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Foreword

CEDA’s inaugural Company Pulse is a nationwide
survey of the general public and business leaders
that includes more than 3000 people.

Building on CEDA's 2018 Community Pulse survey, which
explored the community's views on economic growth
and development, Company Pulse provides insights on
the community's expectations of business and how these
expectations compare with the priorities of business leaders.

Overall, the results show the community expects a broad
contribution from business including on social and
environmental issues.

While our survey highlights many issues that the community
and business leaders are aligned on — perhaps more so than
might be expected — it also identifies areas of disconnect.

Business and the general public agree that expectations of
business have risen. However, scepticism remains around
whether the behaviour of business has improved, and whether
business leaders are seeking to advance national interests
or their own company’s when they speak out on important
issues.

This is a significant challenge. Australia’s future prosperity
requires policy reforms that take into account the insights of
all sectors, including business, to support positive economic
and social development. Negative community sentiment
regarding the business sector can act as a handbrake on
reforms in the national interest.

To achieve the best outcomes for Australia, the broader
community and the business sector must play a role in
shaping the direction of economic and social development.
For this to be constructive, there needs to be trust in the
actions and intentions of business leaders.

Our survey shows that business has done a good job of
building trust with their own employees but there is still work
to be done to show how business priorities are delivering
benefits to the broader community.

Hopefully insights from the survey will help align business
priorities and discussions to ensure they are addressing
community expectations, which in turn will assist in building a
consensus for reform.
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Introduction

The role of business in our
economy and society, particu-
larly that of large business, is a
topic that attracts considerable
attention and debate.

Better understanding community expectations
of business and responding to them will build
greater trust in business and its contribution
to our economy and society. That, in turn, can
help to enable business and business leaders
to inform policy debates and reforms critical to
Australia’s future prosperity.

Last year, CEDA undertook its first Community
Pulse survey to explore community attitudes
to economic growth and policy priorities. That
survey revealed many among the general
public did not feel connected to the benefits
brought by a generation of sustained economic
growth. Who had benefited in their view?
Three-quarters of Community Pulse survey
respondents identified large companies, their
shareholders and senior executives as the
biggest beneficiaries of Australia's record run of
economic growth.

These results, coupled with the trend decline
In trust in business and the relatively high trust
by employees of their employers observed in
the Edelman Trust barometer, prompted CEDA
to take a closer look at the perceptions of the
community, employees and business leaders

and their expectations of business.




Setting the scene

The role of business in our economy and society, particularly that of
large business, is a topic that attracts considerable attention and
debate.

In recent years, differing views and expectations of business and busi-
ness performance have shaped and influenced key policy debates,
such as whether to lower corporate tax rates.

Recent developments in Australia have brought a particular focus
to the role and expectations of business in our society and economy.
These have included the Royal Commission into Misconduct in the
Banking, Superannuation and Financial Services Industry, proactive
support from some business leaders and companies for reforms such
as marriage equality and Indigenous recognition — applauded by some,
labelled virtue signalling by others — and extensive discussion of how
business and government should respond to energy, environmental
and climate change challenges.

Running parallel to these debates is a longer running shareholder
versus stakeholder conversation, and growing interest in companies
reporting their approach to and performance against a broader set
of metrics — so-called ESG (environmental, social and governance)
reporting. These conversations are happening both here and abroad. In
August 2019, the heads of almost 200 major US corporations signed
a joint statement that included new definitions for the purpose of a
corporation and its primary stakeholders. Rather than just consider-
ing shareholders and profits, these new definitions make corporations
responsible for investing in employees, delivering value to customers,
dealing fairly and ethically with suppliers, supporting the communities
where they operate and generating long-term value for shareholders.

In Australia, like other high income countries, large business signifi-
cantly influences our economy and society. The role of business has
grown over time as governments have privatised government-owned
business activities and increasingly relied on business to deliver

Business leader perspective

“I think corporate Australia, if it is to fix the
reputation it has out there, needs to be vocal

on social issues’

services. CEDA's Connecting People with Progress research highlighted
that all sectors will need to collaborate to positively shape future eco-
nomic and social development. Business has a critical role to play in
this collaboration, particularly as Australia adapts to emerging tech-
nologies and new ways of working.

CEDA's Company Pulse

CEDA's Company Pulse includes a survey of business leaders and more
than 3000 people from the general public. It provides data and insights
on perceptions and expectations of business. For example, the survey
assesses:

+ how well people believe business is performing in areas such as
paying fair wages and taxes and environmental impact;

+ perceptions of which groups businesses owe the most responsibility
to;

« whether business leaders should advocate for action on social and
environmental issues; and

+ whether community expectations of business align with the views of
employees and business leaders.

In short, Company Pulse aims to understand what people believe the
role of business is and whether people believe business is doing the
right thing.

The focus of the report is explicitly on larger businesses (those employ-
ing more than 200 people). This is because public narratives around
corporate trust, the role of business and who benefits most from a
strong economy focus on the role of big business. However, the survey
does ask whether people have similar expectations of small business,
and the clear and simple answer is: yes.

The aim of Company Pulse is to contribute to building a clearer under-
standing around the expectations for business. These expectations
underpin trust and provide the building blocks for a more constructive
relationship between business and the broader community.

These issues matter to CEDA because if the general public lacks trust
in business and believes they are not delivering against community
expectations, the community will not support the ongoing policy reform
needed to keep our businesses and economy strong and competitive.

CEDA operates at the nexus of community and business. Our member-
ship extends across business, government, academia and community
sectors. We seek to bring together our membership to influence policy
discussion and reform in a way that connects the benefits of those
reforms to the wider community and serves the national interest. If
business and the community do not share the same expectations or
disagree on how to approach issues, then it is much harder to make
progress on reforms that ultimately benefit both business and the
broader community, which is CEDA's aim.



Topline results

The performance of big business was seen to be good across many
areas and the community and business leaders were aligned in a
number of areas. Three key areas stand out:

+ For eight of the top 10 priorities for business, the community and
business leaders were aligned. (see page 14 for more details)

+ Seventy-two per cent of the general public and 88 per cent of busi-
ness leaders agree with the proposition that large companies should
place equal importance on economic, environmental and social
performance.

+ At least 78 per cent of the general public and 96 per cent of business
leaders support corporate leaders speaking out on issues of national
importance.

However, Company Pulse does reveal several points of disconnect
between the expectations of the community and business leaders.

The disconnects

1. Support for business taking a broader voice in
national debate

While there was support for business leaders speaking out on issues of
national importance, the challenge for business is understanding how
their voice on these issues is heard. While business leaders see their
support and advocacy for issues as coming from a concern for the
interests of the nation, the community is less convinced that this is the
case. Less than 50 per cent of the general public believe that business
leaders are concerned about the interests of the nation or the commu-
nity when they speak out on issues.

While what is good for a company may be in the national interest, the
weight of an argument in the public's view is diminished if it is seen as
supporting vested interests or if the alignment between company and
national interest is not well understood.

Adding weight to this conclusion is the fact that employees of large
companies were more supportive of their company's senior execu-
tives advocating for policy action in areas of national interest. This
includes more than two-thirds of large company employees supporting
(somewhat or strongly) their senior executives speaking out on environ-
ment, social issues, education, skills and health issues. Support was
weaker for issues that are more likely to be in the direct interest of the
company, such as immigration, taxation and regulation.

These results point to the importance of clear and consistent commu-
nication from business leaders regarding their rationale for engaging
with and advocating for specific issues, their desired outcomes and
the likely impact of their proposals on the economy and the wider
community.

The survey results around expectations from the general public of a
company's social and environmental performance support this.

Figure a: In general, do you feel it is acceptable or not when corporate leaders speak out
in Australia on the following issues?
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Figure b: In your opinion, when corporate leaders in Australia do speak out on issues, how much
are they generally concerned about benefitting the interests of the following?
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Interests of large companies in general 16 57 24

Interests of communities where their company operates 7 42 7 44
National interest 6 40 7 47
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2. Wages and cost of living

The level of agreement across business and the community on pri-
orities for business was high, but there was some disagreement on the
importance of improving staff wages and bonuses and providing ser-
vices at the lowest prices. Both of these issues were identified as being
widely important to the community but widely unimportant to business
leaders.

The community's focus on wages and cost of living is not surprising
in a time of sluggish wage growth. That business leaders do not rate
these issues as more important perhaps says more about their views
on the ability of any company to sustainably deliver higher wages or
lower prices in the absence of improvements in business performance
through higher productivity. This disconnect underscores the impor-
tance of a serious policy focus on how to enable greater productivity
in the workplace. These findings also suggest that the ability to gain
community support for reforms that better support investment and
productivity will rest on workers believing the benefits will flow to them.

3. R&D and technology investment

Business leaders rated the importance of research and development
(R&D) and investment in new technologies much more highly than the
general public. The relative indifference of the general public to invest-
ments in new technology was also revealed in CEDA's Community Pulse
survey last year.

This result could be the missing link that explains the differing perspec-
tives of the general public and business leaders on wages and costs.
The survey results show business leaders are focused on the changes
and investments that drive productivity, but the general public are not
seeing the benefits of investment, and therefore productivity, connected
to them through wages or lower prices. This is concerning, as higher
productivity would help to drive wage growth in the near term, and R&D
and investments in technology will broadly shape future workplaces,
employment, wages, and prosperity over the long term.

