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Humana Inc.

»Fortune 100 Company
»50,000 Employees

»$13 Billion Market Cap
>%$40 Billion in Revenue
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2013 RO® | USA Summary Report | February 2013

_ h
The 2013 RQ® harris

ghe Reputations of the Most Visible Companies INTERACTIVE
~ Rank1s  RQ Rank1630  RQ  Rank3145  RQ  Rankd660  RQ
1 Amazon.com 8262 16 The Home Depot 7627 31 YUM! Brands® 7141 46  Sears Holdings Corporation  63.54
2 Apple 8254 17 Lowe's 1567 32 State Farm Insurance* 7031 47 Sprint Nextel Corporation 63.25
3  The Walt Disney Company 8212 18 Berkshire Hathaway 7563 33 Chick-Fil-A* 7011 48  TimeWarner 62.82
4 Google 81.32 19 Toyota Motor Corporation 7555 34 Hewlett-Packard Company  70.01 49 Monsanto* 61.70
5 Johnson & Johnson 8095 Eﬂ_ _F;r_d ;.ﬂ;t-rj_[?n:n_pa_ n'; _____ 7 ;.;E_ 3% BurgerKing* 09.83 50  Chrysler Corporation 6l44
& The Coca-Cola Company 80.39 21 Starbucks Corporation 7482 36 Verizon Communications 09.41 51 Comcast 60.99
7 Whole Foods Market 78.65 22 Target 7482 37 JCPenney £9.12 52  Wells Fargo & Company 6047
& Sony 78.29 23 PepsiCo 74.47 38 Royal Dutch Shell* 67.59 53  IPMorgan Chase & Co. 5820
9  Procter & Gamble Co. 7798 24 Macy's 74.44 39 AT&ET 66.57 54 BP 56.55
10 Costco 7795 25 Honda Motor Company 7422 40 Walmart 66.03 55 Citigroup 55480
11 Samsung 771.70 26 Dell 73.05 41 BestBuy 6592 56 Bank of America 5585
12  KraftFoods 77.46 27 Hyundai Motor Company 72.83 42 Facebook* 65.63 57  American Airlines* 5385
13 UsaA 77.39 28 IBM 72.21 43 T-Mobile 65.60 58  Halliburton® 5251
14 Nike 77.24 29 General Electric 7185 44  General Motors 64.44 59  Goldman Sachs 4939
15 Microsoft 76.46 30 McDonald's 7141 45  ExxonMobil 64.38 Bl AlG 4857

*=New to RO 2013 Study and/or not measured in the R 2012
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CHALLENGES MANAGING
REPUTATIONAL RISKS

1. Lack of clarity and consensus surrounding definitions.

2. Uncertainty surrounding factors, influencers and/or
dimensions.

3. Varying perspectives on reputation and supporting
factors.

4. Inability to measure reputation.
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KEY DEFINITIONS

ORGANIZATIONAL Who or what do they believe they are.

IR G ROV Who or what do they want others to think.

SSSS?AF%’?&E What they are seen to be.

CORPORATE Distinguishing symbol, mark, logo, name,
BRAND word, sentence or a combination of these.
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RIMS Executive Report:
“Understanding Reputational Risk”

b Executive Report
The Risk Perspective

The way to gain a good reputation
is to endeavor to be
what you desire to appear...

—Socrates

Reputation:

An intangible, dynamic asset that
reflects stakeholder perceptions of
Institutional or management
credibility, competence and
legitimacy in an organization,
process or product.

Understanding Reputational

RISK

A JRIMS

JRIMS




REPUTATION
INFLUENCERS

Shareholders, Creditors, Investment Community
Regulators and Legislators
Industry and Media
Consumers and Clients

External Partners
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REPUTATION
DIMENSIONS

Products & Services

Workplace Environment

Governance
External Partners
Industry & Media
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WHO SHOULD MANAGE REPUTATION RISK?

: Business Marketing/
Lezglersiily units Communications
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SOCIAL MEDIA

OUR FOOD.

Ever wanted to ask us about the food in our Canadian restaurants?
Now's your chance! We'll answer any questions about our food - even
the tough ones - then post a personal reply from McDonald's® Canada.

Type your question here
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REPUTATION RISK FRAMEWORK

Unlocking Reputational Value

Identify/Assess Respond Monitor/
Reputation (Reputation Building il
Enhancers Activities) Optimize

Objectives

(strategic/
operational)

Feedback

Monitor / |

Identify/Assess Respond
Reputation (Defending/Repairing
Threats Activities)

Adjust

Closing Reputational Gaps

Figure 5: Framework for Managing Reputational Risk
Adapted from M. Merrifield, YMCA of Greater Toronto, 2013
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RIMS Executive Report:
“The Evolving Role of the Risk Professional”

The Risk Professional’s Role

Trailblazing: Ability to find new opportunities
to create value.

Translate: Ability to deliver information and
strengthen the organization’s understanding
of risk.

Toolmaking: Ability to design, develop and
deploy risk management tools.

Teamwork: Ability to engage others within the

The Evolving Role of the Risk Professional organization.

Rl \ l S Executive R('lvnl‘(
The Risk Perspective
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RIMS RISK KNOWLEDGE LIBRARY
www.RIMS.org
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s WAL RIMS 14

Membership Education Events Resourc .
Denver | April 27-30

rsk
knowledge www.RIMS.org/RIMS14

Risk Knowledge is a searchable library of relevant information for today's risk professionals.
Available materials include RIMS Executive Reports, survey findings, contributed articles, industry
research, benchmarking data and more.

Knowledge Spotlight

RIMS 4th Annual

ERM CONFERENCE

October 26 - 28, 2013
Miami

Risk Reports
and Percepnons

Search by title, description, author, posted by, or keywords x %

‘ Browse Categories " ‘ Types " ‘ Date
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