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ALIGNING FOR
THE FUTURE
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ANSWER TO QUESTION 2
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OVERVIEW OF RESEARCH
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LEGITIMACY OF OIL AND GAS STRONG... FOR
NOW

Successful oil and gas companies are essential to
the US economy

At the present time, oil and gas are essentia!l
energy sources for the US

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Strongly Agree " Tend to Agree " Neither agree nor disagree

“ Tend to disagree B Strongly disagree Don’t know

Source Ipsos MORI US Omnibus Dec 2015
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O&G INDUSTRY HAS POOR IMAGE

Net Favourability Industry Sectorsin US
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In absolute terms,
favourability towards the
industry is low compared to
other sectors.

Doesn't contradict current
acceptance of its necessity.
Does suggest a lack of
widespread emotional appeal.

Source: Gallup August 2015
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BUT IT HAS BEEN IMPROVING

Net Favourability Oil and Gas Industry 2006-2015
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LOW PRICES AT LEAST PART OF THE STORY
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—Inflation-adjusted price per gallon of gas

Source: Gallup August 2015
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—Positive ratings of oil and gas industry
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Public opinion on the oil and gas
industry varies partly in relation to
the average price of gasoline

importance of the Retail experience in
influencing the opinions of the general
public, many of whom do not have a

RESTRICTED
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SHELL LEADS ON POSITIVE BRAND

ASSOCIATIONS

=—0—% Shell —0—% BP

Encourages young people to
get involved in addressing

energy challenges
Supports STEM (science,

technology, engineering and
math) education

Works to provide a
sustainable energy future

A modem energy company

Finds ways to improve
energy effic. and perf for
today’s trans challenges

Source Shell Tracker Sep 2015

Copyright of Shell

% ExxonMobil (Esso) % ConocoPhillips =Q—% Chevron

Trustworthy

50 Human and approachable

Actively addressing future
energy needs

Leaders in providing
innovative energy solutions

Working to provide a
future of cleaner fossil
fuels and low CO,
altematives

Working effectively in
partnership with others

Listening and
responding to the needs
of customers

NOT FOR EXTERNAL USE OR DISTRIBUTION

Against key oil and gas
competitors, Shell leads on trust,
recommendation and favourability
and leads or is in joint first place
on all positive brand attributes

This lead at the detailed level is
consistent with Shell’s overall lead on

trust, favourab

y and recommendati
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ENERGY MIX EXPECTED TO SHIFT — ESPECIALLY
YOUNG

Right now (Dec 14), which one of the following do you think
should be the more important priority for addressing America’s

energy supply Widespread support for expansion
of alternative versus hydrocarbon
us acuts | SO 1o energy sources
Republicaniean republican 1
Democrat/lean democrat 75 8
18-29 74 6

w04 S 1

2
0 10 20 30 40 50 60 70 80 90 100

mAlternative energy sources such as wind, solar m Expand production of il, coal, natural gas
Don't Know/Both equally

Source: PEW Climate Change and Energy Issues, Dec 2014
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CLIMATE CHANGE ACCEPTANCE RISING
GRADUALLY

THE UNIVERSITY OF TEXAS AT AUSTIN

ENERGY-“A-POLL

US public splits on demographic
and political lines on beliefs in
FALL 2015 «
climate change

U.S. Poll: Do you think global climate change is occurring?

80% . . o i Younger peqple and Democratic v_oters
0% - _— o are more_l[kely to b_e||eve that climate
change is happening and caused by
g~ human activity.
a T - They are also more worried about its
¢ ENERGY A= POLL potential consequences than other
gao% groups.
a
. - n 195
R0 \\W‘___".“_‘l‘l-’h‘—‘rwﬁ‘ : Women and college educated people
10% e SR D% s Nolsure ‘ also tend to lean in this direction.
0%

Mar‘12  Sep‘l2 Mar'l3 Sep'l3 Mar'l4 Sep'ld  Marl5  Sep'lS

Cata saurce: UT Enaray POl (usenemypat com). fieve 9
Aihor Racy Clson Il <on | G4l ohan)
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EXPECTATIONS OF KEY ENERGY SOURCES IN

2050

Energy Sources Expected to Provide at least 25% of US
Energy Needs by 2050
(% US Adults 18-75yrs)

60%

44%

42%

Nuclear Coal Other  Don't Know

Solar Wind Natural Gas Oil
sources
Source Ipsos MORI US Omnibus Dec 2015
Copyright of Shell NOT FOR EXTERNAL USE OR DISTRIBUTION

Overall strong support for
renewables plus gas world by 2050
with gender and generational
differences

Generational Differences

Support for solar 69% and wind 53%
highest among 18-24 year olds.

