭƭΦ ²ƘƛƭŜ ǊŜǇǳǘŀǘƛƻƴ ƳŀƴŀƎŜƳŜƴǘ ƛǎ ǎǘƛƭƭ ƳƻǊŜ ƻŦ ŀ Ƴŀƴǳŀƭ ǇǊƻŎŜǎǎΣ ƛǘ Ŏŀƴ ōŜ 

automated to some extent. There are apps and tools 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  Not ÔÏ $Ï 7ÈÅÎ -ÁÎÁÇÉÎÇ 9ÏÕÒ "ÕÓÉÎÅÓÓȭ 2ÅÐÕÔÁÔÉÏÎȡ 
No strategy is complete without having a section telling you about the things you are not 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 products in exchange 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 pushed down 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. 

LŦ ȅƻǳ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƘŜȅ ŀǊŜΣ ǘǊƻƭƭǎ ŀǊŜ ōŀǎƛŎŀƭƭȅ 

people with a lot of time on their hands which they 

use to defame your reputation by posting super 

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 dealing with any negative comment coming from a troll or anybody else for that 

ƳŀǘǘŜǊΣ ǎƘƻǳƭŘ ōŜ ǘƻ ǊŜǎǇƻƴŘ ǘƻ ƛǘ ŀǎ ǇƻƭƛǘŜƭȅ ŀǎ ȅƻǳ ŎŀƴΦ 5ƻƴΩǘ ƭƻǎŜ ȅƻǳǊ ŎƻƻƭΦ 9ǾŜƴ ƛŦ ȅƻǳ ŘƻΣ ŘƻƴΩǘ 

display it online. 

And if the trolls do not stop, be smart and tell them to get in touch with you privately. Ask them to write 

you an e-mail 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:  

YƛƴŘ ƻŦ ǎƛƳƛƭŀǊ ǘƻ ǇŀƛŘ ǇƻǎƛǘƛǾŜ ǊŜǾƛŜǿǎ ƛǎ ǘƘŜ ŀŎǘ ƻŦ ŀǎǘǊƻǘǳǊŦƛƴƎΦ LǘΩǎ ǿƘŜƴ you make anonymous 

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 

out ǘƘŀǘ ŀƭƭ ǘƘŜ ǇƻǎƛǘƛǾŜ ǊŜǇǳǘŀǘƛƻƴ ȅƻǳ ŜƴƧƻȅ ƻƴƭƛƴŜ ƛǎ ōŜŎŀǳǎŜ ƻŦ ŦŀƪŜ ŀŎŎƻǳƴǘǎΣ ƛǘ Ŏŀƴ Řƻ ȅƻǳǊ ōǳǎƛƴŜǎǎΩ 

reputation a lot of damage. 

²ƘŀǘΩǎ ƳƻǊŜ ƛǎ ǘƘŀǘ ƛŦ ǘƘŜ ǿƻǊŘ ŘƻŜǎ ƎŜǘ ƻǳǘΣ ŜǾŜƴ ǘƘŜ ǇƻǎƛǘƛǾŜ ǊŜǾƛŜǿǎ ǘƘŀǘ ŀǊŜ ƎŜƴǳƛƴŜ  ǿƻǳƭŘ ōŜ 

looked upon skeptically. 

τȡ 9ÏÕÒ #ÕÓÔÏÍÅÒ ÉÓ )ÍÐÏÒÔÁÎÔȟ $ÏÎȭÔ )ÇÎÏÒÅ 4ÈÅÍȡ 

!ƴƻǘƘŜǊ ŎƻƳƳƻƴ ƳƛǎǘŀƪŜ ǘƘŀǘ ōǳǎƛƴŜǎǎ ƳŀƴŀƎŜǊǎ ƳŀƪŜ ǿƘƛŎƘ Ŏŀƴ Ǉǳǘ ǘƘŜƛǊ ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴ ŀǘ 

Ǌƛǎƪ ƛǎ ǘƘŀǘ ǘƘŜȅ ƛƎƴƻǊŜ ǘƘŜƛǊ ŎǳǎǘƻƳŜǊǎΩ ŘŜƳŀƴŘǎ ŜǎǇŜŎƛŀƭƭȅ ǿƘŜƴ ǘƘŜȅ ŀǊŜ ŀƴƎǊȅ ƻǊ ǳǇǎŜǘΦ 

Ignoring them is hardly 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, offer them a discount 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 

to view you more positively 

and this will help your 

business in enjoying a 

better reputation. 

