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Reputation Institute

Our Global Value Proposition:

We enable leaders to make business decisions
that build and protect reputation capital and
drive competitive advantage.
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2011 Country RepTrak™:
Reputation Institute's Comprehensive Study of
Country Reputations
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Reputation Institute's pioneering consultants offer an array of analytic tools which
help clients realize insights and unlock the power of reputation. We have developed
Country RepTrak™. a study which takes Reputation Institute's proven corporate
reputation model a step further to assess the reputation of a country with
stakeholders. Insights generated through the Country RepTrak™ study provide
valuable information o advise a muftitude of industries and sectors to make
informed and strategic business decisions.
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Combining our innovative research and leading advisory services, Reputation
Institute can help you jumpstart your country's branding and marketing initiatives.

Contact us for more information on customized reporting >
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spare a thought for Japan, coming battom of the pack with a mere 57

The Australians’ seffimage was not totally misplacsd, though. When people wers
asked about their perceptions of other countries, Australia scored well — but was

pipped for top spot by Switzerland and Canada. Russia and China were the least
admired.

Our illustration plots the difference between the two sets of scores —a crude
measure of the extent to which a country overrates itself. Residents of China,
Russia and India, with the US not far behind, all think mare of themselves than do
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at www.Reputationinstitute.com
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Complimentary Reports

Select The Country RepTrak™ Reports to Download

(| The 2011 Country RepTrak™ Topline Results Report
[_| The 2011 South Africa Country RepTrak™ Report

(reports will be available shortly)
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Please complete the form, below. Starred fields are required fields. Note that the email address given below will
be used as the destination address of the requested files. Your privacy is important to us. Reputation Institute
will not sell or otherwise make public any information provided.

Mr./ Mrs./Ms/Dr.
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http://www.reputationinstitute.com/

Agenda

1.The context of Country Branding and Country Reputation
2l nsights from Country RepTrakE 201

3.Learnings from the best
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Reputation economy
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y" Trust in countries is on the decline 1 e
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y* Economic climate leads to intensified
competition
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Yy Stakeholders are more informed and
more demanding

Yy Abalanced approach is the key to
success
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While trust is eroding, countries are doing more than ever to get
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Country vs. corporate reputation management

Countries have more touch-points and less control over them

Countries often lack the skills and expertise in brand and
reputation building

Countriesod6 reput at i onhatamre mdltgrablen many
(history, landscape, location etc.)

Managing the brand and reputation of countries involves many
bodies with conflicting interests

However, in both cases shaping the experience to increase

appeal and differentiation results in stronger stakeholder
relationships, support and preference
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Country Regetansttuding emotion

Reputation is Driven bVhree Dimensions
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ADVANCED ECONOMY APPEALING ENVIRONMENT

A Produceshigh quality products angervices

A Beautiful country

A Hasmany wellknownbrands A Enjoyable country

A Technologically advanced A Appealing lifestyle

A Animportant contributor to globatulture 4, A
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People are friendly and welcoming
A Values education

A Welleducated workforce
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Country
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A Favourablenvironment for doindusiness
A Runby an effectivegovernment

A Adoptedprogressive social and economic
policies

A Responsiblparticipant in the global TRUST
community

] e 3
A Operating efficiency ﬁeCtIVe Govemﬂ‘e“

A Is a safe place
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The creation and impact of reputation

Direct Experiences

Infrastructure Places
Culture/symbols  People REPUTATION

Service Products

ESTEEM
What Country
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Relations

What Others Say

Traditional & Politicians
social media  Eriends/Family

NGOs
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SUPPORT

Visit
Invest
Live
Work
Study
Buy

RESULTS

 EE————
Tourism

receigts

Exports

GDP

REPUTATION ( D

INSTITUTE




Return on investment from a good country reputation

Very high correlation (R? = 0.8) between Country Reputation and
peopl eds willingness to: visit it
and services from it, study in it and work in it

Direct link between reputation and money: 10% increase in Country
e Reputation leads to 11% increase in Tourism Receipts and 2% increase
In Foreign Direct Investment
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— Example:
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Reputation by 10% will
increase its tourism
Country Reputation receipts by $680 million

REPUTATION ([,
INSTITUTE T

12



Reputation leads to support and financial performance

Recommend as a place to VISIT
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Reality vs. perception
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reputational risk -
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Communication is required to
capitalize on good reality and
) @ overcome poor perceptions

%

Change is required to Maintenance of good reality
Iy and perceptions is required
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PERCEPTION
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BAD GOOD
REALITY

Improving and maintaining a strong reputation requires a

mix of improving both the reality (through actions) and
the perception (through communications/engagement)
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