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Introduction 

In today’s volatile environment  loss of 

reputation is the biggest risk  for any 

organization. The internet is a platform for 

customers to share their experiences. This 

procedure contributes to the organization's 

internet reputation. Companies could 

preserve their reputation a few years ago by 

controlling the information available about 

them with strategically placed press releases 

and excellent public relations professionals. 

With growing technology today everyone has 

the access to the internet. Customers react 

instantly on the social media platforms about 

the likes and dislikes of a product or service 

on which company has no control. Online 

Reputation mutilation can be the result of an 

attack launched by customers on social media 

which can influence the overall business 

performance of the organization. The most 

important discovery is that one's online 

reputation may be handled in a variety of 

ways. Finally, having a good online 

reputation management approach is  

beneficial to any company. Organizations 

should keep an eye on their internet presence 

and be able to handle it effectively in order to 

obtain more clients and profit. 

Online Corporate Reputation refers to the 

overall perception others have about your 

organization or your products / services on 

the internet and digital platforms. In today's 

connected world, a brand's voice is no longer 

established just by the brand, but also by 

public response – much of which occurs 

online [1]. In today's digital age, a positive 

internet reputation is the most important 

asset. According to Weber Shandwick data, 

executives estimate their companies' repute 

accounts for on average 63 percent of their 

market value[2]. Companies with a good 

reputation today may be condemned 

tomorrow. Every company wishes to have an 

online presence. Being talked about, in fact, 

has a cost. If a company takes client 

feedback, it must also be prepared to deal 

with it quickly. But what if its 

products/services are widely panned? What if 
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the company's personnel aren't well-versed in 

social media? What if competitors profit 

from the company's mistakes? These are 

some of the reasons why every company 

should have a solid online reputation 

management strategy in place. Another 

purpose is to learn from not only one's own 

mistakes, but also from others'. Here are three 

well-known examples of digital-era 

reputation management failure[3]: 

 In November 2013, JPMorgan Chase 

attempted to launch a Twitter Q&A 

with top executive Jimmy Lee in 

order to boost public relations in the 

wake of a series of events that 

tarnished the company's image. 

While the inquiries started slowly, 

JPMorgan Chase got more than they 

bargained for when they were asked 

about their recent legal difficulties 

(their financial crisis fee), as well as a 

slew of questions about their 

corporate social responsibility 

procedures... and a storm of insults. 

Despite the large amount of answers, 

almost 66% of the 80,000 tweets 

using the #AskJPM hashtag were 

unfavourable. As a result, JPMorgan 

Chase cancelled the Q&A and 

publicly stated that the event was a 

bad idea. 

 During the presidential debate in 

October 2012, an unpleasant tweet 

about President Barack Obama's 

grandmother was posted on 

KitchenAid USA's Twitter account 

rather than the personal Twitter 

account of the staff member who 

wrote it. The inflammatory tweet was 

promptly deleted (albeit not quickly 

enough—there was enough time for 

screenshots and offence to be taken), 

and their head of branding issued 

several apologies tweets. Users 

reacted rapidly to the error, with some 

stating that they would no longer 

support the brand as their appliance 

provider of choice. 

 In February 2013, American Airlines 

sent an unhappy customer an 

automated response tweet. The 

problem is that instead of 

apologising, American Airlines 

reacted with a "thank you for your 

support" remark, which merely adds 

salt to injury and makes it glaringly 

evident that the airline uses 

automated tweets. 

Internet and social media have become an 

vital part of our everyday life. 

Today the way people communicate has 

changed. In order to overcome time, distance 
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and location limitations, the use of internet 

has become very often. 

Nowadays when a customer wants to 

purchase a product/service, they are not 

willing to spend their precious time going out 

to a store in order to check all the features and 

the benefits which they could seek out of that 

product, rather they prefer going to a search 

engine and read all the reviews and feedback 

available about that product/services.  

The internet is a harsh critic. It is 

indestructible. Its clout is only increasing. 

Online search results strongly influence 

customers’ decision making. If there are 

negative reviews, damaging news articles, 

embarrassing contents on the internet about 

your organization you may never get a 

chance to make a first impression. 

