
 

 

Does Your Digital Reputation Matter? 
 
 
The United Arab Emirates, Saudi Arabia and other countries in the Middle East 
consistently rank amongst countries with the highest rates of smartphone 
penetration in the world. This means that information available on digital 
platforms is likely to be the primary way in which a target audience will engage 
with a business; hence this necessitates the company to digitally accustom itself 
to its target audience.  
 
 
 
In an increasingly crowded and competitive market environment, business opportunities are often created or 

sourced through a firm’s existing positive reputation. Although this is relatively common knowledge, the idea of 

what a strong corporate reputation management programme looks like is largely unknown. Even though such a 

statement might be hard to believe, the reality is that there are various complexities involved in creating a 

perception about a business to a specific group or wider society. 

 

What is undeniable is that a company’s digital 

reputation, driven by its digital communications 

strategy, is an essential contributing factor towards 

corporate success. It could even be argued that a 

robust and optimised digital presence is a necessity in 

many industries for businesses to survive; let alone 

achieve growth. Hence, companies are realising – 

some faster than others – that they must evolve 

traditional communications practices in order to 

incorporate aspects that enhance digital reputation 

management. 

 

If you were to ask CEOs or other senior management 

officials of a firm, most of them would agree that their 

corporate reputation is a highly important asset, 

which is crucial in determining whether or not they 

meet business objectives. However, many of the same 

executives would say that they are either unaware of 

or don’t have a programme in place that is dedicated 

towards managing that reputation. Often times, the 

impact of a company’s reputation is not realised until  

 

 

something detrimental takes place which requires a 

process of recovery and repair. Perhaps one reason 

behind this is that brand value is difficult to quantify 

and it can be tempting to diagnose the health of a 

business solely on its balance sheet performance. 

Whilst the link between brand value and market 

capitalisation, particularly for listed firms, is 

undeniable, resources allocated towards protect this 

precious aspect of an enterprise can be neglected in 

many cases.   

 
If your corporate reputation is 
indeed one of the most 
important assets determining 
your success, then you need to 
invest in preserving it in today’s 
digital age. 
 



 

Interestingly, FTI Consulting’s global Digital 

Engagement Study found that 80% of investors 

believe shareholder activists will increasingly leverage 

social media to target companies. However, only 11 

percent of them were of the opinion that companies 

are adequately prepared to defend themselves on 

social-media platforms against these attacks. 

  

Trends over the years have helped confirm that a 

significant contributor towards investor confidence in 

a company is its reputation, which is therefore a key 

driver of shareholder value. This is why company 

must recognise how critical it is to build a strong 

reputation for their brand, which in the current 

volatile market environment would help mitigate risks 

by reassuring investors about the firm.  

 

One way to do this would be ensuring what is found 

about your company through online searches. Given 

that over 100 billion searches a month are made 

through Google alone, what results show up about a 

company of on its related topics is a highly influential 

factor in forming the perception of the key target 

audience.   

 

The person or entity making this search might either 

be an important existing business relationship or a 

potential opportunity which can either be leveraged 

or lost. It is therefore easy to understand why a 

positive Search Engine Optimization profile is 

important to reinforce the interest of key 

stakeholders and how a negative online profile would 

damage the view of an entity. Given the high volume 

of information available online, most searches do not 

go beyond the top few results or just the first page. 

Hence in a competitive industry it is increasingly 

important to ensure that a business can be found at 

the top of the search results through correctly 

identified keywords used by targeted stakeholders.  

 

Unfortunately, it is very common for this lesson to be 

learnt the hard way and companies seek to 

implement these strategies only when they realise 

their need to clean up negative commentary 

published about them. Such forms of messaging are 

likely to appear pretty high on search results and can 

quickly cause long-term reputational damage in the 

eyes of important individuals.  

 

In this context, it is safe to say that ignoring one’s 

digital reputation can have a significant negative 

impact on a corporation however established it may 

be; and it would not take long for the damage to be 

done. A proactive approach and the right allocation of 

resources are necessary to build and protect a robust 

digital reputation and this would definitely be a 

preferred option to starting the process only when 

repairing reputational damage.   

 

If your corporate reputation is indeed one of the most 

important assets determining your success, then you 

need to invest in preserving it in today’s digital age.
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