
Trust , sustainability and CSR 

communication 

MOSS, 13 May 2009 



Agenda 

• Trust  

○ How trusted are Australian organisations 

○ What are the implications for corporate strategy 

• Corporate sustainability 

○ What is an effective corporate sustainability strategy 

○ CSR communications 

 

 

 



Trust and sustainability: we’re in this together 

• Trust  

○ “Confidence in the truth, worth, reliability, etc., of a person or thing”1 

○ Rely:  from old French, relier, to fasten together 

• Effective corporate sustainability strategy 

○ Foundation principle:  commitment to stakeholder engagement 

○ Mutual benefits to organisation and stakeholder  

 

 

 

A real relationship with stakeholders is essential for both. 

1 Collins English Dictionary, 1998 



How trusted are Australian organisations? 

Trust in Australian business is low and in decline. 

 

Trust in government is higher.   

 

Business is blamed for major global issues, but not expected – or not trusted - 

to fix them without the partnership of others. 

 

Australian organisations are trusted more than other developed economies, 

and less than developing economies. 

 



Australian business/Govt trust deficit  ratio vs. other countries 

A8-11. I am going to read you a list of institutions. For each one, please tell me how much you TRUST 

that institution to do what is right. Please use a 9-point scale where one means that you “DO NOT 
TRUST THEM AT ALL” and nine means that you ‘TRUST THEM A GREAT DEAL”.  
 

 

5 

NGOs Media Business 

72% 

Gov’t  



Trust in business <50% among 25-64-year-olds 

Trust in business >50% among 25-64-year-olds 

 

The Trust Divide – emerging vs. established economies 



Technology and healthcare most trusted  Australian industry sectors 

A25-37. Please tell me how much you TRUST businesses in each of the following industries to do what 

is right. Please use a 9 point scale where 1 means you ‘DO NOT TRUST THEM AT ALL’ and 9 means 
you ‘TRUST THEM A GREAT DEAL.’ 



Trust in business fell worldwide 

A60 [Thinking about everything you have read, seen or heard about business in the last year, in 

general, do you trust corporations a lot less, a little less, the same, a little more or a lot more than you 

did at the same time last year? 

Australia 

US 

UK/France/Germany 

China 

India 

Japan 

South Korea 

Indonesia 



Government and business share responsibility for causing global issues  

E119,124,129,134. Now, thinking about (energy costs, financial credit crisis, global 

warming, affordable healthcare) please tell me how responsible you think each of 

the following entities are for contributing to energy costs. 



Government held most responsible for solving these issues in Australia 

E123,128,133,138. And which ONE entity do you think is MOST responsible for reducing energy 

costs, solving financial credit crisis, solving global warming, providing access to affordable 

healthcare? 



Business not absolved from responsibility:  desire for partnership 
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E139. Thinking about the role that business should play in helping to solve global issues such as 

energy costs, financial credit crisis, global warming, or access to affordable healthcare, which of these 

following three statements is closest to your view? 

 



More regulation wanted in all markets 

F146 The recent credit crisis and government bail-outs have led to debates on how much governments 

should intervene to regulate industry or nationalise companies to restore public trust. Please tell me 

how strongly you agree or disagree that your government should in the future impose stricter 

regulations and greater control over business across all industry sectors. 

 

Australia 

US 

UK/France/Germany 

China 

India 

Japan 

South Korea 

Net Disagree Net Agree 



Does trust matter? 

Lower trust = 

 

Bottom line impacts 

Less license to operate 

Increased regulation. 



Trust and frequent, honest communication  

as important to reputation as value for money and balance sheet strength 
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Offers high quality products or services
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B62-73. When you think of good and responsible companies, how important is each of the following 

factors to the overall reputation of the company?  

 



Trust/distrust drives personal action and hits the bottom line 

B74-78 & B79-82.Thinking back over the past 12 months, have you taken any of the following actions in 

relation to companies that you trust?   

 

Australia 

I paid a premium for their 
products or services 

I sold / bought shares  

I shared a negative/positive 
company opinions or 

experiences online 

I recommended / criticised 
them to a friend or colleague 

I chose / refused to buy their 
products or services 

Distrust Trust 



License to operate hinges on trust   
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B91-94 Thinking now about how companies operate in your country, how supportive would you be 

towards a good and responsible company being allowed to...  Would you be not at all supportive, not 

very supportive, neutral, somewhat supportive or very supportive towards a company operating in 

your country taking this action?   

