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Survey Rates Companies’ Reputations, and Many Are Found Wanting

Respondents Disparage AT&T,
Bridgestone, Philip Morris;
Highest Marks Go to J&J

By RONALD ALSOP
Staff Reporter of THE WALL STREET JOURNAL

For years, Caleb Shulman loved Kraft
macaroni and cheese and Miller Lite beer.
Then he watched Philip Morris Cos.’ $100
million-plus corporate advertising
campaign touting its support of programs
to feed the hungry and help victims of
domestic violence — and he learned,
much to his surprise, that Philip Morris
makes both the macaroni and the beer.

He lost his appetite.

“Now, I refuse to buy any more Kraft
or Miller products,” says the 37-year-old
interpreter for the deaf at the Rochester
(N.Y.) Institute of Technology. “Whenever
I see the ads, I cringe. They're only
running the ads to try to gain credibility
because of all the smoking-related
lawsuits.”

How does a company mend a broken
reputation? Not easily is the answer,
judging by the responses of people like
Mr. Shulman to the second annual corpo-
rate-reputation survey conducted by
Harris Interactive Inc., an Internet-based
market-research firm, and the Reputation
Institute, a research group.

The second survey, involving 26,011
respondents, found that many things influ-
ence a company'’s reputation, not the least
of which is its stock-price performance.
And it also showed that the public can be
fickle: The reputations of technology
companies, the darlings of the first
survey, sank in this latest round, while
reputations of older companies in tradi-
tional industries rose.

To determine which companies are
most highly regarded or scorned by the
general public, Harris conducted an online
survey between Sept. 27 and Oct. 17, 2000.
Using the results of that survey, Harris
calculated a “reputation quotient” based
on how respondents rated a company on
20 attributes in six major categories —
emotional appeal, products and services,
financial performance, social responsi-
bility, vision and leadership, and work-
place environment.

Emotional appeal — trust, admiration
and respect, and general good feelings —
was the driving force in how people rated

Best in the Class

An online poli of 26,011 respondents gave these companies the highest ratings on each of the six

major categories in the overall reputation scores
EMOTIONAL PRODUCTS WORKPLACE

S0CIAL VISION & FINANCIAL

RANK APPEAL L SERVICES ENVIRONMENT  RESPONSIBILITY LEADERSHIP PERFORMANCE
1 Johnson Johnson Anheuser- Home Depot  Microsoft Microsoft
& Johnson & Johnson Busch
2 Sony Sony Johnson Johnson Anheuser- Maytag
& Johnson & Johnson Busch

3 Home Depot Maytag Maytag Daimler- Disney Anheuser-
Chrysler Busch

4 Fedex Intel Home Depot  Anheuser- Intel Disney
Busch

5 Intel Home Depot  IBM McDonald's Maytag Sony

Sources: Harris Interactive, the Reputation Institute

companies. The latest survey includes
only well-known companies with which
people are familiar and about which they
have strong feelings, either pro or con.

The survey showed that while adver-
tising can be effective in getting a
message across, it doesn't necessarily
change opinions. Despite the costly ad
campaign, Philip Morris still receives low
marks on trust, respect and admiration.
Moreover, 16% of respondents familiar
with the company said they had boycotted
its products in the past year. What did
change significantly was the public’s
awareness of its philanthropic deeds —
about 40% of people familiar with Philip
Morris now give it a strong rating for
supporting good causes, compared with
just 10% in 1999.

Philip Morris says it is pleased with the
increased awareness of its charitable
activities. However, Charles Fombrun, a
management professor at New York
University and executive director of the
Reputation Institute, calls the survey’s
results “a very sad outcome for such a
major ad campaign.”

Still, Philip Morris no longer has the
“worst reputation in America,” its desig-
nation in the 1999 survey. That title went
to a new company in the latest study:
Bridgestone Corp.’s Bridgestone/Fire-
stone unit. And many respondents believe
Bridgestone /Firestone will find fixing its
reputation next to impossible because of
the massive recall of its tires following
vehicle accidents involving tire failures.
What's more, Ford Motor Co. received the
lowest reputation rating of the auto

companies in the survey in part because
most of the recalled tires were mounted
on its Explorer sport-utility vehicles.

“I don’t think the media will ever know
the honest truth about what happened
with the Firestone tires, and I don't think
I'll ever have confidence in Firestone
again,” says Robert Cape, a 57-year-old
plastics engineer in Prescott, Ariz. Last
year, he walked away from a tire store
promoting Firestone and Bridgestone
brands and purchased some Goodyear
tires at another shop. “I said, ‘Guys,
you've got to be kidding,” when they
offered me Firestones and Bridgestones,”
he recalls. “There’s so much competition
out there that I think the Firestone brand
will just wither away.”

Bridgestone demurs. “We are com-
mitted to regaining the public's trust in
Firestone,” it says, adding: “We are en-
hancing our quality-assurance programs
to provide early-warning systems and are
reviewing our production operations to
find areas for further improvement.”

As for Ford, the auto maker notes that
the survey was taken at the height of the
tire recall. “Our own surveys,” the
company says, “show that Ford’s cus-
tomer reputation has improved markedly
in the past three months as the Firestone
recall was completed.”

