
 

 

PRESS ALERT 
 

Reputation emerges as a strategic asset for Leaders facing uncertainty 
 

According to a study revealed today by OpinionWay for Omnicom Reputation Group. 
 
 
Paris, the 27th january 2026 - In a context marked by geopolitical instability, societal 
polarization, and the multiplication of crises, corporate reputation is transforming. Long 
perceived as an issue of image or visibility, it is now considered by executives as a major strategic 
driver of economic performance, transformation, and resilience.  
 
This is one of the key findings of the study on "Executives and their perception of risks in business" 
conducted by OpinionWay for Omnicom Reputation Group, among business leaders of 
companies with 250+ employees, in November 2025.  
 
Reputation: a core leadership issue 
 
The study reveals a massive realization of the leader's role in building the company's reputation. 
93% of interviewees believe that their own role in creating the company's reputation with 
stakeholders has never been so crucial. In an environment where speech is scrutinized, 
amplified, and sometimes contested, the leader's reputation becomes inseparable from that of 
the company, conditioning trust, credibility, and the ability to unite people over the long term. 
 
From Visibility to the ability to create “active coalitions” 
 
Another major finding: reputation is no longer measured solely by media exposure. 85% of CEOs 
believe it now rests on the company's ability to create "active coalitions" around it, including 
employees, clients, partners, and decision-makers, capable of supporting its positions over 
time. This evolution marks a shift: reputation becomes an indicator of strategic solidity and 
alignment between discourse, decisions, and actions. 
 
Crises: A risk experienced by 82% of CEO and C-suites, yet insufficiently anticipated 
 
Crises have become the norm. 82% of leaders state they had to manage at least one crisis 
situation likely to impact their company's reputation in 2025. Among those who managed 
multiple crises, 64% did so in isolation and 36% simultaneously. This vulnerability is explained by 
three main factors linked to insufficient anticipation of risks and late decisions for 47% of 
executives, and a lack of preparation for crisis management for 45% of them. 
 
While a majority of executives consider their organization relatively prepared for certain risks 
(product safety, cyber, financial instability), geopolitical, political, and reputational risks 
remain among the most complex to master and figure, along with the climate challenge, 
among the most important risks identified by decision-makers for the year 2026. 
  
Reputation: A full-fledged economic asset, with CEO as primary guardians 



 

 

 
For the executives and CEOs interviewed, reputation is no longer a peripheral communication 
topic. 95% of business leaders consider reputation an asset to be protected, a value creator, 
and capable of lastingly influencing economic performance, talent attraction, investor relations, 
and the ability to operate in complex environments. 96% of them acknowledge that 
stakeholders expect them to take more of a stand on major societal issues. 
 
To build this sustainable reputation, three priority levers emerge:  

• Transparent and responsible communication (55%) 
• Product/service quality (54%)  
• Responsible management of employees (46%) 

 
Support objectives remain, however, more classic, focusing on the protection of reputation 
and company visibility for 69% of them respectively, and its role as a driver of economic and 
cultural transformation for 50% of them. 
  
Sandrine Cormary, CEO of Omnicom Reputation Group, states: “This survey confirms a major 
shift: reputation is no longer just a communication issue but a matter of governance, 
leadership, and strategy. Executives are on the front lines and are fully aware of it. Our role is to 
support them in putting their commitments into words, defining the means to promote and 
defend their company’s interests, and creating active coalitions around them. In this context of 
uncertainty, it is both an extremely stimulating moment for communicators and a major 
challenge, given the fragility of reputation.” 
  
About Omnicom Reputation Group: 
 
Omnicom Reputation Group is the reputation architect agency for companies, brands and institutions. Far 
beyond its protection or promotion, our role is to transform reputation into a central strategic asset, creating 
value for the organization and its development. 

Its mission is simple yet powerful: to make reputation a performance lever that drives sustainable growth, 
fosters innovation and strengthens social and environmental impact. 

Its approach combines the human expertise of its multidisciplinary team of over 50 consultants with 
cutting-edge Omnicom technology, one of the world's leading communications groups. With its team of 
experts, the agency conducts this work in-depth on all dimensions of reputation: employer, social, societal, 
environmental, commercial and financial. As true architects, it builds with its clients a coherent and lasting 
reputation structure. 

Find Omnicom Reputation Group on LinkedIn 
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METHODOLOGY OpinionWay survey for Omnicom Reputation Group - 151 business leaders from companies with 250+ employees - 
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