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Reputation Institute

6 € The gold standard in reputation measurement
and management. § 9

 Founded in 1997 we have been measuring reputation for more than 20 years

«  We measures more than 7,000 companies per year, across 55 countries, and 20

different industries

FIHINQY

*  We help organizations answer the following three key questions:

- What is my reputation and how does it compare? TRUST

- How can | improve and protect my reputation?

- What is the business impact of better managing my reputation?

DI
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Gauging Reputation: RepTrak®

THINK FEEL
REPTRAK® DIMENSIONS REPTRAK® PULSE
Cognitive Consideration Emotional Connection

FHINQY

TRUST
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Source: Global RepTrak®
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Measuring Key Economies: Global RepTrak®

2
Dutation \nst™

AUSTRALIA @ BRAZIL @ CANADA e CHINA @ FRANCE ® GERMANY e
INDIA @ ITALY ® JAPAN @ MEXICO @ RUSSIA @ SOUTH KOREA e SPAIN e
THE UNITED KINGDOM e THE UNITED STATES
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Global RepTrak® 100

230,000+ 66 The largest normative database on corporate
Individual ratings reputation in the world. 9

MorganStanley ORACLE ADELTA graenLavkiyn, sHARP Kraftdeinz  NETFLIX — wrmavsaceove IE“":_‘_ EEI?AMU[E
~ The i
1 4 O + 3, Panasonic == BOSCH @ O Bavey Gribets ’\/’ The Emirstes Group A\

nu!n;vn
Group o Tl 4
25X Nestis Rt ebay SIEMENS TOSHIBA gy VISA 2 &®ID

. . % . i ERICSSON
N0m|nated CompanleS i — Pps|co g .@ RO%EX SONY a ToTaL = vuuu:w-.l. ExconMobil AIRBUS
a zer UBER S
== [ Etectrolux @ <=~  Whirlpool [S"W Bayilla
PHILI ps u Rolls-Royce” : O mahinl:erig CI tl . - """""""""""""""""""""

AR DAIMLER
2 EanOr] The GGl Company

ctlocn]e, Cen
General Public e s B B g, @ e SO OA

o Pe W BOEING
UpTSL S @D .  MARS Google  Edle o
ape . & HUAWEI g R0, P .
Somewhat or very familiar with @ Soasent ' Amoocone

nnnnnnnnnnnnnnnnnnnnnnnn

7o) — BOSS @ @ LG MXEY EAY EE Microsoft
company evaluated Ny - - e R -
Pen ' BT i ® ¢ = L2
HEINEKEN o Linked [ NCYOTA InB < aTaT
NN nbev —
A2 SHE 1l e .

J 3M - A

t < ‘ - " LOREAL  mx==m ®BARCLAYS W,

: ! m n | Hilton ] I ...
o Lo "‘ p HONDA -

H| vitacH  [iwERy L . LVMH 2= coonfvear  FIONDZ ING

Inspire the Next MOTORS AIRFRANCE KLM
January-February 2018

ST wmwem Lzg, sawswne g HUBS = o FedEx  [Canon
Informed NOKIA p&G Cemsrasn N TATA &% 5 Z A R A EUJIFILM FERRERO

LOCKHEED MARTIN

is confidential and contains proprietary information and intellectual property of Reputation Instit h may not be reproduced or discl Wi
Reputation Institute xpress written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institut Reputation Institute, all rights reser Source: Global RepTrak®



®

R Reputation Institute
Powering the world’s most reputable companies




Reputation i1s Driving the World Economy

There is a new era
emerging in which the
intangibles of
reputation underscore
political, social, and

economic change.
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Reputation Impact 2018: Global RepTrak® 100

The reputation bubble
has burst vs. 2017

-1.4 pts




Trendline in Global RepTrak® 100

74.0

72.0

2018 is the first year
of significant
reputation decline
since the end of the
Great Recession.

60.0
2013 2014 2015 2016 2017 2018

o

o

o

o

H RT100

Significant difference > 0.7




It’s Harder to Garner Global Support

Bursting of the
reputation bubble
makes it more

difficult for global
companies to win.

