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About Reputation Institute EI';IUSTTAI%OT'E@

The world leader in Reputation Management research

REPUTATION ({1, e e v pon
Reputation Institute is the world’s leading INSTITUTE \__ drive competitive advantage
reputation-based research advisory firm,
founded by Dr. Charles Fombrun and

Dr. Cees van Riel in 1997.

Reputation Institute’s RepTrak®
Research is the worlds largest and
highest quality normative reputation
benchmark database.

* 7 Dimensions of Reputation
* 10 Years of Data Indexed

* 40 Countries Measured

* 15 Stakeholder Groups

* 3,000 Companies per Year
* 6M Responses per Year

Knowledge Research Advice
Our most prominent management tool is the Publication Information Insight
. . Conferences Analysis Strategy

®
RepTrak® model for analyzing the reputations Training Presentation Activation

of companies and institutions — best known via
the Forbes-published Global RepTrak® 100,the 'sssssssssssss s s SEEE SN EE NSNS EE NSNS EEEEENEEENEENENEEEEEE
world’s largest study of corporate reputations.
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Corporate reputation versus CSR



Corporate Reputation Repuanon (5

Charles Fombrun, 1996
Founding Partner of Reputation Institute

“A corporate reputation is a perceptual representation
of a company’s past actions and future prospects that
describe the firm’s overall appeal to all of its key
constituents when compared with other leading rivals.”



Corporate social-responsibility REUTATON((=5

European Commission

“The responsibility of enterprises for their impact on
society.”

“Enterprises should have in place a process to integrate social,
environmental, ethical, human rights and consumer concerns into
their business operations and core strategy in close collaboration
with stakeholders.”



Corporate reputation versus CSR R
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Measuring corporate reputation:
the RepTrak® Model



Understanding and measuring corporate reputation REI';,USTT/?;@';@

RepTrak® Pulse: the corporate reputation KPI ‘

m Corporate reputation encompasses the feelings individuals have toward a
company

m RepTrak® Pulse measures this emotional attractiveness
m The KPl is a construct comprised of four elements: ESTEEM
0 Admiration and respect

O Recognized reputation

tEELING
Jyiwav

0 Good feeling

a Trust

TRUST

10



Measuring reputation
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RepTrak® measures
the seven pillars of reputation
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TRUST Governance
EMOTIONAL RATIONAL explanation

of the emotional
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How does'the RepTrak® System measures CSR perception? Rﬁ'ﬁ,“J{.‘lb‘%’é@

Supports Good Causes Rewards Employees Fairly

Positive Societal Influence Employee Well-Being

Environmentally Responsible Equal Opportunities

Open & Transparent

Behaves Ethically

Fair in Way It Does Business

12



Why is CSR important? AHTATON (S5

Governance

CSR Index 41.2%
\_ L

Adj. R%=0.699
n=150.000
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Global RepTrak® 100.—the Best Corporate Reputations in'the World

The Best 100 Companies...
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Global RepTrak® 100.-~ 2016 Top Ten REUTATON((=5
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All Pulse RepTrak® scores that differ by more than +/-0.9 are significantly different at the
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The companies with the best reputation in 2016 within the 7 dimensions
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The reputation economy



The “Reputation Economy” REP”TAT'ON@

INSTITUTE

Direct
experience
Products Investments R Attitudes and Business
Client service Employment Perce ptlons behaviors results
o e -
0 e . - EsTEEM “
Company initiatives B
2\ i
Sl e
Branding Marketing 9
Public Corporate @‘i
relations responsibility

Governance

Third-party

perspective
Media Opinion leaders
(traditional, " .
digital, social Family & friends
networks)
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Reputation Drives Support
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Only Companies in the Strong RepTrak® Pulse Range Achieve Support Above 50%

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

Source: 2016 Global RepTrak® 100
N = 187,877 ratings from general public across 15 countries

