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INTRODUCTION:
REPUTATION COUNCIL 2024

Foreword by Milorad Ajder
Global Service Line Leader

At its heart the corporate affairs function has two
fundamental objectives — to protect and to promote
a company’s reputation. And these imperatives

are tested in a variety of ways, including the
backdrop of rapidly evolving technology, the
challenge of business acquisition and integration,
the opportunities and potential pitfalls of corporate
sponsorship, and getting the balance right between
global and local communications in an increasingly
fragmented world.

In this issue of the Ipsos Reputation Council, we

gain valuable insights from Council members about
the potential for Generative Al to transform the way
companies do business and the way in which they
engage with their key stakeholders. Potential benefits
range from faster and more streamlined operations,
to enhanced engagement strategies that need to be
tempered with safeguards against data security and
privacy breaches.

We also explore the evolving and increasingly important

role of communications during mergers and acquisitions.

Not that long ago, the corporate communicator would
have been a relatively peripheral figure in relation to the

M&A team, however times have changed, and two thirds
of Council members report that they are fully involved —
developing communications strategies that encompass
due diligence, public communication, and integration.

And there is little doubt that corporate sponsorship can be
an effective way for a company to promote its values and
purpose to a wide range of audiences, both internal and
external. However, the corporate landscape is littered with
companies for which sponsorship has led to controversy
and negative publicity. We ask Council members about the
risks and rewards of corporate sponsorship and how they go
about assessing the right partner.

Finally, we talk to members about the challenges in
determining the level of autonomy local communications
teams should have when developing messages with their
stakeholders. How is the right balance struck between
relevant stakeholder engagement in individual markets
and the need for consistent messaging through one
corporate voice?

As ever, we are grateful to the senior executives who make
up the membership of the Reputation Council and have
contributed to this report. We hope you find to it to be an
interesting and illuminating read and please get in touch if
you would like to explore these issues in further detail.
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WHAT KEEPS CCOS
AWAKE AT NIGHT?

Given the demands of managing multiple stakeholders,
evolving the comms function, engaging with GenZ

and continually proving ROI - it’s little wonder many
Reputation Council members tell us that they

‘sleep like logs’.

But there’s still plenty to keep CCOs tossing and turning.
Big, gnarly trends are demanding a response, both within
and outside the business.

Expectations are getting higher and more polarised, new
technologies are both an opportunity and a threat, and
socio-political volatility and division have to be navigated.

Above all, it is the intersection of these issues — the
polycrisis — that makes them more than the sum of their
parts, and is giving Council members sleepless nights.

k£ A polycrisis is not just a situation
where you face multiple crises. It is
a situation. .. where the whole is
even more dangerous than the sum
of the parts.”

Adam Tooze, Professor of History,
Columbia University
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Geopolitical uncertainty
Polarisation, politicisation & culture wars
Activist stakeholders & employees

Building reputation in a low-trust environment

ESG: proliferating standards, higher expectations

Balancing global & local
Supporting business transformation
Purpose, impact & social value
Al & digital evolution
High-profile CEOs
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Inflation and the cost of living crisis




GLOBAL PERSPECTIVES
ON SECTOR REPUTATIONS

Which of the following industries are facing the greatest reputation challenges at the moment?
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GLOBAL PERSPECTIVES
ON SECTOR REPUTATIONS

Global

1 @ 35% Energy
2 27% Technology

3 @ 26+ Financial Services

Whilst Council members recognise that a range of sectors face reputational
headwinds this year, the energy sector remains in the eye of the storm.
This is unsurprising given the ongoing war in Ukraine, cost of living crisis,
and debates around net zero, energy security and windfall taxes - as we
covered last year.

Over one third (35%) of Council members select energy as one of the industries
that faces the greatest reputation challenges.

However, as businesses and organisations strive to push the boundaries

of innovation and deliver cutting-edge products and services — this year
Council members across regions select technology as an industry that faces
increasing reputation challenges.

Europe

1 @ 70% Energy
2 @ 30 Financial Services
3 19% Technology

“Energy is the most challenged at
the moment, there is nothing they
can do right really. If they are going
green then they are not going
green enough. If they are going
green they are told they are being
fake and really not green. There is
a fundamental debate in society
about energy and what is in effect
a change in technology from petrol
engines to electric cars, to gas
boilers to heat pumps. It’s about
a technology change and we are
trying to change the tech before
it’s ready, which we haven’t really
done before.”
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North America

1 45 Technology

2 @ 26+ Financial Services
3 @ 11% Energy

“ Technology. This whole Al thing
is a challenge for reputation. All
of this stuff is great, until it is not.
The internet was great until it
wasn’t and social media was
great until it wasn’t. Al is great
until it is not. So all eyes are on
them right now.”

LATAM

1 @ 24+ Media
2 @ 20+ Financial Services

“ Communication in highly
competitive markets is more
complex. Companies in more
competitive industries face
reputational damage that affects
the productive apparatus.
Telecommunications companies
and the media face the challenge
of technological development
and are the ones who have the
most complaints and problems
with consumers.”

Written by Elizabeth CGrowley

Asia-Pacific

1 @ 38% Energy
2 @ 23« Financial Services
2 @ 23% Mining

“ The extractive industry has
many challenges in terms of the
environment and side effects
in the communities where they
are present.”
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The public response to the arrival of consumer and
business-facing generative artificial intelligence

(Al) can be best summed up as ‘nervous anticipation’.
54% of the general public, from a 31-country Ipsos
study, said that Al products and services made them
‘excited’ and 52% said that it made them ‘nervous.'

Dual attitudes towards the Al breakout extend to politicians
and government officials in the world’s major regulatory
powers. The Bletchley Declaration, signed at the world’s
first ever Al Safety Summit by states including China,
Europe, the United States and the United Kingdom, outlines
the significant opportunities and risks Al poses.?