60.0%

55.0%

50.0%

45.0%

40.0%

35.0%

30.0%

Buy

H

2015

==|nvest

2016

Work For

—=Benefit Of Doubt

2017 2018

=—Trust To Do The Right Thing
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Indication of More Challenging Times Ahead

More trading volatility likely
and headwinds for market
valuation:

el -3.1% pis

Willingness to invest

The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, which may not be reproduced or disclosed without

Reputaﬁon Institute the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2017 Reputation Institute, all rights reserved Source: Global RepTrak® 12



Harder to Attract the Best Talent

Difficult to become an
Employer of Choice --
especially among
Millennials:

-6.1% pts

Willingness to work for




oyalty Will Be More of a Rarity

Downward trend in
purchase intent overall:

-7.9% Pts

Willingness to purchase

and contains proprietary information a tellectual property of Reputation Institut 0 produced or osed without

Reputation Institute he ten pe n of Reputation Institute. RepTrak ered trademark of Reputation Institu 0 e, all rights reserved Source: Global RepTrak® 14



Crisis of Trust in the Court of Public Opinion

The jury is out for most
companies, because they're
less likely to be trusted:

38.5%

Trust to do the right thing

Tk sed without
Reputation Institute the o Source: Global RepTrak® 15



A Need For Companies to Win Back Trust

Companies are less likely to
be trusted to do the right
thing when no one is

looklng.
30.9%

Benefit of the doubt

Source: Global RepTrak® 16



Emergence of a Reputation Silver Lining

60%

50%

40%

30%

20%

10%

0%

Detractors

51%

50%

Promoters

Half of the
world is still
open to being
convinced:

51%

Reputation Institute

Source: Global RepTrak® 17



Turning “Fencesitters” Into Promoters

Impact of Increasing Benefit of the Doubt

o

Gaining benefit of doubt
among “Fencesitters” can :
yield significant

reputation dividends:

_|_ 17 2 pt S Detractors Fencesitters Promoters
o | |

—

@® POOR @ WEAK @ AVERAGE @ STRONG @ EXCELLENT
Significant difference > 0.8

Reputation Institute A Source: Global RepTrak® 18



A Need to Drive Depth of Understanding

Association Between Familiarity and Reputation
Beyond general familiarity — 8
8 . L +12.6 pts.
companies need to create depth of S0 RY SRR L T T .
o0 o © 8% ‘o. UQ: ve
3 g 7 o % o o
understanding of what they stand - Mo Bt e e,
"Qé () PP PY .0 ° L ®
° . e R = 6 % ® .0\ @ ® o
for — it can create a reputation lift: 5 62 . Lo e X 0 .‘:. L e,
e ©
55 P
+12.6 pt :
12 .
@ p S . % of respondents familiar
! 0.2 0.3 0.4 0.5 0.6 0.7 0.8
® High Familiarity ® Low Familiarity

Significant difference > 0.8
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1 Focus on Product and Enterprise



Reputation Dimension Weights & Change from ‘17

2018

\
uoue"°°°

Factor Adjusted
Regression

N = 150,000 Governance
Adj-R2 = 0.69

49.9%

Factor Adjusted
Regression
N = 150,000

Adj-R2 = 0.65
+0.8%

50.7%

Governance

Reputation Institute

Source: Global RepTrak® 22



Align Products With Governance and Citizenship

= Association Between Reputation and Products/Services, Governance and Citizenship
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Ethics, Fairness, and Social Influence Are Key

7.3% Enhance . ) [ Leverage
High quality products/services

Attribute Importance

= ~
- ~
~ ~
L S Meets customer needs
N .
o N @ Good value products/services
S LN Stand behind products/services
Y 9ng q g \
,.  Positive influence on society @ A
’ \
1 \
1 \
1 1
| 1
1
\ I
\ 1
\ @ CEthical /'
A o
\ /7
\ Fair in doing business  #
\ . |
) | ®
2 . Well organized
Average. Attribute @ Openand transparent  ~~ _ __ ’ 8
Importance: 4.3% T Y

@ First to market with new products/services @ Innovative @ Strong prospects for growth

Strong/appealing leader@

@ Environmentally conscious Profitable
@ Supports good causes Excellent managers@) @ Clear vision for future
@ Adapts quickly to change
@ Concerned for employee well-being Exceeds financial expectations @
@ Equal Opportunity workplace
@ Rewards employees fairly Sustain
3.0%
54 Attribute Scores 68

i

The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, which may not be reproduced or disclosed without .
Reputation Institute the express written permission of Reputation Institute. RepTrak® is a registered trademark of Reputation Institute. © 2017 Reputation Institute, all rights reserved. Source: Global RepTrak® 24




: 2 Be Purposefully Genuine



High Purpose = Stronger Reputation

":‘M

Purpose driven companies with
enhanced brand strength have a
higher reputation, as evidenced by
the top 10 companies.

