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1.INTRODUCTION

At LLORENTE & CUENCA we are fully aware of the importance that 
Reputation has, along with its professional and executive management 
as a lever to create value and shared wealth for companies and their 
stakeholders. We are convinced that these principles should be used in 
the conscious, professional and long-term management of the Reputation 
of countries.

Given the experience, knowledge and solutions developed at LLORENTE 
& CUENCA in the fi eld of Reputation management for our customers, 
we feel obliged to share and contribute modestly to the restoration 
and enhancement of the Reputation of Spain as a country, in order to 
recover the position that Spanish corporations and organizations held 
until recently. This will also help its Reputation be aligned with the real 
fundamentals of its economy and the value generated by its fi nancial 
institutions and enterprises in international markets.

The current circumstances of the country, despite all hurdles and problems 
it must face, are defi ned by the fact that many fi nancial institutions 
and companies are fully experiencing a virtuous process of opening to 
international markets and many have done so for several years already. 
They have achieved it to the extent of becoming leaders in their sectors by 
innovating and generating added value through investments in technology.

The challenge for all of them, and those seeking to follow their steps, is 
to fi rst protect themselves from the challenges that the global economic 
and fi nancial situation entail for their internationalization and innovation 
activities; second, to enhance their expansion strategies and creation 
of added value ensuring that the reputation problems in their home 
countries do not undermine these efforts and, fi nally, to guarantee that 
their good commercial, technological, innovation and international 
expansion practices help them restore the attributes of the Spanish 
Reputation that are currently damaged all over the world.

In this document, LLORENTE & CUENCA seeks to share with everyone 
its analysis, study and recommendations on how to professionally and 
executively address the management, protection, enhancement and 
restoration of the Reputation of Spain. This will help Spanish fi nancial 
institutions and corporations fi nd in their activities and in Spain the 
perfect leverage to continue in their successful path in international 
markets as well as the necessary added value that having headquarters 
and centers in Spain entails.

Jose Antonio Llorente
President and Founding 

Partner LLORENTE & CUENCA
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“The recent 
expropriation of the 

majority stake in 
REPSOL YPF forces us 

to refl ect on the power, 
trust and authority that 
the Reputation of Spain 
generates as a country”

2. STARTING POINT

Globalization, the effects of the 
economic crisis and the markets 
turbulences have not only made 
corporations be concerned about 
the image of their products and 
services, but have also given rise 
to concerns among countries to 
analyze their Reputation among 
relevant nations and groups –
major and critical, commercial or 
strategic partners– and the impact 
that this attribute can have on the 
development and evolution of their 
own economies, trade activities 
and businesses of fi nancial 
institutions and corporations of 
national reference.

Spain and the country risk 

As regards Spain, it seems as if the 
country risk is a burden for Spanish 
entrepreneurs and companies in 
their relations with capital markets; 
our society has grown pessimistic 
and only the successes of Spanish 
athletes temporary and superfi cially 
please the population. Moreover, the 
population has started thinking that 
foreign investors, faced with similar 
options, prefer not to carry out 
businesses with our country; we are 
immersed in an arduous and dirty 
commercial war, whose object is no 
other than damaging the Reputation 
of Spain, with the ultimate goal of 
removing a competitor.

The recent expropriation of the 
majority stake in REPSOL YPF forces 
us to refl ect on the power, trust and 
authority that the Reputation of 
Spain generates as a country. 

Would the Argentine government 
have made the same decisions 

three years ago? Would their 
current approach and position be 
the same if REPSOL had not been 
Spanish, but German, American, 
French or Chinese?

If anything is clear, it is the fact that 
both the companies and markets 
of our competitors, i.e., other 
countries, know that the Reputation 
of Spain is not at its best.

Internationalization success

The truth is, once investors 
started having doubts about 
the soundness of the Spanish 
public accounts, little did they 
care about the international 
process that Spanish companies 
have undertaken in the 
last 10 years; the greatest 
internationalization process in 
its recent economic history. 

Stock, debt and capital markets 
were also too quick to forget that 
Spain was among the 10 largest 
economies in the world not so 
long ago and remains a leader in 
sectors such as infrastructure, 
telecommunications, banking, 
textile, transport, high speed 
transport or logistics and 
engineering, to name a few 
examples. In fact, aware of the 
existing hurdles in the domestic 
market, many Spanish companies 
have decided to strengthen 
their international presence 
through the acquisition of 
foreign companies. Such is the 
case of Brasilcel and Telefonica 
in Brazil; Banco Santander and 
Polish corporation Zachodni; or 
the arrival of BBVA to the Turkish 
market through the purchase of 
Garanti. 
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Risk Premium, distrust index

Basically, it seems as if the 
aforementioned process did 
not translate into anything as 
regards the enhancement of the 
prestige and reputation of Spain 
and its financial institutions and 
companies. The doubts cast on 
the country, its financial system 
and, in general, the difficulties 
to leave the euro crisis behind, 
threaten to plunge the Ibex 35 
below the lowest level reached 
so far since the outbreak of 
the financial crisis in 2008. The 
truth is we are witnessing how 
the markets’ distrust about the 
solvency of the Spanish economy 
and businesses is spreading 
throughout the private sector: 
in the second half of May 2012, 
the risk premium worsened, 
increasing to over 490 points, 
while the Spanish stock market 
dropped below the 6,500 mark, 
unprecedented since 2009. 

