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"Few circumstances test
a company's reputation
Or competency as
severely as a crisis...”

SOURCE: https://iveybusinessjournal.com/publication/crisis-
communications-managing-corporate-reputation-in-
the-court-of-public-opinion/



https://iveybusinessjournal.com/publication/crisis-communications-managing-corporate-reputation-in-the-court-of-public-opinion/

Corporates with a resilient reputation are more likely to weather the storm.
There are 15 corporates in NZ that sit in this ‘resilient zone’.
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Global meta analysis has identified a magic ingredient for building a strong

reputation

Purpose Corporate

reputation
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Purpose has areal business impact and sets the foundation for a stronger
reputation

12 year growth for brands associated with purpose

175%

86%
70%

O i e LOW PURPOSE MEDIUM PURPOSE HIGH PURPOSE

BRANDZ BrandZ Top 100 most valuable brands

CORPORATE REPUTATION INDEX 2020 | 5



A carefully managed corporate reputation adds to consumer demand

Total effect of corporate reputation elements on brand equity

Reputation
drivers of Power

Other brand
Image attributes

BRANDZ™ Top 100 Most Valuable Global Brands: 51 common brands
BRAND7 Relationship with Brand Power
Appearing in the Top 100 in all years from 2006 - 2018 CORPORATE REPUTATION INDEX 2020 | 6



Strong brands recovered nine times faster following the financial crisis of 2008

+317%
BrandZ Top 10 Most
Powerful Brands

Recovery time for corporate stocks of strong brands
I |

Recovery time for S&P 500

+196%
BrandZ Strong
Brands Portfolio

+128%
S&P 500

+59%
MSCI World Index

g

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Source: BrandZ Global, 2019 CORPORATE REPUTATION INDEX 2020 | 7



Corporate reputation levers can be used to engage and differentiate to further
build resilience

26% 23%

35%

(-2) (NC) (NC) +1
RESPONSIBILITY
J J J
l Well known Charge fair prices Treat employees well l Can be trusted
Leaders not followers Environmentally Positive influence
l First to market with new responsible on society
‘ products & services Honest and ethical in
Offer investors the way they conduct
‘ a good financial return business

SUCCESS easssssssssssssssss REPZ eesssseeeeeeeeeeeeesssn) SUBSTANCE

CORPORATE REPUTATION INDEX 2020 | 8



A resilient reputation

supercharges advocacy

LOW

<95 REPUTATION INDEX

17%

12%

DETRACTORS
“I think so poorly of them, | would be critical without being asked
| would be critical of them if someone asked my opinion”

Advocacy by RepZ Index Score

MEDIUM HIGH

95-104 105+
52%
32%
0
DETRACTORS B ADVOCATES

ADVOCATES
“I think so well of them, | would speak highly of them without being asked OR
| would speak highly of them if someone asked my opinion”

CORPORATE REPUTATION INDEX 2020 | 9



Brands that are both trusted and recommended (TrustR metric) show
significantly better growth

12 year Brand Value growth
(same 94 brands 2006 to 2018)

+248%
+108%
+29%
LOW MEDIUM HIGH
TrustR TrustR TrustR

BRANDZ™ Top 100 Most Valuable Global Brands: 94 common brands valued in both 2006 and 2018 CORPORATE REPUTATION INDEX 2020 | 10



L et’s take
a ook at the
TOP 20 most
reputable
NE\Waislellelale
Corporates
this year..




COLMAR
BRUNTON’S

Companies in our top 20 meet Deloitte’s criteria for inclusion
in the top 200
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Our Top 10 have a
strong scorecard.

Those falling
down on the
responsibility
pillar are doing so
because they

are weaker

on employee

or environmental
measures.

105+ = within top 10% globally

L
AIR NEW ZEALAND \&—
@ tvnz

PAKNhSAVE

&D TOYOTA

AA Insurance

FISHER & PAYKEL

thewarehouse z#

& NEW WORLD

*d Southern Cross

countdown @)

LEADERSHIP/
SUCCESS

117

107

108

107

111

108

109

104

110

107

108

_n
>
Y
pa
M
0
%

100

104

RESPONSIBILITY

115

104

103

105

103

105

103

102

105

104

104

TRUST

o




Kiwibank ticks
the boxes across 106 106 104 103 108 109
all reputational
pillars - leading
to further
reputational
Improvements

2020 RANK

6th

2015 2016 2017 2018 2019 2020

What do New Zealanders love about Kiwibank?

TRUST
Always leading the | love that they have Great customer | like the fact that
way by offering low great options for experience as well they are NZ owned,
mortgage interest students and young as more moral have considered
rates. people. Low rates investment changing my bank
and fees. portfolios. to them.

