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Established in 2004, The Reputations Agency
has been the exclusive Irish partner to

The RepTrak Company since 2009 and part
of the WPP (VML) network of agencies in
Ireland since 2014.
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OUR PURPOSE

To e trusted partners

N harnessing the power of reputation
for client transformation and growth.
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Ireland Sustainability Reputation Index 2025 - Four Pillars

Approach

Measuring informed memlbers of the public’s views
of 100 organisations’ performance across four
sustainability pillars

ENVIRONMENTAL SOCIAL

IMPACT PERFORMANCE

g/ g




Ireland Sustainability Reputation Index 2025 - Four Pillars, 16 Factors

ENVIRONMENTAL

IMPACT

y/

Acts responsibly to protect the
environment.

Works to protect and restore
biodiversity and ecosystems.

Works to reduce waste and
reuse and recycle materials
and water throughout its
business operations.

Works to prevent and control
any pollution to land, air, or
water that may occur as a
result of their business actions.

Maximises its energy efficiency
and use of renewable energy.

SOCIAL

PERFORMANCE

Y/

Supports good causes.

Has a positive
influence on society.

Improves the lives of people
and their communities.

Makes a positive economic
contribution to society and

supports local communities.

Behaves ethically.

Is fair in the way it
does business.

Open and transparent.

Manages its supply
chainin a responsible
and transparent
manner.

Rewards employees fairly.

Demonstrates concern for
the health and well-being
of its employees.

Offers equal opportunities
in the workplace.
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Snapshot of Sustainability in 2025

o




The public understands
the turbulent times we are in
and recoghises organisations

that are continuing to prioritise Sustainability
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The Power of Purpose Persists
The higher reason for the company's existence, defining what it stands for

and its long-term value-creating promise
PURPOSE \
SCORE
Elements of purpose
J BENEFITS SOCIETY
AS A WHOLE

HAS A HIGHER
PURPOSE

IMPROVES
LIVES

COMMITED TO A
BETTER WORLD
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Ten Most Purposeful Organisations in Ireland
(Alphabetical Order)

BORD BIA VAN

IRISH FOOD BOARD COILLTE

GROW-TRANSFORM-SUSTAIN

\ZSBon s

Enterprise ~' Failte v ?&l&EAI\TIEEHNJ;SPITAL

Ireland Ireland

Credit Union
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Strong Correlation between Trust and Sustainability
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Growing favourable perceptions towards organisations acting Sustainably

29 organisations received a Strong sustainability score in 2025, versus 23 in 2024 and 16 in 2023

2023

Just 16 companies have a strong sustainability score

69

POOR 0-39 WEAK 40-59 AVERAGE 60-69 STRONG 70-79 EXCELLENT 80+

2024

23 companies have a strong sustainability score

STRONG 70-79 EXCELLENT 80+

2025

29 companies have a strong sustainability score

61

10

POOR 0-39 WEAK 40-59 AVERAGE 60-69 STRONG 70-79 EXCELLENT 80+

= THE

= REPUTATIONS
= AGENCY



Ireland Sustainability
Reputation Index 2025

Sector Ranking

Last year perceptions of _
Sustainability trended upwards; this

year they improve significantly.

Annual Average Sustainability Score

2023 2024 2025

64.3 65.2 66.9

Movement

A0.9
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Ireland Sustainability
Reputation Index 2025

Sector Ranking

11 out of 16 sectors improve this year.

Public Service Bodies and the
Energy-Retail sectors increased the
most in scores

Retail - Food (7)

Healthcare (8)

Semi-State Commercial (7)
Energy - Retail (4)

Food & Beverage (7)
Financial - Bank (6)

Public Service Bodies (9)
Infrastructure (5)
Automotive (4)

Financial - Insurance (8)
Sporting Bodies (4)
Communications - Tech (7)
Professional Services (5)
Retail General (8)

Airlines & Aerospace (2)

Communications - Media (9)

Rank Movement 2024 to 2025

+1
-1
0
+4
-1
0
+5

704 +0.2
70.3 -0.8
69.3
69.2
68.9
68.7
68.1
67.9
67.7 +1.3
67.7
66.4
65.9
65.9
62.8
61.4 -1.7
58.8 +0.9
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Strong reputations in sustainability are spread across many sectors
Seven sectors are represented amongst the top ten organisations in 2025