The perceptions of the general public are perhaps justified given the
response of business leaders to our survey question on who should
benefit first from technology and productivity improvements that lower
business costs. In response to this question, 56 per cent of business
leaders said shareholders, 31 per cent said employees and 14 per cent
said customers.

It should be acknowledged that this question is in some ways unfair, as
productivity improvements can deliver better outcomes for all these dif-
ferent stakeholders at once. However, the result supports the idea that
business leaders prioritise shareholders first, and this sits at the heart
of many of the concerns that have emerged in recent years around who
is benefiting the most from economic growth.

Connecting the benefits of growth to the wider community and building
greater trust that the benefits of business and economic growth will be
widely distributed will be important to building broad support for future
reforms.

Figure c: The responsibilities of large companies
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performance.

Key result
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widely distributed will be important to building

broad support for future reforms.




4. Unethical behaviour and the consequences

The general public and business leaders were also divided on whether
ethical behaviour of large companies has improved, and whether it is
now harder to get away with unethical behaviour than it has been in the
past.

Both groups broadly agree that the public now has higher ethical stan-
dards for large companies, but there was less consensus on whether
companies are behaving more ethically. Less than half of the general
public (47 per cent) believe the ethical behaviour of large companies
has improved, while 85 per cent of business leaders think large compa-
nies are now more ethical than they used to be. Business leaders also
think it is harder for companies to get away with unethical behaviour
(83 per cent), a view not shared by the general public (47 per cent).

Where the general public and business leaders align is shared scepti-
cism around the consequences of unethical conduct. Only 30 per cent
of the general public and 42 per cent of business leaders believe the
government takes strong action against unethical behaviour. Similarly,
most believe that the consequences of a company acting unethically
— negative media, loss of customers etc.— are likely to be modest or
short-term at best.

5. Look after suppliers

Several questions in the survey provide insights regarding how people
feel large companies should treat business suppliers, especially small
business suppliers. The general public sees the prompt payment of
small business suppliers as widely important, a priority not shared by
business leaders. They also place a greater importance on suppliers as
key stakeholders than business leaders. This suggests that large com-
panies should be on notice that treatment of suppliers is important to
the general public, and treating suppliers poorly, particularly small busi-
nesses, is likely to be viewed negatively.

“The threshold has moved substantially for what

people expect from a company. It's more than just
producing profits for the shareholders’”

KLAUS SCHWAB, WORLD ECONOMIC FORUM CHAIRMAN

Source: New York Times, 2019

Survey summary results

In addition to the topline results above, the survey also explored views
on the performance of large companies, what large companies' pri-
orities should be and how the benefits of productivity improvements
should be shared.

Business is performing well overall

While media commentary about large businesses often focuses on the
negative, CEDA's Company Pulse survey shows that many members of
the general public, employees of large companies, and business leaders
see the performance of large companies as good or very good in many

important areas.

A workplace that is safe and healthy for staff

97%

86%

Fair and equal employment opportunities for all types of people

80%

84%

Positively managing impacts on communities where
they operate

90%
75%

Positively managing impacts on the environment

75%
68%

Figure d: Proportion of respondents that view large company performance favourably

Fair deals for customers (e.g. best value for lowest price)

86%
77%

Fair pay rates for staff

There are no major negative impacts from their products
and/or services

73%
72%

Fair and correct tax contributions to Australia

78%
1%

General public . Business Leaders . Employees



Roughly three-quarters of the general public rated performance in deliv-
ering a safe and healthy workplace and fair returns to shareholders as
good or very good, while two-thirds also viewed performance on fair
pay for staff and providing equal employment opportunities favourably.

On the more negative side of the ledger, just under half of the general
public viewed favourably large companies’ performance on fair and
correct tax contributions, managing impacts on the environment, and
managing the adverse impacts of their products or services.

Those who identified as working for large companies tend to view the
performance of their company more favourably than the general public
views the performance of large business overall. Well over three-quar-
ters of employees thought their company performed well on providing
a safe and healthy workplace, fair and equal employment opportunities,
fair pay, and fair deals for customers.

Business leaders from large companies, not surprisingly, viewed the
performance of all large companies more favourably across all areas
than the general public. The largest gaps in the perception of favour-
able performance between business leaders and the wider community
were for fair and correct tax contributions, positively managing the
impacts on communities in which businesses operate, and fair pay
rates for staff.

The extent to which business leaders view company performance in
a significantly more favourable light than the general public raises a
guestion again about communication and consultation. It may be that
this disconnect stems from the views of business leaders being overly
optimistic, or because the expectations of the community are not fully
or well understood and companies could do a better job communicat-
ing their activities and impact.

Expectations for business priorities

In line with the approach adopted in CEDA's Community Pulse survey,
the Company Pulse survey tested the general public and business
leaders’ views on the relative importance of 30 priorities or actions for
large companies. The survey asked participants to identify the busi-
ness priorities most and least important to them, assuming that the
business was profitable and complying with laws and regulations.

The survey forces respondents to choose between priorities, some
of which are not mutually exclusive. The purpose of adopting this

approach is not to deliver a particular outcome but to draw attention
to those areas and actions that are consistently selected as being very
important or not very important and prevent respondents simply report-
ing that everything is important to them.

Strong alignment on priorities across
business and the community

Among the widely important issues identified in the survey, there is con-
siderable alignment between the general public and business leaders.

While the precise importance scores may differ, eight of the 10 issues
identified as widely important by the general public were also identified
as being widely important for business leaders. These include:

+ Providing staff with a good work/life balance

+ Providing products/services that are better tailored to customer
needs

Providing highest quality products/services
Providing staff with best training and/or career development
Investing in staff wellbeing

+ Ensuring ethical supply chains

+ Reducing a company'’s direct impact on the environment

+ Improving positive impacts on local communities where business
operate.

While business leaders did prioritise increasing returns to shareholders,
the importance attached to this was consistent with that ascribed to
nine other issues including those noted above. Business leaders clearly
see business performance in the context of a broad range of stakehold-
ers and a range of issues extending beyond their financial performance.

This reinforces the conclusion above that business and the community
are aligned in the belief that large businesses now have a breadth of
responsibilities, and challenges a simplistic notion of a clash between
shareholder and broader stakeholder interests.

Three of the issues identified above were seen as widely important by
the general public but ranked as of low importance to business leaders:
improving staff wages and bonuses, paying small business promptly,
and providing products/services at the lowest possible price.

Conversely, seven issues were identified as widely important to busi-
ness but not so to the general public. As well as increasing returns to
shareholders, all of these priorities relate to company performance and
growth. However, two (as mentioned on page 14), should also be seen
as contributing to shaping workplaces and opportunities for individual
companies as well as the broader economy — namely the importance
of R&D and investing in new technologies.



Customers and employees the most
important stakeholders

Business leaders and the general public identify customers and
employees among the most important stakeholders to large com-
panies. Sixty-three per cent of business leaders cited employees or
customers as their most important stakeholder groups when making
decisions, as did 67 per cent of the general public.

Figure e: Most important stakeholder for large companies?
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Figure f: When large companies can reduce their costs (e.g. when technology improves productivity),

what should they do first with those savings?

Pass on savings to customers through lower prices
Pass on savings to employees through higher wages
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In terms of the single most important stakeholder when it comes to
decision making, 44 per cent of business leaders identify their custom-
ers, while 25 per cent see their shareholders as most important. Among
the general public 38 per cent identified employees as the most impor-
tant stakeholder, while 29 per cent identified customers. Only nine per
cent of the general public identified shareholders as the most impor-
tant stakeholder for large companies, although this rose to 13 per cent
for those who identified as direct shareholders.

Sharing the benefits of productivity
iImprovements — who gets priority

When asked who should benefit from technology or productivity
improvements, both the general public and business leaders revealed
different priorities to those noted above (Figure f).

Among the general public, the order of priority was customers,
employees and shareholders. In contrast, for business leaders it was
shareholders, customers and employees.

Conclusion

A strong business sector is fundamental to Australia’s future develop-
ment and underpins future prosperity and well-being. It supports jobs
and ensures that through taxes paid by both the company and its
employees, Australians maintain access to quality services and infra-
structure needed in our day-to-day lives. With this in mind, the decline in
trust in business is concerning.

Without trust that businesses are contributing broadly and addressing
issues that matter to the community and are not just focused on profit
alone, it will be harder to gain support from the community for policy
reforms that are essential for keeping our economy and the business
sector competitive and strong.

There is an increasing expectation that business can and should take
a greater role in shaping discussions and outcomes on key economic,
social and environmental issues fundamental to our future prosperity.
Our survey shows the Australian community is supportive of this.

However, our survey also shows much more needs to be done to build
community trustin:

How R&D and adoption by business of new technology can deliver
broader benefits to customers, employees and the wider community;

How business priorities are helping to alleviate cost of living pres-
sures including delivery of stronger wages; and

How government is managing unethical behaviour by businesses and
ensuring appropriate consequences.
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Introduction

In line with the approach adopted in CEDA's Community Pulse survey,
the Company Pulse survey tested the general public and business
leaders’ views on the relative importance of 30 priorities for large com-
panies. The question asked of respondents was:

Assuming a large company has steady revenues, is oper-
ating profitably and is meeting its minimum legal and
regulatory requirements, what else do you believe should
be its highest priorities and lowest priorities for ongoing
investment and focus?

