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Developments  
in sustainability  
reporting

This is the 6th year we have completed in-depth 
reviews of sustainability reporting by FTSE 100, 
FTSE 250 and public sector organisations for 
the Building Public Trust Awards (BPTA). This 
process has served to underline that open, 
accessible and integrated reporting on 
sustainability performance is continuing to rise 
up the communications agenda for the UK’s 
more forward-thinking organisations.

I’m delighted to report that the profile of 
sustainability reporting has continued to 
increase; the new UK mandatory reporting 
requirements being a key influencing factor. 
The leaders in reporting are also articulating 
broader understanding of their impacts, and 
demonstrating how they are seeking ‘good 
growth’ that blends societal and environmental 
value with solid returns for investors in the case 
of FTSE companies, or good value for public 
money in the case of public sector entities.

The use of technology – specifically various 
social media platforms – has increased and is 
enabling companies to provide more context 
and information on their performance, as well 
as interact in real-time with their stakeholders.

Against this background, our assessment 
process this year highlights three particularly 
positive developments in the best 
sustainability reporting. 

The first – reflected in our criteria for this year’s 
awards – is an increasing focus on sustainability 
impacts along the value chain, looking both 
upstream and downstream and a consideration of 
the future viability of the company in terms of 
availability of natural capitals for example.

The second is the rising use of independent 
assurance to lend greater credibility to 
sustainability KPIs and performance reporting. 

And the third is a greater emphasis on outcomes 
rather than input metrics.

In both the private and public sectors, the 
organisations exhibiting these qualities in their 
sustainability reporting are setting a lead for 
others to follow. Interestingly, this year we found 
that some new players came to the fore in all 
categories, while a number of the previous 
pace-setters have been affected by other 
companies catching them up and the leading pack 
now being much larger. This underlines the need 
for all organisations to keep innovating and 
breaking new ground in their sustainability 
reporting, and its link to core business

Alan McGill
Partner, PwC

‘There is a need for 
all organisations 
to keep innovating 
and breaking new 
ground.’

1 The EU public real estate association (EPRA) has created Best Practice in reporting and accounting through wide-scale industry engagement – including sustainability reporting and 
Sustainability Performance Measures: (http://www.epra.com/media/EPRA_BPR_2011_Sustainability.pdf 
2 ICMM (International Council on Mining & Metals) – All ICMM members are required to implement the ICMM Sustainable Development Framework. This includes integrating a set of 10 
principles and six supporting position statements into corporate policy, as well as setting up transparent and accountable reporting practices:



5Sustainability Reporting tips 2014–2015

This year we have seen certain sectors dominating 
the BPTA for sustainability reporting shortlists:

• Real estate and construction companies made 
up a significant proportion of the leading 
companies in the BPTA sustainability process 
this year (4 out of the 6 companies shortlisted 
and 8 of the top 30 FTSE 350 companies). 
Over the last few years FTSE 100 companies 
such as British Land, Hammerson and Land 
Securities and FTSE 250 companies like 
Balfour Beatty, The Berkeley Group, Carillion 
and Taylor Wimpey have all demonstrated 
high standards in sustainability reporting. 
Some of the key factors likely to have prompted 
this improved reporting include ‘licence 
to operate’, engagement with stakeholders 
in planning processes and evidencing the 
positive impact of developments at a local 
level. Additionally, we have seen sector 
specific industry guidance on reporting 
emerge (EPRA).1

• The travel and leisure sector also demonstrated 
high standards with 6 companies in the top 
30 FTSE 350 companies. Despite good quality 
disclosures none of the leading companies 
made it onto the shortlists, which demonstrates 
there are still improvements to be made. 
Possible driving factors for high quality 
disclosures include customer demand for more 
responsible travel, EU policy changes in relation 
to airline emissions and destination countries 
demanding that their local economies, 
people and environment are better managed.

Sector trends
Other sectors remaining in the leading 
pack of those companies delivering high 
quality sustainability reports include 
companies in the retail and consumer, 
mining and industrial products sectors:

• In the past 5 years we have seen companies 
in the retail and consumer (R&C) sector come 
to the forefront of sustainability reporting. 
Marks & Spencer, Unilever and Kingfisher have 
all either won or been shortlisted for a BPT 
sustainability reporting award, and 3 of the top 
15 FTSE 100 companies were R&C companies. 
Influencing factors driving this include concern 
for resilience in supply chains and brand 
protection and differentiation. 

• Some of the first companies to disclose 
comprehensive sustainability reports were 
mining companies; potential driving factors 
include the use of public reporting as a 
mechanism to engage with stakeholders 
and maintain their license to operate and 
increasing regulations. Reporting standards 
have remained high; Anglo American, Xstrata 
and New World Resources have all either won 
or been shortlisted for a BPT sustainability 
reporting award in the last five years and three 
of the top 15 FTSE 100 companies this year 
were mining companies. The introduction  
of sector specific reporting guidelines has  
also influenced how these companies have  
prepared their reporting (International  
Council on Mining & Metals).2

• Industrial products companies also featured 
highly in the assessments this year (three of 
the top FTSE 250 companies). Resilience, 
their positioning in the supply chain of many 
other leading organisations, and a desire to 
demonstrate efficiency are seen as some of 
the primary influencing factors on reporting.

The factors that appear to have driven high 
quality sustainability reporting in these sectors 
can apply to industries in varying ways; it is likely 
that a combination of a wide variety of factors 
have influenced company reporting. Another 
key driver seems to be ‘first movers’ that are 
pushing the agenda in their sector with peers then 
following. What we have observed is that first 
movers have learnt from leaders in other sectors.

Top 30 FTSE 100 & 
FTSE 250 companies  
in BPTA 
Sustainability 
Reporting 2014

Real estate & 
Construction

8

Travel & Leisure 6

Mining & Oil and gas3

Retail & Consumer 3

Industrial products 3

Business services 2

Banking & Insurance2

Infocomms 2

Utilities 1

Top 30 FTSE 100 & 
FTSE 250 companies  
in BPTA 
Sustainability 
Reporting 2013

Real estate & 
Construction

6

Travel & Leisure 5

Mining & Oil and gas4

Retail & Consumer 4

Industrial products 3

Business services 3

Banking & Insurance2

Infocomms 2

Utilities 1
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Mandatory reporting on 
sustainability matters

UK reporting regulations
Alongside the requirement for UK listed companies 
to produce a strategic report, the Modern Slavery 
Bill which is planned to come into force in 2015 
will  require certain companies to disclose what 
they have done to ensure their supply chains are 
free from slavery. It is also anticipated that the 
European Directive on disclosure of non-financial 
information will be transposed into legislation in 
member states in 2016. The directive differs from 
existing UK regulations in a number of ways:

• The scope will be extended beyond 
quoted companies.

• It will require disclosures on non-financial 
KPIs relevant to the business as well as anti-
corruption and bribery matters. 

• For each area more specific information is 
required including a description of the policies, 
outcome of those policies, and the principal 
risks related to those matters.

Disclosure on sustainability matters by the vast 
majority of UK listed companies is currently 
far beyond that required by regulations. As 
reporting regulations become more prescriptive 
companies performing well will have an 
opportunity to differentiate themselves from 
their peers. For those  at the leading edge 
of sustainability reporting new regulations 
will be a trigger to revisit the quality of their 
reporting. For those companies who find 
themselves behind the curve, there will be 
more work to do to bring themselves closer 
to the standard set by the best reporters. 

Globally, a significant proportion of sustainability 
reporting is still completed on a voluntary basis. 
Increasingly though countries are introducing 
regulatory reporting measures on sustainability 
matters and there is a gradual trend for companies 
to provide more information on their sustainability 
impacts within their mainstream annual filings. 
This is fuelling investment in tighter controls, more 
robust data systems and independent assurance. 

The table opposite shows some of the reporting 
initiatives driven by regulatory bodies and  
stock exchanges in a number of countries.  
This is fuelling investment within organisations 
on innovative ways to better inform their 
stakeholders, as well as investing in more robust 
management information preparation, reporting 
and assurance to build trust and confidence. 

‘There is a gradual 
trend for 
companies to 
provide more 
information on 
their sustainability 
impacts.’
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Northern Hemisphere
• UK: Quoted companies are required to produce a strategic 

report which includes information on annual greenhouse 
gas (GHG) emissions, diversity and human rights under  
the Companies Act 2006 (Strategic and Directors’ Reports) 
Regulations 2013.

• EU: The EU has recently introduced new reporting 
requirements for large companies and listed companies 
operating in the extractive industries under the EU 
Transparency Directive. Specifically, the Directive  
requires companies to report the payments they make  
to governments in relation to their extraction activities. 

• EU: The EC Directive on Disclosure of Non-Financial 
and Diversity Information (2013) aims to increase 
EU companies’ transparency and performance on 
environmental and social matters. These will require 
disclosure of material environmental, social and 
employee-related matters, including human rights  
and anti-bribery and corruption. This will impact  
certain large and public-interest companies 
(approximately 6,000 companies in the EU). 

• France: Under Article 225 of French Law Grenelle II (July 
2010), listed companies on the French stock exchanges 
are required to publish a range of social, environmental 
and governance information listed in the decree and 
have this data verified by an independent third party. 

