The Cost Of A Reputation Aldington Versus Tolstoy The Causes Course And Consequences Of The
Notorious Libel Case
The Cost of a Reputation-Ian Mitchell 1998 The Cost of a Reputation recounts, in painstaking detail, the events of the libel case initiated by Lord Aldington against Nikolai Tolstoy and Nigel Watts. The case concerned
the forced repatriation of Soviet peoples at the end of WW2.,.
Corporate Reputation and the Cost of Capital- 2015
The Costs of Privacy-Steven L. Nock Americans now enjoy vastly more privacy than in the past. But privacy makes it difficult to know much about other people; more privacy means more strangers. "The Costs of Privacy
"begins with these questions: How, in an anonymous society of strangers, is trust possible? What enables both individuals and institutional actors to trust others whom they have never met and do not know? Nock
suggests an answer: that "surveillance "establishes reputations, and it is these which permit us to trust strangers. Simply put, actors are willing to trust those whose reputations justify that trust. Not only does
surveillance establish reputations, but it also maintains them among strangers. Nock defines such surveillance functionally, as overt and conspicuous forms of "credentials (e.g., "credit cards, educational degrees,
drivers' licenses) and/or "ordeals (e.g., "lie detector tests, drug tests, integrity tests). He shows that the use of credentials and ordeals, over time, is correlated with the number of strangers in our society. Anonymity,
then, is one of the costs of greater personal privacy; surveillance is another, offsetting cost. Older methods of surveillance have long been staples of our society. The concluding chapter focuses on newer methods of
surveillance, those which can record genetic and biochemical information about people. Unlike traditional bases of reputation, genetic information makes it possible to predict future physical illnesses, mental health
problems, and various types of behavior. These new forms of surveillance may seem attractive because they make it possible for actors to enter into risky relationships with many more people (i.e., trust them) without
ever getting to know them. In so doing, we may be altering the nature of our public life. And that, argues Nock, may be the greatest cost of privacy.
Reputation, Stock Price, and You-Nir Kossovsky 2013-01-28 “All of our working lives we have heard the mantra, ‘a reputation lost is never regained.’ Still, the firms we work for, admire and invest in seem to take costly
reputation hits all too often. Everyone interested in managing, regulating or investing in public firms will find Nir Kossovsky’s book a wonderful read through reputations won, lost and regained over the last 20 years.
This is the first book which goes beyond platitudes to explain how to spot value-destroying reputation risk and how to manage it or live with its consequences. Couldn't be more timely.” —Tom Skwarek, Managing
Director|Structuring and Solutions Group, Unicredit Bank AG; previously Managing Director|Corporate Strategic Solutions, Swiss Re. “There are fiduciary reasons why corporate directors would benefit from reading
this book. There is also a personal benefit. The collapse of a company’s reputation can stain the personal reputation of its directors.” —George Miles, Member of the Board of Directors, AIG, EQT, Harley Davidson, HFF,
and Wesco. “Nir Kossovsky has written a gripping tale, first educating the reader by distinguishing between corporate branding and reputation, then alarming us with case histories of mismanagement of corporate
reputational crises, and finally reassuring all with a unique solution, i.e., insuring against the risk of reputational loss.” —John H. Bennett, Partner, Global Brand Positioning, previously Chief Marketing Officer, Visa, Inc.
“While directors know reputation is important, it often is treated as a vague ‘good’ until something bad happens. Nir Kossovsky does a great job, with many examples, of connecting reputation to stock price and to
behaviors, before and after crises. If you are a director, a senior manager, or a regulator, you should read this book and remember the lessons it offers. There is no office which will restore reputation, but careful
planning and quick response, as Nir points out, can make a big difference.” —Herbert S. Winokur, Jr., former chairman on Enron’s Board Finance Committee and a director of many for-profits and non-profits A company
that takes a hit to its reputation—BP after the Gulf oil spill, Barclays after fiddling LIBOR, News Corp after the phone hacking scandal—enters a world of grief: market value falls along with employee morale, regulatory
scrutiny increases, and customers defect and boycott. Reputation, Stock Price, and You: Why the Market Rewards Some Companies and Punishes Others shows how a company’s reputation is created and how
reputational value impacts corporate P&L and the personal finances of its many stakeholders. Better yet, it shows what you can do to profit from, increase, protect, monitor, evaluate, restore, and even insure
reputational value. If your job, bonus, options, salary, or investments depend on the stock price of a public company—or on the sales, profitability, or value of a private company—you need to read this book to
understand the concrete steps you can take to improve your firm’s reputation, reduce risks to its finances and industry standing, and reap the highest reputational dividends. Using dozens of case studies, Reputation,
Stock Price, and You: Explains how stakeholders, and their expectations, both shape and are shaped by a company’s reputation Describes how reputations for ethics, innovation, good governance, quality, safety,
sustainability, and security are created and lost Explains why both corporate and individual stakeholder behavior affect reputational value Shows how you can influence the expectations and behaviors of stakeholders,
which in turn can improve corporate finances, reduce operational risk, and increase stock price or market value Provides sensitive tools for tracking and predicting stock price as a function of reputational value metrics
The majority of directors at U.S. public companies now count reputation as their firm’s #1 concern, and with good reason. A firm with a superior reputation gains many benefits: Customers are more willing to pay
higher prices, vendors and employees offer better terms for their services, creditors and equity investors offer better terms for capital, and regulators tend to be more forgiving. This book shows how to achieve and
sustain a stellar reputation and how to convert it into its tangible form: reputational value.
