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Introduction

It wasn’t long ago when you would 
ask a room full of communications 
professionals to define corporate 
reputation and you would get a different 
answer from each one.  And when  you 
asked these same professionals how 
seriously their senior management 
approached reputation, you would be 
greeted by a chorus of sighs and moans.  

Fortunately, much has changed since 
then.  Today, senior communications 
professionals in companies across 
Europe agree on what reputation means 
and nearly all (91%) say that senior 
management view reputation as important 
to achieving their business objectives.   

Yet, while there has been a welcome 
change in mindset, many companies 
remain focused on managing reputation 
from a risk-mitigation perspective.  The 
reason for this is largely historical:  the 
emergence of reputation as an academic 
and professional discipline, and its 
recognition by Boards as a criticial part of 
business management, came in response 
to the corporate scandals that rocked the 
business world at the start of this century 
when trust in business hit an all-time low 
and started to have a material impact on 
business performance.  

However, there is another way of looking 
at corporate reputation:  as a source of 
value creation.  Some forward looking 
companies have grasped this reality and 
are focused on reputation opportunity 
to create business value.  However, 
organizations still are much more likely 
to be managing for reputation risk than 
opportunity 

If reputation is an organization’s most 
precious asset, and the tangible business 
outcomes impacted by it are increasingly 
understood, are many organizations 
missing out on the power and benefits 
of proactive reputation building?  How 
would shifting an organization’s emphasis 
from reputation risk management to 
opportunity building unleash added value 
and what would it take to usher in this new 
way of thinking?  

In order to answer these and other 
questions about communications 
professionals’ current understanding of 
corporate reputation and how to build 
an organizational culture focused on 
proactive reputation building, Brunswick 
Insight, surveyed 204 senior in-house 
communicators across a variety of 
organizations (corporations, government 
bodies, NGOs and associations) and sectors 
in May – June 2016. Respondents were 
predominantly from the corporate world 
(77%), with four in ten based in the UK.  
The remainder were from across Europe, 
with sizeable groups from DACH countries 
(Germany, Switzerland and Austria, 19%), 
Benelux (Brussels/Belgium, Luxembourg 
and the Netherlands, 17%), and the Nordics 
(Denmark, Finland and Sweden, 8%).  

The results of our study suggest that the 
most forward-thinking organizations 
are positioning their entire organization 
to proactively build reputation.  These 
organizations are more likely to experience 
the upsides (e.g., greater employee 
attractiveness) of a strong positive 
reputation and less likely to expect the 
downsides of a below average reputation 
(especially reputation crises).

“Corporate reputation is a company’s perception among its key stakeholder groups and the society in 
which it operates… It is a crucial influencer of a company’s ability to create future value.”

Head of Public Relations, Property Sector, Sweden

1.  Brunswick Insight, Future of Corporate Reputation survey report, September 2016
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Key Findings
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Six in ten (59%) view reputation as based 
on a common set of attributes for all 
organizations.  However, when asked what 
kind of data is important for measuring 
corporate reputation, the majority (63%) 
think that having detailed guidance about 
their specific drivers is more important 
than data that is comparable to their peers 
(25%).  

The majority of organizations (61%) 
view corporate reputation as something 
to proactively build for value creation, 
but reported behaviour indicates that 
organizations are much more focused 
on avoiding risk (50%) than proactively 
building reputation (30%).  

Highlighting the benefits of an opportunity 
reputation focus, while most organizations 
expect to experience a reputation crisis 
in the future, those that are managing 
for reputation opportunity are less likely 
than those managing for risk to expect 
a reputation crisis (66% vs. 80%). They 
are also more likely to identify a variety 
of benefits from proactive reputation 
building that create tangible value for their 
organization.

Most senior in house communicators (75%) 
define “corporate reputation” in a similar 

way, and share the view that stakeholders 
“own” an organization’s reputation.

Corporate reputation is seen by senior 
management as very important to achieving 

business goals (58%), particularly when it 
comes to driving sales, long-term business 

success, being a trusted partner, and 
attracting and retaining the best employees.

Those organizations that do manage for 
reputation opportunity are more likely than 
those that manage for reputation risk to be 

engaging in best practice activities, such as 
discussing reputation at the board level (78% 

vs. 59%), managing reputation and brand 
together (69% vs. 46%), and using metrics 

to track reputation progress (50% vs. 37%).
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“We need to think of reputation as something that creates value for the business, rather than something 
we try to manage. Research, analytics and data will be crucial to demonstrating to senior executives and 
boards how reputation delivers tangible value across the business.” 

Sir Alan Parker, Chairman, Brunswick

Brunswick’s Point of View  
on Reputation

At Brunswick, our point of view on corporate reputation includes 
five core concepts that we believe are the building blocks of a 
successful, opportunity oriented corporate reputation culture:  

Reputation and brand should 
be Board level concerns – and 
managed together.