Across the top 100 global companies,
overall brand strength has
decreased by 3 points — during a
time when being purposeful is more
important than ever.

Reputation Institute

Brand Strength

80.0

70.0

65.0

60.0

55.0
64.0

Corporate Brand Correlates with a Stronger Reputation

66.0

68.0

70.0

72.0

RepTrak® Pulse

74.0

Top 10 Companies

76.0

R2 =0.84

78.0 80.0

Source: Global RepTrak® 26




Identifying a “Genuine” Disconnect

* The percent of companies perceived as Appears Genuine Impact of Genuine Persona
communicating frequently has dropped by
. 4.2
13 points from 2017 60%
e . . 50% 4
» This is especially true on the measure of o
“appears genuine about what a company 0% 38
says and stands for”, with a decline of ”
. . o 35%
almost 14 points since 2017 30% 3.6
. . « . 9 . 20% 34
* Being perceived as a “genuine” company is
the personality trait that yields the highest 10% y
pulse impact — and it has become even
. . O%
more lmpOI'tant tha‘n pI'eVIOUS years % of respondents who strongly agree 3
that companies appear genuine about Impact of being perceived as genuine
what they say & stand for on RepTrak Pulse
H2017 ®2018 H2017 ®2018

Significant difference > 0.8

i

VReputation Institute 7 pTrak 017 R te, a ' Source: Global RepTrak® 27



Overcome Messaging White Noise




Harder for Messaging to Breakthrough

—
o
o

8.0

Reputation Impact

7.0

6.0

5.0

4.0

3.0

2.0

1.0

Channel impact on reputation — 2018 vs. 2017

Direct 2017

@ Direct 2018

Owned 2017

&

Paid 2017 Earned 2017

Paid 2018

Earned 2018

Owned 2018 g

0.0
20%

‘i’%l

Reputation Institute

35%

ntellectual property of Reputatior
ered trademark of Reputation Ins

50%

% Reach

Paid
Owned i)

Earned

Direct

0 )-
r‘Q‘ Traditional Media Advertising
Eﬂ Digital/Social Media Advertising

& Program/Event Sponsored

Company’s Website

Company’s Newsletter
2 -

@4
& Company’s Social Media post

% Company’s Press Release

X
Company’s Annual Report

d News on Traditional Media
m Buzz on Social Media

o000
MM WOM by Family and Peers

' WOM by Experts and KOL

E Buying Experience

6) Customer Service
dah

Source: Global RepTrak® 29



Social Media Can Make a Difference

A relatively

: : : 2018 Reputation
Social Media Touchpoint 2018 % Reach S bae
small percentage | I i

Of people Can Company's advertisements on social media 18.9% 1.7

have a majOI‘ From social media postings by Company 11.6% 1.2

imp aCt: Topic experts, websites and blogs 8.8% 0.5
From others posting about Company in social media 10.8% -

>2.0 pts

Significant difference > 0.8

i

VReputation Institute Source: Global RepTrak® 30



What is Driving Social Media Discussion?

The digital conversation for top 10 companies The most prevalent reputation dimensions on
is overwhelmingly positive in social media for top 10 companies

sentiment and centers around dimensions
that drive reputation

Analysis is based on 121 million

conversations in 2017 across the world
in publicly-available digital channels — such
as Facebook, Twitter, New York Times, blogs,
and online forums

¢ Discussion themes are derived using tailored
search strings and Latent Dirichlet
Allocation to cluster conversations

Governance

i

Reputation Institute



Discussion Links Product-to-Purpose and Social Benefit

Key social narratives by dimension across
digital media for top 10 companies

~

Products and Services:

Unwavering focus on high quality

and value, coupled with
\_responsive customer service. )

Citizenship: Narrative centered
around the organization as an
embedded element of modern
culture, making modern living
\_better, and more sustainable.  /

~

Innovation: Shift from novelty
and product characteristics to an
outcome of “enabling lives”.

Governance: Genuine

transparency and clear purpose
facilitate positive narrative and
sharing of experiences. )

\_

Governance

S

Reputation Institute Reputation Institute. RepTrak® is




4 Identify with Millennials



Millennials Drive Reputation Lift

RT10 global companies have a
stronger reputation among
Millennials and the gap vs. Non-

Millennials is growing.