As President Biden put it, the key question is “how to
harness the power of artificial intelligence for good while
protecting people from the profound risk it also presents.” 3

1. https://www.ipsos.com/sites/default/files/ct/news/documents/2023-07/
Ips0s%?20Global%20A1%202023%20Report-WEB.pdf

2. https://www.gov.uk/government/publications/ai-safety-sum-
mit-2023-the-bletchley-declaration/the-bletchley-declaration-by-
countries-attending-the-ai-safety-summit-1-2-november-2023

3. https://edition.cnn.com/2023/09/27 /tech/joe-biden-executive-order-
artificial-intelligence/index.html
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The questions communications professionals face at the
dawn of the Al breakout mirror the concerns of the public,
tech and Al experts, and global leaders. How, if at all, will
Al change the corporate affairs function and how can
communications professionals harness Al effectively while
mitigating its risks?

Reputation Council members agree with the public and
global leaders on the transformational potential of Al as
well as its potential existential risks. 87% agree that Al
will fundamentally transform the way that businesses
operate, and 78% believe that unregulated Al could pose
a threat to humanity.

Al will fundamentally transform the way that
businesses operate

Strongly agree Somewhat agree Neutral/Don’t know enough to say

50% \ 37% | | 10%

3%
Base: 122 Council members Somewhat disagree

Specifically thinking about corporate communications,
Council members increasingly recognise Al’s potential
to transform their functions, streamline operations,
and enhance their engagement strategies. However,
the adoption of Al tools varies significantly across their
organisations, and just a quarter (24%) of Council
members say that they, personally, are using Al in their
day-to-day jobs.

| am using Al meaningfully in my day-to-day job

Strongly agree  Somewhat agree Neutral/Don’t know enough to say
7o | —17% —  17%

| 33% | 25%

Base: 120 Council members Somewhat disagree  Strongly disagree

While some Council members report that their
organisations are regularly utilising Al in communications,
it tends to be for routine or lower-value tasks, such

as customer service chatbots or drafting and refining
standardised communication materials. These applications
free up time for corporate communicators to focus on more
strategic and creative tasks, such as planning campaigns
and managing stakeholder relationships.

k& [We use] our own internal
equivalent of ChatGPT to
propose model answers to
consumer complaints. From a
corporate affairs point of view,
we are using it to refine some
of our messaging.”

More organisations show a pronounced focus on using
Al for data analysis — assessing trends, consumer
behaviour, and media coverage, allowing for more
informed decision-making and more efficient

resource allocation.

Ipsos | Reputation Council Report 2024 - Al: friend or foe to the communicator?
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k& Our internal analytics insights
team are using a plethora

of different Al techniques to
understand what consumers
are saying and doing.”

k€ It has great potential, for
example, the press release

| mentioned, came out in two
minutes and normally it takes
us thirty minutes to do a press
release. This gives you a

lot of time to do much more
creative tasks.”

But for the most part, Council members are only
experimenting with Al, their optimism tempered by caution.
They identify a range of potential reputational risks arising
both from their own internal use of Al and the use of
external Al to their organisation by others.

While some are testing Al applications for corporate affairs,
such as generating press releases and even executive
speeches, even in these cases there is consensus on the
need for human oversight to ensure accuracy, authenticity,
and alignment with corporate messaging.

Council members take seriously the threat posed by a loss
of authenticity and human touch in communications, and
the potential knock-on effects on their ability to build and
maintain stakeholder trust.

Their measured approach to integrating Al is further
informed by an awareness of potential risks to data
security and privacy. Al systems that process sensitive
corporate information without proper safeguards can
inadvertently expose confidential data, leading to a loss
of stakeholder trust and potential legal consequences.

The potential for their own use of Al in content generation
to inadvertently lead to the proliferation of misinformation
or inappropriate content, also plays on Council members’
minds. The use of Al without adequate judgement to filter
out malicious information can perpetuate fake news or
biased content, which ultimately reflects back on their
organisation’s reputation.

Council members consider the fact that issues of intellectual
property and the proper attribution and remuneration for
original creators are yet to be fully addressed.

Ipsos | Reputation Council Report 2024 - Al: friend or foe to the communicator?

Businesses must navigate these legal grey areas carefully
to avoid accusations of plagiarism and the erosion of
artistic and creative value.

&€ From our perspective, we are
absolutely exploring how Al can
help speed up processes and make
decisions better, more quickly,
more accurately. There is a lot
more that can be done and will be
done in due course. But we need to
do that within a safe environment.”

The need for functional ethical guidelines is clear, but
80% of Council members do not feel that existing ethical
policies in business are sufficient for the full adoption of
Al. Establishing appropriate guidelines and processes

to allow corporate communicators to feel assured that
they are using Al in a safe, ethical manner will be critical
for achieving the widespread adoption of Al tools in the
corporate affairs function.

Existing ethical policies in business are sufficient
for the adoption of Al

Strongly agree Somewhat agree  Neutral/Don’t know enough to say

Externally, Council members focus on the risk of Al-generated
or augmented misinformation and disinformation rapidly
spreading and damaging their company’s reputation.
Al-generated content, such as fake news or deepfakes,

can present a company in a false light, leading to significant
reputational harm before the truth can be clarified.

“ | think the deep fake is a real issue; you can have a very
believable video of my CEO and other senior leaders saying
whatever you want them to say and that is a huge concern
and risk.”

This is not a new threat, of course. Misinformation and
disinformation are old threats recently intensified by the
social media revolution. But the same gains in speed and
productivity that new Al models are bringing to businesses
as benefits can be deployed against them, by malicious
actors significantly scaling up the quantity, quality, and
effectiveness of disinformation campaigns.

And so, in addition to the need for ethical guidelines to
steer the use of Al by corporate communicators, there

is also an intensifying need for effective regulations
governing the use of Al, investment in tools for detecting
Al-driven disinformation, and development of rapid

and novel crisis management strategies if corporate
reputations are to be protected.

The CEO of Google and Alphabet, Sundar Pichai, argues
that Al, is “the most profound technology humanity is
working on. More profound than fire, electricity, or anything

e 12% 7% ) )
_ B
| 44 | 36%
Base: 121 Council members Somewhat disagree  Strongly disagree
>
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Conclusion

Al’s potential to revolutionise the role of the corporate
communicator is clear to Council members, but so

are the risks Al poses because of potential misuse

by communicators themselves, or malicious use by
those who would seek to undermine companies’
reputations. To allow Al to make its fullest contribution
to the corporate affairs function, businesses must
adopt ethical guidelines and processes that give
communicators the confidence to use Al tools in their
day-to-day work.

