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VAD AR TRUST?

REPUTATION
..1S an aggregate
"analysis"” of past

TRUST
...1s an expectation of
future behavior based
on past performance
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2012 EDELMAN TRUST BAROMETER
OVERBLICK AV METOD

" Indikerar global data

N N .
12:e érllga studien . Indikerar svensk data

Webbenkat | 25 lander
Over 30 000 respondenter

1000 general population respondenter | Sverige
| aldrarna 18 och uppat

Oversample av informed publics*

200 respondenter | Sverige

Aldersgrupp 25-64

Hogskoleutbildade

Stora mediekonsumenter och engagerade i affarsnyheter

* This year Informed Publics were surveyed via online methodology instead of telephone
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STORRE URVALSGRUPPER

TRACKING

NY!

"0l

College Graduates « Top Tier Income
Follows Public Policy ¢ Major Media
Consumer

Informed Public

« 200 per marknad

General Population Engaged Public

1000 per market * Subsample of Informed
Public and General
Population

’ StrategyOne



MANGA SKEPTIKER

SVERIGE TILLHOR NUMERA GRUPPEN “DISTRUSTERS”

Informed
GLOBAL 55 GLOBAL 51
Brasiien [ 80 4 —
UAE
74 Singapore
indien B cusrers |
Indonesien
Mexiko [ 60 | Mexiko
Holland
Kanada
indien [ 56 | italien
Argenting - [
Australien
Brasilien
USA
Sydkorea 44
44
41
a1 B 0isTRUSTERS
40
EE
37
34
32
Composite score is an average of a country’s trust in all four institutions. Informed Publics ages 25-64 in 20 country global total (excludes Argentina, Hong Kong, Malaysia, Singapore and UAE) and ( ’JEI'U Stb arOIfEﬁ%?éF
across 23 countries
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FORETAGEN IDAG OCH VAGEN FRAMAT - VAD DRIVER FORTROENDE?

General

CURRENT TRUST s s s s s s s s s s s ml BUILDING FUTURE TRUST

45% TRUST BUSINESS 1) High quality products or services

1) Listens to customer needs and feedback 2) Treats employees well

3) Listens to customer needs and feedback

2) Innovator of new products ——>

4) Takes actions to address issue or crisis
3) Delivers consistent financial returns
5) Has ethical business practices

6) Places customers ahead of profits

7) Works to protect/improve environment
8) Has transparent and open business

9) Communicates frequently and honestly
9) Addresses society's needs

9) Positively impacts the local community
12) Highly regarded, top leadership

13) Innovator of new products

13) Partners with third parties

15) Delivers consistent fi

16) Ranks on a global list H .
I .

Q11-14. [TRACKING] [Below is a list of institutions. For each one, please indicate how much you trust that institution to do what is right using a 9-point scale where one means that you “do not trust them at all” and nine means that you “trust
them a great deal”. (Top 4 Box, Trust) General Population in Sweden; Q52-69. How important is each of the following actions to building your TRUST in a company? Use a nine-point scale where one means that action is “not at all important to

building your trust” and nine means it is “extremely important to building your trust” in a company. (Top 2 Box, Very/ Extremely Important) "
General Population in Sweden (excludes ‘Don’t Know’ responses)* ‘Current Trust’ results based on regression analysis of the general population J[ tb Edelr{]an
‘ 2012 | ANNUAL GgALgDV e e
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TALESPERSONER - VD:n VS. MEDARBETAREN

Informed

2012 ==

Academic or expert 70% Academic or expert _ 70%

Technical expert in the company _ 60% A person like yourself _ 69% .26
Government official or regulator _ 53% Technical expert in the company _ 66%
Financial or industry analyst _ 48% Regular employee _ 58% + 24
NGO representative _ 46% Government official or regulator _ 48%
CEO _ 45% NGO representative _ 44%
A person like yourself _ 43% CEO _ 36%

Regular employee - 34% Financial or industry analyst - 35% -13
Q119-126. [TRACKING] Below is a list of people. In general, when forming an opinion of a company, if you heard information about a company from each person, how credible = =
would the information be--extremely credible, very credible, somewhat credible, or not credible at all? (Top 2 Box, Credible: Very + Extremely Credible) Informed Publics ages 25-64 o
in Sweden / Edelman

{ frustbarometer
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TRADITIONELLA MEDIER STORVINNARE

2011
Informed Public

III 2012
Informed Public

+ 21

50%

23%

% 6%

29%
_

TRADITIONAL ONLINE MULTIPLE SOURCES SOCIAL MEDIA CORPORATE

P/ | \N
o @y LA
— L\ | /]
A
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Q149-160. [TRACKING] Below is a list of places where you might get information about a company. For each, please indicate if you trust it a great deal, somewhat, not too much, or not at all as a | 1 |
source of information about a company. (Top Box - % Trust A Great Deal) Informed Publics ages 25-64 in Sweden ,"" Edelman

{ frustbarometer
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MEDIERNA MED HOGST OCH LAGST FORTROENDE

Informed
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8 7

Content-sharing sites, such as YouTube

Corporate or product advertising 6 5
Microblogging sites, such as Twitter 7 4
Newspapers 28 42
Radio or radio news 33 60

Television or television news
28 56
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VALUTBILDADE BETYDLIGT HOGRE FORTROENDE FOR MEDIERNA

Informed /General

50% 1 . 2011
Sverige Globalt 53%

. 2012
50% -
46%

40% - 38%

309

30% %

20%

10%

0% T 1

General population Informed population General population Informed population
Ve Edelman
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EN TID AV SKEPTISISM SKAPAR BEHOV AV REPETITION

Informed
Ten or more times (10+), o
o Once (1), 6%
11%
Six to Nine times (6-9),
0,
. 0,
2% Twice (2), 18%
Four or Five times (4 - 5),
30% .
Three times (3), 33%
Three to Five times
%
63%
Q148. [TRACKING] Think about everything you see or hear every day about companies, whether it is positive or negative. How many times in general do you need to be N .
exposed to something about a specific company to believe that the information is likely to be true? Please enter the number of times below. (Excludes ‘Don’t Know’ responses) — .
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Informed publics ages 25-64 in Sweden
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