AR

Millennials = 18-34 ; Non-millennials = 35-64 Significant difference > 1.4

1.5

1.0

0.5

0.0

Millennials Non-Millennials
8.0, ﬁ!’ 6.7,
\ 4 $94
__ -

Reputation Gap RT10: Millennials vs. Non-Millennials

1.3

0.9

2016 2017 2018

Reputation Institute

Source: Global RepTrak® 34



Female Millennials: Key Stakeholder

« Millennial women are globally shaping the Millennials
new cultural narrative through the “Me
Too” movement. piiie
h1~n;:
e
* Top 10 companies have a stronger -
reputation among Millennials — but female
Millennials have a lower emotional
Female Male

connection with companies as compared J . i
to male counterparts.

« Female Millennials score the top 10 : :H:-?
companies significantly lower than males Rogss v 4
Y

across the 3 key drivers of reputation.

,_______________-
L & 3
SR

L4

_______________

Millennials = 18-34 ; Non-millennials = 35-64 Significant difference > 1.4

RI

n vithout
Reputation Institute the expr pTrak ered of Re 017 R te, a Source: Global RepTrak®



5 Unleash a New Voice of Leadership



Leadership Voice: “CEO with a Conscience”

« A new kind of leader emerges: a CEO who thinks
beyond profit and aligns leadership with societal
contributions and highly ethical behavior

‘citizenship’

« 66 out of the RT100 companies have a strong score on
leadership -- but few deliver on ‘governance’ and

“Businesses can no longer

avoid becoming political.”

-- Harvard Business Review, April 2017
DRI

Reputation Institute

Leadership is increasingly aligned with
ethical behavior and societal contribution

UO\le’.‘o“\“

Goyernance

Source: Global RepTrak®



New Era of CEO Activism

CEO Reputation Impact Company Reputation
*  Among respondents who are familiar with the Respondents Respondents Not
Top 100 companies’ CEOs, the companies’ Familiar with CEO Familiar with CEO
reputations have a 5.0 point reputation lift
RepTrak Pulse
«  Good leadership is linked with societal +5.0 points
contrl.butlon and ethical and transparent Citizenship
governing. + 6.7 points
*  The highest dimension lifts among those Governance
familiar with CEOs are in the key dimensions of + 5.9 points
citizenship and governance.
Leadership
+ 3.6 points
@® POOR @® WEAK @ AVERAGE @ STRONG @ EXCELLENT

Significant difference > 1.4

RI

Reputation Institute Source: Global RepTrak® 38
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2018 Global RepTrak® Top 10 Companies
__Rank | Home 2018 | __Score

1 Switzerland ROLEX 79.3 Top 10
2 Denmark @ 77.9 ¢ The top 10 companies
G I remain largely stable
3 United States O 77.7
O« g e At * Rolex is still top but no
1 11
4 Ja pa n canon 77. 4 onger excellent
. T * Two new companies
5 United States O 774 § made the top 10: BMW
Company rong Group and Microsoft
6 Japan SONY 773 4 - » Google jumped two
\ places from last year -
Walt Disney Company
7 Germa ny Oﬁhds 76.6 f dropped two places
8 Germany BOSCH 76.4 ‘ - Intel and Rolls-Royce fell
out of the top 10
9 Germany Al 76.1
. | B
10 United States B 758 & -

Significant difference > 0.8

?}l‘

h con ial a ietary informa intellectual property of Reputation Insti ay not be reproduced ou .
A Reputation Institute h en Source: Global RepTrak® 40




2018 Global RepTrak® 100
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1 ) 1t ¥ 1 ) 4 * 1 ) 1 *

S i ~ _. SAMSUNG i
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7

3 3 ¥ , 1 4 Y @ ¥ wissan
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2018 Global RepTrak® 100: Featured Company

o BMW
= 77.7 | 77.4 @ur Dsnep 77.4 SONY 773 A\ 76.6 AQCH 76.4 76.1 75.8
ROLEX 793 - Company adidas T GROUP
v75.7 ) 74.5 LevisTRAUSs 8.0, 74.4 74.3 412 74,0 & Rolls-Royce'74.0 74.0 PHILIPS 73.8 BRIDGESTONE 73.7

I—IONDA 70.8

AIRBUS 70.2

.«'I—:'-'.)“:"!p_. 69.7

TOSHIBA 68.8

ce »687/

L Reputation Institute

V-4

Whirlgool 70.8 " IHG 70 QLezeme g 7
STEL
70.1 L AUDER70.1 NOKIA 70.1 ORACLE 70.1
s Y amitins S PG
69.6 69.5 Gampbelli .69-5 &y 695

//

MARS g3

incorporated

V. 4

67.47 @Mﬂ J f ‘ 67.0

Group

The pr n is confidential and contains proprietary information and intellectual property of Reputation Institut
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Company Spotlight: MARS

Mars Incorporated made it into the

RT100 for the first time and ranked
84t overall:

“Reputation is critical to every aspect of
our business and is a leading indicator
of our positive influence on society.”

