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13.6: Managerial Communication and Corporate Reputation

&b Learning Objectives

1. Describe how corporate reputations are defined by how an organization communicates to its stakeholders.

Management communication is a central discipline in the study of communication and corporate reputation. An understanding of
language and its inherent powers, combined with the skill to speak, write, listen, and form interpersonal relationships, will
determine whether companies succeed or fail and whether they are rewarded or penalized for their reputations.

At the midpoint of the twentieth century, Peter Drucker wrote, “Managers have to learn to know language, to understand what
words are and what they mean. Perhaps most important, they have to acquire respect for language as [our] most precious gift and
heritage. The manager must understand the meaning of the old definition of rhetoric as ‘the art which draws men’s hearts to the
love of true knowledge” (Drucker, 1954).

Later, Eccles and Nohria reframed Drucker’s view to offer a perspective of management that few others have seen: “To see
management in its proper light, managers need first to take language seriously” (Eccles & Noria, 1992). In particular, they argue, a
coherent view of management must focus on three issues: the use of rhetoric to achieve a manager’s goals, the shaping of a
managerial identity, and taking action to achieve the goals of the organizations that employ us. Above all, they say, “the essence of
what management is all about [is] the effective use of language to get things done” (Eccles & Noria, 1992). One of the things
managers get done is the creation, management, and monitoring of corporate reputation.

The job of becoming a competent, effective manager thus becomes one of understanding language and action. It also involves
finding ways to shape how others see and think of you in your role as a manager. Many noted researchers have examined the
important relationship between communication and action within large and complex organizations and conclude that the two are
inseparable. Without the right words, used in the right way, it is unlikely that the right reputations develop. “Words do matter,”
write Eccles and Nohria. “They matter very much. Without words, we have no way of expressing strategic concepts, structural
forms, or designs for performance measurement systems.” Language, they conclude, “is too important to managers to be taken for
granted or, even worse, abused” (Eccles & Noria, 1992).

So, if language is a manager’s key to corporate reputation management, the next question is obvious: How good are managers at
using language? Managers’ ability to act—to hire a talented workforce, to change an organization’s reputation, to launch a new
product line—depends entirely on how effectively they use management communication, both as a speaker and as a listener.
Managers’ effectiveness as speakers and writers will determine how well they can manage the firm’s reputation. And their
effectiveness as listeners will determine how well they understand and respond to others and can change the organization in
response to their feedback.

We will now examine the role management communication plays in corporate reputation formation, management, and change and
the position occupied by rhetoric in the life of business organizations. This chapter will focus on the skills, abilities, and
competencies for using language, attempting to influence others, and responding to the requirements of peers, superiors,
stakeholders, and the organization in which managers and employees work.

Management communication is about the movement of information and the skills that facilitate it—speaking, writing, listening, and
critical thinking processes. It’s also about understanding who your organization is (identity), who others think your organization is
(reputation), and the contributions individuals can make to the success of their business, considering their organization’s existing
reputation. It is also about confidence—the knowledge that one can speak and write well, listen with great skill as others speak, and
seek out and provide the feedback essential to creating, managing, or changing their organization’s reputation.

At the heart of this chapter, though, is the notion that communication, in many ways, is the work of managers. We will now
examine the roles of writing and speaking in the role of management, as well as other specific applications and challenges
managers face as they play their role in the creation, maintenance, and change of corporate reputation.

? Concept Check

1. How are corporate reputations affected by the communication of managers and public statements?
2. Why is corporate reputation important?

https://biz.libretexts.org/@go/page/103741



https://libretexts.org/
https://creativecommons.org/licenses/by/4.0/
https://biz.libretexts.org/@go/page/103741?pdf
https://biz.libretexts.org/Courses/Concordia_University_Chicago/Principles_of_Management/13%3A_Managerial_Communication/13.06%3A_Managerial_Communication_and_Corporate_Reputation

LibreTextsw

This page titled 13.6: Managerial Communication and Corporate Reputation is shared under a CC BY 4.0 license and was authored, remixed,
and/or curated by Karen Calendo via source content that was edited to the style and standards of the LibreTexts platform.

¢ 16.4: Managerial Communication and Corporate Reputation by OpenStax is licensed CC BY 4.0. Original source:
https://openstax.org/details/books/principles-management.

https://biz.libretexts.org/@go/page/103741



https://libretexts.org/
https://creativecommons.org/licenses/by/4.0/
https://biz.libretexts.org/@go/page/103741?pdf
https://biz.libretexts.org/Courses/Concordia_University_Chicago/Principles_of_Management/13%3A_Managerial_Communication/13.06%3A_Managerial_Communication_and_Corporate_Reputation
https://creativecommons.org/licenses/by/4.0
https://www.cuchicago.edu/faculty/college-of-business/division-undergraduate/karen-caliendo/
https://openstax.org/details/books/principles-management
https://biz.libretexts.org/@go/page/15042
https://openstax.org/
https://creativecommons.org/licenses/by/4.0/
https://openstax.org/details/books/principles-management

