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THE SITUATION: CONFIDENCE 
IN BUSINESS IN TAILSPIN 
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Every Week, A New “Enron” 
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UNDERSTANDING THE IMPACT: 
POLL RESULTS 



5 

Methodology 

• Research among 850 Opinion Leaders  

– 400 U.S. Opinion Leaders 

– 450 European Opinion Leaders across the U.K, France 
and Germany 

• Opinion Leaders are respondents: 

– Aged 35-64 

– Household income $100K+ in US, $75K+ in Europe 

– College educated 

– Business and Media Attentive 

• Interview averaged 20 minutes in duration 

• Research conducted June 10-24, 2002 
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Executive Summary  

• Favorability and trust have hit plateau…but it is a low 
plateau  

– European audience more cynical than US, but US 
audience is catching up  

 

• Problems are perceived to be pervasive, businesses ability 
to monitor and fix are doubted 

– Elites assume shady behavior behind board doors 

– C-Suite (high level, board?) transparency is 
needed…above and beyond 

 

• American business and brands are burdened by policy 
issues (European perception under influence)  
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MEASURING ATTITUDES: THE 
BIG PICTURE  
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Business (in general) retains some 
equity in hostile environment…. 
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In the face of the storm, US opinion 
leaders have not yet lost 
favorability/trust toward business.   
 
   Perception of “business” 
   is sound…but the system 
   is flawed.  
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However, we are seeing a post 9/11 
ebbing of favorability/trust toward 
government.   
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Favorability Toward Institutions 
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Please tell me your opinion of each of the following using a 5-point scale where one 
means you have a “Very Unfavorable Opinion of Them” and five means you have a 

“Very Favorable Opinion of Them”.  [Top 2 boxes shown]  
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US Favorability (Tracked)  
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European Favorability (Tracked)  
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Trust in Institutions 
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Now I would like you to tell me how much you TRUST each to do what is right. 
Please use a 9-point scale where one means that you “DO NOT TRUST THEM AT ALL” 
and nine means that you “TRUST THEM A GREAT DEAL”. [TOP FOUR BOXES SHOWN] 
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US Trust in Institutions (Tracked) 
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European Trust in Institutions (Tracked) 
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Specific services, however, have taken 
hit….   
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Trust in consulting/advisory services in 
almost negligible (especially in 
Europe)…lower than business in 
general 
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Trust in Advisory Services 
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Now I would like to focus on your trust in industries that provide advisory services 
to businesses.  Please tell me how much you TRUST businesses in each of the 
following industries to do what is right.  Please use a 9-point scale where one 

means that you “DO NOT TRUST THEM AT ALL” and nine means that you “TRUST 
THEM A GREAT DEAL”.  [TOP FOUR BOXES SHOWN] 
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Low market confidence…. 
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Confidence in Financial Markets 
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How much confidence would you say you have in the financial markets? Would you 
say that you are extremely confident, very confident, somewhat confident, or not at 

all confident?  
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Corporate responsibility is an internal 
issue (ethics)…Corporate philanthropy 
is an external issue (global) 
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Defining Corporate Responsibility 
People define corporate social responsibility many different ways.  In your opinion, 

would you say that corporate social responsibility is more about a company’s 
philanthropic efforts, that is, donating money and resources to the community and 

charitable organizations or more about the ethics that occur within a company, that 
is, everything from the way a company treats its employees to their policies on 

social issues such as the environment? 
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Philanthropic Distribution 

Thinking about (COUNTRY) based companies, do you think…. their corporate giving 
and philanthropy should be focused mostly in (COUNTRY)  or their corporate giving 

and philanthropy should be spread out to the countries and markets where they 
operate and sell their products?  
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Many sources, but few viewed as 
credible…  
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Sources of Information: Credibility Ratings  
  In general, how credible do you feel each of the following sources is for information 

about a company?  Is information about a company that you get from (INSERT SOURCE) 
extremely credible, very credible, somewhat credible, or not credible at all?  

Percentage saying source is 
“Extremely” or “Very Credible”  

Rank order 
by US data 
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CORPORATE GOVERNANCE 
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Ethical issues epidemic… 
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Confidence in Business to Solve Problems 
 

Percentage saying they are  “Extremely” 
or “Very Confident” in business’ ability to 
police themselves  

Rank order 
by US data 
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Importance of Corporate Operating Practices 

Percentage saying practice is 
“Extremely” or “Very Important”  



34 

 
 

56%

60%

64%

64%

56%

71%

63%

64%

67%

70%

71%

71%

0% 20% 40% 60% 80% 100%

Publicly report customer satisfaction data

CEO provide a public point-of-view on emerging

issues and potential business impact

Provide details about sr. management and board

members outside affliations, memberships and

investments

Fully disclose potential business risks on a

quarterly basis

Report divisional/sector business results (not just

consolidated results) on a quarterly basis.

Disclose the nature & relationship of board

members to CEO

Europe US

Importance of Corporate Operating Practices 

Percentage saying practice is 
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While the era of the celebrity CEO is 
over, corporate leadership can not 
afford to hide. 

Off the Perch… 



37 

Need to use multiple communication 
channels to reinforce messages…. 

Communication in a Credibility Vacuum  
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Percentage saying they “Agree” or 
“Strongly Agree”  

Issue Agreement 
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PERCEPTIONS OF AMERICAN 
INSTITUTIONS IN EUROPE 
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9/11 Impact on Perception of 
American Business in Europe 
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Since the events of September 11th, 2001, I tend to look upon American business 
interests in (COUNTRY) more favorably.  
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European Support for US Policy on 
Middle East 
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In general, I support U.S. President Bush’s policy on the Middle East, specifically as 
it relates to the Israeli-Palestinian conflict  
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President Bush’s policies regarding trade, including recent tariffs imposed on steel 
exports to the United States have had a negative impact on my general perceptions 

of American businesses  

Impact of US Trade Policy on Perceptions 
of American Business in Europe 
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