
Measuring What Can’t Be Seen:
How To Gauge Your Corporate Reputation

A Presentation by Susan Brissette



About Bruce Power
Passionate about Safety - More than 7 million hours 
without an acute Lost Time Injury, ISRS Level 8
Value People - Focus on leadership, succession 
planning, 3,700 employees
High Operational Standards - Bruce B units among 
top-ranking CANDUs in world, 4,700 MW total net 
capacity, have added 14TWh to grid since 2001 
Invest in Future - Restarted two laid-up units, 
Investigating restart of two more, Improve output



What people 
used to measure

Traditional media analysis

What reputation 
bank measures

Everything else



“You don’t give yourself a reputation. 
Someone else gives it to you.”

Duncan Hawthorne
President and CEO, Bruce Power





Deposit 
5 points into 
reputation 
bank





Deposit 
25 points into 
reputation 
bank



Reputation: 

“The overall quality or 
character as seen or judged 

by people in general.”



Fortune 500’s most admired 
companies have two things in 
common:

they perform well
people have noticed



Corporate reputation 
is a combination of 

perception and reality
&

It must be earned



A good reputation can:
sell products
recruit best and brightest
attract most desirable business partners
increase value for shareholders
win loyalty of customers and consumers
stimulate employee motivation
provide protection in times of crisis



“Public sentiment is everything . . .
With public sentiment nothing can

fail. Without it nothing can succeed.”

Abraham Lincoln
16th President of United States of America



Tell your story - if you don’t, 
someone else will  . . . 

You may not like what they say! 



We all have good stories to tell

. . . but we need a positive 
reputation in order to be heard!



It’s like money in the bank



Goal is to maintain a positive balance 
A measure of stakeholders’ trust and 
esteem 
Monthly deposits, withdrawals with 
controls ensure fair, consistent 
reporting

It’s like money in the bank



It’s like money in the bank
Assign stakeholder groups

Media
Financial institutions
Customers
Industry
Employees
Government
Community



It’s like money in the bank
Minor = 1 point
Moderate = 5 points
Major =25 points
Positive or Negative



How we did in 2004
In 2004, between 400-500 deposits and 
withdrawals
Finished year with +164 in bank
Good year from reputation standpoint 
for relatively young company 





Proof is in the pudding 
Results tied to management incentive 
plan
Great way to talk to management about 
role/ value of communications
Created link with operations



Sometimes, the difference 
between success and failure is 
what you don’t see, rather than 

what you do see.  

A reputation bank gives visibility 
and earns you credibility!






