B L oNe

;“I % " ’
/ e
e
. f Andy Pharoah,
M

VP Corporate Affairs and Strategic Initiatives,
Mars Incorporated

Global 2018 Dimension Scores for MARS

Pra.
e v /P
..\‘\\\““" ey X
AN L,
o "/,.l_

2 5
<= >
a2 [

b 3
|2 ]
o, o~
';er Q\tv
0»3" O\V
/,/) &
Governance
@ POOR @ WEAK @ AVERAGE @ STRONG @ EXCELLENT

Reputation Institute

Source: Global RepTrak®



Global RepTrak® 100 Trends: Observations

-
The United States has the largest number of companies in the top 100, with 4 30/0. Japan
contributes 12% of companies and Germany 10%.
J
. A
For the first time, Brazilis represented in the top 100 companies by three companies —
with Natura, Havainas, and Embraer. )

Among the most prevalent home countries, 71% of US companies saw a drop in ranking

from 2017, followed by 50% in Germany and 42% in Japan.

No company scored in the excellent range, and 58 % saw a drops in ranking. There was a

16% decline of companies in the strong range and a 17% increase in the average range.

Source: Global RepTrak® 44



Observations: High Risers and Fast Fallers

mm Rank Change Risers and Fallers

Samsung 73.3 +44 ‘t
Dell 71.6 40 +28 f * The tOp two faste.st risers
are from the tech industry
LG Corp. 71.6 41 +22 '
Nest|é 71.9 33 21 « The fastest riser and faller
_ " are the highest profile
Netflix 73.3 s L competitors in the cell
phone business
mm Rank Change
R g * The two only South
Apple 70.6 Korean companies in the
Daimler 70.5 59 -32 " tﬁp 11)90 have Seen somekof
the biggest gains 1n ran
18 69.6 72 28 ¥ voy T
AB InBev 66.7 99 27 ¥
Estée Lauder 70.1 63 26 ¥

Significant difference > 0.8

]

S 8 2ta eputa It
A Reputation Institute itten o te. RepTra ed tra epL tion Source: Global RepTrak® 45



Global Industry Dynamics

Most Prevalent Industries

ooy

1 Consumer
2 Food & Beverage
3 Technology
4 Industry Risers $ Industry Fallers
Industry Rank Change
, Hospitality -16
Information +2
Transportatio -13
Retail +2 n
Airlines -12

]

L Reputation Institute

ntellectual property of Reputation Ins

Industry

The consumer
industry accounts for

0)
27%
of 2018’s top 100
companies

Source: Global RepTrak® 46




Reputation Dimension Weights by Region

North America ~ > :

tead""/u‘,

Driver AnalySIS )
Breakdown

omnaNnc . ' \ Govc nance

Adj-R2 = 0.65

N.= 60,000
Latin

Adj-R2 = 0.64’
America

Asia Pacific

a0<E
P o'
""714:,‘
\"\0‘

» No major differences in dimension
weights between regions, with the
exception of Latin America — where
performance trumps citizenship

S
S,

P!Oquqi 5
e,

3
=
=
z
3

Lea ders, /’/u

Product is the highest weighted
dimension for every region and

8
uoucv«"“\\

workplace the lowest
v

» Governance is equally important

around the world — citizenship has

%, 14_6% A o blggest 1¥n.pact in North America and
Asia Pacific region
N = 50,000
N = 20,000 Adj-R2 = 0.64
Adj-R2 = 0.62
i
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Regional Dimension Score Breakdown

Average Dimension Score Rating per Region

Regional D
Differences

 Asia Pacific region rated companies
lowest, with only products & services
scoring in the “strong” range

North America \Asia Pacific

«  EMEA rates companies highest, with the
majority of dimensions scoring in “strong”
range

Latin

» For Asia Pacific and Latin America,
workplace has the lowest rating

» For EMEA and North America, citizenship
has the lowest rating, suggesting a deeper
erosion of trust

@ POOR @ WEAK @ AVERAGE @ STRONG @ EXCELLENT Significant differences: Asia > 1.5, EMEA > 1.2, Latin America > 2.0; North America > 1.8