€STEEM

ESTEEM ESTEEM ESTEEM ESTEEM

2 I N 4 Strong 3 K4 Excellent
¥ I I N 70-79 ;. JH g 80+ H
TRUST TRUST
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Reputation and stock value Repummon ()

——S&P Index —— Top 10 Most Highly Reputed Companies
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Based on the daily stock values for Top 10 companies in US RepTrak® Pulse rankings & S&P 500 Index values.
All Index Values show a percentage change from January 1, 2006. 20
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The business case for CSR



CSR Business Model

CSR Y REPUTATION
4
,, s e
e
, ESTEEM
_gﬂ ug: 'I;{LﬁgeTrak‘ g %E,'
Profit Planet -
S
Economic Environmental %'% [RUst q*"@f
Performance Performance S
GAP PERCEPTION

REALITY
A

SUPPORTIVE
BEHAVIORS

_—

BUSINESS
RESULTS
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2016 Global CSR RepTrak® 100

What are the companies perceived
to be most socially responsible?



Global CSR'Reptrak® Top 10:Companies Rﬁ'ﬁ,‘?{.‘l{%’é@

Rank

1 Google
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by Reputation Institute

3 The @MT%I’SNE? Company

s

DAIMLER

g

D

g

[ Rolls-Royce
W

9 ROLEX

POOR WEAK MODERATE ~ STRONG  EXCELENT
<40  40-59 60-69 70-79 >80
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Global CSR'RepTrak®.leaders over time Rﬁ'ﬁ,“J{.‘l{%’é@
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CSR RepTrak® leaders by country 2016 Rﬁ'i,%?.‘lb%’é@
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CSR perception-across industries REUTATON((=5

Information &

71.4 Retail general 68.0

media

Technology 69.1 Energy 67.2
Industrial products 68.2 Hospitality 66.9
Financial 68.2 Healthcare 66.9
Consumer products 68.1 Transport 65.6

27



CSR is moreimportant'in some industries than others REII;,USTT/?%OT';@)

Energy 45.8% Technology 41.9%
Healthcare 45.6% Industrial products 41.6%
Information & 45.3% Retail general 40.9%
media

Financial 43.4% Consumer products 39.9%

28



Global CSR RepTrak®. leaders (1-50) REUTATON((=5

CSR 2016 Global : CSR 2016 Global .
Reputation Company CSR RepTrak® Evolzu(;:;losn e Reputation Company CSR RepTrak® Evolzu(;:;lc;n e
LELLS Score Score
1 Google 75.4 0,0 26 Toyota 68.9 1,4
2 Microsoft 75.1 1,9 27 Visa 68.8 1,5
3 The Walt Disney Company 74.7 1,4 28 Bridgestone 68.8 1,1
4 BMW 73.9 0,6 29 Danone 68.7 0,6
5 LEGO 73.8 1,1 30 HP Inc. 68.6 -
6 Daimler 73.3 0,1 31 3M 68.5 1,2
7 Apple 73.3 1,0 32 Panasonic 68.5 2,6
8 Rolls-Royce Aerospace 73.1 1,7 33 IBM 68.3 0,6
9 Rolex 73.0 1,8 34 Kellogg's 68.3 0,7
10 Intel 72.9 1,1 35 Whirlpool 68.2 1,5
11 Canon 72.5 2,3 36 Yamaha 68.2 -
12 Johnson & Johnson 71.7 1,3 37 Hershey Company 68.2 2,3
13 Sony 71.5 1,3 38 Goodyear 68.1 1,8
14 Michelin 71.4 2,0 39 Giorgio Armani 68.1 1,0
15 Ferrero 713 2,9 40 BBC 68.1 -0,6
16 Adidas 71.2 0,9 41 Under Armour 68.1 -
17 Nintendo 70.8 2,9 42 Marriott International 68.0 2,8
18 Nestlé 70.0 0,7 43 Pirelli 68.0 0,7
19 IKEA 69.9 2,3 44 L'Oréal 68.0 1,4
20 Samsung Electronics 69.8 1,0 45 Hugo Boss 68.0 1,9
21 Robert Bosch 69.7 0,6 46 Bayer 68.0 2,6
22 Nike. Inc. 69.4 0,7 a7 Swatch Group 67.9 11
23 Colgate-Palmolive 69.3 1,0 48 Kimberly-Clark Corporation 67.8 -
24 Cisco Systems 69.2 2,8 49 InterContinental Hotels Group 67.8 -
25 Philips Electronics 69.0 -1,2 50 Texas Instruments 67.8 1,5

