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The Enlightened Enterprise Academy is delighted to announce a 
collaboration with Dr Elliot S. Schreiber, author of the forthcoming Yin & 
Yang of Reputation Management.  
 
Elliot is one of the most experienced and knowledgeable international 
experts in brand and reputation management and risk. He was the senior 
officer for corporate marketing and communications at Nortel Networks, 
Bayer Corporation, and DuPont, senior advisor to the Reputation Institute, 
and a consultant to many international organizations. He also co-founded 
the Directors College in Canada, works with boards on governance, and has 
taught at universities in the US and Canada, teaching Advanced Marketing 
Management and Brand and Reputation Management in the MBA 
programs. 
 
Paul Barnett, Founder CEO of the Enlightened Enterprise Academy is 
working with Elliot on the design and development of his book, the online 
Executive Briefing program, and other executive courses. 
      
Th Executive Briefing Program is directly linked to the structure of the book 
and is delivered as a series of 90 minute live online sessions. The format is 
designed for small groups and will be highly interactive. And additional 
reading is provided between sessions. The program can also be offered 
privately for directors and senior executive teams.  
 
The first program begins in the first quarter of 2021 following Introduction 
Events taking place from January. This brochure provides further details of 
the events and the program of briefings. 
 
 

Enlightened Enterprise Academy 
      
      
     

https://www.eventbrite.co.uk/e/the-yin-yang-of-reputation-management-an-introduction-tickets-129729822391


  

 

 

“In Ancient Chinese philosophy, Yin and Yang 

is a concept of dualism, describing how 

seemingly opposite or contrary forces are 

usually complementary, interconnected, and 

interdependent, and how they may give rise to 

each other as they interrelate to one another”  
 

“This book will present reputation management 

and reputation risk management as Yin and 

Yang concepts that are interdependent and 

interrelated.  We will present a unique approach 

(Yang) to reputation management that is 

designed to enhance competitive differentiation 

and value maximization.  We also will provide 

guidance and processes to manage the Yin 

(reputation risk management). They are 

integrated, complementary processes”   

Dr Elliot Schreiber 



 

  

Brand, Reputation Management and 
Reputation Risk Management are important 
topics for organizations worldwide. A large part 
of the value of most businesses and 
organizations is associated with brand and 
reputation and, in consequence, AON 
insurance annual surveys of CEOs globally have 
consistently found reputation to be one of the 
top risks they face.  
 

Even so, most CEOs feel inadequately prepared 
for the role of managing reputation and its 
risks. A major reason for the discomfort 
executives experience are the confusing and 
disjointed definitions and approaches to the 
issue. 
 

Brand is often related to product brands and 
the relationship between the corporate brand 
and reputation is not well established. Without 
good branding, the organization will not have a 
good reputation.  Your organization must be 
able to “live the brand”.   
 

Reputation is often considered a singular 
activity or event and is treated like corporate 
social responsibility, ESG, crisis management or 
public relations, to enhance esteem. We 
suggest reputation is the result of how well an 
organization meets expectations of value 
versus competitors. It is not focused on  

esteem, but rather value maximization. And 

reputation risk occurs when an organization 

does not understand the expectations of its 

various stakeholders. 

There are crises occurring from external 

events, but most reputation problems are 

strategic or operational, and are preventable. 

They can, and must, be better identified and 

audited. Every business activity creates some 

risk, defined by the International Organization 

for Standardization (ISO) as “the effect of 

uncertainty on objectives”. 

One cannot evaluate risk without 

understanding the strategy and how it will be 

executed. Strategy and risk are “two sides of 

the same coin”. Similarly, as we seek to build 

and enhance reputation, we assume risks. 

We will present unique frameworks and 

processes to enable executives and risk 

managers to both maximize value creation 

through brand and reputation and identify the 

sources of potential reputation risk to minimize 

the chance of value erosion. And, when 

reputation risks are understood and managed, 

it may become possible to insure against such 

risks. 

In a series of ten ninety-minute executive 
briefings, Elliot Schreiber will introduce the key 
insights from his forthcoming book. The short 
briefings to small groups will be followed by 
highly interactive moderated dialogues focused 
on the practical applications. Equal importance 
will be given to the opportunities and risks. 
Unlike other experts that tend to focus on risk 
management, Elliot is will explain how the two 
are inseparable and must be understood and 
managed by multi-disciplinary teams sharing a 
common understanding. He will also explain the 
link with good governance and stewardship.         