A crisis of tangible and intangible 
assets

Therefore, we find ourselves in 
the middle of a crisis of tangible 
(productivity, employment, 
capitals) and intangible assets 
(Reputation and trust). However, 
optimism and pessimism should 
make us think and reflect to 
try to answer the following 
questions: Is it too late to 
regain lost ground? What is the 
state of the Spanish relationship 
with its priority markets and 
critical stakeholders? Can 
or should Spain promote the 
strength of the brands of its 
large companies or the success 
of its athletes and renowned 

public figures to enhance and 
restore its Reputation at such 
a delicate time? What are the 
keys, sectors and basics of 
this critical project? Are the 
attributes that define and have 
characterized the Reputation 
of Spain until now sufficient to 
overcome the crisis and restore 
the lost trust? 

Improving the Reputation of 
Spain

At LLORENTE & CUENCA we are 
convinced that the Reputation of 
Spain has enough attributes and 
qualities to be highly-valued, 
despite the fear, volatility and 
mistrust that characterize it. Its 
revaluation, although complex, 
depends on the development 
of a thorough work and the 
commitment of all players and 
agents that represent it are part of 
it and benefi t from it. Therefore, 
all of them are in some way 
directly and indirectly responsible 
for its identity and positioning.

This document includes, on one 
hand, the theoretical and technical 
background on the importance of 
the Reputation of a country in the 
current context as well as the socio-
economic benefi ts that its proper 
management entails and, on the 
other, a basic approach on how to 
implement a model to improve the 
Reputation of Spain in the short, 
medium and long term.

3. THE REPUTATION OF A 
COUNTRY

As occurs in the business world, 
the degree of development of a 

“The doubts cast on the 
country, its fi nancial 

system and, in general, 
the diffi culties to leave 
the euro crisis behind, 

threaten to plunge 
the Ibex 35 below the 

lowest level reached so 
far since the outbreak 

of the fi nancial crisis in 
2008”
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country is directly proportional 
to the degree of development of 
its reputations (companies and 
leaders), both inside and outside 
the country.

The truth is reputations do not 
belong to people, countries 
or companies anymore, but to 
their stakeholders. 

A good or bad Reputation is based on 
the result of the direct experience 
of the aforementioned Stakeholders 
or the direct or indirect views 
of the opinion leaders that the 
Stakeholders trust. For stakeholders 
to “consume” and comment 
positively about a company, product 
or country, they need to trust it. And 
to trust it, the latter needs to meet 
the expectations that stakeholders 
placed on it.

Moreover, the reputation of a 
country is multidimensional. It 
consists of rational and emotional 
elements that vary depending 
on the context in which they are 
perceived and interpreted by the 
stakeholders. Thus, in a social 
dimension, Spain could be seen as 
a more or less supportive country 
or a sports powerhouse; but as 

regards the fi nancial dimension, 
we can see that the lack of trust of 
investors has had a negative effect 
on the risk premium.

We should also consider that 
the Reputation of a country is 
infl uenced by the reputation of its 
public fi gures and corporations. 
Personal and corporate brands 
play an important role (see chart 
below), which should be confi gured 
through a coherent speech to the 
common stakeholders. Fortunately, 
Spain has great public fi gures in the 
fi elds of culture and sports as well 
as powerful companies in important 
sectors of the economy, whose 
value can enhance the Reputation 
of the country in the world.

4. THE REPUTATION OF SPAIN 

The reputation of a country, 
region or city is related, as occurs 
with fi nancial institutions and 
companies, to the cornerstone 
of their strategy, that is, their 
capacity to gain credibility 
among their partners or critical 
stakeholders, to convince and 
therefore persuade them so as to 
facilitate the achievement of their 
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strategic, business, commercial, 
diplomatic or political objectives.
Hence, the Reputation of a country 
is closely linked to its role as a 
political and economic player in 
the international arena, but also 
to all aspects linked to its history, 
culture, traditions and, in general, 
the basic elements that defi ne 
the lifestyle and socio-economic 
conditions of its citizens.

Therefore, it is essential to raise 
awareness among the Spanish 
population about how essential it 
is for Spain to effi ciently manage 
its Reputation at the global level 
to build a more powerful and 
appealing “Spanish Reputation” 
than that of its competitors. And 
this task should be carried out 
in the countries where Spain is 
already known, but perhaps not 
for the desired reasons, and those 
in which the Reputation of Spain is 
still lacking or almost unknown. 

Undoubtedly, all these aspects 
(social, sport and cultural) infl uence 
the Reputation and enhance the 
value of the Spanish Reputation. 
They are essential elements to 
penetrate into new markets and 
strengthen our image as a dynamic 
nation with an increasing presence 
across all sectors. That is, to improve 
its international competitiveness.

Thus, countries compete with each 
other, and so do their companies, 
to obtain and control market 
shares which generate enough 
income to ensure the prosperity 
and welfare of their citizens.

The need to change the national 
stereotypes abroad to strengthen 
the real attributes of Spain

The Reputation of Spain must be 
founded on the national attributes 
that the country seeks to highlight, 
while foreign incorrect perceptions 
about it should be addressed. 