2025

NO OF ORGANISATIONS IN TOP TEN

B Public Service Bodies

2024

@ Healthcare

NO OF ORGANISATIONS IN TOP TEN

@ Healthcare

=Y Retail - Food

1
o

=Y Retail - Food

"

B Public Service Bodies Semi-State Commercial

I
II

¥ Food & Beverage @ Sporting Bodies (NEW TO TOP TEN)

Semi-State Commercial M Financial - Bank

=Y Food & Beverage

M Financial - Bank
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Weak reputations in sustainability are also spread across several sectors
Six sectors are represented in the bottom ten organisations in 2025

2024 NO OF ORGANISATIONS IN THE BOTTOM TEN 202 5 NO OF ORGANISATIONS IN THE BOTTOM TEN

)

@ Communications - Media

@ Communications - Media

B Public Service Bodies B Public Service Bodies

]

M Retail - General @ Sporting Bodies

>4 Communications - Tech X Airlines (NEW to the bottom ten)

Infrastructure

X
@AC10

Infrastructure

@ Sporting Bodies M Retail - General
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Average Pillar Score across 100 organisations 2024 and 2025
Social Performance scores remain stable between 2024 and 2025, while each of the other Pillars

improve.
ENVIRONMENTAL SOCIAL CONDUCT WORKPLACE
IMPACT PERFORMANCE

68.1 68

66.6 A

62.6

Note: 2025 scores in grey, 2024 in white - REPUTATIONS



Pillar Impact on Sustainability Score 2025

Environmental impact increased in importance by 5% this year — across four out of five
Environmental factors, while Conduct and Social Performmance decreased in importance.

ENVIRONMENTAL SOCIAL CONDUCT WORKPLACE
IMPACT PERFORMANCE
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16 Sustainability Factors, in order of importance in
building an organisation’s reputation - 2025

Just like the four
Pillars, some
Sustainability Factors #
# are more important in #
z driving the public’s

Improves the lives of people and their communities (sP) || EEGNKNKNGTINGEGNGEGEGEGEEEEEEEEEE 5.0
Positive influence on society (SP) | NG 2.7
Fair in the way it does business (Con)  [[INEGNGNNGNGNGNGNN 25% “~1  perceptions than
Behaves ethically (Con) [[INNENGNGNGNGEGEGEGEEE 2.47% & others.
open and transparent (Con) [N 20% - SRS .

Supports good causes (SP)
Environmentally responsible ( E )

Employee well-being (W)

I 3.4%
I 3.2%
I 3.1%

Makes a positive economic contribution (SP) || GGG :.0%
Offers equal opportunities (W) [ 2.9%
Rewards employees fairly (W) [N 2.9%
Manages its supply chain (Con) [N 2.5
Protects biodiversity and ecosystems (E) [ NG 2.4
Reduces waste and recycles (E) [ 2.3% @ Conduct
Maximises its energy efficiency (E) [ INGNENEGIIN 2.2% @ Wworkplace
Prevents pollution to land, air, or water (E) [ NG 2.1%

@ Social Performance

@ cnvironment
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IMPORTANCE IN DRIVING REPUTATION

Strategic Imperatives — 16 Sustainability Factors

5.0%

4.5%

4.0%

3.5%

3.0%

2.5%

2.0%

1.5%

Improve Leverage
Improves live®
Pogitive influence on society
@ Fair in the way it does business :
Behaves ethicallyg @ Social Performance
@ Conduct
Open and trqnsporerp
@ Workplace
‘ Environment
» Supports good causes
Environmentally responsibi@ )
o EmPonee yvell,—be‘ng
Positive economic contribution .
? _Offers equal opportunities
) P ) ) @ Rewards employees tairly
Manages its supply chain responsibly
@Frotects biodiversity
@®Reduces waste
@’ revents pollution to land, air, or water
Igoximises energy efficiency
Monitor Disrupt
60.0 62.0 64.0 66.0 68.0 70.0 72.0 74.0 76.0 78.0
Factor score  REPUTATIONS
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Ist - Improves Lives of people/communities 2nd - pPositive Influence on society

st The Credit Unions 83.6 st The Credit Unions
Bon Secours Health
2nd 2ond An Post
System
3rd An Post 3rd Enterprise Ireland
Mater Private
4th 79.2 4th IRFU
Network
Bord Bia (Irish Food .
Bth 78.4 5th Bord Bia 80.0
Board)
St Vincent's Private .
oth ) 78.1 oth Failte Ireland 79.5
Hospital
7th GAA 77.4 7th Dunnes Stores 78.8
8th Enterprise Ireland 77.1 8th Toyota 78.4
9th IDA Ireland 77.0 Oth IDA Ireland 78.3
Blackrock
10th 76.7 10th Lidl 78.3

