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Key Insights from the
Ireland RepTrak 2024 Study

#IRLRepTrak24



The Reputations Agency

RepTrak Platform

Measure and track
your Reputation
continually
amongst the
informed public.
Combined with
expert insights and

advice

Ireland
RepTrak

Multi Stakeholder

Audits

Understand how to
protect and
strengthen your

Reputation
amongst
specialised
stakeholder groups

b Reputation Offerings

Reputation
Workshops

Prioritise your
strategic imperatives,
set tangible goals and

develop concrete
plans to achieve
these goals so your
Reputation can
continue to grow

Strategic Public
Relations

Our expert team
applies creativity and
strategic insight
develop strategic
communications
plans that are results
driven, targeted and

impactful
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The Importance of Reputation

TOUCH POINTS REPUTATION SUPPORTIVE BUSINESS

o,

BEHAVIOUR RESULTS

Benefit of the doubt

Direct experience Support new product introductions

What the company communicates Reduce risk of increased regulations

RepTrz:\‘&“““

What others say Recommend products / services Ability to charge price premiums

Recommend the company Recruit and retain top talent

) " 4

Work for Support post - crisis recovery

Welcome into the community Reduce cost of capital

Invest Support entry into new markets
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Corporate reputation links  directly to stakeholder support

In 2024, the public in Ireland is 13 times more Willing to Buy from an organisation with a reputation in the
Excellent tier, than from an organisation whose reputation falls into the Poor tier.

(7%
O

48% X13
(@)

31%
15% o) X8

/o) x5
X3

=,
>_
5
o
O
l_
")
"
L]
=
Q
<
-l
—
=

6%
O

POORO-39 WEAK 40-59 AVERAGEG60-69 STRONG 70-79 EXCELLENTBO+

REPUTATION SCORE

Ireland o Ll

4 = REPUTATIONS
RepTrak = AGENCY



The largest database on
corporate reputation in Ireland

10 WEEKS 5,000+ 14,520 100

Jan b Mar 2024 Informed General Public

Individual Ratings Organisations
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The Reptrak ®Model
Complete Business Intelligence System

1. REPTRARSCORE

The emotional bond between your
organisation and the public, based on
esteem, admiration, trust, and good feeling.

2. DRIVERS

These seven rational drivers have
proven to be the pillars of
organisational reputation.

3. FACTORS

The 23 concrete and

operational factors that
underpin the seven drivers.

Well - organised

Strong leadership

Profitable

Strong growth
prospects

Stands behind products
Better results

than expected

Excellent
managers

Clear vision
for
its future

Environmentally
responsible

Positive influence
on society

. Supports good
\ causes

|I||| ““H
RepTrak.

Fair in the way it
does business

Behaves ethically

Open and transparent

CONDUCT

High quality

Value for money

Meets customer needs

Innovative

First to market

Adapts quickly

Offers equal
opportunities

Rewards
employees fairly

Employee
well - being




Ireland RepTrak 2024 Trendline

Tracking the average Ireland RepTrak  ® Reputation score between 2023 and 2024, we see signs of
stabilisation in 2024.

Recession / Bailout Recovery Covid Post- Covid A New Era?
(2010- 2013) (2014 - 2019) (2020 - 2021) (2022 - 2024) (2024+)
72 71.3
71
70
69
68
67
66
65
64
63
62
61
60

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

POOR 0-39 WEAK 40-59 AVERAGE 60-69 STRONG 70-79 EXCELLENT 80+
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Ireland RepTrak 2024 - 743
Industry Ranking - 738
Several sectors improve - 734
s vear > 709
+ 696

- 693

- 683

- 678

- 66.2

Infrastructure (5) » 65.9

- 656

- 654

© 652
- 652
- 623
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A Powerful B ehavioural Trifecta

PURPOSE

DRIVING
BEHAVIOURAL

IMPACT

BRAND REPUTATION

Ireland
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The Power of Purpose
L qa , .
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Improves Has a higher

G lives r purpose G
Purpose
‘ Score
a Committed to

a better world

Benefits society
as a whole
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Most Purposeful Organisations in Ireland
(Alphabetical Order)

VAN

COILLTE

GROW :TRANSFORM-: SUSTAIN

BORD BIA

IRISH FOOD BOARD
Credit Union

P PRV OspTAL
Network e Park Tourism

IDA Ireland Ireland
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Brand

DRIVING
BEHAVIOURAL

IMPACT

BRAND
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Brand Personas .

