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Research Objectives-
to examine and understand:

- Trust in Australian institutions and information sources

- The drivers of stakeholder opinions of corporations in
Australia

- The drivers of responsible corporate behaviour /
Corporate Social Responsibility in Australia



e Third Annual Quantitative Six stakeholder groups:

Study for Australia .
» Government officials

« Conducted by Harris e NGOs

Interactive

_ * Institutional investors
« 140 x 40 minute face to face

interviews in Australia:  Media

Sydney and Melbourne « Senior business executives

« Up-scale consumers




The State of Trust



How much do you trust each of the following institu tions to do what is right?
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How much do you trust each of the following institu tions to do what is right?

(Percentage equals top three box score for each ins titution)
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Sources and Channels



100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

How much do you trust each of the following institu tions to do what is right?

@ Australia 07 0O Australia 06

(Percentage equals top three box score for each ins titution)

4+ 14 13

Base: 140 Qe *MSM= Mainstream Media

11



What type of the following media do you turn to fir st for trustworthy
information/news?
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How trustworthy and believable do you feel certain communication vehicles

are when passing information along about a corporat ion?
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“You have $100 to use to purchase information on a

corporation. Allocate this on

how you would spend it for the information. You mu

st spend all $100.”
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How trustworthy and believable do you feel each per  sonis
when passing information along about a corporation?
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The Web & Blogs



Which websites have you visited in the last year?
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Have you ever done any “blogging” yourself, that is,
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Drivers of Business Reputation in
Australia



What is the first thing you notice that makes
companies stand out from the rest?

Stand Out Characteristics of a corporation in Austr alia

Brand/Product quality

Good after-sale service/Good service

High profit/Profitable

Management/Leadership
Employee development/Employee benefits

Active promotion/Advertising

Ethical/Integrity

Corporate citizenship/Socially responsible
Corporate image/Reputation

Environmental protection

Innovation

Global vs local company
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“Should Australian businesses do more to reduce the Impact of climate change
than they are doing today? ”
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“Would you pay more for products or services from a
commitment to reducing the impact of climate change ?”
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Characteristics of ‘Good and
Responsible’ Corporations



How important are the following characteristics for good and
responsible corporations?

Characteristics of a Responsible Corporation in Aus tralia Aus 07 Aus 06
Provides senior leadership that can be trusted 93% 91%
Stand behind its products/services when something g oes wrong 92% 92%
Operate in an open an transparent fashion — @
Offers top quality products/services — @
Communicates frequently and openly with employees 82% 80%
Works hard at building relationship with core stake holders 77% 75%
Makes products that really impress other people 52% 41%

Concerned about/active in doing something about com munity welfare

NB: All 2007 totals have increased over 2006
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Are Companies Measuring Up?



What degree do you believe different types of corpo rations live up to that
characteristics?
(Percentage equals top three box score for each cha  racteristic)
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What degree do you believe different types of corpo rations live up to that
characteristics?
(Percentage equals top three box score for each cha  racteristic)

| 182
Communicates frequently and openly with 2529
employees . 5
11
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41
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So, What Does This Mean?
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Pyramid of Au thor ity vs. Sphere of Cross Influence

OLD MODEL NEW MODEL
Experts
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Mass Government
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Understand stakeholder expectations

Select the right mix of “media” and
communication channels

Engage in dialogue not monologue
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