In other words, what should large companies that are viable and com-
plying with the law prioritise? With concerns about corporate behavior
increasing and trust in large companies falling, it is important to under-
stand the general public's expectations of large companies and how
they compare with the expectations of business leaders.

The survey asked respondents to rank these issues to assess their rela-
tive importance. This methodological approach prevented respondents
from simply ranking everything as important. Box 1 and the Appendix
provide further detail on the scoring scale and methodology.

Highest priority issues

Table 1.7 outlines the highest priority issues for both the general public
and business leaders. Providing staff with good work/life balance is the
highest priority issue for the general public. Business leaders' highest
priority issue is providing products and services that are better tailored
to customer needs.

Four of the general public's top 10 issues relate to conditions of
employment, two relate to providing good products and services, and
two relate to supply chains. The highest priority issues for business
leaders also center around employment conditions (three issues) and
providing good products and services (two). Business leaders identi-
fled additional priorities around shareholder returns, technology, and
research and development.

Business leaders and the general public are closely aligned on these
priorities. While the precise priority scores may differ, eight of the
10 highest priorities for the general public are also high priorities for
business leaders. The issues on which the two groups are aligned are
highlighted by matching colours in Table 1.1

Table 1.1: Highest priorities
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General public

Provide staff with a good work/life balance

Provide highest quality products/services

Invest in staff wellbeing

Ensure ethical supply chains

Provide staff with the best training and/or career
development

Reduce the company’s direct impact on the
environment

Improve staff wages and bonuses etc

Improve positive impacts on local communities
where the business operates

Pay small business suppliers promptly

Provide products/services that are better tailored to

customer needs

Relative importance score scale:

3.3 = average importance,

six = 2X more important;

nine = 3X more important.

See Box 1 on page 26 for full explanation.
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Business leaders

Provide products/services that are better tailored to
customer needs

Increase returns to shareholders/investors

Provide staff with the best training and/or career
development

Invest in new technology

Conduct research and development (R&D) for new
or better products

Provide highest quality products/services

Provide staff with a good work/life balance

Invest in staff wellbeing

Improve diversity at board and senior management
levels

Improve positive impacts on local communities
where the business operates

Ensure ethical supply chains

Reduce the company'’s direct impact on the
environment



Box 1
How to test the priority of different issues

Results and rankings regarding the priorities of business leaders and the general public for large
companies were measured using a survey question. Each respondent was asked to rank the
importance of 30 different items. The question was:

Assuming a large company has steady revenues, is operating profitably and
Is meeting its minimum legal and regulatory requirements, what else do you
believe should be its highest priorities and lowest priorities for ongoing invest-
ment and focus?

The advantage of this approach is that it provides a more reliable ranking of the relative priority
of different issues when people are confronted by the need to make trade-offs across issues of
greatest importance to them.

These results are presented in two ways throughout this report:

1. Response percentage results, which show the proportions of times each item was selected
as either most or least important when it was shown to respondents. Rankings of each item
are then based on the net percentage of these proportions (i.e Most [per cent] minus Least
[per cent]).

2. Average score results then turn these percentage proportions into a priority score for each item
in relation to the other 29 items. For each respondent, the total score for each question adds
to 100. As there are 30 items for each question, an item of average importance will score 3.3.
Any score above this is of above-average importance to people, while similarly anything below
3.3 is of lower importance. Any item (or group of items) with a score of 10 is effectively three
times as important as an item (or group of items) of average importance.

NOT
VERY
IMPORTANT
AT ALL IMPORTANT
1 3.3 6 9
Approx 3x Average Approx 2x Approx 3x
less important importance more important more important

Further detail is provided in the Methodology section at the end of the report.
Source: Polity Research & Consulting.

Table 1.2

Table 1.3
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Business leaders

Issues of diverging importance

While business leaders and the general public share many priorities,
there are areas of divergence. Table 1.2 lists issues that are of above
average priority to the general public, but that business leaders con-
sider to be lower priority.

There are also seven issues of above average priority to business
leaders that are low priorities for the general public. The most sig-
nificant areas of divergence are increasing returns to shareholders,
investing in new technology and improving diversity at board and senior
management levels.

Figure 1.7 provides a full comparison of the priority scores of both the
general public and business leaders across the 30 surveyed priorities.

Issues of above average importance to the general public
and low importance to business leaders
(priority scores)

Improve staff wages and bonuses etc
Pay small business suppliers promptly

Provide products/services to customers at the lowest possible price

Issues of above average importance to business leaders
and low importance to the general public
(priority scores)

Conduct research and development (R&D), for new or better products
Invest in new technology (e.g. new IT systems, digital tools)
Increase returns to shareholders/investors
Increase revenues
Expand into new market locations (e.g. other countries) or new products/services
Improve diversity at board and senior management levels

Increase market share
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Figure 1.1: Priority scores comparison — general public and business leaders

Provide staff with a good work/life balance (e.g. flexible hours for parents)

‘ . Provide highest quality products/services

General public

Invest in staff wellbeing (e.g. preventative health, mental health)

Ensure ethical supply chains
(e.g. no production sweat shops, modern slavery, anti-bribery)

O ’ Provide staff with the best training and/or career development
v Reduce the company’s direct impact on the environment
“m €.g. lower carbon emissions, recycling, water efficiency)

Business leaders

Improve staff wages and bonuses etc

Improve positive impacts on local communities where the business operates
(e.g. to assist vulnerable groups or boost local employment)

Pay small business suppliers promptly

Provide products/services that are better tailored to customer needs

Provide products/services to customers at the lowest possible price

Minimise negative impacts of workforce reductions (e.g. effective redundancy payments and support for re-skilling)
Improve workforce diversity (e.g. employ more people with a disability, or Indigenous peoples, older people)
Promote action on important environmental issues (e.g. climate change, deforestation)

Employ more people

Invest in protecting customer data and privacy

Conduct research and development (R&D) for new or better products

Link management pay to ethical behavior and/or social and environmental outcomes

Reduce costs

Promote action on important social issues (e.g. Indigenous reconciliation, domestic violence, human rights)
Invest in new technology (e.g. new IT systems, digital tools)

Improve reporting of business activities and outcomes (e.g. amount of taxes paid, social and environmental impacts)
Provide products/services that are targeted to disadvantaged customers

Enable staff to use some of their work hours to volunteer for good causes (and still get paid)

Increase returns to shareholders/investors

Increase revenues

Expand into new market locations (e.g. other countries) or new products/services

Improve diversity at board and senior management levels

Increase donations to charities and good causes

Increase market share
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Impact of gender, age, employer
organisation and share ownership

The survey results also provide demographic and other socio-economic
breakdowns of results for the general public.

Gender

Figure 1.2 shows the issues of greatest variation between male and

Age

The oldest and youngest age groups showed the greatest variation in
the priority placed on different issues compared to the average scores
of the general public. Respondents over the age of 70 tended to place
greater priority on large companies taking steps to produce better
quality products at a better price, and place less priority on environmen-
tal issues (Figure 1.3).

In contrast, millennials (18- to 29-year-olds) tended to place much
greater priority on large companies’ treatment of social and environ-
mental issues and less priority on issues related to improving company

female respondents. Female respondents placed greater priority on
issues such as large companies ensuring ethical supply chains, improv-
ing workforce diversity and reducing direct impacts on the environment.

performance such as developing better products or lowering prices
(Figure 1.4).

Type of organisation and share ownership

Flgure 1.2: Female vs male reSpondentS The priority scores were remarkably consistent across employees of

different types of organisations (e.g. large or small companies, govern-
ment, not-for-profit). Variation between those who identified as owning
shares directly and those who didn't was also low.

Ensure ethical supply chains (e.g. no production sweat shops, modern slavery, anti-bribery) o
Improve workforce diversity (e.g. employ more people with a disability, or Indigenous peoples, older people) ()
Invest in staff wellbeing (e.g. preventative health, mental health) [ ) F
ull results
Improve positive impacts on local communities where the business operates Y
(e.g. to assist vulnerable groups or boost local employment) . . . . .
The analysis above has focused on issues of high priority and varia-
Promote action on important environmental issues (e.g. climate change, deforestation) () tions in priority scores across different groups.
Reduce the company’s direct impact on the environment . . .
(e.g. lower carbon emissions, recycling, water efficiency) o Figures 1.5 and 1.6 provide the full results across the 30 issues for both

the general public and business leaders surveyed. These results are

. presented as the proportion of respondents that marked an issue as
N the highest priority and lowest priority, as well as the net result when
Male these are combined.

This provides three clear groups of issues:

(1) Widely important, where far more people rate these issues as
highest priority rather than lowest priority. These issues are those

Figure 1.3: 70 years of age vs general public respondents ,
already outlined above.

(2) Indifferent/contested, where there is a very low number of people
ranking an issue at all, or where there are substantive numbers of
people ranking an issue as highest priority and a reasonable number
of people also ranking it as lowest priority.

Conduct research and development (R&D) for new or better products ® 38

Provide the highest quality products/services () 6.7
Provide products/services to customers at the lowest possible price [ k | T ) ] . _
(3) Widely unimportant, where the number of people ranking an issue

Provide products/services that are better tailored to customer needs || Nk DD ) as lowest priority significantly outweighs the number ranking it as
oy sl s ooty ST pighest prioity.

