For further information, please contact:
Sara Grant-Vest (sara.grant-vest@ipsos.com) or Lesley McClure

(lesley.mcclure@ipsos.com) on 028 90 500 800




Ipsos MORI offers two studies providing detailed insights into your
organisation’s reputation among two influential key audiences —the
General Public and MLAs

This research helps you:

— Understand the general public’s and MLAS’ disposition to your organisation and
how you can shape it

— Benchmark against your competitors and other organisations
— Evaluate the effectiveness of your communications
— Gain insight into topical issues affecting your organisation

Outstanding value for money:
— Costs shared by multiple subscribing clients
— High calibre sample

Ipsos MORI’s experience ensures:
— Quality of work
— Knowledgeable interpretation and added value



MLA Study General Public Study
c.40 interviews with MLAS 1,000 interviews
Face-to-face interviews Face-to-face, in-home interviews

Study to take place in Autumn Study to take place in Spring ‘10

09 Representative of adults aged

Final results are 16+ living in NI

representative by party All interviewing conducted by

All interviewing conducted by Ipsos MORI interviewers
executive team






Benchmarking

Performance on familiarity, favourability and advocacy on your
organisation and 3 comparators

Ipsos MORI trend data on your organisation and key
competitors

Diagnostics

Performance on image criteria important to your organisation
in the context of a key comparator of your choice

Detailed perceptions which underpin your reputation

How your organisation can improve its communications with
MLASs

Context

Familiarity and favourability of leading organisations

Key factors driving MLAS’ ratings of organisations

Major challenges facing Northern Ireland’s businesses and
industry

91092 Ul papn|ou|

Exclusive
Questions &
other options

Options include:
— Exclusive questions
— Additional comparators

— Attitudes toward your industry

reuondo




Fully tailored report including:

» Analysis of your reputation, benchmarked against nominated competitors
and the wider market

» Unrivalled insight from Ipsos MORI on how you can strengthen your
reputation and communicate more effectively

» Contextual information on expectations and attitudes of MLAS

Verbatim comments about your organisation

Presentation (if required)



Prompted ratings of your organisation, benchmarked against your comparators,
with trends where available
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Base: All MLAs who have at least heard of the organisations. Dummy Data




Q How favourable or unfavourable is your overall opinion or impression of
Organisation B?

Very Favourable

: %
Mainly Favourable 410q

30 Favourable

xXX%
60

40

20 - _ Unfavourable

0

Neither / no opinion 97 98 99 00

Base: All MLAs who have at least heard about Organisation B. Dummy data.
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Q How would you rate Organisation A on ... compared with other major

organisations?

Quality of Communications with Accessibility or
management MLAs openness

% Above Average

% Below Average
2004 2005 2004 2005 2004 2005

“Show us evidence of good practice, literally take us somewhere and

show us a project that has worked.”

Base: All MLAs who know at least a little about Organisation A

Five image ratings &
verbatim comments explain
perceptions & give action
points

“Be more open-minded in
how they communicate with
people. Don't tell people
what the answer is, ask for
people to be included in the
solution.”

“They could take a
significant leadership roles




1. Prospects for the Northern Ireland’s

2. Criteria for Judging Organisations

Economy (Top mentions)
All Nat Union All Nat Union
% % % % % %
Treatment of employees 44 48 33
Social responsibility 32 36 25
Improve 14 22 2 Treatment of customers 28 30 27
Stay the same 44 65 9 Financial performance 28 23 46
Get worse 38 10 81 Quality of products 21 25 14
Environmental
Net Improve 24 H12 -79 responsibility 21 24 9
3. Issues facing Northern Ireland 4. Good Relations with MLAs
(Top 5 mentions) | (Top 5 mentions)
'g‘” I:Iat Ur;'on All Nat Union
G | economic § § § i 5 5
enera
conditions 40 43 39 Relevant to MLA 27 31 21
: Personal contact 26 26 32
Delivery/reform of Rel MLA
public services 32 34 31 elevant to
European constitution 27 29 30 constituency 25 24
Unemployment 26 31 17 Brevity 20 25
Crime 24 17 44 Regular contact 17
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Detailed benchmarking is offered against your competitors and over time on
a number of dimensions including:

familiarity and favourability

perceptions of customer service
being good employers

being trustworthy

offering value for money
environmental impact

corporate responsibility.

The study reveals the most important emerging issues and developments
that impact on your industry and provides valuable insights on how your
organisation should react to these.

Specific questions tailored to your needs can be included, e.g. regarding
specific initiatives of your organisation.



Two levels of reporting are offered. Standard (available to BITC Members
only) and Tailored (open to all clients). Both options include:

» Analysis of your reputation, benchmarked against nominated competitors
and the wider market

» Contextual information on expectations and attitudes of the General Public
and your customers

» A presentation of the findings

 For the standard option there will be a group presentation held at

BITC offices with all other BITC Member clients who have subscribed
to this option

» Those subscribing to the tailored option receive a fully tailored
presentation and report



m 2008 © 2007

T 749
Supermarkets 73%

I —— 699
59%

I 6590

. 539%
50%

. . pE
Banks and buiding societies A4%

I, 449%

Railway and bus organisations 36%
N 40%
31%
N 38%
45%

N 33%

27%
Utilities N 28%

Food and drink organisations
TV channels and radio stations 7504

Airlines

IT organisations
Telecoms organisations

Construction organisations

55%
Base: 993 adults in NI, May/June 2008



Q3. Can you tell me how favourable or unfavourable your overall impression is with each
organisation?

% Net favourable %
T 78
e 76
TS 73
T 68
" s
e 58
T 57
T 55
T 53
I 50
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I 16
w3
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I 36

I 35
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I 03

I 03

N 14

Base: All aware of each organisation, May/June 2008
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Mean Favourability
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Base: 993 adults in NI, May/June 2008
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Q14. Please could you tell me which areas you feel it is extremely or very important that large organisation contribute to or
support?

Q15. Which of these areas do you think large organisations contribute to or support at the moment
Current action
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Base: 993 adults in NI, May/June 2008 Importance (%)



Q24. How seriously do you think each of the following organisations takes its responsibility
to society and the community?

% Veryl/fairly seriously 2008 % 2007
I 79 73
e 77 68
I 75 -
I 7 4 68
I GO -

Do consumers R GO -
] -
know what ] 6467 63
I 3 -
effor.ts youare I 62 62
maklng? I G2 -
I G0 -
I 55 51
I 53 48
I 52 51
I 51 46
I 50 48
I 44 -
I 30 43
I 03 -
I 19 -
I 17 -

Base: 993 adults in NI, May/June 2008 M
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