Index of Thought Leaders (2010):
media summary



Telling the Story
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Building awareness and understanding of
TLG’s annual survey of influential brands
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National Media
+ Commentary



Malcolm Gooderham founder of TLG said that the route to becoming a
trusted brand was gaining recognition as a Thought Leader a concept
based on “driving positive change in both attitude and behaviour
among key stakeholders”...
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‘ ‘ Branding experts say the study is evidence of the mounting
importance among consumers of ethics, responsibility and quality in
spite of tough economic times.
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‘ ‘ Last week I attended a seminar held by TLG.......a strategic
communications agency that tries to turn its clients into “thought

leaders”, firms that people trust and respect.
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it’s key to company success
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International Media



Harvard

Business
Review

The brands that top the Index excel at defining what they stand for,
maintain a ruthless and coherent focus on their credentials and share

very high trust ratings. , ,

How Does a Brand Become a Thought Leader?
P Tugsday No r 16,2010
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{Los Angeles Times

California is home to almost half of the nation’s most “powerful”
brands, according to an index compiled by TLG Communications of
London that surveyed “key opinion leaders™. , ,

California tops nation with 'powerful’ brands
November 15, 2010 | 6:02 pm

Sun and surf, California has plenty of. A laid-back attitude, definitely ves.
Influential companies? Just look at Silicon Valley.

Apparently, California is home to almost half of the nation's most "powerful"”
brands, according to an index compiled by TLG Communications of London
that surveved "key opinion leaders."

The names are unsurprising — occupying three of the top five brands are Apple
in the top slot, Google as Wo. 2 and Facebook in fifth. Of the top 20 positions, California-based

companies snagged nine spots. Other Golden State powerhouses include Intel (7), Virgin
America/Atlantic (11), Skyvpe (14), Twitter (15), Ebay (16) and Hewlett Packard (18).

Texas follows with three top-2o brands. Washington, New York and Minnesota clock in third with
two companies each.




Regional Media



John Lewis is
ranked among
influential list
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BEN GRIFFITHS

T'AIL giant John Lewi

to a ranking of Britain's most inf
ential brands, as the group’s partner

sroach to doing b

a record year for till rec
pelled it into the top three

ILG’s 1ual index of UK Busin
I'hought Leaders ranks Joh:
below Apple and Google but :
other respected names including
Amazon, Facebook and Microsoft. It is
eight places above nearest retail rival
Mark Spencer, while Sir Richard
Branson's Virgin Atlantic leaves the
top 10 for the first time in 12th place
Another newcomer is smoothie
maker Innocent, set up by thre
Cambric raduat years ago01

Apple extended its leadership over
Google following the successful
launch of its iPad tablet computer
and the fourth neration of
iPhone handset
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Malcolm Gooderham, founder of

said: “The influence of Thought

»eyond their sector. John

srand has become a byword for

1ality customer service and product,

but also for a way of doing business. It

is ‘how’ a company does business that

defines corporate reputation, not just

what it sells.”

Within the US rankings, Apple and
irst and second, with

Google are
Southwest Airlines in third place
Amazon, Facebook and Microsoft are
fourth, fifth and Sixth

TLG’s Index measures the influence of brands both in Britain and the
US by asking key opinion formers to rank leading companies
according to their “thought leadership” power
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METRO

The Index will be launched on Wednesday with a London
seminar.....chaired by Adi Ignatius editor in chief of the Harvard

Business Review
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Trade Press



‘ ‘ The John Lewis Partnership, Facebook and Innocent are climbing the
ranks of thought leadership, while Marks & Spencer and Virgin
Atlantic are fading, according to a new survey of opinion leaders

John Lewis and Facebook named influential
businesses

The annual poll from the Thought Leadership Group again places Apple
and Google as the top two brands, both in the UK and the US. Apple
extended its lead, with respondents viewing Google as failing to
communicate why it is going beyond search

John Lewis Partnership, spanning John Lewis and Waitrose, is a surprise
ch at number thre tl ve g not featured in the top
ten since the 2007 survey. o ere particularly impr

the strength of the larity” of the brand propositi
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brands both in the UK and the US.

