
Trust, transparency & sustainability

Paul Dobson, Partner – Sustainability, Strategic & Reputation Risk
18 October 2019

ACRS Marketing Business Breakfast

Presenter
Presentation Notes
Good morning and thanks Bridget – it’s a pleasure to hereI’m here to talk about trust, transparency and sustainability. Trust and building consumer trust is so important these days and I am doing to spend some time this morning talking about some elements that I believe under pin trust, many of which are in the societal impact / sustainability domain – and the expectations of consumers is increasingI will also talk about how frameworks & standards can enhance transparency and build trustHow you need to be authentic & consistent from corporate level through to productsAnd you need to make the claims real for consumers so it’s a win-win-win for consumers, business and society



2© 2019 Deloitte Touche Tohmatsu Trust, transparency & sustainability

Let’s talk about trust
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Presenter
Presentation Notes
So this quote is from the Former Chair of ASIC – why is a financial regulator talking about trust – well because trust is about more than finances – its about social licence and 
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Australian Institute of Company Directors - KPMG Trust Survey 2018

What Directors’ 
think…

Presenter
Presentation Notes
Directors agree trust is importantAny stakeholders are key to it – but why are trust levels so low?
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‘Three megatrends causing a ‘tipping point’ for sustainability’

‘Pervasive 
lack of trust’

‘Stakeholder 
expectations for 

businesses to act on 
social issues’

‘Climate 
change’

John Edelman
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• Sustainability 
Governance

• Climate Change 
Position Statements

• Ethical Sourcing
• Code of Conduct
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Stakeholders are giving us clues on 
what builds trust and to how to build 
more sustainable and trustworthy 
businesses

Presenter
Presentation Notes
Here’s some evidenceAnd the clue’s are pretty obvious
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Presenter
Presentation Notes
We have been doing this global survey for about 5 years and its my favorite piece of the year because it tells us what people really think!  Millenials are the largest group in the economy now and they are in their late 20s and 30s and hitting their strapsAmong this year’s key findings:Economic and social/political optimism is at record lowsMillennials and Gen Zs are disillusionedMillennials value experiencesMillennials are skeptical of business’s motivesThey let their wallets do the talking (and walking).
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The Deloitte Global Millennial Survey 2019

Biggest gap in 
expectations

Presenter
Presentation Notes
Talk through slide: - highlight the biggest gapSocietal Impact and Ethics are increasingly driving their behaviour and relationship with businessCompanies seem to be taking notice: In a 2019 Deloitte Global survey of CXOs, 73percent said their organizations had changed or developed products or services inthe past year to generate positive societal impact.13
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https://www.australianmining.com.au/news/bhp-changes-business-approach-to-drive-social-value/

https://www.nytimes.com/2018/01/15/business/dealbook/blackrock-laurence-fink-letter.html

ASX Corporate Governance Principles & Recommendations 4th Edition –
February 2019

Presenter
Presentation Notes
Investors and regulators care and want moreBlackrock – biggest investor in the world in annual letter to CEOs in 2018Regulators are getting on boardBHP recently calling out is focus on social value
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NYU Stern: Sustainable Share Index: Research on IRI Purchasing Data (2013–2018) March 2019 

This says consumers want sustainable products
- But are they?
- How do they know? 
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Frameworks can really help
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Organisation

Corporate level

Operations level

Product level 

Stakeholders

Investors; Community;
Employees; Customers

Customers; Employees; 
Community; Investors

Customers; 
Community; Employees; 

Investors

Social licence and trust are built at different levels across organisations and 
across different stakeholder groups

Stakeholder360®

Approach

GRI, 
Integrated 
Reporting, 

TCFD

Product 
standards: 

FSC, Carbon 
Neutral etc

Frameworks & 
standards

Stakeholder 
engagement

ISO Standards 
WHS;EMS; 

Carbon 
Neutral

Presenter
Presentation Notes
No one-size fits allNeed to be aligned with each other; with strategy and with product. For eg. no point getting your product carbon neutral if your customers don’t see emissions as important aspect or its not a differentiatorEg:Look at Coles and Woolworths:	- RSPCA chicken – Woolworths	- Hormone free meat  – ColesProduct and brand level: Certifications:-	National Carbon Offset Standard – for carbon neutral products – one of my clients is looking at this because emissons are significant for their product and it fits with their brand persona and target marketRain Forest Alliance coffeeB Corp is another example of certifications
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Conceptual model of the social licence to operate.

