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ReputaAon	
  and	
  Financial	
  Performance	
  

RepTrak™	
  is	
  a	
  registered	
  trademark	
  of	
  Reputa3on	
  Ins3tute.	
  Copyright	
  ©	
  2012	
  Reputa3on	
  Ins3tute.	
  All	
  rights	
  reserved	
  	
  
Source;	
  2011	
  Global	
  RepTrak™	
  Pulse	
  in	
  USA;	
  publicly	
  available	
  financial	
  informa3on	
  on	
  US-­‐based	
  companies	
  in	
  2011	
  	
  

37%	
  
BeDer	
  equity	
  
performance	
  
(RoE;	
  RoA)	
  

27%	
  
BeDer	
  operaAonal	
  

performance	
  
(P/E;	
  Market/Book;	
  EV/

EBITDA	
  

Low	
  Reputa&on	
  

High	
  Reputa&on	
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SupporAve	
  Behaviours	
  and	
  ReputaAon	
  

Use	
  Products/Services	
  of	
   34%	
   44%	
   54%	
   65%	
  

Company	
  Advocacy	
   31%	
   40%	
   50%	
   62%	
  

Recommend	
  Products	
   29%	
   39%	
   49%	
   61%	
  

Would	
  Work	
  For	
  	
   29%	
   34%	
   42%	
   49%	
  

Rank	
  
46-­‐60	
  

	
  

Rank	
  
31-­‐45	
  

	
  

Rank	
  
16-­‐30	
  

	
  

Rank	
  
1-­‐15	
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Overall	
  Results	
  February	
  2013:	
  Top	
  60	
  

Rank	
   Company	
   Rank	
   Company	
  

1	
   Toyota	
   16	
   IBM	
  Australia	
  

2	
   Australia	
  Post	
   17	
   Nissan	
  Australia	
  

3	
   JB	
  HI-­‐FI	
   18	
   Woolworths	
  

4	
   Nestle	
  Australia	
   19	
   ING	
  Direct	
  

5	
   Apple	
  Australia	
   20	
   Ford	
  Australia	
  

6	
   The	
  Good	
  Guys	
   21	
   Harvey	
  Norman	
  

7	
   Virgin	
  Australia	
   22	
   BUPA	
  

8	
   Mazda	
  Australia	
   23	
   Suncorp	
  Group	
  

9	
   ALDI	
  Australia	
   24	
   Myer	
  

10	
   GM	
  Holden	
   25	
   Weseield	
  Group	
  

11	
   Air	
  New	
  Zealand	
   26	
   Medibank	
  Private	
  

12	
  
Bendigo	
  and	
  
Adelaide	
  Bank	
   27	
  

Commonwealth	
  
Bank	
  

13	
   Qantas	
  Airways	
   28	
   Coca-­‐Cola	
  AmaAl	
  

14	
   Flight	
  Centre	
   29	
   Wesfarmers	
  

15	
   HewleD-­‐Packard	
   30	
   BlueScope	
  Steel	
  

Rank	
   Company	
   Rank	
   Company	
  

31	
   Foxtel	
   46	
   Optus	
  

32	
   Caltex	
  Australia	
   47	
   BP	
  Australasia	
  

33	
   7-­‐Eleven	
   48	
   RioTinto	
  

34	
   Allianz	
  Australia	
   49	
   Fairfax	
  Media	
  

35	
   AMP	
   50	
   Zurich	
  

36	
   Visy	
  Industries	
   51	
   Lion	
  

37	
   AGL	
  Energy	
   52	
   Westpac	
  

38	
   NAB	
   53	
   Origin	
  Energy	
  

39	
   BHP	
  Billiton	
   54	
   Energy	
  Australia	
  

40	
   TaDs	
  Group	
   55	
   News	
  Limited	
  

41	
   IAG	
   56	
   ATO	
  

42	
   Shell	
  Australia	
   57	
   CiAgroup	
  

43	
  
Macquarie	
  
Group	
   58	
   ANZ	
  

44	
   QBE	
   59	
   Tabcorp	
  

45	
   Telstra	
   60	
   Vodafone	
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The	
  research	
  was	
  conducted	
  with	
  three	
  audiences:	
  
	
  
1.   Client	
  CMOs	
  &	
  CEOs	
  

2.   Agency	
  CEOs	
  

3.   General	
  Popula&on	
  

Who	
  did	
  we	
  speak	
  to?	
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What	
  is	
  the	
  overall	
  Marke/ng	
  
Communica/ons	
  industry’s	
  
reputa/on	
  amongst	
  Clients?	
  



