
C o r p o r a t e  
R e p u t a t i o n  

M a n a g i n g  
t h e  

N e w  S t r a t e g i c  A s s e t  

J o h n  S m y t h e ,  
C o l e t t e  D o r w a r d  

J e r o m e  R e b a c k  

c 
C E N T U R Y  
B U S I N E S S  



Contents 
Foreword by Tom Lloyd vii 

Introduction i x  

PART ONE: A NEW STRATEGIC ASSET 

1 WHAT IS REPUTATION? 3 

2 MANAGING THE ASSET 10 

3 A JOURNEY INSIDE TWO ORGANIZATIONS 20 

PART TWO: PART OF THE MANAGEMENT PROCESS 
4 MANAGING CULTURE 27 

5 MANAGING CHANGE 37 

6 MANAGING EXTERNAL REPUTATION 44 

PART THREE: MANAGING INTERNAL COMMUNICATION 
7 THE POWER OF INTERNAL COMMUNICATION 61 

8 THE HUMAN DIMENSION 70 

9 THE ORGANIZATIONAL DIMENSION 79 

10 BUILDING THE CASE 91 

11 IMPROVING INTERNAL COMMUNICATION: A PRACTICAL 
GUIDE 105 

PART FOUR: MANAGING EXTERNAL COMMUNICATION 
12 THE POWER OF EXTERNAL COMMUNICATION 117 

13 WHO ARE WE TRYING TO REACH? 127 

14 THE INTERNATIONAL DIMENSION 135 

15 DEVELOPING STRATEGY 141 

16 THE REALITY BEHIND THE SMILE 149 

17 ORGANIZING FOR COMMUNICATIONS 155 

PART FIVE: DELIVERING PRACTICAL PROGRAMMES 
18 REFRESHING THE PLANNING PROCESS 167 

19 MANAGING REPUTATION 171 

Index 177 