All CSR RepTrak® scores that differ by more than +/-0.9 are significantly different at the 95% confidence level. 29



Global CSR RepTrak®. leaders (51-100) REUTATON((=5

CSR 2016 Global : CSR 2016 Global :
Reputation Company CSR RepTrak® EVOIZU(;‘.'I? e Reputation Company CSR RepTrak® Evo';&‘;" =
Rank Score Rank Score
51 Oracle 67.8 0,9 76 Air Canada 66.6 -
52 Hewlett-Packard 67.8 1,0 77 General Electric 66.6 0,4
53 LG Corporation 67.7 3,2 78 FedEx 66.6 -0,1
54 SAP 67.6 1,4 79 The Estée Lauder Companies 66.4 -1,0
55 Honda Motor 67.5 1,4 80 Hilton Worldwide 66.2 0,6
56 Deutsche Lufthansa 67.5 0,3 81 LVMH Group (Moét Hennessy - Louis Vuitton) 66.2 0,4
57 Xerox 67.5 2,8 82 Fujifilm 66,1 0,7
58 Ralph Lauren Corporation 67.5 - 83 HJ Heinz (Kraft Heinz) 66,1 0,6
59 Mastercard 67.5 1,3 84 Ford 66,0 0,8
60 Siemens 67.5 0,6 85 Heineken 65,9 0,3
61 Airbus 67.5 1,6 86 Nokia 65,9 -
62 Amazon.com 67.4 -0,3 87 Roche 65,9 1,3
63 Levi Strauss & Co. 67.4 0,6 88 Unilever 65,8 0,8
64 Dell 67.3 0,3 89 Starbucks Coffee Company 65,5 -
65 Procter & Gamble 67.3 0,7 90 Carlsberg 65,4 1,2
66 Schneider Electric 67.2 0,1 91 Bacardi 65,2 2,4
67 Barilla 67.2 0,9 92 Sharp 65,2 -
68 Boeing 67.1 0,9 93 DuPont 65,2 0,9
69 Caterpillar 67.1 1,1 94 Fujitsu 65,0 -
70 Volvo Group 67.0 -0,8 95 Hitachi 65,0 -
71 Electrolux 67.0 2,3 96 Toshiba 64,9 -0,3
72 Lavazza 66.9 1,5 97 PepsiCo 64,7 1,6
73 eBay 66.8 2,6 98 Ricoh 64,7 -
74 The Coca-Cola Company 66.7 1,4 99 UPS 64,6 0,6
75 Campbell Soup Company 66.7 0,7 100 General Motors 63,6 1,7

All CSR RepTrak® scores that differ by more than +/-0.9 are significantly different at the 95% confidence level. 30



Global CSR'RepTrak®.evolutions: top increases and decreases
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-

\
Workplace 6.6 ‘

Governance -17.6 ‘

©@

Scandinavian Airlines

All CSR RepTrak® scores that differ by more than +/-0.9 are significantly different at the 95% confidence level.
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Actual CSR vs. Perceived CSR



Reputation management

REPUTATION @)
INSTITUTE

Communication is
required to capitalize
on good reality and
overcome poor
perceptions

REALITY

Opportunity
Good
Change is required
to alter ‘reality’ and
minimize
reputational risk
Bad
Bad Good
PERCEPTION