8	
  

Base:	
  Clients	
  (n=30).	
  
Q1/Q3.	
  Please	
  consider	
  the	
  following	
  statements	
  and	
  select	
  a	
  number	
  from	
  “1”	
  to	
  “7”	
  where	
  “1”	
  means	
  “I	
  strongly	
  disagree”	
  and	
  “7”	
  means	
  “I	
  strongly	
  agree”.	
  	
  
*	
  The	
  ReputaAon	
  Drivers	
  evaluate	
  the	
  degree	
  to	
  which	
  each	
  of	
  the	
  dimensions	
  affects	
  the	
  overall	
  ReputaAon	
  score.	
  It	
  shows	
  the	
  relaAve	
  importance	
  of	
  each	
  dimension,	
  
measured	
  out	
  of	
  100%,	
  in	
  driving	
  reputaAon.	
  	
  
	
  

InnovaAon,	
  Leadership	
  and	
  Business	
  Integrity	
  are	
  the	
  strongest	
  drivers	
  of	
  the	
  
industry’s	
  reputaAon	
  

Clients	
  

Reputation Drivers* 
Overall Marketing Communications Industry 

Clients 

7.6% 

23.2% 

14.3% 

3.1% 

18.4% 

11.6% 

21.8% 
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74.8	
  

82.0	
  

78.8	
  

69.1	
  

68.4	
  

66.6	
  

64.9	
  

62.5	
  

Overall	
  ReputaAon	
  

InnovaAve/CreaAvity	
  

Workplace	
  

Leadership	
  

CiAzenship	
  

Account	
  Servicing	
  

Performance	
  

Business	
  Integrity	
  

Overall	
  Marke&ng	
  Communica&ons	
  industry	
  –	
  Clients	
  

Base:	
  Clients:	
  ReputaAon	
  (n=35);	
  Dimensions	
  (n=31).	
  
Q1/Q3.	
  Please	
  consider	
  the	
  following	
  statements	
  and	
  select	
  a	
  number	
  from	
  “1”	
  to	
  “7”	
  where	
  “1”	
  means	
  “I	
  strongly	
  disagree”	
  and	
  “7”	
  means	
  “I	
  strongly	
  agree”.	
  	
  

The	
  MarkeAng	
  CommunicaAons	
  Industry	
  has	
  a	
  strong	
  reputaAon	
  amongst	
  clients	
  	
  	
  

•  Clients	
  consider	
  the	
  strongest	
  areas	
  of	
  the	
  Overall	
  MarkeAng	
  CommunicaAons	
  industry	
  
to	
  be	
  in	
  the	
  areas	
  of	
  InnovaAon/CreaAvity	
  and	
  Workplace.	
  

Clients	
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Base:	
  Clients	
  (n=31)	
  
Q3/Q5.	
  Please	
  consider	
  the	
  following	
  statements	
  and	
  select	
  a	
  number	
  from	
  “1”	
  to	
  “7”	
  where	
  “1”	
  means	
  “I	
  strongly	
  disagree”	
  and	
  “7”	
  means	
  “I	
  strongly	
  agree”.	
  	
  

Account	
  Servicing	
  

InnovaAve/	
  
CreaAvity	
  

Workplace	
  

CiAzenship	
  

Business	
  Integrity	
  

Leadership	
  

Performance	
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Dimension	
  Performance	
  

Overall	
  Marke&ng	
  Communica&ons	
  industry	
  –	
  Clients	
  	
  

High Priority 
 for Improvement 

Lower Priority  
Attributes 

Maintain 
Performance 

Opportunity  
Attributes 

Key	
  challenges	
  for	
  the	
  industry	
  are	
  enhance	
  percepAons	
  of	
  its	
  leadership	
  and	
  business	
  
integrity	
  

Clients	
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Source:	
  QualitaAve	
  focus	
  group	
  with	
  clients	
  (n=6)	
  

Another	
  key	
  area	
  menAoned	
  in	
  the	
  qualitaAve	
  focus	
  group	
  is	
  Business	
  Integrity	
  

Clients	
  

Pricing	
  

•  A	
  lot	
  of	
  transparent	
  pricing	
  but	
  some	
  closed	
  shop	
  (especially	
  media).	
  
•  Cost-­‐curng:	
  Agency	
  is	
  at	
  the	
  pointy	
  end.	
  