Therefore, for the creation and 
enhancement of the Reputation of 
Spain, it is necessary to promote its 
Reputational Capital, based on the 
aforementioned attributes, which 
should be identifi ed and fostered to 
export the Reputation of the country 
to the international markets.

To this end, we should analyze the 
context and current state of our 
Reputation and where we want to go 
based on our identifi ed attributes.

Unfortunately, we must be aware 
that the stereotypes that some 
Stakeholders of critical foreign 
markets have about the Reputation 
of Spain, whether out of naivety 
or in the service of other parties, 
have gone through several phases 
in past decades:

• Black Legend: associated 
with the memory, whether 
mythological or not, of the 
process of conquest and 
colonization of the Americas. 
Due to this event, there are still 
perceptions of the country as a 
colonizer instead of the current 
partner or investment provider 
which generates opportunities 
for shared wealth.

“The Reputation of 
Spain must be founded 

on the national 
attributes that the 

country seeks to 
highlight, while foreign 

incorrect perceptions 
about it should be 

addressed”
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• Romanticism: conveyed 
by the English and French 
travelers and writers who 
recorded their views of the 
country during the 19th 
Century and which are deeply 
rooted all over the world —
closely linked to the national 
traditions, mainly fl amenco 
and bullfi ghting— which, 
as in any other country in 
the world, are a double-
edged sword as regards the 
construction of country 
brands. These stereotypes 
are easily distorted and 
fi ghting them can prove a 
diffi cult task.

• Decadence: promoted by 
the Spanish intellectuals 
themselves at the end of 
the Century, after the fi nal 
loss of the colonies and 
the failed restoral attempt 
at the beginning of the 
20th Century, refl ecting 
a pessimistic view of the 
country which still remains in 
the collective perception of 
Spanish citizens and certainly 
not helping to the creation of 
an appealing and innovative 
Spain Brand.

• Authoritarianism, National 
Catholicism, isolation and 
Francoism: based on the past 
political, social, economic 
and cultural circumstances 
of a country still reminded 
by the international opinion 
leaders who witnessed that 
time in our history. 

• Depression and Pessimism: 
fostered by Spanish society 
itself, in general, due to the 

effects of “The Great Recession” 
in relation to life, economic 
and social expectations 
that now seem impossible 
and a growing cynicism and 
skepticism about the society 
and State institutions, whether 
political, economic, religious 
or corporate and fi nancial. This 
has entailed the resurgence of 
many of the abovementioned 
stereotypes which, again, are 
used exclusively or in a joint 
manner to harm the Brand Spain 
and the capacity of the country 
and its fi nancial institutions 
and corporations to compete in 
international markets. 

Relevant facts and indicative data

To face the stereotypes briefly 
described above, in recent 
years, Spain has gone through a 
phase to restore the Reputation 
which has currently been 
stopped due to the effects 
that the feelings caused by the 
“Great Recession” has entailed.

The milestones of the resurgence of 
the Spanish Reputation values during 
the last forty years are linked to:

• The successful political 
Transition and the role played 
by the new Spanish Monarchy 
in its consolidation.

• The accession to the European 
Union and, with it, the 
achievement of a fully European 
identity for Spain.

• The dynamism, optimism, 
creativity and commitment 
to a job well done that 
has characterized Spain, 

“Unfortunately, we 
must be aware that the 
stereotypes that some 

Stakeholders of critical 
foreign markets have 

about the Reputation of 
Spain, whether out of 

naivety or in the service 
of other parties, have 
gone through several 

phases in past decades”
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"Over the last forty 
years, Spain has 

experienced one of 
the fastest and best 

developments around 
the world, to the extent 

of becoming one of 
the most open and 

prosperous countries in 
Europe"

which earned it the title of 
“Southern Germany” among 
its fellow EU nations.

• The economic development 
and growth of the country and 
the rapid modernization of its 
society and infrastructure.

• The organizational success 
and the creativity that 
marked major international 
events, most notably, the 1992 
Olympic Games of Barcelona.

• The great cultural, artistic and 
sports boom entailed by the 
success achieved by several 
internationally relevant 
Spanish public fi gures.

• The prestige of the 
Armed Forces thanks to 
its participation in the 
maintenance of international 
peace operations and the 
Spanish solidarity movement 
and tertiary sector in relation 
to the most disadvantaged 
regions and sectors.

In short, over the last forty years, 
Spain has experienced one of the 
fastest and best developments 
around the world, to the extent of 
becoming one of the most open and 
prosperous countries in Europe.

Current Reputation and strength 
of the stereotypes as the 
main hurdle and constraint to 
overcome “The Great Recession”

When problems arise in a world 
with too many offers, the party 
that must meet the challenge 
is the one seeking to export its 
Reputation to third countries 

and not the ones observing and 
interacting with that country. 
In short, the current great 
shortcoming is the professional 
management of the Spanish 
Reputation in international 
markets; critical for the 
positioning of the country and 
the promotion of all fi nancial, 
commercial and business 
operations related to it.

Thus, it does not come as a 
surprise the fact that Spain 
objectively ranks among the “Top 
15” in the frequent world rankings 
and indexes, but occupies much 
lower positions in subjective 
surveys. This means that there is 
an important difference between 
the reality and the Reputation 
that Spain has abroad.

