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Key Findings

Consumer perception of corporate responsibility is uncorrelated with measured rankings like the CRO
100 — meaning there is a major opportunity for companies to increase their return on citizenship and
reputation investments by associating them more strongly with their brands.

People are willing to pay more for products from socially responsible companies, but almost no
companies have any profile as socially responsible.
* Companies who provide a consistent citizenship message receive the most recognition.

* And despite concerns about the economy, Americans plan to purchase the same or more on products and
services from socially responsible companies.

People are willing to receive less salary in exchange for working for a socially responsible company, but
companies are failing to communicate even to their own employees whether they are socially
responsible.

Despite the economic crisis, people rate trust higher than either product quality or value.
* The financial services industry registered the lowest socially responsible, while automotive industry was second
to last. Consumers indentified beverage and food product companies as being the most socially responsible
industries.

Consumers believe Johnson & Johnson is the most socially responsible brand.

PSB, in conjunction with Burson-Marsteller and Landor, conducted 1001 online interviews with general public in the U.S. (ages 18+) from March 25-27,
2009. Overall, the margin of error is +/- 2.53%, and greater for subgroups.
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People will pay more for socially responsible merchandise

* 75% are willing to pay more for a product from a socially responsible company.
* Over half are willing to pay 6+% more.

How much more would you be willing to spend on a $100 product if you could purchase
a version from a socially responsible company?

$6-10 20
$11-15 3
$16-25 13
$26-50 6
$51-75 3
$76-99 3
$100 9

Q130: Thinking broadly, how much more would you be willing to spend on a $100 product if you could purchase a version from a socially responsible company? Please specify in whole
US dollars.
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But no company stands out as most socially responsible

* Despite the willingness to pay more for products from companies that are socially responsible, very
few companies have any real profile as socially responsible.

Top of Mind Brands First  Total

Ranked by First Mention

Wal-Mart

Coca-Cola

Johnson & Johnson
Microsoft / Bill Gates
General Electric / GE
Google

McDonald's

Proctor & Gamble / P&G
Ben and Jerry's

Ford Motor Company
Starbucks

Target

Apple

Costco

Dell

IBM

Kraft

Nike

Pepsi

SC Johnson

Toyota

Home Depot

No company is socially responsible/NA
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No company comes to mind / None 10 22
Others: 187 Additional Brand mentions 29 58
Don't Know / No Response 10 16

Q18 IF KNOWS WHAT CSR MEANS: What is the first company that comes to mind when you think f the most “socially responsible” brand today?
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Majority think working for socially responsible companies makes a difference

* Over half say working for a socially responsible company makes a difference.
*This is even more true for younger and wealthier respondents.

What difference, if any, would it make to you to work for a

company that is socially responsible?

21

H Significant difference

35 i Some difference

.1 Not a major difference

20 H No difference at all
12
_ . $35-  $35- .
All  18-24 25-34 35-49 50-64 65+ <S35k S$100k+ Dem. Rep. Ind.
60k 59k

Significant difference 21 20 26 22 21 18 19 23 21 26 25 17 25
Some difference 35 34 36 39 30 37 33 36 37 34 33 40 33
Not a major difference 20 21 19 20 21 17 19 19 20 23 21 18 18
No difference at all 12 9 11 10 14 15 12 12 13 12 10 14 13
Don’t know 12 15 8 9 14 13 18 11 7 5 11 11 11

Q134: What difference, if any, would it make to you to work for a company that is socially responsible?
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Respondents will sacrifice to work for a social responsible firm

* Even in today's very tough economic times, 40% are willing to take a pay cut to work for a socially
responsible company.
* 15% are willing to take a cut of 6% or more.

Zero

1-5%

6-10%

All 11-15%
16-20%

21-25%

More than 25%

Don't know

l””lH{

Q135: What percentage of your salary would you be willing to give up in exchange for working with a company that is well-known for being socially responsible?
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Social Responsibility affects career decisions

* This trend is only likely to increase — given that younger people are more likely than older ones to
take a pay cut to work for a socially responsible company.

18-24 25-34 35-49
Zero 49 40 45 47 52 53
1-5% 25 27 21 28 23 25
6-10% 8 12 4 10 7 9
11-15% 4 4 13 5 1 1
16-20% 2 2 7 1 1 0
21-25% 1 2 2 0 1 0
More than 25% 1 1 2 1 1 0
Don’t know 11 12 6 8 14 13
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Still, respondents find it difficult to evaluate companies on responsibility

Over 70% are not aware of any social responsible practices their own employer is taking.

All

H Yes
H No

Don't know

53

Does your workplace employ any

corporate responsibility practices?