Product/	
  
Service	
  

•  Different	
  perspecAves	
  on	
  product	
  and	
  service.	
  
•  Service	
  good	
  but	
  are	
  they	
  driving	
  me	
  to	
  be	
  more	
  ethical,	
  braver?	
  

CollaboraAon	
  
•  Clients	
  spend	
  a	
  lot	
  of	
  Ame	
  sorAng	
  it	
  out.	
  

“What	
  you	
  say	
  and	
  what	
  you	
  do”	
  



Agency	
  model	
  of	
  
the	
  future	
  

CollaboraAon	
  

Agility	
  

Future	
  focussed	
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Source:	
  QualitaAve	
  focus	
  group	
  with	
  clients	
  (n=6)	
  

Feedback	
  from	
  the	
  qualitaAve	
  focus	
  group	
  with	
  clients	
  is	
  that	
  Leadership	
  is	
  key	
  

Clients	
  

Leadership	
  is	
  
key	
  

Clients	
  leading	
  
more	
  than	
  
agencies	
  

Thought	
  
Leadership	
  

CEOs	
  should	
  
play	
  a	
  role	
  

ProacAvity	
  

…But	
  you	
  get	
  
what	
  you	
  pay	
  

for	
  

Willing	
  to	
  pay	
  a	
  
premium	
  

Hard	
  for	
  
agencies	
  to	
  get	
  
good	
  people	
  

Individuals	
  play	
  
a	
  big	
  role	
  

Pressure	
  to	
  “do	
  
more	
  with	
  less”	
  No	
  financial	
  

incenAve	
  to	
  
collaborate	
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Source:	
  QualitaAve	
  focus	
  group	
  with	
  clients	
  (n=6)	
  

The	
  qualitaAve	
  focus	
  group	
  with	
  clients	
  revealed	
  that	
  collaboraAon	
  and	
  integraAon	
  
are	
  criAcal	
  and	
  should	
  be	
  an	
  area	
  of	
  priority	
  for	
  agencies	
  

Clients	
  

Clients	
  

Media	
  Agencies	
  

Other	
  
CommunicaAons	
  

Agencies	
  
Digital	
  Agencies	
  

CreaAve	
  
Agencies	
  

1.   Of	
  cri&cal	
  importance	
  is	
  
the	
  collabora&on	
  
between	
  crea&ve	
  and	
  
media	
  agencies	
  

2.  Of	
  secondary	
  importance	
  
is	
  the	
  collaboraAon	
  
between	
  creaAve/media	
  
agencies	
  and	
  digital	
  
agencies	
  

Clients	
  believe	
  that	
  
Collabora&on	
  and	
  
Integra&on	
  are	
  key	
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What	
  is	
  the	
  overall	
  Marke/ng	
  
Communica/ons	
  industry’s	
  

reputa/on	
  amongst	
  Agencies?	
  



15	
  

74.2	
  

88.1	
  

79.8	
  

76.4	
  

75.4	
  

72.5	
  

70.6	
  

62.8	
  

74.8	
  

82.0	
  

78.8	
  

68.4	
  

66.6	
  

69.1	
  

62.5	
  

64.9	
  

Overall	
  ReputaAon	
  

InnovaAve/CreaAvity	
  

Workplace	
  

CiAzenship	
  

Account	
  Servicing	
  

Leadership	
  

Business	
  Integrity	
  

Performance	
  

Overall	
  Marke&ng	
  Communica&ons	
  industry	
  

Agency	
  

Clients	
  

Base:	
  ReputaAon:	
  Agencies	
  (n=41),	
  Clients	
  (n=35);	
  Dimensions:	
  Agencies	
  (n=36),	
  Clients	
  (n=31).	
  
Q1/Q3.	
  Please	
  consider	
  the	
  following	
  statements	
  and	
  select	
  a	
  number	
  from	
  “1”	
  to	
  “7”	
  where	
  “1”	
  means	
  “I	
  strongly	
  disagree”	
  and	
  “7”	
  means	
  “I	
  strongly	
  agree”.	
  	
  
N.B.	
  There	
  are	
  no	
  significant	
  differences	
  between	
  Agencies	
  and	
  Clients.	
  

Agencies	
  are	
  more	
  posiAve	
  about	
  the	
  industry’s	
  innovaAon,	
  ciAzenship,	
  account	
  
servicing	
  and	
  business	
  integrity	
  

Clients	
  

Agencies	
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Base:	
  Agencies	
  (n=37),	
  Clients	
  (n=34).	
  
