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Reputations

Customer is king: people
are at the core of reputation

Aholistic approach
allowed Old Mutual

to claim the top spot
among investment and
insurance companies

Lucas Somo

1d Mutual achieved the

highest-ranking score

for investment and

insurance companies

in the 2016 Top Com-
panies Reputation Index (TCRI),
which it attributes to three main
factors.

“We believe the strength of our
brand and reputation stems from
our customer-centric approach,
our values and our commitment to
being a responsible business,” says
Karen Thomas, head of brand at
Old Mutual.

“Customers trust us to deliver. For
more than 170 years, we've been giv-
ing them peace of mind in times of
need and partnering with them to
plan and secure their family's posi-
tive future wellbeing.”

‘Thomas confirms that last year
0ld Mutual paid out an impressive
99% of life cover claims and 96% of
all claims lodged with Greenlight,

which includes funeral, disability

and severe illness cover. In total,
0Old Mutual paid out more than
R8-billion in claims and R8.8-
billion in pension payments.

-The success of the company’s

A good reputation
ishard to build, its
qualities elusive
and once won, itis
atreasure worth
preserving -

t is said that trust takes
years to build and seconds
to destroy. More so when it
comes to the financial ser-
vices industry, where people
place their hard-earned cash for
safekeeping and investing. As a
bank, Nedbank has over the years
worked hard to earn the trust of its
current and prospective clients.
“Banks receive money from peo-
ple who are not using it immedi-
ately and lend it to those who need
it,” says Thulani Sibeko, group exec-
utive: marketing, communications
and corporate &ffairs at Nedbank.
Nedbank’s belief in the value
and importance of trust has under-
pinned its investment into peo-
ple, products and solutions. “This
we believe, is what sets us apart
as a service provider and a brand.
Clients have a choice about who
they will use, who will serve them,”
says Sibeko. “It is therefore essen-
tial that we are trusted so that peo-

reputation we trust

brand also depends on it continu-
ously evolving and adapting. To
honour clients’ trust and confidence
in Old Mutual, it has to continue
to offer-real value and relevant
financial services, which requires
ongoing research, innovation and
improvement.

“Every year, for example, we con-
duct a survey that tracks the savings
habits and needs$ of metro working
South Africans. The Old Mutual
Savings and Investment Monitor
helps us to keep our finger on the
pulse of South African lifestyles.
It guides not only our product and
service development, but also our
financial education and financial
inclusion efforts.”

01d Mutual’s ranking this year
is its highest since the reputations
index was first published, and
Thomas attributes this to listening
more carefully to clients. “We're
very aware of the fact that custom-
ers and other stakeholders have
many touch-points with a brand
such as ours. A key priority of Old
Mutual is to make those experi-
ences as great and as efficient,
streamlined and helpful as possible.
Increasingly, our customers’ views
and preferences are determining
our overall business strategy.

“Our customers and their com-
munities really are at the heart of
everything we do, and that’s the
underlying message of the commu-
nity-builder projects and volunteer-
ing programmes of the Old Mutual
Foundation, as well as our market-

ing initiatives.”

0ld Mutual’s funds under man-
agement sre now at over Rl-trillion.
Investments are made in areas that

support economic transformation”

such as education, enterprise devel-
opment and green initiatives. Close
to R60-billion is invested in infra-
structure, private equity and impact
funds, of which R30-billion is
directed towards renewable energy.

“We're keen to help spread the
message that progressive compa-
nies think long-term and embed
environmental and social issues in
their strategies,” says Thomas.

Old Mutual has also built ties to
the brand through their support of
marathons and other endurance
sports such as Old Mutual Two
Oceans, 0ld Mutual Om die Dam,
the Comrades and Old Mutual
Soweto Marathon, Old Mutual
joBerg2c and Old Mutual Wild
Series, among others.

“These give us a great opportunity
to demonstrate the power of plan-
ning, commitment and persever-
ance, which are essential qualities
when it comes to achieving your
personal goals as well as managing
your personal finances.”

According to Plus94’s matrix for
establishing a reputation score,
01d Mutual scored very highly in
communications, financial perfor-
mance, governance and black eco-
nomic empowerment. These core
strengths are driving the company’s
reputation.

Old Mutual has achieved Level 2

the confidence that we will be here
when they need us.”

Nedbank is passionate about
being a responsible corporate by
focusing on establishing a trust-

Talking trust: Thulani Sibeko of Nedbank. Photo: Supplied

worthy and transformational rep-
utation through investment into
sponsorships, training and the
country. The company has a robust
corporate social investment (CSI)

Strategist: Karen Thomas, head of brand at Old Mutual. Photo: Supplied

B-BBEE status for seven consecu-
tive years and over the past year
the organisation has received pres-
tigious accolades for “influencing
change and transformation in the
financial services sector” (from
Absip), and “excelling at advancing
the spirit of transformation” (from

programme and regards itself as
a good corporate citizen of the
African continent.

“We are not blind to the reali-
ties we face — we know that the
success of business depends on a
thriving seciety, and therefore we
believe we need to play a role in
education and its development,”
says Sibeko. “We spend in excess
of R50-million each year on educa-

- tion initiatives and we are commit-
ted to sustainability programmes
which facilitate renewable energy
or preserve water which is criti-
cal to food security. We are also
committed to partner with other
organisations and government

to address different societal chal- -

lenges which the government can-
not solve on its own.”

Creating peace of mind
Nedbank has also placed as strong
an emphasis on building solutions
that are mapped back to client
needs and the changing world they
live in. The bank has enhanced
the security in its engagements
with its clients through an array
of products and services designed
to add layers of security and
peace of mind to transactions and
investments.

“We have developed client con-
fidence through preducts such as
Approve It, which gives people an

‘aware that if we understand our

the department of labour).

“Trust is a critical component of
our relationship with all our stake-
holders,” says Thomas. “Without it,
we wouldn’t be the market leader in
South Africa, with six million cus-
tomers, and expanding in East and

extra layer of security for sensitive
transactions,” adds Sibeko. “There
are numerous ways we are effect-
ing this level of service to deliver
convenience, security and speed.
We are constantly bringing in new
products which enhance the finan-
cial lives of our clients.”

For Nedbank, reputation and
trust also boil right down to the
employee level. The company
respects its employees and moti-
vates them to create value for
clients.

Organisations in the banking
sector have to work much harder
than in other industries, such as
consumer goods, to differentiate
themselves in a way that attracts
and retains consumers, Nedbank
works hard at making its custom-
ers feel like they are important,
valued and heard.

“We're in this business for our |
clients and in tough times we
don’t lose this focus, concludes
Sibeko. Now more than ever, we
are focused on innovations in ser-
vice, access and digital transaction
capabilities. At Nedbank, we're

client needs and provide a reliable,
secure and convenient service,
we will flourish. This is our core
business and in doing it we can
be a force for good on the African
continent”.
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