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Key points
• The relationship between brands and the corporate reputations they underpin is
not properly understood within the investment community.
• This paper describes how the impact of measured reputation on company performance, designed to help companies manage their reputation assets, is useful to
investors.
• A model of reputation’s impact on value supported the view that disproportionately greater value trends are more likely to be found outside of the leading stock
market indices.
• Estimates of over- or under-valuation based on individual corporate reputations
can provide the all-important first stage filter in an intelligent stock picking model.

If this business were split up, I would give you the land and bricks and mortar,
and I would take the brands and trademarks, and I would fare better than you.
(John Stuart, CEO, Quaker Oats Co. 1922–1953)

Introduction
Building brands for the economic benefits delivered to their owners is
a well-understood management practice. The value a successful brand
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delivers now and in the future has been analysed in depth, as have the
development strategies recommended to achieve it. The gains from
applying these approaches have often been considerable within the firm,
and brand building is one of the core pillars of marketing theory and
practice. However, the relationship between brands and the corporate
reputations they underpin is, as yet, not properly understood outside of
branded companies and, in particular, within the investment community
who are by definition ‘buying’ or ‘selling’ shares in a company rather than
its products or services.
This needs to be changed. The growing influence of the intangible
asset that is a company’s reputation demands that its impact on share
price can no longer be ignored. The level of competition between fund
managers seeking the edges that will push their portfolios up the performance rankings requires that they look beyond the usual metrics and
seek ever more innovative ways to find advantage. The wealth of corporate performance data available now stretches well beyond the usual
financial metrics employed by investment analysts and is creating opportunities for fresh approaches and more productive investment strategies.
The purpose of this paper is to describe how one such metric, the
impact of measured reputation on company performance, which was
designed originally as a consultancy service to help companies manage
their reputation assets for value delivery, can also reveal significant potential to investors. The paper discusses some of the findings arising out of
three years of tracking the value of individual FTSE 350 companies’ corporate reputations by Reputation Dividend from the perspective of advising corporations on reputation management. One of the numerous outputs
of this tracking process allows an assessment of the extent to which individual listed companies appear to be either under- or over-valued based
in terms of how they are performing against a single aggregate measure
of their reputation. To the extent that reputations change over time as
a result of events, management action or a reassessment by institutional
investors, then a prediction of under- or over-valuation could provide a
useful signal to lighten or increase portfolio holdings of the companies in
question. This is obviously predicated on the assumption that, in many
cases, the undervaluation will be corrected over time in the case of long
positions in a company’s stock or that the stock of overvalued companies
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