Promote action on important environmental issues (e.g. climate change, deforestation)

Reduce the company’s direct impact on the environment m
(e.g. lower carbon emissions, recycling, water efficiency)

A

70 years of age



Figure 1.4: Priority scores for respondents aged 18 to 29 years old

Reduce the company’s direct impact on the environment

m e.g. lower carbon emissions, recycling, water efficiency)

’ Ensure ethical supply chains (e.g. no production sweat shops, modern slavery, anti-bribery)

‘-‘ Provide staff with a good work/life balance (e.g. flexible hours for parents)
18-29 years

Invest in staff wellbeing (e.g. preventative health, mental health)

Improve positive impacts on local communities where the business operates

‘ (e.g. to assist vulnerable groups or boost local employment)
Promote action on important environmental issues (e.g. climate change, deforestation)

General public

Provide staff with the best training and/or career development

Provide highest quality products/services

Improve staff wages and bonuses etc

Improve workforce diversity (e.g. employ more people with a disability, or Indigenous peoples, older people)
Promote action on important social issues (e.g. Indigenous reconciliation, domestic violence, human rights)
Minimise negative impacts of workforce reductions (e.g. effective redundancy payments and support for re-skilling)
Link management pay to ethical behaviour and/or social and environmental outcomes

Pay small business suppliers promptly

Provide products/services that are better tailored to customer needs

Invest in protecting customer data and privacy

Improve reporting of business activities and outcomes (e.g. amount of taxes paid, social and environmental impacts etc)
Conduct research and development (R&D), for new or better products

Provide products/services to customers at the lowest possible price

Improve diversity at board and senior management levels

Provide products/services that are targeted to disadvantaged customers

Employ more people

Enable staff to use some of their work hours to volunteer for good causes (and still get paid)

Invest in new technology (e.g. new IT systems, digital tools)

Increase donations to charities and good causes

Reduce costs

Expand into new market locations (e.g. other countries) or new products/services

Increase returns to shareholders/investors

Increase revenues

Increase market share
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Figure 1.5: Assuming a company has steady revenues, is operating profitably and is meeting its minimum legal and requlatory requirements,
what else do you think should be its highest and lowest priorities for ongoing investment and focus?

Provide staff with a good work/life balance -8

Genera| pUbl iC Provide highest quality products/services —g

‘ Invest in staff wellbeing -8

‘ ‘ Provide staff with the best training and/or career development -8

Improve staff wages and bonuses etc -9

Ensure ethical supply chains —10

WIDELY
IMPORTANT

o e

Lowest priority Highest prioriy Net Reduce the company’s direct impact on the environment —13 33
Pay small business suppliers promptly —10
Improve positive impacts on local communities where the business operates —11
Provide products/services that are better tailored to customer needs —12
Provide products/services to customers at the lowest possible price 18
Minimise negative impacts of workforce reductions  —13
Improve workforce diversity —15
Invest in protecting customer data and privacy —12 17
Employ more people —22
Conduct research and development (R&D) for new or better products 18
INDIFFERENT/
Promote action on important environmental issues 22 19 CONTESTED
Provide products/services that are targeted to disadvantaged customers 18 _
Invest in new technology 20
Reduce costs -2 I
Link management pay to ethical behaviour and/or social and environmental outcomes  —25
Improve reporting of business activities and outcomes 22 13|
Promote action on important social issues 25
Enable staff to use some of their work hours to volunteer for good causes (and still get paid) 29
Increase donations to charities and good causes  —32 _
Increase revenues ~ —34 _ WIDELY
Expand into new market locations (e.g. other countries) or new products/services  —36 _ UNIMPORTANT
Improve diversity at board and senior management levels  —38 _
Increase market share ~ -39 _
Increase returns to shareholders/investors  —42 m
-50 -40 -30 -20 -10 0 10 20 30 %



Figure 1.6: Assuming a company has steady revenues, is operating profitably and is meeting its minimum legal and requlatory requirements,
what else do you think should be its highest and lowest priorities for ongoing investment and focus?

Provide products/services that are better tailored to customer needs -5

Increase returns to shareholders/investors =7

Provide staff with the best training and/or career development -3

Business Leaders

Invest in new technology —8

')

WIDELY
IMPORTANT

Conduct research and development (R&D) for new or better products -8

“ m Provide highest quality products/services =10

!
w
S

Improve diversity at board and senior management levels -9

_ Provide staff with a good work/life balance =5

Lowest priority Highest priority Net Ensure ethical supply chains 6

w
N

Invest in staff wellbeing -8

Improve positive impacts on local communities where the business operates —11

n

(=)
)
~

Reduce the company’s direct impact on the environment =5

Improve workforce diversity —6

Invest in protecting customer data and privacy —10

I
-

Expand into new market locations (e.g. other countries) or new products/services =21

Increase revenues —21

il

INDIFFERENT/

Increase market share 27 "1 27 CONTESTED
Link management pay to ethical behaviour and/or social and environmental outcomes  —24 m
Pay small business suppliers promptly -18
Improve staff wages and bonuses —26
Promote action on important social issues = —22
Minimise negative impacts of workforce reductions = —23
Reduce costs = 27 n
Promote action on important environmental issues = —28 m
Provide products/services to customers at the lowest possible price = =39
Improve reporting of business activities and outcomes ~ —38 m WIDELY
Enable staff to use some of their work hours to volunteer for good causes (and still get paid) =37 ﬂ UNIMPORTANT
Provide products/services that are targeted to disadvantaged customers -38 ﬂ
Employ more people =50 -I
Increase donations to charities and good causes —61 ﬂ
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How do employees of large
companies feel businesses are
performing on key issues?

CHAPTER TWO

Attitudes

regarding your own
employer




Introduction

The survey of the general public asked respondents the type of organ-
isation they are employed by. This section provides results of specific
guestions that were posed for the over 500 respondents who identified

Unsurprisingly, the employees of large companies tended to rate the
performance of their employer more strongly than all members of the
general public rated the performance of large companies overall. The
proportion of large company employees rating their company's per-
formance as good or very good was 15 percentage points higher on
average across the 10 areas surveyed.

as employees of large commercial companies of 200 or more employ-
ees.

Figure 2.2: Perceived performance of large companies — company you work for vs large companies
generally (very good or good)

Performance of large companies
T

A workplace that is safe and healthy for staff

Fair returms to shareholders TR 1

Employees of large companies were generally positive about the perfor-
mance of their organisation. At least 70 per cent of these respondents
identified the performance of the company they worked for as either
good or very good across most areas. The top three areas of perceived
performance were in terms of their role as employers — safe and
healthy workplaces, equal employment opportunities and fair pay rates
of staff.

Fair deals for customers (e.g. best value for lowest price)
Fair and equal employment opportunities for all types of people —

The only areas that scored below 70 per cent were for positively man-
aging the impact on the environment and providing fair returns to
shareholders.

Fair pay rates for staff
Fair treatment of business suppliers

Figure 2.1: How do you rate the company you work for, in terms of performance in the Positively manages impact on communities where they operate

lloring DUSEss Erees? 7]
No major negative impacts from their products and/or services 72

A workplace that is safe and healthy for staff 46 40 B Py ALy [TTEES G s GlemnE:

Fair and correct tax contributions to Australia

Fair and equal employment opportunities for all types of people 43 41 E
i oyt or 5
Fair deals for customers (e.g. best value for lowest price) 26 51 ﬂ . Own company In general
Our business positively manages impact on communities where we operate 30 44
There are no major negative impacts from our products and/or services 32 40 E @ Key resu It

Fair and correct tax contributions to Australia m ﬂ
Fairtreatment of business suppiirs [N EENNEEEERRECT e g

Our business positively manages impact on the environment 25 43 E

%

At least 70 per cent of employees of large

companies surveyed identified the performance of the
company they worked for as either good or very good
across most areas.

Don't know

. Very good . Good Bad . Very bad




Senior leaders speaking out on issues

Employees of large companies also tended to be supportive of their
senior leaders speaking out on key issues facing Australia (Figure 2.3).
70 per cent or more of respondents supported (strongly or somewhat)
senior leaders of their company speaking out on skills, health, environ-
mental and education issues. Support for senior leaders speaking out
to influence specific policy areas more closely aligned to their commer-
cial interests, including regulation, tax and immigration, appears to be
lower.

Younger employees of large companies were more likely to strongly
support senior leaders of companies speaking out on social, environ-
mental, education and health issues (Figure 2.4).

Figure 2.3: In general, would you support or oppose the senior leaders of your company
speaking out on key issues facing Australia?

e et mesonors, Y Y P
(e.g. apprenticeship schemes, government investment) 33 43 22 20

Support action on health issues (e.g. mental health, obesity) 39 37 42
Support action on environmental issues (e.g. climate change, recycling) 4 31 6 4
Support action on education (e.g. school curriculums, TAFE courses) 31 39 43
Support action on social issues (e.g. domestic violence, gender equality) 35 33 63
Influence government spending on infrastructure 17 39 8 3
Influence business regulation 14 37 8 4
Influence business taxation 13 28 12 4
Influence immigration policies 12 22 15 9
%
N BT B B B

17

18

23

22

32

36

43

42

Neither oppose
nor support

Over 70 per cent of employees of

large companies surveyed supported senior
leaders of their company speaking out on skills,
health, environmental and education issues.