Healthcare Group

POOR 0-39
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3rd - Fair in the way it does business

4th - Behaves ethically

. . Bon Secours Health

st The Credit Unions st
System
2nd IRFU 2nd Bord Bia
3rd Bord Bia 78.7 3rd Credit Unions
4th Lidl 77.1 4th An Post
5th Boots 76.9 5th Enterprise Ireland
Bth Enterprise Ireland 76.4 Bth IREU
7th An Post 76.4 7th IDA Ireland VAW
8th Revolut 76.2 8th Boots 75.9
Oth Kerry Group 76.0 9th Tourism Ireland 75.5
St Vincent's Private

10th Failte Ireland 75.8 10th 74.8

Hospital
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5th - Open and transparent

1t~ The Credit Unions

2nd Boots

Bon Secours Health
3rd

System
4th Bord Bia
5th Kerry Group

Bth Bord Gais Energy

7t Enterprise Ireland 73.2

gth Irish Distillers 72.9

gth IRFU 72.6

10th Lidl 72.5
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Managing Reputation
for Tangible Business
Outcomes



GOOD BUSINESS.
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RepTrak‘

Who we

Global Leader in
Reputation
Intelligence

Established

2004

6,000 NG

measured
annually

60+

countries

stakeholders

5+

million ratings

World's largest annually

datalbase on
reputation

__ What we do

We enable companies to do and say the right thing
through harnessing the power of reputation intelligence
to provide actionable insight on how to positively impact

enterprise and social value.

— How we deliver

_@k

Insights

Continuous reputation
tracking to enhance
communication
responsiveness, and
KPI reporting through
RepTrak Compass

ol

Adyvice

Ongoing advisory
support from Reputation
Experts to provide
actionability, strategic
guidance and tactical
recommendations

[ ¢l

L2008
Impact

Supporting decision
making and yielding
decisive action
required to realise
business and
societal impact

© 2025, RepTrak. All rights reserved.
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REPTRAK: ENHANCING & PROTECTING VALUE THROUGH REPUTATION

Global Cross-Industry Expertise
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How to measure reputation and
identify the issues that matter the most?

An academic developed normative methodology, ensuring comparable insights worldwide

THINK FEEL DO

What do your stakeholders think How do your stakeholders What actions will your
about your company? feel about your company? stakeholders wish to take?

Factors Drivers Reputation Score Business Outcomes

- High quality

- Value for money PRODUCTS

- Stands behind products & SERVICES PURCHASE
- Meets customer needs ESTEEM - ADMIRE - TRUST - FEELING

- Innovative

- Adapts quickly

- Profitable

- Strong growth prospects
- Better results than PERFORMANCE ADVOCATE

e REPUTATION SCORE

- Appealing leader BENEFIT OF DOUBT
B Excellent?nanagers LEADERSHIP

- Clear vision for its future

- Fair in business TRUST

- Behaves ethically CONDUCT

- Open and transparent

- Environmentally responsible INVEST IN
- Positive influence on society CITIZENSHIP
- Supports good causes

- Offers equal opportunities WORK FOR
- Rewards employee fairly WORKPLACE
- Employee well-being




REPTRAK

Reputation Intelligence across your
Stakeholder Ecosystem

Capture and understand perceptions and
expectations of all your business-critical stakeholder

through the same lens: i iy Dashboarde S
\::j Compass.
Al Informed General
as a Stakeholder Public
B Communications impact
-l Brand Reputation Score Information
GPollcymakirZ ﬁ A Industry ‘ :Esc s, oo
overnmen ﬁ] . — ppes
@ S Informed Public i sesosee thy —

Regulators

B Reports

% Stakeholder Reputation Scores - Aug 2025
Investors & Financial . L. 1 Reputation Score - Reputation Score - Reputation Score - Policy Reputation Score -
Community @ Bu5|neSS DEC|S|0n , ‘ Informed General Public Customers Makers Employeces
9 ﬁﬁﬁﬁ Makers
RepTrak
"%—\'f? @ (.'.,mn";ﬂ)
2=
Future Talents i, = Customers
Suppliers &

Empl
mployees Partners |

© 2025, The RepTrak Company.