Reputation Institute ten p e ak ad : ation Institute, all r ° Source: Global RepTrak® 48



Top Companies by Region

@ North America 3

@ Asia Pacific

The LEGO Group 79.9 ) C S Goodl 78.1
ompany core oogle :
Rolex 79.3 i Latl n :
: America Netflix 78.2 Disney 78.0
Nintendo 79.2
Google 78.0 Rolex 78.0
Samsung 79.0 . ft
Sony 76.8 Microso 76.0
Microsoft 76.5 Canon .1
adidas 76.5

Significant difference: Asia > 1.5, EMEA > 1.2, Latin America > 2.0; North America > 1.8

31

Reputation Institu

Source: Global RepTrak® 49
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Company Spotlight: The LEGO Group

“Our purpose as a company — to inspire
and develop the builders of tomorrow —
is what drives us and keeps us on our
toes. To be ranked second on the Global
RepTrak 100 survey is a great honour.
We are humbled and proud that people
hold us in such high regard. This doesn’t
happen by accident; it is the result of our
dedicated colleagues prioritizing children
first and delivering play experiences that
help them develop those essential skills
needed for the future.”

Niels B. Christiansen,
Chief Executive Officer,
The LEGO Group

]
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Company Spotlight: The LEGO Group

Global 2018 Dimension Scores for The LEGO Group
The LEGO Group remains in #2"d place

for two years in a row

Pr.
ce Ody -
e Yt L
‘-'."\J )

e The LEGO Group is a leader in '
transparency and societal contribution.

/)

L
= .’fe,—s/‘
uonerl uol

» The LEGO Group has strong scores in
the three key dimensions. :

e Infact, The LEGO Group is the only f.
company to have a strong score in % a
‘eovernance’ and ‘citizenship.’

Governance

@ WEAK ’:‘ AVERAGE @ STRONG . EXCELLENT
[ ]
":‘M

Reputation Institute
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The LEGO Group: Product and Purpose Alignment

‘;"‘?.sl

The LEGO Group’s Planet Promise is
focused on leaving a positive impact
and earning a trusted position among
stakeholders

In 2018 The LEGO Group starts to
materialize its promise by replacing the
source material to make plastic from

The LEGO Group is an example of a
company whose products are in
complete alignment with its values on
societal contribution and business
transparency

Reputation Institute

First LEGOs made from plant-based
plastic will be released in 2018



Company Spotlight: Samsung

YoY significant difference >0.7

._‘"_3 l

L Reputation Institute

Changes in Dimension Score
2017 vSs. 2018

RepTrak® 100 @

Samsung *

Prnquqi

7
Sep, |
¥

n is confidential and contains proprietary information and intellectual property of Reputation Institu
permission of Reputation Institute. RepTrak® d trademark of Reputation Insti

ay not be reproduced or
Institute, al

While RepTrak 100 companies declined, Samsung
bucked the trend and increased reputation — driven

by the crucial dimensions of citizenship and
governance

The net difference between Samsung’s and the rest of
RT 100 companies’ is 2.7 points for citizenship and
2.4 points for governance.

Samsung saw the highest increase in its products &

services with a 3 point gain — highest among all top
100 companies

Source: Global RepTrak® 54



Samsung: Product, Citizenship, Governance Reaps Gains

Products & Services

0 a0 e :
+4.
76 - +3.0 +3.0
' SAMSUNG
72
68 I
64
High quality High value Stands behind Meets customer SRS 1
products products products needs ot o s e e e —-
S ot j;.'.:'-;_ ‘_ e
/ @ \ « After Samsung’s product crisis in 2017
Citizenship Governance — when Galaxy Note 7s caught on fire—
75 - Samsung issued public apologies
+1.1 . . . . .
20 2.6 c6 helping to repair its reputation in 2018
65 64 +1.0 , , , .
0.1 . * Winter Olympics narrative exemplified
60 : 1 e :
. alignment of products with citizenship
60 . :
>3 Protects environment Positive influence on society Fair in the way it does business Behaves ethically == by fOCllSlng on beneflts Of
2017 W2018 2017 ®2018 technology to overcome personal
challenges

YoY significant difference >1.5

Source: Global RepTrak® 55
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Company Spotlight: Apple

* Apple drops 38 spots on the Global 100
list and finds itself at #58 in 2018

« Apple’s most significant declines are on
the key drivers of reputation

Ethical behavior

Transparent about the business
Fairness in doing business
Environmental protection

