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Blood = poorly paid
products

For the Norwegian
fishing industry,
catch damages
result in lost
income and
complaints, and
that Norwegian
seafood in general
can get a bad
reputation.

Eksportutvalget for
fisk

”Den beste sjømaten
kommer fra Norge”.

Oppdrettsnæringen må rydde i
eget hus
«Fiskeoppdretterne må
investere i en industriell løsning
på kvalitetskrisen i næringen»
08.01.06



Net closes on illegal fishing

The summit comes days after a
Norwegian fisherman was charged
with fisheries offences in the north of
Scotland.

Authority wants to stop 'fish
torture‘

The Norwegian Food Safety Authority has
revealed rampant violations of animal
protection laws after an inspection of a
plant that stores live, wild cod. The NFSA
says fish are being tortured after tip-offs
led to checks at three plants in northern
Norway.
The Norwegian Food Safety Authority
found cages with insufficient space or
oxygen for wild cod.
28 July 2004

Though Norway's fishing
boats have a reputation for

being pretty ruthless when it
comes to salmon or sand eels,

the Norwegian government is
justifiably proud of the

greenness of its policies,
including those for fish-stock

management.
The Economist, 2003

Norsk fisk har et godt
omdømme, som
sikkert kan bli enda
bedre. (EFF)



Dissatisfied with government regulation,
environmental groups have taken out ads in The
New York Times and held demonstrations in front
of groceries urging consumers to boycott farmed
salmon, arguing they are tainted by chemicals,
antibiotics and dyes. Please stop buying Norwegian

fish products. www.svik.org

Friends of Clayoquot Sound,
an environmental group in
Tofino urges consumers to
boycott all farmed salmon

Norwegian salmon farmers have rejected
the dumping allegations and claim that the
measures taken by Brussels are aimed at
protecting salmon farmers in Scotland and
Ireland which, unlike Norway, are
members of the EU.



Thrown Overboard



GoodGood

BadBad

BadBad GoodGood

Perceptions

Reality

RISKS

OPPORTUNITIES

Action is required to
capitalize on good

reality and overcome
poor perceptions.

Change is required to
alter ‘reality’ and

minimize reputational
risk.

Reputation: Comes from both Reality &
Perceptions



Putting Key Concepts in Perspective

The symbols and attributes that
organizations use systematically
to distinguish themselves from
rivals.

The internal features of a
company that are central,
distinctive, and enduring.

The overall esteem in which an
organization is held by its
constituents, leading to enhanced
relationships that drive desirable
behaviors toward organization

The perceptions and
associations that form in the
human mind when people
think about an organization or
its products.

BrandIdentity

ReputationImage
IntegratedFunctional
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Business Focus

There are four intangible sources of value; Image, Identity, Brand, and
Reputation. They are frequently confused yet it is important to make a clear
distinction between them.



PD Offers high quality
products and services

PD Good value for
the money

PD Stands behind its products
and services

PD Meets customer needs

Err_1

Err_2

Err_3

Err_4

Products

Inn Is an innovative
company

Inn Generally first
to market

Inn Adapts quickly
to change

WP Rewards its
employees fairly

WP Concern for the health
and well-being of its employees

WP Offers equal opportunities
in the workplace

Gov Behaves ethically

Gov Is fair in the way it
does business

Citiz Acts responsibly to
protect the environment

Citiz Has a positive influence
on society

Citiz Supports good causes

L Has a strong and
appealing leader

WP Has excellent
managers

L Has a clear vision for
its future

Perf Is a profitable company

Perf Delivers good
financial results

Perf Shows strong
prospects for future growth

Gov Open and transparent

L Is a well organized
company
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Err_12

Err_13

Err_14

Err_15

Err_16

Err_17

Err_18

Err_19

Err_20

Err_21

Err_22

Err_23

Innovation

Workplace

Governance

Citizenship

Leadership

Performance

Reputation
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Reputation Construct & Support
Behavior (SEM)

Reputation
Company

Confidence
err_3

.92

Company
Admiration

err_2

.87

Company
Feelings

err_1 .92

Overall Company
Reputation

.85
err_4

Goodness-of-Fit Index = .911; Comparative Fit Index = .944

Behavior

I would purchase
the products/services

I would recommend
the products/services

I would invest

I would work

I would say something
positive

If I was faced with a product
or service problem, I would

trust them to do the right thing

If I had the opportunity, I would
recommend it as
an investment

err_5

err_6

err_7

err_8

err_9

err_10

err_11

.80

.85

.77

.68

.77

.75

.80

.88



“Esteem”
“Admiration”
“Trust”
“Feeling”