Source: Boutilier & Thompson 2011

Social licence:
• A measure of socio-political sentiment based 

on judgements about the legitimacy or 
otherwise of an organisation

• Stakeholders grant social licence to operate 
based on their knowledge and experience 
with the company

Social licence and trust can be measured:

Using our Stakeholder 360® methodology we can measure social licence and 
provide detailed insight into an organisation’s socio-political risks, uncover the drivers 
of an organisation’s social & environmental performance and reputation and build high 
quality stakeholder relationships and provide insights to enhance trust

Presenter
Presentation Notes
Social licence can be measured using structured questionnaires and in-depth interviews.We identify risks and key issues and can also measure social licence based on stakeholder insights and views. It can be tailored for any type of organisation and done at site or corporate levels.
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Stakeholder 360® and Social Licence measurement example

SLO measures compared over periods
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But consumers don’t read corporate 
reports so what do we do?



Trust, transparency & sustainability 17© 2019 Deloitte Touche Tohmatsu

Consumers, through their everyday purchasing decisions, 
hold much of the value. To unlock the value, consumers will 
have to act on their values and change behaviours in 
habitual areas such as shopping. 
This requires consumers to truly care and see societal 
impact initiatives as the key driver of choice. 

Presenter
Presentation Notes
However, for business and society to win, the consumer has to win first. Consumers, through their everyday purchasing decisions, hold much of the value. To unlock the value, consumers will have to act on their values and change behaviours in habitual areas such as shopping. This requires consumers to truly care and see societal impact initiatives as the key driver of choice. 
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The win-win-win

Bring stakeholders along on the journey, so they are part of the solution.

Presenter
Presentation Notes
Rainforest Alliance certification and fair trade for coffee and chocolate products, for example, are a good match. So is animal welfare in chicken, meat and eggs. However, occasionally we see a mismatch which dilutes the value of the initiative. Consumers, for example, value provenance in food. Building a story around traceability, however, for a highly processed canned product may not resonate as strongly as it would with fresh produce. 
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https://www.unilever.com/news/press-releases/2019/unilevers-purpose-led-brands-outperform.html

Let the brand and product do the talking

Presenter
Presentation Notes
Let the brand and product do the talking 	Unilever’s Sustainable Living Brands are those that communicate a strong environmental or social purpose, with products that contribute to achieving the company’s ambition of halving its environmental footprint and increasing its positive social impact. While all of Unilever's brands are on a journey towards sustainability, our Sustainable Living Brands are those that are furthest ahead.  They connect the purpose or attributes with the product-level and consumers can see it

https://www.unilever.com/news/press-releases/2019/unilevers-purpose-led-brands-outperform.html
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Make the most of the moments along the path to purchase (and post-
purchase validation)
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Strong integration with stakeholder groups when things go wrong builds 
trust

Arnott’s was faced with a grave challenge in 1997, when extortionists threatened to 
poison their biscuits. The company was required to remove all products from the 
shelves for a number of days resulting in a cost of at least $10 million. Although a 
little outdated, their response demonstrates that the commitment to principles and 
flexible thinking, sets the survivors apart from those who collapse under pressure 
and can be used as a unique and timely model for future businesses. 

The company integrated their stakeholders into the decision-making process 
and ensured that their “core values and principles shaped the response, which 
allowed the team to develop a shared understanding of the company’s values and to 
proceed confidently with their tasks” in a chaotic, turbulent setting. 

They set up a hotline number to ensure they were tracking the community response 
and keeping people informed. The outcome: their reputation was strengthened 
during the crisis due to the inclusion of stakeholders as much as possible. They also 
gained interest and support from the public. Managing Director, Chris Roberts, 
stated that 98% of consumers believed that once Arnott’s announced it was safe to 
go back, their consumers would feel comfortable doing so.

Presenter
Presentation Notes
http://www.ethics.org.au/on-ethics/blog/august-1997/arnott-s-doesn-t-crumble-under-pressure
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Key take-aways:

• Transparency and a focus on sustainability builds trust –
stakeholders are telling you!

• Be authentic & consistent from corporate level through to 
products

• Use frameworks, standards and certifications to support 
transparency

• Make it real for consumers so it’s a win-win-win for 
consumers, business and society
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Thank you

Paul Dobson
Partner 
Strategic & Reputation Risk - Sustainability
Deloitte
Email: padobson@deloitte.com.au
Mobile: 0414 618 454

mailto:padobson@deloitte.com.au
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