• USA: In 2010, the US Securities and Exchange 
Commission (SEC) issued Interpretive Guidance on 
Disclosure Related to Business or Legal Developments 
Regarding Climate Change. This provides guidance on 
disclosure rules that may require a company to disclose 
the impact that business or legal developments related 
to climate change may have on its business.

• Sweden: Companies administered (i.e. wholly or partly 
owned) by the Swedish Government have been required 
to present a GRI-compliant sustainability report annually 
since 2009.

• Denmark: In 2008, Denmark introduced regulation 
requiring all large businesses to report on their CSR 
activities i.e. existence and implementation of policies, 
evaluation of the impact of initiatives and future initiatives. 
Two topics – human rights and climate change – must 
be included in reporting regardless of whether they are 
included in disclosed policies.

• Norway: Since 1998, Norwegian-registered companies 
have been required to disclose their environmental 
impacts and mitigation activities. Since April 2013, all large 
companies are required to report on how they integrate 
sustainability into their business strategies. Companies 
that issue reports that comply with UN Global  Compact 
or GRI standards are exempt from this requirement.

Southern Hemisphere
• Australia: The National Greenhouse and Energy 

Reporting Act 2007 (the NGER Act) introduced a 
national framework for reporting on greenhouse gas 
emissions. In 2014 the Australian Securities Exchange 
(ASX) updated requirements for companies to disclose 
if they have material exposure to ‘enivonmental and 
social sustainability risks’ and if so, identify how they 
plan to manage and mitigate this risk.

• South Africa: Under The King Code of Governance 
(King III), all companies listed in the Johannesburg 
stock exchange are required to produce a third-party 
assured integrated report addressing governance, 
strategy and sustainability.

• India: In 2012, the Securities and Exchange Board of India 
(SEBI) mandated that the top 100 listed companies submit 
Business Responsibility Reports as part of their annual 
reports. In 2014 SEBI also mandated that listed firms 
must have one female director on the board.

• Brazil: In 2012 BM&F Bovespa, the main Brazilian 
stock exchange, announced sustainability reporting 
recommendations for all listed companies. Electric utilities 
companies are required to publish an annual sustainability 
report under a regulation introduced in 2006. Since 2012, 
in the states of Rio de Janeiro and São Paulo, companies 
in selected industries are required to report Scope 1 and 
2 GHG emissions annually.

• Singapore: Under the Singapore Code of Corporate 
Governance (2014), all listed companies are 
required to consider sustainability issues as part 
of strategic formulation. The Singapore Exchange 
also recommends that listed companies issue 
an annual sustainability report.

• Malaysia: In 2007, Malaysia’s main stock exchange 
introduced a regulation requiring listed companies 
to disclose their CSR policies and activities in their 
annual reports.

• Hong Kong: From 2013 all companies on the Hong Kong 
Stock Exchange are required to disclose their diversity 
policy on a ‘comply or explain’ basis. 
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Driving factors behind 
sustainability reporting

As discussed in the 
previous section, 
disclosures on 
sustainability 
matters made by 
the vast majority 
of listed companies 
in the UK are more 
advanced than what 
is currently required 
by regulations. This 
is driven by demand 
from a wide range 
of stakeholders, 
each with their 
own interests 
and agendas and 
by the internal 
benefits gained 
from reporting.

Demand from stakeholders
Companies are responding to the demand for 
transparency by providing credible and reliable 
information on the economic, environmental, 
social and governance issues that matter most 
to them and their stakeholders. 

The table on page 7 shows the broad range of 
typical stakeholders that are interested in an 
organisation’s performance and the specific 
aspects they characteristically focus upon in 
sustainability reporting.

The benefits of sustainability 
reporting
The benefits can be both tangible and intangible. 
The key benefits can be categorised as:

• Reducing costs: Some relatively straight-
forward cost savings can be achieved from 
smarter and efficient consumption of natural 
resources. Some evidence suggests that 
employee morale and productivity increases 
where organisations demonstrate good 
corporate responsibility and company values. 

• Competitive advantage: Companies that 
understand the implications of sustainability to 
their business models can use this information 
to both enhance and develop new products and 
services. For example (a) first mover advantage 
and (b) reputational position in new and/or 
growing markets.

• Access to capital and markets: There is 
growing evidence of investors assessing 
organisations’ sustainability performance 
in the context of good corporate governance 
and risk management. The transparency  
of how (well) an organisation is addressing 
sustainability builds trust with investors. 
Additionally many public funds and public 
development agencies have in place 
sustainability policies that need to be 
adequately satisfied in order to access their 
funding. Sustainability performance has  
been shown to improve brand and reputation, 
and therefore the ability to attract investment 
and enter new markets.

• Managing risks: Organisations face a variety 
of sustainability risks along their entire supply 
chain –for example some have regulatory 
implications leading to monetary fines, others 
have reputational impacts leading to loss of 
customers or even loss of investors. Integration 
of sustainability risks into the overall 
governance architecture of an organisation 
suggests that such organisations outperform 
those that do not (Harvard Business 
School review, November 2011).
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‘How are companies managing risks 
and creating opportunities.’
Investors and analysts

‘Concerned about finding employers 
who share their values.’
Employees

‘Judging the impacts of the products 
and services they buy.’
Consumers

‘Obtaining insight into the issues  
that their customers prioritise.’
Suppliers

‘Scrutinize company activities and 
corporate behaviour.’
NGOs and activists

‘Understand how the company  
is managing local impacts at a 
corporate level.’
Local communities

‘Understand how their suppliers are 
managing risk.’
Customers

‘Ensuring compliance with regulations 
and good governance.’
Policy makers and regulators
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Integrated Reporting <IR>
Our review of reporting practices of the entire 
FTSE 100 (see link) as well as the global Pilot 
Programme network illustrate that most of the 
companies reviewed included information on 
these critical elements. However our review also 
illustrates that companies are still struggling with 
the challenge of integration i.e. presenting a clear, 
coherent and connected picture of the business 
that links these elements. For example whilst 
99% of the FTSE 100 (95% of pilot programme 
companies) report their strategic priorities, only 
39% (35%) clearly align them to their KPIs2. 

There are some differences that set integrated 
reporting apart from the current UK regulatory 
model around the principles underpinning the 
<IR> framework, namely: 

• Taking a medium to longer-term perspective 
to reporting; 

• Consideration of dependencies on critical 
resources and relationships across the 
value chain; 

• Appreciation of both financial and operational 
performance and a wider appreciation of what 
constitutes corporate success; and

• Connecting the interaction of operational 
performance and financial outcomes through 
a joined up process and team. 

It is clear that the UK’s Strategic Report and 
Integrated Reporting share the same DNA but 
few companies in the UK have published an 
‘Integrated Report’. This could be attributed  
to a focus on compliance with the regulatory 
changes or fear of external challenge from  
those looking for compliance with the more 
detailed <IR> framework. 

Through a supportive regulatory environment 
there are more companies in the UK on the 
journey towards integrated reporting than 
is currently suggested. But the key for those 
continuing on this journey is to take a longer-term, 
broader, more operational perspective that will 
challenge how companies think, operate, monitor 
and report performance in a connected way. 

<IR> and the <IR> framework
<IR> is a concept that has been evolving for a 
number of years with the objective of presenting a 
more holistic view of a business – shifting from the 
current financial orientated reporting model. The 
International Integrated Reporting Council (IIRC) 
established a pilot programme to develop and test 
the principles, content and practical application 
of <IR>. A guiding <IR> Framework was 
released by the IIRC in December 2013, following 
extensive consultation and testing by businesses 
and investors, including the 140 businesses and 
investors from 26 countries that participated in 
the Pilot Programme.1 The <IR> Framework sets 
out at a high level the key content elements and 
principles for an integrated report, all of which are 
underpinned by the fundamental concepts  
of different ‘capitals’ and value creation.

There is a common misunderstanding about the 
true meaning of <IR> amongst those not familiar 
with the Framework; that it is about incorporating 
sustainability matters, such as environmental 
and social data into annual reports. This is not 
the case, the core components of good integrated 
reporting are: strategy, business model, long-
term viability, financial performance and risk 
management – sustainability matters align with 
and should be considered in the context of these 
components.

<IR> and the UK Strategic Report 
There is a distinct overlap between the UK 
requirements to prepare a strategic report and the 
<IR> framework. The UK’s Financial Reporting 
Council (FRC) explicitly references the <IR> 
principles in its guidance on the strategic report 
and has commented that applying this guidance 
should result in reporting that is consistent with 
the IIRC Framework. Like the IIRC, the FRC is 
also encouraging ‘experimentation’, ‘innovation’ 
and future-oriented reporting. 

The key content elements of both are focused 
on strategy, business model, risks and KPIs. 

1 IIRC http://www.theiirc.org/international-ir-framework/ 
2 PwC review of reporting practices: http://www.pwc.com/gx/en/audit-services/corporate-reporting/integrated-reporting/index.jhtml
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Benefits of <IR>
Organisations participating in the IIRC’s pilot 
programme report a range of benefits from <IR> 
including the ability to obtain better information 
which can be used to make better decisions.

