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FOREWORD   

Even today, the exact origins of 
this quote remain unclear. Some 
say it was Benjamin Franklin, one 
of America’s Founding Fathers; 
others claim it was a proverb that 
long predates Franklin’s time. 
Regardless, it is the mandatory 
fuel that should guide any 
company.
 
Especially in these turbulent 
times in which we all live. 
Exhilarating and terrifying in 
many ways, the world seems 
more hostile now. 
 
But is it the case? 
 
Sure, the world as we knew it is 
gone, and there is grief in that 
reality. We have all lost someone 
or something during this 
pandemic. The way of life — and 
working — that we thought 
would carry on as it always had is 
no longer present. And, 
sometimes, thinking of the task 
of rebuilding — of accepting 
what has been broken and 
making things anew — is so 
daunting that it’s almost easier to 
believe it can’t be done.
 
But it can.
 

If the coronavirus pandemic 
triggered an economic disaster 
and exposed fractures, it also 
shows us where we need to 
rebuild. Every business has had its 
reality checked and uncovered. 
No more excuses. Urgent calls 
have to be made, moral 
imperatives have to be stood for, 
employees’ and customers’ needs 
have to be prioritized.
 
This is very uncomfortable work. 
Very uncomfortable.

And this work can no longer be 
postponed. It is our 
responsibility to step up, to be 
accountable for learning how to 
be not just conscious people, 
but conscious businesses.
 
This “urgent” environment has 
forced many difficult 
conversations around key societal 
issues, from labor and consumer 
protections to company ethics, 
inequalities, and climate change. 
But it also offers the great 
opportunity to take a deeper look 
at the ways we are avoiding and 
ignoring what we know to be true: 
We cannot go back to the way we 
were doing business. 

“If you fail to prepare, you are preparing to fail”
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It wasn’t sustainable, it wasn’t fair, and it definitely 
didn’t have our collective well-being near the top of 
the list.
 
Reputation is fickle in the hyper-transparent 
world, in front of conscious consumers. 
 
As a strategy consultant and a business thinker 
for the last 20 years, I help companies minimize 
risks, and I provide the necessary tools and 
insights to maximize opportunities. As a woman 
in consulting, my mission is to ensure that 
women's voices are heard, respected, and 
understood, in order for companies to properly 
address women's needs and wants. When we 
listen, when we understand, we do better. 
 
I prepared this report on reputation challenges and 
opportunities in the beauty industry to be as 
knowledgeable and digestible as possible while 
highlighting the critical parts in terms of trends 
and management concepts. 
 
The objective is to open up a conversation 
around reputation and its necessary protection. 
It is the knowledge base that will help you to 
make decisions for the future of your company. 
The report mixes business practices and 
management concepts with forecasting of 
socio-cultural trends in order for CEOs and 
c-level executives at international brands to find 
new ways to protect their businesses.
 
Finally, it is an invitation to meet and understand a 
potent and powerful change in womanhood that is 
reshaping society for the better. So much better. 
More than ever before, women want to be 
known by society, by companies, by men inside 
these companies. As companies, you can resist 
this change or you can empower it. Your choice 
will determine your relevance, and so your 
survival, for the next decade. 
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Being a leader requires a journey consisting of many steps on a 
path that takes us down a winding road of constant evolution. 
Being aware is the first step.  

The second is trusting the power of mutuality and co-creation; 
may this document open more curiosity, exchange, nourishment, 
and, hopefully, collaboration. I am here to help.  
 
 
Thank you, 
Laurence

 

Laurence Duarte
Global Strategy Consultant

Founder of Strat & Shield Co, 
Harvard Business Review Contributor

Contact: laurence@stratandshield.com
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THE GROWTH AND 
PROTECTION PARADOX   

Growth and Protection are two 
keywords in the executive’s mind 
but they are also a 21st-century 
business paradox. Without 
growth, no company can survive, 
but with growth companies may 
jeopardize their safety.

In today's age of hyper 
transparency, as beauty brands 
continue to expand globally and 
operate in new and unfamiliar 
countries and markets, 
organizations face increasing 
volatility, complexity and 
ambiguity, putting itself at 
significant risk. Some risks are 
well-known — like political and 
economic competition — while 
others may remain less known 
and underestimated.
 
Criminal and reputational risks 
are especially troubling 
examples. Today, companies that 
have not traditionally been 
exposed to more than the most 
rudimentary security risks are 
entangled in all sorts of criminal 
events leading to disruption, 
financial losses, and reputation 
damage.
 

Yet these attacks don’t happen 
by chance. They are the results 
of a company’s actions (or 
inactions), which means that the 
likelihood of suffering the 
consequences of business crime 
and reputation loss are 
determined by the way 
companies protect their 
business and by the choices 
they make on a daily basis.

It is imperative to take ownership 
of the future and to develop 
awareness around these issues to 
ensure success. It can be done a 
responsible, anticipatory and 
preventative way – by gauging 
current conditions and building 
effective preventative measures. 

Or it can be done the 
irresponsible, chaotic and hard 
way by waiting for the inevitable 
reputational crisis to hit and 
reacting, in a disadvantaged and 
sub-optimal way, after the fact. 
Smart organizations are prepared 
to, and will deal with, reputational 
hits effectively when they happen; 
they will also go the extra mile to 
delve into what happened and 

8

“We can’t craft a proper strategy 
if we don’t know the risks.”



how to do things better in the future, often 
even questioning their very business model. 
Good leadership reframes potential risks into 
opportunities. 

By integrating reputation protection into 
its business strategy, brands can take on 
the challenges of operating in an unstable 
world, ensuring, protecting and enhancing 
their growth and competitive advantage.
 
To do so, companies must carefully weigh 
criminal and reputation risks against profits 
and losses. It must consider the 
consequences of action vs. inaction. We are 
at the very beginning of understanding all 
the ins and outs of reputation risk but it is 
clear that it is here to stay and with 
continued rapid technological and 
communications change it will only grow in 
size and complexity.

Reputation risk must be quantified and 
managed. Even if it is a difficult and 
uncomfortable topic. Even if it is scary and 
reveals weaknesses. Even if it is 
overwhelming due to the range of 
potential threats facing any company 
specializing in cosmetics, perfume, and 
products for skin and hair care, and the 
tremendous impact they could have.
 
This document was designed to give beauty 
brands some useful insights, perspectives 
and strategies to get started in tackling this 
important subject 
 
Fortune favors the brave, but with people’s 
lives and the success of the business at stake, 
caution cannot simply be thrown to the 
wind. 
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Being a leader requires a journey consisting of many steps on a 
path that takes us down a winding road of constant evolution. 
Being aware is the first step.  

The second is trusting the power of mutuality and co-creation; 
may this document open more curiosity, exchange, nourishment, 
and, hopefully, collaboration. I am here to help.  
 
 
Thank you, 
Laurence

 

Laurence Duarte
Global Strategy Consultant

Founder of Strat & Shield Co, 
Harvard Business Review Contributor

Contact: laurence@stratandshield.com
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BECOMING REPUTATION-
READY   

Reputation has always played a major role in attracting 
consumers. For a long time, it has been managed by the 
communication, public relations, and marketing teams, 
putting brand and reputation in the same basket and giving 
a false sense that the “reputation” of a brand/company can 
be controlled internally.

However, that is not the case. Foremost, it is important to 
recognize that if brand and reputation complement one 
another,  they are not the same. A company can influence its 
reputation; it cannot create (or re-create) it like it can its 
brand. Brand is the promise you make; your reputation 
depends on whether you keep that promise.

A brand is developed from the inside out. It is how a 
company presents itself to its customers, employees, and 
the public. 

A well-cultivated brand is a public representation of a 
company’s core values. It can help enhance a company’s 
reputation. Companies have control over their brand; it 
comes out of the products a company sells, the stores in 
which they sell them, and the well-executed commercials, 
social media posts, and print ads they use to raise awareness 
of what their company is and what it represents. 

