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A Reputational Reckoning

Understanding PR’s impact on reputation
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IT TAKES 20 YEARS IF YOU THINK

TO BUILD A ABOUT THAT,
REPUTATION AND YOU'LL DO
FIVE MINUTES TO THINGS

RUIN IT DIFFERENTLY

WARREN BUFFETT



A REPUTATIONAL RECKONING

GUARDIANS OF REPUTATION

Most important objectives

for clients Expected areas of growth

O
’ﬁ Improve corporate Q'le

reputation (proactive) 68%

Strategic Corporate

/J] consulting 47% reputation 40%

0
Increased sales 49% Purpose and (SR 38

0 Social media and
community management

Influencer marketing

Building brand purpose 43% Public affairs/government relations

Marketing communications

W_RLDPR

Multimedia conent creation REPORT

Digital build and production

Employee communications

~ Investor relations/
financial communications
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A REPUTATIONAL RECKONING

GUARDIANS OF REPUTATION
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WHAT IS

“The beliefs or opinions that are—/ .
generally held about someané gis].

something’
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A REPUTATIONAL RECKONING

HOLISTIC APPROACH
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CARMA

CONSISTENT PILLARS

22

PRODUCTS CULTURE  SUSTAINABILITY CONDUCT  PERFORMANCE  VISION
&
SERVICES
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Reputation by CARMA.:

Global Airline Industry Insights




WHAT DID THE MEDIA TALK ABOUT?

Customer services &
experiences most
prevalent in media

Matches audience
priorities

Led by specific
iIncidents (Dubai floods,
Cathay cancellations)

Top themes in traditional media

Number of Articles

Route disruptions

I €7

Customer experience / service

Employee-related

Safety issues & incidents

Growth / Expansion

Strategy & innovation

Financial results / business performance

Management / leadership

Environmental issues

Awards & rankings

325

189

185

108

102

88

72

51

41

CARMA

Top themes in social media

Number of Posts

Customer experience / service

Awards & Rankings

Growth / Expansion

Sports sponsorship

Financial results / business performance

ployee-related

B

Safety issues & incidents

Branding

Recruitment / Vacancies

474

253

184

19

105

76

68

66

59

44



CARMA

WHAT DID PEOPLE CARE ABOUT?

Priorities aligned with $

media focus 106

104

HIGHER INFLUENCE

102

Conduct ranks quite .
highly

100 10

Sustainabllity — cost of
living crisis, or
resignation to v
environmental impacts?

93

LOWER INFLUENCE

PRODUCTS
& CONDUCT CULTURE SUSTAINABILITY

SERVICES PERFORMANCE VISION



AIRLINES REPUTATION: GLOBAL COMPARISON

BRITISH AIRWAYS VS EMIRATES

© V) M © & ¢

REPUTATION
SCORE

———,
BRITISH AIRWAYS ~* 50

British Airways

Products & Services

Culture

Sustainability

Conduct

Performance

Vision

56
46
47
44
52
57

© V) M © g 9

REPUTATION
SCORE
Fly
Emirates 6bH
Emirates
Products & Services
- ]
Culture
- ]
Sustainability
Conduct
Performance
- ]
Vision
. 1

76
67
92
57
71
65



CARMA

BRITISH AIRWAYS VS EMIRATES

Score per data source

B British Airways Emirates

Emirates’ positive media coverage .,
& social praise boosted overall
score

60.0

Criticism from UK press & social
media drove down British Airways’
scores

Gap between audience scores
suggests audience less influenced
by negative media than anticipated

0.0
Social Media
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BRITISH AIRWAYS VS EMIRATES

——,

Fly
Emirates BRITISH AIRWAYS

-

Emirates saw higher
awareness & exposure e
with similar media volumes

to BA

Emirates

0.6 0.8 1.0

1%

0.0 0.2 0.6 0.8 0.a.0 0.2 0.4

Similar trends In channels

recalled for both airlines
HA’N%%NQ Hazhzd%ng

about Emirates about BA recently

Emirates reaching wider recently
global audience?
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CONSISTENT SUCCESS FOR SINGAPORE AIRLINES

G 50 65 47 44

Slngapore AIrIIneS REPUTATION REPUTATION REPUTATION REPUTATION REPUTATION
SCORE SCORE SCORE SCORE SCORE
successful across all

media Channels & Emirates British Airlines Singapore Airlines Cathay Pacific Malaysia
audience response

Products Products Products Products Products

& Services 29 & Services 55 & Services 76 & Services 57 & Services a4
Cathay Pacific

il At Culture Culture Culture Culture Culture

criticised for 61 50 65 36 46
Can Ce I I atl O n S Sustainability 45 Sustainability 48 Sustainability 592 Sustainability 51 Sustainability 47

Conduct Conduct Conduct Conduct Conduct

: 57 49 64 44 47

Lack of proactive

Performance Performance Performance Performance Performance
comms may be . 69 m 47 mmm 727 m @ n 41

. " H H ‘n,l‘,l'“ 1 H :

damaging Malaysia — 60 mm 50 g 59 g a4 g 39

Airlines



KNOWN FOR THE WRONG THINGS?

Malaysia Airlines
very well known,
but scores low for
reputation

0.8

0.6

Earned media the
most recalled
amongst those who
had seen Malaysia
Airlines content,
despite low article
volumes

0.0

61

REPUTATION
SCORE

Emirates

50

REPUTATION
SCORE

British Airlines

Emirates

British Airways

65

REPUTATION
SCORE

Singapore Airlines

CARMA
REPUTATION REPUTATION
SCORE SCORE

Cathay Pacific Malaysia

. Awareness Level

Exposure Level

Cathay Pacific Malaysia Airlines
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LIKELIHOOD TO USE FOLLOWS REPUTATION?
e "

Despite Malaysia Airlines’ I o .
low reputation score, it's AIRLINES HeARRE AT 5% 65
still likely to be used by
the majorlty of maiays;a!} Malaysia Airlines 689% 44
respondents e

» CATHAY PACIFIC Cathay Pacific 60% 47

Reputation iIs more than
willingness to purchase or
use your services —_— British Airways 159% 50

BRITISH AIRWAYS



KEY TAKEAWAYS

Lack of proactive
comms for Malaysia
Airlines aligns with
negative audience
opinion

Proactively
communicating actions
and information can
mitigate negativity where
circumstances are
beyond the airlines’
control. But failure of
accountabillity is not often
forgiven.

CARMA
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REPUTATION
IS THE

ROAD TO
POWER

JEREMY BENTHAM