For external stakeholders such as investors and 
analysts, integrated, long-term thinking and 
the subsequent reporting helps inform decisions 
on the long-term viability of companies. In the 
results from our latest global survey of investment 
professionals, 80% stated that reporting quality 
impacts their view of management quality, and 
63% agreed that disclosures on risk, strategy and 
other value drivers can have a direct impact on a 
company’s cost of capital.3 

Increasingly, individual stock exchanges are 
looking to integrated reporting as a way of 
enhancing transparent quality communications 
between business and investors. The Deutsche 
Boerse, Singapore Stock Exchange, Tokyo Stock 
Exchange and Johannesburg Stock Exchange 
are members of the council for the IIRC pilot 
programme themselves.

‘It is clear that the 
UK’s Strategic 
Report and 
Integrated 
Reporting share 
the same DNA.’

Source: IIRC, December 2013

Value creation (preservation, diminution) over time

Mission and vision

Performance Outlook

Risks and 
opportunities

Strategy and 
resource allocation

Financial

Manufactured

Intellectual

Human

Social and 
relationship

Natural

Financial

Manufactured

Intellectual

External environment

Governance

Human

Social and 
relationship

Natural

Inputs
Business
activities Outputs Outcomes

Business model

Figure 1: The International <IR> Framework

3 PwC Global survey of investment professionals, September 2014: http://www.pwc.com/gx/en/audit-services/corporate-reporting/publications/investor-view/investor-survey – edition. jhtml

<IR> is now gaining considerable global 
momentum and is leading to a range of  
internal benefits: 

• 92% say it has improved understanding 
and articulation of value creation;

• <IR> is triggering better ways of assessing 
and measuring performance, with 84% 
reporting that data quality has improved; 

• 79% are already finding that  
business decision making has  
improved, which is attributed to  
changes in management information; 

• 91% have seen an impact on external 
stakeholder engagement and 96% have 
seen an impact on internal engagement 
through breaking down silos and increasing 
understanding between departments;

• 68% report better understanding of risks 
and opportunities, in particular those  
with long-term implications; and

• 78% see better collaborative thinking by  
the board about goals and targets.

Source: IIRC and Black Son Plc, 2014, ‘Realizing the benefits: The 
impact of Integrated Reporting’ – A survey of 66 organizations as 
part of the IIRC Pilot Programme.
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<IR> and impact measurement
The number of companies trying to understand 
how they measure their wider impact and use 
of the ‘capitals’ has increased in the last few 
years. Significantly three of the four companies 
shortlisted for the BPT Award for Excellence in 
reporting in the FTSE 100 this year quantified 
their wider impact on society as a way of 
supporting their license to operate and the 
sustainability of their business model, compared 
to only one company in the 2013 shortlist.  
This new trend is moving quickly as companies 
recognise the value in more integrated thinking 
and reporting.

The focus areas of impact measurement 
assessments vary depending on the issues that are 
most material to the company (which depends on a 
number of factors including sector and geography). 
Typically this includes one or more of the following 
broader impacts: tax, economic, environmental 
and social. Focusing on material issues is key to 
identifying and understanding the issues which 
can have the greatest potential impacts.

The benefits of impact measurement
By measuring broader impacts, businesses can 
better understand the total impact they have and 
how their decisions deliver growth that reflects 
the needs of society and the environment, as well 
as the investor.

Business generates and destroys value beyond 
profits and shareholder dividends, value that often 
is missed, not taken into consideration in decision 
making or not reported on. For example, all 
businesses have impacts on society, whether it’s 
through their use of natural resources to generate 
products or provide services; the benefits they 
bring to the communities in which they operate; 
the employment opportunities they provide or 
their contribution to the public finances. Some of 
these impacts are positive and some negative.

Emerging impact measurement techniques go 
beyond understanding the relationship between a 
business’ inputs and activities, and its outputs, to 
explore and quantify its longer term outcomes and 
associated impacts. 

The financial reporting model remains the bedrock 
for all company analysis. However, financial data 
isn’t the only information that stakeholders and 
companies need; it is understood that a broad 
information set is critical to understanding 
business performance. In our 17th Annual Global 
CEO survey, 74% of CEOs told us that measuring 
and reporting their total (non-financial) impact 
contributes to their long term success.1

Integrating and understanding the broader 
impacts of an organisation in this way will 
make for a more progressive reporting model. 
Ultimately, a total impact approach will mean 
that decisions made by business are based 
firmly on a more complete picture of impact 
and performance. It’s likely that this additional 
management information, used to support 
decision making, will be valued in reporting too.

1 PwC Global CEO Pulse Survey, June 2013 (187 respondents): http://www.pwc.com/gx/en/sustainability/ceo-views/sustainability-perspective.jhtml 
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Figure 2: Measuring value - building on the current model

Figure 3: Measuring what matters

Example

Input Output Outcome Impact Value of impact

£20,000 invested in delivering 
supplier employee training

100 supplier employees trained 
on health and safety policies  
and procedures

Improved practical knowledge 
of health and safety policies 
and procedures; safer working 
procedures; safer working 
practices implemented

Fewer injuries as a result  
of training

Cost savings associated with 
fewer injuries e.g. reduced 
medical costs and production 
losses

Input
What resources 
have been used for 
business activities?

Output
What activities 
have been done?

Outcome
What has changed 
as a result of the 
business activities?

Impact
How much of that 
outcome is attributable 
to the business?

Value of impact
What is the value 
of impact?

Traditional financial reporting Total impact measurement

The system underpinning today’s 
decision making

Growing demand for a broader 
set of information

Analysts’ decisions based on 
results and shareholders demand 
more accountability

Outputs Impacts

Inputs Outcomes

Outputs Accountability

Management accounting

Book keeping Data collection

Run your 
business

Wide range of metrics covering 
environmental, social and  
economic impacts

Integrated reporting

Feed into integrated reporting

Total impact measurement and 
management
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Sustainability  
reporting tips
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Strategy – 
‘Live it breathe it’
Describe sustainability strategy over 
the short, medium and long term. 
Demonstrate how this is integrated 
in your core corporate strategy.

KPIs and targets – 
‘What gets measured, gets done’
Identify KPIs which are directly relevant to 
your sustainability strategy. Set and review 
your performance against challenging but 
realistic targets.

Materiality – 
‘It’s a material world’
Demonstrate an understanding of the 
material sustainability issues relevant to 
you and your key stakeholders.

Risks and opportunities – 
‘Snakes and ladders’
Explain the key strategic risks and 
opportunities arising from the sustainability 
agenda. Explain the relevance and implications 
of each and how they are managed.

Key elements of 
sustainability reporting

The diagram outlines 
our framework for 
accessible and effective 
sustainability reporting.

Sustainability 
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Set the scene

Key findings:

• The most effective reports provide an 
introduction to their business activities in 
their Sustainability Report in order to give 
the reader an understanding of their 
activities and operations.

• In this introduction, these companies link 
sustainability to their core business activities.

Tips to make your reporting more effective:

• Provide an overview of your business and the 
market environment in which you operate to 
contextualise your reporting for the reader.

• Present your operations and your value 
chain in a concise 1-2 page overview, 
introducing the reader to your company.

• Think carefully about where sustainability 
sits within your business and highlight  
these areas.

83%

Describe the company’s key business activities 

(FTSE 250: 100%)

Provide an overview 
of your business 
and the market 
environment in 
which you operate 
to contextualise  
your reporting for 
the reader.

Example

Taylor Wimpey plc
Corporate Responsibility Report 2013
Page 2: Business overview

Example

Royal Mail plc
Corporate Responsibility Report 2012–2013
Page 4–5: At a glance

2 Taylor Wimpey plc Corporate Responsibility Report 2013

Spain Housing
We build high-quality homes  
in popular locations.

Overview
 −  We have operations on the  
Costa Blanca, Costa del Sol  
and the island of Mallorca.

 − We build high-quality homes  
that appeal to both foreign  
and Spanish buyers.

Business overview

Completions

11,696
Average selling price

£191k

Average sales outlets (sites)

315
Short term landbank

70,628 plots

UK Housing 99%

Spain Housing 1%

Proportion of continuing Group revenue

Taylor Wimpey is a national developer operating at a local level from  
24 regional businesses across the UK. We also have operations in Spain.

South

Our South Division incorporates our businesses in the East, 
South West and Wales, and South East including London.

Completions(a) (%) Average selling price

(Average selling price South in 2012: £194k)

Eastern 33%

South West and Wales 25%

South East and London 42%

Eastern South 
West and 

Wales

South East
and 

London

Average 
Selling 
Price 
South

£188k £191k

£224k
£204k

7,042
(2012: 6,715)

(a) Excluding joint ventures.

  Head Office 
  Regional Offices
London Market

UK Housing map key

Our regional operations

North

Our North Division covers Scotland, the North East, the North 
West and the West Midlands.

£176k
£168k £171k £172k

Completions(a) (%) Average selling price

(Average selling price North in 2012: £160k)

Scotland and North East 31%

Yorkshire and North West 39%

West Midlands 30%

Scotland
and North

East  

Yorkshire 
and North 

West

West 
Midlands

Average 
Selling 
Price 
North

4,505
(2012: 4,073)

Of the reports we reviewed:

Business overview

Source: Taylor Wimpey CR report 2013, http://asp-gb.secure-zone.net/v2/index.jsp?id=624/2128/8573&lng=en 
Source: Royal Mail CR Report 2012-13, http://www.royalmailgroup.com/sites/default/files/2012-13_RMG_CR_Report_online_final.pdf
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Live it, breathe it

Of the reports we reviewed:

• The most effective reports clearly lay out the 
company’s sustainability strategy over the 
short, medium and long term and how it fits 
into their core strategy. Sustainability risks 
and opportunities are highlighted and are 
linked to the strategy.