υȡ $ÏÎȭÔ Disrespect 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. TheǊŜ ƛǎ ƴƻ Ǉƻƛƴǘ ƛƴ ƎǳŜǎǎƛƴƎ ǘƘŀǘ ǘƘŜȅ ŀǊŜ ǾŜǊȅ ƳǳŎƘ ǎŀōƻǘŀƎƛƴƎ ǘƘŜƛǊ ōǳǎƛƴŜǎǎΩ ǊŜǇǳǘŀǘƛƻƴ 

on their own.
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Reputation Management vs. Reputation -ÁÒËÅÔÉÎÇȡ 7ÈÁÔȭÓ ÔÈÅ 

difference?  
 

¢Ǌǳǎǘ ƛǎ ŀƴ ƛƳǇƻǊǘŀƴǘ ŦŀŎǘƻǊ ƛƴ ŜǎǘŀōƭƛǎƘƛƴƎ ŀƴȅ ŎƻƳǇŀƴȅΩǎ ƻǊ ōǳǎƛƴŜǎǎΩ ǊŜǇǳǘŀǘƛƻƴΦ 

²ƻǳƭŘ ȅƻǳ ǿŀƴǘ ǘƻ ǎǇŜƴŘ ǘƛƳŜ ǿƛǘƘ ǎƻƳŜōƻŘȅ ȅƻǳ ŘƻƴΩǘ ǘǊǳǎǘΚ 

{ƛƳƛƭŀǊƭȅΣ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎ ǿƻǳƭŘƴΩǘ ǿŀƴǘ ǘƻ Řƻ ōǳǎƛƴŜǎǎ ǿƛǘƘ ȅƻǳ ƛŦ ǘƘŜȅ ŦŜŜƭ like they cannot trust you. 

84% of the marketers feel that building trust is what managers need to focus on if they wish to build 

ǘƘŜƛǊ ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴΦ 

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

ȅƻǳ Ŏŀƴ ōǳƛƭŘ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴΦ Lƴ ǘƘƛs 

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 management 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 is put into action only when 

something goes wrong. 

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

²ƘƛƭŜ ƳŀƴŀƎƛƴƎ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴ Ŏŀƴ ŘŜŦƛƴƛǘŜƭȅ ǎŀǾŜ ȅƻǳ ŦǊƻƳ ŜƴǘŜǊƛƴƎ ƛƴǘƻ ŀ ŎǊƛǎƛǎ ƳƻŘŜ ŀƴŘ 

having a good crisis managemŜƴǘ ǇƻƭƛŎȅ ƛƴ ǇƭŀŎŜ Ŏŀƴ ǎŀǾŜ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ǊŜǇǳǘŀǘƛƻƴΣ ǘƻ ƳƛǎǘŀƪŜ 

reputation management for crisis management is wrong. 

¢ƻ ŘŜƳƻƴǎǘǊŀǘŜ ǘƘŜ ǾŜǊȅ ƳƛƴǳǘŜ ŘƛŦŦŜǊŜƴŎŜ ōŜǘǿŜŜƴ ǘƘŜ ǘǿƻΣ ǿŜΩƭƭ ƎƛǾŜ ȅƻǳ ǘǿƻ ŜȄŀƳǇƭŜǎ ǿƘƛŎƘ ǿƛƭƭ 

ƘŜƭǇ ŎƭŜŀǊ ǘƘƛƴƎǎΦ [ŜǘΩǎ Ǝƻ ōŀŎƪ ǘƻ ǘhe Toyota example we presented earlier. If the company 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, instead of their 

faulty accelerators. 

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 Malaysian Airlines 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 handle this crisis? 

They were quick on their feet to get a 

άŎǊƛǎƛǎ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ƘƻƳŜ ōŀǎŜέ ǎŜǘ 

up as quickly as possible through their 

website. Any news regarding the 

missing MH370 would be first 

ǳǇƭƻŀŘŜŘ ǘƘŜǊŜΦ ²ƘŀǘΩǎ ƳƻǊŜ ƛǎ ǘƘŀǘ 

they took to social media platforms 

and set an excellent example of how 

one should communicate with their 

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 

face of disaster. 

While our book is about 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. 

In fact, the way they handled the crisis actually ended up saving their reputation 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 since 

the reputation of a business is something which 

ƛǎ ŀ ǊŜƭŀǘƛǾŜƭȅ Ŏƻƴǎǘŀƴǘ ŦŀŎǘƻǊ ƛƴ ŀ ōǳǎƛƴŜǎǎΩ 

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 market a reputation? 