Biggest fans of natural gas (54%) and
nuclear (29%) are 66-75 year olds.

Men are more likely to see a
significant ongoing role for
hydrocarbons by 2050 than women

Natural
Gas Qil Coal

48% 30% 16%

i
[ ]
ﬁ 37% 23% 8%
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HALF WILLING TO CHANGE OWN BEHAVIOUR

Attitudes around climate change
(% of US adults 18-75yrs)

m Strongly agree (2) = Tend to agree (1)
® Neither agree nor disagree (0) W Tend to disagree {-1)
m Strongly disagree {-2) m Don’t know

m Do not believe that world's climate is changing

I can personally help to combat  Climate change will only be addressed  1am prepared to greatly reduce my
climate change by changing my through new technologies because energy use to help tackle climate
behavior people won't be prepared to change change
their behavior

Source Ipsos MORI US Omnibus Dec 2015

Copyright of Shell NOT FOR EXTERNAL USE OR DISTRIBUTION

Among those who believe that
climate change is happening,
more than half believe personal
action is part of the answer to
addressing it.

However, only a third think that their
personal actions have a major influence
on the environment whereas two thirds
think that large corporation and
government actions have a major
influence.

At the same time, more than half think
technology will be needed because
people won't be prepared to change

their behaviour.
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A MINORITY ARE WILLING TO PAY MORE

50%
40%
30%
20%
10%

0%

Willingness to pay to help address climate change
(% of US adults 18-75yrs)

Iam willing to pay a bit more for products  1am prepared to pay significantly more

and services that help to address climate money for energy efficient products

change
m Strongly agree (2)
M Neither agree nordisagree (0)
m Strongly disagree (-2)

= Tend to agree (1)
W Tend to disagree (-1)
= Don’tknow

Source fpsos MORI US Omnibus Dec 2015
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Willingness to pay more is lower
than willingness to change
behaviour

Again, younger people and women to a
lesser degree are more likely to say they
are willing to pay than other groups
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LOW TRUST IN US GOVT TO TAKE RIGHT ACTION

I trust the US Government to take
appropriate action to combat dimate
change

M Strongly Agree

" Neither agree nordisagree

B Strongly disagree

" Don't Believe Climate Changing

Source fpsos MOR! US Omnibus Dec 2015: PEW How Americans View Their Govemment Nov 2015

Copyright of Shell

21%

40%

" Tend to Agree
Tend to disagree
Don’t know

NOT FOR EXTERNAL USE OR DISTRIBUTION

80%

100%

Protecting the environment is
widely accepted as a major role of
government but US citizens see
its performance as mediocre
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THEY EXPECT O&G TO PUT OWN HOUSE IN
ORDER
% People have higher expectations
= (M) Ap‘e A' from oil and gas and automotive than

Pay a tax based on their carbon dioxide emissions, so 32 19 3 companies from the other sectors we
the more they emit, the more they pay

tested
Engage with the public about the challenges of 25 21 24 22 17 This is seen as more our issue to solve
climate change and what needs to be done than theirs
Change their behaviour to reduce their own carbon 37 27 34 23 21
footprint

People’s highest expectation is that
Reward their customers for reducing their carbon 24 19 23 16 16 the industry changes its behaviour to
footprint reduce carbon footprint.

Work in partnership with other companies to co-create 35 21 a 22 17
new energy solutions

Form partnerships with renewable energy companies 32 18 27 20 16
to help them scale up

Develop technologies that allow us to use fossil fuels 31 9 24 ifil 8
without causing environmental damage (e.g. carbon
capture and storage/CCS

Provide funding to bring new energy technologies to 27 16 26 18 18
market (e.g. hydrogen for road transport)

Source: ipsos MOR! US Omnibus, Dec 2015, To keep table simple and as there is very litie difference in scores befween brands in the same
category, Shefl is given as example of O&G and Apple for tech (BP, Exxon, Chevron, Google and FB were included in research). Unitever and
Virgin afso inclin the A, from this table. RESTRICTED
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BUT DOUBT OVER OIL & GAS APPETITE FOR
CHANGE

Oil and gas companies won’t change the way they i
operate unless they are made to by government 8% B8 8%
regulation ‘
o

0il and gas companies are unlikely to be able to : D%
adaptto alow carbon world 4 &