Products of good value for the money

* The only positive trend for Apple is in
‘company profitability’ but it works
against key drivers of ethics and fairness

YoY significant difference >1.5

69

67

65

63

61

59

57

55

Global Attribute Scores for Apple (YoY)

-4.8 pts
-6.7 pts
7P -5.7 pts
-4.8 pts
I -4.6 pts

Ethical behavior Transparent about Fairnessin doing Environmental Products of good
business business protection value

m2017 ®2018

Reputation Institute

Source: Global RepTrak® 56



Product, Governance, and Citizenship Declines

« Following the events of San
Bernardino, tax evasion, battery

tampering, and iPhone X, Apple’s After a Tax Cradeown: Apple
largest declines were in ethical Found a New Shelter for Its Profits
behavior, transparency, social of dolars amtouche by the United Gates leake documents rvesl.

responsibility — as well as its —
perceived product value. P
« This has a negative impact on “ \ | f
behavior — around 1 in 5 state that if | \ | Yt W] | W
given a choice, they would avoid LN s
using or purchasing Apple products -

Reputation Institute

Source: Global RepTrak® 57



Company Spotlight: Microsoft

e  Microsoft rises one place in the
rankings -- and rejoins the Top
companies at #10

e Microsoft tops the rankings for having
a positive influence on society and
appealing leader

¢ On the merits of societal influence and
leadership appeal, Microsoft
outperforms the Top 10 and Top 100
companies.

YoY significant difference >1.5

i

Reputation Institute

78

76

74

72

70

68

66

64

Global Attribute Scores for Microsoft, Top 10,
and Top 100 RepTrak® Companies

76.7

Positive Influence on Society Strong and Appealing Leader

® Microsoft ®Top 10 ®Top 100

Source: Global RepTrak®
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Microsoft: Purpose-driven Leadership

e Microsoft’s CEO, Satya Nadella, is an
example of a humble, confident, and
socially relevant CEO with conviction

» Nadella has stated that companies
should be taking stances on
controversial and social issues such
as privacy, security, and immigration

.« A . . t hi If. Nadella h "I think it is important for companies like ours to have a set of
S an 1mm1gran 1msell, a clla has principles that governs some of the most important things like
shared his story and stance in response privacy and security and — or immigration and take a stance.

to the DACA repeal announcement Ultimately, we also should recognize that we're not the elected
officials....But when there isn't that structure in place, it is up to us

as companies and leaders to take a principled stance..”

Satya Nadella, Microsoft CEO (Business Insider, 2017)

Reputation Institute
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Global RepTrak® 100: Key Implications

The world is at a strategic inflection point and market forces are resulting in declines in reputation and loss of
trust — it is globally imperative for companies to regain benefit of the doubt and win over Fencesitters.

Linking products and enterprise purpose can yield reputation gains — leveraging product quality, behavioral
ethics, acts of fairness and positive societal influence can help build reputational reassurance.

Authentic communication can break through the corporate hyperbole — being true to who you are and
unleashing a genuine voice of leadership can positively enhance the company narrative.

Reputation is a differentiator that can help your company economically win — but to realize success there is a
need to proactively navigate social issues to build reputational equity and mitigate against risk.




Join the RepTrak® Program

A GLOBAL MEASURE OF
REPUTATION

Reputation Institute

You can measure your reputation in any country
around the world

You can measure with any stakeholder that you like

You can measure your reputation though stakeholders
surveys or media coverage

Your will get integrated lens to evaluate and manage your
reputation

You can measure your reputation on a daily, weekly, monthly,
quarterly, or annual basis

You can get self service or in-depth reputation advice
depending on your needs

You can get inspiration from leading companies as part of
the Reputation Leaders Network




Thank You

www.reputationinstitute.com

#RepTrakl100

@shahngriff @Reputation_Inst :
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Reputation Macrotrends Driving Change

Top 10 Reputation Trends

o
o

Millennials Matter
Tweet Ranting
Employer of Choice

Understanding of what
is changing the World
and moving markets.

