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Citizens are more powerful
than ever before but

we’re more insecure

and angry than at
any time since
the end of the
Cold War.

THE LEADERS REPORT 2017

WPP Government and Public
Sector Practice



Percentage of those who find each source more believable than its pair

32%

Institutions

68%

Individuals

38%
Preserver of
Status

Quo

62%

Reformer

34%

Company Press
Statements

66%
Leaked
information




% TRUST IN

EACH
INSTITUTION

NGOs
Business
Media

Government

Among those Among those

who believe the who are
System
is failing Uncertain
mosres 50 M 52 [
37 W rroseo 53 M
23 B 35 W
32 N 51 W

Business is the most trusted among
the 1in 3 who are uncertain about
the system

Among those

who believe the

System is

working
56 MW
64
37 W

rosteo 70

B Distrust

B Neutral

Trust




THE 2017 NZ CORPORATE REPUTATION RANKING

Uses the global RepZ
framework with
standardised reputation
attributes

Includes NZ’s top 100
consumer facing
corporates by revenue as
listed in Deloitte Top 200,
plus includes financial
services brands

COLMAR BRUNTON
A Kantar Millward Brown Company

I
17 Industry categories

Brands indexed against
major competitors in
their category to
remove industry bias

Nationally
representative sample
by age, gender and
region.

Average sample size of
n=500 per category

Survey period from
end October 2016 to
December 2016.

KANTAR MillWARDBROWN



OUR MODEL FOCUSES ON THE FOUR PILLARS DRIVING REPUTATION
WEIGHTED BY THEIR IMPACT ON ADVOCACY

T—

SUCCESS e J-{q-»4 W SUBSTANCE

28%

LEADERSHIP/

SUCCESS FAIRNESS RESPONSIBILITY TRUST
> Well known > Charge fair prices > Treat employees well » Can be trusted
> Leaders not followers > Environmentally » Positive influence on
> First to market with new responsible society
products & services > Honest and ethical in
. Offer investors the.way they conduct
business

a good financial return

KANTAR MillWARDBROWN




COMPARED TO GLOBAL CONSUMERS, NEW ZEALANDERS RESPOND
MORE STRONGLY TO CORPORATES-THAT SHOW THEY CARE

LEADERSHIP/
SUCCESS FAIRNESS RESPONSIBILITY TRUST

KANTAR MillWARDBROWN

NZ IMPACT ON

ADVOCACY Ly 50%

GLOBAL IMPACT
ON ADVOCACY




HOW TO READ
THE INDEX

THE REPZ INDEX:

96 - 99

Superior strength

Strong

Average

Weak

Excessively Weak

= within top 10% globally
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TOP 20
RANKED BY
INDEX

A RepZ Index of 105 or above places
corporates in the top 10% globally

RepZ Index
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THE TOP 10 GENERALLY DEMONSTRATE, STRENGTH ACROSS

ALL REPUTATION PILLARS, OFTEN Wlﬁll'H OUTSTANDING
PERFORMANCE IN ONE OR MORE.

> >
E E
= = & g
T e T o
n o " I R - n
n N
T T 2 8 2
€0 £ & 3 <0 £ & 3
=) g S35 —
-0 2 B & REPZ -9 S B & REPZ
AIR NEW ZEALAND é m Fishers Paykel 109 m
- B O o
> 4
&, thewarehouse z#
EMERGY
AA Insurance m <& NEw WorLD 108 m
| Auckland
109 Blpee 106

105+ = within top 10% globally
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Amongst top 100 NZ corporates by @ tvnz
revenue

NEW WORLD

AR NEw zeaLanD €
& TOYOTA

THE ToP 10 B I e e

IN NZ 2017: ﬁ;ﬁﬁ:adt:::ng o setondros ©
Fisher&Paykel

¥ e oot 10

Mbank

~




TRUST TAKES TIME TO BUILD. DEMONSTRATING YOUR BUSINESS
HAS NZER’S INTERESTS AT HEART MAKES A DIFFERENCE

(14
It's New Zealand owned and they don't Very well constructed, and they stand by
try and rip off their country - TVNZ their products. - Fisher & Paykel
| see the investment they are making | trust them, they have great service, a
which is a quality environment to make great company that looks after their
travel easier and more satisfying.- passengers. Also | like to support NZ
Auckland Airport businesses. - Air NZ

| have had several Toyota's over the
years, so a brand | know and trust. -
Toyota

And why do you think so well of [xxx], that you would speak highly of them?
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Leaders in the RepZ

THE TOP 10 Success component o
tend to be big and He CLCo Company

LEADERS IN NZ established,
dominating or AA Insurance
leading their
| S categories and seen € New Woro
: . as meaningfully

competition.
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SALIENCE AND A COMMITMENT TO INNOVATION ARE
KEY TO A SUSTAINED LEADERSHIP POSITION

14
NZ owned, they’ve done a good job Our biggest business that does so much
changing their image since the Govt take for NZ. Have come a long way
over. Is a market leader on par with BP environmentally .- Fonterra

for what they offer.- Z Energy

Biggest dairy co in NZ, have overcome
many issues in recent years and

They are leaders in their field and well generally do well for their suppliers.
recognised.- Apple - Fonterra

And why do you think so well of [xxx], that you would speak highly of them?