Therefore, in addition to the 
business economic model, the 
current Reputation of Spain as a 
country is signifi cantly affecting 
the competitiveness capacity of 
the Spanish “business machine“.

The professional management of 
the Reputation of Spain and the 
expectations and interests of its 
critical stakeholders in relation to 
its dialogue with Spanish institutions 
and corporations, therefore, 
becomes a strategic element of the 
Spanish State policies as a nation and 
the strategic plans of the Spanish 
companies with international 
interests. Inconsistencies 
occurring in this area translate 
into dissonances and ineffi ciencies 
in the Reputational Storytelling 
about Spain that the Government, 
institutions and corporations must 
convey to correct the feeling 
of disappointment among its 
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“It is not a matter of 
deciding “what we want 
to become”, we need to 
identify “what we really 

are” so as to create a 
Reputational Storytelling 

which help us move 
towards “what we 

can be’”

critical international Stakeholders 
generated by not meeting the 
expectations concerning its shared 
value propositions.

This gap between reality and 
Reputation really affects the 
competitiveness of Spanish 
companies that want to start 
operating abroad or which 
already do it in internationalized 
markets. The relation between 
a country’s Reputation and that 
of companies is complex and 
synergistic, but in any case, 
very obvious. They infl uence 
each other, therefore calling for 
coordination. Thus, ensuring that 
companies with signifi cant or 
notable international Reputations 
be linked to the Reputation of 
Spain would be an important fi rst 
step to close the gap between 
reality and Reputation.

Identifi cation of the Reputation 
of Spain in the international 
market and positioning

It is essential to analyze 
the attributes for which the 
international markets and our 
competitors identify us in order 
to choose out of all of our 
national assets those who best 
enable us to align our “Being” 
with our “Doing” and “Saying” in 
order to build a coherent, solid, 
positive and credible Reputation. 
In turn, this will generate value 
for the country and its companies 
and protect them against the 
unavoidable diffi culties that this 
uncertain context entails.

It is not a matter of deciding 
“what we want to become”, 

we need to identify “what we 
really are” so as to create a 
Reputational Storytelling which 
help us move towards “what we 
can be”.

Ideally, we should conceptualize this 
View around a concept that clears 
the current confusion about the 
Reputation of Spain, fi ghts Spanish 
stereotypes which still prevail 
around the world and enhances 
the connection and shared value 
proposition that Spain provides 
to other countries and companies 
seeking to establish a commercial 
and business relation with it.

Thus, just like a business case 
that needs to be developed, 
a competitive map should be 
drafted to identify the elements 
that enable the value proposition 
of the Reputation of Spain and 
Spanish companies to be different 
and relevant for its critical 
markets and Stakeholders.

5. ELEMENTS OF THE 
VALUE PROPOSITION 

Once the defi ning attributes of 
the nation have been identifi ed, 
which also describe the country 
as “product”, we need to develop 
our differential value proposition 
with which the Reputation of 
Spain will be positioned in the 
international market. 

The proposition has to include 
three basic features:

• Credibility.

• Aspirational Feeling.
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• Alignment between the 
“Being”, “Doing” and “Saying”.

But when considering our 
proposition, we need to consider 
the Barriers and Opportunities 
that will affect the decisions 
related to the management 
model.

Likewise, the economic, political 
and social context together with 
the theoretical fundamentals 
compared to what happens 
in reality in relation to the 
Reputation of Spain translate into 
a series of conditions that must be 
taken into account:

• Knowledge of Spanish 
companies is still insuffi cient.

• It is necessary to develop 
consistent and coherent 
messages to the various 
previously identifi ed priority 
markets.

• Although Spain is widely 
known, many markets have 

the wrong perception of the 
economic capacity of Spain 
and merely relate it to the 
tourism sector.

• There is a need for greater 
institutional commitment 
and action.

• Various products avoid 
referring to their Spanish 
origin or use names of other 
countries (Italian, French, 
etc.).

• The Reputation of Spain 
project must focus on the 
medium and long term and 
requires a thorough analysis 
and a clear and committed 
strategy.

6. APPROACH

The Reputational Plan shall develop 
and integrate the methodology, 
processes and resources and 
defi ne the design and planning 
tactics, assets and the Reputational 
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Storytelling to enhance the 
attributes of Spain. The main 
objectives of the Reputational Plan 
shall be:

Achieving these objectives will 
depend on a series of strategic 
keys from the Reputation 
Management Plan point of 
view, so as to ensure the use of 
resources and processes and the 
implementation of the tactical 
framework.

These strategic keys must be 
aligned with the Reputational 
Storytelling drafted in the 
Reputational Plan of Spain.

We believe that the development 
and implementation of the 
Reputational Plan should be a 
responsibility of a Committee for 
the Reputation of Spain. This body 
should report to the corresponding 
State and Government levels, be 
specifi cally created to this end and 
be comprised of professionals from 
the various areas of Reputation 
Management, institutional relations 
and diplomacy. It should also 
involve institutional agents to work 
as advisors for the Committee.

1.

2.

3.

Promote the Reputation of 
Spain worldwide, enhancing 
its image and attributes 
internationally.

Restore the current lost 
confi dence (internal and 
external).