Building Web Reputation Systems-Randy Farmer 2010-03-04 What do Amazon's product reviews, eBay's feedback score system, Slashdot's Karma System, and Xbox Live's Achievements have in common? They're all
examples of successful reputation systems that enable consumer websites to manage and present user contributions most effectively. This book shows you how to design and develop reputation systems for your own
sites or web applications, written by experts who have designed web communities for Yahoo! and other prominent sites. Building Web Reputation Systems helps you ask the hard questions about these underlying
mechanisms, and why they're critical for any organization that draws from or depends on user-generated content. It's a must-have for system architects, product managers, community support staff, and UI designers.
Scale your reputation system to handle an overwhelming inflow of user contributions Determine the quality of contributions, and learn why some are more useful than others Become familiar with different models that
encourage first-class contributions Discover tricks of moderation and how to stamp out the worst contributions quickly and efficiently Engage contributors and reward them in a way that gets them to return Examine a
case study based on actual reputation deployments at industry-leading social sites, including Yahoo!, Flickr, and eBay
The 18 Immutable Laws of Corporate Reputation-Ronald J. Alsop 2010-05-11 A veteran Wall Street Journal editor and authority on branding, marketing and reputation provides the 18 crucial rules for companies to
follow in developing and protecting their reputation, which can be their most valuable asset or their worst nightmare. A must read book for senior executives, consultants, advertising, public relations, and marketing
professionals. From Enron and WorldCom to the Catholic Church and Major League Baseball, reputation crises have never been more widespread. Now Ronald J. Alsop, a veteran Wall Street Journal authority on
branding and reputation management, explains the dangers—and gives organizations the eighteen crucial laws to follow in developing and protecting their reputations. Consider this example of a simple decision made
by a low-ranking employee: When rescue workers at the site of the World Trade Center disaster sought bottled water from a nearby Starbucks outlet, they complained that an employee charged them for it. In a matter
of hours, the Internet had picked up the story and Starbucks' carefully cultivated worldwide reputation was quickly besmirched. This is just one instance among many of how the business world, ever more global and
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competitive, has become increasingly difficult to navigate. Studies have demonstrated the powerful impact of reputation on profits and stock prices, and yet less than half of all companies have a formal system for
measuring reputation. Clearly, companies in every industry—from Dow Chemical to Disney to DaimlerChrystler—have much more to learn. It is still the rare company that realizes the full value of its reputation: how
corporate reputation can enhance business in good times, become a protective halo in turbulent times, and be destroyed in an instant by people at the lowest or highest levels of the corporate ladder. Mr. Alsop provides
eighteen thoroughly documented lessons based on years of experience covering every aspect of corporate reputation, with a clear distillation of the complex principles at the heart of a reputation. He explains: • How to
protect your reputation when the inevitable crisis hits • How to cope with the many hazards in cyberspace • How to create a reputation for vision and industry leadership • How to establish a culture of ethical behavior
• How to measure and monitor your ever-changing public image • How to make employees your reputation champions • How to decide when it's time to change your name The result is a book that is important not only
for business executives, consultants, and advertising, public relations, and marketing professionals but also for anyone eager to learn more about the companies they work for, buy from, and invest in.
Corporate Reputation and the Cost of Capital-Benjamin Pfister 2015
The Cost of Reputation-Shafik Meghji 2007
The Oxford Handbook of Corporate Reputation-Michael L. Barnett 2012-07-19 What does it mean to have a "good" or "bad" reputation? How does it create or destroy value, or shape chances to pursue particular
opportunities? Where do reputations come from? How do we measure them? How do we build and manage them? Over the last twenty years the answers to these questions have become increasingly important-and
increasingly problematic-for scholars and practitioners seeking to understand the creation, management, and role of reputation in corporate life. This Handbook intends to bring definitional clarity to these issues, giving
an account of extant research and theory and offering guidance about where scholarship on corporate reputation might most profitably head. Eminent scholars from a variety of disciplines, such as management,
sociology, economics, finance, history, marketing, and psychology, have contributed chapters to provide state of the art definitions of corporate reputation; differentiate reputation from other constructs and intangible
assets; offer guidance on measuring reputation; consider the role of reputation as a corporate asset and how a variety of factors, including stage of life, nation of origin, and the stakeholders considered affect its ability
to create value; and explore corporate reputation's role more broadly as a regulatory mechanism. Finally, they also discuss how to manage and grow reputations, as well as repair them when they are damaged. In
discussing these issues this Handbook aims to move the field of corporate reputation research forward by demonstrating where the field is now, addressing some of the perpetual problems of definition and
differentiation, and suggesting future research directions.