• Additionally, these reports clearly show how 
sustainability permeates through the 
business, e.g. through a network of 
sustainability champions, provision of 
sustainability training or using relevant 
management systems.

Tips to make your reporting more effective:

• Clearly describe your sustainability strategy 
over the short, medium and long term. 
Demonstrate how this is integrated into your 
core corporate strategy.

• Demonstrate how your sustainability 
strategy is aligned with your core objectives. 
Develop a long-term sustainability vision 
including an action plan and milestones.

• Report on the systems or structures within 
your business which allow sustainability to 
permeate throughout, e.g. by setting 
department-specific targets or linking 
sustainability to remuneration.

Have a separate 
sustainability strategy. 
(FTSE 250: 87%)

Clearly describe 
your sustainability 
strategy over the 
short, medium 
and long term. 
Demonstrate how 
this is integrated 
into your core 
corporate strategy 
and permeates 
throughout your 
business.

Example

TUI Travel plc
Sustainable Holidays Report 2013
Page 4: Our sustainability strategy

Example

Kingfisher plc
Net Positive Report 2013/14
Page 5: Our business model

91% 43%

Disclose their 
sustainability strategy 
over the short, medium 
and long term. 
(FTSE 250: 49%)

05 Sustainable Holidays Report 2013

Our strategic framework

TUI Travel’s strategic framework underpins everything we  
do and comprises our Vision, Strategic Drivers and the Values 
that are intrinsic to our business culture. Our sustainability 
strategy ‘Sustainable Holidays Plan 2012-14’ aligns with our 
corporate strategy. 

To read more about our corporate strategy, visit:  www.tuitravelplc.com
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We are committed to  
sustainable development  

and to making a positive impact  
on society. We know leadership  
has to be earned and we never  

take it for granted. We communicate 
openly and easily and help each  

other develop and grow.  
We celebrate local differences  

and actively seek to  
contribute to a  
better world.
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Kingfisher Net Positive Report 2013/14

OUR BUSINESS  
MODEL

Maximising  
sales

Minimising 
costs

Sourcing,  
cost  

productivity

Value

BETTER HOMES, 
BETTER LIVES

Value for shareholders: 
Healthy annual dividend and  
commitment to return surplus  

capital when appropriate 

Value for society: 
Creating employment and a  
brighter future for our people,  
the environment and wider 

communities 

  Creating a ‘licence to operate’ long term

To view and download the business model go to 
http://annualreport.kingfisher.com/2013-14/strategic-report/our-business-model.html

Value for customers: 
Relevant, better, sustainable 

and affordable products  
and services

Strategy: Creating the Leader 
Improve, modernise and expand  

for long-term success and to 
become Net Positive

Value for the business: 
Brand preference 

Cash retained for a strong  
balance sheet  

‘Licence to operate’ long term

Customers
DIY, DFM,  

Trade  
professionals

Products
Innovation, 
affordability, 
quality, own 

brands, 
sourcing, 

sustainability

People
Recruitment,  

retention,  
training, 

development, 
diversity

Channels
Stores,  

online, mobile,  
call centres, 
catalogues,  

direct

Creating brand preference

Source: TUI Travel Sustainable Holidays Report 2013, http://www.tuitravelplc.com/system/files/susrep/TUI-Travel-PLC-Sustainable-Holidays-Report-2013.pdf 
Source: Kingfisher Net Positive Report, http://www.kingfisher.com/netpositive/files/reports/cr_report_2014/2014_Net_Positive_Report.pdf 

Of the reports we reviewed:

Strategy
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What gets measured, gets done

Of the reports we reviewed:

• The most effective reports disclose a range 
of sustainability KPIs that are relevant to the 
company’s business and directly link to its 
material issues and sustainability strategy.

• These reports set short and medium-term 
targets for material KPIs and disclose their 
progress against these.

Tips to make your reporting more effective:

• Identify and report on KPIs which are 
directly relevant to your sustainability 
strategy. Explain why they are relevant and 
how they are defined. 

• Set and review your performance against 
challenging but realistic mid – to long- 
term targets.

• Ensure all targets are specific and measureable.

• Disclose reasoning behind targets and steps 
as to how these targets will be achieved.

Disclose sustainability 
KPIs related to each 

material issue.

(FTSE 250: 84%)

Identify KPIs which 
are directly relevant 
to your sustainability 
strategy. Explain why 
they are relevant and 
how they are defined. 
Set and review your 
performance against 
challenging but 
realistic targets.

Example

Aviva plc
Our Wider Impact Report 2013
Page 3: Key Performance Indicators

Example

The British Land Company plc
Corporate Responsibility Full Data Report 
2014
Page 4: Performance Data – Environmental – 
Overview

Aviva Our Wider Impact Report 20134

In this report:

Group CEO’s letter

 KPIs

Our wider impact

Our people matter

Trust and transparency

Environment and  
climate change

Community development 

Responsible investment

Materiality and stakeholder 
engagement

Governance and risk

Assurance

 
2010

 
2011

 
2012

 
2013 Year-on-year target

Change  
over year Notes

Community development

Amount of community investment £11.4m £12.4m £11m £6.2m Total community 
investment at/above 
previous year

(44)%  The decrease in total community investment is due to the completion of 
our UK Athletics sponsorship, which represented over 33% of our total KPI 
in 2012. Additionally, this year’s reporting does not include the US business 
(sold in 2013) which contributed over 10% to this KPI in 2012.

% of investment in Aviva Street to School 52% 54% 58% 52% 50% of cash donations (6)%

% of employees who feel that Aviva does a good  
job of contributing to the communities in which  
we live and work 

66% 76% 76% 75% Increase from  
previous year

(1)%

% of employees participating in volunteering* 17% 20% 18% 27% Increase the % of 
employee participation 
in volunteering

9% The increase in the % of employees volunteering is a consequence  
of our focus on driving employee participation. The reduction in total 
volunteering hours is due to our increased focus on individual skills-based 
volunteering, rather than team events, and also a significant reduction  
in overall headcount.

Number of employee hours spent volunteering* 57,250 60,390 56,357 41,223 Increase the number  
of employee 
volunteering hours

(27)%

  All 2013 KPIs on this page have been assured by PwC except the information indicated by *.

For our online Full Data Report, where you can download Excel data, please visit www.britishland.com/crdata British Land Full Data Report 2014 4

PERFORMANCE DATA
ENVIRONMENTAL
OVERVIEW

1. ENVIRONMENTAL SUMMARY (PART 1)1 ENVIRONMENTAL SUMMARY

SUSTAINABILITY RATINGS 2013/14 2012/13 2011/12 Scope For detail

% of developments on track to achieve BREEAM
Excellent for offices and Excellent or Very Good for
retail

98%  100%   42/42 Fig. 2

FINANCIAL 2013/14 2012/13 2011/12 Scope For detail

Environmental cost savings across our existing portfolio £2,623,000 £2,052,000 £1,292,000 72/72 Fig. 3

Environmental investment £1,645,000 £1,518,000 £976,772 72/72 Fig. 3

CARBON 2013/14 2012/13 2011/12 Scope For detail

Likeforlike Scope 1 and 2 emissions (tonnes CO2e) 19,624 21,158 30,819 45/45 Fig. 10

EPRA 3.5: Direct (Scope 1) greenhouse gas emissions
(tonnes CO2e) 

6,953 6,694 5,581 63/63 Fig. 4

EPRA 3.6: Indirect (Scope 2 and 3) greenhouse gas
emissions (tonnes CO2e)

89,993 97,420 105,610 466/781 Fig. 5

EPRA 3.7: Greenhouse gas
intensity from building energy
(tonnes CO2e per m²)

Offices 0.13 0.14 0.16 27/27 Fig. 6

Shopping centres 0.03 0.03 0.03 9/9

Retail parks 0.005 0.005 0.005 42/42

ENERGY USE AND INTENSITY 2013/14 2012/13 2011/12 Scope For detail

Landlordinfluenced energy use across our likeforlike
portfolio (MWh)

47,992 50,819 55,059 45/45 Fig. 14

EPRA 3.1: Energy consumption from electricity (MWh) 163,406 174,246 191,188 466/781 Fig. 11

EPRA 3.2: Energy consumption from district heating
and cooling (MWh)

289 349 135 1/1 Fig. 12

EPRA 3.3: Energy consumption from fuels (MWh) 28,826 30,084 25,918 56/63 Fig. 13

Energy use  developments (MWh) 4,107 5,295 6,620 33/34 Fig. 20

EPRA 3.4: Building energy
intensity (kWh per m²)

Offices 256.75 274.89 307.41 27/27 Fig. 21

Shopping centres 49.12 57.75 58.36 9/9

Retail parks 8.86 10.15 10.68 42/42

EPRA 3.4: Building energy
intensity (kWh per workstation or
10,000 visitors)

