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About Reputation Institute

The World’s Leading Research and Advisory Firm for Reputation

Founded in 1997 by Dr. Charles Fombrun and Dr. Cees van Riel, we help organizations
answer the following questions:

* What is my reputation?

* How does it compare?

* How can | improve it?

RepTrak® Framework

On an annual basis, we measure the reputations of thousands of the world’s most
prestigious companies using our RepTrak® framework — the world’s largest and highest
guality normative reputation database.

Continuous Reputation Measurement & Guidance

We provide continuous reputation measurement, benchmarking and consulting services to
hundreds of the best-known companies globally to help them protect their reputations,
analyze risks and drive competitive advantage.

Reputation Management Best Practices

Through our Reputation Leaders Network, we bring executives from 150+ global member
companies together to advance the practice of reputation management collectively and for
their organizations.

20 4=V YEARS
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The Global RepTrak® 100

The Global RepTrak® 100 is a study that Reputation Institute conducts annually to measure the
reputation of the world’s 100 most highly-regarded and familiar global companies in 15 countries.
Included firms must meet the following qualifications:

1) Have a significant economic presence in the 15 largest economies

2) Have an above average reputation in its home country

3) Have global familiarity over 40%

20 42 YEARS

It is the largest Global reputation study, with ~170,000 ratings collected in Q1 2017.

Respondents are qualified at 2 tiers: ““ “ muwj\m U Bl \LLU-‘
* Familiarity: Respondents must be “somewhat” or “very” familiar L\ @ () vuuuw

+ RepTrak® Pulse: Respondents must complete 75% of the pulse rating EE'JDUUT{H o I BU_"_’EJJ\LU\'_”JES

P A

The results tell us:

* Which companies are best regarded by consumers

* What drives trust and support with consumers

* How the top companies are living up to public expectations

aReputable
e N

Study components include: .

* RepTrak® Pulse T -
[mvcommnss]

* Dimensions of Reputation and Drivers of Reputation el

* Supportive Behaviors (willingness to trust or buy) GLOBAL REPTRAK® 100 ~e=

* Brand Expressiveness
e Data by Demographic Cuts Reputation Institute | 20 Years of Reputation Leadership




Why Measure Reputation?

20 42 YEARS

RepTrak® Pulse connects the

emotional bond stakeholders

have with your company with
rational behaviors

A company that has a strong
brand and delivers on
expectations across the 7

RepTrak® System measures a
company’s ability to deliver on
stakeholder expectations across

the 7 key rational dimensions of Measures the overall reputation dimensions — will earn
Reputation of your company support from its stakeholders
REPTRAK® DIMENSIONS . REPTRAK® PULSE SUPPORTIVE BEHAVIORS
Rational Factors Emotional Connection Reputation Benefits
PRODUCTS & SERVICES o ESTEEM PURCHASE
INNOVATION . .. ) D
fe, . (G >
WORKPLACE ‘e, _ZJ g
ceeeaen fre 5 CRISIS PROOF
. - m
GOVERNANCE Y
| cmzmsie | R VERBALSUPPORT
CITIZENSHIP " o
LEADERSHIP A INVEST
PERFORMANCE WORK
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How Corporate Reputation Links to Stakeholder Support

Companies with Excellent or Strong Reputations get significantly more support from the public.

Reputation Scores

Would buy the products
Would say something positive
Would recommend the products

Would trust to do the right thing

Would welcome
into the local community

Would work for

Would invest in

ESTEEM ESTEEM €STEEM €eSTEEM ESTEEM

Strong Excellent

Iyiway
FEELING
FEELING
Jyiway
FEELING
Jyiway

80+
3e

70-79

FEELING
Iyiway
FEELING

TRUST TRUST

EETED NETED WD N M
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The 10 Companies with the Best Reputation in the World

Rank Home 2017 Pulse Score

1 Switzerland RO%EX 80.38
2 penmark 79.46
3 United States | The Q)ALf%i’sNep G 79.19
4 Japan Canon 78.28
5 United States Google 78.22
6 Ere BOSCH 78.12
7 Japan SONY 77.74
8 United States @ 77.74
9 e et Rolls-Royce 77.66
10 Germany 77.27

20 42 YEARS

2017 Highlights

For the first time —
the company with the
highest rating and the
top spot falls into the
“Excellent” range.

The United States,
Germany and Japan
have the most
companies in the Top
Ten.

