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It takes 20 years to build a reputation and five 
minutes to ruin it. If you think about that, you’ll  
do things differently.”

Warren Buffet 

Many Australian organisations, 
public and private, have responded 
to the COVID-19 crisis by putting 
interdependence and mutual care at 
the forefront of how they deal with 
others. There have been outstanding 
examples of companies showing 
deep concern for their stakeholders: 
their people, their customers, their 
communities and their supply chain. 
Organisations from Australian 
Government agencies through to 
small businesses have been working 
hard to communicate clearly and 
engage honestly and openly with 
those their decisions affect. Some 
have learned how this approach can 
impact their reputation. 

In many cases this has resulted 
in a shift in sentiment among 
customers and broader stakeholders. 
Consumers, government, regulators, 
employees and society more broadly, 
value organisations that authentically 
contribute and assist the community, 
with research suggesting the way 
we behave in this crisis and beyond 
will impact a company’s reputation 
for years to come. So as restrictions 
lift, there is value in organisations 
considering how they embed 
a stakeholder-centric approach 
into their new ways of working 
to maintain and build upon the 
reputation they have created.

This report outlines our point of view 
on reputation and its link to trust, 
culture and strategy. We provide 
evidence based reasons for why you 
should embed a stakeholder-centric 
approach into your new ways of 
working and tools to help you do so. 

“

Entering  
a new reality 
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The extent to which an organisation is deemed trustworthy  
is determined by its purpose, culture and reputation. 

In 2019, trust featured in the top 
ten most significant issues facing 
Australian leaders. Business leaders 
overwhelmingly agreed that trust 
was integral to their organisations’ 
sustainability into the future.¹ In the 
COVID-19 era, this has only been 
further emphasised. 

Our research shows that an 
organisation has to consider, actively 
monitor and work on three key 
components to achieve trust: culture, 
purpose and reputation. Our trust 
model below shows how a balance 
of all three is required to achieve 
organisational trust. 

Our colleagues have created a guide on 
how to leverage the COVID-19 crisis to 
consciously create your culture. 

This piece is focused on how 
organisations have the opportunity 
to shift their reputation by continuing 
to build on methods they have used 
throughout the COVID-19 crisis, 
specifically embracing a stakeholder-
centric approach. Stakeholder 
centricity means showing authentic 
consideration for everyone impacted 
by an organisation’s operations 
including customers, employees, 
community, supply chains and the 
general public.

Reputation and  
trustworthy organisations 
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¹  KPMG Acuity, Keeping us up at night: the  
big issues facing business leaders in 2019,  
2019 Outlook. 

KPMG’s Culture, Purpose  
& Reputation Framework
A good reputation is built by creating 
value competently, sharing it fairly with 
stakeholders and acting with integrity. 
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As the COVID-19 crisis developed we saw many organisations  
adapt to the changing environment by adopting an attitude of  
‘we’re all in this together’. 

How COVID-19  
impacted reputation

From To

Business as usual Business as unusual

Shareholder primacy Stakeholder centricity

Profit maximisation Sharing value with customers

Philanthropy-based corporate social responsibility Socially conscious business models

Wholesale cancellation of goods  
and services contracts

Maintaining relationships and renegotiating  
payment arrangements

Frequent redundancy programs Measures to preserve employment 

Deciding and directing Exploring and learning

Cascaded communication Meaningful and ongoing dialogue

Low trust environments Trust based cultures, honest conversations
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MECCA Brands has utilised their distribution centre 
staff to prepare and pack 500 beauty boxes full of 
MECCA goodies to help brighten the days of those 
working on the frontline. 

Australian banks are offering loan repayment 
holidays for business and personal customers. 
Examples of support include loan deferrals for 
businesses, suspended mortgage repayments 
and cheap loans to help cash flow until JobKeeper 
comes through. 

A collaboration between the Australian 
Government, CSIRO and targeted Australian 
manufacturers was formed to develop and test 
materials and manufacturing processes needed to 
produce more face masks. This is helping Australia’s 
manufacturing industry develop new materials, 
products and processes while meeting medical 
equipment demands.

Aldi, Woolworths and Coles have supported the 
community and employed people on short term 
contracts from organisations that have had to lay  
people off.

BHP has established a $50 million Vital Resources 
Fund to help support regional Australian 
communities in its areas of operation, which are 
facing significant challenges due to COVID-19

In Queensland, the Beenleigh and Bundaberg  
Rum Distilleries donated 100,000 litres of ethanol 
to the Queensland Government to help produce 
hand sanitiser for distribution to schools and 
frontline workers.