Generate added value for the 
most international Spanish 
companies through economic 
and corporate diplomacy.

This Committee should be in 
charge of: 

• A Thinking Group, whose 
task is to collect, process, 
manage and share all the 
available knowledge about 
the context, critical affairs 
and opportunities. Thus, 
it shall draft a Power Map 
identifying and prioritizing 
the markets and Stakeholders 
with which the Reputation 
of Spain will establish a 
permanent dialogue and 
active listening to enable the 
Thinking Center to identify 
the opportunities and offer 
attractive propositions to 
align, ally and mobilize the 
Stakeholders if necessary.

 
• A Coordinating Team, 

whose goal is to design 
and coordinate the actions 
and avoid the dispersion of 
efforts, seeking to create 
synergies through the tactics 
and assets that make up the 
framework.

Meanwhile, Spain’s Reputational 
Plan should be confi gured and 
based on two axes:

Action Plan

Its objective is to create the 
organizational structure and take 
care of the most urgent issues, 
generating a clear and quick 
return (8 weeks). The lines of 
work that preliminary make up 
the Action Plan are:

Action Plan.
Reputational Strategic Plan.

1.
2.



12

ANALYSIS AND RECOMMENDATIONS ON 
THE REVALUATION OF SPAIN’S REPUTATION

• Creating aThinking Group 
for the Reputation of Spain; 
establishing protocols and 
guidelines for action.

• Consulting renowned experts 
to get a diagnosis and action 
suggestions. 

• Building strategic alliances 
with public organizations in 
priority countries.

• Launching an “awareness” 
campaign that provides 
objective information to 
Spanish and foreign visitors. 
These data should explain 
the reasons for which 
Spain is one of the largest 
economies in the world.

• Developing a political 
engineering plan for the 
international media, and 
particularly the leaders in 
priority markets, to include 
positive stories about Spain.

• Carrying out actions (forums, 
conferences, sessions or 
seminars), mainly from a 
business point of view, with 
the participation of Spanish 
civilians in priority countries, 
trying to obtain a high visibility 
in critical countries.

Reputational Strategic Plan

It will focus on the medium 
and long term and will lay the 
foundations for the methodology 
and the Reputation and Critical 
Stakeholders Management Model.

LLORENTE & CUENCA considers 
that the project should be 
designed and implemented in 
four stages, each with a specifi c 
identity and goals: 

Analysis, diagnosis and defi nition

It will take approximately 4-6 
weeks (maximum) and the process 
shall include:
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• Identifying the context 
factors that might infl uence 
the performance of Spain. In 
the short, medium and long 
term. 

• Conducting a thorough 
analysis of the national 
Reputation management 
plans which other competitors 
are developing. 

• Gathering all the available 
information about previous 
investigations on the issue at 
hand. Subsequently, given the 
information obtained in the 
previous step, an additional 
research work could be 
necessary.

• Analyzing and assessing 
the communication tactics 
implemented so far in relation 
to the Reputation of Spain.

• Defi ning the strategic 
objectives and areas/fi elds 
of action (economy and 
investment, education, 
culture, tradition, people, 
tourism) which are a priority 
for Spain.

Power Map: Identification 
of critical Stakeholders and 
priority markets

Will last approximately for 
three weeks and may not be 
carried out until the results 
and conclusions of the analysis, 
diagnosis and definition stage 
have been obtained, as it 
will be necessary to know the 
strengths and weaknesses of 
the Notoriety and Notability 
of the Reputation of Spain and 
where should the resources 
from the Plan be allocated. 
This process includes:
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Action Master Plan

Regardless of the decisions 
made based on the results of the 
analysis, diagnosis and defi nition 
stage as well as the power map 
on the priority markets and 
Stakeholders (main and critical), 
the Reputational Strategic Plan 
shall include:

• A repositioning project, 
proposing a concept 
that positions Spain in 
accordance to its context 
and attributes with which it 
has to compete.

• A national communication 
plan, addressing the lack of 
knowledge among Spanish 
citizens themselves, 
providing objective data 
about the reasons for which 
Spain is among the “Top 
10” countries worldwide. 
Undoubtedly, handing out this 
objective information would 
improve the self-esteem of 
Spaniards in relation to their 
country and would encourage 
them to promote their 
country. Thus, we suggest 
that the fi rst approach, 
perhaps the most intense, 
should be carried out within 
the country, namely Spain. 
This would entail two major 
advantages with a relatively 
low cost compared with any 
plan that must be developed 
abroad: a snowball effect as 
regards the messages and 
the opportunity of attracting 
opinion leaders or new 
allies (not identifi ed in the 
mapping stage).

• An international communication 
program, with special emphasis 
on priority markets and which 
seeks to establish strategic 
alliances. In any case, given that 
the available resources are not 
unlimited, we need to design 
and carry out actions during the 
diagnosis and analysis stage to 
ensure a greater effectiveness 
and effi ciency and further 
developing the actions launched 
during the aforementioned 
“Action Plan”.

• A program establishing 
alignments, guidelines and 
coordination, enabling 
the creation of specific 
groups involved in the 
development of the 
Reputational Plan of Spain 
in the Spanish embassies 
abroad, interacting with 
the Thinking Group and 
at the service of the most 
international Spanish 
companies.