POOR WEAK AVERAGE STRONG EXCELLENT
<40 40-59 60-69 70-79 >80

Reputation Institute | 20 Years of Reputation Leadership

9



Top Ten by Macro Region

North America Pulse
Rolex 81.83
Google 81.29
Sony 80.35
LEGO Group 80.32
LVMH Group 80.16
Canon
Kellogg's 79.58
Amazon.com 78.84
Caterpillar 78.62
The Walt Disney Co 78.45

Latin America Pulse

EMEA

LEGO Group

The Walt Disney Co

Michelin

BMW Group
Levi Strauss & Co 79.01
Rolls Royce 78.98

Google 79.99
BMW Group 78.95
Nintendo 77.24
Netflix 77.22
Honda Motor 77.22
Whirlpool 77.05
LEGO Group 77.02
Colgate-Palmolive 76.99
Canon 76.77
Rolex 76.72

The Walt Disney Co 78.46
Intel 77.05

Rolls Royce 77.03
Google 76.75
adidas 76.67
Microsoft 76.22
LEGO Group 75.44
Canon 75.23

BBC 74.98

20 42 YEARS

Global View

24 companies are
represented in the
Top Ten across four
global macro regions.

Only three companies
make the Top Ten list
in every region: Rolex,
LEGO Group, and
Canon. Google and
Walt Disney are in
three of the four
regions; and Sony and
BMW are in two.

EMEA has the highest
number of “Excellent”

scores, while Latin
America has none.

Reputation Institute | 20 Years of Reputation Leadership 10
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2017 Global RepTrak® 100: The World’s Most Reputable Companies

Rank Company 2017 RepTrak® Pulse Rank Company 2017 RepTrak® Pulse 20 f2 YEARS

1 Rolex 80.38 26 Visa

2 LEGO Group 27 Daimler

3 The Walt Disney Company 28 Giorgio Armani

4 Canon 29 Goodyear

5 Google 30 Bridgestone

6 Bosch 31 Mastercard

7 Sony 32 Pirelli

8 Intel 33 Caterpillar

9 Rolls-Royce Aerospace 34 Toyota

10 Adidas 35 Panasonic

11 Microsoft 36 HP Inc.

12 BMW Group 37 The Estée Lauder Companies
13 Michelin 38 Danone

14 Levi Strauss & Co. 39 BBC

15 Nike, Inc. 40 Netflix

16 Nintendo 41 Whirlpool

17 Ferrero 42 Emirates

18 Amazon.com 43 Hugo Boss

19 IBM 44 Johnson & Johnson
20 Apple 45 Ralph Lauren Corporation
21 Philips Electronics 46 L'Oréal

22 3M a7 Siemens

23 Barilla 48 Honda Motor
24 Cisco Systems 49 Boeing

25 Colgate-Palmolive 50 Hilton Worldwide

Reputation Institute | 20 Years of Reputation Leadership 11



2017 Global RepTrak® 100: The World’s Most Reputable Companies

Rank Company
51 Airbus
52 The Kraft Heinz Company
53 DHL
54 Nestlé
55 FedEx
56 British Airways
57 Kellogg's
58 IKEA Group
59 Heineken
60 Fujifilm
61 Procter & Gamble
62 Hershey Company
63 LG Corporation
64 Oracle
65 SAP
66 Campbell Soup Company
67 Xerox
68 Dell
69 Ford
70 Samsung Electronics
71 General Electric
72 Anheuser-Busch InBev
73 Electrolux
74 Unilever
75 Toshiba

2017 RepTrak® Pulse

ETS Company
76 Nokia
77 Air France-KLM
78 Virgin Group
79 UPS
80 Nissan Motor
81 Hitachi
82 The Coca-Cola Company
83 eBay
84 Bacardi
85 PSA Peugeot-Citroén
86 LinkedIn
87 Groupe Renault
88 Sharp
89 American Express
90 Fujitsu
91 Ericsson
92 Zara
93 PepsiCo
94 ING
95 Starbucks Coffee Company
96 General Motors
97 Delta Air Lines
98 FCA (Fiat Chrysler Automobiles)
99 Hyundai
100 Volkswagen

2017 RepTrak® Pulse

20 4=V YEARS
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While Products and Services lead, Governance and
Citizenship round out the top 3 global drivers

20 42 YEARS

ESTEEM

Driver Analysis

Le.
aders, /N;g
QA
uonenot

RepTrak® q g . .
For the first time in five

years Innovation falls in
relative importance as a

) ESTEEN )
5 \" . .
g | \@@”" key reputation driver,
g : coming in at #4 out of 7
RepTrak 2017 o 1

s Products and Services
Q»’&"‘“ﬂ“ \“Sff@? , increases by more than
two full points and is the
most important
reputation driver,
followed by Governance

