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Reputation and ethical behaviour in the insurance industry




Overview of the RepTrak model and approach REPUTAT'ON@)
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The Reputation Institute model is the Gold Standard in Reputation Measurement and has been for 20 years.

The RepTrak® Model
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The RepTrak® model consists of seven operational dimensions and
23 attributes that explain the reputation profile. Supports Good Causes Tt
Positive Societal Influence Rewards Employees Fairly
o Environmentally Employee Well-Being
. “%x.  Responsible Equal Opportunities &
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The individual attributes mean different things to people and are ?r,s/ Open & Transparent Ny
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Behaves Ethically $°
Fair in Way It Does Business

perceived differently in terms of weighted importance. Analyses
identify areas that are most important for strengthening a
company’s reputation.

Governance ®
Drivers can be at dimension and attribute level and show how the Re pTrak
company gains value for money in its communication. FOl‘beS

Gold Standard
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The Resurging Importance of Governance INSTITUTE "t
and Citizenship

GOVERNANCE

Global RepTrak® 2017 Weight Global Average

Behaves ethically

Is fair in the way it does business

Is open & transparent about the way it
operates

CITIZENSHIP

Weight Global Average
Has a positive influence on society
Acts responsibly to protect the environment
Supports good causes

WORKPLACE

Governance

Weight Global Average
Demonstrates concern for employees
Rewards employees fairly

Equal opportunities in the workplace

Factor Adjusted Regression X
N = 150,000 REPUTATION
Adj-R?=0.7 INSTITUTE




An Approach to Reputation Differentiation in Insurance Industry T @

Delivers financial results that are better than expected 4.5% Offers products and services that are a good value for the money 5.3%
P Offers high quality products and services 5.2%
[e]
@™ d"q‘%e, Meets customer needs 5.2%

Y
s Stands behind its products and services 4.5%

Is a well organized company 4.4%

Is generally the first company to go to market with
new products and services 4.4%

Has excellent managers 4.3%
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Rewards its employees fairly 4.4%
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Has a positive influence on society 5.1% ‘?’,,

&
% &
Acts responsibly to protect the environment 4.3% %
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Is fair in the way it does business 5.4%
Behaves ethically 5.2%
Is open and transparent about the way the company operates 4.8%
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7. CEO Resignation Following Financial Scandal

Amid Scandal and Fiscal - 4;3;%
Woes, Insurance Mogul pact | ssTeEm
Steps Aside

Under pressure from
regulators, state’s second
largest medical malpractice
insurer makes changes

Pre Risk Post Risk
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6. Significant Layoff

State Farm to Close 11 Offices, Displacing
4,200 Employees, After 2016 $7B Loss

eSTEEM

Governance
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Governance

Liberty Mutual Laying Off
360 Technology Workers Pre Risk Post Risk
in Mass., NH -7.4% §
reputation § i ‘li - 3.4%
impact 2 7
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5. Failure to Meet Financial Targets

Prudential Financial at risk of missing profits -7.4%
target
reputation
impact

% -6.0% «
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Brighthouse Financial
Stumbles After MetLife

Pre Risk Post Risk
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Spinoff

Governance
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4. Product Issues
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Drug prices top Americans' list of health
care concerns
Pre Risk Post Risk
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3. Lack of Confidence in Leadership

Prodycy,
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-4.7%

ESTEEM

A.LG.’s Chief Executive to
Resign Aiter Turnaround
Sethack

Peter D. Hancock, the current
chief executive, said on
Thursday that he would
resign after shareholders had
lost faith in his two and a half
year effort to turn the
company around. A.l.G. said
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Mr. Hancock, 58, would stay Pre Risk Post Risk
until a successor had been § Ii
chosen in a “comprehensive” § -3.0%
search by its board. [ ®
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2. Low Community and Cultural Sensitivity

Aetna opts for a base in New York, not Boston
D EEAEarE [

Pr
e Oducy,
of S
o er,,
< %o

-6.8% -6.4%

ESTEEM

Leadergy,

eSTEEM

Governance

uone '\0““\

Missouri insurance agencies move into new
$3 million HQ

Pre Risk Post Risk

“The project is one way our family can contribute to the
entire region and the historic Hi Pointe/DeMun
neighborhood,” said Powers CEO Pierce Powers Jr. “We
razed a building that had been vacant for over 13 years,
replaced it with a meaningful edifice, and, in concert with the
Scholarship Foundation, have brought over 30 employees to
the city.”

-11.6%

reputation Governance
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Risk Factors: Insurance Sector
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“Tens Of Millions™ Of Personal Records Stolen In Hack On
Health | Company Anth
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Premera ity breach 11 million
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Case Study

Leveraging Good Ethics in Insurance: Allstate




Problem: Great Recession and Hurricane Katrina severely impacted Allstate
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Tha largest insurers i Louisiana and the costiiest
storms to it the state.
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Allstate.

You're in good hands.
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Solution: Building Reputation Equity with a Focus on CSR and Good Ethics Repummon ()

Allstate: Developed a Reputation Based Governance System

In partnership with Reputation Institute, Allstate develop action plan to enhance its reputation and address the underlying cynicism among a multi-
stakeholder audience. In particular, Allstate needed help with understanding the drivers of reputation among different stakeholders — and to
quantify the impact of key issues and messaging opportunities on key reputation KPIs and supportive behaviors.

The Approach:

* Quir first challenge was to provide a longitudinal benchmark for
Allstate’s reputation relative to other insurance companies

* Reputation Institute helped to create a highly customized and
comprehensive reputation measurement and management system,
that drove a commitment to CSR and ethical behavior.

Employees * 4 a Investors
o g

Opinion Leaders e, Consumers
) @
X Alistate |

The Outcome:

Business Practices  outcome * Internally, Allstate created a governance structure that monitors
'E reputation across all stakeholders — that insight drives KPIs and
¢ g mandated accountability targets for business leaders
g e Anstate |
= G;,,. * Allstate reputation significantly increased over time, to the point
g pronssesnohe Competitive . . . . . “ ” .
s Advantage where its reputation is viewed as being “strong” across multiple
2 Through
a oot Rnpmatglon stakeholders




Starting with a Multi-stakeholder Approach to Managing Reputation RepuTaion ()

Allstate: Establishing a Reputation Ecosystem

L (VU
— / Employees (US)
— . ®
¢ Alistate. =
Investor: You're in good hands.
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Strategic Initiatives: Key Actions to Enhance Reputation Inside Out Repgmon (D

Allstate: Built a 360 Degree Reputation Management Program

“Bringing Good to Life”

!
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Employee volunteerism Community based programs Integrated marketing Agent “Force for Good”

— —

e Allstate. Allstate.

You're in good hands.

Foundation




Key Opportunities Associated with Bringing Good to Life o

Key Insight: Strategic focus areas to enhance reputation

Millennials Privacy

?

I
Allstate.

You're in good hands.

<0 O

Sharing Economy Social Responsibility
| —




Allstate is Now One of the Most Ethical Companies in the World Ay

Validation of Allstate’s Success and Ethical Behavior
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WWW.ETHISPHERE.COM
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Reputation and ethical behaviour in the insurance industry