Economic Analysis of Neighbourhood Quality, Neighbourhood Reputation and the Housing Market-Marnix Johan Koopman 2012 Residents know exactly what their neighbourhood is like. House-hunters, on the other
hand, must find out for themselves about the intangible social quality of a neighbourhood. As a simple rule of thumb, neighbourhood reputation can offer them an assessment of neighbourhood quality. In this research,
regression analyses are applied to test whether neighbourhood reputations are being used as a proxy measure for neighbourhood quality in residential mobility choices and establishing the price of homes. The empirical
results go beyond answering this research question. What price, for instance, do residents place on liveability? Why does urban restructuring so often fail to change the social make-up of an area, despite a marked
increase in owner-occupation? Why does gentrification appear to emerge spontaneously, while deliberate attempts to gentrify an area often fail? How does a neighbourhood acquire that golden edge'? This book also
provides the answers to the above policy-oriented questions.
Reputation Management-Sabrina Helm 2011-08-29 Reputation is the most complex asset of an organization. Despite the call for consistent management of corporate reputation comprehensive approaches to measure
and steer a company' s reputation are still in their infancy. Reputation management aims at creating a balance between stakeholder demands, perceptions and corporate reality in order to foster behavior that helps a
company achieve its business goals. It needs to be based on thorough research and requires orchestrated execution through management processes across organizational units, communication disciplines, and countries.
This calls for a management system to establish a closed cycle of strategic planning, implementation, performance measurement, and reporting. The book gives answers to the following questions: What is reputation
and which conceptualizations do exist? What are the state-of-the-art methods and tools to measure corporate reputation? What are best practice examples and future trends in the field of corporate reputation
management?
Corporate Reputation and Competitiveness-Rosa Chun 2005-09-29 This unique book written by four world leaders in reputation research, presents the latest cutting-edge thinking on organizational improvement. It
covers media management, crisis management, the use of logos and other aspects of corporate identity, and argues the case for reputation management as a way of overseeing long-term organizational strategy. It
presents a new approach to managing reputation, one that relies on surveying customers and employees on their view of the corporate character and in harmonizing the values of both. This approach has been trialled in
a number of organizations and here the authors demonstrate how improving reputation, merely by learning more about what a company is already doing, is worth some five per cent sales growth. The book is a vital, up
to date resource for specialists in corporate communication, public relations, marketing, HRM, and business strategy as well as for all senior management. Highly illustrated with over eighty diagrams and tables, it
includes up to the minute illustrative case studies and interviews with leading authorities in the field.
The Death of Corporate Reputation-Jonathan Macey 2013-03-20 Why did the financial scandals really happen? Why are they continuing to happen? In The Death of Corporate Reputation, Yale's Jonathan Macey reveals
the real, non-intuitive reason, and offers a new path forward. For over a century law firms, investment banks, accounting firms, credit rating agencies and companies seeking regular access to U.S. capital markets made
large investments in their reputations. They treated customers well and sometimes endured losses in transactions or business deals in order to sustain and nurture their reputations as faithful brokers and “gatekeepers.” This has changed completely . The existing business model among leading participants in today’s capital markets no longer treats customers as valued clients whose trust must be earned and nurtured, but as
one-off “counter-parties” to whom no duties are owed and no loyalty is required . The rough and tumble norms of the market-place have replaced the long-standing reputational model in U.S. finance. This book
describes the transformation in American finance from the old reputational model to the existing laissez faire model and argues that the change came as a result of three factors: (1) the growth of reliance on regulation
rather than reputation as the primary mechanism for protecting customers and (2) the increasing complexity of regulation, which made technical expertise rather than reputation the primary criterion on which
customers choose who to do business with in today’s markets ; and (3) the rise of the “cult of personality” on Wall Street, which has led to a secular demise in the relevance of companies’ reputations and the
concomitant rise of individual “rain-makers” reputation as the basis for premium pricing of financial services. This compelling book will drive the debate about the financial crisis and financial regulation for years to
come -- both inside and outside the industry.
Corporate Reputation and Competitiveness-Rosa Chun 2005-09-29 This unique book written by four world leaders in reputation research, presents the latest cutting-edge thinking on organizational improvement. It
covers media management, crisis management, the use of logos and other aspects of corporate identity, and argues the case for reputation management as a way of overseeing long-term organizational strategy. It
presents a new approach to managing reputation, one that relies on surveying customers and employees on their view of the corporate character and in harmonizing the values of both. This approach has been trialled in
a number of organizations and here the authors demonstrate how improving reputation, merely by learning more about what a company is already doing, is worth some five per cent sales growth. The book is a vital, up
to date resource for specialists in corporate communication, public relations, marketing, HRM, and business strategy as well as for all senior management. Highly illustrated with over eighty diagrams and tables, it
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includes up to the minute illustrative case studies and interviews with leading authorities in the field.