33



Consumers are lacking information about CSR dimensions RE,F,;USTT*,‘I{JOTE@

Products Innovation Workplace Governance Citizenship Leadership Performance

Bl 12 W345 W67 M Notsure

Data based on RT100 company distributions. 34
e



Actual CSR can be ‘misaligned with CSR perceptions —Mexico’s example

Cemefi Scores

. GINP Seguros (Grupo Nacional
Provincial)
@ Pefioles * Metlife @ Cemex @ Microsoft
@ Grupo Modelo
LALA @ ¢ Danone
’. O TEL @ Fresnillo
Grupo Gigante
¢ Oxo Mapfre ® ® The Coca-Cola Company
@ Bridgestone
BBVA ¢ @ HewlettPackard Enterprise €  Grupo Bimbo
Gas Natural Fenosa® & FEMSA * @ Bank of America
* American Express
COCA-COLA FEMSA
Herdezp @ HersheyCompany
Ci Syste
@ Grupo Financiero Banorte ¢ CiscoSystems
Grupo Carso,S.A de C.V. ¢ FedEx
* @ Mexichem @ Sauza Tequila
4 Atento & Avon Products @ GlaxoSmithKline @ Grupo Jumex
ALFA
@ Bancodel Bajio @ | Condumex @ Daimler (Mercedes-Benz)
AstraZenecd @ Aeromexico
JAFRA Cosmetics International 4 * o9 ’3M’ 9 Lenovo Group 4 Colgate-Palmolive
Palacio de Hierro  piageo General Motprs
@ Banamex
55 60 65 70 75

CSR RepTrak® Mexico Scores

Source: RepTrak® Pulse Mexico, 2016 and ESR Cemefi scores

80
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Cemefi

CENTRO MEXICANO
PARA LA FILANTROPIA

The chart shows the relationship
between actual CSR (according to
the companies self-assessment
scores obtained following
Cemefi’s methodology) and
perceived CSR (based on CSR
RepTrak® results for Mexico)

35



Actual CSRcan be ‘misaligned with CSR perceptions Rﬁi,“J{.‘lb%’é@

Gap = 8.1 points

4 "' 1
I d t Unllever Bl ek BMW Group
n u S ry Fujitsu @ LG Corporation o Y
I d Roche SAP Rolls-Royce Aerospace
Fujifilm Schneider Electric

Samsung Electronics

°
The chart shows the
relationship between
pirelli HPInc.  Nestlé actual CSR (according to

Siemens
Ricoh ® 80 o o\o/ Robeco SAM'’s

ROB=COSAM@

Hewlett Packard i ili
Enterprise Colgate-Palmolive SUStalnablllty
PepsiCo Bayer _ InterContinental Hotels performance rankmg:
Hitachi Group Industry Leaders, Gold,
Heineken [ i .
UP;&J anasofic Silver or Bronze) and
eccter comol perceived CSR (based
Honda Motor ®
on CSR RepTrak
Campbell Soup Company Xemx Hué’° Boss Adidas Group  The Walt Disney Company
scores)
Starbucks Coffee Toyota \ \
Company Q ‘\
Bridgestone \ Intel Microsoft
NOkla Volvo Group 3M
Danone  Johnson & Johnson -~
60,0 62,0 64,0 66,0 68,0 70,0 72,0 74,0 76,0

CSR RepTrak® Scores

36



BMW Group vs. Unilever — two different global pictures RE&%?.‘J{%E@

o

CSR score with consumers: 73.9 CSR score with consumers: 65.8
Governance score —74.4 Governance score — 65.5
Citizenship score —72.2 Citizenship score — 64.8
Workplace score — 75.2 Workplace score —67.0

¢ N ,“ Italy
@ P

\ >}' h’\’*ﬁ

XN w) ({682

RIS A RN,
IR \ #

~—

) ’4:@;

CSR RepTrak®
Score Globally

CSR RepTrak®
Score Globally

n=2512




Consumers lack information about Unilever’s CSR performance RE,&%?,‘I{%E@

1§

Workplace Governance Citizenship

WM 12 W345 W67 M Notsure
38
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Communication of CSR