“In a sense, a company’s reputation is the ultimate intangible. 
It’s literally nothing more than how the organization is 
perceived by a variety of people. It is slippery, volatile, easily 
compromised, impossible to control, amorphous.” 

— Jonathan Low and Pam Cohen Kalafut 
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On the other hand, reputation doesn’t belong to 
companies. A reputation is building from the 
outside in. It is a perception held by others 
about your company, in anticipation of future 
behavior. 

Reputation is something you are given by others: 
You do not choose it; others assign it to you so its 
quality is a reflection of how they see you. It’s 
cultivated through news reports, word of mouth, 
and online chatter. It’s about how the public 
perceives your company, and whether — and to 
what extent — the public feels you’ve lived up to 
the promise of your brand. 

 The quality of reputation is determined by your 
behavior, good or bad, within the context of your 
market or local environment. This quality is 
comparative and depends as much on the 
reputation of rivals as it does your own. You can, 
of course, influence how others see you by 
your behavior, but a reputation is earned as a 
consequence of actions. 

Then, in today’s world, a poor reputation can ruin 
a brand a company spent decades — even 
centuries — building. The ways we communicate 
have become increasingly complex, and the 
“manipulation” levers are too numerous and 
unstable. 

The thoughts of the father of public relations — 
and modern propaganda — Edward Bernays 
asserting that  "we are governed, our minds are 
molded, our tastes formed, our ideas suggested, 
largely by men we have never heard of” is now 
being very challenged. Reputation management 
and protection are now, more than ever before, 
tremendously important, due to three major 
shifts in society.  
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First, the company’s dirty laundry is now 
very public. The transparency revolution 
makes the walls of any organization turn to 
glass; it is now almost impossible to keep 
lies, manipulation, deception, and unethical, 
incongruent, or “not ok” behaviors inside 
the company. 

Second, we are entering into the “conscious 
consumerism” consumer model. The 
buying practices are increasingly driven by 
a commitment to make purchasing 
decisions that have a positive personal 
impact (i.e., well-being, status) as well as a 
social, economic, and environmental 
impact. This means consumers are buying 
into businesses —  large and small — that 
lead with their moral compasses, and refuse 
to compromise the well-being of workers, 
animals, or the environment for financial 
gain. 

Third, the definition of crime from a 
business perspective is much broader, from 
any undesirable behavior or act that’s seen 
as illegal to now include unethical and/or 
anti-social actions with unacceptable 
consequences. Stakeholders, including 
consumers and investors, continue 
adapting the definition of crime to their 
view, exercising their responsibility and 
forcing businesses to more ethical, 
responsible and sustainable ways of 
behaving. They denounce and condemn 
abuses to shape more ethical business 
behavior. 

 

01

02

03
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Being a woman is sacred, it’s rebellious. It’s 
an act against judgment and consumption. 
You carry the burden of all the eyes in the 
world. At times it is merely impossible to 
see your true self. I wish I could meet my 
younger self and tell her not to care. The 
body you so harshly despise then, will 
become your armor. Let them look, let them 
envy your power.

– Begum Yetis

“



The 21st century has seen the emergence of conscious 
consumers who live in a completely new system of values 
and behaviors, open to ecology, solidarity, feminine values 
and innerawakening.

In light of this movement, some even think that these 
creators of new cultures constitute the start of a 
post-modern civilization as important as the dawn of 
the modern world 500 years ago with the Renaissance.

They apply four types of values:
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ZOOM: THE RISE OF CONSCIOUS CONSUMERS

1

2

Personal involvement in society 
through local, global, immediate and 
long-term solidarity commitments;

 

A feminine vision of relationships 
and things;

 

3

4

The integration of ecology, organic 
food, and natural health methods;

 

The importance of personal 
development, introspection, 
and new spiritualities.

 



Psychologically, they share an 
important point: They cannot 
stand being divided, cut off, in 
contradiction with themselves. 
That is why, today, major brands 
are increasingly subject to violent 
attacks.These brands are part of 
consumer life, and are accused of 
flooding the market with 
advertisements that play on 
feelings and values in order to 
create a close bond with 
consumers.

When these brands’ poor social or 
environmental practices are 
exposed, the reaction is all the 
more vicious, for they no longer 
reflect the message they 
broadcast. The consumer feels
betrayed by the brand.

The keywords of this new 
generation are consistency, 
congruence, interaction, synergy.
For them, preaching respect for 
environmental balance and not 
applying it in one’s daily life is 
intolerable.

Their desire is to seek depth. One 
can no longer simply look with 
an ordinary eye; that is, just at 
the surface of things, and make 
one’s judgment. 

No, one’s vision must be more 
acute. One must look through 
the skin to uncover the heart and 
soul, discover possibilities there 
that were not evident or 
promised on the outside, and 
that an ordinary glance could 
not have detected.

This generation seeks to 
experience real fraternity, one 
attained after having exhausted 
the singularity of individual 
thought and being, after having 
ascertained the entire spectrum 
of human difference. 

They seek nourishment from an 
intense transcendent or 
immanent quest, always open 
onto the unknown, and thus 
enriched by new worlds.
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NO MORE ACTING 
“TEAR OFF YOUR 
MASK, YOUR FACE IS 
GLORIOUS” 

- Rumi



THE BENEFITS OF POSITIVE REPUTATION

Attract 
Better 
People

Achieve 
Premium 

Price 

Retain Higher 
Customer 

Loyalty

Realize 
Higher Market 

Value

Firms with strong positive 
reputations attract better people. 
They are perceived as providing 
more value, which often allows 
them to charge a premium. Their 
customers are more loyal and 
buy broader ranges of products 
and services. Because the market 
believes that such companies will 
deliver sustained earnings and 
future growth, they have higher 
price-earnings multiples and 
market values and lower costs of 
capital. 
 
The total value of the world’s 
top 50 most valuable cosmetic 
brands in 2021 is US $124.8 
billion (Source: BrandFinance).

In an economy where 90% of 
market value comes from 
intangible assets such as brand 
equity, intellectual capital, and 
goodwill, many organizations are 
especially vulnerable to anything 
that damages their reputation.

 

Fundamental to the success of 
an organization, reputation risk 
usually falls outside the scope of 
traditional enterprise risk 
management — largely because 
it is hard to neatly package and 
measure. It is not an operational 
risk — it could better be 
described as a strategic risk. The 
elements comprising reputation 
risk differ depending on the 
scope of the organization, 
makeup of its stakeholders, 
nature of its business and media 
and social presence, among 
hundreds of other factors. 
 
Understanding and measuring 
your reputation risk is crucial in 
a world where intangible assets 
command increasing value. 
Corporations are being judged 
on their net contribution to 
society, with the expectation 
that they should do more than 
make a profit. Meanwhile, 
reputation can change from 
one news cycle to the next.
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An image built over decades 
can be undermined by a single 
action. Companies are at the 
mercy of anyone who has 
something to say about it — 
its products, its services, its 
strategy — and a forum in 
which to say it.
 
Consequently, it’s vital to 
understand and measure your 
exposure to and the impact of
reputation risk as part of your 
risk management strategy.

The loss of future revenue due to 
an adverse event can be a high 
multiple of the immediate loss 
from a particular issue. 
Any company’s reputation is 
grounded in the perceptions of 
its stakeholders, rather than its 
own operations. While poor 
corporate behavior almost 
invariably causes reputational 
risk, so too can adverse events 
outside the organization’s 
control.

Paula Bronstein



LA BEAUTÉ 
C’EST L’AMOUR 
DE SOI.  