Figure 2.4: Proportion of young employees of large companies who strongly support
senior leaders of their company speaking out on key issues

Support action on environmental issues (e.g. climate change, recycling) —
Support action on social issues (e.g. domestic violence, gender equality) _
Support action on education (e.g. school curriculums, TAFE courses)
Support action on skills training
(e.g. apprenticeship schemes, government investment)
Support action on health issues (e.g. mental health, obesity) _
Influence immigration policies
Influence business regulation
Influence business taxation n [ )
Influence government spending on infrastructure
%
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Introduction

The survey also asked business leaders and the general public ques-
tions regarding the role of large companies, including their responsibility
to different groups, their most important stakeholders and the relative
importance of economic, social and environmental performance.

Responsibility to different groups

Business leaders and the general public both feel that large companies
have the greatest level of responsibility to employees and customers
(Figure 3.1). However, business leaders were more likely to feel that
large companies had a lot of responsibility to all groups. Variation
across members of the general public based on the type of organisation
employing them was limited, excepting students who were generally
more likely to believe that large companies had a lot of responsibility to
all groups.

Employees
Customers

Shareholders

)

Figure 3.1: When it comes to making business decisions, how much responsibility do large companies
have to do the right thing for each of these groups of people in Australia?

7

The government in countries where they operate

The greatest divergence in views was in relation to responsibility to
shareholders, with 85 per cent of business leaders believing they had
a lot of responsibility to shareholders compared to 54 per cent of the
general public. For those members of the general public who directly
owned shares, this rose to 63 per cent.

When asked about the most important stakeholder for large compa-
nies (Figure 3.2), the general public felt that employees were the most
important stakeholder followed by customers (38 per cent and 29 per
cent of respondents respectively). Employees of large companies were
more likely to identify employees as the most important stakeholders
(46 per cent). More self-employed respondents were likely to identify
local communities as the most important stakeholder (13 per cent
compared to eight per cent of the general population).

Members of the general public that own shares also had employees
and customers as the two most important stakeholders. However, they
were slightly more likely to identify shareholders as the most important
stakeholder (13 per cent compared to nine per cent generally).

Business leaders surveyed were more likely to identify customers as
the most important stakeholder (44 per cent) followed by shareholders
(25 per cent).

Figure 3.2: Most important stakeholder for large companies?

Employees

Customers

Shareholders

The government in countries where you operate
6 Local communities where they operate

Local communities where you operate 7 )
3 Suppliers

Suppliers

\‘ ‘
©
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‘v‘?. General public Business leaders

A lot of responsibility A lot of responsibility
(General public) (Business leaders)



all different organisations. However, 50 per cent of female respondents

Economic, soclal and environmental and 56 per cent of 18- to 29-year-olds support a whole of country focus.
performance Business leaders surveyed showed a clearer preference for focusing

on improving their own environmental performance as much as pos-
Over 70 per cent of the general public and almost 90 per cent of busi- sible or complying with regulation (58 per cent) compared to the whole
ness leaders surveyed believe that large companies should be equally country's performance (42 per cent).

concerned about their economic performance and their social and envi-

ronmental performance.

Among the general public, this result was stronger for female respon-

dents (76 per cent), older age groups over 50 (over three-quarters) and Figure 3.4: Thinking about how proactive you believe large companies in Australia should be to

| f t isations (79 ). The sentiment - L - : :
employees of government organisations (79 per cent). The sentimen improve social issues, which of the following statements do you agree with most?
was weakest for employees of large companies (65 per cent), share-

holders (64 per cent) and 30 to 39 year-olds (63 per cent).

When performance on social issues alone is considered, 57 per cent

of respondents believe that large companies should only focus on their Large companies should do as much as they can to improve the

own social performance or comply with relevant social regulations. whole country's social performance, and not just their own performance
Employees of non-profit organisations were the group most likely to

suggest companies focus on the whole country's social performance Large companies should do as much s they can to improve their own

(49 per cent). social performance, and not just comply with regulation

Business leaders are more in favour of doing as much as they can to

improve their own company’s social performance as opposed to taking Large companies should only be concerned about
a whole of country view. complying with social regulations that apply to them ()
On environmental performance, 47 per cent of the general public believe %
that large companies should take a whole of country focus (Figure 3.5). G .
This compares to 53 per cent who believe they should limit their focus m
to improving their own performance as much as possible or just com- _ ,
. . . . . General public Business leaders
plying with regulation. This trend prevailed broadly across employees of
Figure 3.3: Thinking about how you believe large companies in Australia should operate, which of the Figure 3.5: Thinking about how proactive you believe large companies in Australia should be to
following statements do you agree with most? improve environmental issues, which of the following statements do you agree with most?
~ Large companies should be equally concerned about their Large companies should do as much as they can to improve the
economic performance and their social and environmental performance whole country's environmental performance, as well as their performance
Once large companies are maximising profits and shareholder returns, Large companies should do as much as they can to improve their own

then they can be concerned about their social and environmental performance m environmental performance, and not just comply with regulations

. Large companies ;hguld only be concerned about their Large companies should only be concerned about
economic performance, to maximise profits and shareholder returns complying with environmental regulations that apply to them H

% %
Oe e
PV N PV N

General public Business leaders General public Business leaders
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Introduction

The following section presents the results of questions asked of the
general public and business leaders regarding their views on the per-
formance of large companies, sentiments around the ethical behaviour
of large companies and views on corporate leaders speaking out on key
issues.

In general, older Australians had the most positive view on the perfor-
mance of large companies, while younger Australians had the least
favourable view. For example, 85 per cent of people over the age of
70 said that large companies were very good or good at providing fair
returns to shareholders compared to 64 per cent of 18 to 29 year-olds.
At the same time, 37 per cent of people aged 18 to 29 thought that
large companies were doing a good or very good job positively man-
aging impacts on the environment, compared to 58 per cent of people

over the age of 70.

Employees of non-profit and government organisations tended to
have the least favourable views of large companies' performance. For
example, only one-third of people in these organisations rated large
companies’ performance as very good or good for fair tax contribu-
tions. Less than half rated large companies positively for positively
managing impacts on the environment and for no major negative
impacts from their products or services.

Performance

More than 50 per cent of the general public have a positive view of
the performance of large companies (very good or good) across most
domains. The only areas under 50 per cent were ‘'no major negative
impacts from their products and/or services' (49 per cent), ‘positively
managing impacts on the environment’ (49 per cent) and fair and
correct tax contributions to Australia’ (45 per cent).

Business leaders generally had a much more favourable view of the
performance of large companies than the general public, with the
largest divergence of views across pay rates, impacts on communities
in which they operate and tax contributions (Figure 4.1).

When it comes to distributing money saved through lowered costs,
over half of Australians want companies to pass them onto custom-
ers through lower prices, while 38 per cent want them distributed in the
form of higher wages (Figure 4.2). The preference for prioritising lower
prices held across all age groups except for 18- to 29-year-olds, and all
employees except those in large companies. Over half of 18- to 29-year-
olds feel that savings should be passed on through higher wages.

Figure 4.1: In general, how would you rate the performance of large companies in Australia in
each of these areas? (very good or good)

A workplace that is safe and healthy for staff
In contrast to the general public, 56 per cent of business leaders sur-
veyed think that savings should be distributed as increased returns to
shareholders, followed by almost one-third of leaders who said savings
should be passed on to customers.

Fair returns to shareholders
Fair deals for customers (e.g. best value for lowest price)

Fair and equal employment opportunities for all types of people _ _ _ )
Figure 4.2: When large companies can reduce their costs (e.qg. when technology improves

productivity), what should they do first with those savings?

Fair pay rates for staff

Fair treatment of business suppliers 73

Positively managing impacts on communities where they operate

Pass on savings to customers through lower prices
Pass on savings to employees through higher wages
75
Increase returns to shareholders
78

o, %
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General public Business leaders

There are no major negative impacts from their products and/or services 73

Positively managing impacts on the environment

Fair and correct tax contributions to Australia
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Speaking out

Most of the general public think it is acceptable for corporate leaders
to speak out on issues, particularly issues that closely align with cor-
porate interest (Figure 4.3). Business leaders surveyed felt even more
strongly that it was acceptable for corporate leaders to speak out on
issues in their direct corporate interest and more broadly.

When corporate leaders do speak out, the general public overwhelm-
ingly believe that they are concerned with the interests of their own
company, their own personal success or the success of large com-
panies in general. Only 46 per cent of respondents believe they are
concerned with the national interest. Further, 18- to 29-year-olds are
the group least likely to believe business leaders are concerned with the
national interest (41 per cent).

Employees of large companies (51 per cent) and business leaders (77
per cent) are more likely to believe that corporate leaders speak out to
benefit the national interest. However, 66 per cent of business leaders
believe that when corporate leaders speak out they are completely
concerned as opposed to mostly concerned or not concerned with ben-
efitting the interests of their own company

@ Key result

More than 50 per centof the
general public have a positive view of

the performance of business across
most areas.

Figure 4.3: In general, do you feel it is acceptable or not when corporate leaders speak out
in Australia on the following issues?