Simultaneously, to protect their reputations from malicious
actors, they must account for Al-generated and augmented
disinformation in their crisis management strategies and
endorse and encourage the development of effective
regulatory regimes to govern Al use.

Al is a genie that societies will not be able to put back

in the bottle and will transform corporate communications
as it will every other business function. The sooner
businesses lead the way in making safe, effective, ethical
use of this revolutionary technology, the sooner they can
enjoy its benefits.
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In our 2018 Reputation Council report we explored the
role of communications in a world that was becoming
increasingly global and interconnected.

As we stated at the time,“the challenge for global
businesses is therefore a simple, if paradoxical, one: to
build a reputation that is globally consistent and at the
same time locally relevant.” Our conversations in this
year’s Reputation Council report continue to reflect this
reality — a company’s global reputational positioning sets
the overall tone and direction while there must be local
flexibility to execute and adapt.

Businesses with international or global operations grapple
with the challenge of maintaining a consistent, unified
reputation across diverse local markets while at the same
time addressing local market issues, cultural nuances, and
regulatory environments — each of which can significantly
influence a company’s reputation among stakeholders.

This challenge is brought further into focus with the impact
of ESG and its central requirement for companies to bring
consistency in the way they measure Environment, Social
and Governance targets and performance.
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Against this backdrop, the need to project a long-term
commitment in each local market is a given for today’s
corporate communications professionals — although how
this local commitment is expressed can well vary from one
market to another.

It’s important for corporates to be perceived to have a
long-term commitment to the local markets in which
they operate

Strongly agree Somewhat agree  Neutral/Don’t know enough to say

85% \ 13% | 1% \
1% 1%
Base: 110 Council members Somewhat disagree  Strongly disagree

Reputation Council members endorse the principle

that local communication teams need a high degree of
autonomy or that they should be the first to respond to a
crisis. However, strength of feeling is not as pronounced
as it could be — reflecting an underlying view that local
autonomy and crisis response still needs some form of
high-level coordination.

It’s important that communications teams have a high
degree of autonomy at a local level

Strongly agree  Somewhat agree  Neutral/Don’t know enough to say

34+ | 48% | 7% ‘

10— 2%
Base: 112 Council members Somewhat disagree  Strongly disagree

The concept of “Glocal” (Global + Local) is pivotal to this
endeavour, as companies like Walmart, Nestle and Shell have

demonstrated. Adopting a glocal strategy allows businesses to
maintain an international presence and project an overriding
purpose while tailoring their messaging so that it resonates with
local audiences. However, this requires a delicate balance of
centralised global messaging and decentralised local execution.

k& We are very cautious these
days, with the popular ‘Glocal’
approach. We have a global
narrative, pillars and a clear
communication strategy
definition — but with ample
flexibility for local to understand
what makes sense, what the
local moment is, what the local
pressure is, and what we should
potentially emphasise there.”

The group communications function typically leads in
articulating the essence of a company, but the significance
of local communication teams cannot be understated. It is
crucial for communication (and strategy for that matter) to
be adaptable; ensuring that they are relevant and resonate
with local stakeholders without compromising the corporate
narrative and its stated core values. Local autonomy therefore
plays a critical role in this balance, enabling each market

to adapt strategies to their unique cultural and economic
contexts while still following the global corporate lead.

Ipsos | Reputation Council Report 2024 - ‘Glocal’: striking the balance between global and local communications

Unsurprisingly, effective communications and planning
between central and local teams is vital to ensure this
adaptability and responsiveness to local market needs.
This involves regular communication, sharing insights,
and aligning on strategies to ensure no market is left
unprepared for unexpected events.

“ A business with international or global operations should
expect to have a consistent or unified reputation across all
its local markets to a certain extent. While local events and
news can have a global impact and affect the business’s
reputation, when it comes to planning communications and
strategies, it is important for the global team to be aligned.
This involves regular catch-ups and input from different
teams to ensure that nothing comes as a surprise. If
something unexpected does occur, there is a quick huddle
with global counterparts to address the situation.”

Communicators therefore must strike the right balance
between the need for all markets to be aligned to the
overriding group corporate communications strategy,
with the ability to build localised communication plans
that address indigenous communication issues.

At the heart of this approach is the understanding that,
while the corporate headquarters may set the global
direction, it is the local markets that add colour and
context, making the message pertinent to their specific
audiences. The essence of the company remains intact,
but the expression of that essence must be flexible
enough to engage and adapt to local nuances.

25
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Crises and issues management also require this delicate
balance. Executives must be agile, ready to respond to both
global and local crises with strategies that are informed by an
understanding of the global impact and the local significance
of various platforms. Through candid information sharing
between the centre and the markets, companies can learn
from localised crisis response and apply such knowledge in
the future to other countries with similar issues.

Local teams should be empowered to be the first
responder when a crisis occurs at a local level

Strongly agree Somewhat agree  Neither agree nor disagree

A% | 33% | 12+ |

10— 4
Base: 105 Council members Somewhat disagree  Strongly disagree

To achieve this information flow, it’s essential to have a
system that empowers local decision-making and action
within the framework of global policies. Communication
should be transparent and consistent, yet flexible enough
to account for regional differences. Local communicators
should feel that their knowledge of their own market
conditions and issues provides them with a high degree
of internal credibility — that they are trusted to be the first
port of call in a crisis.

“ Coherence, accuracy, consistency. But on the other hand,
a lack of sensitivity to local contours, local culture and
legislation can escalate a crisis. And it becomes very
difficult to manage over time. It escalates very quickly if
the global team isn’t in fune with the local team and it can
create a strange situation.”

27



Conclusion

Ultimately, while businesses should strive for a unified
reputation, they must also acknowledge and embrace
the unique characteristics of each market. Indeed,

the formation of a company’s central narrative and
purpose cannot be built in a vacuum. It is in many ways
a reflection of the local activities and perspectives that
exist wherever it operates.

By acknowledging this, a company can build a strong,
adaptable global reputation that is both respected and
relevant, no matter the location. It can be consistent and
congruent with its core values and messaging while
being mindful of the local perceptions and regulatory
environments. The end goal is to establish a reputation
that, while it may feature local accents and colours, is
fundamentally consistent across all markets, reflecting
the company’s global standards and ethos.