In a Deloitte Global study done in 2013, 

reputation risk was identified as the top 

strategic business risk, and in a survey 

performed in 2014, it was identified as the top 

strategic business risk. Reputation risk was 

recognised as a critical strategic business 

issue by 87 percent of the executives polled. 

Customers are the most essential 

stakeholders in controlling reputation risk, 

according to their poll [4]. 

Review of the Literature 

News articles, blog postings, social network 

profiles, people search sites, public records, 

Wikipedia entries, and a variety of other 

sources can all contribute to your online 

reputation. The sum of all the materials and 

opinions about an organisation that have been 

posted on the Internet is known as online 

reputation. Because external stakeholders' 

endorsements are the cornerstone of a solid 

ORM strategy, online reputation is defined as 

what people perceive about an organisation. 

The main factors that affect online reputation 

of every organization are listed below [5]: 

1. Online presence: The organisation must 

claim and enhance its online presence, 

including social media sites, as well as ensure 

that all of its contact information is current. 

2. Online reviews: Organizations must first 

establish where they are being reviewed, then 

monitor and track the trends that emerge. 

3. Social media: An organization's presence 

on each of the leading social media sites must 

be appealing, with only the content that is 

most important to its clients included. 

4. Consumer feedback: Organizations must 

set up digital survey booths to collect 

customer feedback. 
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5. Analysis: The organisation must keep track 

of fresh information and produce regular 

reports. 

6. Benchmarking & Scoring: An organisation 

must assess how successfully its competitors 

manage their online reputations in order to 

make informed decisions. 

7. Location alignment: An organization's 

efforts must be coordinated amongst its 

business sites, and data must be collected 

centrally. 

People utilise internet tools because they 

want a quick and easy approach to figure out 

which organisations are trustworthy. ORM, 

when done correctly, should free up an 

organization's schedule rather than add to its 

workload [5]. Acquiring new clients can save 

time and money for a company that 

establishes a solid internet reputation. 

Customers' time might be saved as well, 

because they won't have to look for a new 

company to trust. They can also be confident 

that their money was well spent. 

According to Robbin ten Dolle (2014), 

reputational damage could have a major 

impact on future company results. 

Companies must design and implement an 

effective online reputation management 

strategy in order to deal with customer 

attacks on social media [6]. 

Shih Yung Chou (2011) investigates and tests 

the links between online reviews, the 

reputation of an online seller, the reputation 

of an online intermediary, and consumer 

loyalty. The findings support the use of good 

and negative online reviews as statistically 

significant predictors of an online seller's 

reputation. Furthermore, the reputation of an 

online middleman was revealed to be a strong 

predictor of consumer loyalty[7]. 

According to Danuta Szwajca (2017), 

corporations in the most developed countries 

are increasingly using the Internet and social 

media as key channels of marketing 

communication and developing online 

marketing strategies. SM are particularly 

beneficial when creating relationships and 

active interaction with various stakeholder 

groups due to its specific features (such as 

interactivity, mass-character, global range, 

and availability). As a result, they provide a 

novel and significant tool for enhancing and 

maintaining company reputation [8]. 

 

Vodák, Kubina, Soviar, Zraková, and Patrik 

(2017) conclude in their study that, as 

innovation potential and company 

digitization continue to grow, it is vital to 

invest time, money, and energy in online 

reputation not only in the physical world but 
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also in the virtual world. Customers, the 

general public, and other stakeholders are all 

affected. It will feel as if the business is 

interested in it and depends on it if it is active, 

decent, and interacting with the public. It is 

critical to establish a private interaction 

between customers and fans [9]. 

Although assessing the performance of 

responsible behaviours is difficult, relevant 

research has demonstrated that organisations 

that practise social and environmental 

responsibility have profited in the long run 

and have a strong online reputation, 

according to Oncioiu, Ionica, et al (2020). A 

strategic CSR programme could result in a 

new wave of societal benefits, increased 

company value, and reduced online 

reputation risk [10]. 