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%

B Strongly Agree ¥ Tend to Agree " Neither agree nor disagree

' Tend to disagree B Strongly disagree Don‘t know

Source Ipsos MORI US Omnibus Dec 2015
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ETCC - CAPABILITY STRONGER THAN

INTENTION

=0—% Shell —0—% BP % ExxonMobil (Esso) =0—% Chevron

Motivated purely by profit
50

Have accepted the scientific
evidence that climate change
is occurring

Have the expertise and drive
to develop new clean energy
technologies

Won't be able to deliver the
innovation the industry needs
unless they partner with tech /
companies like Apple or
Google

T, Care about the future of the

planet

Are genuinely looking for

ways to reduce the
environmental impact of their
own activities

Genuinely want to develop
their own large scale
renewable businesses

Source fpsos MORI US Omnibus Dec 2015

Copyright of Shell NOT FOR EXTERNAL USE OR DISTRIBUTION

On ETCC related topics, Shell
loses the differentiation it has at
the overall brand level

It continues to do relatively well on
expertise.

But at present few people are fully
convinced that it has accepted the
scientific evidence on climate change or
cares about the future of the planet

>40% of Americans associate all oil and
gas companies with being motivated
purely by profit.

If this is the lens for so many; it is not
surprising that associations with actions
to address climate change are so low.

RESTRICTED
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PARTNER WITH TECH TO HELP O&G

CREDIBILITY?

Credibility talking about topics related to climate change
% US Adults (18-75)

Google

Apple

Facebook

Shell

General Motors
Chevron
ExxonMobil (Esso)
Walmart

BP

Bank of America

0% 20% 40% 60% 80% 100%

Hm Credible m Not credible mDon’t know ™ Never heard of

Source: ipsos MOR! US Omnibus, Dec 2015 NOT FOR EXTERNAL USE OR DISTRIBUTION

Tech companies are seen as
having slightly more credibility than
energy companies when talking
about climate change

The 39% who do not think Shell is credible
say their reasons are:

- Shellonly interested in profits

- Reduction in consumption will affect their
profits

Shell does not care about climate change —
they are part of the problem

- As an oil and gas company, Shell is vested in
the status quo

RESTRICTED
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THE INDUSTRY FACES INTERNAL AND EXTERNAL
PRESSURES

Brent crude oil price, 1988-2015

§ per barrel
150

QI

ARt
‘\\\(,E_ QO
WKE o
W 48\

0
0711988 '90 1995 2000 2005 2010 2015

Source: Bloomberg
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TRUST IN THE ENERGY INDUSTRY REMAINS LOW

Industry 2012 2013 2014 2015 2016 T?'gr:d
Technology 76% 73% 75% 73% 74% 2
Food & Beverage 63% 63% 64% 63% 64% 1
! Consumer Packaged Goods 57% 60% 61% 60% 61% 4 A
I Telecommunications 58% 60% 61% 59% 60% 2 A
I Automotive 62% 65% 69% 66% 60% 2 V
Energy 53% 57% 57% 56% 58% 5
Pharmaceutical 54% 54% 55% 54% 53% 1 v
Financial Services 43%  AT%  48%  48%  51% 8 (’trustbaro%éter

Copyright of Shell
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TRUST IS NOT EVEN WITHIN THE INDUSTRY

Mining

67%

mEnergy © Utilities mOil mNatural Gas mCleantech®
67%
6,% 62%
57%
53% 55%
""""""" 46%| """'"" 46
I I I | mi/'
Global North America Latin America
28-Country

Copyright of Shell NOT FOR EXTERNAL USE OR DISTRIBUTION

65
%63% 5‘%
48%47%
35%I I I

APAC

N Edelman
frustbarometer
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THE INDUSTRY IS A TOP TARGET FOR ACTIVISTS

Energy

Food & Beverage
Agrigulture
Chemicals
Mining & Metals
Transport
Finance

Retail
Healthcare
Technology
Construction
Forestry & Paper
Fashion

Tourism & Sports
Fisheries
Education
Personal Care
Waste Handling
Media

Water Industry

Most Targeted Sectors (2000-2014)

2000

SIGWATCH

o

200 400 600 800 1000
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CLIMATE CHANGE IS AN EMERGING ISSUE

Climate Change

Nuclear Power

Building in Sensitive Areas

Labor Rights

Coal Burning and Pollution

Biotech Regulation

Oil & Gas Drilling — Pollution
National/International Carbon Emissions
Mining

Qil Sands and Oil Shale

Food Industry Responsibility

Oil & Gas Pipelines

Human Rights

Avrctic Protection

Oil & Gas Regulation

Public Investment in Renewables
Industry Influence over Regulatory Process
Repression of NGOs and Activists
Wildlife Habitat Protection

