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Transforming to agile and
holistic reputation
management for the Al era

The report findings are based on a survey of 3,089 C-level executives working at the headquarters of organizations
based across 27 markets globally and representing 11 industries. The findings build on five years of global reputation
research by Sandpiper Research & Insights, with some longitudinal comparisons made with 2024 data where
questions have been repeated. The research has been supported by Earned First and the Reputation Capital
Council a global network of Chief Communicators.

Reputation is in the spotlight

of CEOs believe reputation is very
important to commercial success

In a changing and turbulent business landscape, the role of the CCO
has become more complex

All areas of reputation management rising in importance

Crisis & Issues Corp & Exec Digital
Management Positioning Presence &Al
(+10pp) (+8pp) (+8pp)

Challenges on the rise

% C-Suite ranking in top five concerns:

1. Impact of Al 68% (+4pp)

2. ESG and sustainability scrutiny 61% (+1pp)

3. Rise of mis- and dis-information 58% (+3pp)

4. Cyber and data security 53% (+1pp)

5. Employee activism (No change)
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Lack of preparedness to manage these

% C-Suite say they are well prepared to manage
top five concerns:

1. Impact of Al 40%

2. ESG and sustainability scrutiny 34%

3. Rise of mis-information and dis-information 33%

4. Cyber and data security 38%

5. Employee activism 31%

Transformations for an Al world failing three years on

% C-Suite believe is a strong aspect of their reputation management approach

Agile 45%

Adaptable 39%

Effective 49%



Increasing business impacts from reputational weaknesses

% C-Suite indicating strong alignment
between reputation and stakeholder
expectations
@ Customers 82%
IOIOIOI Employees 67%
Government & Regulators 68%
g\@% Investors 60%
ﬁ@ Community 73%
@3 Online influencers 69%
)
@ NGOs 71%
59l Media 56%

% CEOs indicating impacts from
reputational weaknesses in past
12 months

Trade and revenue generation

D 78% @ 4pp
Company valuation

N 65% NEW
Recover from a crisis

. 65% @ 1pp
Retain and attract talent

. ] 65% @ 4pp

Reputation Capital Scorecard assesses four building blocks of reputation
management across eight areas to provide a holistic health check

Global average Strongest Indicator: Weakest Indicator: Strongest Reputation Weakest Reputation
Reputation Capital Score Resources Insights Management Pillar: Management Pillar:
Corporate and Executive Media Engagement
Profiling
Corporate ESG and
& Executive Crisis & Sustainability Media Employee Financial Government
Profiling Issues Strategy Engagement Digital & Al Engagement Comms Affairs Score
Insights 54 53 55
Strategy 63
Relationships and Connectivity 69 65
Resources 73 70 69 69 70 VA 70
Score 67 64 61 60 63 63 64 64 63




The right actions get the right results

Those in the top quartile of Reputation They are also more likely to have
Capital scores compared with those in reputations that are well aligned with
the other quartiles combined are: stakeholder expectations:

m Community @ 38 points

A
Gl Government & Regulators © 34 points

33 percentage points more likely to have a strong
reputation

37 and 28 percentage points more likely to be highly 000 :
T, Employees 33 points
agile and adaptable reputation management A — 033
& .
$e Investors 32 points
38 percentage points more likely to view reputation G 0 32
management approach as effective X :
9 pp @Q Online influencers Q27 points
40 and 35 percentage points more likely tosee their

Media i
corporate affairs functions as strategic and productive © 26 points

NGO i
36 percentage points more likely to say their S © 26 points

leadership team has a strong understanding of the

f : Customers 3 DOoi
corporate affairs function M

Those in the top quartile for Insights are 39 percentage points more likely to be highly
effective in reputation management.

And...32 percentage points more likely to have a strong reputation.

Addressing internal visibility, alignment, and information issues is the starting
point for successful transformation

7 percentage points more likely to 27 percentage points more likely to More likely to believe their
believe that their reputation is strong. believe their reputation management organization’s reputation strongly aligns
approach is agile. with expectations for a number of key

> 12 and 9 percentage points more likely > Sl Gl e T

to believe their corporate affairs functions Online Influencers @ 13 points
are strategic and well-connected Government and Regulators @ 11 points
internally respectively. Community, NGOs, Media @ 9 points

In a dual-track disconnect, CCOs are also less likely to be aware of bottom-line business impacts driven by reputational weaknesses

when compared with CEOs.

Weakening CEO reporting lines for CCOs may amplify disconnects

Fewer than 4 in 10 of respondents’ organizations have their CCOs reporting directly to the CEO.
60% plan to change the reporting lines of their corporate affairs functions in the next 1-2 years with the net result:
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