Actual CSR does not automatically convert into perceptions

CSR Y REPUTATION
4
, ¢ ESTEEM o
i 5 'I;{LﬁgeTrak‘ ’g H
[ &
Profit Planet
S
Economic Environmental %'% [RUst q*"@f
Performance Performance S
PERCEPTION

REALITY GAP
A pun 4

REPUTATION

SUPPORTIVE BUSINESS
BEHAVIORS RESULTS
/—\

R

)

INSTITUTE

40



CSR must be perceived by stakeholders to generate reputation

PERCEIVED csr REPUTATION
@mame P’od“"V:,
. ESTEEM %‘*
_gg ..5: gﬁspeTrak‘ :?%
Profit Planet ¢
i S 40

Economic Environmental

Performance Performance
Governance

SUPPORTIVE
BEHAVIORS

_—

REPUTATION
INSTITUTE

BUSINESS
RESULTS

i
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Traditional theory of how to communicate CSR activities Rﬁ'ﬁ,“J{.‘l{%’g@

CSR Activities

Ay
. . .."..
T "I Pt e
Employees Critical Stakeholders, \“ 'l.|‘
NGOs Customers General Public
* Politicians and
CSR Journalists Local Decision Makers

Informative Communication Strategy:
Communicating legitimacy
through facts and figures

Endorsed Communication Strategy:
Communicating legitimacy through
other stakeholders

42



DOING WELL BY Al
DOING GOOD

INCREASINGLY, CONSUMERS CARE ABOUT ‘; /:':_,;' i
CORPORATE SOCIAL RESPONSIBILITY, : ‘,?"‘"":’:E;r
BUT DOES CONCERN CONVERT | ;,,L;:’EFEC
TO CONSUMPTION? : :KF:CC rF;r—VE)
FEE e
e T s
prefer to work for socially responsible companies ZZerT g A

More Transparency Please

will pay extra for products and services from companies
committed to positive social and environmental impact

made at least one purchase in the past six months from The aftermath of COP21, a wave of global corruption scandals and
one or more socially responsible companies the Volkswagen emissions fraud mean transparency is as critical T

as ever, and we still have a long way to go. g
check product packaging to ensure sustainable impact

volunteer and/or donate to organizations engaged in
social and environmental programs




Impact of “expressiveness” attributes in CSR REFL”J#?%?’E@

Pre
R ©ucts

ESTEEM

+ ImpaCt 0,135 0134
0,128
0,125
0,121
0,119 | 0,119 0,118
- Impact ) _ ) o
Stands out Communicates Welcomes Meets the Provides Delivers a Appears Delivers on its
from the crowd often needs of its M consistent Eenuine about promise
discussion with customers information experience what it says
outside about its and what it
audiences activities stands for
about its
activities

44



The credibility of the.channels varies depending on the company’s reputation RE{;,%TT‘I‘PL%E@

Internet advertisements from Company

TV advertisement from Company

Print advertisements from Company

For companies with a weak
reputation, third party
communications have a
much stronger impact on
their CSR perception

Company’s website

Newsletters from Company

Email from Company

I'f

Radio advertisements from Company

Outdoor media from Company (e.g. Billboards, bus
stop ads, bus ads, taxi ads)

]

i
N N
()

Traditional print news source (e.g. newspaper or
magazine)

From other people posting about Company in
social media (e.g., blog, online forum, or social...

Online only news sources

For companies with a
strong reputation,
controlled communications
have the strongest impact
on CSR perception

TV news source or associated website

Radio news or commentary

Family members, friends, or colleagues and topic ]
experts

Associated website of a print news source (e.g.
newspaper or magazine)

G

1l

Company’s customer support service

Program or event sponsored by Company you
attended

From social media postings by Company

® Poor/weak reputation ™ Average reputation m Strong/excellent reputation l 45




Basic rules for communicating CSR efforts el

Do communicate as widely as you can,
but always...