Ipsos | Reputation Council Report 2024 - ‘Glocal’: striking the balance between global and local communications
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QUICKFIRE: ESG

In the face of the ‘anti-woke’ backlash against
ESG commitments, nearly 2 in 3 Council members
double-down and say that these commitments
are fundamentally changing their businesses

— up on 2022.

4 in 5 Council members also say poor ESG performance
does have material consequences — in line with last
year’s figures.

k& People in the public arena
think that it’s just a tick and flick,
that you’re not really serious
about, that it’s just a report that
you create each year. That’s a
potential challenge for anyone

in corporate comms that we take
it seriously. It’s not something
that we just do because it makes
us look good.”

Ipsos | Reputation Council Report 2024 - Quickfire

ESG has fundamentally changed the way my
business operates

17th sitting Base: 122 Council members

B —
63% 10%— 27%
Agree Unsure Disagree

16th sitting Base: 100 Council members

JE—
55% 16% — 29+
Agree Unsure Disagree

Poor ESG performance now has material consequences

17th sitting Base: 122 Council members

81% T — "13%

Agree Unsure Disagree

16th sitting Base: 99 Council members

81% 9 — 9y

Agree Unsure Disagree

Too many businesses use the language of social
purpose without committing to real change

17th sitting Base: 121 Council members

80% 9y, — "1y

Agree Unsure Disagree

16th sitting Base: 99 Council members

e —
72% 13% — 114
Agree Unsure Disagree

Since we first asked Council members in 2020,
a consistent 70%-80% have said that corporate
greenwashing and woke-washing are too prevalent.

Especially on hot-button social issues, they say that too
many companies are still bandwagon-jumping and failing
to match their words with actions.

k& Some organisations
absolutely are spot on and they
live it, but there are an awful
lot of people who go ‘oh, it is
Pride month, so we had better
change our logo’ but they have
no representation anywhere.”




Few events can be as impactful on corporate
reputation than either making a major acquisition
or being acquired. Legal, finance, investor relations
and government relations are the usual suspects
at the table; however, the involvement of corporate
communications is not always a given.

65% percent of Reputation Council members tell us that
they are a part of the acquisition leadership team in their
business, while the role of corporate communications is

less clear for the remaining 35%.

| am a part of the acquisition leadership team

Strongly agree Somewhat agree  Neither agree nor disagree

33% \ 31% | 8% |

124 — | 16%

Base: 92 Council members Somewhat disagree  Strongly disagree

History is littered with examples of failed acquisitions
which can be argued to have a critical element in common;
poor stakeholder management. And complex stakeholder
management is the natural playground of corporate
communicators — a skillset which is increasingly being
recognised as invaluable as stakeholder needs become
ever more acute and complex during an acquisition.
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Communications activities

activated during an acquisition

Council members frame acquisitions as significant
business events which are typically bound by a highly
structured process and often prioritised over other
business activity.

Communication linked to an acquisition will
temporarily displace other communication activities

Strongly agree Somewhat agree  Neither agree nor disagree

25% | 40% | 104 |

15— 9
Base: 98 Council members Somewhat disagree  Strongly disagree

Ideally, there is involvement of the corporate communications
function across the three major phases of an acquisition:

Pre-acquisition scoping
and due diligence

Execution and
public communication

3 Integration

However, Council members’ experience suggests that the
execution and integration phases are where their expertise
is most commonly leveraged.

“Comms is more involved once the deal is done.
If you’re fortunate, communications is involved from
the beginning. Sometimes comms is the last to know
which is kind of ridiculous when you consider that
the first thing that happens when you complete the
acquisition is communication.”

While involvement in due diligence is less common,
where involvement is formal and early, a range of benefits
can be realised:

“['think it’s critically important that at least reputational
corporate affairs have a seat at the table. | was involved
in the evaluation of the strategic rationale with any M&A,
there was always a reputation workstream for evaluating
the benefits or risks around it.”

Council members also acknowledge that each acquisition is
unique and requires a highly customised communications
approach. Complexity is often driven by size and geography,
influencing the communication plan and the involvement of
regulatory authorities. However, the first step in developing
this tailored approach is usually the same; developing a
detailed stakeholder map and a deep understanding of
stakeholder needs across the key stages of the acquisition.

Ipsos | Reputation Council Report 2024 - Acquisitions: the pinnacle of stakeholder communication
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Priority stakeholders are typically employees (existing and
new), investors, regulators, media and, as well as consumers,
the broader community. They all need to see the deal as being
fundamentally good for them and better than the status quo.

“Looking at your audiences, first and foremost it is people
impacted by the transaction.”

With this understanding of stakeholders in place, the
corporate communications function then sets

about developing a legally compliant and nuanced
communications plan that builds a clear narrative,
identifies when each stakeholder group is communicated
with and adapts messaging to different platforms.

“First, we have to communicate it to the stock exchange as
a relevant event and this has to be the first communication
we make. Second, an internal communication so that our
employees are immediately aware of it and do not find
out about it externally. And third, external communication,
and here we use different tools.”

This process of establishing and maintaining stakeholder
confidence and support is fundamental across the
acquisition lifecycle.

“You have to have a really clear comms plan in place,
outlining all of your stakeholders, a timeline and
making sure that you’re not just fulfilling your market
obligations or requlatory requirements, but you are also
helping all company stakeholders understand the value
of the transaction.”

“ Lots of acquisitions, especially for bigger companies,

“Beforehand you worry that the news will leak and

Ipsos | Reputation Council Report 2024 - Acquisitions: the pinnacle of stakeholder communication

Communications challenges

during key phases of an acquisition

Council members identify distinct challenges across each
phase of an acquisition, all of which require a blend of
confidentiality and transparency.

Pre-acquisition, there is a strong focus on discretion and
ensuring information that could destabilise the deal is not
leaked prematurely. This phase demands vigilance and
preparation, with scenario planning and the development
of pre-prepared responses for any inadvertent disclosures.

leak during the process so the communicator’s role
is often starting well in advance of an acquisition with
a leak strategy.”

Simultaneously, this pre-acquisition phase involves the
crafting of a compelling narrative that highlights the
benefits of the deal to stakeholders while addressing
the risks.