Silvija, Dumii, and Klopotan (2017) found a 

link between individual dimensions of 

reputation and a company's financial 

performance in their study. The study 

confirms that all three dimensions of 

corporate reputation, namely product and 

service reputation, vision and leadership 

reputation, and working conditions 

reputation, have a complete or partial impact 

on financial performance, demonstrating 

their importance in the overall management 

of corporate reputation [11]. 

Statement of the Problem 

The study explores the various best practices 

used in social media that supports to adapt for 

online reputation management of TTK 

Prestige. 

 

Purpose of the Study 

The goal of this research is to show the 

benefits of online reputation management 

through a review of Starbucks and Nestle's 

best practises. It determines the impact of 

online reputation of an organization which 

influences the customers’ buying decision. 

This study aims to understand the importance 

of online reputation for the growth of an 

organization. Good Reputation is the most 

valuable asset an organization can have. This 

paper will help the organizations to develop 

appropriate ORM strategies, which can help 

them to achieve organizational goals. 

 

Research Objective 

 

 To demonstrate the importance of social 

media platforms in online reputation 

management based on best practices 

adopted by Starbucks and Nestle. 
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 To explore various opportunities to build 

online reputation at TTK Prestige by the 

use of social media. 

 
Research Methodology  
 
Based on an investigation of best practises 

followed by Starbucks and Nestle, the goal of 

this study is to highlight the benefits of online 

reputation management. Various 

publications, journals, and other sources are 

consulted in order to achieve these goals. 

Secondary research methods include 

analysis, comparison, and selection. 

I. Research Type: Exploratory, 

Qualitative 

II. Method: Case Study 

III. Data Type: Secondary 

 

ORM no longer a choice 

It was found in a survey conducted by 

Qualtrics, an experience management 

company that [12]: 

 Online reviews affected 93 

percent of consumers' purchase 

decisions. 

 After reading a reputable review, 

92 percent of B2B buyers are 

more likely to make a purchase. 

 Customers are willing to spend 

31% more on a company with 

good evaluations. 

 Only 13% of customers will 

consider doing business with a 

company that has a 1 or 2 star 

rating. 

 After reading negative online 

reviews, four out of five shoppers 

have altered their minds about a 

suggested purchase.It was also 

found in a survey that respondents 

who have ever attempted to 

contact a brand, product, or 

company through social media for 

customer support, 32% expect a 

response within 30 minutes. 

Further, 42% expect a response 

within 60 minutes [13]. 

Companies doing it the right way:  

 

Brewing Innovation @Starbucks 

 

Starbucks Corporation, headquartered in 

Seattle, Washington, is an American global 

coffeehouse and roastery business. Starbucks 

had to restore its customer ties and 

demonstrate the world that it cared about 

quality and consistency after the financial 

crisis of 2007/08. 

Initiatives by Starbucks [14]: 
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 In July 2008, Starbucks launched 

MyStarbucksIdea.com as a platform 

for customers to submit ideas, ask 

questions, and, in some cases, vent 

their complaints. By 2011, the 

website had attracted 250,000 users, 

with over 100,000 ideas submitted, a 

million votes cast, and 98 ideas 

implemented. The coffee shop gained 

a large following as a result of this 

approach. It was able to rekindle 

brand trust by offering people a place 

to express their thoughts and opinions 

about the company, and by 

responding to them. 

 Starbucks introduced a mobile app 

with features such as a shop locator, 

nutrition-related information, and a 

rewards programme, as well as 

initiatives such as 

'MyStarbucksSignature,' which 

allowed users to personalise the 

company's offering. 

 

 Starbucks used social media to 

interact with customers in a variety of 

ways. This included important 

subjects such as World AIDS Day or 

having fun on April Fool's Day, as 

well as launching new products, 

promoting brand recognition, 

gathering ideas, hosting contests, and 

so on. 

 On a single day, events like "Free 

Pastry Day" drew one million people 

to Starbucks outlets. 

Starbucks has established a cross-

functional centralised team to oversee the 

company's digital marketing operations. 