The estimated duration for 
the design of the Reputational 
Plan would be 2-3 weeks once 
the two previous stages had 
been completed. Meanwhile, in 
parallel, the actions and tactics 
covered in the Action Plan shall 
be implemented.

Digital environment

Complementing the above, a 
tangible way to enhance the 
Reputation of Spain might be 
exploited by harnessing the 
potential of the Internet as a 
means of communication and 
interaction.

“A tangible way to 
enhance the Reputation 

of Spain might be 
exploited by harnessing 

the potential of the 
Internet as a means 

of communication and 
interaction”
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The new social communication 
ecosystem, even more if seen 
from an international point of 
view, is increasingly dominated by 
the characteristics of the known 
as 2.0 Web.

Brands are now developing in 
these global and interpersonal 
conversations, which take 
place in spaces without borders 
or agendas, through the social 
networks and media of the 
Internet. Spain must be put 
in this arena as an element 
of productive and enriching 
dialogue for all players involved.

Seizing the online opportunities

The Internet offers at least four 
clear advantages in the current 
situation for the Reputation of 
Spain:

• It has a global scope, 
reaching over 2 billion users 
worldwide (an estimated 30 % 
of the population, according 
to the World Bank), which 
enables the country to reach 
all priority markets.

• It is an effi cient means of 
communication, since as long 
as the work is well done; it 
is the users themselves who 
help us convey our message 
through their personal 
profi les in social networks 
and online communities.

• To achieve the aforementioned 
scope and effi ciency, we have 
the most important assets, 

that is, the most successful 
personal and business brands, 
our online ambassadors. 
For example: Rafael Nadal 
with over 1.8 million Twitter 
followers or Zara, with 13 
million followers on Facebook.

• In addition, the Internet 
offers the opportunity of not 
only addressing large spaces 
of the public sphere (such 
as sports or fashion), but 
also further pertinent areas 
and communities in which 
qualifi ed partners meet.

Online Communication Strategy

In order to implement these 
potentialities, we believe that the 
Spanish Government should be 
responsible of acting as the leader 
of a project which seeks to enhance 
the Online Reputation of Spain and 
generate confi dence among the 
online communities in which the 
country brand might thrive.

To this end, it would be necessary 
to activate three lines of action:

Strategic Definition

First, it will be necessary to 
define the strategic lines of the 
aforementioned Reputational 
Plan, which are not strictly 
online or offline, but common to 
all actions proposed to enhance 
the Reputation of Spain in the 
world. In this sense, online 
communication initiatives need 
to take the following factors 
into account:

“To achieve the 
aforementioned scope 

and effi ciency, we have 
the most important 

assets, that is, the most 
successful personal and 

business brands, our 
online ambassadors”
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Spokespeople 
network in social 

media 
(by X key sectors)

Network of 
Spanish brands 
(more online 

visibility)

Online Hub by 
key countries 

(official*l)

Spain 
Brand 

Monitoring 
Center

Seize opportunities(official*l)

Turn Threats into Advantages

Detect partners

• Key markets: countries in 
which Spain has a major 
interest or need to improve 
its Reputation from a political 
and economic point of view.

• Equity Stories: selection of 
arguments and drafting of the 
Storytelling which enables the 
country to seize the available 
opportunities and turn threats 
into positive elements in each 
target market.

• Stakeholders: identifi cation 
of the key partners that are 
part of the relevant spaces in 
each target market in which 
we want to interact.

• Communication assets: 
personal, business and 
institutional brands whose 
online presence and infl uence 
we want to enhance in relation 
to the Reputation of Spain in 
each market.

Tactical Development: Pilot 
Project

To carry out this strategy, we 
propose to start with a pilot 
project focused on a specific 
country, for example, from 
Latin America, to serve as a test 
to evaluate and optimize the 
strategy, before implementing 
it in further markets.

This pilot project shall include 
the following management 
elements:

• Establishing an Active 
Listening Center to detect 
communication opportunities 
and Reputational threats for 
Spain, as well as identifying 
potential spokespeople 
(whether hostile or allied) 
through a permanent 
monitoring of what is being 
said in the media, networks, 
forums, websites and blogs.
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• Creating and updating an 
offi cial website to act as an 
enhancer of the Reputation of 
Spain in the networks of the 
market in question, solving 
the potential positioning and 
dissemination shortcomings 
that the online assets of the 
Spanish public organizations 
usually have.

• Through solid efforts to 
update and strengthen 
the relationships, turn 
the website into an online 
reference  to fi nd and 
follow contents related to 
business and personal brands 
(potential speakers) with 
the highest visibility in the 
market; collaborating with 
them in linking actions and 
reciprocal mentions.

To launch this strategy, it will 
be necessary to have material 

resources (assets, online contents) 
as well as personal assets (web 
admins, content and community 
managers, active monitoring 
analysts and counselors in each 
market).

Operating Extension

Once the pilot project has been 
evaluated, it will be possible to 
implement it in other countries. 
To assess this opportunity, it 
will be essential to establish a 
series of measurements to see 
whether the desired objectives 
are met in terms of Positioning, 
Notoriety, Notability and 
Reputation. To carry out all 
the aforementioned tasks, 
a minimum of a year will be 
required, to check and assess 
the development and progress 
of the reputational attributes 
of Spain as regards the 
implemented activity.