Corporate reputation starts and 
ends with your stakeholders.  Your 
reputation is ultimately defined 
by the extent to which you are 
meeting the various expectations 
that all of your stakeholders have 
for your company.

While the CEO ultimately has 
responsibility for an organization’s 
reputation, there should be one 
person and/or a working group 
with day to day responsibility 
for coordinating and overseeing 
reputation building.

Reputation measurement needs 
to be linked to specific desired 
business outcomes and to 
provide clear guidance on how 
to drive support. Managing 
reputation is about more than 
winning hearts and minds; it 
must deliver tangible outcomes 
to the business.

Your reputation drivers are unique 
to your organization.  Factors and 
issues impacting your reputation 
are specific to your company 
or organization – and can be 
different for different stakeholder 
audiences.

1
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Reaching  
consensus on what 
reputation is and its 

importance

Brunswick Insight report 
The Future of Corporate Reputation

04



05

Reaching consensus on what reputation is and its importance

Volunteered definition of corporate 
reputation: the sum of stakeholders’ 
perceptions and experiences

Highlighting the degree to which corporate communicators understand 
the building blocks of reputation, the survey finds widespread consensus 
on how to define “corporate reputation”.  When asked to define 
corporate reputation in an open-ended way, most respondents (75%) 
volunteer descriptions related to how a company is viewed or perceived 
by its stakeholders. Responses to this question confirm the idea that 
stakeholders “own” an organization’s reputation.

Q: How would you define corporate reputation?

“Corporate reputation is the sum of 
all the perceptions held by internal 
and external stakeholders about an 

organization, based on experiences and 
impressions over time.”

Head of Public Relations, Professional & 
Support Services, UK

“The standing a business is 
held in by the people that are 

important to its success.”

Head of Public Relations, Energy & 
Resources, UK

“What you stand for and 
how people perceive you. 

(Your brand is an input. Your 
reputation is the output).”

Director of Communications, 
Property, UK

Intangible asset that can create opportunity and risk for a company 
3%

Other

Actions/initiatives to manage reputation

Reputation is vital to business success

Aggregate of current & past behaviour and of future intentions

Public and stakeholder trust in a company

A company’s perceived values and/or contributions to society

How a company is viewed/perceived by stakeholders
75%

13%

8%

6%

3%

1%

11%
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Reaching consensus on what reputation is and its importance

Prompted definition of corporate 
reputation: respondents are more 
likely to view reputation as based 
on common attributes than as 
something that is unique to the 
organization

However, the notion that reputation is like DNA – and unique to each 
organization – is currently held by a minority of respondents.  

Senior in-house communicators are more likely to define reputation as 
how stakeholders view their organization compared to peers based on 
a common set of attributes (59%) rather than as the degree to which their 
organization is seen to be meeting the expectations stakeholders have 
that are unique and specific to the organization (37%).

Expectations that 
are unique to the 
organization

“The extent to which my organization 
is meeting the expectations 
stakeholders have that are unique 
and specific to my organization.”

A common set of 
attributes for all 
organizations

“How my organization is 
viewed compared to other 
organizations based on a set 
of common attributes, such as 
being a good corporate citizen, 
producing good products and 
financial strength.”

Q: Which of the following comes closest to the way you define corporate 
reputation?

Brunswick Insight report 
The Future of Corporate Reputation

37%

Don’t know 3%

59%
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Reaching consensus on what reputation is and its importance

Nevertheless, a solid majority 
prefer to have detailed guidance 
about the specific drivers of their 
organization’s reputation

Still, almost two thirds (63%) think that having detailed guidance about 
the specific drivers of an organization’s reputation is more important 
than having data and metrics comparable to peers. This suggests that 
while there is a desire to be able to compare across companies and 
sectors, senior in-house communicators recognize that to mange 
reputation effectively detailed guidance about the unique drivers of their 
organization’s reputation is more important.

“Having detailed guidance about 
the specific drivers of your 
organization's reputation.”

“Having data and metrics 
that are comparable to 
your peers.”

Q: Which of the two types of data below is more important to you when it 
comes to measuring corporate reputation?

63%

Don’t know 3%

Neither 8%

25%
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Reaching consensus on what reputation is and its importance

Corporate reputation is seen by senior 
management as “very important” to 
achieving business goals

Reputation is thought to have a powerful influence for organizations in 
many ways.  

For example, nine in ten (91%) say that their senior management view 
reputation as important to achieving business outcomes, with 58% 
saying it plays a very important role.

Q: In your organization, how important do you think senior management 
believe corporate reputation is to achieving business outcomes?