Reputation and Judicial Tactics-Shai Dothan 2015 This book argues that national and international courts seek to enhance their reputations through the strategic exercise of judicial power. Courts often cannot enforce
their judgments and must rely on reputational sanctions to ensure compliance. One way to do this is for courts to improve their reputation for generating compliance with their judgments. When the court's reputation is
increased, parties will be expected to comply with its judgments and the reputational sanction on a party that fails to comply will be higher. This strategy allows national and international courts, which cannot enforce
their judgments against states and executives, to improve the likelihood that their judgments will be complied with over time. This book describes the judicial tactics that courts use to shape their judgments in ways that
maximize their reputational gains.
The Measurement of Media Reputation-Xiaoqun Zhang 2019-07-25 This book develops a three-pronged measure of media reputation, the overall evaluation of media coverage of a corporation. This new measure can also
be used to assess the media reputations of other entities such as countries, states, cities, and universities.
Corporate Reputation-Leslie Gaines-Ross 2010-01-26 Praise For Corporate Reputation: 12 Steps to Safeguarding andRecovering Reputation "In a sea of business books, Corporate Reputation is abeacon of light for all
leaders and future leaders looking fordirection in the treacherous waters of a volatile businessenvironment. It delivers a message that's provocative, insightful,and needs to be heard." —Heidi Henkel Sinclair, Director of
Communications, Bill& Melinda Gates Foundation "Every CEO, senior executive, and, increasingly, board membernow appreciates the importance of building and protecting acompany's reputation. Anyone who depends
upon or shapes a company'sreputation—customers, employees, news media, NGOs, andbloggers—will benefit from reading Dr. Gaines-Ross's book andwill learn more about the influence they wield over
corporatereputations." —Dr. Robert G. Eccles, Senior Lecturer, Harvard BusinessSchool "At a time when companies are facing unprecedented reputationcrises comes a timely primer from Dr. Gaines-Ross that tells
uswhat companies need to do to bring their reputations back from thebrink. The book's 12-step reputation recovery model captures whatwe know about effective crisis management, and brings the processto life with a
host of detailed case examples. It's right on themark!" —Dr. Charles Fombrun, CEO, Reputation Institute "Finally, a book that clearly, realistically, and compellinglyexplains how companies of all types and sizes can
protect andrestore an invaluable company asset—corporate reputation.Brilliant insights and practical solutions leap from each page! Adefinite must-read for business professionals everywhere." —Anthony Sardella,
CEO, Evolve24 and Adjunct Professor at theOlin School of Business, Washington University in St. Louis
Reputation and Civil War-Barbara F. Walter 2009-08-27 Attempts to resolve why self-determination disputes between governments and ethnic minorities so often result in civil war.
Reputation, Stock Price, and You-Nir Kossovsky 2012-11-19 “All of our working lives we have heard the mantra, ‘a reputation lost is never regained.’ Still, the firms we work for, admire and invest in seem to take costly
reputation hits all too often. Everyone interested in managing, regulating or investing in public firms will find Nir Kossovsky’s book a wonderful read through reputations won, lost and regained over the last 20 years.
This is the first book which goes beyond platitudes to explain how to spot value-destroying reputation risk and how to manage it or live with its consequences. Couldn't be more timely.” —Tom Skwarek, Managing
Director|Structuring and Solutions Group, Unicredit Bank AG; previously Managing Director|Corporate Strategic Solutions, Swiss Re. “There are fiduciary reasons why corporate directors would benefit from reading
this book. There is also a personal benefit. The collapse of a company’s reputation can stain the personal reputation of its directors.” —George Miles, Member of the Board of Directors, AIG, EQT, Harley Davidson, HFF,
and Wesco. “Nir Kossovsky has written a gripping tale, first educating the reader by distinguishing between corporate branding and reputation, then alarming us with case histories of mismanagement of corporate
reputational crises, and finally reassuring all with a unique solution, i.e., insuring against the risk of reputational loss.” —John H. Bennett, Partner, Global Brand Positioning, previously Chief Marketing Officer, Visa, Inc.