Art Shay

Reputation is truly based on a 
company’s ability to deliver on its 
brand promise and purpose. In turn, 
fulfilling that purpose drives trust, 
loyalty, and sales. Educating and 
empowering company’s teams with 
investment in people regarding 
reputation awareness and attacks 
is vital.

Doing the right thing by establishing 
a healthy and safe culture among 
brands and geographies will help all 
businesses define and protect their 
reputation. 



REPUTATION MANAGEMENT: PROTECT 
YOUR REPUTATION

 

Protection: noun the action of protecting, or the 
state of being protected; a person or thing that 
prevents someone or something from suffering 
harm or injury.
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If branding plays a role in shaping reputation, it is 
not the only thing. Corporate culture, internal 
and external criminal attacks and lack of 
alignment with public pulse shape companies’ 
reputation as well. 

That’s where reputation management comes 
in. It helps companies identify, preserve and 
mitigate reputational risk as well as seek out 
possible opportunities. You can’t really know 
what you have — and what you need to look 
out for — until you’ve measured it. 

Reputation management is the practice of 
influencing stakeholder perceptions and public 
conversations about an organization and its 
brands. It includes monitoring perceptions and 
conversations, responding to reputation threats 
and proactively seizing opportunities to boost 
reputation.

Reputation management is not a one-person 
job; it is collective work, and almost everyone 
across the organization has a role to play in 
managing and cultivating a company’s 
reputation. Unlike branding, it’s not solely the 
domain of marketing. 
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The organization of reputation management is, by 
nature, cross-functional. The structure invites the 
power, the qualities, and the competencies 
of the company’s collective (strategy, legal, security, 
compliance, ethics, risks management, data, finance, 
communication, marketing, global affairs, human 
resources, R&I, geography, growth) into a communal 
conversation about what leads to a great reputation 
and how to sustain it. 

To ensure effective and profitable reputation 
management, three principles are needed: 

01

02

03

Reputation management should be 
seen and implemented as a strategic 
choice. It is the only way to ensure 
growth with awareness of criminal 
threats, reputational risks and with 
the willingness to mitigate them.

Reputation is truly based on a 
company’s ability to deliver on its 
brand promise and purpose. In turn, 
fulfilling that purpose drives trust, 
loyalty, and sales. Educating and 
empowering company’s teams with 
investment in people regarding 
reputation awareness and attacks 
is vital.

Doing the right thing by establishing 
a healthy and safe culture among 
brands and geographies will help all 
businesses define and protect their 
reputation. 
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ZOOM: THE REPUTATION COMPANY BIAIS

Gauging the organization’s true character is difficult 
for three reasons: 

It is normal and welcomed for senior executives to 
tend to be optimists and cheerleaders. Their natural 
inclination is to believe the praise heaped on their 
companies and to discount the criticism. But looking 
at the world and one’s organization through 
rose-tinted glasses is an abdication of responsibility. 
Being tough-minded about both will enable a 
company to build a strong reputation that it deserves.

Managers—business unit and 
functional heads as well as 
corporate executives—have a 
natural tendency to overestimate 
their organizations’ and their own 
capabilities. 

Executives tend to believe that their 
company has a good reputation if 
there is no indication that it is bad, 
when in fact the company has no 
reputation in that area. 

Finally, expectations get managed: 
Sometimes they are set low in 
order to ensure that performance 
objectives will be achieved, and 
other times they are set 
optimistically high in an attempt 
to impress superiors or the market.

 

01

02

03
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BEAUTY LIVES IN PLACE 
FAR BENEATH YOUR 
FACE.

Michelle Siu



DEFINING REPUTATIONAL RISKS

Reputation risk is the potential for any event, 
controllable or otherwise, to damage your organisation’s 
reputation. It is the risk to the organisation from 
stakeholder perceptions of your profitability, brand 
value, authenticity, or ability to perform your corporate 
function.

ZOOM: REPUTATION RISK IN THE AGE 
OF HYPER-TRANSPARENCY 

transparency + data + velocity = hyper - transparency 
(Big & small data traveling & impacting at the speed of 
light)
 

In today's hyper - transparent world, organizations need 
to do both things – build and defend their reputations 
and be (or be perceived to be) “good” in the eyes of most 
stakeholders. The recent annals of reputations lost and 
never recovered are littered with examples of 
companies that did neither: Enron, Lehman Brothers, 
Barings and WorldCom come to mind. There’s a reason 
why we have seen so many more of these cases since 
the turn of the century – the age of hyper - transparency 
has changed the very nature of “reputation” from 
something somewhat amorphous and superficial to 
something more material and impactful.
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Character is like a tree and reputation like its shadow. 
The shadow is what we think of it; the tree is the real 
thing.

Abraham Lincoln
“



28Jean Chung



REAL WOMAN. 
REAL BEAUTY. 
REAL LIFE. 

DETERMINANTS OF REPUTATIONAL RISK

Four things determine the extent to which a 
company is exposed to reputational risk. 

whether its reputation exceeds its true 
character. Reputation is a matter of perception. 
Reputation is distinct from the actual character or 
behavior of the company and may be better or 
worse. When the reputation of a company is more 
positive than its underlying reality, this gap poses 
a substantial risk. Eventually, the failure of a firm 
to live up to its billing will be revealed, and its 
reputation will decline until it more closely 
matches the reality. To bridge reputation-reality 
gaps, a company must either improve its ability to 
meet expectations or reduce expectations by 
promising less.

how much you get protected from criminal 
threats. From cybercrime to competitors' attacks, 
from counterfeiting to harassment, from CSuite 
and employee misbehaviors to regulation 
breaches, internal and external criminal actions 
can lead to scandals and reputation damages. 
In today’s cancel culture, we’re all just an 
accusation away from serious harm. While there 
is an almost endless list of examples of reputation 
risk,  in order to grow while also staying protected, 
a company must be aware of all possible threats 
and have a plan to mitigate them. 
 

 

1
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The feminine force of creation embodies the 
qualities of nurturing, receptivity, creativity, 
compassion, intuition, sensuality, inclusion, mystery, 
renewal and unconditional love. 

The masculine force of creation embodies the 
qualities of action, drive, focus, illumination, 
determination, achievement, logic, order, and higher 
consciousness.
 
Every human being possesses both feminine and 
masculine principles and potentials. Although the 
feminine force is equally present in all genders, many 
of its qualities have been denigrated and assigned to 
being merely female and therefore “less than.”
The feminine energy is nurturing, soft, grounded 
with strong boundaries, and trusting of her intuition. 
The mature masculine energy is present, logical, and 
focused with a deep desire to protect and build. 
 
Today, there is a call to rebalance our Masculine 
systems, structures, rituals, relationships, and ideas 
about ourselves by redeveloping our skills in 
honoring our feminine. 

Any company from beauty to fashion that shapes 
the future of women's well-being in many ways, it 
is vital to notice the changes in values and 
practices and embrace the rise of the Feminine.  

how much external beliefs and expectations 
change, which can widen or (less likely) 
narrow this gap. The changing beliefs and 
expectations of stakeholders are another major 
determinant of reputational risk. When 
expectations are shifting and the company’s 
character stays the same, the reputation-reality 
gap widens and risks increase. Companies should 
foresee signs that stakeholders’ beliefs and 
expectations are changing and confirm their 
validity.

the quality of internal coordination, which also 
can affect the gap. Another major source of 
reputational risk is poor coordination of the 
decisions made by different business units and 
functions. Poor internal coordination also inhibits 
a company’s ability to identify changing beliefs 
and expectations. 
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Understanding the factors that determine reputational risks to 
enable companies to take action to address it. 

CREATING A FRAMEWORK FOR MANAGING 
REPUTATIONAL RISKS

Determinants 
of Reputational 
Risks

Reputation- 
reality gap

Complex 
reputational 
risks exposure

Changing 
beliefs and 
expectations

Weak internal 
coordination

Ways to 
Manage 
Reputational 
Risks

Objectively 
assess 
reputation 
versus reality

Examine the 
gap between 
the company’s 
reputation and 
actual 
performance 
and make 
necessary 
improvements.