91% important

Not at all important 1%

Very important 58%

Very 
important

58%

Not so important 6%

Somewhat important 33%

Brunswick Insight report 
The Future of Corporate Reputation
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Broader view of the value of corporate reputation

A strong reputation has many clear 
business benefits

When asked to volunteer what they think are the biggest benefits of 
having a strong corporate reputation, respondents are most likely to 
mention benefits related to achieving business success in the form of 
growth, sustainability and continuity, or having stronger, more trusting 
stakeholder relationships.

Q: What do you think is the biggest benefit for an organization of having a 
strong corporate reputation?

“[A strong reputation] enables 
premium pricing, attracts and 

retains talent and strengthens the 
investment case.”

Director of Communications, 
Engineering, UK

“To maintain a sustainable 
operation and deliver business 

results over time” 

Director of Communications, Industrial 
& Infrastructure, Sweden

“It enables us to build trustful 
relations with key stakeholders, 
which is positive for business 

growth and protection”

Head of Communications, Industrial 
Goods, Italy

Business success – growth, sustainability & continuity

Stronger stakeholder relationships, engagement and trust

Increased protection/resilience  

Employee engagement, attraction and retention

Greater credibility

License to operate

Differentiation/competitive edge

Creates or builds value

Enables an organisation to position as a thought leadership and be respected in the industry

Other

50%

45%

23%

20%

12%

10%

7%

7%

2%

2%

Top Benefits

Brunswick Insight report 
The Future of Corporate Reputation
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5 – Great deal of influence 2

4 1

3 Don’t know

Broader view of the value of corporate reputation

A strong corporate reputation is 
believed to have the greatest influence 
on attracting and retaining employees, 
generating support in a crisis, and 
driving sales

Half or more of senior European communications professionals think 
that corporate reputation can have a great deal of influence on the 
likelihood of: 

 ■ employees to work for or recommend working for their organization (67%) 

 ■ stakeholders to support their organization in a crisis (58%) or 

 ■ consumers to purchase or recommend their organization’s products or services (52%)

Q: How much influence, if any, do you think corporate reputation can 
have on each of the following business outcomes?

Likelihood of…

Employees to work for or recommend working for your organization

Total high Influence 
(“4” or “5”)

Stakeholders to support your organization in a crisis

Consumers to purchase or recommend your organization’s products or services

Investors to buy your stock or recommend buying your stock

Politicians to support government policies beneficial to your organization

1%

1%

27%67% 3% 2% 94%

58% 30% 9% 2% 88%

52% 30% 11% 3% 2% 82%

39% 34% 17% 5% 4% 73%

34% 38% 16% 9% 2% 72%

Top influence
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The future of 
reputation will  
look different 

What are organizations doing to build 
and manage their reputation? While 
most are doing quite a lot to manage 

their reputation, there is a clear divide 
between those who are taking a 
proactive, opportunity focused 

approach versus those who are taking a 
more tactical, defensive, risk 

management approach. 

Brunswick Insight report 
The Future of Corporate Reputation
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The future of reputation will look different

Reputation seen as something to 
proactively build for value creation

The majority of respondents (61%) say that senior executives in their 
organization currently view reputation as something that can be 
proactively built to create tangible value for the organization. This 
proportion is expected to rise to eight in ten (78%) in five years’ time, 
which signals that the desire for a proactive mindset is both widespread 
and increasing.  

Q:  Which of the following 
statements comes closest 
to describing how corporate 
reputation is understood by senior 
executives in your organization 
today?

Q:  Which of the following 
statements comes closest to 
describing how you believe 
corporate reputation will be 
understood by senior executives in 
your organization in five years?

...something we manage in order to 
respond to risks and prevent loss of 

value to the organization.

Now NowIn five years’ time In five years’ time

...something that we proactively 
build to create tangible value for the 

organization

78%

61%

19%

37%

Corporate reputation is…

Proactively 
built for value 

creation

Managed to 
avoid risk and 
lost value

18%

17%

Don’t know 1%
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The future of reputation will look different

However organizations’ current focus 
is more often on avoiding reputation 
risk than proactively identifying 
reputation opportunities

Although many organizations have a proactive mindset, 
communications professionals say that their organizations are currently 
putting the most emphasis on protecting corporate reputation rather 
than building or enhancing it. This finding highlights how, at present, 
organizations’ actual focus is on reputation risk more than reputation 
opportunity.

Those who are most likely to proactively build reputation:

 ■ Senior management view reputation as very important to achieving business success

 ■ Manage brand and reputation together within the organization

 ■ Communication department budget is >€5m

 ■ Communication team is 16-50 people

 ■ Sector:  Professional/support services 

Q: Currently, how much emphasis, if any, does your organization place on 
each of the following?