“While directors know reputation is important, it often is treated as a vague ‘good’ until something bad happens. Nir Kossovsky does a great job, with many examples, of connecting reputation to stock price and to
behaviors, before and after crises. If you are a director, a senior manager, or a regulator, you should read this book and remember the lessons it offers. There is no office which will restore reputation, but careful
planning and quick response, as Nir points out, can make a big difference.” —Herbert S. Winokur, Jr., former chairman on Enron’s Board Finance Committee and a director of many for-profits and non-profits A company
that takes a hit to its reputation—BP after the Gulf oil spill, Barclays after fiddling LIBOR, News Corp after the phone hacking scandal—enters a world of grief: market value falls along with employee morale, regulatory
scrutiny increases, and customers defect and boycott. Reputation, Stock Price, and You: Why the Market Rewards Some Companies and Punishes Others shows how a company’s reputation is created and how
reputational value impacts corporate P&L and the personal finances of its many stakeholders. Better yet, it shows what you can do to profit from, increase, protect, monitor, evaluate, restore, and even insure
reputational value. If your job, bonus, options, salary, or investments depend on the stock price of a public company—or on the sales, profitability, or value of a private company—you need to read this book to
understand the concrete steps you can take to improve your firm’s reputation, reduce risks to its finances and industry standing, and reap the highest reputational dividends. Using dozens of case studies, Reputation,
Stock Price, and You: Explains how stakeholders, and their expectations, both shape and are shaped by a company’s reputation Describes how reputations for ethics, innovation, good governance, quality, safety,
sustainability, and security are created and lost Explains why both corporate and individual stakeholder behavior affect reputational value Shows how you can influence the expectations and behaviors of stakeholders,
which in turn can improve corporate finances, reduce operational risk, and increase stock price or market value Provides sensitive tools for tracking and predicting stock price as a function of reputational value metrics
The majority of directors at U.S. public companies now count reputation as their firm’s #1 concern, and with good reason. A firm with a superior reputation gains many benefits: Customers are more willing to pay
higher prices, vendors and employees offer better terms for their services, creditors and equity investors offer better terms for capital, and regulators tend to be more forgiving. This book shows how to achieve and
sustain a stellar reputation and how to convert it into its tangible form: reputational value.
Reputation-Daniel B. Klein 1997 An exploration of how honesty prevails over the dishonest
Reputation and International Cooperation-Michael Tomz 2012-01-09 How does cooperation emerge in a condition of international anarchy? Michael Tomz sheds new light on this fundamental question through a study of
international debt across three centuries. Tomz develops a reputational theory of cooperation between sovereign governments and foreign investors. He explains how governments acquire reputations in the eyes of
investors, and argues that concerns about reputation sustain international lending and repayment. Tomz's theory generates novel predictions about the dynamics of cooperation: how investors treat first-time borrowers,
how access to credit evolves as debtors become more seasoned, and how countries ascend and descend the reputational ladder by acting contrary to investors' expectations. Tomz systematically tests his theory and the
leading alternatives across three centuries of financial history. His remarkable data, gathered from archives in nine countries, cover all sovereign borrowers. He deftly combines statistical methods, case studies, and
content analysis to scrutinize theories from as many angles as possible. Tomz finds strong support for his reputational theory while challenging prevailing views about sovereign debt. His pathbreaking study shows that,
across the centuries, reputations have guided lending and repayment in consistent ways. Moreover, Tomz uncovers surprisingly little evidence of punitive enforcement strategies. Creditors have not compelled
borrowers to repay by threatening military retaliation, imposing trade sanctions, or colluding to deprive defaulters of future loans. He concludes by highlighting the implications of his reputational logic for areas beyond
sovereign debt, further advancing our understanding of the puzzle of cooperation under anarchy.
Reputation in Artificial Societies-Rosaria Conte 2012-12-06 Reputation In Artificial Societies discusses the role of reputation in the achievement of social order. The book proposes that reputation is an agent property
that results from transmission of beliefs about how the agents are evaluated with regard to a socially desirable conduct. This desirable conduct represents one or another of the solutions to the problem of social order
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and may consist of cooperation or altruism, reciprocity, or norm obedience. Reputation In Artificial Societies distinguishes between image (direct evaluation of others) and reputation (propagating metabelief, indirectly
acquired) and investigates their effects with regard to both natural and electronic societies. The interplay between image and reputation, the processes leading to them and the set of decisions that agents make on their
basis are demonstrated with supporting data from agentbased simulations.
The Handbook of Communication and Corporate Reputation-Craig E. Carroll 2015-06-22 With the latest insights from the world of communication studies into the nature of corporate reputation, this new addition to
Wiley-Blackwell’s series of handbooks on communication and media reflects the growing visibility of large businesses’ ethical profiles, and tracks the benefits that positive public attitudes can bring. Serves as the
definitive research collection for a fast-growing field featuring contributions by key international scholars Brings together state-of-the-art communication studies insights on corporate reputation Identifies and addresses
the lacunae in the research literature Applies new theoretical frameworks to corporate reputation
The Reputation Society-Hassan Masum 2012-01-20 Experts discuss the benefits and risks of online reputation systems. In making decisions, we often seek advice. Online, we check Amazon recommendations, eBay
vendors' histories, TripAdvisor ratings, and even our elected representatives' voting records. These online reputation systems serve as filters for information overload. In this book, experts discuss the benefits and risks
of such online tools. The contributors offer expert perspectives that range from philanthropy and open access to science and law, addressing reputation systems in theory and practice. Properly designed reputation
systems, they argue, have the potential to create a “reputation society,” reshaping society for the better by promoting accountability through the mediated judgments of billions of people. Effective design can also steer
systems away from the pitfalls of online opinion sharing by motivating truth-telling, protecting personal privacy, and discouraging digital vigilantism. Contributors Madeline Ashby, Jamais Cascio, John Henry Clippinger,
Chrysanthos Dellarocas, Cory Doctorow, Randy Farmer, Eric Goldman, Victor Henning, Anthony Hoffmann, Jason Hoyt, Luca Iandoli, Josh Introne, Mark Klein, Mari Kuraishi, Cliff Lampe, Paolo Massa, Hassan Masum,
Marc Maxson, Craig Newmark, Michael Nielsen, Lucio Picci, Jan Reichelt, Alex Steffen, Lior Strahilevitz, Mark Tovey, John Whitfield, John Willinsky, Yi-Cheng Zhang, Michael Zimmer
Seller Reputation-Heski Bar-Isaac 2008 Seller Reputation introduces a unifying framework that embeds a number of different approaches to seller reputation, incorporating both hidden information and hidden action.