All 18-24  25-34 3549  50-64 65+
Yes 29 31 36 35 25 17
No 18 17 28 20 15 12
Don’t know 53 53 36 45 60 71

Q137 IF COMPANY HAS CSR PRACTICES: What corporate social responsibility practices has your company deployed?
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Consumers see corporate responsibility differently than CSR pros do

* The CRO 100 is one of the most prominent comparisons of the environment, climate change, human
rights, employee relations, philanthropy, financial and governance policies of major companies.
* We tested consumer perceptions of the social responsibility of 69 brands, of which 23 also ranked in the

2009 CRO 100.

Score in CSR
Company Brand Index Score in CRO
Microsoft Microsoft 96 161.525
General Mills & 96 51.085
Procter & Gamble PeG 94 82.405
Coca-Cola Ceztily 77 175.29
Pepsi 'J 76 226.285
McDonald's N 70 228.79
HP ("ﬁ] 70 55.385
Apple (“ 68 206.665
Dell ° 66 140.325
Verizon verizon 58 135.765

* Brands’ performance on consumer perception metrics is uncorrelated with actual social
responsibility performance as measured by the CRO 100.
* Demonstrating that companies investing in CSR need to do more to communicate their commitment

to consumers.

Table compares performance of the top ten best-performing brands in CSR Brand Perception Index that were also listed in the CRO 100 in 2009
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Top-scoring brands on the CSR perception index

(Among those familiar with the company)

* We tested 69 brands across industries, including food & beverage, consumer packaged goods,

technology, financial services, entertainment and automobiles.
* Of the brands we tested™, consumers thought these brands were the most socially responsible:

Johnson & Johnson 107

Google 101

Subway
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Microsoft

General Mills
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Procter & Gamble
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Kraft Foods
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Dove
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Walt Disney

Target

*QOur brand selection process was subjective, and as such, this list should not be construed as the ten best performers out of all possible companies.
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To be Socially Responsible companies should...

* The core areas of social responsibility people are looking for are treating employees well,
environmental responsibility, and giving back to the community.

2Kl G O2YLI yASa akKz2dZ R R2 (2 06S

Employees: Employees are treated well / Equal opportunity employer / Fair pay/good benefits, etc. 20
Environmentally responsible: Being green / Environmentally friendly products / Energy efficient, etc. 17
Community: Gives back to the community / Concerns itself with the community in which they operate 10
Products/services: Quality products/ services / Fair pricing/good products at a good price 9
Attitudes: Ethical / Honest / Law-abiding / Fair 8
Society: Caring about the public / Giving back to society / Helping people, etc. 6
Charity: Donations / Sponsorships / Volunteering 5
Customer oriented: Good customer service 3
Nothing in particular/Some additional company names mentioned 4
How they operate: Self regulation built into the business model / Doing the right thing / Being responsible/ held accountable 2
Fiscally responsible: Positive economic player / Not accepting bailouts 1
Negative about the concept of CSR 1
Others 4
Don't Know / No Response 9

Q22 IF KNOWS WHAT CSR MEANS: As far as you know, what do you think companies should be doing today to be considered “socially responsible”?
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Consumers have clear priorities on CSR practices

* The emphasis on social responsibility grows out of a back-to-basic-values emphasis, in an era
when companies in general are under the gun.

* The top attribute is honest and trustworthy, which scores above even such core performance
metrics as quality and value.

Company Attitude Statement RIS Score

Is honest and trustworthy 170

Maintains high standards of quality in its products and services 166

Has products and services that are a good value for the money paid 151

Treats its employees fairly 142

Has ethical executive leadership 120 100 =
Cares about the community in which it operates 104 average
Is environmentally conscious 83 appeal
Has inexpensive products and services 70

Is socially responsible 65

Is innovative 53

Hires and promotes minority and women candidates 52

Has a history of charitable contributions 24

Q9-14: Please pick the statement that is most/least important when considering from which company to purchase products or services.
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Social Responsibility is more important in certain industries

Performs
Well

Has Performed Well

Performs
Poorly

CSRis perceived as Less
Important but industries are

Opportunity

CSR is perceived as Important

Important

. and industries are perceived as
perceived as having Performed | dVal Ia ble having Performed Well
Well
Beverages ¢ | Technology-Computer @ ood Products
Hardware/Software
Al & Technology- Electronics
Technology Online P Consumer Goods
Service
& Retailers
Apparel & @ Fast Food
Packaging and Shipping
Improvement Pharmaceuticals/
Healthcare
Telecom Services & necessa ry
@ Energy
Media
Automotive

Least

CSR is perceived as Important
but industries are perceived as

having Performed Poorly . . .
¢ Financial Services

Importance

Most
Important
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More about Corporate Citizenship

* For more information about this survey and Citizenship Branding in
general, please contact:

@ rnscensss T andor

Burson-Marsteller

PSB is a global research-based consultancy that  Landor Associates is one of the world’s Burson-Marsteller is a leading global
specializes in messaging and communications leading strategic brand consulting and public relations and
strategy. design firms. communications firm.
Beth Lester Scott Osman Eric Biel
Vice President Global Director Managing Director,
blester@ps-b.com Scott.Osman@landor.com Eric.Biel@bm.com

(202)962-3042 (212)614-5137 (202)530-4559
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