Gas Drilling

Copyright of Shell

Most Active Issues (2000-2014)

. Energy Specific

. Non-energy

18 out of 20 top campaign issues
target the energy sector

100 200 300 400 500 600 SIGWATCH

NOT FOR EXTERNAL USE OR DISTRIBUTION RESTRICTED
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BUT ONE NEW LEADERS ENGAGE ON

- - Bill Gates Takes On Climate Change With Nudges and a Powerful
Pope’s call for actiononclimate g e et ange T Rudges anda Tower
change has shifted US views

By CORAL DAVENFCRT 1nd NICK WINGFIELD  DEC., 2015

. Pope Francis
] The earth, our home, is beginning to look
more and more like an immense pile of filth.

a0s78 27605 NEBHBORNASR

Obama goes big on climate change
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NON-INDUSTRY PLAYERS ARE STEPPING
FORWARD

facebook
T=SLA

=" Microsoft .

Google
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CONSUMERS BELIEVE BUSINESS WILL DELIVER
INNOVATION

Consumers in the U.S. 80%
believe the next big
thing will come from...

‘H"\U [ﬂr']
ool [Jocy

| DR

Q15. Where do you think the next big thing will come from? In the U.S BUSINESS ACADEMICS/UNIVERSITIES INDIVIDUALS/PEOPLE
LIKE ME

NOT FOR EXTERNAL USE OR DISTRIBUTION
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THE ROLE OF MILLENNIALS

A more consistent estimate of Millennials direct purchasing power is $200

_l billion and $500 billion of indirect spending, largely due to the influence on the
spending of their mostly baby boomer parents. With Millennials’ peak
pwc buying power still decades away, marketers would do well to establish

relationships with this consumer force.”

The Millennial Generation [87 million adults born between 1980 and 1997]
now represent one quarter of the U.S. population, outnumbering the Greatest
Generation (1913-1924), the Silent Generation (1925-1945), the Baby
Boomers (1946 —1964), and Generation X (Gen Xers) (1965-1979). [They]
INSTITUTE have distinct attitudes toward a range of important [...] policy issues.

“Millennials back clean energy, as well as background checks for gun
USA purchases, body cameras on police, and increased support for Syrian
TODAY refugees. 80 percent of those surveyed “say the US should transition to

mostly clean or renewable energy by 2030.”
NOT FOR EXTERNAL USE OR DISTRIBUTION
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AND EXPECT INNOVATION TO IMPACT SOCIETY

9 . 1 o agree that brand innovation needs
In to impact society

70% toimprove 67% to push our thinking 62% to let us be one step
society as a society ahead of other countries

NOT FOR EXTERNAL USE OR DISTRIBUTION
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HERE’S WHAT THEY EXPECT FROM THE
INDUSTRY

WANT LESS TOMORROW

WANT MORE TOMORROW

72%

53%

Technology

Copyright of Shell

1%

M -

Mobile

Energy Healthcare Food and beverage Education

. INNOVATION TODAY . INNOVATION TOMORROW

NOT FOR EXTERNAL USE OR DISTRIBUTION
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THIS IS THE GAP TO BE ADDRESSED

47%

32%

Energy

Copyright of Shell RESTRICTED
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CLIMATE CHANGE IS AN EMERGING ISSUE

Climate Change

Nuclear Power

Building in Sensitive Areas

Labor Rights

Coal Burning and Pollution

Biotech Regulation

Qil & Gas Dirilling — Pollution
National/International Carbon Emissions
Mining

Oil Sands and Oil Shale

Food Industry Responsibility

Qil & Gas Pipelines

Human Rights

Arctic Protection

QOil & Gas Regulation

Public Investment in Renewables

dustry Influence over Regulatory Process
Repression of NGOs and Activists
Wildlife Habitat Protection

Gas Drilling

o

100 200 300 400 500 600
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OVERVIEW OF
GROUP WORK
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INITIAL ATTRIBUTE SET

m Research driven
m Value oriented

m Open-Minded

® Transparent

m [nnovative

m Honest

m Responsible

Copyright of Shell

m Best-in-class

m Trustworthy

m Rational

® Collaborative

®m Human

m Game-changing
m Invested

NOT FOR EXTERNAL USE OR DISTRIBUTION

m Purposeful
®m Engaging

m Principled

m Experienced

m Driven

RESTRICTED
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GROUPS REPORT
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REPUTATION ATTRIBUTES

m Transformative

IIIIIII

mCredible
mPurpose-Driven
®Principled/Responsible

mNimble/Adaptive

EEEEEEEEEEEEEEEEEEEEEEE
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REPUTATION ATTRIBUTES

m “Shell transforms energy for the future.”

m “Shell creates bold solutions that transforms how we use energy.”

m “Shell leads us through the energy transition.”