The RepTrak® Compass Deliverables

: TRA Senior Advisor
Compass iSRS Strategic guidance from 3(16 experts at The Reputations
On-demand, cloud-based reputation data 919 & &
Agency

* Direct online access to the latest data * Long-term strategic partner committed to your
« Global gold standard reputation and business S

impact measurement  Providing expert perspective on your reputational
« Reputation, brand, leading indicator business position in your local market

outcome insights, and more « Strategy meetings with meaningful, unbiased, and
 Benchmarked against your competitors, partners, actionable recommendations to defend and build

or exemplars Reputational capital
e Continuous year—round traCkiﬂg e Client Support and training

* Updated monthly « The latest global thought leadership from The

RepTrak® Company
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Multi-Country 5

Compass.

We have expanded global benchmarking capabilities, allowing users to analyse Drivers, Factors, and Reputation
trends across multiple countries.
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My Questions (Customised) 37

Compass.

What: Allows users to create personalised questions.....
Customer Value: Enables users to focus on the most relevant data, streamlining analysis and interpretation.

m Insignts, Recommendations, Actions Created Reports

Country. Stakeholder Time Peciod Incremmnt

Merico v Informed Guneral Public v Qu ¥ e

Question Selection

How familiar are you with the followng Which

Atatements below contribute 10 Are you sware of the fact that 7 Are you aware of 1hat INAME] is the To what extent do you consder
[COMPANY] initiatives?

your tamilarity with [COMPANY) CEO and Board Chari of [COMPANY]? (COMPANY] commitied 1o

LAY
& R
e
]
-
LA
?
"
T

Selected

Indicate how you would position Which is the most important to Which statements below best describe To what extent do you consider Which initiatve is most important to
[COMPANY] in refation to its receiving quality health care? [COMPANY] [COMPANY] committed to quality you for [COMPANY]
competitors n INDUSTRY)? products?

Question Details

Select the srgie most mportant

THE
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reland Sustainabillity
Reputation Index 2025

Top 100 Ranking
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80 79 78 OO 77 (A
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Ireland Sustainability
Reputation Index 2025

Ranked 100 — 76

Overall Sustainability Score

O significant improvement since 2024

O Significant decline since 2024

POOR 0-39 WEAK 40-59 AVERAGE 60-69 STRONG 70-79 EXCELLENT 80+
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Ranked 75 — 51
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Ranked 150 — 26




Ireland Sustainability

Reputation Index 2025
25 24 23 22 .21 O Ranked 25 - 11
DUNNES  #bllggs  SuperValu (P amifin. 4,7 [

STORES

- Overall Sustainability Score

20 O 19 18 17 16
. Energyfor | dsPharmacy 3 @ ‘_f/‘) B EROCK &Eunfmlreland EirGrid

GROUP

150 14o 13 120 nO

H Bord Gais
Irish Distillers A Energy /\COILLTE ~IDA Ireland
Pernod Ricard

POOR 0-39 WEAK 40-59 AVERAGE 60-69 STRONG 70-79 EXCELLENT 80+
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Ireland Sustainability Reputation Index 2025 (Overall Sustainability Score)
Ranked 10 - 4

10

(i) Failte

Ireland

@ Enterprise
Ireland
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Ireland Sustainability
Reputation Index 2025

Top three winners overall
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Ireland Sustainability
Reputation Index 2025

@

BON SECOURS HEALTH SYSTE
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Ireland Sustainability
Reputation Index 2025

%o

BORD BIA

IRISH FOOD BOARD

EN STRATEGY
NT 2025

Powered by
Partnership

= THE
- REPUTATIONS
= AGENCY



Ireland Sustainability
Reputation Index 2025
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