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Reputation = Stakeholder Perception

Our reputation is, in essence, a
summary of how our
stakeholders perceive us.

It therefore feeds, and feeds
off, the satisfaction of each
stakeholder constituency.

Source: Enlightened Values
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Overall Reputation Score of some UK Companies

April 2000 — March 2005
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Company Familiarity vs Favourability 2003

Favourability
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“The profits of large companies help make things better
for everyone who uses their products and services”
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Q What do you think are the two or three most important things to know
about a company in order to judge its reputation ? (Spontaneous)

Top mentions
Honesty/integrity 27%

Quality of products 299,

Customer service 20%

Long established 14%

Industrial relations/
Treatment of staff 14%

Fair prices 13%

Working conditions 9%

Profitability 8%

Good/sound management 8%

Productivity/efficiency 8%

Good wages 8%

: N
Source: MORI BTQ



Q What do you think are the two or three most important things to know
about a company in order to judge its reputation ? (Spontaneous)
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The secret of business success
IS honesty and sincerity. If you
can fake those you've got it
made.

Groucho Marx
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I'm really proud to tell people I work for BT." *‘\* < iy
-]

"Stress is a real issue for me. I wonder .é
K how many people in BT work under pressure?’ 4=t &

“Customer care is the
be all and end all”
Customer from Stockport

“Billing is one area where I think BT definitely
falls down. They send those statements and
you need a university degree to understand
what you're paying for.” ,
Customer from West Wycombe.” __ <&
9 fed TEPR K

“The quality of management is the top
criterion in judging performance.”
Institutional shareholder



Stakeholder Pull

A modern company plays a delicate balancing act. Not
only in trying to keep all its individual stakeholders happy
by offering them a rewarding transactional experience, but
also by making a contribution to the wider society.

Source: Enlightened Values



Can CSR Help?

“The whole concept [of CSR] is reprehensible. Companies
are owned by shareholders. Directors have responsibilities to
their shareholders. They do not have responsibilities to

the public at large or to the social good.” UK MP

“The big issue is broadband to as many people as possible
and reduce the divide, which is not only the rich and poor,
it’s the young and old.” Journalist

“I’m personally not happy that British Telecom aren’t doing
enough to deal with these Internet scams, which come
through BT.” UK MP
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Licence to Operate / Reputation

CUSTOMER SATISFACTION
I A A A
IMAGE / REPUTATION

PRODUCTS AND 0.31 ‘t
e Cares about customer 0.05
Trust 0.05
Good role model 0.04
CONTACT AND 0.46 Responsible to society  0.04
2 JlEE el Technology innovator 0.04
0.42 Prefer to buy from 0.03
Meets future needs 0.03
PRICE AND -0.06 Helps UK business 0.03
VALUE Reliability 0.03
Treats employees well 0.02
2 A Environmentally resp. 0.02
CSR aCthltleS Unprofitable payphones 0.02
Comprise >25% Supports charities 0.01
More than phone co. 0.01

Model based on BT Retail internal data (Residential Customers)
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1st Generation

Business Case for CSR

2nd Generation

3rd Generation

PROTECTORS

Health and Safety
Corruption

Privacy

Ethical procurement
Customer exclusion
Pollution
Discrimination

BUILDERS

Flexible working
Diversity
Community invest
Charity support
Resource efficiency

INNOVATORS

Sustainability Solutions
Marketplace Diversity
Strategic Relationships
Bid Support

Value Drivers

Market Place Innovation

Employee Motivation

Cost Reduction
Licence to Operate / Reputation

Risk management
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A foundation of values

Trustwart
Felptul’
Frét%#f’”g

Our Values

“The business case for sustainable development won't
work unless it generates real, lasting trust with all a
company’s principal stakeholders.

...... You can’t add value without values.”
Just Values

-
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Taking an Ethical Stance
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BT acts against child porn sites

BT customers will soon be
prevented from accessing
websites containing images
of child sexual abuse.

The move has been welcoming
by child protection bodies but
s acknowledged as only a small
step in the fight against child
pornography on the net.

BT's internet customers will be
blocked from viewing websites
blacklisted by the Internet
Watch Foundation,

While it goes some way to
protecting the public, it will
hawve limited impact on BT airm= to pull plug an illegal
paedaphiles whao use the websites

internet,




CSR + value for money

We think you deserve some
uninterrupted quality time

Just when you manage to have a moment to yourself, the phone
rings. More often these days, it's an unsolicited sales call,

BT Privacy at Home?! helps vou spend more, uninterrupted time
on the things that matter to you by giving you control over who you
speak to, What's more, this service is FREE,

« See who's calling befare you pick up the phone with FREE Caller
DisplayZ. BT even has some great discounts on compatible phones
« Help block unwanted sales calls with the FREE Telephone

Preference Service

Read FAQS -

Choose extra peace of mind

If you want more control over your calls at home we have a range of
&dvanced Calling Features such as barring withheld numbers and
blocking calls from specific phone numbers,

Sdvanced Calling Features &

s e S ... a winning combination

wor!d



Conclusions

RGpUtat|On — R business o R individual
community company
Reputation =  Favourability « Familiarity

Reputation #  Profitability

Informed r )

- — Balance of Transactional = Societal
Reputation = o ehoider i
Expectations \ .
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"Transparency in dealing with
controversial issues is paramount. We
will hever satisfy everyone, so openness
is key"

Ben ¥Yerwaayen, Chief Executive

Corporate Social
Responsibility in BT
What is BT doing for our

society and the environment?
Find out below

our CSR
performance [»]

BT's social and environmental
report

Exposing CSR
Hot topics

2riginal thinking
Studies and reports

Video case studies

let’s make a

tter
wor.d

What really matters? [»]
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Clirmate change - the world's biggest long-term
problem?

BT Payphones - are mobiles killing them off?

Internet scams - what's BT doing about rogue

diallers?
Stress at worl - is it a modern inevitability ?

Frivacy - will new technologies invade your
privacy?
Qur campaigns

Helping everyone benefit from improved
cornrmunication skills,

Latest news I:EI
Changes to the Better World site

Hot topic launched on Privacy in the
Cigital Metworked Econormny

BT launches second regulatory
compliance report

Fourth quarter and year end results

Better World magazine ()

Living our walues - the stories behind
BT's corporate responsibility
programrmes

MNew Spring edition row online

www.bt.com/betterworld - w