Assess threats 
and monitor 
attacks 
perception

Identify risks 
and attacks 
effects. Foresee 
emerging 
threats and 
implement 
reputational 
risks 
intelligence.

Assess and 
accept impact 
of changing 
reputation

Know that 
stakeholders 
changing 
expectations will 
affect even if 
they seem 
unreasonable at 
that time. 

Explicitly focus 
on reputational 
risks and 
manage it in a 
proactive and 
coordinated 
manner 

Assign one 
person the task 
of managing 
reputational risk. 

Strong and sustainable reputation
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REAL WOMAN. 
REAL BEAUTY. 
REAL LIFE. 

MANAGING REPUTATIONAL RISK

It takes many good deeds to build a good 
reputation, and only one bad one to lose it.

- Benjamin Franklin

“
Effectively managing reputational risk involves six steps: 
 

1 assessing your 
company’s reputation 
among stakeholders

2 evaluating your 
company’s real character

3 closing reputation- 
reality gaps 

4 mitigating 
criminal attacks

5 monitoring changing 
beliefs and expectations

6 putting a senior 
executive below the 
CEO in charge.
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leadership role will be critical 
to the post-pandemic recovery.

It is not an easy task; while 
business leaders are expected to 
drive change, the mistrust in 
what they are saying is very 
acute. Building and keeping 
trust will be critical.
 
Trust is the basis for almost 
everything we do. It’s the 
foundation on which our laws 
and contracts are built. It’s the 
reason we’re willing to exchange 
our hard-earned wages for 
goods and services, to pledge 
our lives to another person in 
marriage, and to cast a ballot for 
someone who will represent our 
interests.
 
Trust is intimately related to 
generosity, humility, courage 
and justice. Justice in contracts. 
Courage of thoughts and 
expression. Humility in the face 
of truth. Generosity towards 
others.

ASSESS REPUTATION IN THE NEW 
STAKEHOLDER-CENTRIC ENVIRONMENT

 

Serving all your stakeholders is the best way to produce 
long- term results and create a growing, prosperous 
company … Let me be very clear about this: there is no 
conflict between serving all your stakeholders and 
providing excellent returns for shareholders. In the long 
term it is impossible to have one without the other. 
However, serving all these stakeholder groups requires 
discipline, vision, and committed leadership

- Bill George

“

Since reputation is perception, it is perception that must be 
measured. This argues for the assessment of reputation in 
multiple areas, in ways that are contextual, objective, and, if 
possible, quantitative. Three questions need to be addressed: 
What is the company’s reputation in each area (product quality, 
financial performance, and so on)? Why? How do these 
reputations compare with those of the firm’s peers?
 
Social networks and the digitalisation of the media have given 
stakeholders and activists a voice and ubiquitous sharing 
platforms. Never before has the business world been under so 
much pressure to tackle society’s most intractable problems.
In response, the most progressive businesses are increasingly 
adopting a more inclusive approach – Stakeholder Capitalism.

To win in the new stakeholder-centric environment, 
organisations need rich intelligence covering a broad range 
of stakeholders, sources, regions and issues.

Stakeholder Intelligence helps to surface the issues that matter 
most and help reduce their impact.
 
Various techniques exist for evaluating a company’s reputation. 
They include media analysis, surveys of stakeholders (customers, 
employees, investors, NGOs) and industry executives, focus 
groups, and public opinion polls. Although all are useful, a 
detailed and structured analysis of what the social networks 
and media are saying is especially important because the media 
shape the perceptions and expectations of all stakeholders.



Flore Ael Surun



Making things and providing 
services are important. Our 
customers, partners and employees 
need to know how it is done and 
why it is done well. Skills, know-how, 
tradition, provenance, purpose and 
partnerships are critical. So are data 
privacy, security and risk 
management. It is all about 
cultivating our capabilities and 
competitive advantages and clearly 
demonstrating these by offering 
high-quality and consistent 
information and showing that we 
put our customers, their protection 
and their rights first — without, of 
course, harming our employees or 
the planet in order to succeed.

AWARENESS THRESHOLD: REPUTATIONAL 
CONTRIBUTORS AND REPUTATION CATEGORIES

Multi Categories Reputation 
 

Product quality and efficiency
Corporate governance 

Employee relations 
Customer service 

Intellectual capital 
Financial performance 

Handling of environmental 
and social issues
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Understanding exactly how beliefs and expectations are evolving is 
not easy, but there are ways to develop a picture over time. 
 
Regular surveys of employees, customers, and other stakeholders 
can reveal whether their priorities are changing if they take the 
additional step of considering whether the data suggest that a gap 
between reputation and reality is materializing or widening. 

Companies are embedded in their social, economic, and political 
context — not separate from it. That means they are directly 
connected to the major crises that engulf society, from climate 
change to income inequality and beyond. Periodic surveys of experts 
in different fields can identify political, demographic, and social trends 
that could affect the reputation-reality gap. 

“Open response” questions can be used to elicit new issues of 
importance—and thus new expectations—that other questions might 
miss. It is generally useful to supplement these surveys with focus 
groups and in-depth interviews to develop a deeper understanding of 
the causes and possible consequences of trends.

Influential NGOs that could make companies a target are one group 
of stakeholders that should be monitored. These include 
environmental activists; groups concerned about wages, working 
conditions, and labor practices; consumers’ rights groups; 
globalization foes; and animals’ rights groups. Many executives are 
skeptical about whether such organizations are genuinely interested 
in working collaboratively with companies to achieve change for the 
public good. But NGOs are a fact of life, must be engaged and seen as 
co-creators, and innovation initiators. Interviews with them can also 
be a good way of identifying issues that may not yet have appeared 
on the company’s radar screen.

Social networks and media shape the public’s beliefs and 
expectations. By gathering data from social media, print news, online 
and broadcast channels, L’Oréal can listen and analyse the thoughts 
and feelings of their different stakeholders. Plus, paying attention to 
what’s trending makes it easier to identify crises and anticipate how 
issues can impact your business. Machine learning and connected 
intelligence tools help to mine this rich data stream to identify 
sentiments and topics that pose potential risk.

Finally, scandals from your competitors and other industries should 
be monitored and understood as they can reveal changes in the 
beliefs and expectations as well. It is not because you have not been 
impacted that you are not concerned.

MONITOR CHANGING BELIEFS AND EXPECTATIONS

36



REPUTATION / CRIME RISKS VISUALIZATION

Methods
Insider Fraud, Embezzlement, 
Bribery, Stock manipulation, 
fraudulent/forged financial 
statement, conflicts of 
interest, cartels, Illicit financial 
flow, tax evasion.

Actors
Corporate executive, 
managers

Actors
Employees, ex employees

Methods
Sabotage, product 
contamination, rumors, 
theft

Actors
Corporate executive, 
managers

Actors
Competitors, States

Methods
Political, administration, 
legal corruption: 
bribery, extortion, 
conflict ofinterest, 
abuse of discretion, 
embezzlement, 
patronage, nepotism, 
cronism.

Methods
Word of mouth Rumors / 
Online Rumors (Hoax, 
internet troll) / Cy-ops

Actors
Activists, Hacktivists (Social, 
Political, Religious, 
Environmental, Racial)

Actors
Organized crime

Methods
Demos including marches, 
strikes, sit-ins, sleep-ins, 
teach-ins, street theater, 
hunger strikes. Violent 
actions including 
vandalism, sabotage and 
hacking, online signatures, 
boycotts, Cy-ops, bad 
coverage campaigns. 

Methods
Illicit counterfeit products 
sold in official markets and 
underground markets.

