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1. Reputation really counts!

2. CEO - an anchor in times of change.
3. CEO’s Reputation - the right balance.
4. Create a CEO Brand.

5. CEO Communications shapes both Company’s and
CEQ’s Reputation.

6. The Golden Rules for CEO Communications.
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Influences on Corporate Reputation CEO Reputation
To what degree do each of the following = 90 % investment analysts
influence your company's reputation? recommend firms’ stock based

on CEO’s reputation

= 80 % say an enterprise will be
successful when a well-known
CEO takes over for

Shareholders restructuring
2,71 = 70 % say a company is a
Summary of means on
IE e 270 a5-point scale good place to work based on
_ where 5 = extremely ’ .
Broadcast Media ALK influences CEQO's reputatlon
— and
Plaintiffs Attorneys p#:]J 1 = dees me TuETas
_Labor Unions 1,82 at all Source: Chief Executive, Hill & Knowlton corporate

reputation watch survey, 2002.

Don't underestimate the value of a good CEO reputation!
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‘ Search for security and ‘

Minimising risk direction
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[-Managemenﬂ Medien Tenor

Coverage of management as percentage of press reports on
DAX30 companies.
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Managers and scientists recognised as leaders of tomorrow.

Survey: Where does society derive hope for the future?

Scientists —
M AN @ e | —— '

Industry * | '

Young generation

Engineers
Politicians

Women

Trade unions
Interest groups

|

Churches
Journalists
Source:
0% 10% 20% 30% 40% 50% 60% 70% Institut fiir Demoskopie
Allensbach 2002
[IZI West.Ger 1987 W West.Ger 2001 j aus:  Die Werte des
Unternehmens"

Eberhard von Kuenheim
Stiftung Hg. 2002
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= Separation of CEO's
reputation from company's
= CEO overshadows the

company

Personal failures endanger
company's reputation
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= Determine CEO Brand through
continual assessment and
coaching.
= Activities and brand need to be
| in alignment.
= Implement your Brand -
live your Brand!

Strategy

The CEO Brand has to complement the corporate brand and be
compatible with the image of the products/ services.
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CEO’s
Tasks

Human . .
COMMUNICATIONS Resources Operations Finance

B Communicate Strategy, Targets, Achievements

B Select + Distribute Information
Controlling, monitoring strategy implementation, adjust to strategy,
allocate tasks

B Networking
Establish relationships

SHAPE REPUTATION OF THE COMPANY AND THE CEO (CEO Program)
Leadership position, credibility, expectations, negotiating position,

share price, attractive company to work for
Right messages

Internal Fw::szl Customers oP'"'ggl:i?:':ers/ Public
Target | - Board of » Shareholders | = Key Accounts | = Governments | = Media
. gjg:gﬁg?;t * Financial = Key Suppliers | = Politicians » Interest +
Groups Board Analysts » Strategic = Trade Pressure
= Senior Mgmt. * Financial Partners Associations Groups
» Labour Reps. Journalists

The CEO is ultimately the face and voice of the enterprise. Ehl®
Communications report directly to the CEO.
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WWW.Cnc-ag.com
Dr. Christoph Walther
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