As the deal progresses and becomes public, this focus

on confidentiality needs to be balanced with aligning
communication across the merging parties to present a unified
front that clearly demonstrates the value of the deal. This means
releasing that carefully crafted narrative into the world and
responding in real time as it either works or needs recrafting.

afterwards you hope that everybody will agree that you
have done the right thing but some may not.”

Critically, the acquisition landscape is dynamic meaning a
‘set and forget’ approach to communications will not work.

k& We gather the information,
create the plan and then there

is constant monitoring of what is
happening outside and inside...

| mean literally constant, it’s like
we’re in a vigil.”

Post-acquisition, the spotlight shifts to internal coordination
— integrating teams, aligning cultures, and managing

the transition of brands and retention of talent. It is here
that there must be an environment of trust and clarity,
guiding employees through the new landscape, addressing
their concerns, and pre-empting corridor chatter with
proactive communication.

More strategic involvement also sees a key focus in the
post-acquisition phase on ensuring the anticipated value of
the acquisition is realised. Corporate communications will
engage in passive (digital listening) and active (primary data
collection) research to monitor stakeholder sentiment and
manage any potential negative perceptions and associated
reputational fallout.
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This involvement across the acquisition lifecycle brings
opportunities for increased collaboration and often sees
corporate communicators work with functions they less
typically engage with.

Collaboration with other functions such as HR
or/and IR increases during an acquisition

Strongly agree Somewhat agree  Neither agree nor disagree

1% | 19% L | By

1
4, 1%
Base: 99 Council members Somewhat disagree  Strongly disagree

While this invariably presents challenges, Council members
also highlight the opportunity it brings:

k€& Done really well the comms
team would be embedded
probably for another year, two
years, depending on how big
the deal is, on helping really
integrate and make sure you do
get the synergies you envisaged
before doing that deal. Our

role really spreads across the
business during an acquisition.”
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£&£ Communicators play a very
important role, particularly
towards the end of the
transaction lifecycle.”

Conclusion

The challenge for corporate communicators during
an acquisition can be likened to walking a tightrope.
Across all phases of the acquisition, corporate
communicators are tasked with balancing legal
mandates (what can be said) with stakeholder
expectations (what needs to be said).

What'’s clear, is that there’s no one-size-fits-all approach

— managing a successful acquisition requires an extremely
well-thought through, customised communications
strategy, and the role of the communicator from start to
finish is invaluable.
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QUICKFIRE: PURPOSE,
POLARISATION AND
CORPORATE ACTIVISM

Today, 3 in 4 global citizens feel that their
government and public services will do too little
to help people in the years ahead.! To what extent
can - or should — businesses be expected to fill
this democratic deficit?

Since 2020, Council members have consistently advocated
a societal role for business. This year, 7 in 10 Council
members agree that corporate responsibility goes beyond
the bottom line.

As in 2022, 2 in 3 take this a step further; these Council
members see business leaders leapfrogging politicians as
the go-to agents of progressive change.

On the other hand, Council members are still wary

of getting embroiled in polarising, politicised debates;
just 1 in 5 say that businesses need to pick a side on
divisive social issues, in order to be successful.

It is the job of government, not business,
to fix society’s problems

17th sitting Base: 120 Council members

I,
18 - — 12 70%
Agree Unsure Disagree

16th sitting Base: 95 Council members

9y ! — 16% 76%

Agree Unsure Disagree

1. Ipsos Global Trends Survey: 48,579 adults aged 16-75 across 50 markets, interviewed online between 23 September and 14 November 2022
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Business leaders are overtaking politicians as a force
for progressive change in the world

17th sitting Base: 121 Council members

e —
68% 145, — ' 17y
Agree Unsure Disagree

16th sitting Base: 95 Council members

J—
63% 17% — 19y
Agree Unsure Disagree

Society is so divided at the moment that companies
need to pick a side in order to thrive

17th sitting Base: 122 Council members

.
19y - L— 9y 724,
Agree Unsure Disagree

16th sitting Base: 96 Council members

159 L— 9y 76%

Agree Unsure Disagree

k& Employee activism is definitely something we are seeing an uptick
in and actually the easy short-term route is to bow to it, but actually it
stores up long-term problems because you can never be pure enough.”




In an era marked by increased scrutiny and public
demand for corporate responsibility, the risks
associated with corporate sponsorships have
perhaps never been greater. But equally, the rewards
of a well-executed sponsorship programme with

the right partner can be considerable — adding
credibility, recognition and depth to a company’s
overriding purpose.

However, companies seeking to enhance their reputation
and visibility through sponsorships must navigate a much
more complex environment, as a misaligned partnership
can create more harm than good. There have been

many high-profile cases that have highlighted this risk,
underscoring the importance of strategic alignment,

due diligence, and ethical considerations in sponsorship
decisions. Indeed, over a decade ago, Accenture had to
withdraw from its partnership with Tiger Woods due to
the reported infidelity of the golfer. Or more recently, the
strained relationship between Kanye West and Adidas, has
again highlighted the reputation risk partnerships with
individuals can bring.
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Needless to say, in certain markets, the same principles
can apply to the acceptance of sponsorship where sectors
such as gambling and alcohol are under greater regulation
and scrutiny.

k£ There has to be trust with the
company you are going to ally
with, because beyond just putting
a logo, in the end you are putting
your organisation’s trust in that
alliance. So definitely you have to
feel comfortable with the leaders,
with how they are going to work,
and with the initiative itself.”

Although there is no foolproof way to eliminate risk whilst
maximising the reward when it comes to corporate
sponsorship, there are some key considerations,
according to Reputation Council members.

Successful corporate sponsorship programmes hinge
on various factors, including:

Strategic alignment
The sponsorship should align with the company’s
business strategy, positioning and corporate purpose.

2 Shared values
Sponsorships should involve partners that complement
the company’s activities and share similar values.

Ipsos | Reputation Council Report 2024 - Corporate sponsorships: finding the right partner

Relevance

Cultural compatibility and relevance are seen as
crucial, with the sponsorship needing to resonate with
the company’s core areas of operation and purpose.

