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Agenda
Scope of communication direction
Communication & efficient FF

Communication and market challenges (the
macro environment)
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Scope of communication

Internal Communication (IC)
Corporate identity
Internal awareness programs
In-house bulletins

External Communication (ExC)
Corporate promotion
Brands communication (DTC)
Issue management

Media relation/management (MR)
Media health education
Media lobby

Social responsibility (SR)

planning, implementation and
publicity around local and corporate
Initiatives

E-communication (e-C):
Intranet & internet
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|. Communication & efficient FF

Tools can be:
Internal awareness programs
In house bulletins local and global

Internal major events: cycle meeting, best performers
..etc

Company websites and other e-initiatives
Internal surveys
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Ex. Communication and market challenges

External communication objectives are:

Evaluate and improve the industry image among
different stakeholders

Building and maintaining the company image
Diseases and therapeutic areas awareness
DTC campaigns

Issues/crisis management
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Communication and market challenges

Tools can be:
Pharma image survey

Pharma awareness program to enhance the industry
Image on the public and health providers levels

Anti-counterfeit campaigns

Publicity around Pharma code of ethics
Company image programs

Publicity around Social responsibility programs
Disease awareness programs (DTC)

Corporate sponsored websites (global and local)
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Communication and market challenges

ISsues can be:
Major side effects
Suspension of product sales/ registration
Clinical trails fraud
Financial problems

Crisis/ Issue management:
Issues has a direct impact on sales forces
Media education and involvement
Value of the PR agency




Conclusions:

Internal communication importance in
driving performance

Industrial image as key element for all
corporation

ISsue management
Media as a major stockholder
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Thank you



The Global Pulse 2008:

Research by Reputation Institute since 1999
shows that a well-regarded company is more
likely to be liked, trusted, and respected.
Reputation Institute created a variety of
standardized models to provide companies with a
framework for benchmarking their corporate
reputations internationally and to enable
identification of the factors that drive reputations.

The Global Pulse Model

The Global Pulse Model measures the good
feeling, trust, and respect that consumers feel
towards a company. The Global Pulse therefore
provides an overall assessment of the health of a
company's reputation.

In turn, Reputation Institute’s research indicates
that a reputation is built on 7 pillars from which a
company can create a strategic platform for
communicating with its stakeholders on the most
relevant key performance indicators.

The Global Pulse Model therefore consists of 7
dimensions that were found from gualitative and
quantitative research to best explain the
reputation of a company internationally.

In the Global Pulse 2008, Reputation Institute
measured, not only perceptions of companies on
the core Pulse attributes —the beating heart of the
model-- but also asked respondents to rate the
companies on the 7 key dimensions.

Copyright © 2008 Reputation Institute. All rights reserved.
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The Global Pulse 2008 Measures
Corporate Reputations Worldwide
The Global Pulse 2008 is the third annual
study of the reputations of the World's
Largest Companies. The study was
developed by Reputation Institute to provide
executives with a high-level overview of their
company’s reputation with consumers. Over
60,000 online interviews with consumers in
27 countries on six continents were

conducted in February and early March 2008.

More than 150,000 ratings were used to
create reliable measures of the ‘corporate
reputation’ of more than 1,000 companies.
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Companies Rated

The Global Pulse 2008 measures the reputations of
the world's largest companies in each country based
on their total revenues’. Rated companies had to
have significant consumer presence and be
minimally familiar to the general public. All
companies are measured in their home country only,
and the results standardized to remove unique
country-level variation and enable cross-country
comparisons.

Survey Methodology

The Global Pulse 2008 was conducted online in all
countries, except South Africa. The Global Pulse is
a measure of corporate reputation calculated by
averaging perceptions of 4 indicators of trust,
esteem, admiration, and good feeling obtained from
a representative sample of at least 100 local
respondents who were familiar with the company.
All Global Pulse scores are standardized on both the
country and global level. Scores range from a low of
0 to a high of 100.