Offices 6,160 6,324 6,744 23/23 Fig. 22

Shopping centres 1,564 2,197 2,678 9/9

Retail parks 297 431 352 41/41

% energy efficiency of new developments against
relevant Building Regulations

30% 27%  20%  34/35 Fig. 28

WATER USE AND INTENSITY 2013/14 2012/13 2011/12 Scope For detail

EPRA 3.8: Water withdrawal by source (m³) 680,349 664,960 699,222 215/738 Fig. 29

Water use  developments (m³) 148,564 54,302 27,369 33/34 Fig. 34

EPRA 3.9: Building water
intensity (m³ per m²)

Offices 0.68 0.66 0.74 27/27 Fig. 31

Shopping centres 0.26 0.20 0.19 9/9

Retail parks 0.08 0.27 0.31 12/12

EPRA 3.9: Building water
intensity (m³ per workstation or
10,000 visitors)

Offices 14.51 14.86 15.75 24/24 Fig. 32

Shopping centres 8.25 7.61 8.88 9/9

Retail parks 2.49 11.33 13.69 12/12

WASTE AND MATERIALS 2013/14 2012/13 2011/12 Scope For detail

EPRA 3.10 and 3.11: Waste by
disposal route (tonnes and %)

Recycled 13,052 (65%) 10,407 (60%) 10,313 (57%) 83/83 Figs. 3839

Incinerated 5,435 (27%) 5,162 (30%) 5,588 (31%) 83/83

Landfilled 1,475 (7%) 1,739 (10%) 2,297 (13%) 83/83

Waste diverted from landfill on developments (tonnes
and %)

50,290 (83%) 272,667 (92%) 196,053 (98%) 33/34 Fig 35

CONTACT USTARGETS & MANAGEMENT ACTIONS REPORTING CRITERIA GRI INDEX UN GLOBAL COMPACT INDEPENDENT ASSURANCEPERFORMANCE DATA

ENVIRONMENTAL
1-2: Overview 

3: Financial 

4-10: Carbon emissions 

11-20: Energy use 

21-28: Energy intensity and ratings 

29-34: Water use and intensity 

35-41: Waste and materials 

42-44: Land use

SOCIAL
45: Overview 

46-48: Socio-economic contributions 

49-53: Community investment and contributions 

54-56: Local procurement and apprenticeships 

57-58: Community Charter 

59-60: Local satisfaction 

61-67: Staff employment 

68: Staff remuneration 

69-72: Equal opportunities and non-discrimination 

73-77: Staff training and development 

78-80: Customers 

81-86: Health and safety 

87-88: Governance

Have targets that are 
specific and 
measurable.

 (FTSE 250: 60%)

Show linkage between 
KPIs and financial 

implications.
(FTSE 250: 33%)

76%

85%

53%

Source: Aviva CR report 2014, http://www.aviva.com/corporate-responsibility/ 
Source: British Land CR Data Report, http://www.britishland.com/~/media/Files/B/British-Land/downloads/2014/corporate-responsibility-full-data-report-2014.pdf

Of the reports we reviewed:

KPIs and targets
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The good, the bad, and the ugly

Of the reports we reviewed:

• Top reporters reveal positive and negative 
performance and progress against targets.

• They explain the reasons behind poor 
performance and how they intend to address 
shortfalls, and set more challenging targets 
when their performance exceeds expectations.

Tips to make your reporting more effective:

• Present information in a balanced and 
transparent fashion.

• Celebrate success, but also avoid glossing 
over negative sustainability impacts or poor 
performance against targets. Explain where 
and how improvements will be made.

• If you reach targets ahead of set deadlines, 
think about setting more challenging targets 
going forward.

• Acknowledge the negative and/or positive 
impacts of direct operations and report how 
this has informed your strategy.

Present information 
in a balanced and 
transparent fashion. 
Celebrate success, 
but also avoid 
glossing over negative 
sustainability impacts 
or poor performance 
against targets. 
Explain where and 
how improvements 
will be made.

Example

FirstGroup plc
2014 Corporate Responsibility
Page 20: Valuing our people –
Progress against targets

Example

The Royal Bank of Scotland Group plc 
Our financing of the energy sector in 2013
Page 10: Mapping lending exposures with  
carbon intensity

20

Valuing  
our people

What we said we’d do What we did

Establish an action plan to 
progress towards our goal 
of building and sustaining 
a workforce that is broadly 
representative of the 
communities we serve 
 
Our aspiration is that by 2015,  
at least 20% of Board positions 
are held by women

Implement our new performance 
and capability development 
process across our supervisory 
and management groups

Re-survey the Group in 2013/14 
to measure progress made 
since our initial 2010 employee 
engagement survey

Provide advice that allows 
employees to improve their 
wellbeing at work

Maintain driver turnover below 
15% in UK Bus 
 

An action plan has been developed and approved which includes launching  
our new equality, diversity and inclusion policy (and supporting framework), 
setting out diversity and inclusion priorities for each of our divisions, and running 
employee focus groups in the UK to collect views of the employee experience  
at FirstGroup. 

As stated in our Annual Report and Accounts, with the appointment of Imelda 
Walsh, we are moving towards our aim to raise the proportion of women on  
our Board (subject to her election by shareholders at our AGM in July 2014).

This programme of work is underway and all areas of the business will go live  
with the new process and approach in April 2014. Support and training will  
embed the approach throughout the year. 

In 2013/14 we conducted pulse surveys (taking a sample of employees) across  
all divisions, and a full census survey for UK Rail and Group employees in order  
to measure the progress made since our last full Group-wide survey in 2010.  
In mid-2014 we will conduct a full census survey across all divisions.

We have improved access to wellbeing campaigns across all divisions, with  
better communication of events and wellbeing champions in place in many  
of our businesses.

With driver turnover for 2013/14 at 13.6% we have achieved our target.  
Much of this is due to increasing levels of employee engagement in UK Bus 
through our Better Journeys for Life strategy, as well as ongoing investment  
in leadership development for our managers.

Progress against targets

With 117,000 employees, our people are at the heart of our success. 

of First ScotRail employees chose to 
disclose diversity information in our 
voluntary monitoring survey in 2013

reduction in absence 
in UK Bus this year, 
meeting our target

increase in employee 
engagement in UK Rail, 
reaching 74%

62% 2.5% 8 point 20%
aim for Board positions 
to be held by women 
by 2015

Key achievements

10

9.  Mapping lending exposures with carbon intensity

Energy clients who have high CO2e emissions relative 
to their turnover (i.e. are carbon intensive) pose 
enhanced environmental, social and ethical risks. The 
charts below show our lending exposures to our top 25 
Power and Oil & Gas clients compared to their carbon 
intensity, and the industry average. 

The data for both sectors shows that there is a 
correlation between high lending exposures and lower 
than average carbon intensity. By tracking this data 
over time we are able to analyse the carbon risks in 
our lending and trends in our clients’ approach to 
managing their emissions. 

RBS Sustainability Briefing                                                                                               
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67%

Explain poor performance against targets and 
outline plans to address poor performance.
(FTSE 250: 56%)

Source: First Group CR report 2014, http://www.firstgroupplc.com/~/media/Files/F/Firstgroup-Plc/signpost-documents/corporate-responsibility-report.pdf
Source: RBS Energy Financing Report 2013, http://www.rbs.com/content/dam/rbs/Documents/Sustainability/Energy_Financing_Report_2013.pdf

Of the reports we reviewed:

Balanced view
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Snakes and ladders

Of the reports we reviewed:

• The ‘best in class’ reports have clearly laid out 
their sustainability risks and opportunities.

• They clearly show how risks will be 
mitigated and opportunities maximised and 
how this aligns to the sustainability strategy.

• These reports highlight risks and 
opportunities which are specific to their 
industry or sector and highlight how 
opportunities help them on their 
sustainability journey.

Tips to make your reporting more effective:

• Draw out and explain in detail the key 
strategic risks and opportunities arising from 
the sustainability agenda. 

• Explain the relevance and implications of 
each risk and opportunity as it relates to your 
organisation and the actions put in place to 
mitigate risks and maximise opportunities.

Draw out and 
explain in detail the 
key strategic risks 
and opportunities 
arising from the 
sustainability 
agenda. Explain 
the relevance and 
implications of each 
as they relate to 
your organisation 
and the actions put 
in place to mitigate 
risks and maximise 
opportunities.

Disclose a narrative section on 
sustainability risks. 
(FTSE 250: 93%)

Describe their approach to 
risk mitigation. 
(FTSE 250: 78%)

Disclose a narrative section on 
sustainability opportunities. 
(FTSE 250: 69%)

Describe their strategy to 
maximise key sustainability 
opportunities. 
(FTSE 250: 53%)

91% 91%92% 81%

Of the reports we reviewed:

Risks and opportunities



21Sustainability Reporting tips 2014–2015

Example

The Berkeley Group plc 
Sustainability
Risks and opportunities

Example

Carillion plc
Sustainability Report 2013
Risk and opportunity

Example

Taylor Wimpey plc
Corporate Responsibility Report 2013
Page 10: Risk and opportunity management

Taylor Wimpey plc   www.taylorwimpey.co.uk 11

O
verview

Selecting land
M

anaging the planning and 
com

m
unity engagem

ent process
G

etting the hom
ebuilding  

basics right
Caring about our custom

ers
O

ur people
O

ptim
ising value

O
ur perform

ance 

Key sustainability and climate change risks and opportunities that we focused on during 2013 include:

Key risk Progress in 2013 Opportunities

Planning risk as policy  
changes with the introduction  
of the Localism Act and the 
National Planning Policy  
Framework (NPPF).

