Brand Reputation

Strategy: Goals,
Choices, and Tradeoffs

o Board-level performance metric in an
Al-mediated information environment

o Core choice: defend existing reputation
or build new equity

e Shared leadership across brand,
communications, and customer
experience

e Set a primary goal, surface tradeoffs,
and drive repeatable decisions




What Brand Reputation Is and What It Is Not
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STAKEHOLDERS & Al RECEIVERS

Who interprets the signal

Customers
Make choices
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Prospects

Evaluate and
form opinions
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Engage, advocate,
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Investors

Assess confidence
and risk

Al Systems

Generate and
amplify answers

Reputation is the judgment
formed from direct experience,
earned coverage, employee
voice, and Al-generated
answers.

Distinct from brand awareness,
brand image, brand equity,
or personal branding.

Outcome is co-created:
leaders control inputs, but
all other parties shape

the signal.

It is a compounding asset—
either durable advantage or
costly liability.



Defining the Strategic Goal
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TRUST BUILDING

Build credibility and
strengthen relationships
with key stakeholders.

DIFFERENTIATION

Stand out in the market
and shape a distinct
and meaningful identity.
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CRISIS RESILIENCE

Prepare for disruption
and maintain confidence
when it matters most.
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EMPLOYER-BRAND
SPILLOVER

Strengthen reputation
as an employer and
attract and retain talent.

» Four common goals:

trust building, crisis
resilience, differentiation,
employer-brand spillover

» A primary goal forces

distinct measurement,
investment, and
channel choices

' Strength and favorability

are different dimensions;
they don't move
together

Perception-gap analysis
compares desired
positioning with
measured stakeholder
judgment




Stakeholder Expectations and Tradeoff Logic
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o Stakeholder groups rarely 4

demand the same reputation EMPLOYEES
outcome simultaneously
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» Define the reputation contract: ’ (P

expected trust, advocacy, and - 5 \ CUSTOMERS
benefit of the doubt

o Surface hidden tradeoffs early
via pre-decision stress tests

® Prioritize by urgency, materiality,
and which re[ationship is URSTARS COMMUNITY
hardest to rebuild I




How Reputation
Creates Business Value

- Strong reputation boosts pricing
power, marketing efficiency, talent
attraction, and investor confidence

- Reputation is a strategic business
input, not just a communications
output

- Frame reputation as value at risk
when presenting to the board

- Defend the proactive business case
with risk-adjusted cost of inaction

- Expect meaningful differentiation
to compound over 12 to 36 months




Leading Indicators and Measurement Architecture
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DECISION-GRADE REPUTATION INDICATORS
o Activity metrics show effort;
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* Core stack: advocacy ratio,
conversation quality, competitive
frame, sentiment trajectory

ADVOCACY CONVERSATION COMPETITIVE SENTIMENT
RATIO QUALITY FRAME TRAJECTORY

NOISE: ACTIVITY & VOLUME .': \ SIGNAL: CHANGE & IMPACT . Blend Owned, earned’ behaVIOraL
' and Al data without a measurement

swamp

* Validate by correlating reputation
with lagging commercial outcomes




Reputation in
the Age of Al Search

Reputation now forms in
Al-generated answers, not
just search and social feeds

Citation Share: tracking

brand _v|51b|I|ty in M CENERATED
Al-assisted purchase ¥ ANSWER
research

Al compresses crisis cycles
and can preserve negative

narratives for years
Al RETRIEVAL

SHADOW

Discipline: accurate entity
facts, authoritative sources,
recurring Al audits




Offensive Reputation Moves

BOLD
PUBLIC POSITION

Take a clear stand.
Accept the tradeoff.

MEASURED

CITATION-QUALITY OUTCOME

Earn durable credibility
through quality signals.

Build equity with
evidence, outcomes,
and category
vocabulary

Founder voice signals
primary source,
not promotion

Bold positions:
calculate durable
value versus
backlash

Customer outcomes
and independent
validation outweigh
claims

Measure citation
quality, not raw reach




Defensive Reputation Discipline

Crisis response now runs on two
clocks: the news cycle and the
persistent Al retrieval cycle

The first-72-hours discipline:
convene the core team, establish
facts, issue a holding statement

Weigh tradeoffs between speed,
legal caution, and public
accountability

Pre-draft language, named
escalation paths, and a retrieval-
defense layer before a crisis hits

Pre-crisis trust functions as
body armor, preserving response
options

Two Clocks. One Response.

THE NEWS CYCLE THE Al RETRIEVAL CYCLE

Fast. Moves On. Persistent. Long Memory.

Disciplined Response Timeline
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Convene Establish Issue a holding Protect trust.
the core team facts statement Preserve options.




The Customer-Experience Link to Reputation

SILENCE
FUELS
EROSION

SERVICE
FAILURE MOMENT

. recovery AT

BUILDS
TRUST

COMPOUNDING TRAJECTORY OVER TIME

» Service failures become

reputation failures when
met with silence

» CX signals precede

mainstream coverage of
reputational erosion

> Align recovery moments

with communications
narratives

» Claim CX wins as proof

points only when they
are defensible

» Complaint patterns are

strategic intelligence,
not case-level firefighting




Internal Alignment and Decision Rights
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- Name a single reputation

owner to oversee the portfolio

- Empower a cross-functional
forum, not a hero or
stalled committee

- Align incentives to break
departmental reputation silos | CROSS-FUNCTIONAL
FORUM
_ TIEBREAKS AND
- Avoid slow approvals and € DECISION RIGHTS
misaligned legal, comms, '
and operations

. _ - 3 ONE FORUM.
- Build governance into existing CLEAR DECISIONS.

executive rhythms, not ALIGNED EXECUTION.

new bureaucracy :
O
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Six questions for any
reputation choice: goal fit,
stakeholder impact, time
horizon, reversibility, and
evidence leverage

Map tradeoffs explicitly:
short-term gain versus
long-term trust, speed
versus accuracy, reach
versus relevance

Make non-negotiable
constraints visible before
committing to a direction

Communicate rejected
options internally without
cynicism

Keep a decision log: record
assumptions and expected
outcomes so the
organization learns from
every choice

Short-term

gain

Speed

Reach

A Practical Decision Framework
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1. Does it fit
our goal?

2. Who will it
impact?

3. What is the
time horizon?

4. Can we
reverse it?

5. What
evidence can

we leverage?
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Long-term
trust

Accuracy

Relevance

Make non-negotiable constraints visible

before committing to a direction




From Strategy to Operating Rhythm
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Reputation strategy as
recurring decisions, not
annual intent

Layered cadence: daily
alerts, weekly triage,
monthly reviews,
quarterly strategy

Embed reputation reviews
in existing brand, comms,
and CX rhythms

Thresholds and escalation
logic create an early-
warning system

Reviews must surface
operational fixes, not just
communication plans

QUARTERLY
Strategy Review
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MONTHLY
EETE

&

WEEKLY
Triage




First 90 Days: Agenda for Reputation Leaders“
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Run a six-point reputation audit
across search, reviews, media,
Al, employee voice, perception.

Name the primary goal and the
single highest-weighted gap to close.

Install minimum governance:
an owner, escalation path,
and decision forum.

Set three leading indicators
with baselines and target trajectories.

Run one tabletop crisis
scenario within 90 days.

Define recurring review cadence
and the first 30-day action set.



PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A
personwise.ai/t/c8f5f108/public


https://personwise.ai/t/c8f5f108/public?entry_surface=public_courseware_pdf

