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Radical uncertainty has affected all levels of society, 
creating new forces that we are still trying to understand. 

To understand these changes and their impact on 
corporate communication, the Brand and Reputation 
Collective in collaboration with the EACD conducted a 
research project with senior communication professionals 
from corporations, associations, NGOs and government. 

The research allowed professionals to describe in their 
own words the challenges they face and how they are 
dealing with them.

About the study 

The findings presented here are based on the results of 10 in-
depth interviews, two roundtable discussions and 118 interviews 
with senior communication professionals across Europe and 
beyond conducted in 2018. For the full report and more informa-
tion about the study, please contact Phil Riggins of the Brand & 
Reputation Collective at phil.riggins@bandrcollective.com 

About the Brand and 
Reputation Collective

The Brand & Reputation Collective (the BRC) is an independent 
agency that provides strategy, opinion research and digital 
analytics for brand, reputation and issues management. The 
BRC works with clients and partners to break down the walls 
between organisations and their audiences – inside and outside 
the building – to close the gaps between what they do and say 
and how that’s perceived. 

About the European Association  
of Communication Directors

The European Association of Communication Directors (EACD) 
attracts, inspires and engages current and future communica-
tion leaders to drive excellence in the communications profes-
sion. Recognising the growing importance of communications, 
the EACD offers 

Corporate activism is more likely to 
occur on less controversial social issues 

As companies are increasingly asked to take positions on social 
issues, they wrestle with where to draw the line on corporate 
activism. Communicators say their organisations are most 
likely to voice positions on diversity and inclusion (88%), gender 
equality (85%) and climate change (69%). They are less likely to 
voice a position on the #metoo movement (23%), immigration 
(40%) and LGBTQ issues (49%).

Communicators need more resources and 
greater leadership to deal with  
radical uncertainty

The number one thing communicators want from leadership to 
help them deal with the new communication realities is more 
budget/resources (38%). Nearly as many say they would like 
their leaders to lead – to provide a clear strategy, vision, values 
and purpose (29%).

Implications of the research:  
A culture of purpose 

Our analysis suggests that the changes and accompanying 
technological advances we are experiencing have created new 
expectations and concerns from consumers and stakeholders 
that require a new approach to engagement and communicati-
ons. If everyone communicates, it is important that they convey 
the right and a consistent message about the organisation. 

The antidote to radical uncertainty is clear, understood and 
well-defined by communicators: a culture of purpose built on 
clearly articulated values that makes decision making easier, 
response times faster and communication consistent.

01. CLEAR VALUES & PURPOSE
Clearly articulated sense of what the organisations stands for 
beyond profit. By knowing yourself, it’s easier to be yourself

02. LEADERSHIP SUPPORT
Leaders that lead, give their time and dedicate resources to 
delivering purpose

03. TRANSPARENT & OPEN
IP is still protected, but otherwise humble, human and open with 
information

04. LISTEN & CO-CREATE
Listen to and involve your audiences to develop and test your ideas, 
polices , programmes, and products

05. ALIGNED & CONSISTENT
Everything communicates. Make sure the organisation is aligned. 
So what you say you will do. Say the same thing across the 
organisations. Internal comms increasingly important to ensure 
alignment.

06. DATA DRIVEN
Social and online media monitoring to identify emerging issues and 
concerns. Opinion research to measure the degree to which people 
believe you are delivering your purpose.

07. ADVOCATE
Taking a people-centric approach. Being seen to understand and 
advocate for what matters to them, not just yourself.
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For more information, visit 
www.bandrcollective.com.



Radical uncertainty means less  
trust and increased ris

Communication professionals think radical uncertainty presents 
many risks and few obvious opportunities for organisations. 
They define it as a time of great uncertainty, where trust in es-
tablished values and institutions is low, and everything must be 
rethought. Technology is bringing the world closer together, but 
also overwhelming our ability to keep up.

Today, people expect organizations  
to have a purpose – and they want  
proof that it is being delivered

92% of communication professionals think that consumer and 
stakeholder expectations have changed in recent years. Ac-
cording to communicators, consumers and stakeholders today 
want to see purpose with proof. They also expect greater trans-
parency and openness. They want organizations to respond to 
their issues and concerns nearly instantly - and they are less 
forgiving of mistakes.  

In what ways do you think consumers’ and stakeholders’  
expectations have changed over the past few years? How do you define “radical uncertainty” / the time we are going through? 

To be credible, relevant and compelling,  
organisations should focus on living  
their values and communicating in more 
human ways

Respondents describe a new communication reality where it is 
harder to get consumer and stakeholder attention and support 
than in the past few years, and they see a greater level of cyni-
cism and tribalism in the world. 

They believe that everyone in an organisation is a potential 
communicator and, therefore, new ways of communicating and 
engaging are needed. To be credible, relevant and compelling 
today, communicators believe organisations need to have clear 
values that they live by, and to tell their stories in ways that are 
more human and relevant. In their view, gaining trust and support 
also requires greater transparency and openness – and bringing 
the outside world in to the organisation to discuss and co-create 
ways to meet consumer and stakeholder expectations.

What are the best ways to be credible, relevant and compelling with 
consumers and stakeholders in today’s communication environment? 

UNCERTAINTY: unpredictable/ambiguous/truth vs. fiction
Want to see purpose with proof/provide evidence

Values – have clear values and live by them  
(e.g. integrity, sincerity, trustworthy)

Content – human storytelling, factual & emotional,  
cosine, non-corporate

Transparency/openness

Listen – engage in dialogue/co-create,  
understand your audience

Align words and behaviour –  
do what you say you will doaudience
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LOSS OF TRUST: rejection of elites/institutions

Very high expectations/instant response

PARADIGM SHOFT: rethinking of everything/ 
new source sof influence

Transparency/openness

TECH DISRUTION: overwhelming people

Want leadership/reassurance/authenticity/ethics

RISK: Increased volatility/risk/threats

Less trust/loyalty/earn it

CHANGE: Constant/accelerated

Want more influence/greater role

ISSUES: Lots of problems, no solutions/Good leaders

Personalised customise experiences

POLARISZATION; Rise of populism/tribalism/
protectionism

Concise/relevant/entertaining information

More demanding/Less tolerant of mistakes

More nationalistic/populist

(n=94) (Percentages total more than 100% as multiple responses were allowed) (n=103) (Percentages total more than 100% as multiple responses were allowed) (n=111) (Percentages total more than 100% as multiple responses were allowed)

Moreover, consumers and stakeholders want to see leadership, 
reassurance and authenticity when it comes to addressing wider 
social issues. They expect trust to be earned and they want a 
greater role in developing everything from an organization’s 
products to policies to purpose.