Actors
Employees, ex employees

Methods
Insider Fraud, Embezzlement, 
Stock manipulation, 
fraudulent/ forged financial 
statement, conflicts of 
interest, illicit financial flow.

Brand
Reputation

Business
Reputation

Company Illegal actions
Corporate violence

Crime of globalization

Insider 
White Collar

Criminal Attacks

Workplace 
Revenge

Criminal Attacks

Competition
Criminal Attacks

Subversive 
Criminal Attacks

Counterfeiting 
Attacks

Corruption crime
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“THE ONLY LASTING 
BEAUTY IS THE BEAUTY 
OF THE HEART.” 

 MITIGATE THE EXPOSURE TO CRIMINAL RISKS

Understanding and managing reputational 
risk linked to criminal attacks will help 
organisations to limit its reputation exposure.  
For instance, disgruntled employees, poor 
decision making by the C-suite executives, 
data breaches, negative social media posts, 
fake news and bad press can all lead to cracks 
in a company’s reputation. Usually the risks 
department focuses on threat identification, 
risks/assets impact, prioritization and 
mitigation. 

It will be beneficial to understand the 
criticalities of reputation to the organization’s 
mission, to monitor the impacts of criminal 
attacks on company’s reputation, and to create 
a situational awareness to constantly foresee 
and assess reputation, strengths, assets, 
liabilities, threats, risks you face, to be able to 
effectively prepare for disruptions, respond to 
them, and bounce back from them.
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However absorbed a commander 
may be in the elaboration of his 
own thoughts, it is sometimes 
necessary to take the enemy into 
account 

- Winston Churchill

“



PUT ONE PERSON IN CHARGE 

Assessing reputation, evaluating 
reality, identifying and closing 
gaps, mitigating criminals 
threats and monitoring 
changing beliefs and 
expectations will not happen 
automatically. 

The CEO has to recognize that 
reputational risk is a distinct 
category of risk and give one 
person unambiguous 
responsibility for managing it. 
This person can then identify 
all the parts of the organization 
whose activities can affect or 
pose risks to its overall 
reputation and enhance the 
coordination among its 
functions and units. The 
improvements in decision 
making will undoubtedly result 
in a better-run company 
overall.
 
Obvious candidates are the COO, 
the CFO, and the head of Ethics, 
Risks Management and 
Compliance, strategic planning, 
and internal audit. They have the 
credibility and control some of 
the resources necessary to do 

the job. In general, those whose 
existing responsibilities pose 
potential conflicts probably 
shouldn’t be chosen. People 
holding top “spin” jobs, such as 
the heads of marketing and 
corporate communications, fall 
into this category.
 
So does the general counsel, 
whose job of defending the 
company means his relationship 
with stakeholders is often 
adversarial and whose typical 
response to media inquiries is 
“no comment.”

The chosen executive should 
periodically report to top 
management and the board on 
what the key reputational risks 
are and how they are being 
managed. It is up to the CEO or 
the board to decide whether the 
risks are acceptable and, if not, 
what actions should be taken. In 
addition, top management and 
the board should periodically 
review the risk-management 
process and make suggestions 
for improving it.

Facing down reality. Facing reality, really facing it, 
is grueling work. Indeed, it can be unpleasant and 
often emotionally wrenching

- Diane Coutu

“
A call for the creation of a Brand Reputation 
Protection department
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Today, what has been asked from the Beauty 
Industry  is to advocate for women all over the 
world, nurture their bodies and souls, and 
reclaim their feelings, intuition, creativity, and 
humor. Your social responsibility as a beauty 
leader is there: offering support, energy to help 
women to reconnect with their heroine journey, 
validation and empowerment along the way. 
 
How can we support women's creative projects 
inside and outside Beauty companies. How can 
we provide more opportunities for women to 
become? How can we create a pro-woman 
beauty communication? How can we offer 
safety in the workplace? How can we become
 a post-pandemic trauma-informed company? 
How can we encourage more self-care? 
 
Beauty companies that recognize and awaken 
the creative force of the feminine can make 
profound and positive lasting change for the 
next generation of women. 
 
Let’s make beauty FEEL GOOD. 

THE QUALITATIVE CASE: 
STAKEHOLDER TRUST AT THE CORE 

Reputation hits hurt companies, and 
reputation enhancing-work helps companies, 
financially and often substantially so. 
Deploying an effective reputation risk 
management strategy could unlock hidden 
value that otherwise lies fallow in the silos of 
the organization. 
 
The table of the following page provided a 
summary of the major points regarding 
reputation, most of which revolve around one 
critically important theme: maintaining and 
improving stakeholder trust lies at the core of 
effective reputation risk management. 

Managing reputational risk isn’t an 
extraordinarily expensive undertaking that will 
require years to implement. Most companies 
have some elements already in place in 
disparate parts of the organization. The 
additional costs of installing and using the new 
tools described above to identify risks and 
design responses are not very high. This is a 
modest expense compared with the value at 
stake for many companies.
 

 Annie Leibovitz
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Factor The negative case of bad
reputation

The positive case of good
reputation with effective
reputation risks
management

Stock or other value impact Average 7 % drop on public
company stock (potentially
similar financial impact on
non - stock entities)
(Kossovsky data )

Average 13.5 % net
appreciation of public
company stock when
restoring reputation
(potentially similar financial
impact on non - stock
entities) (Kossovsky data )

Investor impact Loss of quality investors Attract quality investors

Third party impact Worse third party terms Better third party terms

Costs & expenses Extra cost of liability, legal,
compliance

Lower legal, liability or
compliance costs

Time & resources Loss of time, resources,
creativity of workforce sucked
into investigations & litigation

Time and work resources
focused on developing &
doing business, value
creation

Investigations One investigation will get you
more

many more Transparency
will avoid or minimize
investigations

Personal reputations Reputations adversely, even
irreparably damaged
especially executives and
board members

Reputations Intact

Business / mission impact Restructuring or demise of
business or business lines

Resilience of business and
business lines

Consumer impact Consumer dissatisfaction and
sales, volume, pricing losses

Consumer satisfaction ,
more sales, volume,
premium pricing

Employee impact Employee dissatisfaction,
cultural malaise

Employee satisfaction, esprit
de corps

New talent impact Hits on recruiting new talent,
loss of good talent, lost jobs

More jobs, attraction &
retention of coveted talent

Regulator impact Bad to worse relationships
with regulators in multiple
locations

Regulators more forgiving
when / if a problem occur

Media impact Under the media microscope Good media coverage , if
any

The business case for effective reputation risk management

41

Social media impact Social media coverage 
may be positive & useful to 
enhancing reputation

The social media watch 
is on and uncontrollable, 
magnifies reputational 
damage
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Katia Repina 

They liked me better when 
I was pretty and pleasing; 

I like me better when 
I’m in my power.

 

“



ZOOM: WHAT HAPPENS IF YOU BRING MORE 
WOMEN INTO A CULTURE THAT'S "GENDER BLIND"?

Our society is androcentric: it 
sees the world from a male 
perspective. Men are rewarded 
for their intelligence, drive, and 
dependability through position, 
prestige, and financial gain in the 
world.

Most workplace cultures today 
are very masculine, mainly due to 
the dominance of men in these 
organizations. The women who 
want to succeed need to adopt 
masculine traits, such as being 
highly assertive, strong in conflict, 
highly competitive, and not 
showing emotions. 

If women see themselves 
through a male lens and 
continuously measure 
themselves by standards of a 
male - defined culture, they will 
find themselves deficient or 
lacking in the qualities that men 
value. Women will never be men, 
and many women who are trying 
to be “ as good as men ” are 
injuring their feminine nature. 
Women start to define 
themselves in terms of deficits, in 
terms of what they don’t have or 

haven’t accomplished and 
begin to obscure and devalue 
themselves as women.
 
