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Keeping a business's good name intact requires careful planning, writes David Cormack . 

-------------------- 

Reputation. It's an intangible asset. Yet it's probably one of the most important you have. A bad reputation or a non-
existent one will be harmful to your bottom line. A damaged brand can send a business into a death spiral. 

Imagine you've spent years building up your business. You turn a nice profit. You've got a Facebook page and a Twitter 
account. You use them every now and again to advertise specials.  

Then someone has a bad experience with your company and voices their displeasure on social media, and that displeas-
ure gets echoed around multiple platforms. The mainstream media picks it up and your organisation starts getting 
hammered. You get messages from people telling you how awful you are, now customers are mentioning it. What's be-
come of your reputation? How do you fix this? 

This happened recently to Auckland restaurant, Miss Moonshine. Its owners tried to be funny and irreverent by having 
"witticisms" on the walls of the men's toilets. People didn't find them funny and irreverent though, they found them of-
fensive. 

It was first talked about on social media, then the mainstream media got hold of the story and their reputation took a 
massive hit. 

Initially Miss Moonshine's owners got it wrong. They deleted their Facebook and Twitter account. Then they figured it 
out. The next day they apologised for the slogans. They took responsibility for their actions and said they'd change the 
behaviour. Brilliant. They could have even gone further and made a donation to a relevant charity, and they could also 
have added that pulling their social media accounts was because they panicked - honesty and transparency is usually 
appreciated and is always the right way to go. Never. Ever. Lie. 

It's understandable to want to get off social media, but it won't stop people talking about you. It just stops you from 
seeing what they're saying and being able to respond. This is a double-negative, and in this instance that does not equal 
a positive. If you face a crisis: stop, take a breath, meaningfully apologise and then ride the storm. Salvaging your repu-
tation happens at the end. 

I know of very few organisations that think about their reputation when they're planning for the year. Even fewer that 
allocate budget for boosting, improving or maintaining their reputation. 

As business owners, we know we need to have up-to-date technology. We need computers that work fast, phones that 
double as personal assistants, and of course, our data and intellectual property is usually saved on servers. 

We also know these things cost. They cost to buy, they cost to maintain and they cost to repair if it comes to that. It's 
easier to try and maintain something than it is to repair it - treat your reputation as you would your car. 

Before you start working on improving your reputation, figure out what your reputation is. 

There are tools to find out. For an honest assessment, get someone else to do a reputation audit for you. They should 
interview your most important stakeholders - customers, staff, investors - to get an accurate picture of where you stand. 
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Even though we can't hold our reputation in our hands or turn it off when we leave the office, as business owners it's 
crucial that we start treating it like the other assets we own. Invest time, planning and yes, sometimes money, on making 
yours great. 

It's not just a positive, but if your reputation is good enough, it gives you enough social capital to ride out possible cri-
ses. 

David Cormack is the co-founder and managing partner of the Draper Cormack Group, a reputation management, pub-
licity and government relations firm based in Wellington. 
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