Starbucks used social media to provide 

customer service and establish 

relationships, rather than as a platform for 

advertising. 

It achieved the following results [14]: 

 In 2010, Starbucks became the 

first consumer brand to reach a 

Facebook fan following of 10 

million people, and it ranked top 

in terms of online interaction. 

 It also achieved the distinction of 

being the most tweeted-about 

brand. 

 Starbucks was able to reduce the 

amount of money it spent on 

traditional advertising. It spent 

only 1% of their US sales on 

advertising as of 2010. 

The Nestle Way: 
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Nestle SA is a global food and beverage firm 

based in Switzerland that operates in India as 

Nestle India. 

Nestle India now has a strong presence in the 

FMCG sector and a sizable market share in 

the food and beverage sector. Nestle's 

targeting and positioning strategy have 

played a vital role in establishing itself all 

over the world as the world's largest food and 

beverage brand by revenue.After facing a 

social media and PR catastrophe in 2010, 

Nestle felt that they needed to revamp its 

entire digital marketing plan.  

 The Digital Acceleration Team is 

Nestle's secret weapon (DAT): DAT 

was developed as part of Nestle's 

digital transformation plan. DAT's 

key goals were to educate staff about 

the digital side of the business. This 

includes everything from social 

networking to search engine 

optimization. DAT's second role is to 

work with interesting digital 

trendsetters to come up with 

distinctive and creative ad concepts 

[15]. 

 Nestle partnered with Google and 

Facebook to stay on top of the latest 

trends, social technology, online 

advertising, and more [15]. 

 Within Nestle, there is also a private 

social network where employees can 

interact with one another. On the 

internal social platform, employees 

are encouraged to contribute their 

thoughts and strategies [15]. 

 To effectively advertise its products, 

Nestle has maintained unique social 

media pages for each of its brands. 

Nestle utilises each social media 

platform in a unique way. Nestle's 

Facebook and Instagram pages are 

used to disseminate posts about what 

the company is up to, new products, 

and CSR initiatives. Nestle's 

YouTube channels feature all of its 

brand advertising. Twitter profiles are 

used to communicate between the 

firm and its target audience [16]. 

 Ask Nestle : As part of this campaign, 

Nestle India launched NINA (Nestlé 

India Nutrition Assistant), a digital 

platform that employs artificial 

intelligence to deliver real-time 

nutritional information on the foods 

we eat on AskNestle.in. [16]. 

 Nestle's most notable triumphs in 

digital marketing have come through 

unique partnerships. Forging 

significant partnerships resulted in 

the creation of two successful 
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programmes. Petfinder, the largest 

online pet adoption network, was 

acquired by Nestle's Purina brand. 

Nestle was able to reach a big 

audience of pet lovers by attracting 

seven million unique visitors every 

month. And, thanks to a collaboration 

with Google, one of Android's system 

updates was dubbed Kit Kat, raising 

visibility for a beloved Nestle 

brand[17]. 

 

As a result of these successful 

initiatives : 

 

 On any social media site, Nestle no 

longer relies on paid promotions. 

Nestle brands have a massive 

following on social media, with over 

210 million fans on Facebook as of 

2015. 

 Having separate websites for each of 

its brands helps Nestle rank higher in 

Google searches. 

 

These digital transformation strategies 

adopted by above stated companies not only 

helped them to come out of the problems they 

were facing but also it completely changed 

the way of doing business. It helped them to 

improve their customer engagement and 

operational efficiency. These Companies 

succeeded in redefining customer experience 

which helped them to build relationships with 

their customers, gained their loyalty & trust 

and of course increased customer base.  

 
TTK Prestige’s digital journey: 

 

TTK Prestige is an Indian company which 

manufactures kitchen appliances and 

cookware. TTK Prestige is no longer a 

traditional pressure cooker producer; it has 

evolved from a maker of only outer-lid 

pressure cookers to a provider of 

comprehensive kitchen solutions. It has 

entered various new product categories, 

including nonstick cookware, kitchen 

electrical appliances, and gas stoves, in order 

to fulfil its mission of "A Prestige in Every 

Kitchen." TTK Prestige had an image 

problem. It was seen as a South Indian brand. 