Cultural Narrative
Cyber Attacks
Fake News

Higher Purpose

Everyday Influencer
Nationalism vs. Globalism
CEO Activism

HNWLSA O O] 0O

i
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Identify Drivers That Enhance Reputation
I L T

High quality products/services

7.2% 6.9% 0.2%

Stand behind products/services 5.8%
5.5% 0.3%
Good value products/services 5.8% 5.8% 0.2%
Meets customer needs 5.8% 5 5o 0.1%
Positive influence on society 5.5% 5 4% 0.2%
Ethical behavior 4.8% 4.8% 0.0%
Fair in doing business 4.7% 4.7% 0.0%
Well organized 4.4% 4.3% 0.1%
Open and transparent 4.3% 4.3% 0.1%

Ri

Reputation Institute 5 rak” i of Rep 2017 n Ins! e Source: Global RepTI’ak® 66



Most influential 2017 drivers become even more so in 2018

'\ Reputation Institute

Product & Service
Product & Service
Product & Service
Citizenship
Leadership
Governance
Product & Service
Governance
Governance
Citizenship
Leadership
Innovation
Innovation
Performance
Leadership
Performance
Innovation
Leadership
Citizenship
Workplace
Workplace
Performance
Workplace

The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, which may not be reproduced or disclosed without
the express written permission of Reputation Institute. RepTrak” is a registered trademark of Reputation Institute. © 2017 Reputation Institute, all rights reserved

Stand behind products/services
High quality products/services
Good value products/services
Positive influence on society
Well organized

Open and transparent

Meets customer needs

Ethical

Fair in doing business
Environmentally conscious
Excellent managers

Adapts quickly to change

First to market with new products/services
Strong prospects for growth
Strong/appealing leader
Profitable

Innovative

Clear vision for future

Supports good causes

Rewards employees fairly
Concerned for employee well-being
Exceeds financial expectations
Equal Opportunity workplace

5.8%
7.2%
5.8%
5.5%
4.4%
4.3%
5.8%
4.8%
4.7%
3.8%
3.6%
3.6%
4.1%
4.1%
3.9%
3.9%
4.1%
3.7%
3.7%
3.1%
3.4%
3.4%
3.2%

5.5%
6.9%
5.8%
5.4%
4.3%
4.3%
5.5%
4.8%
4.7%
3.9%
3.8%
3.6%
4.2%
4.1%
3.9%
3.8%
4.1%
3.6%
3.8%
3.5%
3.6%
3.5%
3.3%

0.3%
0.2%
0.2%
0.2%
0.1%
0.1%
0.1%

-0.1%
-0.1%
-0.1%
-0.2%
-0.2%
-0.2%
-0.3%

Source: Global RepTrak®
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Opportunity to Align With Changing Sentiment

22.0 —
20.0
-
¢ Product / services
* Governance
16.0 + Citizenship
14.0 - _
e —e——
e
12.0
10.0
2013 2014 2015 2016 2017 2018
—Products =—=—Governance Innovation ===Performance =——Citizenship =—=Workplace =—=Leadership

ins proprie

R8putati0nlnstitute expres: t ?:, ssion of Reputation Institute. RepTrak” is a ed trademark of Reputa 'j' 7 Reputation Ins ghts reserv ‘ Source: Global REPTI’ak®



Decline on Governance and Citizenship

Change in scores from 2017 to 2018 for three most important dimensions

75
Y

70

68.0

65

60
Products and Services Governance Citizenship

H2017 ®2018

Source: Global RepTrak® g9
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Need to Excel on Governance and Citizenship

Governance and Citizenship Score 2018 by Ranking Tiers

70
68.4
66.6
65.5
65
60
Top 10 11to 20 21-79 81-100

Reputation Institute , 2 e o 017 o it 21 g Source: Global RepTrak® 70



Company Spotlight: Nestlé

. . Governance and Citizenship Index change 2018 vs. 2017
* Nestlé has consistently been in the

Global Top 100
* Nestlé has gained 21 spots from 2017 to
2018 — among the top 5 fastest risers
overall
« In 2018, Nestlé was among the top 10 -1.3
companies best able to mitigate the
overall trend in YOY decline in
Governance and Citizenship
-2.5

performance

M Nestlé B Other companies

]

Source: Global RepTrak® 71
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Nestlé: Focus on Creating Shared Value (CSV)

* Nestlé’s stated purpose centered
around “enhancing quality of life and
contributing to a healthier future”

e Building on its product strength, Nestlé
has aligned on 42 specific CSR
commitments which are key KPIs
reported to stakeholders

* Nestlé has further its CSV agenda with

the 2030 United Nations Sustainable
Development Goals (SDGs)

i

Reputation Institute

Nestlé’s Business Principle: Creating Shared Value

Nutrition, water,
rural development,
our focus areas

Creating
Shared Value

Sustainability Protect the future

Laws, business principles,

Compliance
codes of conduct