RepTrak™

Four Pillars



Dimensjonsvekting - hva betyr mest i
Norge

ArbeidsmiljøLedelse

RepTrak™

Produkter og
tjenester

Innovasjon ØkonomiSamfunns-
ansvar

RepTrak™- dimensjonenes viktighet

Januar-Mars 2006

Etikk

10% 9%11%15%17%29% 9%



RepTrak Pulse™ i Norge 2006

RepTrak Pulse™
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Sammenheng mellom omdømme og kjennskap
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Merkekjennskap

Virksomhet over
gjennomsnitt på
både omdømme

og kjennskap

Virksomhet over
gjennomsnitt på
kjennskap, men

under
gjennomsnitt på

omdømme

Virksomhet under
gjennomsnitt på
både omdømme

og kjennskap

Virksomhet over
gjennomsnitt på
omdømme, men

under
gjennomsnitt på

kjennskap



Sammenheng mellom omdømme og kjennskap

De to linjene på hver akse viser gjennomsnittet av alle virksomhetene i
Norge. X-aksen viser merkekjennskapen, mens y-aksen viser RepTrak
Pulse™-scoren.



Anbefale produkter og tjenester
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Stole på
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Omdømme vinnere viseOmdømme vinnere vise



Kommunikasjon
Visible
scores

Company score RQ
Ranking

Coca-Cola 79,9 9

Elkjøp 73,9 12

IKEA 73,9 1

Microsoft 73,7 4

Rema 1000 71,7 5

Distinctive
scores

Company score RQ
Ranking

IKEA 79,7 1

Coca-Cola 78,1 9

Microsoft 73,5 4

Aker 67,5 3

TINE 61,4 10

Consistent
score

Company score RQ
Ranking

IKEA 76,7 1

Rema 1000 71,8 5

Coca-Cola 69,9 9

Microsoft 67,1 4

Coop 66,2 2

Transparent
score

Company score RQ
Ranking

IKEA 67,1 1

Coop 65,1 2

Microsoft 59,2 4

Aker 56,7 3

Elkjøp 56,6 12

Responsive
Score

Company score RQ
Ranking

IKEA 67,5 1

Coop 64,3 2

Microsoft 58,0 4

Aker 57,1 3

Rema 1000 55,1 5

Sincere
score

Company score RQ
Ranking

IKEA 68,1 1

Coop 64,6 2

Rema 1000 59,3 5

Microsoft 56,6 4

Aker 53,6 3

Visible, i.e. communicates often Transparent, i.e. publishes enough information about its activities
Distinctive, i.e. stands out from the crowd Sincere, i.e. appears honest in what it says and does
Consistent, i.e. conveys a consistent message Responsive, i. e. welcomes open discussion with outside audiences about its activities



The Global RepTrak™ 200

20. November 2006

Measurement of largest
firms in 25 countries



RepTrak™ Pulse in
DENMARK

A.P. Møller - Mærsk
Arla Foods
Carlsberg
Danisco
Danish Crown
Danske Bank
Egmont
ISS
JYSK
LEGO
Lundbeck
TDC
Vestas

RepTrak™ Pulse in FINLAND

Fortum
Kesko Group
Kone
Metso
M-real
Nokia
Outokumpu
Sampo
Stora Enso
UPM-Kymmene

RepTrak™ Pulse in
NORWAY

Aker
Coop
DnB Nor
Hydro
Norske skog
Orkla
Rema 1000
Statoil
Storebrand
Telenor
Veidekke

RepTrak™ Pulse in SWEDEN

Coop
Electrolux
Ericsson
Hennes & Mauritz
ICA
IKEA
Nordea
SCA
SEB
Skandia
Skanska
Sony Ericsson
TeliaSonera
Vattenfall
Volvo Personvagnar

Scandinavian Companies included in the
Global RepTrak Pulse 2006



RepTrak™ Pulse in
DENMARK

RepTrak™ Pulse in
FINLAND

RepTrak™ Pulse in
NORWAY

RepTrak™ Pulse in
SWEDEN

And the Top ranked are…









Leadership is a driver in
attracting employees

Q: I would prefer to work for a
company with a strong and
appealing leader
Top 2 box ratings (6,7)