4 Focus on long-term relationships

Sponsorships should ideally generate alliances with
companies, foundations, or NGOs that are experts in
their field, while also maintaining focus on the key
stakeholders that are of primary attention for the
sponsorship — consumers, community stakeholders,
employees and others. Sponsorship activities should
yield benefit for all stakeholders involved.

Proper due diligence to ensure clarity on each of these
aspects is critical to ensuring that sponsorships will add
value to the company and align with its mission and
purpose, while generating sustainable value for each of
the stakeholders involved.

&€ You have to have mutual due
diligence from a reputational
perspective. You know, a lot of
times you hear of ‘the company
hooked up with this non-profit.
Turns out that there’s an issue
with the non-profit, and now
the companies got reputational
damage for it’ and vice versa.”
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Seven in ten Council members indicate that sponsorship
in general has had an increasing reputation risk in the last
few years, and they also say that certain activities present
greater risk than others.

Most Council members are clear that they will reject a
sponsorship if there is misalignment with the company’s
core values, purpose or target audience. An association
with a controversial individual, organisation or event, would
also present an increased reputation risk to a company’s
image and standing. Additionally, many Council members
believe that sponsorships linked to individuals are
inherently more risky than other programmes, due to the
potential for personal scandals or controversies that could
reflect poorly on the company.

Sponsorship is an overly expensive
communications channel

Strongly agree  Somewhat agree Neither agree nor disagree

204 | 39 | 17% |

18— [ 7%
Somewhat disagree  Strongly disagree

Base: 118 Council members

“The reputational aspect of it is one of our key decision
points when we screen these things. Especially around
individuals, and the risks that come with individual
sponsorship, even ones that might go well for a very
long time can go sour.”

Political or social considerations can also influence decisions,
with companies often avoiding sponsorships linked to
partisan institutions, organisations with past reputational
issues, or events with political stances that conflict with

the company’s position. Sponsorships that could potentially
alienate a significant portion of a company’s employee or
customer base are also considered risky.

k€ All factors are considered
when making alliances to
avoid partisan institutions
or companies that have had
reputational problems in
the past.”

Despite these risks, fewer than half (38%) of Council
members say that sponsorships are diminishing within
their corporate communications mix.

It's clear that there is still significant value being driven
through sponsorship activities and Council members
indicate that the primary aim of their sponsorship activities
is to enhance corporate brand visibility and reputation.
Sponsorships can also provide a platform for companies
to demonstrate their values, mission and commitment

to specific causes or communities, driving increased
awareness among target audiences.

In turn, sponsorships can facilitate strategic alignment with
partners that share similar values and can generate alliances
with organisations that complement the company’s activities.
This alignment can contribute to a company’s reputation

Ipsos | Reputation Council Report 2024 - Corporate sponsorships: finding the right partner

and credibility, again making the brand more appealing to its
intended audiences. Employees are also a critical audience and
successful sponsorships can foster pride among employees,
enhancing their connection and advocacy to the company.

Corporate sponsorship is diminishing within my
corporate communications mix

Strongly agree Somewhat agree  Neutral/Don’t know enough to say

13% | 259 | —19%

30%— | 13%

Base: 115 Council members Somewhat disagree Strongly disagree

“ Consistency in image between the project and the sponsor
and the ability to build a win-win relationship of trust
are also vital. Ethical considerations are increasingly
important, with due diligence on who you are sponsoring
seen as critical.”

Any exploration of sponsorship would be incomplete without
touching upon the issue of financial or business return.
Sponsorships can create tangible value for companies

such as increased brand awareness to help drive sales, or
enhanced reputation that a company can deploy to win in
the war for talent.

Yet fewer than half (45%) of Council members indicate
that they have a robust approach to evaluate the financial
ROI of sponsorships. The explanation for this, in part, is
due to the movement away from opportunistic short-term
sponsorship programmes that were immediately put under
the spotlight for financial return, to a more measured

and long-term focus, where benefits play out across the
organisation and take many forms.

k& We’re moving past the
phase of providing financial
sponsorship for several
organisations, particularly on
an ad-hoc basis. Versus the
more strategic long-term
partnership and sponsorship,
which requires strong
association with business
drivers and the strong kind
of mechanic that shows it’s
delivering on its investment.”

| have a robust approach to evaluate the financial
ROI of sponsorship

Strongly agree  Somewhat agree  Neutral/Don’t know enough to say

19y | 269 | 21y |

28y — | 6%

Base: 114 Council members Somewhat disagree  Strongly disagree

47



Ipsos | Reputation Council Report 2024 - Corporate sponsorships: finding the right partner

Conclusion

Delivering an effective corporate sponsorship
programme remains a complex issue; however, the
focus on long-term relationship building with the
right partner and strategic alignment between both
parties, are key ingredients of the mix. And of course,
the only way that a strategic alignment can take place
is if the strategy of a company is clearly understood
by all concerned.

This is where the communicator comes to the fore in
encapsulating and communicating business strategy in a
way that is not only understood throughout the company
itself, but also by potential sponsorship partners who can
assess its desirability and relevance in the context of their
own goals.

In the end, despite the challenges and risks, there is little
doubt corporate sponsorship still plays an important role in
the communications process — however, it’s clear that the
best way to ensure success, is to ensure that everyone is
pulling in the same direction.
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QUICKFIRE:
DIVERSITY AND INCLUSION

Perhaps mindful of the public backlashes endured
recently by prominent brands in the USA, Council
members are more worried than ever about the risks

of putting their heads above the parapet on D&I issues.

Today, 7 in 10 Council members fear being called-out
for saying the wrong thing (up from 6 in 10 two
years ago).

But that doesn’t mean silence is the easier option:

8 in 10 Council members say that the public now expects
businesses to take a stance on D&l issues (on a par with
two years ago).

Squaring this circle — balancing the desire to stand up and
be counted, against the risks of doing so — remains a big
challenge for today’s CCO.

Ipsos | Reputation Council Report 2024 - Quickfire

k€ It is much more difficult
for a company to take a
position because there are
SO0 many nuances, and one
must form convictions, it
cannot be a generalised yes
or a yes with conditions.”

k€ How do you stay true to

those values and continue to
show progress without becoming
the latest lightning rod for

highly partisan political debate
and discussion?”