18

ANALYSIS AND RECOMMENDATIONS ON 
THE REVALUATION OF SPAIN’S REPUTATION

AUTHORS

José Antonio Llorente, Founding Partner and President of 
LLORENTE & CUENCA. He is a specialist in corporate and 
fi nancial communication with more than 25 years’ experience. 
He is the fi rst Spanish professional to receive the SABRE 
Honor award for Individual Achievement of Extraordinary 
Objectives, a European award granted by the Holmes Report. 
He is currently a member of the Euroamerica Foundation and 

of the Advisory Council of CEOE International. He also belongs to the Board of 
Directors of the Spanish Association of Retail Shareholders of Listed Companies, 
to the Advisory Council of the Pyme of the Spanish Confederation of medium and 
small size companies, to the Board of Directors of the Association of Agencies 
of Spain and to the Advisory Council of the Executive MBA in Management of 
Professional Services Organizations.

Adolfo Corujo is Associate of LLORENTE & CUENCA and 
Senior Director of Online Communication in LLORENTE & 
CUENCA. Adolfo Corujo defi nes himself as an enthusiast of 
the virtualization of everything that happens in companies 
from the moment that they are set up. He is an expert in 
reputation management through Internet and, throughout his 
15 years of professional career, he has worked in the design 

and execution of projects both for the setting up and the defence or promotion 
of digital identity of different multinationals in Spain and Latin America among 
which special mention should be given to Telefónica, Repsol, La Caixa, Coca Cola 
Mexico, Banco de Crédito del Perú, Prisa Radio, Turismo de Quito, Barrick or the 
Organización Cisneros.  

Jorge Cachinero  is Corporate Director of Innovation and 
Corporate Development in LLORENTE & CUENCA and Professor 
in the IE Business School of Madrid, centre where he got his 
Executive MBA. Since 1999 until the moment he joined the 
company at the beginning of 2011, Jorge was Director of 
Corporate Affairs and Communication for the Iberian Peninsula 
(Spain, Portugal, Andorra and Gibraltar) of Japan Tobacco 

International. Before that he was Director of Relations with the Government and 
of Public Affairs of Ford Motor Co. as well as Secretary of its Administration Council 
for Spain and Portugal. 

 



19

ANALYSIS AND RECOMMENDATIONS ON 
THE REVALUATION OF SPAIN’S REPUTATION

AUTHORS

Iván Pino   is Online Communication Director in LLORENTE 
& CUENCA. He is responsible for the development of the 
methodology applied to Online Balance Expressions. With 
15 years of professional experience in management and 
consulting in corporate communication, he is also professor at 
the Escuela Europea de Negocios (EEN), editor of the ebook Tu 
Plan de Comunicación en Internet, paso a paso, and author of 

Gestión de la Reputación Online in the collective work Claves del Nuevo Marketing 
(Gestión 2000).  

María Cura,  Associate and Director General of LLORENTE & 
CUENCA in Barcelona.  Graduate in Law by the Universidad 
de Barcelona she has worked four years as a commercial 
lawyer. After this, she started working in Gené & Asociados 
advising customers from the institutional world such as the 
Government of Andorra, the Generalitat of Catalonia, the 
Barcelona Football Club or the Condé Godó Tournament, as 

well as the from the private sector fi eld such as Banco Atlántico, Allianz Seguros, 
Ferrero Ibérica, etc. During her last professional period she worked for USP 
Hospitals as Marketing and Communication Corporate Director for 9 years. She 
joined the company in April 2010 and she works as a consultant for customers 
such as Grupo Catalana Occidente, HP, Panasonic or Bioibérica.   

Mauricio Gutiérrez  is Reputation and Corporate 
Communication Manager of LLORENTE & CUENCA in Madrid. He 
has 11 years of experience in high-performance, multicultural 
and multinational environments, fi ve of them in Latin America 
where he was involved in the development of pan-regional 
communication programmes. Before his incorporation into 
the company in 2007, he worked for 6 years in an American 

consulting company specialized in corporate communication and perception 
management. He has an Executive MBA by the Instituto de Empresa Business 
School. 



Corporative webpage
www.llorenteycuenca.com

UNO Magazine
www.revista-uno.com

YouTube
www.youtube.com/LLORENTEYCUENCA

Facebook
www.facebook.com/llorenteycuenca

Centre of Ideas
www.dmasillorenteycuenca.com

Twitter
http://twitter.com/llorenteycuenca

LinkedIn
www.linkedin.com/company/llorente-&-cuenca

Slideshare
www.slideshare.net/LLORENTEYCUENCA

Organisation

Panama

Javier Rosado
Partner and Managing Director
jrosado@llorenteycuenca.com 

Avda. Samuel Lewis. Edificio Omega, piso 6
Panama City (Panama)
Tel. +507 206 5200

Quito

Catherine Buelvas
Managing Director
cbuelvas@llorenteycuenca.com

Av. 12 de Octubre 1830 y Cordero.
Edificio World Trade Center, Torre B, piso 11
Distrito Metropolitano de Quito (Ecuador)
Tel. +593 2 2565820

Rio de Janeiro

Yeray Carretero
Director
ycarretero@llorenteycuenca.com

Rua da Assembleia, 10 — sala 1801
Rio de Janeiro — RJ (Brazil)
Tel. +55 21 3797 6400