Q3/Q5.	
  Please	
  consider	
  the	
  following	
  statements	
  and	
  select	
  a	
  number	
  from	
  “1”	
  to	
  “7”	
  where	
  “1”	
  means	
  “I	
  strongly	
  disagree”	
  and	
  “7”	
  means	
  “I	
  strongly	
  agree”.	
  	
  
*	
  The	
  ReputaAon	
  Drivers	
  evaluate	
  the	
  degree	
  to	
  which	
  each	
  of	
  the	
  dimensions	
  affects	
  the	
  overall	
  ReputaAon	
  score.	
  It	
  shows	
  the	
  relaAve	
  importance	
  of	
  each	
  dimension,	
  
measured	
  out	
  of	
  100%,	
  in	
  driving	
  reputaAon.	
  	
  

Business	
  Integrity,	
  InnovaAon	
  and	
  Workplace	
  are	
  most	
  important	
  for	
  Agencies	
  

•  Leadership	
  is	
  a	
  significantly	
  more	
  important	
  driver	
  of	
  the	
  industry’s	
  reputaAon	
  for	
  Clients	
  
compared	
  to	
  Agencies	
  

Agencies 

12.1% 

16.2% 

16.7% 

8.0% 

28.6% 

13.5% 

4.8% 

Clients	
  

Agencies	
  

Reputation Drivers* 
Overall Marketing Communications Industry 

Clients 

7.6% 

23.2% 

14.3% 

3.1% 

18.4% 

11.6% 

21.8% 
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What	
  is	
  the	
  overall	
  Marke/ng	
  
Communica/ons	
  industry’s	
  

reputa/on	
  amongst	
  the	
  General	
  
Popula/on?	
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Among	
  the	
  General	
  PopulaAon,	
  the	
  adverAsing/markeAng	
  industry	
  has	
  a	
  similar	
  
reputaAon	
  to	
  the	
  insurance	
  industry	
  

Rank	
   2012	
  Industry	
  Ranking	
  	
  
among	
  General	
  Popula&on	
  	
  

Reputa&on	
  
Score	
  

1	
   Health	
  &	
  Fitness	
   67.0	
  

2	
   Consumer	
  products	
   64.0	
  

3	
   PharmaceuAcal	
   63.4	
  

4	
   Airline	
   62.5	
  

5	
   AutomoAve	
   61.1	
  

6	
   Mining	
   58.8	
  

7	
   Market	
  Research	
   58.7	
  

8	
   Health	
  Insurance	
   54.8	
  

9	
   Adver&sing/Marke&ng	
  Communica&ons	
   53.7	
  

10	
   Motor	
  &	
  Home	
  Insurance	
   53.2	
  

11	
   TelecommunicaAons	
   51.8	
  

12	
   Media	
   50.3	
  

13	
   Banking	
   48.0	
  

14	
   Energy/UAliAes	
   42.9	
  

15	
   Tobacco	
   27.4	
  

Base:	
  General	
  PopulaAon	
  (n=2603).	
  
Q104.	
  Thinking	
  about	
  industries	
  in	
  general.	
  How	
  would	
  you	
  rate	
  the	
  overall	
  reputaAon	
  of	
  the	
  following	
  industries,	
  where	
  “1”	
  means	
  the	
  industry	
  has	
  a	
  	
  ”Very	
  Bad”	
  reputaAon	
  
and	
  “7”	
  means	
  the	
  industry	
  has	
  a	
  ”Very	
  Good”	
  reputaAon?	
  	
  

•  The	
  top	
  ranking	
  industries	
  are	
  Health	
  &	
  Fitness,	
  Consumer	
  Products	
  and	
  PharmaceuAcal.	
  

General	
  
populaAon	
  

“There	
  is	
  s3ll	
  a	
  significant	
  problem	
  
with	
  the	
  external	
  percep3on	
  of	
  the	
  
industry,	
  many	
  people	
  do	
  not	
  like	
  

or	
  trust	
  the	
  industry.”	
  
(Media	
  agency)	
  

“The	
  public	
  have	
  a	
  
mistaken	
  belief	
  we	
  are	
  

spin	
  merchants,	
  liars	
  and	
  a	
  
tool	
  of	
  corporate	
  power.”	
  