Women need to embrace their 
nature.  Research shows that 
when "she rises, the company 
rises," is because women bring 
more emotional intelligence, 
more ability to think outside the 
box, a richer set of constructive 
conflict skills, a better ability to 
influence rather than coerce. 
 
To lead teams today, the 
relevant question is what 
masculine and feminine 
elements and archetypes are 
in play in our culture, and how 
do they serve or hinder us? 

We cannot achieve our goals for 
diversity and equality if women 
become hyper-masculine at 
work. We cannot attract 
talented women to high-level 
business leadership roles if the 
cost for them is to not be their 
authentic self. We will not 
benefit from adding more of the 
same; we need diversity exactly 
to bring something new.
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Woman is primarily concerned with 
fostering. She can foster a body, foster a soul, 
foster a civilization, foster a community. 
If she has nothing to foster, she somehow 
loses the sense of her function .

“
- Joseph Campbell 

WE ARE 
ALL BEAUTIFUL.   
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All of us who professionally use the mass 
media are the shapers of society. We can 
vulgarize that society. We can brutalize it. 
Or we can help lift it onto a higher level.

- Bill Bernbach

“

Every business in our digital era is now facing 
reality checks and uncomfortable nakedness. No 
company is immune to scandals, however, 
connection is everything. Studies show that good 
long-lasting relationships with brands with 
favorable associations and efficient crisis 
management will help customers to pardon. 

In the beauty industry, women are asking more 
about their brands, they want their brand aligned 
with their values, and personal choices at a deeper 
level. They want their brands to become their good 
friends, their allies.  The post-covid era reinforces 
the need for more transparency, more safety, more 
support, more compassion, more acceptance. 
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CREATING REPUTATIONAL 
BRAND SHIELDS: THE 
BEAUTY INDUSTRY CASE
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FOUR REPUTATIONAL SHIELDS FOR 
THE BEAUTY INDUSTRY

Healthy 
Corporate 

Culture
Trust 

Sustainability
Pro-Woman 
Definition of 

Beauty



Mariana Cheoo



MY BRAND, MY GOOD FRIEND, MY ALLY

BEING A GOOD COMPANY

I've learned that people will forget what 
you said, people will forget what you did, 
but people will never forget how you made 
them feel.

- Maya Angelou

“
In the beauty industry, women are asking more about 
their brands, they want their brand aligned with their 
values, and personal choices at a deeper level. In the 
post-covid era, they want more transparency, more 
safety, more support, more compassion, more 
acceptance. 
 

Good corporate behaviors, including awareness, 
transparency, accountability and egalitarianism, are 
the core values that create the first reputational shield. 
Furthermore, they work like superpowers, increasing 
productivity, creating greater success, improving the 
quality of work and making business safer and more 
effective.

With a healthy culture, you will not only gain the trust of 
your employees, consumers and stakeholders but also 
strengthen your resilience, minimize your risk of attacks 
and encourage cooperation and innovation.
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BEAUTY LIVES IN PLACE 
FAR BENEATH YOUR 
FACE.

Rineke Dijkstra



Trust

When you sell a product, you sell trust. Trust can’t be bought, 
it has to be proved. Building, retaining or rebuilding trust 
requires courage as it opens our hearts to deeper levels of 
what it means to be human. With trust, we are not only a 
collection of atomized individuals; we are a functioning 
whole.

Sustainability

Sustainability is increasingly becoming a necessity for 
corporations due to changing perspectives around the 
world. It is becoming even more critical for companies to 
address the gap between knowing and doing by embracing 
sustainable business practices. 

For instance, the beauty industry, has become a major 
contributor to water pollution - ie: glitter and other 
microplastics, troubling chemicals like UV filters, parabens, 
and triclosan, rigid plastics. Chemical pollutants, and plastics 
have started gaining attention because of the growing 
recognition of the extent of the problem. 

Consumers (from millennials to Gen Z) have becomed more 
vocal to push for change. They vote with their dollars and 
buy purposefully.  They purchase from sustainable brands 
and hold companies accountable for their impact. To meet 
consumer demands, add Brand Value and protection, any 
beauty company has to make sustainability vital to its 
development.   

A Pro-Woman Definition of Beauty

“ What is woman’s place at this stage of our cultural 
development? I feel strongly that it is to heal the split that 
tells us that our knowings, wishes, and desires are not as 
important nor as valid as those of the dominant male 
culture. Our task is to heal the internal split that tells us to 
override the feelings, intuition, and dream images that 
inform us of the truth of life. We must have the courage to 
live with paradox, the strength to hold the tension of not 
knowing the answers, and the willingness to listen to our 
inner wisdom and the wisdom of the planet, which begs for 
change.” 

Maureen Murdock
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The consumers of the Beauty 
market are women. Women in 
their role as consumers have 
been essential to the 
development of the beauty 
industry.  And more and more 
women are having a problem with 
messages associating physical 
attractiveness with success and 
happiness. They are having a 
problem with Beauty seen as a 
currency system like the gold 
standard, determined by politics 
and the male gaze. They are tired 
of being controlled by repressive 
ideals and stereotypes, where 
physical perfection is measured 
against fashion models and film 
stars. 

Where modern women are 
growing, moving, and expressing 
their individuality, the cosmetic 
industry shows beauty as inert, 
timeless, and generic.

Why does the industry feel the 
need to defend itself by evading 
the reality of women, our faces 
and voices and bodies, and 
reducing the meaning of women 
to these formulaic and endlessly 
reproduced “beautiful” images?

Beauty is aspirational. 
But the quest for beauty abetted 
by societal pressure can very 
quickly transform into appearance 
anxiety.  Images are often 
airbrushed and digitally altered to 
physically impossible perfection. 
There is an epidemic of 
appearance concerns amongst 
teenagers and adults in 
westernized countries and body 
image dissatisfaction is now 
considered normative. This 
dissatisfaction is described as a 
sense of sterility, emptiness, and 
dismemberment, even a sense of 

betrayal. Large numbers of 
people experience negative 
impacts on their well-being and, 
for many adolescents, adults, and 
even children, appearance 
concerns are influential in choices 
about a range of health behaviors. 
The challenges facing them 
include difficulties with social 
encounters and the problem of 
having to cope with negative self- 
perceptions. The beauty industry 
has a direct influence via its 
marketing and the dissemination 
of millions of images of its beauty 
ideal on the thoughts and 
behaviors related to appearance, 
and the pursuit of an idealized 
image of beauty, size, and weight.

But women are taking back 
their power.  They want to feel 
free inside their own minds. To 
do so, they take back the power 
of beauty, the inner one that 
makes the outer one so vibrant.  
They are pulling beauty up from 
their depths, they are creating a 
shift in culture: from surface 
and souless to depth and 
passion. 

Where is the place of the Beauty 
Industry in this deep shift? How 
can a beauty company support 
women’s journey to their 
never-fading beauty? To stay 
relevant and protected by their 
women consumers, Beauty 
brands should offer a safe place 
for women to flourish as they 
want. 

The brand’s capacity to see the 
true beauty of the woman is its 
central test to succeed in the 
beauty industry for the next 
decade. 
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REAL WOMAN. 
REAL BEAUTY. 
REAL LIFE. 

Nan Goldin



The feminine force of creation embodies the 
qualities of nurturing, receptivity, creativity, 
compassion, intuition, sensuality, inclusion, mystery, 
renewal and unconditional love. 

The masculine force of creation embodies the 
qualities of action, drive, focus, illumination, 
determination, achievement, logic, order, and higher 
consciousness.
 
Every human being possesses both feminine and 
masculine principles and potentials. Although the 
feminine force is equally present in all genders, many 
of its qualities have been denigrated and assigned to 
being merely female and therefore “less than.”
The feminine energy is nurturing, soft, grounded 
with strong boundaries, and trusting of her intuition. 
The mature masculine energy is present, logical, and 
focused with a deep desire to protect and build. 
 
