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Global Reputation Knowledge and Advice 

Knowledge Center 
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Our Global Value Proposition:

We enable leaders to make business decisions 

that build and protect reputation capital and 

drive competitive advantage.

Reputation Institute
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The Country RepTrakÊ release happening today  

/ƻǳƴǘǊȅ wŜǇ¢Ǌŀƪϰ 
Media Attention 

© 2011 Reputation Institute, all rights reserved. 
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Download The Country Global RepTrakÊ 

Reports 

at www.Reputationinstitute.com  

  

 

© 2011 Reputation Institute, all rights reserved. 

http://www.reputationinstitute.com/
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Agenda  

1.The context of Country Branding and Country Reputation  

2.Insights from Country RepTrakÊ 2011  

3.Learnings from the best  
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Reputation economy 

 

ƴ  Trust in countries is on the decline 

 

ƴEconomic climate leads to intensified 

competition  

 

ƴStakeholders are more informed and  

more demanding   

 

ƴ  A balanced approach is the key to 

success 
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While trust is eroding, countries are doing more than ever to get 

noticedé 

óMade in Britainô    

 gets new logo  
As globalization 

advances and as more and 

more companies move 

their production to more 
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Country vs. corporate reputation management   

Countries have more touch-points and less control over them 

2 

1 

3 

Countries often lack the skills and expertise in brand and  

reputation building 

Countriesô reputations rely on many elements that are inalterable 

(history, landscape, location etc.) 

4 Managing the brand and reputation of countries involves many 

bodies with conflicting interests 

However, in both cases shaping the experience to increase 

appeal and differentiation results in stronger stakeholder 

relationships, support and preference  
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Country RepTrakÊ - deconstructing emotion  

Emotional  Rational explanation  

of the emotional  

Reputation is Driven by Three Dimensions 
RepTrakϰ ƳŜŀǎǳǊŜǎ ǘƘŜƳ 
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Reputation management 

EFFECTIVE GOVERNMENT 

ADVANCED ECONOMY APPEALING ENVIRONMENT 

Á Produces high quality products and services 

Á Has many well-known brands 

Á Technologically advanced 

Á An important contributor to global culture 

Á Values education 

ÁWell-educated workforce  

Á Beautiful country 

Á Enjoyable country 

Á Appealing lifestyle 

Á People are friendly and welcoming 

Á Favourable environment for doing business 

Á Run by an effective government 

Á Adopted progressive social and economic 
policies  

Á Responsible participant in the global 
community 

ÁOperating efficiency 

Á Is a safe place 
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 Infrastructure 

 Culture/symbols 

 Service 

Places 

People 

Products 
 

Direct Experiences 

Branding 

Public  

Relations 

Marketing 

Politics 

What Country 
Says/Does 

Traditional & 

social media 

NGOs 

 

Politicians  
 

Friends/Family 

What Others Say 

REPUTATION SUPPORT 

The creation and impact of reputation 

 

Visit 
Invest 
Live  
Work  
Study  
Buy 

RESULTS 

FDI 

Tourism 
receipts 

Exports 

GDP 
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Return on investment from a good country reputation 

Example: 

Increasing Brazilôs  

Reputation by 10% will 

increase its tourism 

receipts by $680 million Country Reputation  
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Very high correlation (R2 = 0.8) between Country Reputation and 
peopleôs willingness to: visit it, live in it, invest in it, buy products 
and services from it, study in it and work in it 

2 

1 

Direct link between reputation and money: 10% increase in Country 

Reputation leads to 11% increase in Tourism Receipts and 2% increase 

in Foreign Direct Investment 

REPUTATION SUPPORT

Visit
Invest
Live 
Work 
Study
Buy

RESULTS
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Reputation leads to support and financial performance 

59,2%

9,7%
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Supportive Behaviors
Recommend as a place to VISIT

REPUTATION SUPPORT

Visit
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Work 
Study
Buy

RESULTS



14 

Reality vs. perception 

 

Improving and maintaining a strong reputation requires a 

mix of improving both the reality (through actions) and 

the perception (through communications/engagement) 

Change is required to  
alter ΩǊŜŀƭƛǘȅΩ ŀƴŘ minimize 
 reputational risk 

Communication is required to 
capitalize on good reality and 
overcome poor perceptions 

Maintenance of good reality 
and perceptions is required 



The Worldôs Most Reputable Companies: A Global Study of Consumers in 41 Countries 

Country RepTrakÊ 2011 learnings   