CUSTOMER They have a great reputation for customer service, great
EXPERIENCE

accounts, great ratings and NZ owned

CORPORATE REPUTATION INDEX 2020 | 14




THETOP 10

INNZ 2020

Amongst top 50 NZ
corporates by revenue
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THETOP10
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Amongst top 50 NZ
corporates by revenue
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THETOP 10
RESPONSIBILITY
LEADERS
INNZ 2020

Amongst top 50 NZ
corporates by revenue
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NZ business

resilience ‘ ‘
has been
put to the “There is tremendous public
test recently scrutiny and anxiety levels
© are high, so you don't want to

add to that, and you also need
to anticipate how the moves you
make today will play out publicly.”

SIR JOHN KEY

SOURCE: CORPORATE REPUTATION INDEX 2020 | 19

https://www.newsroom.co.nz/2020/04/08/1119558/reputations-won-and-lost?preview=1



The anxiety is very real — New Zealanders are worried about the economic

situation

At this time, how concerned, or not, are you about...?

% of all New Zealanders 18+ m Very = Fairly % ‘very’ or Tairly’
concerned

You or a family member’s job security 2 36 59%

You or your children’s education 22 30 52%

Having enough money to pay household bills 7 31 48%
36 44%

You or your family’s mental wellbeing

Having enough money to pay the rent or mortgage 7 25 42%

[ERN H [EEN
w

Your household running out of medication or medical supplies 19 27%

19 26%

Having enough money for food 23 36%

You or your family's diet

Base: All New Zealanders 18+ (m=601), except ‘You or your children’s education’ which is based on only those for whom it applies (n=301)
Source: Colmar Brunton Covid Times 2020 CORPORATE REPUTATION INDEX 2020 | 20



Nearly 2/3s of New Zealanders are anticipating the country will take more than 6

months to return to normality

In your opinion, how long do you think it will take [country] to recover, and for people to return to a normal way of life?

% more than 6 months:

= % Don't know

16
34
m % Never
21
% Longer than a year
% Within 6-12 months
31 26

% Within 4-6 months

m % Within 2-3 months
17
_ m % Within next month
—
New Zealand Total Europe
Base: Total (All New Zealanders 18+ n=601; G7 countries n=1,000 each)

Note: This question was not asked in Canada, Japan or USA
Source: Colmar Brunton Covid Times 2020




% mentions of companies that impressed NZers for communication

NZ businesses

can be
ﬁg\';nv Theer;/dl’?gvfg - NEW WORLD @ thewarehouse z# @
responded to the
Covid-19 crisis — countdown @ @ ,‘.Nz‘ﬁ' @
supporting the
public’s desire to ey
do the right thing AIR NEW ZEALAND -
| PAKhSAVE @ Wi festpac @
' ,__h @ AA Insurance @

We are interested to know if you have been impressed by the communications you have received by a company in the last
few weeks in dealing with the COVID-19 situation. Please tell us the name of the company or companies AND what they
have communicated that impressed you.

CORPORATE REPUTATION INDEX 2020 | 22



A thewarehouse z#

Covid-19 has Providing essentials AA Insurance

Iargely been a Adapting to protect
Celebration Of staff and customers

-,

&PNEWWORLD |PAKASAVE| countdown @ @

business

_ ] Being on the front line Newzea/andpost@ Cgﬁ%ﬁﬁgs SUPERMARKETS
Ingenuity and
h uman Ity Supporting staff thewarehousez#z  SUPERMARKETS  EDJAVAV@OLY

Giving / Supporting ¥

the cause Mercur)(f@ O vodafone thewarehouse z#

Useful advice / information 1
nzherald.conz NEwW WORLD
/ encouragement :!ﬁ ‘I’eStpac

Lockdown suggestions HEBH

5 P O R T

Innovation @Dﬁgﬁ';'gg% g;%%o

Companies spontaneously mentioned for their initiatives
that impressed New Zealanders during the COVID-19 CORPORATE REPUTATION INDEX 2020 | 23

situation




High advocacy for COVID-19 response

NZ companies Y T _

have kept their 7 BRI <> NEw WORLD &> TOYOTA 30%
reputation intact S AR LS T O tvrz 51% FISHER & PAYKEL 28%
judging from L R

levels of "‘;.f;;"f AIR NEW ZEALAND &= 50% s southern Cross 28%
advocacy during s e

the Covid-19 " countdown @ 49% ARRs 27%
Crisis. =y § ._-,.f' PAKIhSAVE 45% 26%
':_'\I 40% AA Insurance 25%

ivirdhovee 37% 25%

D

35% y4 23%

(I

stuff 35% Zospet 19%

KIWIFRUIT

thewarehouse z# 32% @ 19%

Rate How Different Companies Have Responded To The COVID-19 Situation
| think so well of them, | would speak highly of them without being asked OR

| would speak highly of them if someone asked my opinion

Source: Colmar Brunton NZ Omnijet April 10-13th 2020



How to maintain
a strong reputation
during Covid-19

‘ CORPORATE REPUTATIONINDEX 2020 | 25



2 purpose driven

CORPORATE REPUTATION INDEX 2020 | 26




Purpose creates FOCUS

“Every decision we've made, no matter
how fast or how hard, we have asked
ourselves whether this will help our team,
our customers, our suppliers and the
communities in which we have been so
privileged to operate.”

