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INSTITUTE

Nordic Brand Academy och Reputation
Institute

Nordic Brand Academy
representerar Reputation
Institute | Sverige

o Nordic Brand Academy

Vi vill i tillsammans verka for

att utveckla anseendet och

skapa varde for svenskt

naringsliv, genom

utbildningsinsatser, radgivning

och corporate reputation | 1
seminarier samt var arliga

kartlaggning av svenska

foretags anseende — RQ

Sweden
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Connecting the latest brand research with the eNorclic Brand Academy
business community
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AGENDA

* Inledning
* Reputation Institute Sweden
* Annual RQ Sweden
» Rast
 MRA Observer
* Brand Reality Model
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The Reputation Institute

Startades ar 1997
Mission:

...to advance knowledge
about corporate reputation
and to help companies
create value from
reputation management

IR
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Norway

Dr. Peggy Simcic Brgnn, Norwegian
School of Management

Denmark

Dr. Majken Schultz, Copenhagen
Business School

Sweden

Dr. Tony Apéria, School of Business,
Stockholm University

Netherlands B EPUTATI Q N

Dr. Cees Van Riel, Erasmus Universi
INSTITUTE

France

Dr. Jean-Pierre Beaudoin, University
Sorbonne

Germany

Dr. Klaus-Peter Wiedemann, University of
Hannover

USA

Dr. Charles Fombrun, Stern School of
Business, New York University
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INSTITUTE

The Reputation Institute

Grundat av professor
Charles Fombrun, Professor
Emeritus at the Stern =3

School of Business, New FORTUNE
York University och Cees |
van Riel, Professor of
Business & Society at
Rotterdam School of
Management, Erasmus
University

TR
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REPUTATION
INSTITUTE

RI Conferences RI Research
& Forums Products

*Reputation Quotient®
*Media Monitoring Index®
*[dentification Quotient®

*Research Conference
*Benchmarking Conference
*Reputation Summit

RI Publications RI Community
*Corporate Reputation Review *Individual Members
* Books & White Papers *Institutional Members
*Website/Webcasts *Corporate Members
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Reputation Institute — ett globalt natverk
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Var styrka — synergier

To facilitate knowledge sharing between Academics and
Practitioners through our network of members

REPUTATION
INSTITUTE

Reputation
Institute
Sweden

To develop and deliver aavisory
services to institutions
interested in reputation
management

To initiate, conauct, and
publish research about
corporate reputations
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Hur skapas anseendet?

Malgruppens
upplevelse ~

Foretagets Anseendet
kommunikation
Det som skrivs i media ‘
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Annual RQ Sweden 2005

« The Reputation Quotient Model
» Resultat Annual RQ Sweden 2005

* Resultat Annual RQ Denmark och RQ Norway 2005
« Corporate Social Responsibility

* Reputational Insights
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6th Annual
LZ .
AR  5th Apnnual
x .
4th Annual
I
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Reputation Quotient — sex dimensioner och 20 attribut

Samhallsansvar

Stddjer goda andamal
Tar ansvar for miljon
Agerar ansvarsfullt i lokalsamhallet

Vision och
ledarskap

Ser och utnyttjar marknadsmadjligheter
Utmarkt ledarskap
Tydlig vision for framtiden

Oftast battre an konkurrenterna
Stabil Ionsamhet
Lagriskinvestering

Goda mdjligheter att vaxa

Ekonomisk
formaga

Anseende

Kanslomassig
attraktion

Positiv kansla kring foretaget
Beundrar och respekterar foretaget
Litar pa foretaget

Produkter och
tjanster

Hoég kvalitet
Innovativa produkter
Varde fér pengarna
Tar sitt produktansvar

Ger anstallda skalig ersattning
Bra arbetsgivare
Bra anstéllda

Arbetsmiljo
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Annual RQ Sweden genomfors i tva steg

Fas 1
Nomineringar

Identifikation av de mest synliga
verksamheterna

= Online-intevjuer (allmanheten)