Reactive 
behavior

Proactive 
behavior

Measuring corporate reputation

13% 21% 26% 22% 19% 34%

Enhancing corporate reputation

12% 2%26%29%29% 1% 58%

Building corporate reputation

30% 30% 28% 12% 60%

Protecting corporate reputation

67%50% 27% 17% 4% 1%

1%

77%

5 – A great deal of emphasis 3 1 – No emphasis at all

4 2 Don’t know

Total Emphasis

Brunswick Insight report 
The Future of Corporate Reputation
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Best practice for building an opportunity oriented organization

Best practice for building an 
opportunity oriented organization

What does it take to build an organization focused on using reputation to 
create value and achieve objectives? While all reputation management 
activities are important – for example, it is always a good idea to 
engage with stakeholders – we think that there are some activities that 
constitute best practice and which foster a culture focused on reputation 
as a positive contributor to  value creation.  The more organizations can 
drive towards these best practices, the more likely they are to reap the 
benefits of a proactive reputation culture.

Discuss and address 
reputation at the 

Board level

Create metrics to 
track reputation 

progress

Use ‘reputation’ as 
a tool for achieving 
business objectives, 
rather than as a goal 

in itself

Have one person such 
as a Chief Reputation 
Officer or a working 
group coordinating  
reputation 
management centrally 

Develop a narrative 
that expresses the 
organization’s social 
purpose

Manage brand and 
reputation together

Link reputation to 
desired business 

outcomes to 
demonstrate 

business value

These best 
practices 
include

1

2 3

4

5

67
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Best practice for building an opportunity oriented organization

Current practice more likely to 
include standard reputation activities

When it comes to specific activities organizations are engaged 
in currently to protect and enhance their corporate reputation, 
respondents are often more likely to mention standard reputation 
activities associated with managing reputation risk rather than best 
practice activities that create value from reputation opportunities.

Percent 
doing each

Standard practice – focus on 
reputation risk

Best practice – manage for 
reputation opportunity

More than 70%  ■ Engage with stakeholders (89%)
 ■ Monitor social media for 

reputational risks (83%)
 ■ Use social media for purposes other 

than marketing (74%)
 ■ Prepare for crises (73%)

 ■ Discuss and address reputation at 
the Board level (71%)

51%-70%  ■ Conduct reputation research with 
stakeholders (59%)

 ■ Create a social purpose narrative 
(67%)

 ■ Monitor social media for 
reputational opportunities (63%)

 ■ Manage reputation and brand 
together (59%)

21%-50%  ■ Map online influencers (41%)  ■ Create working groups to coordinate 
reputation activity (45%)

 ■ Use metrics to monitor and track 
progress (45%)

20% or less  ■ Have one person such as a CRO to 
oversee reputation management 
(18%)
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Best practice for building an opportunity oriented organization

Opportunity focused organizations 
more likely to be doing best practice 
activities now

However, opportunity focused organizations more likely to be doing 
best practice activities now than those that are focused on reputation 
risk to be doing best practice activities, like discussing and addressing 
reputation at the Board level (78% vs. 59%), monitoring social media for 
reputational opportunities (71% vs. 50%) or managing reputation and 
brand together (69% vs. 46%).

Action

Those who Focus 
on reputation 
Opportunity 

Those who 
focus on 

reputation risk Difference 

Managing Reputation and brand 
together 69% 46% (+23%) 

Monitoring social media for 
reputational opportunities 71% 50% (+21%) 

Using social media for purposes other 
than marketing 81% 61% (+20%) 

Discussing reputation at board level 78% 59% (+19%) 

Having a "Chief Reputations Officer" 24% 8% (+16%) 

Creating social purpose narrative 73% 59% (+14%) 

Using metrics to monitor and track 
reputation progress 50% 37% (+13%)

Mapping online influencers 46% 34% (+12%) 

Monitoring social media for 
reputational risks 87% 76% (+11%) 

Engaging with stakeholders regularly 93% 82% (+11%) 

Conducting reputation research with 
stakeholders 63% 55% (+8%) 

Taking concrete steps to prepare for 
reputational crises 76% 68% (+8%) 

Creating working groups to coordinate 
reputation activity 48% 41% (+7%) 
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Best practice for building an opportunity oriented organization

And opportunity focused 
organizations more likely to be doing 
best practice activities in the future

Similarly, those who are focused on seeking reputation opportunities 
are more likely than those who focus on reputation risks to say that in 
five years’ time they are certain to be doing best practice activities – 
often with double digit differences.  The only reputation management 
activity they are less likely to be doing is preparing for reputational 
crises, suggesting that these communicators may expect that proactive 
reputation building in best practice areas will reduce the likelihood of a 
crisis in the future.

