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Science For A Better Life

Measuring the impact your Communications efforts has on your
company’s bottom line (Not Impressions)

Ray Kerins

SVP, Corporate Affairs
Bayer U.S.



Reputation management is 24/7/365 &

ESSURE SIDE EFFECTS LED TO CHRONIC PAIN,
NEED FOR HYSTERECTOMY, LAWSUIT CLAIMS

Monsanto shareholders approve merger with
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BAYER

What DON’T We Measure? R
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Reputation matters for your business

Willingness to buy accelerates when a company goes from strong to excellent

reputation
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Bayer’'s Reputation Impact R

> 2016: #1 in category RV P{IVI > 2016: #38

WORLD'S MOST » 2015: #2 in category |W-\\'|3:{[«J. X3 > 2015: #68

ADMIRED » 2014: Unranked

COMPANIES =

» 2014: Unranked

Top 100 U.S. Companies
Three Consecutive Years

COMPANIES

Powered by RepTrak®

[34d FINALISTS
ams ANNOUNCED

Recognition amongst our peers

Back-to-back finalist for In-House PR
Team of the Year by PR Week




Reputational Impact

Brand Image - Bayer

Please rate the following statements on a scale ranging from 1 (“strongly disagree”) to 5 (“strongly agree”).

| —0—2015 ~=2014 —=2013

_..is a strong brand in my opinion

_.is a brand | spontaneously associate with something

.Is a unique brand in my opinion

...stands out positively from its competitors in my opinion

.is a brand | like

...is a good brand in my opinion

..has an appealing image (e.g. in ads, TV commercials, packaging

T T T T
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% Top 2 Boxes >
(® = significant change 2015 vs. 2014 (® =significant change 2014 vs. 2013




Reputational Impact

Loyalty and Trust - Bayer

Please rate the following statements on a scale ranging from 1 (“strongly disagree”) to 5 (“strongly agree”).

| —0—2015 —0=2014 —=2013

[company] is a company | can trust

| would recommend [company] to a friend

| would pay a higher price than competitors charge for the benefits | currently receive from
[company]

In the future, | intend to use products/services from [company]
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% Top 2 Boxes >
® = significant change 2015 vs. 2014 ® = significant change 2014 vs. 2013




Reputational Impact

Level of Awareness
Relevant Set 2016 / 2015 / 2014

Overall Acceptance
Relevant Set 2016 / 2015/ 2014

- Percentages -
2016 | it 1 1 e ] 99.4 2016 | | 62.9
[
J&J 2015 [] 81 | 99.0 J&J 2015 | | 61.8
2014 [ ] 9.6 | 98.4 2014 | | 59.7
2016 [™19.7 ~ | 97.4 [0 aided 2016 | | 56.9
1)
P> Bayer 2015 [T 8.0 | 94.2 O unaided P&G 2015 | | 53.6
2014 [ ] 82 | 93.3 2014 | | 53.9
2016 [[ 1.6 | 95.4 2016 | | 52.8
®
P&G 2015 [[1.3 | 94.9 P> Bayer 2015 | | 48.2
2014 (] 2.3 | 93.5 2014 | | 47.4
2016 | | 22.6 ] 94.1 2016 | | 40.9
i)
Pfizer 2015 | o ' | 90.1 Pfizer 2015 | ] 37.5
2014 | [ 22.1 ] 90.6 2014 | | 36.3
2016 ” 2 2016 394
i 83 | 89 5© [ ] ®
DuPont 2015 [[]57 | 86.4 Dow 2015 [ ] 341
S
2014 8.2~ | 87.5 2014 [ ]354
2016 | [13.8 | 84.8 2016 | | 39.1
Dow 2015 | [13.8 ] 81.9 DuPont 2015 | ] 35.9
2014 | [16.3 | 81.4 2014 | | 37.3

Values < 1% blanked out

@ = significant change

@ = significant change

- Top 2 Boxes (%) -
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PRESENTS

- LUKE B N

«~ FARM TOUR 2016 *
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“ Méched over 6 million people through targeted media;
S/ 23 million people across social media

e Over 8000% viewer increase for 2016 #Thankful4Ag PSA compared to 2015

Engaged with 100,000 consumers on-site and gave away
almost 7,000 CH samples

Over 2,000 employees engaged with internal Luke Bryan content
Engaged approximately 300 Bayer customers
e Nearly 90% said the experience improved their relationship with Bayer
Partnered with Feeding America to donate 500,000 meals to
hungry Americans

* Country Music Association recognition
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Media Based

FOUNDATION

‘\1 \
“S Méshmgton Post Partnership:
e Reached over 5 million readers and 3,600 U.S. Legislators and staff
e Established STEM forum and sponsored Chasing Cancer program
WASHINGTON * Forbes Healthcare Summit Partnership:

POST e One of the most influential healthcare media events in the world
* National Press Foundation Partnership:

F()l'bes e Funded Oncology-specific education programs for journalists

e Hosted holiday reception with reporters

Better Life
from the Inside Out

* Foreign Press Association Partnership:
e Established Bayer scholarships for aspiring journalists

Investment:
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BUSINESSES IMPACTED: Pharmaceuticals  Crop Science







Loyalty and Trust - BAYER
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Reputational Impact
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“\1 :
"‘v‘-‘astest growing reputation
among Top 100 U.S. companies

* Highest Corporate Reputation
since 2012

e e #1 reputation among Agriculture companies
e #2 reputation among Pharmaceutical companies
e #3 reputation among Consumer Health companies
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Key Takeaways R

* Reputation counts—make sure your CEO knows that!

« Measure what matters.
* Your boss cares about the bottom line. Show him how you impact it.

* You gotta fight for your right...to budget
* Prove your teams’ contribution to reputational success—then ask for more
money!




Science For A Better Life

Thank you!