(Crea3ve	
  agency)	
  



53.7	
  

65.9	
  

65.0	
  

60.1	
  

58.5	
  

57.7	
  

56.2	
  

51.7	
  

Overall	
  
ReputaAon	
  

Performance	
  

Workplace	
  

InnovaAon	
  

Leadership	
  

Products/	
  
Services	
  

CiAzenship	
  

Governance	
  

Adver&sing/Marke&ng	
  Communica&ons	
  Industry	
  

19	
  
Base:	
  ReputaAon	
  (n=2603);	
  Dimensions	
  (n=367).	
  	
  
Q1/Q3.	
  Please	
  consider	
  the	
  following	
  statements	
  and	
  select	
  a	
  number	
  from	
  “1”	
  to	
  “7”	
  where	
  “1”	
  means	
  “I	
  strongly	
  disagree”	
  and	
  “7”	
  means	
  “I	
  strongly	
  agree”.	
  	
  

The	
  public	
  rate	
  the	
  industry	
  significantly	
  worse	
  than	
  clients	
  or	
  agencies,	
  especially	
  in	
  
the	
  area	
  of	
  innovaAon	
  

General	
  
populaAon	
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The	
  lower	
  reputaAon	
  of	
  the	
  industry	
  among	
  the	
  general	
  populaAon	
  is	
  linked	
  to	
  the	
  
services	
  provided	
  and	
  the	
  overall	
  governance	
  

Base:	
  General	
  PopulaAon	
  (n=367).	
  
Q3.	
  Please	
  consider	
  the	
  following	
  statements	
  and	
  select	
  a	
  number	
  from	
  “1”	
  to	
  “7”	
  where	
  “1”	
  means	
  “I	
  strongly	
  disagree”	
  and	
  “7”	
  means	
  “I	
  strongly	
  agree”.	
  	
  
*	
  The	
  ReputaAon	
  Drivers	
  evaluate	
  the	
  degree	
  to	
  which	
  each	
  of	
  the	
  dimensions	
  affects	
  the	
  overall	
  ReputaAon	
  score.	
  It	
  shows	
  the	
  relaAve	
  importance	
  of	
  each	
  dimension,	
  
measured	
  out	
  of	
  100%,	
  in	
  driving	
  reputaAon.	
  	
  
	
  
	
  

General	
  
populaAon	
  

Products/Services	
  

InnovaAon	
   Workplace	
  

CiAzenship	
  

Governance	
  

Leadership	
  

Performance	
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Performance 

Opportunity  
Attributes 
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In	
  summary…	
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Summary	
  

•  Drivers	
  of	
  reputaAon	
  differ	
  across	
  groups.	
  Different	
  strategies	
  will	
  be	
  
needed	
  to	
  maintain/enhance	
  the	
  industry’s	
  reputaAon	
  within	
  each	
  
segment.	
  

•  However,	
  	
  business	
  integrity/governance	
  is	
  the	
  one	
  common	
  driver	
  –	
  
showing	
  the	
  need	
  to	
  make	
  that	
  a	
  core	
  component	
  of	
  any	
  industry	
  
reputaAon	
  plan.	
  

•  Among	
  clients,	
  the	
  industry	
  is	
  well	
  regarded.	
  Strong	
  percepAons	
  of	
  its	
  
innovaAon	
  and	
  leadership	
  are	
  key	
  and	
  a	
  focus	
  on	
  these	
  areas	
  will	
  be	
  needed	
  
to	
  maintain	
  the	
  industry’s	
  reputaAon.	
  

•  The	
  opportunity	
  to	
  further	
  increase	
  the	
  industry’s	
  reputaAon	
  among	
  clients	
  
is	
  likely	
  through	
  understanding	
  the	
  importance	
  of	
  leadership	
  and	
  business	
  
integrity	
  and	
  working	
  to	
  improve	
  percepAons	
  in	
  those	
  two	
  areas.	
  

•  The	
  industry’s	
  reputaAon	
  amongst	
  the	
  general	
  populaAon	
  is	
  relaAvely	
  poor,	
  
similar	
  to	
  the	
  insurance	
  industry	
  and	
  trails	
  a	
  number	
  of	
  ‘reputaAonally	
  
challenged’	
  industries	
  (e.g.	
  mining).	
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“Character	
  is	
  like	
  a	
  tree	
  
and	
  reputa3on	
  like	
  a	
  
shadow.	
  The	
  shadow	
  is	
  
what	
  we	
  think	
  of	
  it;	
  the	
  
tree	
  is	
  the	
  real	
  thing.”	
  

Abraham	
  Lincoln	
  


