Seizing the challenges of
Institutional communication
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REPUTATION

We are talking nowadays about e-reputation. In the past, the company knew
the opinion of its public by conducting opinion polls, and underwent some
crises. Today, public opinion is known in real time, good and bad, and crises are
multiple and come from all walks of life. Hence the interest for the company to
implement a strategic watch on what is said of it!



REPUTATION

Employees, actors of the e-reputation of their company are at the
origin of diffusion of harmful information, voluntarily or involuntarily
(for lack of knowledge of the uses and practices of the social media). It
is therefore essential to make employees aware of the digital
challenges of the company. Some companies use their employees as
their ambassadors via a community of fans.



REPUTATION

The e-reputation of a company is formed by the actions of Internet users: comments,
opinions, exchanges and recommendation of information, collective actions and
conversations within virtual communities. Internet users now have a huge way of putting
pressure on businesses, whether consumers, customers, etc. It has indeed become easy to
mobilize anyone in the world in a matter of minutes to undertake a media action against a
company. Moreover, with the advent of smartphones that can record anything (photo,
video, audio), Internet users will increasingly be at the origin of crises and their amplification
on social networks.



The secret of crisis
management is not
good vs. bad, it’s
preventing the bad
from getting worse.
Andy Gilman

REPUTATION

The media are often the propagators of
corporate crises with the origin of the
publication of information, a survey of the
company ... Their power is such that the
information broadcasted by the media is
automatically in first position on Google.



In case of
social media crisis
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think before tweeting

REPUTATION

Influencers are the new opinion leaders. True
emitters of content, they make the rain and
the weather on the Internet.



REPUTATION

How to treat it?




You can be everything!

BRAND IMAGE

Brand image refers to the public's perception of a company, its products
and its brands. Consumers get an idea of a brand based on their different
personal experiences or impressions that are suggested to them, either
through messages conveyed by the media or by their relatives. This is
why the image "perceived" by the public sometimes differs from that
which the company has of itself or that it strives to convey. However, it is
up to the company to influence this perception favorably.



BRAND IMAGE

When it comes to creating a brand image, it is important to start by clearly
defining the objectives, to develop a corporate strategy and, above all, to
ensure permanent control of the coherence of all the elements that make it

up.

Many components are used to create a brand image of a company, and each
one must be carefully studied:

* The product or service, by its form, its characteristics, its price and its
ingenuity is the first actor of the image of a company.
* The company shapes its brand image in particular by the name and the
visual identity that it chooses to give to its company and its products, as
well as through its distribution network.
 The image is also created based on the history of the company, the vision
and values of the leaders, the know-how, the strengths and weaknesses of
the company, the buying and selling experience.
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BRAND IMAGE

Associated with products, branding creates
value for the consumer.
Associated with the company, the brand image
creates value for the company.
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NOTORIETY

The primary purpose of the communication is
to publicize its products / services and its
business.