Continued to develop our extensive community engagement 
programme and introduced community pages on our 
Taylor Wimpey website for our proposed developments. 
Integrated sustainability and NPPF requirements into new 
planning guidance documents and provided training for 
relevant employees. 

Industry leadership in 
planning and community 
engagement could help us 
to win competitive tenders, 
secure planning consents 
and obtain the approval of 
local communities.

Increasing energy and  
carbon costs as well as  
waste to landfill costs.

Undertook a review of supply chain resource efficiency which 
will be completed in 2014. Developed new energy-efficient 
specifications for show homes and sales areas, and guidelines 
for new offices. Launched our ReUSE soil sharing programme 
across all regional business units and continued to maintain 
effective site waste management processes.

Reduction in energy  
use and waste to landfill 
could result in significant 
cost savings and 
environmental benefits.

Rising cost of meeting  
changing sustainability  
regulatory requirements.

Continued to undertake ongoing research and development, 
including analysis of upcoming regulation. Completed a detailed 
investigation into using solar farms and started to review forestry 
as possible Allowable Solutions, which allow homebuilders to 
offset a proportion of carbon emissions off site. 

Competitive advantage 
through providing  
products that meet 
building regulations in the 
most cost-effective way.

Failure to meet customer  
service and build quality 
expectations, necessity  
of undertaking expensive  
remedial action.

Maintained HBF’s five-star ranking for customer service and 
provided improved customer information on our website. In 
2013 we started a wide scale review of our customer service  
in all regional business units. Increasing customer satisfaction 
will be a clear priority for us in 2014. Continued to deliver our 
Sales Academy training programme.

Satisfied customers 
improve our reputation  
and the high-quality, 
aspirational homes and 
communities that we build 
appeal to new customers.

Recruiting employees  
with inadequate skills or  
in insufficient numbers,  
or not being able to retain  
key staff.

Focused on learning and development as a key area in 2013. 
Continued with existing and introduced new training initiatives, 
including a new site management apprenticeship programme 
and a Production Academy. Started to develop a Technical 
Academy and provided an average of 2.7 days training per 
monthly salaried employee.

Our employees are our 
greatest asset. Having 
great teams improves  
our business success.

Building sites are inherently 
dangerous places. Unsafe 
practices by our employees or 
subcontractors have the potential  
to cause serious injury or death.

Continued to frequently review and update our comprehensive 
Health, Safety and Environmental Management System to  
reflect changes in legislation, controls and best practice. 
Maintained our focus on training, delivering an average of  
4.7 days of formal HSE training per person to site operational 
staff. Engaged with and provided training to subcontractors  
with regard to safety. 

Health and safety at 
Taylor Wimpey is the 
non-negotiable top  
priority. We will not 
compromise in ensuring 
that everyone leaves our 
sites safe and well. 

Failure to access a sufficient base 
of skilled contractors resulting in 
delays, quality issues or inability  
to meet required environmental 
standards on our sites.

Continued to undertake quarterly reviews of all national 
suppliers and engage regularly with subcontractors  
with regard to on site HSE issues. Started work on a  
Supply Chain Sustainability Strategy and signed up to 
Constructionline, a supplier vetting service. 

Working in partnership with 
suppliers and contractors 
helps to improve their 
performance, our standards 
and our ability to access the 
high-quality suppliers and 
contractors that we need. 

KPI
Details of Taylor Wimpey’s 
Sustainability and Climate 
Change Risk and Opportunity 
Register are available as part  
of our 2013 Carbon Disclosure 
Project submission at
www.taylorwimpey.co.uk/corporate/
corporate-responsibility

Did you know?
We participate annually in the 
Carbon Disclosure Project at 

www.cdproject.net

Source: The Berkeley Group, http://www.berkeleygroup.co.uk/sustainability/governance-and-management/risks-and-opportunities 
Source: Taylor Wimpey CR Report 2013, http://asp-gb.secure-zone.net/v2/index.jsp?id=624/2128/8573&lng=en 
Source: Carillion Sustainability Report 2013, http://sustainability2013.carillionplc.com/our-business/governance-sustainability-management/risk-opportunity.html
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It’s a material world

Of the reports we reviewed:

• The top reports clearly identify their material 
issues, usually through a materiality matrix.

• They disclose the process which they went 
through to determine material issues and which 
stakeholders were involved in this process.

Tips to make your reporting more effective:

• Report which issues your business has 
deemed to be material and the process 
that was undertaken to define these issues. 
Disclose the frequency by which this process 
is revisited.

• Illustrate which stakeholders were involved 
in your materiality process. 

• Focus your reporting on issues  
deemed material.

Demonstrate an 
understanding of 
the sustainability 
issues relevant 
to you and your 
key stakeholders; 
report only those 
of material 
importance.

Example

United Utilities Group plc
Corporate Responsibility Report 2013
Materiality Matrix

Example

Centrica plc
Corporate Responsibility Review 2013
Page 41: Managing corporate responsibility

Issues referenced in CR 
Report but not material for 
reporting in 2013

Issues for discussion in 
CR Report

Issues for discussion in 
Annual Report and priority 
issues in CR Report

Issues required to be reported in 
Annual Report that may not need 
further discussion in CR Report

Ve
ry
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 > North West regional economy  > Provide reliable water & 
wastewater services

 > Provide safe, clean drinking water
 > Reduce sewer flooding risk
 > Value for money: bill affordability
 > Protecting & enhancing the 

environment

H
ig

h

 > Improve raw water quality  > Corporate governance & 
business conduct*

 > Support for those who 
struggle pay

 > Employee engagement & 
union relations*

 > PR14/Business Plan 2015 to 2020
 > Sustainable financial performance*
 > Changing environmental 
regulations

 > Climate change resiliance: water 
resources & flooding

 > Clean bathing waters & beaches
 > Customer service
 > H&S for employees and the public

M
ed

iu
m

 > Education  > Maintaining public access to 
our land

 > Promoting water efficiency
 > Community investment 

& engagement
 > Equality & diversity
 > Graduate & apprenticeship 

schemes

 > Water leakage
 > Private sewers
 > Waste & resource efficiency
 > Responsible & sustainable 

procurement
 > Reducing our carbon footprint

 > Competition
 > Preventing pollution to 

the environment

Lo
w

 > Charity  > Natural Capital
 > Integrated reporting

 > Renewable energy generation
 > Learning & development

Level of current or potential impact on the company

Low Medium High Very High

Keeping our 
people safe

Protecting 
biodiversity, air 
& water quality

Customer
trust

Affordable
energy

Avoiding large scale
industrial incidents

Minimising disturbance 
to local communities 
from our operations

Remuneration

Centrica’s 
contribution 
to local 
communities Energy pricing 

transparency

Treatment
of employees

The role 
of gas, incl. 
unconventional

Preventing 
fuel poverty

Sustainable 
supply chains

Environmental resilience 
& Climate Change 
adaptation

Im
po

rt
an

ce
 t

o 
st

ak
eh

ol
de

rs

Relevance to Centrica

Environmental targets
& carbon savings

Treating customers fairly

Circle size denotes Centrica's 
level of influence over this issue

Safeguarding the environment

Caring for our people & communities

Working with our partners

Other

PrioritySignificantWatch List

CR Themes Centrica’s ability to influence

Explain the process the company uses
to identify its material issues.
(FTSE 250: 53%)

79%

Source: United Utilities CR Report 2013, http://corporateresponsibility2013.unitedutilities.com/documents/Materiality_Matrix2013.pdf
Source: Centrica, http://www.centrica.com/index.asp?pageid=1073

Of the reports we reviewed:

Materiality
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Cash is still king

Of the reports we reviewed:

• The top reports disclose specific  
financial figures related to sustainability 
risks and opportunities.

• They discuss how the company plans to 
maximise economic benefits, and minimise 
risk, related to sustainability.

Tips to make your reporting more effective:

• Provide specific figures tied to savings or 
income for sustainability-related activities. 

• Disclose costs or losses, including  
potential costs or losses, related to 
sustainability performance.

Illustrate how 
your sustainability 
strategy has had 
an impact on the 
bottom line. Identify 
and define potential 
means of maximising 
economic benefits 
going forward.

Example

WPP plc
Sustainability Report 2013/2014
Page 16: The impact of our work

16 WPP SUSTAINABILITY REPORT 2013/2014 The impact of our work

The impact  
of our work

More leading brands are incorporating 
sustainability into their long-term strategies and 
working practices. Our companies help them to use 
marketing and communications as powerful tools 
for engaging stakeholders on these issues, enabling 
clients to enter new markets for products and 
services that have social and environmental benefits.

FAST READ  •  Clients looking to WPP companies for advice and insights 
on sustainability.

 •  Specialist sustainability offers developed across 
WPP companies.

 •  Clients who engaged with us on sustainability worth 
£1.26 billion.

 •  Webinars, events and briefings used to build sustainability 
knowledge in our companies.

