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Brand and Reputation
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Shareholders

CustomersEmployees

Society
(reputation)

Our reputation is, in essence, a
summary of how our
stakeholders perceive us.

It therefore feeds, and feeds
off, the satisfaction of each
stakeholder constituency.

Reputation = Stakeholder Perception

Source: Enlightened Values





Overall Reputation Score of some UK Companies
April 2000 –March 2005
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“The profits of large companies help make things better
for everyone who uses their products and services”

Source: MORI



Q What do you think are the two or three most important things to know
about a company in order to judge its reputation ? (Spontaneous)

Honesty/integrity

Quality of products

Fair prices

Profitability

Good/sound management

Productivity/efficiency

Customer service

Long established

Working conditions

Good wages

Industrial relations/
Treatment of staff

8%

8%

8%

8%

9%

13%

14%

14%

20%

22%

27%

Top mentions

Source: MORI
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Q What do you think are the two or three most important things to know
about a company in order to judge its reputation ? (Spontaneous)

Source: MORI



The secret of business success
is honesty and sincerity. If you
can fake those you've got it
made.

Groucho Marx



“Billing is one area where I think BT definitely
falls down. They send those statements and
you need a university degree to understand

what you're paying for.”
Customer from West Wycombe.”

“A few years ago I wasn't, but now
I'm really proud to tell people I work for BT."

"Stress is a real issue for me. I wonder
how many people in BT work under pressure?"

BT employees

“The quality of management is the top
criterion in judging performance."

Institutional shareholder

“Customer care is the
be all and end all”

Customer from Stockport



BT

Stakeholder Pull

A modern company plays a delicate balancing act. Not
only in trying to keep all its individual stakeholders happy
by offering them a rewarding transactional experience, but
also by making a contribution to the wider society.

Source: Enlightened Values



Can CSR Help?

“The whole concept [of CSR] is reprehensible. Companies
are owned by shareholders. Directors have responsibilities to
their shareholders. They do not have responsibilities to
the public at large or to the social good.”UK MP

“I’m personally not happy that British Telecom aren’t doing
enough to deal with these Internet scams, which come
through BT.”UK MP

“The big issue is broadband to as many people as possible
and reduce the divide, which is not only the rich and poor,
it’s the young and old.”Journalist



IMAGE / REPUTATION

Model based on BT Retail internal data (Residential Customers)

CUSTOMER SATISFACTION

0.31

0.46

-0.06

0.42

PRODUCTS AND
SERVICES

CONTACT AND
EXPERIENCE

PRICE AND
VALUE

IMAGE / REPUTATION

0.05
0.05
0.04
0.04
0.04
0.03
0.03
0.03
0.03
0.02
0.02
0.02
0.01
0.01

Cares about customer
Trust
Good role model
Responsible to society
Technology innovator
Prefer to buy from
Meets future needs
Helps UK business
Reliability
Treats employees well
Environmentally resp.
Unprofitable payphones
Supports charities
More than phone co.

CSR activities
comprise >25%

Licence to Operate / Reputation



Business Case for CSR

PROTECTORS
Health and Safety
Corruption
Privacy
Ethical procurement
Customer exclusion
Pollution
Discrimination

BUILDERS
Flexible working
Diversity
Community invest
Charity support
Resource efficiency

INNOVATORS

Sustainability Solutions
Marketplace Diversity
Strategic Relationships
Bid Support

1st Generation 2nd Generation 3rd Generation

Risk management

Licence to Operate / Reputation

Cost Reduction

Employee Motivation

Market Place Innovation

Value Drivers
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Just Values

A foundation of values

“The business case for sustainable development won’t
work unless it generates real, lasting trust with all a
company’s principal stakeholders.

.….. You can’t add value without values.”



5

Taking an Ethical Stance



CSR + value for money

… a winning combination



Conclusions

Reputation = business
community

R individual
company

R.
Reputation = Favourability . Familiarity

Reputation = Profitability

Transactional SocietalReputation =
Informed
Balance of
Stakeholder
Expectations

.



www.bt.com/betterworld


