


 

 
 
The risk of silence 
This survey also asked consumers what they think the risks are of not speaking out. Half of Americans (47%) 
believe the biggest risk of a CEO not speaking out on a hotly debated issue is some form of criticism, whether it 
comes from the media (30%), customers (26%), employees (21%) or the government (9%). Top perceived risks 
do not differ by generation. 
“For companies looking to increase sales, recruitment, innovation and word of mouth, millennials’ bias toward 
CEO activism should not be overlooked. This generation is heavily purpose-driven and is already changing the 
game when it comes to how we work and where people want to work,” said Leslie Gaines-Ross, chief reputation 
strategist of Weber Shandwick. 

 