AGGRESSIVE ARROGANT BORING ( CARING \ ( CHARMING \ CONFIDENT COURAGOUS CREATIVE
\. VAN J
DARING DOWN TO EARTH ENVCI:Fé?gg%NUTSALLY ( EXCITING \ FAIR FLEXIBLE ( FRIENDLY \ ( GENUINE \
\. J . VAN J
GREEDY ( HARDWORKING \ IMAGINATIVE INSIGHTFUL ( INTELLIGENT \ MODERN NURTURING PATRIOTIC
\. J . J
PROGRESSIVE SINCERE SPIRITED ESI;C\},C:I;I; TECH SAVVY TOUGH TRADITIONAL WORLDLY
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Brand Personas

4 N/ N/ N hAY4 N
AGGRESSIVE ARROGANT BORING CARING CHARMING
Twitter Twitter RTE Blackrock Brown Thomas
Healthcare Group
\ AN AN AN VAN J
4 N/ N/ N N/ )
DARING DOWN TO EARTH ENVIRONMENTALLY EXCITING FAIR
CONSCIOUS
Apple Credit Unions Coillte Apple Credit Unions
\ NS NS AN J \_ /
4 N N/ N/ N N
GREEDY HARDWORKING IMAGINATIVE INSIGHTFUL INTELLIGENT
RTE IDA Ireland Microsoft Bauer Media Microsoft
Group
\ AN J \_ / AN J
4 N/ N/ N/ N/ )
PROGRESSIVE SINCERE SPIRITED STRAIGHT TECH SAVVY
FORWARD
Google Credit Unions IRFU Credit Unions Microsoft
\ NS NG NG AN /

4 N/ N/ I
CONFIDENT COURAGOUS CREATIVE
Apple An Garda Glanbia
Siochana
\ AN AN )
4 N Y4 N
FLEXIBLE FRIENDLY GENUINE
Credit Unions Credit Unions Credit Unions
\ AN J \ J
4 N/ N/ I
MODERN NURTURING PATRIOTIC
Revolut Blackrock GAA
Healthcare Group
\ ) \ J
4 N7 N/ I
TOUGH TRADITIONAL WORLDLY
An Garda GAA The Irish Times

Siochana
\ I\ AN J
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Touchpoint Reach and Impact on Reputation

12,
O o Companies'
10 N Using the website
O " -.a.aTA L
Customer
_ support
8 :

Seeing or hearing about an event

[Company] advertisements
that [Company] sponsored O

on social media
From social media

6 postings from [Company] Family members,
friends, or colleagues

P

4 . [Company] advertisements
From other people posting about . .
on traditional media

[Company] on social media

experience

46% Reach
+11.9-point boost to the Reputation scordD Earned

Paid
O Owned

QO Direct

PERFORMANCE- CHANNEL IMPACT ON REPUTATION

2
Coverage in
traditional media
0 P>
0% 10% 20% 30% 50% 60%

PENETRATION CHANNEL REACH

*Q: Where may you have read, heard, or seen information about Company in the past 12 months?
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Touchpoint Reach and Impact on Reputation

Our 2024 Study also looked at the reach and reputational impact of various public
touchpoints, such as paid advertising or coverage in the media. The greater the reach,
the further to the right. The greater the impact on reputation, the further to the top of the
chart.

Looking at all 100 companies in 2024, we see Buying Experience  coming out on top
again this year with a reach of 46% and delivering a reputational boost of 11.9 points.

This shows the critical importance of Customer experience to reputation management.
It underlines the importance of making every customer transaction a good one. This

applies to people walking into a big grocery retailer like Lidl, all the way to people

walking into a forest managed by Coillte.
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Reputation

DRIVING
BEHAVIOURAL

IMPACT

REPUTATION
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What drives reputation
In Ireland?
2021- 2024
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What drives reputation in Ireland?