39.1

45.0

47.3

51.0

52.0

52.5

54.2

60.2

60.6

61.4

61.8

65.6

66.6

66.7

68.4

70.4

71.5

73.0

73.7

77.5

78.4

82.5

83.7

86.9

89.5

Spain

Netherlands

Japan

Germany

United Kingdom

Italy

Argentina

Switzerland

Finland

Poland

Mexico

Sweden

Chile

Australia

France

Denmark

United States of America

Russia

Norway

India

Canada

Brazil

South Korea

China

South Africa

Strong and appealing leaders
can be used as a competitive
advantage in attracting new
employees

The role of the leader varies
around the world





Leaders are not trusted by the
general public around the world

Q: Most companies are run by
respected leaders
Top 2 box ratings (6,7)
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15.3

15.9

17.0

18.6
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19.3

20.6

22.9

28.3

30.2

31.9

32.0

35.2

35.4

35.6

36.7

53.5

Italy

Japan

Poland

Russia

Germany

United Kingdom

Netherlands

Australia

France

Argentina

Sweden

Norway

United States of America

Switzerland

Spain

Canada

South Korea

Chile

Denmark

Finland

China

Brazil

Mexico

India

South Africa

Leaders are not to be trusted

Developing countries have the
highest trust

A major opportunity since trust
is low



Unethical behavior impacts buying behavior

Q: In the past I have refused to
buy the products of a company
whose top managers had behaved
unethically
Top 2 box ratings (6,7)
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33,6
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50,3

51,8
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Russia

Netherlands

South Africa
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United Kingdom

Germany

Sweden

Argentina

South Korea

India

Spain

Mexico

Australia

Denmark

Poland

China

Canada

Switzerland

Chile

France

United States of America

Norway

Finland

Italy

Brazil

Lack of ethical leadership
heavily influences supportive
behaviors and performance

Ethical behavior is a risk and
an opportunity



Global Industry Reputations
73,7

71,0

70,6

69,4

69,3

67,6

67,4

65,1

64,7

64,5

64,0

64,0

62,5

61,2

61,0

60,9

60,6

60,2

58,0

57,7

55,2

Electronics

Beverage

Food

Retail

Aerospace & Defense

Computers

Automotive

Conglomerate

Travel

Transport/Logistics

Media

Industrial

Chemicals/Pharma

Insurance

Banking - Commercial

Natural Resources

Consumer Products

Services

Diversified Financial

Technology

Telecomunications Services

Industry reputation differ

Telecommunications - worst
reputation in the world

Electronics -the best
reputation in the world



Fant musehale
på frossenpizzaen

Når nettene blir lange, danser musene
på Grandiosaen.

At det var en musehale,
kunne Mattilsynet raskt
bekrefte. Halen var
tilnærmet hel, med hår
og litt kjøtt.

Aftenposten
Først publisert: 25.11.06 Oppdatert:

25.11.06 kl. 12:08 )

GRANDIOSA-SJEFEN:
Angriper matsnobberi

Hvem er det som skal definere hva
som er norsk matkultur om det ikke
er forbrukerne selv, sier en
provosert administrerende direktør
Jan Ove Rivenes i Stabburet.

Aftenposten
Publisert: 19. november 2006 kl. 20:07
Oppdatert: 20. november 2006 kl. 11:07



Business
performance
• Activities
• Policies

Stakeholders’
expectations

Bases of gap
• Differences of fact
• Differences of value
• Differences of policy

We are Left with a Legitimacy
gap (Sethi, 1977)



Omdømme = Tillit

• Reputation is one of the sources of trust
• Risk is opposite of trust
• Trust can exist only if risk is absent or

low
• As any other value that every

organization owns, trust is a resource
that must be maintained, exploited and
nurtured.



The word TRUST comes up everywhere -
particularly the importance of trust and
reputation to future business success. “Trust
is replacing loyalty as a way of bonding
people into collective enterprises.”



Strategic Reputation Building:
Focusing Initiatives

Leader

RO

VP, Mkg VP, Comm.

RM Strategy

Ad

Dir. Mkg Mkg. Con

PR CM

RO –
Reputation
Officer

Kjent japansk tegneserie
med norsk laks og
makrell



Sjømat er Norge!
Norge er Sjømat
i verden!

“The way to gain a good reputation is to endeavor to be
what you desire to appear." -- Socrates.

Det Høyest Qvalitet
Det Best
Det Mest
Miljøvennlig