A SERIES OF EXECUTIVE BRIEFINGS 



 

 

  

 

The Yin and Yang of 

Reputation Management by 

Elliot Schreiber will be 

published by Enlightened 

Enterprise Academy Media 

in the first quarter of 2021. 

A free eBook will be 

offered to all event and 

course delegates.         

  

 

 

 

 

  

EXECUTIVE BRIEFINGS AGENDA 

1. Brands and Brand Management 
2. Understanding Different Types of Brands and Approaches 
3. Developing an Organizational Brand 
4. Reputation Management 
5. Expectations of Value of Different Stakeholders  
6. Stakeholder vs. Shareholder Capitalism 
7. Reputation Risk 
8. How do we manage against reputation risk? 
9.  Integrating reputation management and reputation risk management 
10. Bringing together the Ying-Yang of reputation 



 

  

The insights offered are distinctive in several ways. Most importantly, they see 
reputation and risk as a Yin-Yang concept, providing perspectives on reputation and 
risk, not one or the other. They also keep a focus on value creation and protection, not 
one or the other. They look and the interconnected concepts of reputation and risk 
systemically and systematically. And they seek to show how organizational silos that 
impede an integrated approach to culture, employee engagement, brand, and 
reputation can be better managed. 
 

This new approach helps achieve a shared understanding across risk management, 
marketing, public relations, finance, and other disciplines that ordinarily approach 
matters from separate perspectives, decreasing value creation opportunities and 
increasing potential risks. 

BRIEFING 1: Brands and Brand Management 
 

This first session will help attendees not only understand brand in a new way, but also to avoid 
common mistakes in brand development, to shift from brand value to brand equity, and to 
establish the foundation of reputation for value creation and how building brands properly 
minimizes risk.  
  
A brand is not a logo! While more time and money are focused on the development of the logo 
and the maintenance of the corporate identity guidelines, the greatest value to stakeholders 
comes from the brand attributes and associations. They are what attract and “bind” customers 
and other stakeholders to the organization. 
 

In this first session, we will begin to understand what a brand is, and how to develop and 
organizational brand that creates value for different stakeholders. Most brands are designed to 
address the questions “who am I?”, “what am I?”, and “why am I important?”.  We will learn 
how to understand what a brand means to different stakeholders, and learn to answer the key 
question “why is a relationship between you and me of benefit to me”?  
 

BRIEFING 2: Understanding Different Types of Brands and Approaches 
 

Building upon our understandings from the first session, we will examine the different types of 
brand strategies and how to select the right one for different organisations.  We will also begin 
to understand how organizational structure can enhance or undermine brand success if it does 
not fit the brand strategy. 
 

Anything and everything can be branded.  People, places, products, companies, non-profits, 
non-governmental organizations, universities, to name but a few compete through branding.  
But not all brands are alike.  There are five different types of brands that comprise what we call 
“brand architecture”, or brand strategy. These are used differently depending on the 
organization’s business strategy and objectives.  
 

Brand strategy has been the province of consumer marketing and much of what we have learned 
comes from this industry.  However, we will examine the organization brand and why dealing 
with multiple stakeholders necessitates a different approach to brand development and 
management and risk management. 

 
 
 
 



  

BRIEFING 4: Reputation Management 
 

In this session, we will understand what reputation is and how to manage it to maximize value 
creation and competitive differentiation.   
 

Reputation management is not public relations, corporate social responsibility, corporate 
advertising, or “being seen, as doing good”. 
 

Reputation is an intangible asset that can produce both positive or negative impact on revenue, 
cost of capital, the cost of winning and keeping customers, and cost of hiring and retaining the 
best talent. By the end of the session, you will understand why building and maintaining a good 
reputation is beneficial, and why maintaining a negative reputation creates “active inertia”. 

 
BRIEFING 5: Expectations of Value of Different Stakeholders 

 

In this session, we will understand what value means and why it is stakeholder and industry 
specific. 
 

There is a mistaken belief in a common view of what makes an organization reputable, which is 
why so many people involved with reputation keep coming up with the same standard 
“solutions” without understanding the “problem”.  
 

By the end of this session participants will understand that reputation is an exchange of value 
between the organization and stakeholders, and how different stakeholders in different sectors 
of the economy view value differently, and all need to be carefully considered. 
 