We carry out an analysis each year, to see which of the seven Drivers are most
important in shaping reputation in Ireland.
This year we see that Conduct drew even in importance with Products & Services. They
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reputation.

This change puts greater responsibility on enterprises to be seen as fair, transparent
and ethical, alongside delivering quality and good value in their products and services
L i ‘ _ A, L. o007

Citizenship remains third at 16.1% followed by Leadership, and Workplace. Least
important are Innovation and Performance. Although they are all important!
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Driver Scores and
Importance ﬁ
2024
Average
Reputation

score

67.4

Average

.nl”““\l

RepTrak.

POORO0-39
WEAK 40-59
AVERAGEG60- 69

STRONG 70- 79

EXCELLENTB0+
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Driver Scores and Importance 2024
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We see them scoring most highly on Performance -- with a Strong score of 72. Despite it
being the least important driver of reputation.

We see Products & Services scoring second most - highly with 69.8. This lines up nicely
with their high importance as a driver of reputation.

However, Conduct b tied as a top driver of reputation b scores second -to-last, with a
score of 65.1.
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® Products & services ® Citizenship

Strategic Imperatives for the 100 ® Innovation ) (el
Organisations in Ireland ® Workplace ® Performance

Conduct
7% AREASFOR'MPROVEMENT Positive influence on society (Cit) LEVERAGE
High quality (P&S)
< Fair in the way it does business (Con) L
N @ Meets customer needs (P&S)
gl Behaves ethically (Con)
N 6% Value for money (P&S) @
o
N Open & transparent (Con)
Z
o
|: Well organised (L) o P Stands behind products (P&S)
E 5% Su?ports good causes (Cit)
) Strong Ieg&(gres!ﬁgt&anagers b
& Environmentally responsible (Cit) Employee well - being (W)
o
) Adapts quickly () @ Strong growth prospects (P)
% - P G Ees G (4 ® o @ Offers equal opportunities (W)
E Innovative (1) @ Clear vision for its future (L)
(@) ® First to market (1)
=
w Better results than expected (P) |
O 3%
2
=
o
8 M O N |TO R Profitable (P)
S L ® DISRUPT
2024 FACTOR SCORE

POOR 0-39 WEAK 40-59 AVERAGE 60-69 STRONG 70-79 EXCELLENT 80+
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Strategic Imperatives for the 100 Organisations in Ireland

This Strategic Imperatives chart is a custom analysis that The Reputations Agency
X B

strengthen their"reputation.

It charts the scores for each of the 23 Factors on the horizontal

X I £

on the vertical axis. More important is higher.
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Strengths to Leverage for the 100 o S
Organisations in Ireland ® worklace ® Performance
7%

LEVERAGE

High quality (P&S)

<

N

o
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S @ Meets customer needs (P&S)
o

= @o

E 6%

>

o
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= Well organised (L) @ ® Stands behind products (P&S)
= 5%
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2024 FACTOR SCORE
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Strengths to Leverage for the 100 Organisations in Ireland

= - ‘ ‘ ’ ‘
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Ireland have strong scores on the most important Drivers of reputation.

There are three Products & Services Factors in this quadrant, meaning that delivering
high quality, meeting customer needs, and standing behind products and services are
key strengths that most organisations can build upon to drive reputation.
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® Products & services ® Citizenship

Areas for Improvement for the 100 o Inmovation o Lot
Organisations in Ireland ® worklace ® Performance
7%

AREA S — O R IMPR OV EMENT Positive influence on society (Cit)

Fair in the way it does business (Con)

Behaves ethically (Con)
6%
Value for money (P&S) @

Open & transparent (Con)

5%

IMPORTANCE IN DRIVING REPUTATION 20212024

s 57 59 61 63 65

2024 FACTOR SCORE

POOR 0-39 m STRONG 70-79 EXCELLENT 80+
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Areas for Improvement for the 100 Organisations in Ireland

Zooming into the upper left quadrant on the map b Areas for Improvement. This is
where organisations are seen to be underperforming on important drivers of reputation.
Critically, we see all three Conduct Factors clustered in this quadrant.