This framework is used to stress that the way in which consumers learn affects both behavior and outcomes. In particular, the extent to which information is generated and socially aggregated determines the efficiency
of markets. After reviewing these theoretical building blocks, Seller Reputation examines several applications and empirical concerns. It highlights that the environment in which a transaction is embedded helps
determine whether the transaction will occur and how parties will behave. Institutions, ranging from the design of online markets to norms in a community, can be understood as ensuring that concerns for reputation
lead to more efficient outcomes. Similarly, the desire to affect consumer beliefs regarding the firm's incentives can help us understand strategic firm decisions that seem unrelated to the particular transactions they
wish to promote. Seller Reputation concludes by considering slightly different models of reputation that lie beyond the scope of this framework, briefly reviewing the somewhat sparse empirical literature and suggesting
future directions for research.
Premiums for High Quality Products as Rents to Reputation-Carl Shapiro 1981
Facets of Corporate Identity, Communication and Reputation-Tc Melewar 2008-04-03 Corporate branding and communication is big business. Companies throughout the world invest millions in strategies which aim to
reinvent their profile in subtle yet important ways. The investment must be working, but what is it being spent on, and how do these rebranding exercises work? Including contributions from academics and
practitioners, this important collection unravels the complexities of this growing field of study. The text is split into three coherent sections, focusing in turn on identity, communication and reputation. Case studies are
used throughout the book to illustrate important issues, such as the basic principles of visual communication, the importance of reaching both internal and external stakeholders, and the challenges faced by companies
working in multi-cultural environments. This book brings clarity and new theoretical insights to an important aspect of modern business. It is an invaluable companion for all students, researchers and practitioners with
an interest in marketing, communications and international business.
Managing Reputation in The Banking Industry-Stefano Dell’Atti 2016-04-15 The topic of reputational crisis in the banking sector has received increasing attention from academics and practitioners. This book presents
expert contributions that cover three main aspects: first, an extensive review of the literature on reputational risk in the banking sector aimed to identify the relationships between causes, effects, stakeholders, and key
qualitative-quantitative variables involved during the reputational crisis of a bank; second, devising a conceptual framework for management of reputational crisis in banking, and finally, testing this framework with the
results of an empirical analysis carried out by observing key variables of some known cases of reputational crisis relating to international banks and proposing case studies regarding the dynamic process of reputation
management.
Corporate Communication-Klement Podnar 2014-11-13 Corporate Communication: A Marketing Viewpoint offers an overview of the framework, key concepts, strategies and techniques from a unique marketing
perspective. While other textbooks are limited to a managerial or PR perspective, this book provides a complete, holistic overview of the many ways communication can add value to an organization. Step by step, this
text introduces the main concepts of the field, including discipline and function frameworks, corporate identity, corporate and employer branding, corporate social responsibility, stakeholder management, storytelling,
corporate associations, identification, commitment and acceptability. In order to help reinforce key learning points, grasp the essential facts and digest and retain information, the text offers a comprehensive pedagogy,
including: chapter summaries; a list of key words and concepts; case studies and questions at the end of each chapter. Principles are illustrated through a wealth of real life examples, drawn from a variety of big, small,
global and local companies such as BMW Group, Hidria, Lego, Mercator, Krka, Barilla, Domino's Pizza, Gorenje, Si Mobil, BP, Harley-Davidson and Coca-Cola. This exciting new textbook is essential reading for all
professional corporate marketing and communication executives, as well as undergraduate and postgraduate students of marketing and public relations, not to mention managers who need a complete and accurate
view of this increasingly important subject.
At what Cost? United States Counter-terror Policy, U.S. Reputation, and American Public Opinion-Scott Howard Englund 2013 As the United States aggressively pursues transnational terrorists, what value does the
American public put on the United States' reputation abroad? This project investigated the American public's opinion about the United States' reputation and influence abroad, and their willingness to bear costs--in
terms of damaged reputation and influence--in order to feel secure. Data were collected via an on-line survey experiment. I created six different scenarios in which I manipulated the way a threat was described and the
way the costs associated with a policy response were described. The threat description varied by either including specific information about a domestic threat or presenting an ambiguous warning about a global threat.
After reading the threat description, subjects were asked to select the best response to that threat from a menu of four increasingly aggressive policy options. Descriptions of the potential costs associated with each of
these four options varied in three ways: descriptions that emphasized non-material, reputational costs, descriptions that emphasized material costs only, or had no information about potential costs at all. I found that if
the costs associated with policy options were framed as damage done to U.S. reputation and diplomatic relationships, people were less likely to pursue moreaggressive options.