Shell leads the energy transition and continues to innovate.”

m “| see and understand the role that Shell is playing in contributing to a

sustainable energy future in the US.”

m “Shell changes how people interact with and think about energy.”

Copyright of Shell NOT FOR EXTERNAL USE OR DISTRIBUTION RESTRICTED
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GROUP
DISCUSSION
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STAKEHOLDER
MAPPING
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O Setting Expectations for the workshop
Q Why are we doing this?
Q What we will achieve today

Q Example stakeholder types for US reputational Planning

Q Interactive mapping workshop

Q Next steps

Copyright of Shell NOT FOR EXTERNAL USE OR DISTRIBUTION RESTRICTED
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SETTING EXPECTATIONS

Starting Point

We communicate with stakeholders who are not focused on a singular issue in an
inherently complex and dynamic landscape.

We typically establish multiple touchpoints to interact with individual stakeholders,
with sometimes limited internal coordination.

Copyright of Shell NOT FOR EXTERNAL USE OR DISTRIBUTION RESTRICTED
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SETTING EXPECTATIONS

What do we wish to achieve?

To identify business-critical US stakeholders, enabling cross-functional

transparency with respect to our engagements, especially for cross-business

risks or opportunity generation.

Copyright of Shell NOT FOR EXTERNAL USE OR DISTRIBUTION
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POTENTIAL STAKEHOLDER CATEGORIES

Finance
Shareholders
Analysts

Fund Managers
Stock Exchange
Specialist Advisers
Regulatory Bodies

Inter Government
World Bank/IMF

WTO

UN, UNEP

EU, European Parliament
Ambassadors/Diplomats

Local

Town councils
Pojiticians and mg
Sommunity gfoups

Local businesses (including co-
operations, associations, individuals)
Copyright of Shell

Academic

Universities

Think-tanks

Leading scientists

Opinion formers/consultants
Research institutes/councils

Other business
NOT FOR EXTERNAL USE OR DISTRIBUTION
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NGOs

Environment

Sustainability

Human rights

Single interest
Development/aid/emergency
Governance

Industry organisations
Social/lcommunity-based
Religious groups

Government

National, state and Local
Government departments
Government committees
Opposition/minorities
Regulatory bodies
Ambassadors

SOC-HCOR-350158
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Copyright of Shell

INFLUENCE

> HIG

W INTEREST H
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RISK/ISSUE STAKEHOLDER POST-IT NOTE
EXAMPLE

Primary + Risk/Issue (HO'C) NGO Add

reason for « Opportunity (FT) 3/3 Stakeholder

relationshig - ER Campaign (KT) tgpe ka3nd

nKin

Indicate which US- (I:f/InTg)
relevant Issue

wiiﬁﬁg;nsﬂgﬁlm?dﬂ?(czss Assign Influence / Inter_est

your initials) ranking

Stakeholder Name Add

(Shell relationship manager & Stakeh,\?:::er
function)

Add all

Write your existing Shell
a0 —>»[HOC Fred Jones: 6R | € g

Initials Hoc contact(s) for

Gonyright or Shsil Example of sticky note that will Be Us&d st OR DISTRIBUTION sme'hOIder
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US REPUTATION PLAN FOLLOW UP WORK

O Gap assessment: Compare mapped stakeholders with those previously
suggested as priorities for Shell in USA; determine if we need to add more.

O H.H stakeholders: Assess Shell’s current relationship focus against
opportunities for leveraging and further connection

O Cross-sector alliances: Assess the different stakeholder layers for opportunities
that advance Shell business and reputational objectives.
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HIG

INFLUENCE

» HIGH
INTEREST
[ Recu.sron | mvesro | sciocwic | oo [ERSUSHIS
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CLOSING

Copyright of Shell RESTRICTED
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INITIAL V. CLOSING REPUTATION ATTRIBUTES

m Innovative m Transformative
m Experienced ® Human
m Research-driven d m Credible
. y :
m Responsible m Collaborative
m Best-in-class m Bold/Courageous/Brave

ooooooooooooooooooooooooooooo
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