(@p)
D
>
(D
-
QD
=)
[
O
(@)

=
—_
o
(=]

Specific to their customers' interests

w
(1=}
()}
N

w

—

(3)]

=y
E!Mmmﬂms

Specific to their industry's interests

S
(=)
S
©

Specific to their employees' interests

w
(=<}
(3]
—_

Specific to their company's interests

Regarding Australia’s economic interests

‘ N
N
‘
©

Regarding Australia’s environmental interests

N
(=}
(S}
(=]

Regarding Australia’s international interests

N
(=}
(3}
oo

Regarding Australia’s social interests

. Very Somewhat Not very . Not acceptable
acceptable acceptable acceptable at all

v
““‘ Business Leaders

Specific to their customers' interests

~
o
N
N

S

Specific to their industry's interests

(=]
N

Specific to their employees' interests

Specific to their company's interests

Regarding Australia’s economic interests

(=2}
—_
©

Regarding Australia’s environmental interests

iy

o
~
(3]
(=2}
(=2} (=2}
(32
(=7]
w N e ey
(53}

Regarding Australia’s international interests

o
~
o
©

Regarding Australia’s social interests
%

. Very Somewhat Not very
acceptable acceptable acceptable



Figure 4.5: In your opinion, when corporate leaders in Australia do speak out on issues, how much
are they generally concerned about benefitting the interests of the following?

General public

Interests of their own personal success “

Interests of large companies in general n

Interests of communities where their company operates -
00

%

. Completely . Mostly Not concerned . Not very
concerned concerned at all concerned

v
““ Business Leaders

Interests of their own company

Interests of their own personal success 20 53
Interests of large companies in general 12 63 E
Interests of communities where their company operates 17 73

National interest 8 69

. Completely . Mostly Not concerned . Not very
concerned concerned atall concerned
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meet them?

CHAPTER FIVE

Attitudes

regarding accountability
for ethical behaviour




Introduction

The survey also asked members of the general public their views on
companies’ accountability for ethical behaviour. It explored the extent
to which the public holds smaller companies to the same standards
as large companies, changing community expectations and behaviour
around ethics and the likely consequences of large companies acting
unethically.

Expectations of large companies vs
smaller companies

Figure 5.1 illustrates that almost three-quarters of the general public
hold small- and medium-sized companies (SMEs) to the same stan-
dards as large companies. This increases to 85 per cent for people over
the age of 60 and decreases to 63 per cent for 18- to 29-year-olds.

Figure 5.1: Thinking about how you've answered all the questions in this survey, do the same
standards you expect of large companies also apply to SMEs, or not? (per cent)

No, | don't expect SMES to operate by exactly the same standards as large companies

Yes, | expect SMEs to operate by exactly the same standards as large companies

%

Expectations and ethics

A large proportion of the general public (78 per cent) and business
leaders (98 per cent) believe that the community now demands stron-
ger ethics from large companies than it used to. Over 60 per cent of the
general public agree that consumers are more likely to make purchase
decisions based on a company's ethical record than they used to and
that it is clear what is expected of large companies in terms of their
ethics.

Despite these trends, less than half of the general public agree that
they actually make purchase decisions based on a company's ethical
record. This was different for younger age groups with almost 60 per
cent of 18- to 29-year-olds suggesting that they make purchase deci-
sions based on a company's ethical record. Over 60 per cent of the
general public feel that fake news makes it difficult to make purchase
decisions based on a company's ethical record.

Figure 5.2: In general, do you agree or disagree with the following statements about large companies?

dl. aiin Gcnerol public

The community now demand stronger ethics
from large companies than they used to

Consumers are now more likely to make purchase decisions based
on a company’s ethical record than they used to

Large companies know what standard of ethical behaviour
the community expects of them

Large companies know it makes good business sense to be ethical and honest

Fake news makes it difficult to know what to believe
about the behaviour of large companies

| personally make purchase decisions based on a company’s ethical record
It is becoming more difficult for large companies to carry out dishonest practices
Large companies are more ethical than they used to be

The government takes strong action on unethical company behaviour

. Strongly
agree

oe

Business Leaders

The community now demand stronger ethics
from large companies than they used to

Consumers are now more likely to make purchase decisions based
on a company'’s ethical record than they used to

Large companies know what standard of ethical behaviour
the community expects of them

Large companies are more ethical than they used to be
Large companies know it makes good business sense to be ethical and honest
It is becoming more difficult for large companies to carry out dishonest practices

| personally make purchase decisions based on a company’s ethical record

Fake news makes it difficult to know what to believe
about the behaviour of large companies

The government takes strong action on unethical company behaviour
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agree
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The general public also appears sceptical or does not really know

whether the ethical behaviour of companies is improving. There is also Figure 5.4: In your opinion, do you think the following outcomes would have a negative impact on a
scepticism regarding the consequences of unethical behaviour. Less |arge company’s operations or not?

than one-third of the general public and 42 per cent of business leaders

agreed that the government takes strong action on unethical company

behaviour. This dropped to less than a quarter for 18- to 29-year-olds.
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Lose community trust

Figure 5.3 outlines the general public's view on the relative likelihood
of different outcomes occurring for companies acting in an unethical
or dishonest manner. The general public feels that the most likely out-
comes are negative media and social media stories, lost community
trust and loss of customers.

Negative social media stories (e.g. Facebook discussions)
Lose best employees

Employees would become whistleblowers
These most likely outcomes are also seen to have the largest negative
consequences for large companies in the general public’s view, as illus- Legal penalties (e.g. fines, bans)
trated in Figure 5.4.
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Figure 5.3: If a large company was to act in an unethical or dishonest manner that became public

knowledge, how likely do you think the following outcomes would happen or not? Short term loss of customers
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Survey method

Results for the general public presented in this report are based on an
online survey of the Australian population (i.e. the “general public”), con-
ducted between 2 and 19 July 2019 by Polity Research and Consulting.

Polity Research & Consulting is an independent social research consul-
tancy, specialising in evaluating stakeholder issues and expectations,
from broad general public communities to smaller specific groups.

A general public sample of n=2986 was drawn from a professional
market and social research panel, and was sampled and weighted to be
representative of the Australian population by age, gender and residen-
tial location.

For State & Territory breakouts in the general public, quotas were set
for each sample group.

Results for business leaders presented in this report are based on an
online survey of representatives of major corporations in Australia
(i.e. “large companies” with over 200 employees), conducted between
8 July and 3 August 2019.

The sample of n=59 respondents were sourced from CEDA member
organisations and other related organisations.

Senior business leaders were invited to participate on an opt-in basis.
No incentives were offered or received.

As respondents do not constitute a random, representative sample of
large companies in Australia, results are unweighted.

General population accuracy

With a sample size of n=2986, the accuracy of the results of the general
community sample is +/—1.8 per cent at the 95 per cent confidence
interval. This means, for example, that if the survey returns a result of
50 per cent, there is 95 per cent probability that the actual result will be
between 48.2 per cent and 51.2 per cent. The data is weighted to ABS
population data (in terms of age, gender, education and location) based
on the 2016 Census.

State/Territory breakouts are associated with the following margins of
error at the 95% confidence interval:

NSW, Victoria (n=c600 each) +/—4.0 per cent

QLD, WA, SA (n=c400 each) +/—4.9 per cent

ACT, Tasmania (n=c200 each) +/—6.9 per cent
+ NT (n=100) +/-9.8 per cent

For some smaller demographic segments where n=less than 100, the
margin of error will be greater.

The Appendix at the end of this report provides full sample
characteristics.

All percentage figures in this report are rounded. Accordingly, totals
may not add up to 100 per cent.

MaxDiff method for business priority
rankings

Results and rankings regarding the general public’s and business
leaders’ priorities and expectations for large commercial enterprises
were measured using a MaxDiff survey approach. The question asked
people to rate a series of 30 different items, according to which they
personally considered their lowest and highest priorities for large com-
panies. The same MaxDiff question was answered by both the general
public and business leaders.

For each group, the MaxDiff method ensured each respondent saw a
randomized selection of 5 items in iterative rotations, combining varied
sets each time until all 30 had been shown in various combinations.
Overall, each of the 30 items in each question was shown an equal
number of times, across the full samples.

In the report, analysis of these results are presented in two ways:

+ Response percentage results (%s) show the proportions of times
each item was shown that it was selected as either highest or lowest.
Rankings of each item are then based on the net % of these propor-
tions (i.e Highest% less Lowest%).

+ Average score results then turn these % proportions into a relative
importance score for each item, in relation to the other 29 items. For
each respondent the total score for each question adds up to 100.
As there are 30 items for the MaxDiff question, an item of average
importance will score 3.3.



What the MaxDiff results mean:
Response %s and Average scores

Each of the two analysis versions provide useful interpretations of the
results:

Response percentage results (%s) show how much each item is
widely important (mostly highest priority %), widely unimportant
(mostly lowest priority %), divisive (many highest AND lowest %s) or
irrelevant (hardly selected for either).

+ Average score results provide a more robust view of the importance
of each item, in the minds of Australians and business leaders. With
an average importance score of 3.3, any score above this is of “above-
average” importance to people, while similarly anything below 3.3 is
of lower importance. More significantly, the multiple of an average
above 3.3 is a reflection of the relative importance. For example, any
item (or group of items) with a score of 10 is effectively 3 times as
important as an item (or group of items) of average importance.