Across the Australian market we have seen organisations put stakeholders at the centre  
of their operations and in doing so, enhancing their reputation. 
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As the restrictions lift, we will be entering a new reality. Organisations 
that haven’t acted with integrity and care for others during this crisis 
have missed the opportunity to enhance their reputation. 

Meanwhile, organisations that have kept their stakeholders 
central have a window of opportunity to embed the 
practices they have used in the crisis and build them 
sustainably into their new ways of working, enhance their 
reputation and realise other long terms benefits.

Evidence shows that stakeholder centricity leads to better 
outcomes for businesses and government organisations, 
including greater employee satisfaction, customer loyalty 
and more cooperative relations with policy makers. 

Organisations that act with integrity 
and go above and beyond create 
stronger ties with their customers, 
as demonstrated by research from 
the Australian Havas agency.² 
Australian businesses who have 
worked hard to deliver services 
that exceed expectations from their 
community can reasonably expect 
to see an enhanced reputation 
and more brand loyalty from their 
customers going forward.

Organisations that adopt stakeholder 
centricity over shareholder primacy 
outperform those which don’t, as 
highlighted by the US Business 
Roundtable in their endorsement of 
stakeholder centricity. 

“  It affirms the essential role 
corporations can play in improving 
our society when CEOs are truly 
committed to meeting the needs of 
all stakeholders.” 

Alex Gorsky 
CEO of Johnson & Johnson  
and Chair of the Business Roundtable 
Corporate Governance Committee

Acknowledging the improved 
profitability in being stakeholder 
centric, in 2019 Business 
Roundtable members committed to 
lead their companies for the benefit 
of all stakeholders – customers, 
employees, suppliers, communities 
and shareholders.³ 

Organisations that have understood, 
prioritised and responded to 
stakeholder expectations build their 
reputation and therefore trust. With 
trust, organisations realise numerous 
benefits including legitimate 
influence, with the market preferring 
to work for, purchase from and invest 
in trustworthy businesses.4 

Business benefits  
of stakeholder centricity

²  Havas, Meaningful Brands, 2020. 

³  Business Roundtable, Business Roundtable 
Redefines the Purpose of a Corporation to 
Promote ‘An Economy That Serves All Americans’, 
19 August 2019.

4  Bachmann, R., Gillespie, N. & Priem, R. (2015). 
Repairing Trust in Organisations and Institutions: 
Toward a Conceptual Framework. Organization 
Studies, 36 (9), 1123 – 1142. 
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As COVID-19 shifts the way we go about our daily lives, organisations 
have the opportunity to fundamentally shift their reputation by centring 
on stakeholders. Adopting a stakeholder-centric approach can be achieved 
by understanding, prioritising and responding to stakeholder expectations 
to create shared value.

Outlined below are some practical steps to embed this approach into your new ways 
of working.

Embedding  
stakeholder practices

Listen
identify issues

Outcome
Stakeholder Trust Report

Outcome
Trust through stakeholder centricity

Outcome
Building Trust Reform Program 

Outcome
Embedded Organisational Trust

1. Stakeholders

— Map the stakeholder ecosystem 
— Develop an understanding of their stated positions

2. Listen deeply 

—  Understand their perspectives 

—  Include discussions with critics expectations  
and their perceptions 

—  Employ qualitative and quantitative methods 

3. Identify issues 

—  Detect concerns about competence, shared  
value and integrity

1.  Build a proactive communications and engagement 
framework 

2.  Create governance arrangements that drive stakeholder 
centricity and proactive engagement

3.  Set qualitative and quantitative metrics to monitor 
reputation. 

4.  Communicate back to stakeholders to demonstrate you 
have listened and acted

1. Assess the issues raised and look for root causes of concerns 

2.  Prioritise identified issues and address those  
legitimate criticisms 

3. Identify actions which might include:

— Business practice change

— Organisational redesign

— Cultural interventions

— Improved communications and engagement approaches

1. Develop a Transformation Plan focused on priority areas

2. Implement identified actions

3. Redesign Operating Model to balance:

— purpose, 

— culture and 

— reputation to achieve trustworthiness. 

Communicate
build trustworthiness

Assess
develop strategy

Transform
operationalise

evaluate  
refine  

monitor
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Contact us
We are happy to share out insights. Contact us at any time to discuss  
the transitions you are experiencing in the way you work. 
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