BRIEFING 6: Stakeholder vs. Shareholder Capitalism 
 

This session will focus on the differences between shareholder and stakeholder capitalism, and 
why these differences impact how reputation is managed and how it impacts stakeholders. 
 

Milton Friedman’s Doctrine, that the social responsibility of business is to increase its profits, 
was published in 1970.  Since then, corporate Boards and CEOs received increasing pressure 
from shareholders for greater profits, at all costs.  But, in 2019, the CEOs of the largest 150 
companies in the United States (The Business Roundtable) issued a press release stating their 
collective intent to manage their firms for stakeholders rather than just for shareholders. 
 

In this session, we will understand how reputation management can become an “umbrella” 
business strategy that will satisfy strident shareholder capitalists, while also adding value to 
other stakeholders. 

 

BRIEFING 3: Developing an Organizational Brand 
 

Picking up where we left off in Briefing 2, this session will lead attendees to be able to better 
develop their organization’s brand. 
 

We will follow a proprietary framework to developing the organization brand so that it is done 
logically and analytically. And to ensure it is well understood by different functions and business 
units. We want to avoid the tendency in brand and reputation management to focus on the 
programs and events before we establish the strategy. 
 

The framework being introduced has been employed in a variety of organizations worldwide, 
including for-profit stock-issuing companies, non-profits, governmental organisations and trade 
associations. 



 

  

BRIEFING 7: Reputational Risk 
 

We will have defined reputation and reputation management by this session, so we will turn our 
attention to one of the “hottest” issues for Boards and CEOs, reputation risk.  We will learn what 
reputation risk is and is not. 
 

Reputation risk is important, but about 50% of executives worldwide admit to not understanding 
these risks or how to manage them. Reputation risk is not crisis management. Crisis 
management deals with a risk that has already gone public.   
 

In this session, we will learn the language and mindsets of those who manage risk in our 
organizations, namely internal audit, enterprise risk management, and law; and we will learn 
how to put together a risk assessment tool to test how much reputation risk the organization is 
willing and able to accept. 

 

BRIEFING 8: How do we manage against reputation risk? 
 

In this session, we will learn a framework to create a reputation risk culture that can identify 
reputation risks and bring them to light. 
 

As we learned in Briefing 7, there are those who are designated with the responsibility and 
authority for identifying risks. However, they need to be educated on reputation risk as well as 
reputation management. Reputation and risk are two sides of the same coin. They must be 
managed together. 
 

Executives and risk managers do not want to be the risk police for an organization. Too often, 
risks have already occurred when we are dealing with a crisis.  It would be far better to have an 
organization in which employees are trained to identify reputation risk and are empowered to 
do something about it. 
 

BRIEFING 9: Integrating reputation management & reputation risk management 
 

In this session, we will develop a brand, reputation and reputation risk program using a 
framework and process to maximize value and mitigate risk. 
 

We will identify where responsibilities lie in each organization and how they can be pulled 
together into an integrated reputation and risk program. 
 

BRIEFING 10: Bringing together the Ying-Yang of reputation 
 

In this final session, participants will be challenged to reflect on how the Yin and Yang of 
reputation and risk operate in their organizations and what they have learned to be able to bring 
this home, either within their own organization, or for a client. 
 

We will learn how to create metrics or key performance indicators (KPIs) that are consistent 
with our systems approach, to establish and build an organizational brand, enhance reputation, 
minimize risk, and identify areas in which we are doing well and where more work needs to be 
done. 

 



 

  

THE COST 

 

THE FULL OPEN ENROLMENT PROGRAM 
10 X 90min ONLINE BRIFINGS 

£750 + VAT 
 

PRIVATELY FOR BOARDS & EXECUTIVE TEAMS 

Price on application 
 

CERTIFIED FACILITATOR TRANING PROGRAM 

Request Details 

INTRODUCTION EVENT ONLINE 

During this event Elliot Schreiber will be interviewed and 
will discuss the themes of the Executive Briefing program. 

There will also be a moderated audience Q&A session  
 

THE EVENT IS FREE 

OR  

£25 + VAT Inc. an the eBook version when published 

(Due Q1 2021) 
 

RESERVE A PLACE NOW 

   

https://www.eventbrite.co.uk/e/the-yin-yang-of-reputation-management-an-introduction-tickets-129729822391


 

www.enlightenedenterprise.ac 


