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Introduction  
“It takes 20 years to build a reputation and five minutes to ruin it.  If you think about that,  
you’ll do things differently.” Warren Buffett 

BACKGROUND &  
OBJECTIVES 

METHODOLOGY 

NOMENCLATURE 
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Reputation  
matters 
“My CEO is in his first plc leadership role and was previously a CFO. 
That means he sees the value of everything through the prism of a 
spreadsheet. Persuading him to embrace and understand an intangible asset 
like reputation is really hard.”  FTSE250 Corporate Affairs Director 



“There’s a greater desire for transparency on what a company is all about. 
Tell me what you are doing, and how, and then I’ll decide whether to invest. 
Be honest about the risks and clear about the opportunities”.  

 

73% OF CEOS DON’T GET IT 

https://www.cayhillpartners.com/insights/beyondcorporateaffairs/
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• 

• 

• 

“I’m on the Executive Committee now but I 
was in my role for around eight months before 
getting on to the committee. Communications 
was a new function for the group, so I had to 
prove its worth before I sat at the top table.”  
FTSE250 Communications Leader 

• 

• 

• 



http://www.cayhillpartners.com/
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“We’re our own worst enemies. We don’t talk 
about the benefits of what we do, many of us 
don’t have effective KPIs nor do we educate the 
company enough about the risks of losing 
reputation”. FTSE250 Head of 
Communications  

27% OF CEOS UNDERSTAND 

“My CEO totally gets what I do. His reaction 
when dealing with the tricky stuff is ideal. He 
knows that communications isn’t at fault when 
the media write negative stories and 
understands the political minefield in which I 
operate. FTSE250 Director of 
Communications 

 “Getting stakeholders 
to understand your business and its investor 
proposition through clear communications is 
critical to the share price you are achieving. It’s 
all about the communications director helping 
preserve and enhance shareholder value”. 

“My CEO has a busy diary, but he trusts me 
enough to know that if I ask him to meet a 
member of the press or an MP it will be worth 
it, and he always makes time”.  FTSE250 
Communications Leader 

 

https://www.hse.gov.uk/stress/mental-health.htm
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The risks  
to reputation 
“Companies need to prepare for risk well in advance, not merely react to it”. 
FTSE250 CEO 

“Uncertainty is now the norm”.  

• 

“There’s no point in doing good stuff in your company if no one knows 
you’re doing it. But equally there’s no point telling people about things 
that you don’t really believe in. You have to be genuine as otherwise you 
will be found out”. 

“What’s our purpose and why do we exist? It’s now about money and 
meaning. Our stakeholders no longer want to just know about our 
profits, they want to know what behaviours drove those profits.” 
FTSE250 CEO  

• 
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“The way to counter social activism is to build 
trust across broad stakeholders. You have to be 
out in the wider community and looking in 
people’s eyes and convincing them to trust you”.  
FTSE250 Head of Corporate 
Communications 

• 

› 

› 

› 

“We identified a potentially lucrative income 
stream from an emerging market but in the end 
decided not to do business in that country 
because of its stance on human rights issues. 
Our guiding compass has to be moral not just 
financial. We have since introduced a series of 
robust ‘red lines’ across the business to make 
sure we try to do the right thing, irrespective of 
the pull of revenue and profits. But it’s not easy 
and sometimes feels counterintuitive to reject 
income.” FTSE250 CEO 

• 

 

“The reputation of the chair, independent 
directors and the board in general tends to send 
strong signals about reputation. Causality is an 
issue as reputable firms seek out and/or attract 
the better directors”. FTSE250 CEO 

• 

› 

› 
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› 

“In a world where investment decisions are 
increasingly algorithm-driven, active managers 
are differentiating themselves by incorporating 
analysis of non-financial drivers. If you strip 
out your communications function you are less 
able to communicate these non-financial 
messages and therefore less accessible to capital 
markets.” FTSE250 Communications & IR 
Director 

• 

› 

› 

› 

› 

› 

“I oversee social performance, which includes 
worker welfare and human rights on a 
corporate level. It could equally sit with the 
human resources, company secretariat or legal 
functions but it’s been given to me as the CEO 
wanted it to sit with reputation”. FTSE250 
Corporate Affairs Director 

• 

› 

› 
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› “What was disappointing about our float was 
the level of vitriol from the UK media. They 
seemed to want to give us a good kicking and 
were happy to paint a distressed picture of the 
company from the start”. FTSE250 
Communications Leader 
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Managing  
reputation 
“Reputation should be owned by everyone in the company, not just corporate 
affairs.” FTSE250 CEO 

THE INHOUSE MODEL 

“You don’t outsource your HR or finance director. Why outsource your 
corporate reputation? You need to own it. You can muddle through with just 
a PR agency, but your communications will always be sub-optimal”.  
Former FTSE250 CEO 

• 
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PERCENTAGE OF FTSE250 FIRMS THAT 
EMPLOY INHOUSE GROUP LEVEL CORPORATE 
COMMUNICATIONS  

 

• 

REPORTING LINES FOR FTSE250 GROUP 
COMMUNICATIONS LEADERS  

 

› 

› 

› 

› 

› 

• 

• 

54%
66%

55%

42%

78%

⚫ 

⚫ 

⚫ 

⚫ 

⚫ 
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PERCENTAGE OF FTSE250 FIRMS THAT 
EMPLOY IN-HOUSE GROUP LEVEL INVESTOR 
RELATIONS  