 



How is trust formed? 

When trust is low, credibility of what you say is low. 

 

Actions and third parties are driving trust now. 



Trusted information sources in Australia 

C95-110 Now I’m going to read you a list of places where you might get information about a company.  
Please tell me how credible you believe each one of them is as a source of information about the 

company. 

 



Academics, industry experts most credible sources in Australia 
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D112-118. Now I’m going to read you a list of people.  In general, when forming an opinion of a 
company, if you heard information about a company from that person, how credible would the 

information be? Top 2 box (8-9). 



How do we rebuild trust? 

• Where are you 

going? 

• Do stakeholders 

understand this? 

What you say: 

Vision 

What you do: 

Culture 

How you’re perceived: 
Image 

Adapted from: Are the Strategic Stars Aligned for Your Corporate Brand? Harvard Business Review, February 2001  

• Do you deliver at 

every moment of 

truth? 

• Values, behaviours, 

attitudes 

• Direct experience 

• Information / 

communication 

• Word of mouth 

• Partner to shape 

your future 

• Get it right • Engage 

independent 

experts 

• Engage broadly 

What the 

research 

tells us: 



A tale of two Nicks 

Nicholas Bolton 

 

Nicholas Moore 

 

 

 

Source:  The Courier-Mail, 15 April and 2 May 2009 



The price of trust:  AWB vs ABB 

Cole inquiry starts Single desk lost 

Source:  www.asx.com.au 



Link to effective corporate sustainability  

Trust is based on stakeholder relationships. 

 

Corporate sustainability is based on stakeholder engagement. 



AA1000APS (2008) 

• Inclusivity  

• participation of stakeholders in developing an accountable and strategic 

response 

 

• Materiality  

• the relevance and significance of an issue to an organisation and its 

stakeholders 

 

• Responsiveness  

• response to stakeholder issues that affect its sustainability 

performance. 



A licence to grow 

Helps organisations meet their goals by  

more effectively engaging with 

stakeholders to  

more effectively identify opportunities 

and threats, and  

manage priority opportunities and threats 

with the right systems and culture.  



Corporate sustainability process 

to identify 

opportunities, threats 

and readiness 

Engage 
1 

a corporate sustainability 

program to manage 

what’s important 

Plan 
2 

the program with 

supporting systems 

and culture  

Implement  
3 

2 

Implement 

1 

3 

Monitor 

Report 



Sustainability roadmap 

Internal & external 
surveys 

 

 
Internal survey and 

feedback mechanisms 

 

 

Internal brainstorm  
and desktop 

 
 

 

Engage 

Outperformance 

 

 

 

Goals 

 

 

 

Baseline 

 

 

 

Plan  

   Outcome             High            
measurement    performance 

 

 

Planning and        Behaviour 

    reporting           and skills 

 

 

   Measure         Educate and  
                              inspire 

 

 

   Systems             Culture 
 

Implement 

Corporate Goal 

1 

2 

3 



FY01 FY02 FY03 FY04 FY05 FY06 FY07 

The evolving sustainability platform 

 
28 

Reducing risks 

Reducing costs 

Increasing short-

term revenues 

Increasing long-term 

revenues and value 

NOW & BEYOND 

VALUE* 
TO 

GROUP 
($) 

TIME 

* Adapted from DowseCSP 

building on PwC tangibles 

value hierarchy and 

McKinsey & Co intangibles 

generic model. 



Corporate sustainability communication 

• As part of engagement, you will tell your story 

• Government, NGO, community, influencer, customers, employees, 

other 

• Do you know what they want? 

• Do they know where you’re going? 

• Is there a gap between perceived and actual performance? 



Corporate sustainability communication 

• Communication is an output 

• Priority has to be on: 

○ Stakeholder engagement to get the inputs right 

○ Systems and culture to deliver  

• Leadership 

• Symbols 

• Capability 

 

= How we do things around 

here. 



Corporate sustainability communication 

• GRI G3 principles (reporting): 

• Balance 

• Comparability 

• Accuracy 

• Timeliness  

• Clarity 

• Reliability 

 



Putting it together  

Trust and sustainability matter 

 

Trust and sustainability are based on 

stakeholder relationships 

 

Commit to effective stakeholder engagement 

to build trust and enhance sustainability.  



Trust , sustainability and CSR 

communications 

MOSS, 13 May 2009 


