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Commonly Used Reputation Measurement Tools

There are a number of public rankings used frequently as goals for reputation management, including
Fortune’s annual rankings “Best Companies to Work For” and “Most Admired Companies.” Here are
three types of commonly used tools for measuring reputation progression. Note that none of them look
at constituent group behaviors.

Reputation Indexes
One public dashboard used to track and measure reputation is the annual Reputation QuotientSM by
Harris Interactive. Reputation Quotient metrics fall into six categories, each with 20 attributes that are
rated on a 7-point scale.

The study culminates in a list of the top 100 companies ranked by revenue. The ranking is based on
up to 8,000 general public interviews identifying the companies with the most visible (best and worst)
reputations. Then, approximately 20,000 people are each given about six company names from the list
and asked if they are familiar with the companies. If they are familiar, they are asked to rate up to two
companies on each of the 20 attributes. Each company is rated by approximately 650 people. Out of
this ranking comes the Reputation Quotient score.
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Other organizations providing similar tools with different methodologies include the Reputation
Institute’s RepTrack®, CoreBrand, Millward Brown, and Young & Rubicam.

Media Content Analysis

Media content analysis has advanced greatly from the days of manually cutting out articles with
a scissor (or hiring a company to do it for you). Today, vendors in this space such as Biz360 and
Delahaye provide robust digital analysis of what media mentions actually mean.

www.MarketingNPV.com « November 20 2008 « ©2003 - 2007 MarketingNPV LLC. All rights reserved. PAGE 1



L% MARKETINGNPY

For instance, Delahaye gathers news from major news sources, then scores and ranks the top 100
U.S. companies by measuring how many positive and negative reputation-driving attributes are found
within each story. The attributes are classified into five dimensions: stakeholder relations, financial
management, products and services, organizational integrity, and organizational strength.

Delahaye looks at such things as tone, whether key messages or graphics were used, whether the
company name was in the title, and where it appeared in the publication. Each component carries a
different weight. The summary measure, called the Net Effect, provides an all-inclusive bottom-line
figure of news measurement. The firm publishes a quarterly index. Clients also get customized reports
that show how they compare against industry leaders in the index.

Like the now commonplace media mix models, some companies are beginning to develop reputation
mix models that feed detailed attitudinal scores from multiple constituent groups into regression
algorithms along with sales, margin, and share-price data to see where the correlations are. Simulation
tools can then be developed to “forecast” the impact on one or all of the economic output variables if
the reputational attributes could be enhanced by various degrees. These models provide a basis for
attempting to assess the utility of investment in developing specific reputation components amongst
key constituent groups.
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