‘Thought leaders’ revealed

The John Lewis
Partnership,Facebook and
[nnocent are climbing the
ranks of thought
leadership,while Marks
& Spencerand Virgin
Atlanticare fading,
accordingtoanew
survey of opinion
leaders. The annual poll
from the Thought
# Leadership Group again

places Apple and Google as the top
two brands,bothinthe UK and the
US.TLG defines thoughtleaders
“as those brands which drive
positive change in both attitude and
behaviouramongkey
stakeholders”.
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Index of Media Brands

Building awareness and understanding of
TLG’s annual survey of influential media
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The Index is now in its 2nd year
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The Index surveys opinion
leaders in US and UK
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The findings were given as an
exclusive to PR Week
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‘ ‘ The John Lewis Partnership, Facebook and Innocent are climbing the

ranks of thought leadership, while Marks & Spencer and Virgin
Atlantic are fading, according to a new survey of opinion leaders

THOUGHT LEADERSHIP TLG survey shows BBC site has most influence on the way companies are perceived
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think television has the most
impact on business reputation

believe print has the most
impact on business reputation

BBC streets ahead of online rivals

How | see it

atherine May
I\ Group director of
- corporate affairs,
Centrica
1

Paul Charles
Chief operating
officer, Lewis PR

o)
70
say social media have the most

think online news has the most
impact on business reputation

impact on business reputation

SURVEY RESULTS Who has the most influence on business reputation, according to the TLG survey

The Economist. Other
The Guardian

UK social
media




In terms of long-term corporate reputation building, TV remains
hugely powerful on both sides of the Atlantic... But a startling
difference between the UK and USA is the comparative dominance of
new media...

Last week, we looked at
corporate reputations
within the political
community.This week
(news, p3),we look at the
media - on both sides of
\the Atlantic - that are
major influences on
reputations.

T xclusive research
for PRWeek reveals that as
well as having a strong

corporate reputation in its
own right (Opinion,12
November),the BBC remains
dominant in terms of forging
other reputati n the UK.
The survey,among 1,000
opinion-formers,shows
that the BBCis the

primary source of news and

/ some margin -
n,radio and online.
It is interesting to note how
much more corporate influence
the BBC has in the UK than arch-
rival News Corporation.In TV, the
public broadcaster’s products
ranked in the top four slots,with
Sky News fifth. While online, 51 per
cent of the
BBC had most mﬂueme on
business reputations compared
with x per cent citing The
Times,the Murdochs’ most
powerful title here.This reminds us
why News Corp is so keen to
control more of Sky - and thus
leverage more media power in the
UK - and why this move is so
fiercely opposed by the BBC.
But it is a very different story in

vie for influence

Itis interesting to note how
much more corporate influence
the BBC has in the UK than arch-
rival News Corporation

the US,where Murdoch-owned titles
dominate across most media.In pri
the Wall Street Journal was named as
the most influential title by 58 per cent
of respondents,and was also the most
influential online. Meanwhile, News
Corporation’s Fox News was revealed
as the most powerful TV news source,
ahead of CNN and Bloomberg.
Another startling difference
between the UK and US is the
comparative dominance of new media
across the pond.In the US, nearly two-
thirds of respondents
their primary source of news, nearly

aid online was

three times that of any other medium.
But in the UK, online, print and ra

are much closer rival
delivering news.Tele:
lower down the list.

Nevertheless,in terms of long-term
corporate reputation-building, TV
remains hugely powerful on both sides
of the Atlantic. In the UK, 63 per
said TV ultimately had the most
impact on corporate reputation and it
came top in the US too,with 50 per
cent of respondents citing it.

In a year when we saw pictures of
BP’s Deepwater Horizon platform
polluting the Gulf Coast with oil and
Chilean miners emerging from the
depths, we are reminded of the

terms of
on comes

enduring power of the live news image.

danny.rogers@haymarket.com




(USA)

The Wall Street Journal topped the list of the most influential US media
brands in a study released by TLG Communications.

The results came from a panel of over 1,000 people from four areas:
business leaders, politics and public sector, media and
communications, and NGOs.
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To see an Executive Summary visit:
www.tlg-ltd.com/index2010
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