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Reputation management is by no means restricted to companies and
other organizational entities. Nations today are increasingly concerned
with measuring and managing their reputation. This session draws on
findings from a study of the reputation and identity of the Principality
of Liechtenstein (“Liechtenstein Study”) on behalf of the Liechtenstein
Government. The findings presented are of relevance not only for
countries but also for profit and non-profit organizations.

In recent years, the principality has
been the target of a considerable
amount of negative press coverage,

which the people of Liechtenstein
have perceived as largely undeserv-
ed. This development has supported
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the people’s rising fear that their
country’s reputation might be suffer-
ing, and given momentum to a grow-
ing awareness that Liechtenstein’s
reputation must be managed actively
through systematic reputation man-
agement efforts.

Against this background, a team of
five communications professional
enrolled in the Executive Master of
Science in Communications Manage-
ment (MScom) program of the Uni-
versity of Lugano (Switzerland) was
mandated by the government of
Liechtenstein to provide a frame-
work which enables Liechtenstein to
actively manage its reputation.

The research team was faced with
the challenge that there was no in-
strument for measuring country rep-
utations which would allow bench-
marking against Liechtenstein’s com-
petitors. In close collaboration with
Charles J. Fombrun and the Reputa-
tion Institute (www.reputationinsti
tute.com), the researchers therefore
set out to develop a new instrument
—the Fombrun-RI Country Reputa-
tion Index (“CRI”).
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Developing the CRI’

*Fombrun-RI Country Reputation Index

RQ original dimensions

CRI adapted dimensions

emotional appeal

emotional appeal

products & services

physical appeal

financial performance

financial appeal

vision & leadership

leadership appeal

workplace environment

cultural appeal

social responsibility

social appeal

Country Reputation Cockpit

Diagnosing the Current State

-> Relevant issues, issue-
related stakeholders

)

Designing the Future State

-> SWOT analysis

)

Managing the Transition

-> Recommendations
(general and issue-specific)

This workshop provides insight into
a strategic framework for effective
national reputation management lin-
king identity, reputation, and com-
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munication—the Country Reputa-
tion Cockpit. The backbone of the
Liechtenstein Study was a compre-
hensive reputation survey, which
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provided a coherent picture of Liech-
tenstein’s reputation in relation to
five competitive countries in six
countries of strategic importance to
the principality. Some 6,700 respon-
dents shared their perception of
Liechtenstein and its competitive set.
To be able to determine congruence
between the external and internal
perceptions, the same questionnaire
was administered to a sample of
Liechtenstein residents. In addition,
the research team examined the
Liechtenstein Government’s commu-
nication output and the press cover-
age of Liechtenstein.

Statistical analysis of the data ob-
tained from the reputation survey
revealed the elements having the
greatest influence on Liechtenstein's
reputation, the so-called “drivers of
reputation.” Furthermore, it became
clear which of these drivers can be
leveraged successfully to improve
Liechtenstein's reputation relative to
its competitors.

By synthesizing all findings from the
situation analysis and the primary
research components linked to the
country’s current state, three main
issues could be identified:

« The first issue concerns Liechten-
stein’s financial sector. Given the
importance of the financial sector
for Liechtenstein’s national econo-
my, this is an important issue,
especially now that the EU is step-
ping up pressure on the so-called
“offshore financial centers” both
inside and outside the EU.

* The second issue has formed
around the country’s leadership

June 2005
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Liechtenstein setzt sich fir seine Umwelt ein
Liechtenstein unterstutzt wohltatige Zwecke
Liechtenstein supports good causes
Liechtenstein upholds international laws
Liechtenstein wird gut regiert

Liechtenstein is well-managed

Liechtenstein has charismatic leaders

Liechtenstein supports responsible environmental policies
Liechtenstein ist ein gutes Mitglied der internationalen Gemeinschaft
Liechtenstein is a responsible member of the global community
Liechtenstein halt sich an international verbindliche Rechtsnormen
Liechtenstein vermittelt vielversprechende Perspektiven fur die Zukunft
Liechtenstein communicates an appealing vision of the country
Liechtenstein hat charismatische Fithrungspersonlichkeiten

Liechtenstein hat ein attraktives Kulturleben

Liechtenstein offers enjoyable entertainment activities

How Liechtenstein is perceived from outside.
And how the Liechtensteiners rate themselves.
Scale: “1”7 (“least favorable”) to “10” (“most favorable”)

it i

Liechtenstein hat ein reiches historisches Erbe
Liechtenstein has a rich historical past
Liechtenstein bietet soziale und kulturelle Vielfalt
Liechtenstein is socially and culturally diverse
Liechtenstein ist ein sicherer Ort fiir Investitionen
Liechtenstein is a safe place in which to invest
Liechtenstein hat niedrige Steuern