Action

Those who Focus 
on reputation 
Opportunity 

Those who 
focus on 

reputation risk Difference 

Managing Reputation and brand 
together 43% 22% (+21%) 

Using metrics to monitor and track 
reputation progress 42% 26% (+16%) 

Monitoring social media for 
reputational opportunities 56% 42% (+14%) 

Creating social purpose narrative 52% 41% (+11%) 

Discussing reputation at board level 54% 43% (+11%) 

Engaging with stakeholders regularly 67% 58% (+9%) 

Having a "Chief Reputations Officer" 17% 8% (+9%) 

Creating working groups to coordinate 
reputation activity 26% 18% (+8%) 

Conducting reputation research with 
stakeholders 45% 37% (+8%) 

Using social media for purposes 
other than marketing 62% 54% (+8%) 

Mapping online influencers 38% 32% (+6%) 

Monitoring social media for 
reputational risks 66% 61% (+5%) 

Taking concrete steps to prepare 
for reputational crises 54% 61% (-7%) 
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Best practice for building an opportunity oriented organization

Listening and acting on stakeholder 
concerns seen as the most important 
factors in creating a reputation-
focused culture

When asked to rate the importance of several factors that could help 
create a corporate reputation-focused culture in their organization, 
respondents are most likely to say listening to stakeholders and 
factoring their views into what the organization does, linking reputation 
to important business outcomes, and greater integration across the 
organization of functions that touch on reputation are most important.  
About one in four say having a CRO or dedicated reputation risk 
committee is very important to create a corporate reputation-focused 
culture.

Q:  How important, if at all, are each of the following to help create a 
corporate reputation-focused culture in your organization?

Listening to stakeholders and factoring their views into what we do

Being able to link reputation to important business outcomes

Greater integration across the organization of functions that touch on reputation

Mapping and tracking reputational risk on social media

Having one person, such as a Chief Reputation Officer, with responsibility for managing our  
reputation and who reports directly to the CEO or Board

Having a dedicated reputation risk committee

98%71%

60%

52%

39%

25%

23% 31% 37% 4% 4%

25% 39% 6% 6%

46% 14%

37% 8% 2%

1%

30% 10%

27% 2%

90%

89%

85%

50%

54%

Top 
factors

Very important Not at all important
Fairly important
Not so important

Don’t know

Total Important

Brunswick Insight report 
The Future of Corporate Reputation
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Best practice snapshot

Brand vs. Reputation – while most  
see them as different, they are 
managed together

Most (73%) respondents say that 
corporate brand and corporate 
reputation remain very distinct 
concepts, with brand being owned 
by the organization and reputation 
owned by stakeholders.  

Those most likely to be managing them together include:

 ■ Organizations where senior management view reputation as very important to 
achieving business success (73% manage brand and reputation together)

 ■ Those who view reputation and brand as basically the same thing (72% together)

 ■ Organizations where senior management proactively build corporate reputation (69% 
together)

Nevertheless, the majority say 
their organization is currently 
managing brand and reputation 
together (57%) rather than 
separately (42%).  

26%

26%

42% 57%

Brand BrandReputation Reputation

Very different
“They are very different. 
Corporate brand is owned 
and created by the organization,  
while corporate reputation is “owned” 
by your stakeholders, through 
the perceptions they have of the 
organization.”

Same thing
“They are essentially the same 
thing; any difference that 
may have existed is now 
irrelevant because 
of social media 
and other factors.”

Manage brand 
and reputation 
separately

Manage brand 
and reputation 
togetherDon’t know 1%
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Best practice for building an opportunity oriented organization

Responsibility for managing 
corporate reputation

Half of respondents (52%) say that there is one person who has ultimate 
responsibility for managing corporate reputation in their organization.  
For those who don’t have one person managing reputation, half say that 
it is done through a team approach, while 25% of these respondents say 
reputation is not managed proactively. 

Having one person with responsibility for coordinating reputation 
management is a hallmark of a proactive reputation culture.  
Organizations that are proactively managing reputation to support value 
creation are more likely than reactive organizations to have one person 
in that role (62% vs. 38%).

Brunswick Insight report 
The Future of Corporate Reputation
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Experience with reputation crises

Most organizations have experienced 
reputational crises

Nearly seven in ten (69%) respondents say that their organization has 
experienced a reputational issue in the past five years that had a material 
impact. The most common impact of a reputational issue was increased 
government regulation or oversight (40%), followed by greater difficulty 
in attracting employees (31%) and loss of consumer trust (31%).

31%

69%

Yes

Increased government regulation or oversight

More difficult to attract employees

Loss of consumer trust

Lost revenue

Decreased share price

Government fine

Increased cost of capital

40%

31%

31%

25%

23%

17%

8%
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Experience with reputation crises – continued

But organizations seeking reputation 
opportunities are less likely to expect 
crises in the future 

In the next five years, seven in ten (71%) think that it is at least 
somewhat likely their organization will encounter a reputation crisis 
that has material impact, including 26% who think it is very likely.  

However, highlighting one benefit of a reputation opportunity culture, 
those who say their organization is proactively building reputation are 
less likely than those who say their organization manages reputation 
to respond to risks to say they expect a reputation crisis in the next five 
years (66% vs. 80%).

