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Introduction
Wel come everyone to our annual Sust ai nabi IRepllrgk®r e p o |

Sustainability Index 2022.

This is the eleventh year of this study - a study that has developed in rigour and depth over those years.

| t6s I mportant to note that this Index is based
Republic of I reland on 100 organisations. Thi s
their experiences and the many communications touchpoints they have had with each of these 100

organisations.

This is not a measurement of the Sustainability strategies underway, and their direct impacts but of how
well, or not, these have been absorbed by the public. To what degree does the public believe that these
organisations are good corporate citizens taking responsibility for their workforce, society, environment with

ethical and transparent behaviour.

Along with highlighting this year's winners, we will also take a deep dive into which companies are working
to build a better Ireland.
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About The Reputations Agency

We are a strategic reputation, communications and public relations
agency, established in 2004.

We partner with our clients to audit, build and activate
brand, purpose and reputation strategies.

We have been the exclusive Irish Associate to The RepTrak Company

since 2009 1 the respected global thought leader in reputation with 25
offices worldwide.

We are part of WPPO0Os Gl obal Wundern



T

===
8%

2
R,
Y

Ireland

RepTrak




THE

REPUTATIONS

AGENCY

Stakeholder Capitalism

When many of us met at our Ireland RepTrak 2022 event last May, we talked about Stakeholder Capitalism
and how society expects organisations to play their part in the community, economy, environment, dealing
with the big issues that we face today, not just in Ireland but globally.

Larry Fink, Chairman and CEO, BlackRock in his 2022 Letter to CEOs said

AOur conviction é.is that companies perform better
act 1 n the I nterests of their employees, customer s



Stakeholder
Capitalism

We are witnessing a mind-shift
change, moving from a prioritisation
of short-term profit maximization to
a world which is characterised much
more by stakeholder responsibility.

Companies seek long-term value
creation by taking into account the
needs of all their stakeholders, and
society at large.

Klaus Schwab
Founder & Executive Chairman,
WEF, Jan 2021

Ireland
RepTrak
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Stakeholder Capitalism

Last May, we looked at world leaders such as Klaus Schwab, the Founder and Executive Chairman of the
World Economic Forum, who may have been among the first to use this term over 50 years ago when he
wrote about it in 1971.



The Power of Purpose
We all need a sense (

of Purpose in our lives.

1 Improves Beyond
Lives Profit

Purpose

Elements
of purpose

Better Benefiting
World Society

Ireland
RepTrak
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Last May we also talked about the Power of Purpose and the need for us all to have a sense of purpose in
our lives.

An organisation's sustainability strategy cannot breathe without firstly having a strong sense of Purpose, to
provide the direction for every decision that that organisation makes.

Three years ago, our global partners The RepTrak Company identified 110 macro-trends that drive
reputation, based on interviews with 170 global CCOs and CMOs. The number one challenge, even pre
Covid-19, was how to instill a higher purpose within their organisations.

A global study, Put Purpose at the Core of Your Strategy, published in 2019 in the Harvard Business
Review, shows how successful companies can redefine their business through purpose.

Back to Larry Fink, BlackRock, in his 2022 Letter to CEOs he said

ADeli vering on the competing I nterests of a compan:
That is why it is more important that ever that your company and management is guided by its purpose.
Stay true to your purpose and focus onthelong-t er m. 0



Why should we care about reputation?

Reputation drives supportive behaviour amongst important stakeholders.
This support allows the company to achieve business results.

TOUCH POINTS REPUTATION SUPPORTIVE BUSINESS
BEHAVIOUR RESULTS

Benefit of the doubt
Buy Support new product introductions
Recommend products/services Reduce risk of increased regulations

Direct experience
Recommend the company Ability to charge price premiums

What a company communicates “” “‘“'
RepTra ™ Work for Recruit and retain top talent

What others say
Welcome into the community Support post-crisis recovery

Invest Reduce cost of capital

Will defend Support entry into new markets

Trust
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Why should we care about reputation?

Many of our clients will be familiar with the last slide, but for those of you who are new, | will quickly
highlight why we care about Reputation so much.

Broadly, Reputation is formed from three key touchpoints- st akehol der 6s direct exp:
organisation, what your organisation communicates to people across a myriad of channels, and, most
iImportantly, what others say about you.

All of this impacts your reputation, which we measure with our RepTrak Pulse score.

The strength or weakness of your reputation impacts stakeholder support for your organisation. How likely
they are to Trust you, Purchase your products or services, Work for you or Give you the benefit of the doubt
In a crisis.

These supportive behaviours in turn directly link to very tangible business results - your ability to charge
premium prices, recruit and retain top talent, launch new products & services, enter into new markets and
reduce costs.

So yes, Reputation is of critical importance to all organisations!



THE REPTRAK® MODEL
COMPLETE BUSINESS
INTELLIGENCE SYSTEM

1. REPTRAK® PULSE

The emotional bond between your
organisation and the public, based on esteem,

admiration, trust, and good feeling.

2. DIMENSIONS

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

3. ATTRIBUTES

The 23 concrete and operational attributes
that underpin the seven dimensions.

Profitable

Strong growth
prospects

Better results

than expected

Well-organised
Appealing leader

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

High quality
Value for money
Stands behind products

Meets customer needs

Innovative
First to market

Adapts quickly

Offers equal
opportunities

Rewards
employees fairly

Employee
well-being
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COMPLETE BUSINESS INTELLIGENCE SYSTEM

The global RepTrak model helps business leaders to better measure and manage corporate reputation by
identifying the main components and drivers of reputation that really impact stakeholder behaviour.

At The Reputations Agency we use this model as a robust framework when designing Corporate
Reputation and Sustainability Communications Strategies with our clients.

We measure that reputation by evalwuating the publ i «

- Your RepTrak Pulse Score T The emotional bond between your organisation and the public, based on
esteem, admiration, trust, and good feeling.

- Seven drivers which are consistently proven to be the key pillars of corporate reputation

- 23 Factors which underpin those seven dimensions



Sustainability Index - Enhancements from 2021to 2022

Environmentally
responsible

Positive influence on
society

Supports good
causes

Environmental
Impact

b

Actively works to reduce its
environmental footprint

Fair in the way it does
business

Behaves ethically

Open and transparent

Offers equal
opportunities

Rewards
employees fairly

Employee
well-being

Workplace

Manages its supply chain in a
responsible and transparent manner
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For the last 10 years we have calculated our sustainability rankings using the nine Factors that you can see
sitting within these three Drivers of Citizenship, Conduct and Workplace.

This year we have augmented our Sustainability/ESG model to introduce four new Factors, bringing it to 13
Sustainability factors.

We broke Citizenship into Environmental impact and Social Performance - two areas that we believe
deserve special attention.

We introduced three new factors here.

- Actively works to reduce its environmental footprint

- Improves the lives of people and their communities

- Makes a positive economic contribution to society and supports local communities.

We introduced a new factor into Conduct
Manages its supply chains in a responsible & transparent manner.

Finally, Workplace remains unchanged



Sustainability Index
Enhanced 2022 Module

4 4 4 )
ENVIRONMENTAL CONDUCT WORKPLACE

IMPACT

Acts responsibly to Behaves ethically Rewards employees

protect the fairly

environment s fair in the way it
does business Demonstrates concern

for the health and well-
being of its employees

Actively works to Open and

reduce its transparent
environmental

footprint Manages its supply Offers equal
chain in a responsible opportunities
and transparent in the workplace

manner
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17,000+ 100 ““ 6500 m=m 2+ Months

I

Individual Organisations Informed 3rd January -
4 Ratings General Public 14" March 2022
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