*Be true
*Be transparent

*Be proportional

46
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Case study: BBVA



The challenge in 2013: win back society LA

BBVA

One of the five priorities of BBVA's strategic In 2013, 80% of citizens in Spain thought that banks
plan 2013-2015 behaved irresponsibly, the worse data in EU *

6 4 8 8 4 6 4 4 4 8 4 14 1 4 3 6 7 7 4 2 4 3 6 1 6 2 6 3 9 4 114 4 2 5
o 2 o
0o 0o o o 1
o 56 0 o 1 0740751 51 1
49 0 53
54

o
R 24 32 34 i B&.1551 54 = | &% i
Un objetivo: BBVAX3 se adapta al nuevo entorno Il
A target: BBVAx3 adapts to the new environment
Una clave: conquistar al cliente
A key: win over the customer
Un futuro: la vida sera mévil BE
The future: life will be mobile
Una obsesidn: la sencillez T
44 44 44 44 4a =
An obsession: kQQp ‘t“mp'& 38 38 38
37
o 34 33
Una responsabilidad: ;
A responsibi T
I I I i |

MT FI LT BG LV RO LU PL CZ DK PT EE NL SK AT HU SE CY DE BEEU2WK SI |IE EL FR IT ES TRHR IN CNER US [N
PP wSs 0 Cwoo 0@ TRu@@FTeOEV0D T Ccoes

i

M Total "Yes' M Total ‘No* Not applicable (DO NOT READ Don't know
ouT)

(*) Source: How companies influence our society: citizens’ view. Eurobarometer European Commission 2013. 49



Launch of relevant CSR/Responsible initiatives in.Spain Rﬁ';,“J{.‘lb%’E@

Massive customer issues: preferentes
conversion & quittance of floor clauses in
mortgages

Social housing policy: new recovery
standards & stop evictions for customers
under risk of exclusion

Reinforcement of social program linked to
financial education. Emerging public affair

O

| BBVA
Yo Soy Empleo

e 2-year social program to help SMEs to
create 10.000 jobs in Spain

* Itincludes also training for growth to 3.000
SMEs

* Investment of 26,5 million € (25% in
marketing & communication)

50



Yo soy empleo: Social impact and:ROI s ()

BBVA

10.000 new jobs 55% permanent contracts
13% self-employed

6.343 SMES supported
41% SMEs new customers

40% employed are less than 30 years old
14 months unemployed on average

230 institutional agreements
SERES Foundation Award 2014

Growth: Return on equity:

and social Operational
positioning efficiency

* Reputational return: 1 time as » Citizenship, key dimension for
industry leader in Spain G a greater pride of belonging
among employees

* Citizenship, the most important
dimension for that improvement

* Ownership of employment territory . .
among banks Risk management:

* Customer attraction and engagement Crek /" Operations * Institutional positioning

(*) CSR Value: McKinsey & SERES Foundation CSR2 model 51




BBVA, 1sttimein 5 years as the bank with better reputation “in Spain RE;;,USTT/?;@';@

BBVA

From '75 points below the leader in 2010 to +04 points up the second bank in 2014

Emotional reputation evolution in Spain (Pulse)

2010 2011 2012 2013 2014
85.0 1l=1=A7AN > BBVA 3° BBVA 3° BBVA 2° BBVA 1°
80.0 1 \

70.0 -
— 64,2 |

65.0 - 77,8 /\ A
\
60.0 - =
BBVA PEER 1 PEER2 === PEER3  ‘chpl )

Source: RepTrak Reputation Institute 52

|

75.0




Citizenship, the reputation dimension with better evolution in'Spain Rﬁ';,“Jﬁ{'ﬂ'g@

BBVA

| Citizenship among customers

From -14.6 points below the leader
in 2010 to -3,4 points in 2014

Citizenship among non customers

From -13 points below the leader in

2010 to lead in 2014

Source: RepTrak & Internal reputation survey. Spain. Reputation Institute

Citizenship among employees
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73,7
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