= Verksamheter med bast
anseende/rykte

= Verksamheter med samst
anseende/rykte

Fas 2
RQ studie

Kartlaggning av de mest synliga
verksamheterna

2.783 online-intervjuer i
februari 2005 (allmanheten)

- Kartlaggning av de 16 mest
synliga verksamheterna
utifran RQ metoden

- Kartlaggning av Ovriga
verksamheter som anvander
RQ for att bygga sitt
anseende
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Nomineringsfas — Sveriges mest

synliga foretag 2005

De 16 mest synliga foretagen i Sverige

(Bast och Samst 2005)

1. Skandia 9. Microsoft

2. Volvo 10. ABB

3. Ericsson 11. Lidl

4. IKEA 12. Saab

5. Telia Sonera 13. Systembola

6. ICA 14. Posten

7. Nokia 15. He

8. McDonald’s
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Sveriges mest ansedda foretag 2005
Var affarsidé ar att erbjuda ett brett sortiment,
form- och funktionsriktiga heminredningsartiklar

till sa laga priser att s& manga som majligt far
rad att kbpa dem
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Resultat Annual RQ 2005 Sverige
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Hur agera nar ett annat foretag bygger ditt
varumarke?

- Volvo — Volvo PV
- Ericsson — Sony Ericsson
- Saab — Saab Automobile

Sony Ericsson
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Sveriges fortroendeindex har okat

- Fortroendet har okat
jamfort med foregaende
ar. Sveriges

fortroendeindex har okat
fran 60,1 till 62,3

Danmarks
fortroendeindex har under
samma period minskat
fran 74,2 till 66,8

- Aven i Norge har indexet
minskat fran 64,9 till 62,0
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Vinnare — “Reputational Dimensions” =g

1. IKEA 81,7] 1. IKEA 85,4] 1. IKEA 80,1 ]
2. ICA 75,8 2. Hennes & Mauritz 77,2 2. Volvo 75,8
3. Volvo 75,8 3. Microsoft 76,5 3. Nokia 75,6
4. Nokia 741 4. Volvo 73,3 4. Saab 73,9
5. Saab 71,9 5. ICA 72,1 5. Ericsson 72,9
Samhallsansvar Vision och ledarskap Arbetsmiljo
1. IKEA 75,5} 1. IKEA 84,9} 1. IKEA 77,0}
2. ICA 69,2 2. Microsoft 81,4 2. Microsoft 73,5
3. Volvo 66,7 3. Hennes & Mauritz 78,9 3. Volvo 73,0
4. Microsoft 66,0 4. Nokia 74,4 4. Nokia 72,3
5. Nokia 63,9 5. Volvo 73,6 5. ICA 69,9

C] = en signifikant vinnare — mer an 1,96 skillnad
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Corporate Communications — foretagens
anseende vilar pa fem pelare

Sarskiljande REPUTATIO)

Synlighet Arlig/akta
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14 . . b .
Reputation Drivers” — Sverige
Ree Rt
Kanslomassig Produkter och Ekonomisk . -
attraktion tianster férmaga Arbetsmiljo Samhaéllsansvar  Vision och ledarskap

Anseende

This first order correlation analysis shows that all 6 RQ dimensions have great influence on companies’ reputations in Sweden.
Emotional Appeal is the dimension with the greatest influence. This means that the effect on reputation is greater, when a
company is able to improve its Emotional Appeal than when it improves the other 5 dimensions.
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Anseendet paverkat stodjande beteende

Business Goals

Business
Strategies/Activities

Business Outcome

7/
N\ < P
~ P s
S e . Y
/Supportive Behaviors_ _ _ _ _ Perceptions of
. Toward Compan \ Compan
NS pany N pany X
—> Purchase —> Emotional Appeal .
—> Financial Performance RePUtatlon
—> Recommend —> Products & Services > Quotient
LS Trust —> Social Responsibility (RQ)
—> Vision & Leadership
— Speak positively —> Workplace Environment 7
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Resultat Annual RQ 2005 Danmark

“Top Tier”
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Resultat Annual RQ 2005 Norge
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