THE TOP 10

LEADERS IN NZ

Amongst top 100 NZ corporates by
revenue

KANTAR M|IBROWN

Brands known for a
strong value
proposition help
create a sense of
Fairness about the
corporation.
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FAIRNESS IS ABOUT A FAIR VALUE EXCHANGE NOT JUST

CHEAPEST PRICING

They offer great value for money, | love their
TV ads, good all round brand! - Pak n Save

Great price, variety, good quality.
- The Warehouse

They provide a good range of products which
are of quality at a competitive price. - Briscoes

Appliances are long lasting, do a good
job, have a range of affordable prices
and look good. - Fisher & Paykel

2degrees is the brand for the kiwis. They
always fight for fair and are trend setters.
- 2degrees

And why do you think so well of [xxx], that you would speak highly of them?



THE TOP 10

LEADERS IN NZ
2017:

T

Amongst top 100 NZ corporates by
revenue

Responsibility is not
the main driver of
reputation, but
where it is
conspicuously lacking
it is a weakness
holding back the
brand and
corporation.
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There are significant
reputational and
loyalty rewards for
those organisations
who are perceived to
behave responsibly.




Employees
are more

1ik€1y to |5AV‘\IIVOCI;LIJ(S;_ACE|
= RECOMMEND TO
remain loyal, OTHERS

and to act as
advocates of
their

MAKES ME FEEL A
Comp any. STRONG SENSE

OF LOYALTY
TOWARDS IT

Colmar Brunton Better Futures Report 2016 edition

Has a strong sense
Has values | of purpose beyond
believe in financial success

Agree [ (%)

Actively
supports
society

Makes ethical
decisions




say it’s important for them to work
for a company that is socially and
environmentally responsible.

66%

of Kiwis would rather work for a
company with strong values even if
they are paid less.

Base: All Employment Perspectives respondents (n=500). Source : Now, thinking your current place of employment, please indicate whether you
agree or disagree with the following




IMPORTANT AND WHAT

CAN WE CAN WE
LEARN FROM OUR
REPUTATIONAL
LEADERS?



A GREAT
REPUTATION

On average, the brand with the best reputation in
each category achieves Advocacy scores that are

SUPERCHARGES 56% higher than their competitors.

ADVOCACY

L
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THERE IS STRONG EVIDENCE THAT TRUST IMPACTS

BRAND VALUE AND BRAND POWER

Brand Value Change

Brand Power Change

Top 10 Top 10
Trust Movers Trust Decliners
+13% - o -17%
+571% o e +118%
+58% ° ° '28%

VALUE CHANGE BETWEEN 2006 and 2016

Source: BrandZ™ Millward Brown Top 100 Most Valuable Global Brands 2016




LEADERSHIP THROUGH INNOVATION CAN HAVE AN ENORMOUS
IMPACT ON VALUE

INCREASE IN VALUE BETWEEN 2006 and 2016

Different . Brands that scored

Shaking Things Up

high in Innovation

Brands that scored
low in Innovation

Innovation

Creative

Source: BrandZ™ Millward Brown Top 100 Most Valuable Global Brands 2016



RESPONSIBILITY IMPACTS ON BRAND VALUE

INCREASE IN VALUE BETWEEN 2006 and 2016

=

el Brands that scored
- ‘ high in

= _ _ Responsibility

— Socially Responsible

/)

c

o Brands th

a +76% rands that scored
) low in

Q Responsibility

14

Treats Employees Well

Source: BrandZ™ Millward Brown Top 100 Most Valuable Global Brands 2016



CONGRATULATIONS
TO THE TOP
PERFORMERS FOR
2017
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FOR FURTHER
INFORMATION PLEASE CONTACT:

SARAH BOLGER

SARAH.BOLGER@COLMARBRUNTON.CO.NZ

Colmar Brunton, a Kantar Millward Brown Company
Level 1, Colmar Brunton House
6-10 The Strand, Takapuna, Auckland 0622
PO Box 3622, Auckland 0740
Phone (09) 919 9200
www.colmarbrunton.co.nz
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