Google

ESTEEM

Le,
ader, Sh/'p
\\Y
uonenro®

Governance
?; Reptest and Citizenship which
31 . .
both increased slightly.
2017
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The most reputable companies are strong across all 7 dimensions

PR
&g
R

80.62 | 84.66

ESTEEM

ESTEEM

LeaderSh o
O\
uonenro
Leade,s hip
U\
uoneno
Leadersf, 9

80.38

Governance

Governance RO L E X Governance

\
wonenot”

Company

TRUST
%, {k&\@y The
@acr fs»ep

Offers high quality products and services

Offers products and services that are a good value for the money
Meets customer needs

Stands behind its products and services

Has a positive influence on society

Behaves ethically

Is fair in the way it does business

Is a well organized company

Is open and transparent about the way the company operates

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

Reputation Institute | 20 Years of Reputation Leadership

*List shows top 10 most important reputation attributes
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Even the top 3 need to improve in the CSR Dimensions

Dimension Attribute Score

Products and Services | Offers high quality 86.58
products and services

Products and Services | Stands behind its 82.81
products and services

Performance Is a profitable 82.74
company

Products and Services | Meets customer needs | 80.53

Leadership Is a well organized 79.18
company

Leadership Has a clear vision for 76.98
the future

Performance Shows strong 76.83
prospects for future
growth

Performance Delivers financial 75.97
results that are better
than expected

Performance Has excellent 74.98
managers

Leadership Has a strong and 74.45

appealing leader

Dimension Attribute  Score Dimension Attribute  Score
Products and Services | Offers high quality 81.48 Performance Is a profitable 83.53
products and services company
Performance Is a profitable 81.17 Products and Services | Offers high quality 80.44
company products and services
Products and Services | Stands behind its 80.39 Products and Services | Meets customers 80.31
products and services needs
Products and Services | Meets customer 80.12 Leadership Is a well organized 80.24
needs company
Performance Is a well organized 79.18 Leadership Has a clear vision for | 79 64
company the future
Innovation Is an innovative 78.96 Products and Services | Stands behind its 79.02
company products and services
Performance Shows strong 78.24 Innovation Is an innovative 78.57
prospects for future company
growth
Citizenship Has a positive 78.13
Leadership Has a clear vision for 78.07 influence on society
its future
Leadership Has a strong and 77.46
Citizenship Has a positive 77.71 appealing leader
influence on society
Innovation Adapts quickly to 76.87
Innovation Adapts quickly to 77.37 change

change

w.

ROLEX

The Q%Lf%fs»ep Company

20 4=V YEARS
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Companies that are more open, more genuine and
communicate more often have far stronger reputations

43%

29%

Communicates often

ETop 3

71%

38%

Stands out from the crowd

66%

47%

Delivers a consistent
experience

47%

34%

Provides sufficient
information about its
activities

*Please consider how well each statement reflects your opinions. Please select a number from “1” to “7” where “1”
means “I strongly disagree” and “7” means “I strongly agree” (T2B%)

H Bottom 3

58%

43%

Appears genuine

39%

28%

Welcomes open discussion

20 42 YEARS
70%

50%

Meets the needs of its
customers

Reputation Institute | 20 Years of Reputation Leadership
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Awareness is not enough... growing in familiarity is required to win

...to build Reputation it is necessary to reinforce the emotional bond consumers have towards

Aware
60.0%

Not aware

40.0%

—100%

the company — you need to leverage familiarity

-))) —@ Awareness

Excellent
36.8%

Sufficient
27.9%

Poor
13.9%

Level of familiarity

v/

Reputation

FEELING

TRUST

@ Familiarity

20 4=V YEARS

TRUST

I Excelient/Top Tier
7079 Strong/Robust

6069 Average/Moderats
JEDS8N  Weak/Vulnerable
I Foor/Bottom Tier

[

Poor

Sufficient
Familiarity

Good

»

Excellent

Reputation Institute | 20 Years of Reputation Leadership
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Familiarity is a huge reputation driver for companies & markets, Coca Cola
and the US get the biggest benefit from incremental communication pressure

Average Reputation impact — Low vs High Familiarity

€ o

20 4=V YEARS

(888

A
+

Reputation

At company level

lllll

rrrrr

[
»

Poor

Sufficient Good

Excellent

<

+

Reputation

i

A

At country level

[
»

Poor

Sufficient Good Excellent

Reputation Institute | 20 Years of Reputation Leadership
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...and Ferrero, the worlds’ most reputable company in 2009, can win back a
Top 3 position by leveraging familiarity and reputation in selected markets