71% Likely

21% Unlikely
Very likely, 

26%

Somewhat 
unlikely, 19%

Very unlikely, 
2%

Don’t know, 
8%

Somewhat likely, 44%

Brunswick Insight report 
The Future of Corporate Reputation
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Best practice for building an opportunity oriented organization

Benefits of creating a reputation-
focused culture

In addition to expecting fewer crises, those who say their senior 
executives are focused on proactive reputation building cite a variety of 
benefits to the business, including driving stakeholder trust and support, 
and achieving commercial goals. Open ended feedback from a variety of 
communicators demonstrate how these benefits create tangible value 
for organizations:

Trust in the business to deliver on a specific objective:

 ■“It paves the way for sales and marketing, building a long-term solid and trustworthy 
relationship with not only customers but with society.” (Director of Communications, 
Healthcare, Sweden)

 ■“Customers want to work with companies they trust and believe in.” (Head of 
Communications, Healthcare, Switzerland)

Employee engagement, attraction and retention:

 ■“Better business, attracts the right talent, lower staff turnover, positive impact on 
share price and mitigates risk by decreasing damage if in a crisis situation.” (Director 
of Communications, Consumer Goods, Sweden)

 ■“Builds credibility and helps create the ‘environment’ the business needs to help 
deliver the business strategy – from promoting the business or investment case, to 
attracting and retaining talent, to influencing opinion formers and strategic partners.” 
(Director Corporate Affairs, Media, UK)

Achieving strategic, reputational and commercial goals

 ■“Companies will need to engage with critics from all sides in a much more transparent, 
authentic way and provide a window into their operations to trusted, independent 
media in order to build and maintain a strong corporate reputation.” (Press Officer, 
Healthcare, UK)

 ■“There will be a greater understanding that companies need to state their purpose 
and be prepared to be evaluated against this claimed purpose. There will be greater 
pressure by consumers or end users on companies to demonstrate that its activities 
are in line with purpose, to be credible and gain loyalty.”  (Director of Communications, 
Travel & Tourism, Switzerland)
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The future  
of corporate 
reputation
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The future of corporate reputation

The future of corporate reputation:  
greater focus on transparency and 
social purpose

Finally, when asked to say what they expect the big issues or changes 
will be in terms of corporate reputation in the next five years, senior 
in-house communicators are most likely to say reputation will be driven 
by digital and social media, expectations of transparency and focus on 
social purpose.  

 “Rising impact of digital – as 
a way to interact with all 

stakeholders and a tool for insight 
and innovating in how business is 

carried out.”

Director, Energy & Resources, UK

“Better upstream consideration 
of reputational issues and likely 

perspectives of skeptical external 
stakeholders – before decisions 

are made. Volkswagen went 
wrong in part because nobody on 

the comms side had licence to 
challenge the engineers and say 
“hang on a minute”. That will (I 
hope) change in more places.”

Head of Communications, Healthcare 
& Life Sciences, UK

“There will be a greater 
understanding that companies 
need to state their purpose and 

be prepared to be evaluated 
against this claimed purpose. 
There will be greater pressure 

by consumers or end users 
on companies to demonstrate 

that its activities are in line with 
purpose, to be credible and gain 

loyalty.”

Director of Communications, Travel & 
Tourism, Switzerland

Greater impact of digital/ social media influence

More proactive, strategic reputation management

More resources needed/ in-house structural changes

Greater understanding of reputation drivers

Role in society (CSR, environmental, sustainability etc.)

Increased need for research and measurement

Greater scrutiny/regulation

Other

Expectation for more transparency/ trust

Greater senior management and Board involvement

More focus on attraction of, and engagement with, employees

No change

Reputation will be increasingly important

More direct and specific engagement with stakeholders

Greater integration across functions within companies

No answer/ don’t know

25%

18%

17%

16%

11%

7%

7%

6%

3%

3%

3%

3%

2%

3%

9%

4%
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Implications

The results of this survey highlight the progress organizations in 
Europe are making in terms of reputation management.  Reputation 
increasingly has become a focus of the top level of organizations, and is 
seen as a strategic asset to build and enhance.  Senior leaders get it.  And 
senior in-houses across sectors and organizational types are actively 
engaged in reputation building.

Those organizations that are managing reputation for opportunity and 
not just risk are more likely to be engaging in best practice than those 
that are focused on avoiding risk.  

It’s clear that opportunity-focused organizations are more likely than 
risk-focused organizations to have senior leadership that views reputation 
as very important to achieving business outcomes – and are less likely to 
expect to experience a reputational crisis in the next five years. 

We think there are several factors driving the change to a reputation 
opportunity culture:

Organizations see, 
hear and read how 
their peers are 
gaining strategic and 
market advantage by 
leveraging their positive 
reputations.