Reporting — understanding the ‘trade-offs'’
among business priority options

The MaxDiff approach average score results have been primarily used
to present results in this report, regarding the general public's senti-
ments and expectations for corporate directions and priorities. This
is because the average score analysis is a more robust measurement
of people’s preferences, and also shows a more reliable view of rela-
tive importance in a trade-off scenario. Understanding the “trade-offs”
people were prepared to make was a key study objective and key
reason for using the MaxDiff.

MaxDiff method: Rationale and process
for selecting business priority issues/
items

For the MaxDiff survey question, the series of 30 different items were
developed in an iterative process between Polity and the CEDA man-
agement team. These items were selected to represent not only the
breadth of potential key personal and commercial issues for people, but
also to offer options that were both current and forward looking. The
different items chosen were based on two main inputs:

Evidence from Polity’s previous research. Key public issues have been
measured by Polity through a number of studies over the past 4-5
years, including both prompted and unprompted responses.

Economic and social experience and relevance gained from CEDA's
work. As an independent apolitical organisation, CEDA has been pro-
viding thought leadership and policy perspectives on the economic
and social issues affecting Australia for almost 60 years. As such, it
has considerable understanding of key factors in these areas.

Interpreting the MaxDiffAverage Scores:
Corporate priorities for Australia's people
and business leaders

Average scores are calculated out of 100, based on how often each
respondent selected an item as highest priority or lowest priority, in
relation to all other items it was combined with in the survey. With 30
items to choose from, this means that each item had a nominal starting
value (average score) of 3.3. Accordingly, importance scores indicate
the relative importance as a multiple of the average 3.3. For example:

+ Animportance score of 9.0 is effectively 3x more important to people
than an item of average importance (3.3)

+ Animportance score of 6.0 is effectively 2x more important to people
than an item of average importance (3.3)

+ An importance score around 3.0 is an item of average importance
(8.3

+ Animportance score of 1.0 is effectively 3x less important to people
than an item of average importance (3.3)

MaxDiffresults: An effective understanding
of business options with high priority

The MaxDiff approach is particularly effective for understanding
people's key priorities. This is because in typical survey approaches,
where respondents are asked to rate items individually, it is too easy to
rate everything as important. In contrast, the MaxDiff approach forces
choices between options. As such, an above-average score more effec-
tively indicates that a factor is a high priority that is truly valued by
people over other potential options.
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General public respondent profiles
Gender

Male

Female

Age

18-29

30-49

50-69

70+

Location

Capital city

Major regional city
Regional town

Rural town

Remote town or community
Country of birth

Born in Australia

Born overseas

Home

Own my home outright

Own my home but paying mortgage still

Renting

Income

Living comfortably on current income
Coping on current income

Finding it difficult on current income

Finding it very difficult on current income




General public sample characteristics'

Gender and age

Male

Female
18-19

20-29

30-39

40-49

50-59

60-69

70+

Main ‘life stage’ age groups
18-29

30-49

50-69

70+
State/Territory

NSW

VIC

QLb

WA

SA

TAS

ACT

NT
Metro/Regional
Capital city
Major regional city
Regional town
Rural town

Remote town or community

General population weighted %
48%
52%
21%
19%
18%
17%
14%
12%
21%
General population weighted %
21%
36%
30%
12%
General population weighted %
31%
26%
19%
11%
8%
2%
2%
1%
General population weighted %
62%
14%
10%
8%

5%

General population (raw numbers)

1465
1521
604
521

522
489
483
367

604
General population (raw numbers)

604
1043
972

367
General population (raw numbers)

616
621
413
406
409
223
198

100
General population (raw numbers)

1983
362
257
242

142

' General population total sample size = 2986. Please note, percentages have been rounded and may not equal 100%

General public sample characteristics'

Employment status

Working full-time permanent
Working part-time permanent

Self-employed (e.g. sole trader, partnership,
small business owner etc)

Working contract based

Working casual for fixed employer(s)
e.g. bar work etc

Working casual for temporary employers
e.g. the gig economy

Unemployed/not working for less than
1 year

Unemployed/not working for a year or more
Student

Retired

Manage household/family

Other
Birth

Born in Australia
Born overseas
English-speaking at home/with friends

Non-English speaking at home/with friends
Education

Postgraduate degree

Graduate diploma or graduate certificate
Bachelor degree

Advanced diploma or diploma
Certificate I, II, Il or IV

Secondary education

Primary education

Other education

General population weighted %
28%
14%

10%

1%

5%

1%

1%

4%
9%
18%
7%
2%
General population weighted %
75%
25%
93%
%
General population weighted %
6%
3%
19%
11%
20%
37%
4%

1%

General population (raw numbers)

934
400

304

54

144

34

36

83
216
564
171

46
General population (raw numbers)

2150
836
2776

210
General population (raw numbers)

396
195
T
376
551
666
31

31

' General population total sample size = 2986. Please note, percentages have been rounded and may not equal 100%



General public sample characteristics' General public sample characteristics'

Family arrangement General population weighted % General population (raw numbers) Financial situation General population weighted % General population (raw numbers)

Single with dependent children living at 6% 167 Living comfortably on current income 24% 818
home

Coping on current income 44% 1315
Single without dependent children living 28% 828
at home Finding it difficult on current income 19% 504
Married/de facto with dependent children 25% 781 Finding it very difficult on current income 10% 258
living at home

Prefer not to say 3% 91
Married/de facto without dependent 31% 964
children living at home Lower House vote at 2019 Federal election ~ General population weighted % General population (raw numbers)

%

L n 246 Labor Party 32% 960
Accommodation arrangement General population weighted % General population (raw numbers) Liberal Party 30% 922
Own my home outright 25% 762 The Nationals 3% 69
Own my home but paying mortgage still 29% 896 The Greens 12% 356
Renting (e.g. leaseholder or flat share or 30% 874 One Nation 5% 105
student campus etc.)

United Australia 1% 42
Living with parents/family member(s) 13% 377

An independent candidate 5% 172
Staying in temporary accommodation 1% 27

Some other party 5% 137
Other 2% 55

Didn't vote 7% 223

Annual household income
(before tax, excluding super)

General population weighted %

General population (raw numbers)

$1-$19,999 6% 160
$20,000 -$29,999 9% 281
$30,000-$49,999 17% 456
$50,000-$69,999 13% 396
$70,000-$89,999 1% 327
$90,000-$119,999 11% 346
$120,000-$149,999 9% 275
$150,000-$249,999 8% 277
$250,000 or more 2% 61

Don't know/prefer not to say 14% 407

' General population total sample size = 2986. Please note, percentages have been rounded and may not equal 100%

*General adult working population total sample size = 2991. Please note, percentages have been rounded and may not equal 100 per cent.



Business leader sample characteristics?

Gender and age

Male

Female
Non-binary/Other
18-19 years old
20-29

30-39

40-49

50-59

60-69

70+
Birth

Born in Australia
Born overseas
English-speaking at home/with friends

Non-English speaking at home/with friends
State/Territory

NSW
VIC
aLb
WA
SA
TAS
ACT

NT

2 Business leaders total sample size = 59. Please note, percentages have been rounded and may not equal 100%

Business leaders %

59%

39%

2%

0%

0%

2%

32%

53%

14%

0%

Business leaders %

69%

31%

97%

3%

Business leaders %

29%

32%

10%

24%

5%

0%

0%

0%

Business leaders (raw numbers)

35

23

19

31

Business leaders (raw numbers)
4
18
57
2

Business leaders (raw numbers)

17

19

14

Business leader sample characteristics?

Education

Postgraduate degree

Graduate diploma or graduate certificate
Bachelor degree

Advanced diploma or diploma
Certificate I, II, Il or IV

Secondary education

Primary education
Main Industry

Agriculture, forestry and fishing

Mining

Manufacturing

Electricity, gas, water and waste services
Construction

Retail trade

Accommodation and food services
Transport, postal and warehousing
Information media and telecommunications
Financial and insurance services

Professional, scientific and technical
services

Health care and social assistance

Other industry

Business leaders %

59%

8%

25%

3%

0%

3%

0%

Business leaders %

3%

8%

7%

%

%

2%

5%

3%

3%

17%

24%

5%

8%

2 Business leaders total sample size = 59. Please note, percentages have been rounded and may not equal 100%

Business leaders (raw numbers)

35

15

Business leaders (raw numbers)

10

14



COMPANY
PULSE
AR R

Acknowledgements

CEDA would like to acknowledge the
following members and individuals who
contributed to CEDA's general research
fund between 1 September 2018 and

1 September 2019.

CEDA undertakes research with the objective
of delivering independent, evidence-based
policy to address critical economic issues and
drive public debate and discussion. It could
not complete its research agenda without the
support of these contributions.