The public expect businesses to take a stance on
issues of diversity and inclusion (D&I)

17th sitting Base: 122 Council members

78% 9, — '139

Agree Unsure Disagree

Businesses are worried about engaging publicly with
diversity and inclusion issues, for fear of saying the
wrong thing

17th sitting Base: 121 Council members

B —
72+ 2% — L— 254,
Unsure Disagree

k& Consumer product companies
perhaps have more risk involved.
Companies who are forward
facing, rely on consumers in

big numbers, have a more
challenging time than they’ve
ever had.”




REPUTATION COUNCIL MEMBER PARTICIPANTS

Name
Nelson Silveira

‘ Organisation
Aberje

‘ Role
Aberje Advisory Board

Name ‘ Organisation ‘ (][]

Diane Pelkey Chewy Head of Communications and Public Relations

James Newman Chiliz Chief Corporate Affairs Officer

Qiao Lu China Poly Group Sustainable Development Commission Executive Secretary

Corporation Limited

Mat Bolland Air New Zealand Chief Corporate Affairs Officer

Stacey Zolt Hara Airwallex Head of Global Corporate Affairs

Yoko OGIWARA Ajinomoto Global Communications Manager
Carolina Molina Rodriguez Aliaxis Marketing, Brand & Comms LATAM leader
Malena Morales Alicorp Vice President of Corporate Affairs
Cynthia Valencia Canedo Alicorp Corporate Affairs Manager

Valeria Olson Fernandez Alsea Corporate Affairs Director

Nicole Anderson Ciena Vice President, Global Communications and Branding

Linda Mills Clorox Chief Communications Officer

Julian Hunt Coca-Cola Europacific Vice President, Public Affairs, Communications and
Partners Sustainability, GB, Norway and Sweden

Claudia PreiB Commerzbank AG Head of Liaison Offices and Issue Management, Group

Communications, Public Affairs

Hunter Hoffman

Amtrust Financial Services

SVP, Global Marketing and Communications

Giles Robinson

Compass Group

Corporate Communications Director

Robert Corbishley

Conduent

European PR Manager

Maria José Toro Martinez

Corporacion Favorita C.A.

Communications Assistant Manager

Shirley Powell

Cox Automotive

Senior Vice President, Communications and Industry Relations

Libby Armstrong

Crown

Group General Manager Media & Corporate Affairs

Lorena Villareal Clausell

Danone Mexico

Corporate Communications Director

Cesar Vargas Anheuser-Busch VP Legal & Corporate Affairs North America
Megan Giles ART Head of Strategic Communications
Anthony Meere ARTC General Manager - Corporate Affairs
Osamu ISHIZAKA Asahi Group Holdings Executive Officer
Daniela Grelin Avon Institute Executive Director
Gisela Sanchez BAC Regional Director of Strategy and Corporate Relationships BAC.
Robert Calamari Bank of America SVP, Corporate Reputation Management
Sabrina van der Puetten BASF Vice President Strategic Communications &
Reputation Management
Massimiliano Colognesi BAT Head of External Affairs Italy

James Boyle

BBB National Programs

Chief Marketing and Communications Officer

Gemma Hart Danone North America VP, Communications

Nicoletta La Torre Decathlon External & Corporate Communication Manager

Ulrike Muehlberg Deutsche Post DHL Group | Vice President Political Communication and Coordination
Corporate Public Affairs

Paulo Mindlin Diageo ESG Head Latin America and the Caribbean

Michael Dickstein Duracell Corporate Affairs Director, Europe and Africa

Cristina Parenti Edison Head of External Relations and Communications

Maya Donevska

BHP

Vice President Corporate Affairs, Asia

Médard Schoenmaeckers

Boehringer Ingelheim

SVP, Global Head of Corporate Affairs

Michele Baer

Boehringer Ingelheim USA

Executive Director - Head, US Pharma Communications

Duncan West

Bupa

Group Head of Corporate Communications

Beth Foley Edison International and Chief Communications Officer and Vice President, Corporate
Southern California Edison | Communications & Philanthropy
Amy Hytowitz Edwards Lifesciences Vice President, Global External Communications &

Corporate Impact

Jessica Pantages

Egnyte

Vice President Global Communications

Ipsos | Reputation Council Report 2024 - Reputation Council member participants
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Name
Kai Boschmann

‘ Organisation
International SOS

‘ Role
Chief Marketing & Communications Officer

Vanessa Von der Muhll

ISO - International Organization

Head, Communications and Engagement

for Standardization
Pamela Vaiano [tad Corporate Communications Superintendent
Bradd DelMuto Janney Montgomery Scott Director of Corporate Communications
Cristian Sala Kelly Services Officer Vice President and Country General Manager for Italy

Steve Lombardo

Koch Industries

Chief Communications and Marketing Officer

Tom Goddard KPMG Head of Global Communications

Barry Neville KPMG Director of Communications

Charlotte West Lenovo Executive Director, Global Corporate Communications
Scott James Lloyds Banking Group Head of Reputation Strategy and Planning

Catherine Thomas Loblaw Companies Limited Vice President, Communications

[laria Catastini

Maire Tecnimont Group

Head of Sustainability and Corporate Advocacy

Andy Pharoah Mars Vice President, Corporate Affairs and Sustainability
Brendan Streich Mativ VP Global Communications and Engagement
Lucie Drummond Mercury GM Sustainability at Mercury NZ

Name ‘ Organisation ‘ Role

Antonio Funiciello ENI Head of Identity Management

Chris LaPlaca ESPN Head of Corporate Communications

Maria del Pilar De la Cuadra | Falabella S.A Deputy Manager of External Communication

Mauricio Reyes Lopez Femsa Corporate Communications Director

Fernando Careli Ferrero Director of Institutional Relations, Corporate
Communications and Sustainability for South America

Chad Corley FLEETCOR Vice President Corporate Communications

Bill Day Frost Bank Senior Vice President, Corporate Communication Manager

Andy Hilton GAF Chief Communications Officer, Head of CSR

Martha Kavanagh Glanbia Director of Corporate Affairs

Maria Elena Ramirez Grupo Bimbo Sr. Strategic Planning & Governance

José Luis Leyva Grupo Bimbo Global VP of Communications

Francisco Rodriguez Daniel | Grupo Coppel Corporate Communications Director

Giuseppe Gagliano Gruppo Hera Group Manager of Communication and External Relations

