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The New Morality in 2012

Individualocracy
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The Trajectory of Financial Crises
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Institutional Scandal
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Post-9/11 Geopolitics







TRAJECTORY

Impact on CSR and Reputation Management

Area for attention % who
mentioned,

2006

Area for attention % who
mentioned,
2010

Caring for employees 33%

Providing more jobs 28%

Executive Pay 35%

Employees being able 24%
to speak about
company wrongdoings

23%

Sweatshop labour

reflects our finding that consumers are most likely to be agitated by
issues which might affect them

The shi ft I n consumerso et hical concerns Sinc

Source . Ipsos MORI, What areas should companies pay attention to/most need addressing?