In general, though, the Harris study
shows that reputation, once lost, is
extremely difficult to reclaim, no matter
how much time and money companies
invest in an image makeover. Exxon
Mobil Corp.’s reputation score rose
slightly last year, but nearly half of the

(over please )

THE PUBLISHER'S SALE OF THIs REPRINT DoEs NoT CoNsSTITUTE OR IMPLY ANY ENDORSEMENT DR SPONSORSHIP OF ANY PRODUCT, SERVICE, COMPANY OR ORGANIZATION.
JournaiReprints (609)520-4328 P.0. Box300 Princefon, N..J. 08543-0300. DO NOT EDIT OR ALTER REPRINTS« REPRODUCTIONS NOT PERMITTED

DOWJONES _



Reputation Roller Coaster

How poll respondents rated the reputations of 45 of the most visible companies

in America

RANK 2000 RANK 1999 RANK 2000 RANK 1999
1 Johnson & Johnson 1 24 McDonald’s 24
2 Maytag * 25 Dell Computer 11
3 Sony 18 26 Southwest Airlines 25
4 Home Depot 8 27 Yahoo! 19
5 Intel 4 28 Merck *
6 Anheuser-Busch 14 29 Nike 23
7 IBM 17 30 Ben & Jerry's 5
8 Disney 10 31 Gateway <)
9 Microsoft 15 32 Target *
10 Procter & Gamble 22 33 DuPont *
11 DaimlerChrysler 27 34 Lucent ]
12 General Electric 12 35 Sears 29
13 FedEx 21 36 Nordstrom *
14 Wal-Mart 6 37 ATE&T 20
15 Cisco Systems * 38 Ford Motor 32
16 CocaCola 2 39 America Online 26
17 General Motors 33 40 Apple Computer 34
18 Honda * 41 Kmart 37
19 Toyota 28 42 Unilever x
20 Hewlett-Packard 43 Exxon Mobil 36
21 Xerox ' 71 44 Philip Morris 40
22 Boeing 30 45 Bridgestone/Firestone %
23 Amazon.com 16

*Not rated in 1999
Sources: Haris Interactive, the Reputation Institute

people familiar with the company
continue to give it a poor grade for envi-
ronmental responsibility — more than a
decade after the destructive Alaskan oil
spill involving the oil tanker Exxon
Valdez.

And hostility toward the former Exxon
Corp., seems to be spreading to its 1999
merger partner, Mobil. “I would get a tow
truck before I would use Exxon or Mobil
gas,” says Claudia Lieber, a 51-year-old
paralegal in Great Neck, N.Y. “I used
Mobil all the time before the merger, but
I believe I must take a stand over that
horrific, disgraceful Alaskan oil spill by
not giving Mobil or Exxon another cent.”

Tom Cirigliano, an Exxon Mobil
spokesman, acknowledges, “It's going to
be a very slow process” to improve the
corporate reputation. The company has
considered an ad campaign to publicize
its environmental programs but fears

many people would write it off as propa-
ganda. “The road we've chosen to take,”
Mr. Cirigliano says, “is one of example
rather than PR.”

Two other companies with reputation
problems — America Online Inc. and
AT&T Corp. — were castigated by survey
respondents for disappointing service.
“Money-hungry sharks” and “evil-empire
style monolith” were among the barbs
aimed at AT&T. America Online was
blasted as “the worst thing about the
Internet,” and its software was called “the
disk from hell.”

America Online, now part of AQL Time
Warner Inc., says it doesn't believe the
survey sample is representative of its
consumers. AT&T says: “We think we are
doing a good job meeting the needs of our
60 million customers, but we regret and
take very seriously any report that a
customer is not satisfied.”

On the positive side, the Harris survey
shows that a sterling reputation can be
quite durable if it’s well-tended. Johnson
& Johnson remained No. 1 in the latest
reputation study, and Home Depot Inc.,
Intel Corp. and Walt Disney Co. also
stayed in the top 10.

But some favorites from the first study
dropped in the latest rankings. For
example, Gateway Inc., which fell to 31st
place from ninth, suffered from a growing
perception of poor technical support. “I
have no qualms about the quality of the
product, but Gateway has serious prob-
lems with customer service,” says Alan
Zendell, a 57-year-old software developer
and novelist in Columbia, Md., who had
difficulty getting technical support for file
conversions when he bought a Gateway
computer. “The people at Gateway were
rude, just plain nasty, and even hung up
on me.”

Gateway is well aware of criticism of
its technical support and is working to
improve it. Over the past 18 months, the
computer maker moved some support
services outside the company but soon

ized “there’s no substitute for our own
employees,” says spokesman Brad Shaw.
Now, Gateway is increasing its staff and
moving technical services back in-house.

Like Gateway, many of the companies
receiving a lower reputation rating are in
the volatile technology sector. Older,
more traditional manufacturers, espe-
cially consumer-product companies like
Procter & Gamble Co., General Motors
Corp. and Seny Corp., showed solid gains
in their reputation scores.

“Technology companies got battered in
the stock market, plus there’s all this
uncertainty about the future of the
Internet,” says Mr. Fombrun. Companies
whose reputation scores dropped in the
latest survey experienced an average 28%
decline in market value between
September 1999 and September 2000,
while those with higher scores enjoyed an
average gain of 8% in market value.

Mr. Fombrun believes the higher repu-
tation scores for consumer-goods compa-
nies “reflected the booming consumer
economy and renewed respect for estab-
lished companies.” He notes that the
average age of companies whose reputa-
tion scores rose last year was 87 years,
while 47 was the average age of those
whose scores dropped.

Coca-Cola Co. and Ben & Jerry's Home-
made Inc. were the only consumer-
product marketers that lost significant
ground in the latest study. People repeat-
edly criticized Coke for disappointing
advertising, but the company declines to
comment on its market.

Respondents were extremely skeptical
about Ben and Jerry’s new owner —
Unilever. “I was kind of bummed by its
acquisition by a big conglomerate, and