£1.26bn
Revenue from clients who engaged 
with us on sustainability

Disclose the financial 
significance of key 
sustainability 
opportunities. 
(FTSE 250: 40%)

Disclose the financial 
significance of key 
sustainability risks. 
(FTSE 250: 27%)

53% 17%

Example

Spirax-Sarco Engineering plc
Annual Report and Accounts 2013
Page 50: Our business

Spirax-Sarco Engineering plc Annual Report and Accounts 201350

Chairman’s  
statement

Our
structure

Our
marketplace

Our business
model

Our business
model in action

Our
strategy

Our
KPIs

Welcome to our 
2013 report

About us

Sustainability report continued

Strategic report continued

Financial performance

While many of our products and services aid effective energy 
management, we have identified a specific range as falling within 
the energy management sector of our marketplace (see page 8). 
These include our metering products, boilerhouse products, heat 
transfer packages and energy services. We recognise a direct link 
between the sales of energy management products and three of 
our strategic objectives: deliver solutions to reduce energy usage; 
grow market share and achieve sustainability. As a result of our 
strategic focus and investments, during the last five years sales of 
our energy management products have increased by more than 
30% at constant currency.

Our energy management products form a core component of 
many of our engineered solutions. During the last five years we 
have invested in R&D to enhance existing energy management 
products and to develop new, unique energy recovery packages, 
ensuring that we deliver effective solutions to our customers.

We have been able to grow our market share through widening 
our range of products, including energy metering and heat 
recovery packages, which have contributed meaningfully to our 
sales growth.

As we continue to increase our capacity to solve our customers’ 
process issues, improve their productivity and help them 
meet their sustainability targets, particularly in relation to 
energy management, we are investing in the sustainability of 
our business.

A Spirax Sarco heat transfer package

2013

2012

2011

2010

2009

XXX.X

XXX.X

XXX.X

XXX.X

XXX.X

Sales from energy management products £m

Our business continued:
Objective:
To achieve consistent and sustainable growth 
and shareholder value

Managing our business sustainability has a positive impact on our 
financial performance. Through reducing energy consumption 
and managing waste we optimise process efficiency, resulting in 
greater cost efficiencies. For example, by managing our energy 
consumption, we not only lower our energy bill but we also reduce 
outlay on carbon taxes (incurred through the UK’s Carbon Reduction 
Commitment Scheme and Climate Change Levy). 

A focus on sustainability is a core component of our risk mitigation 
strategy (see pages 26–27). Weak environmental, social or 
governance performance can have a significant, negative impact 
on a company’s reputation and can incur a subsequent financial 
cost. By managing all aspects of our business with our sustainability 
objectives in mind, we mitigate the risk of breaching regulatory 
requirements, avoid non-compliance with health, safety and 
environmental legislation and manage our corporate reputation, 
contributing to the sustainability and long-term financial viability of 
our business.

The wellbeing of our employees is a key sustainability objective. 
We recognise our responsibility to treat our employees with 
respect and to provide safe and professionally challenging 
workplaces. We believe that high standards of safety and employee 
engagement can mean less time lost to absence and lower voluntary 
employee turnover. This also helps us to recruit the best and most 
talented people. We take seriously our governance, social and 
environmental responsibilities.

We believe that a focus on sustainability helps us to access new 
markets for existing products and gain market share, as well as 
acting as a catalyst for the innovation of new products and services. 
The strategic integration of sustainability helps us to anticipate the 
needs of our customers who are increasingly turning to us for help 
to meet their sustainability targets. A core strength of our direct 
sales business model is that our expert sales and service engineers 
can walk our customers’ plants and identify ways to improve their 
operational efficiency and reduce their energy consumption, carbon 
emissions or water use. 

Through investing in R&D we continuously improve our product 
range and develop new products to meet our customers’ needs, 
thereby ensuring the long-term viability of our business. During 2013, 
the new Qdos 30 metering pump from Watson-Marlow won a 
Vaaler Award, from Chemical Processing, in the USA. The award 
recognises products and services that can significantly improve plant 
operations and economics. 

Our wide product range, ability to design bespoke engineered 
applied solutions, and the expert knowledge of our people help 
to build trust, enhance our reputation and ensure that we provide 
outstanding customer service. Through helping our customers 
to meet their sustainability targets we develop customer loyalty 
which, in turn, helps us to deliver long-term sustainable growth and 
shareholder value.

over 30% growth

Example

Johnson Matthey plc
Annual Report and Accounts 2014
Page 10: Our business

Source: WPP SR, http://www.wpp.com/wpp/cr/sustainability-report-archive/ 
Source: Spirax Sarco AR, http://www.spiraxsarcoengineering.com/pdfs/reports/2013-annual-report.pdf 
Source: Johnson Matthey Annual Report 2014, http://www.matthey.com/documents/pdfs/2013_14/annual-report/jm-ar-2014.pdf

Of the reports we reviewed:

Financial incentives
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The great beyond

Of the reports we reviewed:

• The top reports consider both upstream  
and downstream impacts in their materiality 
assessments.

• They disclose both negative and positive 
impacts across the value chain.

Tips to make your reporting more effective:

• Consider the entire value chain when 
assessing and reporting on your material 
issues, e.g. the downstream impacts of 
your products (e.g. water use by consumers 
related to your products) and services and 
the upstream impacts of your supply chain 
(e.g pollution from mining activities).

• Report on the material impacts across your 
value chain, both positive (e.g. employment) 
and negative (e.g. resource use or pollution) 
and strategies in place to minimise or 
maximise  these.

• Include impacts in relation to all relevant 
non-financial capitals, e.g. intellectual, 
human, social and natural capital.

Consider relevant 
extended upstream 
and downstream 
value chain aspects 
of your business 
in order to take 
account  of all its 
environmental, 
social and economic 
impacts, both 
positive and 
negative.

Example

Tullow Oil plc
2013 Corporate Responsibility Report 
Page 36: Our social & economic payments

Consider impacts in the 
upstream value chain. 
(FTSE 250: 78%)

Consider impacts in 
the downstream value 
chain. (FTSE 250: 89%)

Example

InterContinental Hotels Group plc
Corporate Responsibility Report
CR approach

Example

SABMiller plc
Sustainable Development Summary 
Report 2014
Page 7: Our approach to taxation

75% 83%

Source: Tullow Oil CR Report 2013, p. 36 http://www.tullowoil.com/files/pdf/reports/TLW_CR_2013.pdf
Source: IHG CR Report 2013, p. 14 http://www.ihgplc.com/index.asp?pageid=727
Source: SABMiller Sustainable Development Report 2014, p. 7 http://www.sabmiller.com/docs/default-source/investor-documents/reports/2014/sustainability-reports/sustainable-   
                 development-report-2014.pdf?sfvrsn=14 

Of the reports we reviewed:

Value chain impacts

Nurturing the business ecosystem 
for micro entrepreneurs

“ In Latin America, these small-scale 
shopkeepers – tenderos – account  
for 40% of our sales volumes. Our 4e 
programme takes a holistic approach  
to training. It includes financial literacy 
and business skills training, access to 
professional credit and financial services, 
and assistance in meeting regulatory  
and other requirements, as well as 
responsible retailing, with training on the 
importance of requesting identification 
when selling alcohol and not to sell 
alcohol to those under the legal drinking 
age. Helping the tenderos supports a 
critical sales channel, plus it enables 
them to use their central position in their 
communities to become catalysts for 
development. It is a model example  
of how we can use our value chain to 
improve the welfare and development  
of communities.”

Karl Lippert 
President, SABMiller Latin America

“ As a multilateral bank, the IDB plays  
a leading role in backing private sector 
projects that contribute to sustainable 
growth and social inclusion. Through  
the MIF, the IDB is joining forces with 
SABMiller to improve the economic and 
social impact of the small-scale retail 
sector. This initiative aims to improve  
the standard of living of thousands  
of people in low income communities 
across six countries in Latin America.”

Luis Alberto Moreno 
President, Inter-American  
Development Bank

In Latin America, there are 780,000 small retailers who operate very small  
stores or kiosks, selling our products among a wide range of other goods.  
Of these retailers, close to 50% live in poverty and 60% are run by women who  
are heads of households. They face huge challenges, not least access to finance  
and the ability to secure all the necessary permits to operate. That is why  
we are joining forces with the Inter-American Development Bank’s Multilateral 
Investment Fund (MIF) to roll out 4e, Camino al Progreso, a programme  
to improve the livelihoods of 40,000 ‘tenderos’ in six countries. 

Our approach to taxation
In 2013 we published our first report on the 
role of tax in economic development, Our 
Approach to Tax 2013, offering a new level  
of disclosure and sharing information on  
our tax principles. Our second report is 
published alongside this report.

The total taxes borne and collected by 
SABMiller plc and its subsidiaries and our 
share of taxes paid by our US joint venture 
during the year amounted to US$10,750 
million (2013: US$9,900 million). These 
include: excise, corporate and transactional 

taxes, and taxes borne by employees. Of this  
total, 67% was paid in developing countries.  
The corporate tax charge for the year was 
US$1,173 million (2013: US$1,192 million 
(restated)), giving us an effective tax rate  
of 26.0% (2013: 27.0%).
7  Source: SABMiller: Our economic impact in Africa 

animation, and Working for South Africa: the contribution  
of SAB to the South African Economy, available at  
www.sabmiller.com.

