
Reputation and ethical behaviour in the insurance industry



The RepTrak® Model

Reputation Institute’s generic model for reputation is structured
around four core themes, seven reputation dimensions and 23
reputation attributes. Together, these elements explain a company’s
reputation.

1 – Reputation
RepTrak® Pulse is the core of a company’s reputation and shows
how strong the emotional bond is between the company and the
public.

2 – Dimensions
The RepTrak® model consists of seven operational dimensions and
23 attributes that explain the reputation profile.

3 – Attributes
The individual attributes mean different things to people and are
perceived differently in terms of weighted importance. Analyses
identify areas that are most important for strengthening a
company’s reputation.

Drivers can be at dimension and attribute level and show how the
company gains value for money in its communication.
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Overview of the RepTrak model and approach

The Reputation Institute model is the Gold Standard in Reputation Measurement and has been for 20 years.

Gold Standard

RepTrak® 
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Factor Adjusted Regression
N = 150,000
Adj-R² = 0.7
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The Resurging Importance of Governance 
and Citizenship

GOVERNANCE

Weight Global Average

Behaves ethically 4.8% 68.0

Is fair in the way it does business 4.7% 69.4

Is open & transparent about the way it 
operates

4.3% 66.8

CITIZENSHIP

Weight Global Average

Has a positive influence on society 5.4% 69.5

Acts responsibly to protect the environment 3.9% 64.8

Supports good causes 3.8% 66.1

WORKPLACE

Weight Global Average

Demonstrates concern for employees 3.6% 67.0

Rewards employees fairly 3.5% 67.5

Equal opportunities in the workplace 3.3% 68.6



Offers products and services that are a good value for the money 5.3% 

Is fair in the way it does business 5.4%

Behaves ethically 5.2% 

Offers high quality products and services 5.2%

Meets customer needs 5.2% 

Stands behind its products and services 4.5% 

Rewards its employees fairly 4.4% 

An Approach to Reputation Differentiation in Insurance Industry 
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Has a positive influence on society 5.1% 

Is open and transparent about the way the company operates 4.8% 

Delivers financial results that are better than expected 4.5% 

Is a well organized company 4.4% 

Is generally the first company to go to market with 
new products and services 4.4%

Acts responsibly to protect the environment 4.3% 

Has excellent managers 4.3% 2
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each set 
move 
together



Risk Factors: Insurance Sector

7.  CEO Resignation Following Financial Scandal
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Risk Factors: Insurance Sector

6.  Significant Layoff
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Risk Factors: Insurance Sector

5.  Failure to Meet Financial Targets
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+ 5.3%

- 3.9%

Su
p

p
o

rt
er

s
D

et
ra

ct
o

rs

72.8

68.8

71.7

70.7

70.9

72.1

74.0

70.7

- 7.4% 
reputation 

impact

-7.0%

-3.4%

-5.4%

-6.0%

-3.3%

-10.1%

-10.9%



Risk Factors: Insurance Sector

4.  Product Issues
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Risk Factors: Insurance Sector

3.  Lack of Confidence in Leadership
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Risk Factors: Insurance Sector

2.  Low Community and Cultural Sensitivity
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Risk Factors: Insurance Sector

1.  Privacy Violation
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Case Study
Leveraging Good Ethics in Insurance: Allstate



Problem: Great Recession and Hurricane Katrina severely impacted Allstate

Downward pressure on 
Allstate’s reputation



Allstate: Developed a Reputation Based Governance System 

The Approach:

• Our first challenge was to provide a longitudinal benchmark for 
Allstate’s reputation relative to other insurance companies

• Reputation Institute helped to create a highly customized and 
comprehensive reputation measurement and management system, 
that drove a commitment to CSR and ethical behavior.

In partnership with Reputation Institute, Allstate develop action plan to enhance its reputation and address the underlying cynicism among a multi-
stakeholder audience. In particular, Allstate needed help with understanding the drivers of reputation among different stakeholders – and to 
quantify the impact of key issues and messaging opportunities on key reputation KPIs and supportive behaviors. 

The Outcome:

• Internally, Allstate created a governance structure that monitors 
reputation across all stakeholders – that insight drives KPIs and 
mandated accountability targets for business leaders

• Allstate reputation significantly increased over time, to the point 
where its reputation is viewed as being “strong” across multiple 
stakeholders

Solution: Building Reputation Equity with a Focus on CSR and Good Ethics



Allstate: Establishing a Reputation Ecosystem

Starting with a Multi-stakeholder Approach to Managing Reputation



Allstate: Built a 360 Degree Reputation Management Program

Strategic Initiatives: Key Actions to Enhance Reputation Inside Out

Employee volunteerism Community based programs Integrated marketing

“Bringing Good to Life”

Agent “Force for Good”



Key Opportunities Associated with Bringing Good to Life

Key Insight: Strategic focus areas to enhance reputation 



Validation of Allstate’s Success and Ethical Behavior

Allstate is Now One of the Most Ethical Companies in the World



Reputation and ethical behaviour in the insurance industry