Who Fights for Reputation-Keren Yarhi-Milo 2018-09-11 How psychology explains why a leader is willing to use military force to protect or salvage reputation In Who Fights for Reputation, Keren Yarhi-Milo provides an
original framework, based on insights from psychology, to explain why some political leaders are more willing to use military force to defend their reputation than others. Rather than focusing on a leader's background,
beliefs, bargaining skills, or biases, Yarhi-Milo draws a systematic link between a trait called self-monitoring and foreign policy behavior. She examines self-monitoring among national leaders and advisers and shows
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that while high self-monitors modify their behavior strategically to cultivate image-enhancing status, low self-monitors are less likely to change their behavior in response to reputation concerns. Exploring selfmonitoring through case studies of foreign policy crises during the terms of U.S. presidents Carter, Reagan, and Clinton, Yarhi-Milo disproves the notion that hawks are always more likely than doves to fight for
reputation. Instead, Yarhi-Milo demonstrates that a decision maker's propensity for impression management is directly associated with the use of force to restore a reputation for resolve on the international stage. Who
Fights for Reputation offers a brand-new understanding of the pivotal influence that psychological factors have on political leadership, military engagement, and the protection of public prestige.
Corporate Reputation-Ronald J. Burke 2016-05-13 Increasing media scrutiny, global coverage and communication via the internet means corporate reputation can be damaged quickly, and failing to successfully address
challenges to corporate reputation has consequences. Companies generally suffer almost ten times the financial loss from damaged reputations than from whatever fines may be imposed. According to Ernst & Young,
the investment community believes up to 50 per cent of a company's value is intangible - based mostly on corporate reputation. So recognizing potential threats, or anticipating risks, emerges as a critical organizational
competence. Organizations can regain lost reputations, but recovery takes a long time. Corporate Reputation contains both academic content along with practical contributions, developed by those serving as
consultants or working in organizations in the area of corporate reputation and its management or recovery. It covers: why corporate reputation matters, the increase in reputation loss, threats to corporate reputation,
monitoring reputation threats online and offline, the key role of leadership in reputation recovery, and making corporate reputation immune from threats. Any book that is going to do justice to a subject that is so
complex and intangible needs imagination, depth and range, and this is exactly what the contributors bring with them.
Reputation And International Politics-Jonathan Mercer 2018-09-05 By approaching an important foreign policy issue from a new angle, Jonathan Mercer comes to a startling, controversial discovery: a nation's reputation
is not worth fighting for. He presents the most comprehensive examination to date of what defines a reputation, when it is likely to emerge in international politics, and with what consequences. Mercer examines
reputation formation in a series of crises before World War I. He tests competing arguments, one from deterrence theory, the other from social psychology, to see which better predicts and explains how reputations
form. Extending his findings to address recent crises such as the Gulf War, he also considers how culture, gender, and nuclear weapons affect reputation. Throughout history, wars have been fought in the name of
reputation. Mercer rebuts this politically powerful argument, shows that reputations form differently than we thought, and offers policy advice to decision-makers.
Reputation-Based Governance-Lucio Picci 2011-02-22 It would be easy to cheat someone on eBay. However, an essential characteristic of the site prevents this from happening: buyer and seller reviews form what
amounts to an "index of reputation." The availability of such an index provides a strong incentive to be an honest trader. Reputation-Based Governance melds concepts from businesses like eBay with politics. Author
Lucio Picci uses interdisciplinary tools to argue that the intelligent use of widely available Internet technologies can strengthen reputational mechanisms and significantly improve public governance. Based on this
notion, the book proposes a governance model that leans on the concept of reputational incentives while discussing the pivotal role of reputation in politics today. Picci argues that a continuous, distributed process of
assessing policy outcomes, enabled by an appropriate information system, would contribute to a governance model characterized by effectiveness, efficiency, and a minimum amount of rent-seeking activity. Moreover, if
citizens were also allowed to express their views on prospective policies, then reputation-based governance would provide a platform on which to develop advanced forms of participative democracy.
Cooperation among strangers with limited information about reputation-Julia Mattausch 2008-03-19 Essay from the year 2007 in the subject Sociology - Individual, Groups, Society, grade: 1,7, Friedrich-Alexander
University Erlangen-Nuremberg, 3 entries in the bibliography, language: English, abstract: Today, nearly all organizations have to negotiate and cooperate with „strangers“, that means with trading partners (individuals
or organizations) of which none or few informa-tion is available. One reason is the increasing trade and communication via internet in or-ganizations. But also in private transactions we often have to deal or to cooperate
with un-known individuals, for example in the case of buying something on Ebay or similar online-portals. The amount of institutional intervention which is necessary to ensure efficient co-operation in markets and
organizations, in circumstances where interactions take place among essentially strangers, depends critically on the amount of information informal reputation mechanisms need to transmit (Bolton et al., 2004). One
important factor to enforce cooperation in small groups or in information-tracking organizations is reputation. When you think for example of credit-agencies, the willingness to afford a loan increases with the amount of
information and reputation of the customer – of course the information has to fit the existing terms. In contrast, the effectiveness of reputation in circumstances where persons are essentially strangers, knowing about
one another only through word-of-mouth, is far less certain. The issue is important because word-of-mouth mechanisms are typically less costly than formal institutional interventions such as legal contracts. The central
question to be answered in the presented experiment of Bolton, G. E. et al. (2004) is what information is necessary about reputation to support cooperative effort among strangers. The experiment indicates that even
without any reputation information there is an amount of cooperation that is, however, influenced by the cooperation costs. For high costs, providing information about a partner’s immediate past action increases cooperation. Recursive information about the partners’ previous partners’ reputation further promotes cooperation, regardless of the cooperation costs.