To fix this image company decided to have 

the correct product mix for the untapped 

markets. Many smart digital marketing and 

advertising has helped TTK Prestige to 

change the brand perception. Now Company 

has moved its focus on fast-growing online 

channels.  

 

Digital Initiatives of TTK Prestige ltd. 
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 The iconic campaign, “ Jo Biwi se 

kare Pyaar, Woh Prestige se Kaise 

Kare Inkaar.” This campaign gave 

prestige national brand recognition 

without any regional tag. 

 To avoid predatory pricing and 

channel disputes, TTK Prestige 

maintains its own presence on e-

commerce platforms. 

 TTK Prestige is present on social 

media platforms like Facebook and 

Instagram. TTK prestige uses these 

platforms to promote their product 

and communicate with the customers. 

 22 Feet Tribal Worldwide, which is 

part of DDB Mudra group, has been 

appointed as the digital media 

planning agency. As part of the 

assignment, 22 Feet Tribal 

Worldwide will oversee the brand's 

digital transformation, from digital 

marketing to e-commerce, as well as 

all touchpoints along the customer 

journey. 

 TTK Prestige uses a social media 

management platform “Konnect 

Insights” to build a stronger 

community. For social listening, 

online reputation, social CRM, social 

analytics, publishing, survey, BI 

Tools, and crisis management, 

Konnect Insights provides a single 

platform. 

 TTK Prestige collaborates with 

various influencers on FB and Insta 

for the promotion of their product.  

 To increase customer engagement 

TTK Prestige organises many 

contests from time to time. Some of 

the famous activities were Zayka Ka 

Tadka, Mom & Me, Click Post Win, 

Prestige Smart Chef etc. 

These endless efforts made by the 

company has made TTK Prestige what it 

is today. TTK Prestige rules Indian 

kitchen and is market leader in many 

kitchenware and appliances categories.  

 

 

Recommendations:  

Based on the analysis of this study, I would 

recommend TTK prestige to adapt following 

practices as their digital strategy: 

 A forum or private social network for 

consumers and inhouse employees to 

make suggestions and discussion of 

innovative ideas. 

 TTK Prestige should launch a mobile 

app which can be easily accessible  

and will provide all the necessary 
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information like details of the 

products, store locator, order online, 

register service complaints etc.  

 TTK Prestige should take Initiatives 

to personalise the company offerings. 

 Company should create and train a 

cross-functional team who will be 

responsible for all digital marketing 

initiatives. They should also resolve 

the complains and queries raised. 

  TTK should post user generated 

contents as they drive high 

engagement for the brands. 

 TTK prestige should collaborate with 

Google and Facebook to stay on top 

of what's new in the world of social 

media, internet advertising, and more. 

 Separate social media profiles for 

each of the company's top-selling 

brands. 

 Launch campaigns to promote 

healthy cooking ideas, cooking tips 

and nutritional information on the 

food intake. 

Conclusion: 

The initiatives taken by TTK Prestige since it 

entered the digital space is remarkable. It has 

helped the company to penetrate the new 

markets. TTK Prestige must adopt these three 

strategies for now out of the recommended 

strategies to build stronger online reputation. 

 Mobile App 

TTK Prestige can launch a mobile 

app which will provide information 

about new launches, store locator, 

various schemes & reward 

programmes.  

 Cross-functional centralized team 

Instead of outsourcing team to handle 

digital initiatives it is advised to have 

an inhouse cross-functional team to 

manage the online part of the 

business.  

 Separate Social Media Profiles  

TTK Prestige can have separate social 

media profiles of their best-selling 

brands on various social media 

channels to communicate effectively.  

 

The goal of this study was to show how 

firms might profit from online reputation 

management by examining best practises. 

The trick is to have a well-thought-out 

internet approach. Customers will trust a 

company with a good internet reputation, 

which will lead to increased earnings. It 

is critical for a business to keep track of 

and manage its online presence, because 
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anything that cannot be accessed on the 

internet is now regarded non-existent. 
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