Questionnaire
The Global Pulse 2008 questionnaire is a 10 minute
online survey that invites respondents to describe
their perceptions of companies. Through rigorous
statistical analysis, Reputation Institute connects the
Pulse dimensions with the Global Pulse scores as
well as with a measure of overall public support, in
order to identify the drivers of corporate reputation.
Doing so enables companies to understand how the
general public perceives the world’s largest
companies.
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Google (US)

IKEA (Sweden)

Ferrero (Italy)

Johnson & Johnson (US)
Tata Group (India)

Kraft Foods Inc. (US)

Novo Nordisk (Denmark)
Grupo Bimbo, S.A. (Mexico)
Migros (Switzerland)
General Mills (US)

Walt Disney (US)

Haier Corporation (China)
Infosys Technologies Limited (India)
United Parcel Service (US)
Sharp Corp. (Japan)

Coop (Norway)

Jean Coutu Group (Canada)
El Corte Inglés (Spain)
Petrobras (Brazil)
Carlsberg (Denmark)

IM (US)

Barilla (Italy)

Grupo Gerdau (Brazil)
Robert Bosch GmbH (Germany)
Kone (Finland)

Mercadona (Spain)

Matsushita Electric Industrial Co. (Japan)

Marks & Spencer Group (UK)
Sobeys (Canada)

Philips Electronics (The Netherlands)
Volvo bilar (Sweden)

Xerox (US)

Bridgestone Corp. (Japan)
Canon Inc. (Japan)
Colgate-Palmolive (US)
AEON Co. Ltd. (Japan)

Sony Corp. (Japan)

Honda Motor Co. Ltd. (Japan)
Usiminas (Brazil)

China Faw Group Corporation {(China)

Lukoil (Russia)

Vale (Brazil)

A.P. Mgller - Maersk (Denmark)
Cadbury Schweppes (UK)
Copec (Chile)

Texas Instruments (US)
Eastman Kodak (US)

General Electric (US)

Correios (Brazil)

Global 2007 The World’s Bes
--The Top 50
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Toyota Tops the 2008 Global Rankings, with Google a close #2

Of the 600 largest companies in the 27 measured countries, we provide here the
ratings of the 200 best rated. All earned Global Pulse scores significantly above
the global mean of 64.2

Toyota Motor earned the highest rating with an outstanding Global Pulse score of
86.53. Google comes in a close 2" with a Global Pulse score of 85.23, followed
by the consumer friendly Swedish retailer lkea, and ltaly’s chocolate-maker
Ferrero. U.5. pharma and consumer products giant Johnson & Johnson rounds
out the world’s top 5 with a Global Pulse of 83 48.

Toyota Motor stands out as the only auto maker in the top tier, and is followed by
Sweden’s Volvo Bilar in the 301 spot, leaving BMW and Daimler a distant 80t
and 96 respectively. The world's top 10 is heavily dominated by food-related
companies, including Ferrero, Kraft Foods, Grupo Bimbo, and Migros.

The 20 companies in the top tier in 2008 (those with Global Pulse scores above
80) represent 13 of the 27 countries included in the study. 6 of the companies
are from the U.S_, 2 each are from India and Japan, and 1 each from Brazil,
Canada, China, Denmark, ltaly, Mexico, Norway, Spain, Sweden, and
Switzerland. The strong scores of these top companies demonstrates the strong
relative respect in which they are held by the general public in their respective
home countries. By contrast, the public in the remaining 14 countries show less
appreciation for their top companies.

Although earning Global Pulse scores above the global mean, companies ranked
51-200 have significantly weaker reputations than the top tier companies.

Excellent/Top Tier abowve 80

Strong/Robust 70 - 79 All Pulse scores are standardized on both the country and global level. For further
Average/Moderate 60 - 69 axplanation see the RepTrak™ Methodology section.

Weak/Vulnerable 40 - 59 All Global Pulse scores that differ by more than +/-0.5 are significantly different at the
PoorfLoweast Tiaer below 40 95% confidence level P

| \
i
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Officials accuse drugs firms of corrupting the doct ors' morals

Published on: 3/22/2007
Journal: AAA
Section: Local
Edition: 10341

Page: 13




Pharmaceutical Companies

Merck & Co. recalled its arthritis drug Vioxx after an ongoing trial confirmed the medication increases the risk of heart attack and strokes.
The news sent stock down nearly 27 percent and erased $25 billion from its market value.

Published
on:

4/27/2008

Journal: Al Eqtisadiah

Page: 26
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National Cancer awareness program
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Media health education
programs
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