20 42 YEARS

-

The @MT%?S&EP Company FERRERO \

ceELnG
E
A £
oy
ERIT

Global
Ranking

o

LT

-

The Q)ALTBI’S&EP Company

Excellent
43.9%

Sufficient
27.0%

Sufficient
24.9%

:

FEARERO

Excellent
38.7%

\ f Where Ferrero needs\

O to build familiarity

High

Where Ferrero needs
T O to improve reputation

39.3%
~ Low
familiar

:

_ +
mEB evel of familiarity

A
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Growth in familiarity directly impacts reputation (+12.9) and generates

incremental business impact (18.8%)

4 20 (& YEARS
+
F-] C st
£
> H i
% i £ IS cxcellentTop Tier
< 705790 Strong/Robust
ST 6069 Average/Moderats
JEDS580  Wesk/Vulnerable
I Foor/Bottom Tier
Low familiarity High familiarity Incremental
% of people willing to... (poor — sufficient) (good —excellent) business impact  _
s N |
..Buy 45.2% i 67.5%
i e e ——— A b .. N t22.3
L Acquisition ) ...Recommend Products 20.1% 32.7% +12.6
(" "\ ...Benefit of Doubt E
o .. -~ Benefit of Dou 32.3% : 52.3% +20.0
‘;.\m License to b . b R
(] M
L operate ) ...Welcome to neighborhood 41.9% ; 63.0% +21.1
y. ¢ ; = (+18.8
0, : 0,
Employer |-Vl el . o e | T
branding ...Recommend Company 40.8% : 64.5% +23.7
: 14.2% | 26.2%
%, Media ecommendospuestoent T W I W 8o
. Influence ) say positive 41.5% 65.0% +23.5

22



Reputation growth is the result of incremental familiarity with the correct )
blend of content/messages and touchpoints — how to select your strategy? RI

20 42 YEARS

3 strategic options for reputation growth — How to select your strategy

+ Leverage touchpoints | #1: consolidate position
Content driven strategy
Integrated reputation strategy
4
+
S
B Content I I
‘é_ strategy level
&" Company ...
Company B
Touchpoint driven strategy c )
ompany
-~ > - Leverage both ] Leverage content
Poor Sufficient Good Excellent
- +

Familiarity Touchpoint strategy level

Reputation Institute | 20 Years of Reputation Leadership 23



Applying an effective "touchpoint driven"” strategy

Selecting your strategy

+

Leverage touchpoints 5 #1: consolidate position

Content i T

strategy level

Leverage both Leverage content

+
Touchpoint strategy

level

20 42 YEARS

(

What results can | achieve by leveraging

\_

\

touchpoints in the right way?

J

Reputation Institute | 20 Years of Reputation Leadership 24



Multi-touchpoint strategies generates +8.9 pts in reputation... but only 10%

of consumers recognize companies doing it!

%ﬁ Penetration by touchpoint category —

CONSUMER
EXPERIEN

@

—— Multi-channel strategy impact —

20 4=V YEARS

Atleast1
Touchpoint

Touchpoint

Ny

At least 2 @ 49';5%
0

Atleast 3
Touchpoint

At least 4
Touchpoint

Number of touchpoints used by General Public:
Consumer experience, Paid Media, Owned Media, Earned Media

+2.8 ‘2

+8.9

25



Applying an effective “content driven" strategy

Selecting your strategy

+

Leverage touchpoints u #1: consolidate position

Content T T

strategy level

Leverage both Leverage content

+
Touchpoint strategy

level

20 42 YEARS

What results can | achieve by leveraging
content and messaging in the right way?

Reputation Institute | 20 Years of Reputation Leadership
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Reputation drivers differ by region... localized content strategies are needed
to win consumers

GLOBAL
20 & YEARS

P
w‘mm\"‘“e
£ esTERm

i Asia Pacific
{124 . R

Latin America

. od

3 P t
/‘e/% 5
A = .
§ t
3 3
! é%!’g
%

véw\@“
A
12.7

o129,
% 138

Governance
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A global "content driven strategy” needs to be primarily focused on
7 key factors that explain 40% of reputation, 4 are product-related,

3 are CSR specific

20 4=V YEARS

' **J - GLOBAL
//shows strong prospects for o5 N /Oﬁers high quality products and 160 N \

future growth services
Is a profitable company 82 Good value for money 132
Financial results better than Meets customer needs 128
\ expected 77 J
\ Stands behind products 126 /
N e N
Well organized 98 First to market 97
Strong and appealing leader 90 _E“ Innovative company 95
¢
Has excellent managers 86 K \_Adapts quickly to change 85
was a clear vision for its future 84 /
/ . . \ LCHIVIIDLIALED LULILTI T UL
Has a positive influence on 124 health of employees 82
society
Rewards its employees fairly 81
Responsible for environment 91 RIS
Equal opportunities
) \E | iti 7 Y,
Supports good causes
> pp 8 87 J
~N
Be 1aves ethically 110
N Most important

Fc rin the way it does business 108 100
0Oj en and transparent 98 Y, 1] Least important/

Reputation Institute | 20 Years of Reputation Leadership 28
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What strategy should your company pursue?