Today, there is a call to rebalance our Masculine 
systems, structures, rituals, relationships, and ideas 
about ourselves by redeveloping our skills in 
honoring our feminine. 

Any company from beauty to fashion that shapes 
the future of women's well-being in many ways, it 
is vital to notice the changes in values and 
practices and embrace the rise of the Feminine.  

ZOOM: MOVING FORWARD: BALANCING 
FEMININE AND MASCULINE FORCES



Worldwide, the rise of the Feminine looks like:
 
a rise in Self-respect and Self-esteem.

a rise in heart-centred business and communication.

a rise in acceptance of emotional expression.

a decline in rigid gender roles.

a decline in racist attitudes.

women and children being Silent No More.

the empowerment of the Feminine Voice.

the empowerment of the Indigenous Voice.

the empowerment of the Earth’s Voice.

Men being allowed to soften.

Men honouring their own vulnerability.

a rise in self-accountability.

a rise in non-binary Human Beings.

a rise in respect for your fellow Human Beings.

a rise in respect for the Animal Beings.

a rise in respect for All Beings everywhere.

a decline in hierarchical systems.

a rise in leadership modes that involve partnership rather than 
dominance and cooperation rather than greed.

a rise in diversity and inclusion.

a rise in consciousness.

a rise in Love.
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REAL WOMAN. 
REAL BEAUTY. 
REAL LIFE. 

Mihada Novoc 



Truth is like the air we breathe — when it’s 
present, nobody really notices; when it is 
absent, everybody notices.

— Warren Buffet

“
GOING DEEPER: TRUST — THE FUNDAMENTAL GLUE 
THAT HOLDS ANY RELATIONSHIP TOGETHER

The 2021 Edelman Trust 
Barometer reveals an epidemic 
of misinformation and 
widespread mistrust of societal 
institutions and leaders around 
the world. In particular, CEOs’ 
credibility is at all-time lows in 
several countries, including 
Japan (18 percent) and France 
(22 percent), making the 
challenge for leaders even more 
acute as they try to address 
today’s problems.
 
People feel more empowered to 
demand change. Indeed, 86 
percent of respondents expect 
CEOs to publicly speak out on 
societal challenges such as the 
impact of the pandemic, societal 
issues, job automation and 
problems facing local 
communities.
 
These results offer a reminder 
that organisations hold a 
privileged and important role in 
the lives of its employees and 
other stakeholders. And its 

leadership role will be critical 
to the post-pandemic recovery.

It is not an easy task; while 
business leaders are expected to 
drive change, the mistrust in 
what they are saying is very 
acute. Building and keeping 
trust will be critical.
 
Trust is the basis for almost 
everything we do. It’s the 
foundation on which our laws 
and contracts are built. It’s the 
reason we’re willing to exchange 
our hard-earned wages for 
goods and services, to pledge 
our lives to another person in 
marriage, and to cast a ballot for 
someone who will represent our 
interests.
 
Trust is intimately related to 
generosity, humility, courage 
and justice. Justice in contracts. 
Courage of thoughts and 
expression. Humility in the face 
of truth. Generosity towards 
others.
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It’s the input that makes it 
possible for leaders to create 
the conditions for employees to 
fully realize their own capacity 
and for consumers to buy and 
be loyal to a product or service 
that will not harm their 
well-being, nor their values or 
the planet.

Imagine what it feels like when 
trust is shattered. We all have 
suffered from misplaced trust in 
our personal and professional 
life. We thought that this 
person, colleague, or boss had 
our back; we thought that the 
company we were buying from 
was honoring the same rules, 
sharing the same moral code, 
and respecting the same beliefs. 
In any case, we loved, trusted, 
supported and believed.

That's why risking distrust via 
deceptive, toxic, unethical, 
illegal or antisocial behavior is 
too big a risk to bear for 
leaders. 

Trust is the most important 
element in any commercial 
relationship — even if it is the 
hardest to measure. The 
consequences of loss of trust for 
leaders and companies are 
dramatic. A breach of trust 
disproportionately impacts 
revenue and damages 
reputation. It will be difficult for 
marketers to deflect, with 
longer-lasting consequences. 
Consumers, employees and 
stakeholders will distrust these 
organizations and be suspicious 
of them — of their integrity, 
their agenda, their capabilities 
and their track record.
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Trust is an undeniably essential 
element in finding and sustaining 
meaningful, authentic and fruitful 
relationships inside and outside 
organizations. Building trust is about 
the quality of our relationships with 
the people who sustain and are 
impacted by our business.
 
To run a respected, happy and agile 
workplace that inspires trust, we 
should have a genuine shift in how we 
operate with honest and authentic 
communication in three key areas:

Making things and providing 
services are important. Our 
customers, partners and employees 
need to know how it is done and 
why it is done well. Skills, know-how, 
tradition, provenance, purpose and 
partnerships are critical. So are data 
privacy, security and risk 
management. It is all about 
cultivating our capabilities and 
competitive advantages and clearly 
demonstrating these by offering 
high-quality and consistent 
information and showing that we 
put our customers, their protection 
and their rights first — without, of 
course, harming our employees or 
the planet in order to succeed.

1

BUILDING A SUSTAINABLE 
MODEL OF TRUST

Competencies & Customers: 
What I Do and Why I Do It Well
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Remembering our human nature and building on 
emotions. All relationships require honesty to thrive. 
Honesty is a cornerstone to build and rebuild trust. 
Honesty creates an environment of freedom and safety. 
Honesty makes a relationship a place where one can 
feel safe, inspired and energized rather than controlled 
and suppressed. It is not about being an oversharing 
leader, but about disclosing our authentic self by 
sharing relevant information about our thinking 
process and creating a shared mental model that 
facilitates communication, affinity and improves 
cooperation. As a leader, sharing with honesty, 
empathy and vulnerability creates connections 
between our followers and us. These connections 
increase feelings of trust and intimacy and, in an 
organizational context, a readiness to work together 
and share projects with confidence and energy.

2 Relationships & Customers: Who I Am

Walking the talk and doing what we say we will do. 
Rooting our strategy and communication in truth and 
authenticity requires accountability. Speaking our truth 
involves honoring commitments and keeping 
promises, following through on commitments, and 
being willing to go above and beyond what needs to be 
done.
 
Clear and demonstrated processes must be put in 
place to illustrate the unbiased/credible outcome of the 
company's actions, easily accessible to our customers, 
employees and stakeholders. 

3 Audit & Customers: Check the Outcome of My Actions
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how to do things better in the future, often 
even questioning their very business model. 
Good leadership reframes potential risks into 
opportunities. 

By integrating reputation protection into 
its business strategy, brands can take on 
the challenges of operating in an unstable 
world, ensuring, protecting and enhancing 
their growth and competitive advantage.
 
To do so, companies must carefully weigh 
criminal and reputation risks against profits 
and losses. It must consider the 
consequences of action vs. inaction. We are 
at the very beginning of understanding all 
the ins and outs of reputation risk but it is 
clear that it is here to stay and with 
continued rapid technological and 
communications change it will only grow in 
size and complexity.

Reputation risk must be quantified and 
managed. Even if it is a difficult and 
uncomfortable topic. Even if it is scary and 
reveals weaknesses. Even if it is 
overwhelming due to the range of 
potential threats facing any company 
specializing in cosmetics, perfume, and 
products for skin and hair care, and the 
tremendous impact they could have.
 
This document was designed to give beauty 
brands some useful insights, perspectives 
and strategies to get started in tackling this 
important subject 
 
Fortune favors the brave, but with people’s 
lives and the success of the business at stake, 
caution cannot simply be thrown to the 
wind. 

