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The concept of Reputation Management explores the value of good reputation, and the possibility of lost or tarnished reputation. Reputation management, therefore, is described as a method of building and sustaining of an organization's good name, generating positive feedback from stakeholders and its publics that will result in meeting strategic and financial objectives (Kartalia, 1999). 
	An organization’s reputation or image is described as the collective opinion of stakeholders and its various publics toward an organization. It is largely based on impressions formed over time from firsthand experiences with the organization. These impressions are formed while shopping at a store, including product returns; using organizations’ facilities, on the telephone with customer service, or service call with company service personnel. 
Fairly or unfairly, these impressions crystallize over time in stakeholders’ minds, and the minds of friends, family members, coworkers, and anyone willing to listen resulting in classifying organizations of good or bad reputation.  
Good or bad, an organization’s reputation affects future stock performance, its ability to sell products and services, its ability to attract members, as with non-profit entities, to attract investors, and to exert influence in government circles. Poets and PR professionals agree reputation is a mighty thing, worthy of nurture, deserving of praise. And once lost -- or even tarnished -- incredibly difficult to regain (Winkleman, 1999).
In quoting Warren Buffett: "If you lose dollars for the firm by bad decisions, I will be very understanding. If you lose reputation for the firm, I will be ruthless. 
The good news is that, with good reputation classification, organizations benefit.  

The concept of Reputation Management is a new trend in Public relations, usually embedded in the larger organization communication or in crisis communication. Current works in that area include Professor Charles J. Fombrun’s, book titled Reputation: Realizing Value from the Corporate Image. It is a well-researched book, and focuses on just one basic question: how important a reputation is to any company or organization. 
Further questions that need to be explored in the future are in the area of the barometer to measure organization’s reputation, just as it is possible to measure corporate earnings, return on investment and customer satisfaction.
For the sake of this presentation, reputation and image will be used interchangeably. And organization means company, corporation, for profit and not-for-profit organization, countries, like The United States of America and Nigeria, and other entities.
This article explores factors that shape organizations’ reputation, how to create good reputation and what could tarnish an organization’s reputation. In what could tarnish an organizational image, the tipping point theory is applied to view the circumstances that could lead to a tarnished image. In addition, the symmetrical model of communication is explored in applying the image restoration theory for a roadmap for successful makeover. 
(i) What factors shapes organizational reputation?
· You cannot spin a reputation
Good reputation is acquired over a long period. It emanates from everything it, its members or employees and others say about it , how it behaves and the strategies it tries to enact especially in crisis times. 
· Employees or members as reputation managers 
(ii) What creates positive image
· What you say-transparency
Examples: 
· Proactively engage stakeholders in dialogue
· Understand stakeholders’ expectation by monitoring the environment
· Define transparent standard for your own environment
· More
· Encourage ethical behaviors
Ethics can be taught-You can indeed teach old dog new tricks
E.g: BOD’s must accept responsibility for its key stakeholders’ performances and actions
(iii) What creates negative reputation?
Ethical lapses: Organizations that come to mind include AOL with its service and billing problems in the past, and Enron, with its now infamous CEO Ken Lay.
3.  RESTORING ORGANIZATIONS REPUTATION
· Theories to consider:
Tipping point theory explains how minor changes in ideas and products can increase their popularity and how small adjustments in an individual's immediate environment can alter group behavior.

Image restoration theory: 
Theorizes that perceptions are more important than reality
The accused is held responsible for an action. 
That act is considered offensive. 
Responsibility can appear in many guises: for example, a business can be blamed for acts that it performed, ordered, encouraged, facilitated, or permitted to occur. 
Finally the theory focuses on message options including denial, evasion of responsibility as in the case of Gary Condit, which to this day I still consider my best TV analysis with my then limited knowledge in image restoration, and so on.  
· Applying the symmetrical model of communication
· Organization applying symmetrical model of communication’s posture is that of intent to change its ways from the inside, in a collaborative manner between itself and the public. It prompts others to take a second look at the organization.
This concept is characterized by open system, holistic, responsibility, interdependence, conflict resolution and communication as a path to understanding.
While traditional external efforts, like hiring a public relations firm, still have their place in working to restore organization’s image, enlisting its employees is still the most effective. How it is done:
1. “Elevator speech”
2. Engaging unhappy customers
3. Consciously coordinating internal and external communications so customers hear the same from employees as they read in print ads.
4. Involve employees in talking to the media and other vendors
5. Coordinated employee volunteer program that reinforces organization’s larger philanthropic platform.
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