20 42 YEARS

Content
strategy level

Top 100 companies positioning
+ Leverage touchpoints . #1: consolidate position
W (eco e Google
ROLEX The 't l’sNEF Company
& ¢ BOSCH intel)
ROYCE g§M’c”EL' “ .. M‘ ft
ofaln : Canon adddas SONY & Microso
asco.  Barilla ey
. @ amazon
COLGATE LMOLIVE & ~
m | l;H“':I PS FERRERO ﬂl —
~— '~ ZRIDGESTONE /
_soEme Hellrggs @ZI%  SIEMENS Whirlpool DAIMLER @ LOREAL
- @ —ROSQ_ZT | _mer .
reix_ Hilton BOSS Panasonic y ’ 1
FUJIFILM ~ 77 pgepgy™o° 20 BRITISH AIRV\AVS = @LG Hemeken '
®) HITACHI HERSHEY: ¢ m% @ArBus N4 VISA ‘
Xerox @ VVVVVVVVVVVVVVVVV UMAWW GIORC In ARMANI
Hilton R B ¢ fy rsue ebay
@ TOSHIBA L e i Phinmsuned
‘ FU"TSU PSA PEUGEOTCITROE“ Q' Lll’lkedm \ X
Eﬂgl)N NOKIA BACARDI REINi‘ ”G 20 i ek The (@&%&”Wd/ly
SHARP ADELTA ] @
[ST[L/\UD[R HYUNDAI
ZARA
FC.
] PEPSICO ‘
Leverage content
+

Leverage touchpoints & content

Reputation Institute | 20 Years of Reputation Leadership

Touchpoint strategy
level
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Step 1 in building your reputation strategy needs to take into account that Ri
reputation moves... it is critical to acknowledge trends in your industry...

20 42 YEARS

46,0%

68.0 68.3 Telco sector trends in Italy

* The Telco business is characterized
by monthly continuous promotions
to maximize ARPU and win clients

e This greatly impacts the Telco
reputation and its business impact
which shows big moves

* In 12 months, top score is 68.3 and
bottom score is 57.4, showing a
difference of 10.9 pts (19%)

* In the same month a company’s
reputation moved 9 pts. from 59 to
68 (15%)

e The difference in business impact is
big, intention to buy for Telco can
& N & vary 15,7% in a 12 month period

Reputation Institute | 20 Years of Reputation Leadership 30



...to be then able to move to Step 2: leverage touchpoints, content or both

7

20 42 YEARS

/.

Leverage touchpoints W alta]e #1: consolidate position amazon
g P ROLEX cllsclo P Google
Barilla sgisno @
* Look at your Touchpoint strategy Evaluate where there is untapped potential (content
+ Leverage touchpoints #1: consolidate position an d tOU Ch ,DOI n tS )
* Assess reach and impact (KPI) o o o
5 g o o © Decide how to allocate resources & targets
Re-align current action plan o ©O o o ©
O . .
content L Verify ROI over time
strategy level @) o
R ©° FCA  7iGatilit;
7z, Leverage both HERSHEL Companys O o O O 7, Leverage content | SOEEORLONPLY
4 GIORGIO ARMANI @) /) ~7
% pEPsico onvanrd O © J—% eb y
Leverage both Leverage content Stnhewser Busch

* Re-think your reputation business case & strategy
* Identify Key Messages/TP that impact your business

Action plan accordingly & define YoY Target

+

Touchpoint strategy level

Look at your content & narrative strategy
Evaluate impact of your key messages

Fine tuning of your key messages

Reputation Institute | 20 Years of Reputation Leadership 31
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sy Get Your Company’s Data
. % .
AN Ask us to be among the first to know your company's
. 2017 score and ranking.

See how likely your stakeholders are to
buy from you, work with you, and invest in your
company.

Understand how you can improve your scores and
grow your stakeholder support.

Ask us at info@reputationinstitute.com
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Thank You




