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their perception of companies, approximately six in 10 (59%) say they are influenced by what 
top leaders communicate.  
 
Moreover, corporate leadership communications are especially important in emerging markets.  
Nearly two-thirds of Chinese consumers (64%) and nearly three-quarters of Brazilian 
consumers (72%) rely on executive communications when learning more about a company.  
"In an increasingly seamless world, more consumers are exposed and attuned to corporate 
actions than ever before,” said Micho Spring, Weber Shandwick’s global corporate practice 
chair.  “CEOs can't assume that what they say and their teams do are going unnoticed by the 
public.  Corporate communications from the top must set the tone and shape the brand."  
 
Respect for corporate leaders - CEOs and other corporate leaders - has taken an especially 
large hit in developed markets – 72% of U.S. and 71% of U.K. consumers have lost respect in 
the past few years, according to the survey. In emerging markets, Chinese consumers are 
evenly split on their changing opinions of corporate leadership (35% lost respect vs. 38% who 
increased respect). Brazilian consumers are more likely to have increased their respect for top 
executives than decreased their respect (33% vs. 21%, respectively).  
 
As seen in this research, CEO and company reputation are inextricably linked - corporate 
reputation is not isolated from the public views of a company's top leadership. Together, 
company and CEO reputation make a solid contribution to a firm's market value.  
 
For more detailed information, visit the executive summary of The Company Behind the 
Brand—CEO Spotlight.  
 
Nancy Pekala is the AMA’s Senior Director of Online Content and Editor of Marketing Thought Leaders.   
Continue the conversation about brand reputation in the Brand Management Group of AMAConnect, the 
AMA’s online community for marketing professionals.  Follow us on Twitter @marketing_power.  
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