• 



COMBINED GROUP COMMUNICATIONS AND  
IR ROLES WITHIN FTSE250 COMPANIES  

• 

• 

• 

“Our staff sharesave scheme means that 
everyone from the shop floor through to the 
board is interested in how our company is 
doing financially and what is driving the share 
price. I can help them understand that by 
telling them what the outside world is thinking 
of us”. FTSE250 Investor Relations & 
Corporate Communications Director 

• 

68%

83%
69%

51%

15%
18%

10%

21%
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“My CFO is creaking at the corners trying to 
deliver financial PR support along with his 
day job”. FTSE250 CEO 

• 

“Having good senior inhouse people that the 
CEO can trust is crucial, whilst also drawing 
on the skills of an agency. I’m a big fan of 
having a mixed model, i.e. inhouse with agency 
support”.FTSE250 Communications Leader 

THE AGENCY MODEL 

“Thinking that an agency hire is more cost-
effective than hiring inhouse can be an error, as 
is thinking that communications & PR is just 
about sending out a few press releases. Once 
you make the decision that you need group 
communications support, commit to the best 
inhouse communicator you can get”. 
FTSE250 CEO 

• 
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“Using only a PR agency you can limp on for 
a while, but you need a clear point of 
responsibility inhouse in order to manage the 
relationship. And in order to manage the 
agency adequately, that person needs to 
understand corporate communications”. 
FTSE250 Communications Leader 

WHAT PRICE 
COMMUNICATIONS? 

AGENCY FEES 

PR CONSULTANCY FEES IN THE FTSE250 

INHOUSE COMMUNICATIONS 
LEADERSHIP COSTS9 

• 

• 

INHOUSE CORPORATE COMMUNICATIONS 
SALARIES IN THE FTSE250 
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Developing corporate 
communications 
capability  

“Pressure came from the board pretty early on in the company’s development. They 
thought that our organisation had a negatively low profile and was missing 
opportunities in the media. They were keen for us to hire a group communicator to 
raise awareness of the firm to directly impact on customer awareness”.  
FTSE250 CEO 

“Our shareholders had talked to our chairman in a pretty robust way and he had a 
clear mandate to change the way things were being done. Appointing an inhouse 
corporate communications specialist was top of the list”. FTSE250 CEO 
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THE STEPS TO BUILDING COMMUNICATIONS RESOURCE 

EVOLUTION OF CORPORATE COMMUNICATIONS AND INVESTOR RELATIONS CAPABILITY  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

FTSE250
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THE MOVE TO FTSE10011 

“We’ve been in the FTSE100 and 
FTSE250 and because the nature of our 
business is large, high profile with government 
funds, it means we’re always going to be under 
very high levels of scrutiny. Our investors are 
the same whether we’re 250 or 100.” 
FTSE250 Corporate Affairs Director 

“In FTSE250 firms you need to be a bit 
more of a street fighter and a lot more hands-
on compared with FTSE100 communications 
leaders who can afford to be more remote from 
stakeholders”. Former FTSE100 
Communications Head 

• 

“You can be left a little bit more alone in a 
FTSE250. The benefit is that you have more 
time to develop a campaign, but the downside 
is that it’s harder to get airtime”. FTSE250 
VP Corporate Communications 

• 

“I was the first communications director that 
my firm hired, and I had to spend the first six 
months of my tenure educating the executive 
team and board about what corporate 
reputation management was and what is 
wasn’t”. FTSE250 Head of 
Communications 

• 

• 
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REPORTING LINES IN FTSE250 VS FTSE100 

 CEO CMO HRD CFO OTHER* 

FTSE100 75% 6% 8% 4% 7% 

FTSE250 54% 21% 2% 13% 10% 

• 

“FTSE100 communications directors tend to 
be a little more presidential with big teams
that deliver a lot.” FTSE250 CEO 

• 

• 

• 

• 

There seems to be an automatic premium 
paid to advisers when a firm gets to the 
FTSE100. And if that company then drops 
out of the 100 into the 250 like we did, the 
fees almost always stay the same rather than 
reduce”. FTSE250 Communications Leader 

• 
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Proving the return 
on investment 

“Despite how deeply they measure and how often they 
report, there always seems to be an element of ‘smoke and mirrors’ with the 
way my corporate affairs team quantifies their successes.” 

MEASURING IMPACT 
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“What the company needs to track and 
measure, and what the CEO wants us to 
track and measure, are two completely different 
things”. FTSE250 Communications Leader 

THE ROLE OF KPIS12. 

“Reputation can be quite abstract. I don’t 
think anyone has a good answer to defining the 
perfect KPIs in corporate communications. But 
it’s important that you have them as you can’t 
properly manage what you don’t measure. My 
advice is to work out what your stakeholders 
want and start from there”. FTSE250 
Group Communications Director 

 

• 

• 

• 

• 

• 

• 

• 

“Reputation should be owned by everyone in 
the company, not just corporate affairs.”  
FTSE250 CEO 

“I shouldn’t have to justify my existence. My CEO and CFO know the good work I do, which is 
often done behind the scenes and can’t really be measured in any meaningful way. For my CEO it’s 
all about the share price going up and new sites opening rather than anything more nuanced.” 
FTSE250 Communications Leader 



WHAT PRICE REPUTATION | 7. PROVING THE RETURN ON INVESTMENT 

THE PRICE OF MEASUREMENT 

FTSE250 EXPENDITURE ON REPUTATION MEASUREMENT 

 

£12,000 £350,000
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Conclusions 
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“Do CEOs think the market is reflecting the 
true value of their company in the short, 
medium and long term? Do they think there 
are any risks to the way the market perceives 
the organisation?  If not, they have got some 
serious work to do in telling the company story 
better, and to tell that story needs professionals. 
You want to inspire people to trust your 
company and invest in it”. FTSE250 
Chairman  
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