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What were Australians most concerned about in November 2020

1 Long term financial recession
2 Menulhesthandwellbeing

3 Jobs and unemployment

4 . Environmentandglobal warming

5 Long term societal implications for Australia

6 Myself/ friends and family getting sick

7 My personal/ family financial security (mortgage/ rent/ food)

8 Staying connected with family/ friends

) Length of social isolation rules/ length of crisis November 2020
10 Health system capacity

1 Impacts on education

12 Relationship stresses
13 Food supplies/ scarcity

14 Internet and telephone connections
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What were Australians most concerned about in Q4 2021

. Mentalhealthand wellbeing
2 My personal/ family financial security (mortgage/ rent/ food)

3 Myself/ friends and family getting sick

4 Health system capacity

s  Environmentand global warming

6 Jobs and unemployment

7 Long term financial recession

8 Long term societal implications for Australia

9 Staying connected with family/ friends October-December 2021
10 Length of social isolation rules/ length of crisis

n Relationship stresses

12 Impacts on education
13 Food supplies/ scarcity

14 Internet and telephone connections
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COVID-19 Impact on Donations

Change in the Amount Australians Expect to Donate Before/After Covid-19

. (o)
To donate a lot more (more than twice as much) ] ngf’

To donate a little more (up to twice as much) I 4%

To donate a little less (down to half as much) ] 7§/:/°

To donate a lot less (less than half as much) ] 450;?

2020 m202]

8%
To not donate at all s 6%

7%
Not sure I 6%

QCVGL1. Thinking about COVID-19, do you expect that the amount you donate to charities in general will change compared to before the crisis?
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Industry Reputation 2021

% Very Good Reputation (5-7) % Neutral (4) ® % Very Bad Reputation (1-3) m % Not Sure

Supermarkets 1 74% 16% Construction 18 51% 25% 20% 4%
Physical retail stores 2 71% 19% Industrial manufacturing 19 47% 26%
Technology 3 71% 17% Energy/Utility 20 43% 24% 30% 4%
Shopping centres 4 66% 21% Residential development 21 42% 24% 27% 6%
Online retail stores 5 65% 20% General Insurance 22 41% 25% 30% 4%
Travel and hospitality 6 64% 19% Alcoholic beverage 23 41% 24% 30% 4%

X

Telecommunications 24 40% 26% 30% 3

Education 7 63% 20%
9

Not-for-profit & charity sector .
. . B k (o) (o) (o) 0,
Food manufacturing 8 62% are not as high as one would anking 25 407 % 37% 3%
2Ry Health Insurance 26 38% 22% 36% 4%
9 61%
o Charities need to work hard to eIV S AUl 1/ 38% 22% 37% 3%
Airline 10 58% become established and

"""""""" trusted; an Excellent Retirement living 28 38% 22% 32% 8%

Charities M 57% e reputation is not necessarily
the industry standard. Property management 29 36% 26%

31% 7%

Superannuation 12 55% 22% 18%

3
X

Property development 30 36% 22% 36%

o
X

Non-alcoholic beverage 13 55% 23% 15% 7%
Mining 31 35% 20% 40%

Quick service restaurants 14 55% 23% 18% 4% )
Life Insurance 32 30% 22% 40%

X

Water utility 15 53% 23% 19% 5% )
Media 33 30% 21% 47%

o
N
N
>
X

i (0) O, (o) (o)
Alrports 16 S 23% 18% S8 Gaming/Casinos/Betting 34 = 21% 13%

76% 4%

Automotive 17 52% 25% 19% Tobacco 35  13% 7%




Charity Reputation Model

THINK

What do your stakeholders
think about your charity?

Reputation Drivers

SERVICES
INNOVATION
WORKPLACE

GOVERNANCE
CITIZENSHIP
LEADERSHIP

COST MANAGEMENT

How your stakeholders assess
key areas that drive your
reputation

FEEL

How do your stakeholders feel
about your charity?

o,

Reputation
Score

\ " 4

The emotional connection
stakeholders show towards your
charity
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DO

What actions do your
stakeholders want to take?

Impact

DONATE
RECOMMEND
CRISIS PROOF

VERBAL SUPPORT

WORK

The predicted outcomes your
stakeholders demonstrate



Methodological Overview

RepTrak measures the reputations of the largest charities in Australia that have a high level of familiarity.

The benchmark set of 40 charities is taken from the charities with the highest total revenue sourced from the ACNC.
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O

Research Method Target Audience Total Sample Size
Online survey *Australians aged 18+, Nn=4,606**
~20 minutes who are familiar with the charity
being rated

LI
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RepTrak.

Data Collection
8th Oct - 215t Dec 2021

*General Public nationally representative of population by age and gender. The total survey results are weighted to the general population using several demographic variables.

**N=150-300 ratings per charity




; i

RepTrak.
[ ) [ )
Benchmark 40 Charities vs Benchmark 60 Corporates
- < BM 40 Avg ——BM 60 Avg
85.9
84.5 -
83.0 83.7 83.] R
819 T e e e R
80.7 P
782;’_—§\\ 777 78.0 -
762 _ - = S e =-"
- -
70.3 70.2
69.0 69.6\ . 684 __—

GAP J— _
BM4O0 vs +13.2 +14.9 +14.7 +13.0 +11.3 +12.9 +13.4 +15.2 +14.7 +14.2 { #1577 }
BMGO o e T meE T TS T Te e e R T

Green denotes
largest gaps . . . . . . . . . .
2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

