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NEW DELHI, FEBRUARY 23:   You have heard of share capital and human capital in business. Now, welcome to the age of reputation capital. Business leaders are increasingly looking at reputation as a bankable asset. 

Some companies are so serious and focussed on encashing reputation that a new post of chief reputation officer (CRO) has become an integral part of the senior and top management. 

In his recent book, Reputation: Realizing Value from the Corporate Image, Charles J Fombrun, professor of management at the Stern School of Business, New York University, writes that “good reputation creates wealth.” 

The “reputation capital” give distinct advantages to a company. It helps them to entice more customers and investors for their products and stock offerings and reduces their exposure to crisis. “When crisis do occur, they survive with less financial loss,” he says. 

Global consultants predicts an increasing influence of chief reputation officers in the future. 

“A good reputation creates demand, and demand can command premium pricing,” says Deloitte Touche Tohmatsu chief executive officer Jim Copeland. 

The management consultants, however, agree that there is no concerted effort on part of companies in India yet towards reputation management. “Companies are considering reputation management as public relations (PR) exercise. But the role of CRO is far more than PROs,” says KPMG partner (Assurance Advisory Services) Vishal Mehta, adding that the concept is new and it will pick up gradually. 

“Though a new concept, its incremental advantage as an instrument to enhance shareholders’ value is being realised,” Federation of Indian Chambers of Commerce & Industry of India (Ficci) secretary general Amit Mitra adds. 

A Bangalore-based company vMoksha Technologies is one of the few companies in India to have a CRO. “Nothing is more valuable to a company than its reputation. 

In today’s interactive world, your reputation can be seriously damaged with just a few clicks of a mouse, equally by a large constituent group or by just one disgruntled customer,” says vMoksha’s chief reputation officer Abnash Singh. 

Hong Kong-based Goldquest International’s CRO Richard Zinkiewicz explains that the reputation of a company is based on nine factors: “Innovativeness, quality of management, employee talent, quality of products/services, long-term investment value, financial soundness, social responsibility, international acumen and use of corporate assets.” 

Acknowledging that ‘reputation’ of a company matters in clinching a deal 

when there is an equal competition in terms of product quality and price, Prof Fombrun says, “corporate reputations influence the products we chose to buy, the securities in which we invest our savings and the job offer we accept.” 

Stressing on the need to maximise reputational capital across the borders of traditional corporate structures, he urges companies to designate a chief reputation officer chief reputation officer as a member of their senior management team. 