“THE ONLY LASTING 
BEAUTY IS THE BEAUTY 
OF THE HEART.” 

- Rumi

Jenna Shouldice 



The brand’s capacity to see the true beauty of the woman 
is its central test to succeed in the Beauty industry for the 
next decade.   

The problem with cosmetics exists only when women 
feel invisible or inadequate without them. What women 
want is to be free to explore and choose their images and 
faces and clothes and bodies and voices as simply one 
form of self-expression out of a full range of others. 
Women will be able thoughtlessly to adorn themselves 
with pretty objects when there is no question that they 
are not objects.

 

 
GOING DEEPER: A PRO-WOMAN DEFINITION OF 

BEAUTY DEEPLY ROOTED IN THE STRATEGY

Change is frightening but where there’s 
fear, there’s power. If we learn to feel our 
fear without letting it stop us, fear can 
become an ally, a sign to tell us that 
something we have encountered can be 
transformed.

Often our true strength is not in the things 
that represent what is familiar, 
comfortable, or positive but in our fear and 
even in our resistance to change. 

- Maureen Murdock
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Let us start with a reinterpretation of beauty that is 
non-competitive, non-hierarchical, and nonviolent.  
 
A pro-woman redefinition of beauty reflects the 
redefinitions of what power is. Who says we need a 
hierarchy? Where I see beauty may not be where you do. 
Some people look more desirable to me than they do to 
you. So what? My perception has no authority over yours. 
Why should beauty be exclusive? Admiration can include 
so much. Why is rareness impressive?
 
A pro-woman definition of beauty comes from an 
abundant source of self-love where woman's own beauty 
cannot be shaken, fueled by choice, playfulness, 
creativity, tolerance. A woman-loving definition of beauty 
supplants desperation with play, narcissism with 
self-love, dismemberment with wholeness, absence with 
presence, stillness with animation. It admits radiance: 
light coming out of the face and the body, rather than a 
spotlight on the body, dimming the self. 

When a woman is forced to adorn herself 
to buy a hearing, when she needs her 
grooming in order to protect her identity, 
when she goes hungry in order to keep her 
job, when she must attract a lover so that 
she can take care of her children, that is 
exactly what makes ‘ beauty ’ hurt. 

Because what hurts women about the 
beauty myth is not adornment, or 
expressed sexuality, or time spent 
grooming, or the desire to attract a lover. 
Many mammals groom and every culture 
uses adornment. ‘Natural’ and ‘unnatural’ 
are not the terms in question. The actual 
struggle is between pain and pleasure, 
freedom and compulsion.

- Naomi Wolf

“
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Reputation has always played a major role in attracting 
consumers. For a long time, it has been managed by the 
communication, public relations, and marketing teams, 
putting brand and reputation in the same basket and giving 
a false sense that the “reputation” of a brand/company can 
be controlled internally.

However, that is not the case. Foremost, it is important to 
recognize that if brand and reputation complement one 
another,  they are not the same. A company can influence its 
reputation; it cannot create (or re-create) it like it can its 
brand. Brand is the promise you make; your reputation 
depends on whether you keep that promise.

A brand is developed from the inside out. It is how a 
company presents itself to its customers, employees, and 
the public. 

A well-cultivated brand is a public representation of a 
company’s core values. It can help enhance a company’s 
reputation. Companies have control over their brand; it 
comes out of the products a company sells, the stores in 
which they sell them, and the well-executed commercials, 
social media posts, and print ads they use to raise awareness 
of what their company is and what it represents. 
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WE ARE ALL BEAUTY HEROINES

Supporting the heroine’s journey with Creativity, 
Validation, Celebration, Grace 

Today, what has been asked from the Beauty 
Industry  is to advocate for women all over the 
world, nurture their bodies and souls, and 
reclaim their feelings, intuition, creativity, and 
humor. Your social responsibility as a beauty 
leader is there: offering support, energy to help 
women to reconnect with their heroine journey, 
validation and empowerment along the way. 
 
How can we support women's creative projects 
inside and outside Beauty companies. How can 
we provide more opportunities for women to 
become? How can we create a pro-woman 
beauty communication? How can we offer 
safety in the workplace? How can we become
 a post-pandemic trauma-informed company? 
How can we encourage more self-care? 
 
Beauty companies that recognize and awaken 
the creative force of the feminine can make 
profound and positive lasting change for the 
next generation of women. 
 
Let’s make beauty FEEL GOOD. 

Becoming isn’t about arriving 
somewhere or achieving a certain aim. 
I see it instead as forward motion, 
a means of evolving, a way to reach 
continuously toward a better self. 
The journey doesn’t end.

– Michelle Obama
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LOOKING FORWARD:  
THE PATH TO MATURITY, 
EMBRACING WOMANHOOD  

 There are many ways and myriad 
reasons for women to honor and 
embrace all that they are. And when 
any individual woman chooses to do 
so, all women collectively move 
closer to becoming what they are 
truly capable of being. By honoring 
her experience and being willing to 
share it with others--both male and 
female--she teaches as she learns. 
When she can trust herself and her 
inner voice, she teaches those 
around her to trust her as well. 

Clasping hands with family 
members and friends, coworkers 
and strangers in a shared walk 
through the journey of life, she 
allows all to see the self-respect she 
possesses and accepts their respect, 
too, that is offered through look, 
word, and deed.

 When a woman can look back 
into her past, doing so without 
regret and instead seeing only 
lessons that brought her to her 
current strength and wisdom, 
she embraces the fullness of her 
experience. She helps those 
around her to build upon the 
past as she does. And when she 
chooses to create her desires, she 
places her power in the present 
and moves forward with life into 
the future.
 
Seeing her own divinity, a woman 
learns to recognize the divinity in 
all women. She then can see her 
body as a temple, appreciating its 
feminine form and function, 
regardless of what age or stage 

My role as a feminist is not to compete with 
men in their world — that’s too easy, and 
ultimately unproductive. My job is to live 
fully as a woman, enjoying the whole of 
myself and my place in the universe .

 - Madeleine L'Engle
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Being a woman is sacred, it’s rebellious. 
It’s an act against judgement and 
consumption. You carry the burden of all 
the eyes in the world. At times it is merely 
impossible to see your true self. I wish 
I could meet my younger self and tell her 
not to care. The body you so harshly despise 
then, will become your armour. Let them 
look, let them envy your power.

– Begum Yetis

 



of life she finds herself. She can 
enjoy all that it brings to her 
experience and appreciate other 
women and their experiences as 
well. Rather than seeing other 
women as competition, she can 
look around her to see the cycle 
of life reflected in the beauty of 
her sisters, reminding her of her 
own radiance should she ever 
forget. She can then celebrate all 
the many aspects that make her 
a being worthy of praise, dancing 
to express the physical, speaking 
proudly to express her intellect, 
sharing her emotions, and 
leading the way with her spiritual 
guidance. Embracing her 
womanhood, she reveals the 
facets that allow her to shine with 
the beauty and strength of a 
diamond to illuminate her world.

The best protection any 
woman can have is 
courage.

 - Elizabeth Cady Stanton
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haven’t accomplished and 
begin to obscure and devalue 
themselves as women.
 
Women need to embrace their 
nature.  Research shows that 
when "she rises, the company 
rises," is because women bring 
more emotional intelligence, 
more ability to think outside the 
box, a richer set of constructive 
conflict skills, a better ability to 
influence rather than coerce. 
 
To lead teams today, the 
relevant question is what 
masculine and feminine 
elements and archetypes are 
in play in our culture, and how 
do they serve or hinder us? 

We cannot achieve our goals for 
diversity and equality if women 
become hyper-masculine at 
work. We cannot attract 
talented women to high-level 
business leadership roles if the 
cost for them is to not be their 
authentic self. We will not 
benefit from adding more of the 
same; we need diversity exactly 
to bring something new.
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