KIRI HANNIFIN

countdown @)

CORPORATE REPUTATION INDEX 2020 | 27



Purpose GALVANISES tcams

“[Our purpose] is deeply embedded throughout our business and
Is the guiding principle for all our people through normal times and
unusual times like the current situation with Covid-19.

The Covid-19 crisis has had a galvanising effect on our business,
bringing our people together in a way that is totally focused on our
customers. There has been total alignment from our Board right
through the entire organisation about what to do.”

CHRIS CURTIN

AA Insurance

CORPORATE REPUTATION INDEX 2020 | 28
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Think about the GREATER GOOD

“The strength of New Zealand banks has been
recognised and we will continue to work with the
government, our regulators and the industry to
ensure that remains the case. We’'ve acted
guickly and worked as an industry to create
solutions for the benefit of all New Zealanders.”

SIMON HOFMANN

CORPORATE REPUTATION INDEX 2020 | 30



Adopt a COLLABORATIVE SPIRIT (o alleviate public anxiety

“Collaboration with government, suppliers and other key
industry organisations was essential, as we sought to navigate
the uncharted waters of operating throughout the pandemic.
Consistent messaging around #shopnormal, #shopsafe and
#bekind played a strong role as we aimed to temper an anxious
public with a strong desire to panic shop and put unnecessary

pressure on the wellbeing of our staff and supply chain.”

DOM QUIN

PAKhSAVE NEW WORLD

CORPORATE REPUTATION INDEX 2020 | 31



esilience
0 give confidence

CORPORATE REPUTATION INDEX 2020 | 32



Resilience creates CGONFIDENCE that you will deliver

“In times of crisis we tend to turn more to those we
trust. The trust we've built with our viewers over
many years, is at the heart of why they choose
TVNZ to play a bigger role in their daily lives
right now. It was key to the Ministry of Education
choosing TVNZ to produce and deliver Home
Learning TV for New Zealand students.”

KEVIN KENRICK

O tvnz

CORPORATE REPUTATION INDEX 2020 | 33



Resilience also allows for a degree of TOLERANCE

“Reputational resilience helped us immensely during this period. The
period itself was effectively one of change for our team members, our
customers and our shareholders. Each also had different, and sometimes

conflicting, priorities.

The media response to our actions through COVID-19 was mixed....The
Easter Egg response reminded us of the goodwill out there for us and the
social and media sentiment was overwhelmingly positive... I'm not sure
we could have done that without the resilience and goodwill of our brand.”

TANYA HENDERSON

thewarehouse z#

CORPORATE REPUTATION INDEX 2020 | 34



Important

learnings to take
Into the future

‘ CORPORATE REPUTATIONINDEX 2020 | 35



KNOW YOUR PURPOSE

Be clear about the role you play in people’s lives

O Ensure it is distinctive and meaningful

O Understand its power to build reputation

RPORATE REPUTATION INDE



BUILD .

People are going to need reassurance like never before

Do the right thing

Be transparent when things are going well — and not so well

CORPORATE RE RDEX 2020 | 37



RESPONSIBILITY

and sustainability are unavoidable topics

Protect key business assets
— including team members

Do more to give back to
society and communities

Make sure those who need
help have access to support

It is a time for governments,
regions, and cities around the
world to mobilise and deploy
resources to tackle the climate
crisis at the same time as
rebuilding their economies, all
whilst creating high value

green jobs.”

JAMES SHAW

SOURCE:
https://www.theguardian.com/world/commentisfree/2020/apr/23/

covid-19-crisis-reset-economies-sustainable-footing

/
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SHOW

Have a plan but be adaptable

Consider a full range of scenarios ‘ ‘
and plan for each

---------------------------------------------------------- “It is not the strongest
of the species that
survives, nor the most
intelligent, but the one
that is most adaptable
.......................................................... to change.”

Once organised internally, lean in
to helping others externally —
government, charity partners etc.

Understand how customers LEON C MEGGINSON
needs and expectations have
changed and adapt to them

!
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Colmar Brunton Top 10
Corporation reputation

Congratulations to the top performers for 2020!

L
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Thank you

For more information contact:
info@colmarbrunton.co.nz
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IN PARTNERSHIP WITH S
WRIGHT -‘-w, COLMAR BRUNTON
L/

A Kantar Company
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