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Two key social trends are 
engaging consumers



4. Mass immigration
5. Family values

Transparency

Nationalis
mTraditionalism
Simplicity
Honesty

Fundamental
Uniformity
Paternal

keywor
ds

themes1. Homogeny to ensure 
stability

2. Infrastructure

Spiritual

3. Long boom economy

Social 
responsibility and 

paternalistic 
structure



Challenging

Spiritual
Insurgence
Liberation
Reforming

Individual rights
Intellectual
Civil Revolution

keywor
ds

themes1. Education, enlightenment 
and naturalism

2. Liberalism and rule of the 
people

3. Suffrage and individual 
rights

4. Freedom of expression

The 
people’s 
fight for 

rights
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Wellbeing, where are we now?

Over one-third of 
Australians consider 

themselves to have high 
levels of wellbeing

Only 7% have low levels of 
wellbeing



5

Our ‘lives’ determine our wellbeing

Level of 
stress

Sense of 
belonging

Health

Life stage Gender

Me timeMacro 
issues

Employment

Income Family 
status
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A sense of belonging to
something significant 

Family

Parent group

Sports team

Supporters club

National / regional 
pride

Religion

Friends

Hobby / club

Rewarding work 
place

Political party

Ideology

Status symbols
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[2] Financial security

[1] Water shortage

[3] Rising price of petrol

[4] Australian jobs

[6] Terrorism

[5] Interest rates

[9] Obesity

[7] Crime rates

[10] War

[8] Global warming

Macro issues – The bigger picture
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It’s no wonder there is increasing importance placed 
on measuring and managing Corporate Reputation
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It is clear that a strong reputation can protect the value 
of a company, even when a reputation is eroding

n One-third of the DJIA companies had strong reputations in both 2001 and 2002  

n Anther third started with strong reputations, but lost them over the course of the next twelve months 

n The remaining third had reputations that were weak at both measurement periods

n Companies in the first two groups showed the least decline in the share price between 2001 and 
2002

* Adjusted for stock splits and dividend

Pre-Post 
Reputation 
Strength

Mean Corporation 
Reputation index 

(2001)

Mean Corporation 
Reputation index 

(2002)

Decline in Share 
Price*

Strong - Strong 79 69 14%

Strong - Weak 73 56 16%

Weak - Weak 50 42 24%
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Corporate Reputation Attribute Grid – importance and 
impact
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Moreover, the study found that corporate character attributes like 
trustworthiness and ethical business 
practices impact reputation to the same degree as 

product quality and customer satisfaction.
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TNS’s Corporate Reputation Manager offers four 
primary tools 

that are based on Index and Grid analysis

Index
Level of excellence in reputationBuild a good reputation

Understand the foundation 
of your company’s reputation

Reputation “Radar”
Comparison by Stakeholders

Focus your activities to
optimise your company’s reputation

Prioritisation Grid
Reputation driver analysis

Compare to relevant competitors 
and benchmarks
Understand your strengths 

Competitive Analysis
Core strengths and weaknesses
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Underpinned by the following philosophy in managing 
Corporate Reputation

Stage 1 Recognise that your corporate reputation is already impacting on your business

Stage 2 Measure your overall Corporate Reputation

Stage 3 Include company specific attributes

Stage 4 Identify the stakeholders/constituencies that need to be included

Stage 5 Plan for subsequent tracking waves 

Stage 6 Establish action plans



The purest treasure mortal times afford 
is a spotless reputation.

William Shakespeare 

If you lose dollars for the firm by bad 
decisions, 

I will be understanding.  
If you lose reputation for the firm, 

I will be ruthless.
Warren Buffett

“ ”
“
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