Liechtenstein is a low tax country

Industrie

in hat eine hocher

Liechtenstein has a well-developed industrial sector

Il Respondents from inside Liechtenstein
] Respondents from outside Liechtenstein

Liechtenstein has well-educated residents
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Liechtenstein hat gut ausgebildete Einwohner
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Liechtenstein is an inviting place to do business

Liechtenstein bietet ein gunstiges Umfeld fiir Geschafte
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Liechtensteins Ruf

Overall reputation of Liechtenstein

Rating (bars show means)

appeal, both inside and outside
Liechtenstein. It must be noted
here that, at the time of data collec-
tion, a constitutional debate was
ongoing in Liechtenstein, which
was highly polarizing among the
people as the monarchy is an im-
portant trait of the Liechtenstein
identity.

The third issue is not a problem of
negative conceptions as the first
two, but it is the comparatively low
familiarity of Liechtenstein abroad.
Despite its highly specialized in-
dustry and leading financial sector,
Liechtenstein is not well known
compared with the other countries

Mean Ratings

Means and Drivers of Reputation — Across All Respondent Countries
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Managing the Transition

Dual strategy

— Liechtenstein as a center of competence for
highly sophisticated products and services in
the financial sector

— Liechtenstein as an oasis of unspoilt
landscape and personal touch

Backup strategy

— Liechtenstein's industrial production of high-
guality products

Recommendations

General recommendations
— Set up a national PR agency
— Establish coherent messaging

— Focus on core values
(expertise, authenticity, community, openness)

— Devise a strapline and a visualization

Issue-specific recommendations

— Education

— Tourism

— Media
of the competitive set. On the posi- ital, mainly in terms of its physical
tive side, however, with those who and financial appeal.

are familiar with Liechtenstein, it
enjoys considerable reputation cap-
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In a next step, the research team fo-
cused on how the country should po-
sition itself and looked into the fac-
tors determining its positioning.
This entailed, in essence, examining
the government’s strategic intent and
overriding goals and objectives, de-
termining Liechtenstein’s strategic
capability including its unique re-
sources and core competences, deter-
mining the country’s core purpose
and stakeholder expectations, and
analyzing the environment by way of
trend analysis, competitor analysis,
and an assessment of likely scena-
rios. In a next step, Liechtenstein's
strategic options were identified.

The recommended strategic thrust
for Liechtenstein was to “strengthen
the strengths” and to build on exist-
ing reputation capital, that is, lever-
age its physical appeal and its appeal
as an attractive business location
(financial appeal). Although this
approach focuses on external issues,
it is firmly embedded in the
country’s bipolar identity (“natural-
ness” vs. “sophistication”) as deter-
mined in the study. Accordingly, the
research team suggested a dual strat-
egy should be adopted which builds
on the country’s uniqueness and
exploits its core competences.

In a next phase, the research team
matched the identified drivers of
reputation with the issues found to
determine which driver can help
tackle which issue. Before setting out
to propose measures designed to im-
prove negative perceptions, the re-
search team identified gaps between
those perceptions and reality. This
was the basis for formulating general
and issue-specific recommendations.

4 Country Reputation Passow and Fehimann June 2005
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Recent developments in Liechten-
stein have shown that the recom-
mendations drawn from the findings
were effective and are contributing to
a more positive and realistic percep-
tion of Liechtenstein internationally.
Various recommendations have al-
ready been implemented successful-
ly. Among these are:

* The government set up a national
PR agency to institutionalize repu-
tation management. This agency,
called the “Foundation Image
Liechtenstein,” incorporates key

stakeholders with a strong influ-
ence on the decision-making pro-
cess in Liechtenstein.

To visualize the strategy and build
on the core values of “expertise,’
“authenticity;” “community;” and
“openness,” the Foundation Image
Liechtenstein turned to Wolff Olins
in London, one of the world’s most
renowned brand consultancies.
Wolff Olins successfully visualized
the tension between the modern
and the traditional underlying the

identity of the Liechtenstein people

(“naturalness” vs. “sophistication”).
In May 2004, the new brand “Liech-
tenstein” was presented and has
since been successfully introduced
in various applications.

With regard to the financial sector,
the government of Liechtenstein
followed another important recom-
mendation: In October 2004, the
“Liechtenstein Dialogue on the
Future of Financial Markets” took
place for the first time at the Uni-
versity of Applied Sciences in
Vaduz, Liechtenstein. With the
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The aubergine color results from digitally
blending the national colors blue and red.
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Liechtenstein Dialogue, the Gov-
ernment aims to establish a high-
quality dialogue platform for peo-
ple working in and with the finan-
cial markets. The forum is an ideal
platform to promote Liechtenstein
as a center of competence for fin-
ancial services and to present the
new “Liechtenstein” brand.
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