The lack of trust/default 
cynicism consumers 
and many stakeholders 
have requires more 
active and continuous 
engagement.

Reputation is increasingly seen as an asset that is 
very important to the long term sustainability of 
the organization.  Moreover, companies that look 
at reputation through the lens of how it can deliver 
specific, measurable and tangible value are more 
likely to be proactice to deliver concrete outcomes.

There is a greater 
expectation on 
organizations to 
demonstrate social 
purpose as well as make 
good products and 
profits.

Social media moves 
too fast and is too 
unpredictable to have a 
reactive posture.

1

4

2

53
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Implications continued

Managing reputation for risks remains important but is not enough.  
It’s increasingly important for organizations to develop a proactive 
reputation culture that is focused on social purpose, transparency, and 
creating value for all stakeholders.  As one senior in-house says:

“Any organization that relegates reputation to the tactics of risk 
management or brand management will NEVER benefit from the real 
benefits of strategically embracing perceptions pro-actively. There are 
cases after cases that prove this.  Take any company that has very low 
perceptions and look at how much money has to be spent to overcome 
the challenge: whether it’s in government relations costs, increased 
advertising, or diversionary social media efforts.  None of this drives 
growth.” 

Head of Customer Experience, Healthcare

Brunswick Insight report 
The Future of Corporate Reputation
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About the study

Methodology

The research was conducted by 
Brunswick Insight, the opinion 
research practice of Brunswick 
Group, an advisory firm 
specialising in critical issues and 
corporate relations. Brunswick 
Insight conducted an online 
survey of 204 European senior 
communications professionals 
between 13th May and 12th July 
2016 to understand their views, 
insights and practices related to 
the future of corporate reputation. 
Respondents work in a wide range 
of industries and sectors in Europe. 
Survey participants were drawn 
from several sources, including 
our own and publicly available 
databases.

Most respondents were from 
companies, but a sizeable number 
of associations, government 
organisations, NGOs and other 
organisations also took part. 
The questionnaire for the survey 
included a variety of open-ended 
questions to capture respondents’ 
views in their own words.

NOTE: PERCENTAGES MAY NOT TOTAL 100%, DUE TO 
ROUNDING OR MULTIPLE RESPONSES.

Brunswick Insight report 
The Future of Corporate Reputation

About Brunswick 
Insight
Brunswick Insight operates 
globally with consultants located 
in the Americas, Asia and Europe. 
We specialise in assessing global 
business issues, brand and 
corporate reputation. Brunswick 
Insight uses a range of qualitative 
and quantitative research 
techniques to help companies and 
organisations inform and measure 
their communications and policy 
strategies. We work across a broad 
spectrum of sectors, geographies, 
languages and mandates and offer 
a wide range of services, from 
stakeholder and issue mapping 
through to opinion polling and 
focus groups. If you have questions 
or would like more information 
about the research please contact 
Phil Riggins at Brunswick Insight 
on +44 (0)20 7396 3564 or at 
priggins@brunswickgroup.com
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5%

13%5%

20%

10%9%

4%

17%4%

5%

49%

20%10%

About the study

Demographics

Organization details

Type of Organization Number of Employees Worldwide

Department BudgetNumber of Employees in Department

Private organization
25%

Governmental organization
7%

Non-profit organization
6%

Industry association or trade body
6%

Other 
3%

Listed organization
52%

51 – 100

€150,001 – €300,0006 – 10

1%

7%20%

101 – 250

€300,001 – €500,00011 – 15

6%

9%10%

251 – 500

€500,001 – €999,99916 – 20

1,001 – 5,000

€2.1 million – €5 million31 – 50

501 – 1,000

€1 million – €2 million21 – 30

5,001 – 10,000

More than €5 million51 – 100

More than 10,000

Don’t know More than 100
16%7%

1 – 100

Up to €150,0001 – 5

10%

9%35%
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1%

2%

2%

2%

About the study

Demographics continued

Position & sector

Respondent Position Sector

Head of Communications Industrial & Infrastructure

Director of Communications Consumer Industries

Global Communications Director Finance Institution

Communications Manager Professional & Support Services

Head of Public Relations Technology, Media & Telecoms

Communications Director Healthcare & Lifesciences

Head of IR Energy & Resources

Partner Real Estate and Property

Public Affairs Director Other

Head of Research

Public Affairs Manager

CEO

Other

25% 19%

19% 19%

8% 16%

8% 12%

6% 11%

4% 10%

3% 6%

3%

3% 6%

12%

Brunswick Insight report 
The Future of Corporate Reputation
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59% 39%