4 = ) t t ) ﬂ ’ = ‘ t ‘ = s
N

scores. Notably, we often find that Ié'ggin_g-Co‘nd'uct scores go along with lagging Value
for Money scores, and we can see that this is the case here. This means that addressing
Conduct is not just good for reputation but can have a material impact on an
L .
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In Sum b Highlights of 2024

Reputation Conduct Customer
. Experience
Is stabilising after atwo - Is now tied with Products
year post - COVID drop & Services as the most Anchors excellent
important reputation reputation management
Driver

l N <

Ireland
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Highlights of 2024

So, some key takaways from the 2024 Ireland RepTrak data?

Firstly,reputation overall in Ireland hastabilized following a tweyear drop in 2022 and 2023, with most
sectorseither seeing an improvement or staying stable.

SecondlyConducts now tied withProducts & Services the most important Driver of Reputation in
Ireland.

Thirdly, Customer Experiencemains key to reputational and organizational success.

The message for 2024 is clear: to protect and build reputation in Ireland, organisations must get the
essentials of Products & Services and Customer Experience right, but today it is essential to compliment
these with a clear and pervasive commitment to fairness, transparency, and ethical behaviour.
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Ireland RepTrak ® 2024
Top 100 Ranking
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Ireland RepTrak® 2024
Ranked 100 - 91

.. Uisce
|reann
Irish Water

53.1

91

#%%.  Banc Ceannais na hEireann

HE o~
‘\g?%%‘ Central Bank of Ireland
3, % ——————————

Eurosystem
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Ireland RepTrak® 2024
Ranked 90 - 81

82
@pplegreen

63.2

87

7RYANAIR

85

83

> <
< MEDIAHUIS

a OLYMPIC
FEDERATION
OQY ) OF IRELAND

62.3

62.8
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Ireland RepTrak® 2024
Ranked 80 - 71

78

Sse
Airtricity

64.1

77 73

71

=

Bar:?( of ™
CIRCLE

° GrantThornton

64.5 65.0
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Ireland RepTrak® 2024
Ranked 70 - 61

70

68

Bord Gais
Energy

ANy

66 64

3= Bus Eireann Allianz ()

i
*National
- Lottery

65.1

65.6

69

67
THE @%COMPANY

65.5
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Ireland RepTrak® 2024
Ranked 60 - 51

58

MEDIA GROUP

67.0

54

electric

Bord na Mona Ireland

66.7 67.2

57
#d ZURICH

55

\\“I[,,’, GaS
= Networks
S Ireland

53

51

THE IRISH TIMES

PENNEYS

67.1 67.2 67.3 67.8
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Ireland RepTrak® 2024
Ranked 50 - 41

46 44

° ENTERPRISE

0 DublinAirport IRELAND

69.2 69.3

49 47 45 41
Debite THOMAS 120

68.3 69.1 69.3
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Ireland RepTrak® 2024
Ranked 40 - 31

40

38 32

(9 Glanbia

‘}i-IEINEKEN

EirGrid

70.4

71.9

39

DIAGEO

70.0

35

33 31

W Vhl

70.8

Linked [}

71.3

0 larnréd Eireann
Irish Rail

LloydsPharmacy

71.7 72.0
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Ireland RepTrak® 2024
Ranked 30 - 21

28
~IDA

Ireland

29

27 21

e

Irish Distillers =% Microsoft

Pernod Ricard

/\ COILLTE

72.2 72.5 /3.6
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Ireland RepTrak® 2024
Ranked 20 - 11

18

16

ST. VINCENT'S
PRIVATE HOSPITAL
Elm Park

14

) 4

BON SECOURS HEALTH SYSTEM

AerLingus 2%

74.2 75.8

17 13

BORD BIA

IRISH FOOD BOARD

11

&a Tourism Ireland

Marketing the island of Ireland

SuperValu

Real Food, Real People

74.4 76.0 76.4
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Ireland RepTrak® 2024
Ranked 10 - 6

8 6

Failte

@ Ireland

77.1

(L BLACKROCK
4\ HEALTH

SAMSUNG

77.3

76.9

9

Ma er
Revolut W0 Friace

Network

76.9 77.3
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