Rembrandt, Reputation, and the Practice of Connoisseurship-Catherine B. Scallen 2004 Annotation Elizabeth A. Kaye specializes in communications as part of her coaching and consulting practice. She has edited
Requirements for Certification since the 2000-01 edition.
Universities' Reputation-Juan Manuel Mora 2015-12-30 This book is the result of a number of people´s work and dedication, and who together have made it possible to hold the Building Universities´ Reputation
conference at the University of Navarra on April 22nd, 23rd and 24th 2015.
Corporate Reputation and Social Activism-David Besanko 2019-08-29 A firm's reputation is an asset that can be built or harmed over time and most companies invest in their good standing. This can be challenged or
threatened by activists seeking to change the firm's behavior, especially to reduce negative externalities and other social harms that a company may be creating. The strategic interaction takes place in the realm of
private politics and corporate social responsibility-perceptions and actions of the company, activists, and the public audience-rather than that of public policy, including regulation. In Corporate Reptutation and Social
Activism Jose Miguel Abito, David Besanko, and Daniel Diermeier argue that harm to a firm's reputation is one of the strongest and most practical tools of contemporary corporate activism and explains the numerous
campaigns as well as the response of companies. Through a straightforward dynamic model focusing on the interaction of the firm and activists, the authors show how both the firm's existing reputation and various
activist tactics influence actions and outcomes of both the firm and the activists. Among their insights are that as a firm's reputation grows, it tends to coast on its reputation by reducing its private regulation, or
voluntary adoption of internal rules that constrain certain company behavior. Activists can keep the firm from coasting in two ways: the firm acts more responsibly to protect its reputation in anticipation of activist
campaigns, and a firm whose reputation is harmed by a campaign engages more responsibly to repair its reputation. The book explores how activists choose among potential targets and the different tactics activists can
use to harm firms' reputations, including criticism, which has a potentially mild impact on the firm's reputation, confrontation, which can cause a reputational crisis in which the firm's reputation can be dramatically
impaired, and rewards, which increase a firm's reputation. These can have different effects on firm behavior. The authors also examine whether campaigns by activists advance or harm social welfare. The result is a
sweeping overview of an evolving and increasingly important phenomenon that combines rigorous modeling and that generates a rich set of empirical implications that will interest researchers in economics, business
and management, sociology, and political science.
World Intellectual Property Report 2013: Brand - Reputation and Image in the Global Marketplace-World Intellectual Property Organization 2013 WIPO's World Intellectual Property Report 2013 explores the role that
brands play in today’s global marketplace. The Report looks at how branding behavior and trademark use have evolved in recent history, how they differ across countries, what is behind markets for brands, what
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lessons economic research holds for trademark policy, and how branding strategies influence companies' innovation activities.
The Influence of Auditor's Opinion and Auditor's Reputation on the Cost of Debt-Manuel Cano-Rodríguez 2015 This paper addresses the relevance of auditor's opinion and auditor's reputation for the creditors of private
companies in an environment of low demand for audit quality. By employing archival data from private Spanish firms, we find that Big-4 auditors' clients bear a lower cost of debt, showing that the selection of a highquality auditor is relevant for the creditors of the company. We also demonstrate that the content of audit reports is relevant for creditors, as they require a higher cost of debt from firms that have obtained a qualified
audit report. The influence of auditor's opinion on the cost of debt does not depend on type of auditor, suggesting that Big-4 auditors' clients benefit from their auditor's reputation, even when they receive a qualified
audit report.
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[EPUB] The Cost Of A Reputation Aldington Versus Tolstoy The Causes Course And Consequences Of The Notorious Libel Case
Getting the books the cost of a reputation aldington versus tolstoy the causes course and consequences of the notorious libel case now is not type of inspiring means. You could not lonely going gone book addition or library or
borrowing from your friends to gate them. This is an extremely easy means to specifically get lead by on-line. This online publication the cost of a reputation aldington versus tolstoy the causes course and consequences of the notorious libel
case can be one of the options to accompany you similar to having other time.
It will not waste your time. recognize me, the e-book will enormously tell you other situation to read. Just invest little epoch to admission this on-line statement the cost of a reputation aldington versus tolstoy the causes course and
consequences of the notorious libel case as without difficulty as evaluation them wherever you are now.
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