Country & gender breakdown

Country Gender

United Kingdom

Belgium/ Brussels

Germany

Switzerland

Sweden

Netherlands

Italy

Austria 

France

Denmark

Spain

Other

43%

12%

8%

8%

7%

5%

4%

3%

2%

1%

1%

5%

Prefer not to 
say 2%

Male

Female
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How to contact us

Abu Dhabi 
Office 506
Park Rotana Office Complex
twofour54
PO Box 77800
Abu Dhabi
United Arab Emirates
t: +971 2 234 4600
uaeoffice@brunswickgroup.com

Beijing
2605 Twin Towers (East) 
B12 Jianguomenwai Avenue 
Beijing, 100022
People’s Republic of China
t: +86 10 5960 8600 
beijingoffice@brunswickgroup.com

Berlin
Taubenstraße 20-22 
10117 Berlin
Germany
t: +49 30 2067 3360
f: +49 30 2067 3366 
berlinoffice@brunswickgroup.com

Brussels 
Avenue des Arts 27
1040 Brussels
Belgium
t: +32 2 235 6510
f: +32 2 235 6522 
brusselsoffice@brunswickgroup.com

Dallas 
200 Crescent Court
Suite 225
Dallas, TX  75201
USA
t: +1 214 254 3790
f: +1 214 254 3791 
dallasoffice@brunswickgroup.com

Dubai
Level 5,
Gate Village Building 10
PO Box 506691
Dubai International Financial 
Centre, Dubai, United Arab 
Emirates
t: +971 4 446 6270
f: +971 4 436 4160 
uaeoffice@brunswickgroup.com 

Frankfurt 
Thurn-und-Taxis-Platz 6
60313 Frankfurt am Main
Germany
t: +49 69 2400 5510
f: +49 69 2400 5555
frankfurtoffice@brunswickgroup.com

Hong Kong 
12/F Dina House,
11 Duddell Street, Central
Hong Kong SAR
t: +852 3512 5000
f: +852 2259 9008
hongkongoffice@brunswickgroup.
com

Johannesburg
23 Fricker Road
Illovo Boulevard, Illovo
Johannesburg
South Africa
t: +27 11 502 7300
f: +27 11 268 5747
johannesburgoffice@brunswick.co.za

London
16 Lincoln’s Inn Fields 
London, WC2A 3ED
United Kingdom
t: +44 20 7404 5959 
f: +44 20 7831 2823
londonoffice@brunswickgroup.com

Milan
Via Solferino, 7
20121 Milan
Italy
t: +39 02 9288 6200
f: +39 02 9288 6214
milanoffice@brunswickgroup.com

Mumbai
The Capital
814, 8th Floor
C-70, G Block
Bandra Kurla Complex Bandra 
East
Mumbai 400 051
Maharashtra, India
t: +91 22 61358500 
mumbaioffice@brunswickgroup.com

Munich
Widenmayerstraße 16
80538 Munich
Germany
t: +49 89 809 90 250
f: +49 89 809 90 2555 
munichoffice@brunswickgroup.com

New York
245 Park Avenue
14th Floor
New York, NY 10167
USA
t: +1 212 333 3810
f: +1 212 333 3811
newyorkoffice@brunswickgroup.com

Paris 
69 Boulevard Haussmann 
75008 Paris
France
t: +33 1 53 96 83 83
f: +33 1 53 96 83 96
parisoffice@brunswickgroup.com
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Rome 
Piazza del Popolo, 18
00187 Rome
Italy
t: +39 06 36712806
f: +39 34 87098590
romeoffice@brunswickgroup.com 

San Francisco
One Front Street
Suite 1850 
San Francisco, CA 94111
USA
T: +1 415 671 7676
F: +1 415 671 7677
sanfranciscooffice@brunswickgroup.
com

São Paulo
Avenida Dr. Cardoso de Melo
1.340 – Sala 42, Vila Olimpia
São Paulo, SP
Brazil, 04548-004
t: + 55 11 3076 7620  
saopaulooffice@brunswickgroup.
com

Shanghai
Room 2907
United Plaza
1468 Nan Jing Road West
Jing’an District
Shanghai 200040
People’s Republic of China
t: +86 21 6039 6388 
shanghaioffice@brunswickgroup.
com

Singapore
6 Battery Road
#15-05 Singapore
049909
t: +65 6426 8188
f: +65 6426 8199 
singaporeoffice@brunswickgroup.
com

Stockholm 
Fourth Floor
Birger Jarlsgatan 15
111 45 Stockholm
Sweden
t: +46 8 410 32 180
f: +46 8 611 00 56
stockholmoffice@brunswickgroup.
com

Vienna
Concordia Haus
Bankgasse 8
1010 Vienna
Austria
t: +43 1 907 65 10
f: +43 1 907 65 10 40 
viennaoffice@brunswickgroup.com

Washington, DC
1099 New York Avenue, NW
Suite 300
Washington, DC 20001
USA
t: +1 202 393 7337
f: +1 202 898 1588
washingtonoffice@brunswickgroup.
com