Helen Cleary GSK Head of Reputation and Positioning at GSK

Amelia Evans GSK Reputation and Positioning

Ornella Vilardo Heineken Director of Sustainability

Hannah Vazzana

Hilton Grand Vacations

Senior Vice President, Chief Communications Officer

Hans Daems

Hitachi

Global Sustainability Communications Director

Adam Davison

Holland & Barrett

Group Corporate Affairs Director

Jeff Mochal MGM Resorts International Senior Vice President, Corporate Communication

Steve Clayton Microsoft Vice President of Communications Strategy

Mitch Redford MLC Corporate Affairs and Media Manager

Matthew Vander Laan Monosol, a Kurarau Company | Vice President, Corporate Affairs and Strategic Planning

Jeff Dahncke

HP

Head of Corporate Communications

Michele Laterza

Mutti

Corporate Communications Director

Tania Magalh3es IBGC Managing partner of Bel-Ami Comunicacdes and member
of the Corporate Risks Commission of the IBGC (Instituto
Brasileiro de Governanga Corporativa).

Cristina Broch lkea Country Communication & Public Affairs Director

Joe Madden Immuta Head of Communications

Pablo Ferndndez Intercorp Communication and Corporate Positioning Manager

Ted Meyer Natixis Investment Managers | Head of Global Corporate Communications

Julian Regan-Mears Neptune Energy Director of Corporate Affairs

Andrés Eyzaguirre Nestlé Director of Corporate and Legal Affairs Nestlé Chile
Lisa Gibby Nestlé Chief Communications Officer

Susana De Freitas Nestlé Vice President of Marketing and Corporate Communication
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Name ‘ Organisation ‘ Role
Javier Ledn Nestlé Head of Marketing, Consumer Communications

& Corporate Affairs - Nestlé Peru-Bolivia
Anita Waelz Nestlé Director Sustainability & Corporate Communications
Rachel Whetstone Netflix Chief Communications Officer
Allison McClain Joyce Nixon Peabody LLP Chief Communications Officer
Martin Zander Otto Group Group Division Manager Corporate Communications
Aimee Goldsmith P&G Senior Director, Sustainability & Company Communications
Dana Gandsman Pfizer Vice President, Corporate Affairs, Enterprise Reputation

Ben Rhodes

Phoenix Group

Brand Director

Roger Lowry

QBE

Director of Communications & Marketing

Emily Riley Radian Group, Inc. Executive Vice President, Chief Marketing and
Communications Officer

Win Boerckel RAND Corporation Vice President, External Affairs

Paul Abrahams RELX Chief Communications Officer

Jamie Nicholson Roche Corporate Affairs Manager

Bruno Tourne Sanofi Head of Corporate Communications

Rebekah Cassidy Sanofi Deputy Head of Corporate Affairs and Sustainability

James Barbour Schneider Electric Vice President, Global Public Relations and Strategic Projects

Dominic Redfearn Shell EVP, Strategic Communications

Stefano De Vita Sisal Responsible Gaming and Market Intelligence Director

Tom Steiner Smiths Group Head of External Communications

Laurie Barnett

Southwest Airlines

Vice President, Corporate Reputation

Jules Norton

Sportsbet

General Manager — Corporate Affairs

Karyn Munsie

Suncorp Group

EGM Corporate & Regulatory Affairs

Abhinav Kumar

TATA Consultancy Services

Global Chief Marketing Officer

Marc Tawil

Tawil Comunicacdes

Founder of Tawil Comunicacgdo, N°1 LinkedIn Brasil Top Voices
e Official LinkedIn Learning Instructor
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Name ‘ Organisation ‘ Role
Adriana Montano TE Connectivity Global Brand Lead
Brian Besanceny The Boeing Co. Chief Communications Officer
Stuart Williamson The Jockey Club Chief Corporate Affairs Officer
Viviane Mansi Toyota Regional Director of Communications and ESG
Paolo Garavaglia Trenord Communication Director
Fabio Sabba Uber Director of Communications
Julia Sobrevilla UNACEM Group Corporate Affairs and Sustainability Director
Pedro Henrique Oliveira Unico Head of Communications
Shefali Sapra United Spirits Limited Vice President - Corporate Communications
(Diageo)
Morgan Bone Virgin Money Head of Corporate Affairs
Mark Hooper Visa Senior Director, Corporate & External Relations, Europe
Ed Mayer Voya Financial Head of Corporate Communications
Alejandro Madrid Walmart External Communications Manager
Paul Lyon Wolters Kluwer Senior Director | External Communications | Global Branding,

Communications and Marketing

Kristin Nordal

Yara International

SVP Brand & Communications

135 senior corporate communicators were interviewed as part of this year’s Reputation Council report. Some Council
members requested that their participation remain anonymous, therefore 133 contributors are named here.
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THE EDITORIAL TEAM

Authors:

Milorad Ajder

Sally Braidwood
Mark McGeoghegan
Jason McGrath
Matthew Painter
Trent Ross

Reputation Gouncil Director:
Simone Williams

Reputation Council Project Manager:
Elizabeth Crowley

ABOUT IPSOS CORPORATE REPUTATION

Ipsos Corporate Reputation has been a leader in
reputation research for over 40 years and we work for
some of the biggest corporations in the world. Our mission
is to provide critical insights and advice to help our clients
build resilient reputations and stronger stakeholder
relationships. We deploy a unique blend of traditional

and digital research techniques delivered by dedicated
reputation research specialists across the world.

This support helps organisations strengthen their
reputation capital - the ability of a brand to command
preference in the marketplace.

Measuring reputation performance:

e Measuring overall reputation performance and
identifying the drivers that create reputational value

e Defining the stakeholders that influence reputation
and shaping engagement strategies

e Building communications campaigns and
measuring impact

e Understanding future opportunities and risks

e Measuring the impact of a crisis, and responding to it

e Clarifying the actions necessary to deliver on
strategic objectives

Please get in touch with our reputation specialists
if you’d like to discuss any of the issues raised

in this report, or indeed if you think we can help
your business.
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