POOR 0-39 WEAK 40-59 AVERAGE 60-69 STRONG 70-79 EXCELLENT 80+
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Australia 2021 Charity RepTrake
Benchmark 40 Charities Scores
CHARITY SCORE 2021 CHARITY SCORE 2021
1 Royal Flying Doctor Service of Australia 2] Australian Red Cross
2 Guide Dogs 22  Diabetes Australia 86.3
3 Surf Life Saving Australia 23 The Smith Family
4 Foodbank 24 National Heart Foundation of Australia
5 Starlight Children's Foundation 25  Wesley Mission
6 StJohn National 26  StVincent de Paul Society
7 CanTeen 27  CARE Australia
8 CareFlight 28  Vision Australia
9 National Breast Cancer Foundation 29  World Wide Fund for Nature (WWF)
10 The Fred Hollows Foundation 30 Variety
11 Ronald McDonald House Charities 3] UNICEF Australia
12 RSPCA 32 Life Without Barriers
13 Cancer Council 33 The Salvation Army
14 Leukaemia Foundation of Australia 34  Oxfam Australia
15 Médecins Sans Frontieres Australia 35 Mission Australia
16 Lifeline Australia 36  YMCA Australia
17 Headspace National Youth Mental Health Foundation 37  Save the Children Australia
18 Beyond Blue 38  Amnesty International Australia
19 Dementia Australia 39  World Vision Australia
20 The Movember Foundation 40  Yourtown

POOR 0-39 m AVERAGE 60-69 STRONG 70-79 EXCELLENT 80+
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Australia 2021 October to December
Benchmark 60 Companies Ranks

COMPANY Q4 2021 COMPANY Q4 2021 COMPANY 04 2021
1 Air New Zealand 21 Virgin Australia 41 Origin Energy
2 Toyota Motor Corporation 22 Wesfarmers 42 Toll Group
2 JB HI-FI 23 Ingham 43 EnergyAustralia
4 Samsung 24 Rest Super 44 Optus
5 Mazda Australia 25 IBM Australia 45 BHP
6 Woolworths 26 Reserve Bank of Australia 46 AGL Energy
7 Reece Australia 27 Insurance Australia Group (IAG) 47 7-Eleven
8 Aldi Australia 28 Ford Australia 48 Ampol
9 AustralianSuper 29 Macquarie Group 49 Lendlease

50 BP Australasia

10 Apple Australia 30 Suncorp Group
1 Myer 31 Medibank Private 51 ANZ
12 HESTA 32 QBE Insurance Group 52 National Australia Bank (NAB)

33 Coca-Cola Amatil 53 Australian Taxation Office (ATO)

13 Australia Post

14 Qantas Airways 34 Allianz Australia 54 Commonwealth Bank of Australia (CBA)
15 Bluescope Steel 35 Harvey Norman 55 Telstra

16 SUNSUPER 36 Flight Centre 56 Westpac

17 Microsoft 37 Stockland 57 RioTinto

18 Coles 38 Alinta 58 AMP

19 Bendigo and Adelaide Bank 39 Bupa 59 Crown Resorts

20 HCF 40 TPG 60 News Corp Australia

POOR 0-39 WEAK 40-59 AVERAGE 60-69 STRONG 70-79 EXCELLENT 80+
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" Top Performing Charities by Age Bracket reprrak!
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1- ? . ? . Royal Flying
Royal Flying Royal Flying Doctor Service
Doctor Service Doctor Service
° ° UR
2 Guide Guide 2R
: Dogs. Dogs. AW
SURR &
National , .
3. E;ms‘}a%m“r NBCF and Cancer Council c (, RSPCA*: RSPCA only in the
perceived more positively R top 10 among 55+.

among a younger H Guide
4 ”Eﬂﬂﬂj demographic Starlight Dogs.

Cancer Council
Cancer {roop]
5. Council (2 Gy CHELT BANK ’
S~|- |' ht demographics.
aril i
6 Starlight | wacr ranks 100 CareFlight Starlight
among those 55+, v fidren’s Foundation
6 ) J
7.
@ CanTeen not in the top
8. 10 of those 55+ CUiFligh
canteen : i canteen o
SUR SLSA receives a higher \ RMHC is not in the
o. @ reputation score among J FOOD ﬁ top 10 among 18-34.
e the older demographic. BANK ’ )
SA
The Fred Hollows National
. o Q) Iy R B
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Driver Importance: Benchmark 40 Charities

Charity Reputation Drivers Trended

—Services ——|nnovation ——Workplace ——Citizenship

i ion i
Charity Reputatio Governance ——Leadership ——Cost Management

Drivers 2021
21%

19%

11.8% 17.6%

a
Z 17%
n& 11.7% ' | 13.6%

; ] |H||

15%

18.4%

13%

N%
Legend

N 9%

Importance

20T 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021
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You or someone you
know has used their
servicesO

HIGH

OWebsite

Annual report

©

ONewsletters or emails

5.0 . . .
Social media postmgsb

O Outdoor media

From other people
osting in social media

O Attended an event

oApproached or contacted
by a fundraiser
You have volunteered
O for/donated time

2.5

Topic experts, websites

<4 and blogs

Channel Impact on reputation

Performance

LOW

0% 5% 10%
Channel Reach

Penetration

BM40 Touchpoints: Reach vs Reputation Impact

Media coverage on
television, radioo or print

oPnline or social media

advertising _©

Television, radio or print
advertisements

Proportion who have interacted with
at least one touchpoint

Reputation Score: Interacted with none

Reputation Score: Interacted with at least one

HIGH

15%

L

RepTrak.

Impact:

Impact: +5.7
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Communications Best Practice

Be Unique Link to Core

% 1.
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RepTrak.

Benefit vs
Features

Community Longevity/
Awareness Consistency

o rgmgn.
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