ACIL Allen Consulting
Advisian

AECOM

AEMO

AGL

Alinta Energy

Allens

ANZ Banking Group

APA Group

Architectus

Arup

Ashurst

Asialink Business

Aurecon Group

Austrade

Australia Post

Australian Bureau of Statistics
Australian Catholic University
Australian Rail Track Corporation
Australian Unity
AustralianSuper

BAE Systems

BDO

Bendigo Bank

BHP

BP Australia

Bupa

Cardno

Chartered Accountants Australia
and New Zealand

Clayton Utz

Commonwealth Bank of Australia
Commonwealth Treasury
CPB Contractors

CSIRO

Davidson

Deloitte

DXC Technology

ERM Power

Esri Australia

EY

First State Super

Fragomen

G4S Australia and New Zealand
GHD

Gilbert + Tobin

Google

Herbert Smith Freehills
HESTA

IBM

Jacobs

KPMG

McConnell Dowell

McKinsey & Company
Minerals Council of Australia

Mitsubishi Australia

National Australia Bank
NBN Co

Nous Group

Philips Electronics
Plenary Group
Programmed Group
Property Council of Australia
PwC Australia

Reserve Bank of Australia
Rio Tinto

RSM

SAS

SEEK

Serco

Shell Australia

Siemens

SkillslQ

Slattery

Spotless

Stellar Asia Pacific
Stockland

Suncorp Group

Telstra

Transurban

Uber

UniSuper

Westpac

WSP

Australian National University
Defence Housing Australia

Federal Department of
Employment, Skills, Small and
Family Business

Federal Department of Health

Federal Department of Industry,
Innovation and Science

Australian Energy Market
Commission

Australian Institute of Company
Directors

Australian Nuclear Science and
Technology Organisation

Australian Payments Network
Barton Deakin

Business Council of Co-operatives
and Mutuals

Cannings Communications

Talal Yassine, OAM

Challenger

City of Parramatta

City of Sydney

Clean Energy Finance Corporation
ConnellGriffin

Consult Australia

Delta Electricity

EISS Super

Endeavour Energy

Essential Energy

Four Seasons Hotel Sydney
Healthdirect Australia

Heart Foundation

Holcim (Australia)

IAG

Insurance & Care NSW (icare)
Jemena

Johnson & Johnson
Landcom

Macquarie Group

Maddocks

Mark Moran Group
McCullough Robertson Lawyers
Medtronic Australasia

National Insurance Brokers
Association of Australia

Newcastle Airport
Northern Beaches Council

NSW Department of Customer
Service

NSW Department of Planning,
Industry and Environment

NSW Department of Premier and
Cabinet

NSW Ports

NSW Public Service Commission
NSW Treasury

Port of Newcastle

QBE Insurance

RBC Capital Markets

RPS Advisory Services
Sellanes Clark and Associates
Snowy Hydro

Squire Patton Boggs
Standards Australia

Sydney Airport

Sydney Water

TBH

TCorp

The Star Entertainment Group
The University of Sydney
University of Newcastle
University of Wollongong
UNSW Sydney

WaterNSW

Western Sydney Airport
Western Sydney University
WiseTech Global

Wollongong City Council

Workplace Gender Equality
Agency

Adani Mining

Arcadis Australia Pacific

Arrow Energy

Australian Agricultural Company
Bank of Queensland

Bond University



Jacqui Walters
ConocoPhillips
CPL

Data#3

DMA Engineers
EDL

GasFields Commission
Queensland

Griffith University
Hastings Deering
Ipswich City Council
James Cook University

Local Government Association of
Queensland

McCullough Robertson Lawyers
Mercer

Metro South Health

Morgans

Olam Australia

Open Minds

Port of Brisbane

Public Safety Business Agency
alc

Queensland Competition Authority

Queensland Department of
Agriculture and Fisheries

Queensland Department of
Employment, Small Business and
Training

Queensland Department of
Environment and Science

Queensland Department of
Housing and Public Works

Queensland Department of
Local Government, Racing and
Multicultural Affairs

Queensland Department of the
Premier and Cabinet

Queensland Department of
Transport and Main Roads

Queensland Dept of State
Development, Manufacturing,
Infrastructure and Planning

Queensland Family and Child
Commission

Queensland Health

Queensland Performing Arts
Centre

Queensland Rail

Queensland Treasury

Queensland Treasury Corporation

Queensland Urban Utilities
Redland City Council

Robert Walters

Stanwell Corporation
Suncare Community Services
Sundale

Sunshine Coast Council
SunWater

Super Retail Group

TAE Aerospace

TAFE Queensland

The Star Entertainment Group
The University of Queensland

Toowoomba and Surat Basin
Enterprise

Townsville City Council

Trade and Investment Queensland

Translational Research Institute
Pty Ltd

Tri-Star Petroleum Company

University of Southern Queensland

University of the Sunshine Coast

Wiggins Island Coal Export
Terminal

ACH Group

Adelaide Casino
Anglicare SA

BankSA

Business SA

CARA

City of Adelaide
Coopers Brewery
Eldercare

Flinders University
Funds SA

FYFE

Global Centre for Modern Ageing
Health Partners

Hender Consulting
Hughes Public Relations
Minda Incorporated
NCVER

0Z Minerals

People’s Choice Credit Union
RAA of SA

SA Department for Energy
and Mining

SA Department for Environment
and Water

SA Department for Health
and Wellbeing

SA Department for Innovation
and Skills

SA Department of the Premier
and Cabinet

SA Department of Treasury
and Finance

SA Power Networks
Scotch College Adelaide
Seymour College

South Australian Water
Corporation

St Peters Collegiate Girls School
The University of Adelaide
Think180

Thomson Geer

Wilderness School

Aurora Energy
Michael Brewster
Hydro Tasmania

Tasmanian Department of State
Growth

TasNetworks

University of Tasmania

.au Domain Administration

Australian Health Policy
Collaboration

Benetas

Box Hill Institute

Cabrini Health

Alexander Gosling, AM
City of Ballarat

City of Casey

City of Melbourne

City of Wodonga

Clean Energy Council

CPA Australia

CSL

Essential Services Commission
ExxonMobil

Fair Work Ombudsman
GTA Consultants

Hawker Britton

IFM Investors
Independent Schools Victoria
Infrastructure Victoria
Jemena

La Trobe University
Lander & Rogers
Marchment Hill Consulting

Maribyrnong City Council

Melbourne Convention &
Exhibition Centre

Mercy Health and Aged Care
Group

Monash University

Mornington Peninsula Shire
Council

REST

RMIT University

Royal Automobile Club of Victoria
S&P Global Ratings

SED Advisory

South East Water

Swinburne University of
Technology

Veris Australia Pty Ltd
VicSuper

Victorian Agency for Health
Information

Victorian Department of
Education and Training

Victorian Department of
Environment, Land, Water and
Planning

Victorian Department of Health
and Human Services

Victorian Department of Premier
and Cabinet

Victorian Department of Transport

Victorian Managed Insurance
Authority

Victorian Planning Authority

Walter and Eliza Hall Institute of
Medical Research



Australian Gas Infrastructure
Group

Bankwest

Brownes Dairy

Cannings Purple

Felicity Morel-EdnieBrown
Terry Grose

CGM Communications

Chamber of Commerce and
Industry - Western Australia

Chevron Australia
Churchill Consulting
Cisco

CITIC Pacific Mining
City of Joondalup

City of Perth

Curtin University

Edith Cowan University

Grain Industry Association of
WA

Grama Bazita Total Fire
Solutions

gtmedia

Hall + Prior Aged Care Group

HASSELL

Hays

HopgoodGanim Lawyers
INPEX Ichthys

Lifeline WA

Murdoch University

National Offshore Petroleum
Safety and Environmental
Management Authority

Newmont Australia
North Metropolitan TAFE
Pan Pacific Hotels Group
RAC (WA)

Resource Capital Funds
Management

Royal Flying Doctor Service of
Australia

SAP Australia
Sinosteel Australia
South Regional TAFE
South32

Squire Patton Boggs
Synergy

Syrinx Environmental

The Chamber of Minerals and
Energy of Western Australia

The University of Western
Australia

Tiangi Lithium Kwinana Pty Ltd
University of Notre Dame
Velrada

WA Department of Communities
WA Department of Finance
WA Department of Health

WA Department of Jobs,
Tourism, Science and Innovation

WA Department of Planning,
Lands and Heritage

WA Department of Primary
Industries and Regional
Development

WA Department of the Premier
and Cabinet

WA Department of Water and
Environmental Regulation

WA Super
Water Corporation
Wesfarmers

Western Australian Treasury
Corporation

Western Power

Woodside Energy



National

Level 3

271 Spring St
Melbourne VIC 3000
GPO Box 2117
Melbourne VIC 3001
Telephone 03 9662 3544
Email info@ceda.com.au

New South Wales and the ACT

Level 14

The John Hunter Building
9 Hunter Street

Sydney NSW 2000

GPO Box 2100

Sydney NSW 2001
Telephone 02 9299 7022
Email info@ceda.com.au

Queensland

Level 4

232 Adelaide Street
Brisbane QLD 4000

GPO Box 2900

Brisbane QLD 4001
Telephone 07 3229 9955
Email info@ceda.com.au

South Australia and the
Northern Territory
Level 5

2 Ebenezer Place
Adelaide SA 5000
Telephone 08 8211 7222
Email info@ceda.com.au

Victoria and Tasmania
Level 3

271 Spring St
Melbourne VIC 3000
GPO Box 2117
Melbourne VIC 3001
Telephone 03 9662 3544
Email info@ceda.com.au

Western Australia
Level 5

105 St Georges Terrace
Perth WA 6000

PO Box 5631

St Georges Tce

Perth WA 6831
Telephone 08 9226 4799
Email info@ceda.com.au

>ceda

committee for economic development of australia
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