São Paulo

Juan Carlos Gozzer
Managing Director
jcgozzer@llorenteycuenca.com

Rua Oscar Freire, 379, CJ 111, Cerqueira César
CEP 01426-001 São Paulo SP (Brazil) 
Tel. +55 11 3082 3390

Santiago de Chile

Claudio Ramírez
Partner and General Manager
cramirez@llorenteycuenca.com

Avenida Vitacura 2939 Piso 10. Las Condes
Santiago de Chile (Chile)
Tel. +56 2 24315441

 
Santo Domingo

Alejandra Pellerano
Managing Director
apellerano@llorenteycuenca.com 

Avda. Abraham Lincoln 
Torre Ejecutiva Sonora, planta 7
Santo Domingo (Dominican Republic)
Tel. +1 8096161975

LATIN AMERICA

Alejandro Romero
Partner and Latin American CEO
aromero@llorenteycuenca.com 

José Luis Di Girolamo
Partner and Latin American CFO
jldgirolamo@llorenteycuenca.com

Antonio Lois
Regional Director of Human Resources
alois@llorenteycuenca.com 

Bogota

María Esteve
Managing Director
mesteve@llorenteycuenca.com

Germán Jaramillo
Chief Executive
gjaramillo@llorenteycuenca.com 

Carrera 14, # 94-44. Torre B — of. 501
Bogota (Colombia)
Tel. +57 1 7438000

Buenos Aires

Pablo Abiad
Partner and Managing Director
pabiad@llorenteycuenca.com 

Enrique Morad
Chief Executive for the Southern Cone
emorad@llorenteycuenca.com

Av. Corrientes 222, piso 8. C1043AAP 
Ciudad de Buenos Aires (Argentina)
Tel. +54 11 5556 0700

Lima

Luisa García
Partner and CEO of the Andean Region
lgarcia@llorenteycuenca.com 

Cayetana Aljovín
General Manager
caljovin@llorenteycuenca.com

Av. Andrés Reyes 420, piso 7
San Isidro. Lima (Peru)
Tel. +51 1 2229491

Mexico

Juan Rivera
Partner and Managing Director
jrivera@llorenteycuenca.com

Bosque de Radiatas # 22 — PH7
05120 Bosques las Lomas (México D.F.) 
Tel. +52 55 52571084

CORPORATE MANAGEMENT

José Antonio Llorente
Founding partner and Chairman
jallorente@llorenteycuenca.com 

Enrique González
Partner and CFO
egonzalez@llorenteycuenca.com 

Jorge Cachinero
Corporate Director for Innovation
jcachinero@llorenteycuenca.com

SPAIN AND PORTUGAL

Arturo Pinedo
Partner and Managing Director
apinedo@llorenteycuenca.com 

Adolfo Corujo
Partner and Managing Director
acorujo@llorenteycuenca.com

Madrid 

Joan Navarro
Partner and Vice-President of Public Affairs
jnavarro@llorenteycuenca.com 

Amalio Moratalla
Partner and Senior Director
amoratalla@llorenteycuenca.com

Juan Castillero
Financial Director
jcastillero@llorenteycuenca.com

Lagasca, 88 — planta 3
28001 Madrid (Spain)
Tel. +34 91 563 77 22

Barcelona

María Cura
Partner and Managing Director
mcura@llorenteycuenca.com 

Muntaner, 240-242, 1º-1ª
08021 Barcelona (Spain)
Tel. +34 93 217 22 17

Lisbon

Madalena Martins
Founding Partner
mmartins@llorenteycuenca.com 

Carlos Matos
Founding Partner
cmatos@llorenteycuenca.com 

Rua do Fetal, 18
2714-504 S. Pedro de Sintra (Portugal)
Tel. + 351 21 923 97 00 

Leading Communications Consultancy in Spain, Portugal and Latin America

LLORENTE & CUENCA is the leading Reputation Management, Communication, and Public Affairs consultancy in Spain, Portugal, and Latin America. It has 
17 partners and more than 300 professionals who provide strategic consultancy services to companies in all business sectors with operations aimed at the 
Spanish and Portuguese speaking countries.

It currently has offices in Argentina, Brazil, Colombia, Chile, Ecuador, Spain, Mexico, Panama, Peru, Portugal and the Dominican Republic. It also offers 
its services through affiliates in the United States, Bolivia, Paraguay, Uruguay and Venezuela. 

Its international development has meant that in 2014 LLORENTE & CUENCA is 55th in the Global ranking of the most important communication companies 
in the world, as reflected in the annual Ranking published by The Holmes Report.



d+i is a hub by LLORENTE & CUENCA, for 
Ideas, Analysis and Trends.

We live in a new macroeconomic and social 
context, and communication has to evolve.

d+i is a global combination of partnership and 
knowledge exchange, identifying, focusing 
and communicating new information models, 
from an independent perspective.

d+i is a constant ideas fl ow, looking to the 
future information and management trends.

Because nothing is black or white, there is 
something like d+i LLORENTE & CUENCA.

www.dmasillorenteycuenca.com

CARACAS    LA PAZ    MONTEVIDEO    SANTIAGO DE CHILE  