8  Source: The World Bank, World Development Report 
2012 – Gender Equality and Development.

Direct economic  
value generateda

Economic value  
distributed

Economic value  
retained

Revenue plus interest and 
dividend receipts, royalty 
income and proceeds of  
sales of assets

Operating 
costs

Cost of 
materials, 
services and 
facilities

Employee 
remunerationb

Cost of 
employees’ 
salaries and 
benefits

Payments to 
providers of 
capital

All financial 
payments 
made to the 
providers of  
the company’s 
capital

Payments 
to tax 
authoritiesc

Tax paid, 
including 
remittance 
taxes and 
excise taxes

Community 
investmentsd 

Voluntary 
contributions 
and investment 
of funds in  
the broader 
economy

Value retained for corporate 
and operational purposes, 
including funding future 
capital expenditure and 
acquisitions 

US$ 
24,254 m

US$ 
9,052 m

US$ 
2,337 m

US$ 
2,942 m

US$ 
7,203 m

US$ 
32 m

US$ 
2,688 m

a  This table is constructed based on data contained in the SABMiller 2014 Annual Report and follows guidance recommended by the Global Reporting Initiative (GRI EC1).
b  Excludes share option charges, includes employer taxes and social security contributions.
c  Excludes VAT, indirect taxes and taxes borne by employees. 
d  Includes cash donations, value of gifts in kind and time donated, and management costs of CSI activity.

Small business owners face similar 
challenges, regardless of the business 
they run or where it is located. How 
can we scale up our enterprise 
development partnerships to help 
these entrepreneurs grow their 
businesses and contribute to a thriving 
world where incomes and quality of life 
are growing?

The big question

  Join the conversation at  
www.sabmiller.com/bigquestions

07SABMiller plc Sustainable Development Summary Report 2014
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Pay as you go

Of the reports we reviewed:

• The best reports disclose a clear link 
between the company’s sustainability 
performance and the remuneration of senior 
management and directors.

• They also report on how staff other than senior 
management and directors are incentivised to 
deliver on the sustainability strategy, including 
through non-financial rewards.

Tips to make your reporting more effective:

• Disclose any sustainability-related goals that 
have been included in metrics for variable 
pay for senior management and directors.

• Be specific in disclosing how sustainability 
performance impacts remuneration.

• Report on how staff are incentivised to 
deliver on the sustainability strategy 
throughout the company, and include non-
financial incentives (e.g. employee awards).

Explain how 
directors and staff 
are incentivised 
to deliver on the 
sustainability 
strategy and the 
goals set. Ensure 
that the reader 
can understand 
the link between 
remuneration and 
actual performance.

Example

Rio Tinto plc
2013 Annual Report
Page 91: STIP measures, weightings and targets  
for 2014

Example

Royal Mail plc
Corporate Responsibility Report 2012–
2013
Page 13: Corporate balanced scorecard

Show linkage between sustainability performance 
and remuneration. 
(FTSE 250: 44%)

50%

Source: Rio Tinto Annual Report 2013, p. 91 http://www.riotinto.com/documents/RT_Annual_report_2013.pdf
Source: Royal Mail CR Report 2012-13, pp. 12-13 http://www.royalmailgroup.com/sites/default/files/2012-13_RMG_CR_Report_online_final.pdf

Of the reports we reviewed:

Remuneration
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Ask around

Of the reports we reviewed:

• Top reports identify key internal and 
external stakeholder groups and describe 
issues that were identified as important by 
each group.

• They also disclose how stakeholder 
consultation informed the materiality 
process and what actions have been taken in 
response to stakeholder concerns.

Tips to make your reporting more effective:

• Identify and disclose key internal and 
external stakeholders.

• Describe issues that stakeholders identified 
as important and, where relevant, what 
actions have been taken in responses to 
specific issues.

• Show linkage between stakeholder 
consultations and the materiality process.

Explain how 
you engage 
with principal 
stakeholders 
and how this has 
impacted your 
sustainability 
strategy and 
reporting.

Example

The British Land Company plc
Stakeholder Engagement Report 2014
Page 3: Online CR Consultation

Example

The Royal Bank of Scotland Group plc
RBS Sustainability Review 2013
Page 9: Our approach to sustainability

9

Our approach to 
sustainability

Engaging our stakeholders 
We recognise that effective stakeholder 
engagement is a powerful tool for improving 
the way that we do business. RBS has a 
robust programme in place through which we 
identify our key stakeholders, gain feedback 
on material issues and respond appropriately. 
The effective management of the issues raised 
is integral as we build a more sustainable 
bank and work towards our purpose to serve 
customers well. 

We manage a large number of issues and 
engage with a wide variety of stakeholder 
groups. 

• Customer satisfaction is measured 
through surveys, focus groups and online 
feedback. 

• We track our reputation through a  
quarterly survey of around 2,000 members 
of the UK public. Our in-depth annual 
employee opinion survey, ongoing staff 
pulse surveys, and comments on our 
intranet message boards represent the 
employee view. 

• Ongoing meetings with Regulators and 
Government representatives, Employee 
Unions, Consumer Groups, NGOs and 
Investors allow us to capture their feedback 
and perceptions of our organisation. 

This helps shape the way we do business as 
these interactions inform decision making and 
ultimately improve our company. 

In addition to ongoing engagement which 
takes place across our business each day, our 
Board level Group Sustainability Committee 
runs a pro-active engagement programme 
whereby we invite external stakeholders to 
meet with, and challenge, the most senior 
decision-makers in RBS. In 2013 the Committee 
met with 26 such advocacy groups, including 
Amnesty International UK, the New Economics 
Foundation, Federation of Small Business, 
Royal National Institute for the Blind and Unite. 

Stakeholder Group                                                                                                                  Primary engagement mechanism Main issues raised during 2013

Customers
Customer surveys, including Net Promoter Score as well as syndicated surveys, 
focus groups, complaints data. 

Access to finance, customer service, selling and lending 
practices, fees and charges, debt management. 

Employees
Our Employee Opinion Survey, regular Pulse surveys, intranet comments boards, 
team meetings, town halls, all staff audios. 

Wellbeing and resilience, job security, leadership 
development, talent attraction and retention, disability, 
gender equality, ethnicity, sexual orientation. 

Suppliers Engagement with contract managers.
Timely payment, RBS strategy and impact on 
marketplace, supplier diversity, feedback on customer 
service. 

Government
Regular monthly interaction audios/meetings, industry forums, policy trend 
analysis. 

Interest rates, branch closures, mortgage arrears (ROI), 
regulation of bank fees, lending, support for SMEs, 
lending appeals process, financial education, financial 
capability, signposting to alternative access to finance. 

Regulatory Bodies Regular meetings. 
Culture change, lending, banking reform, responsible tax 
practices, remuneration.  

Civil Society Forums, meetings, stakeholder engagement sessions. 

Technological advancements, youth employability, 
access to finance, payday lending, self service in a digital 
world, complaint handling, environmental social and 
ethical risk management, financing fossil fuels, financial 
education, financial capability.

Social partners Regular meetings, annual conferences.
Remuneration, policy, health and safety, restructuring, 
wellbeing and diversity.

Investors Investor relations briefings, investor roadshows, stakeholder engagement sessions.
Culture change, remuneration, business model, company 
financial health, governance and accountability.  

Media Engagement through Media Relations team, media briefings, regular meetings. Transparency, pro-active communciations.

Our approach to sustainabilityAbout sustainability at RBS Fixing the past Building the future About RBS reporting

See page 10 for an example of topics discussed. 10

Describe key issues identified by stakeholders. 
(FTSE 250: 78%)

83%

Source: British Land stakeholder engagement report, http://www.britishland.com/~/media/Files/B/British-Land/reports-and-presentations/reports-archive/2013-Stakeholder-  
Engagement-Report.pdf

Source: RBS SR 2013, http://www.rbs.com/content/dam/rbs/Documents/Sustainability/RBS_Sustainability_Report_2013.pdf

Of the reports we reviewed:

Stakeholder engagement

9

Our approach to 
sustainability

Engaging our stakeholders 
We recognise that effective stakeholder 
engagement is a powerful tool for improving 
the way that we do business. RBS has a 
robust programme in place through which we 
identify our key stakeholders, gain feedback 
on material issues and respond appropriately. 
The effective management of the issues raised 
is integral as we build a more sustainable 
bank and work towards our purpose to serve 
customers well. 

We manage a large number of issues and 
engage with a wide variety of stakeholder 
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• Customer satisfaction is measured 
through surveys, focus groups and online 
feedback. 

• We track our reputation through a  
quarterly survey of around 2,000 members 
of the UK public. Our in-depth annual 
employee opinion survey, ongoing staff 
pulse surveys, and comments on our 
intranet message boards represent the 
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• Ongoing meetings with Regulators and 
Government representatives, Employee 
Unions, Consumer Groups, NGOs and 
Investors allow us to capture their feedback 
and perceptions of our organisation. 

This helps shape the way we do business as 
these interactions inform decision making and 
ultimately improve our company. 

In addition to ongoing engagement which 
takes place across our business each day, our 
Board level Group Sustainability Committee 
runs a pro-active engagement programme 
whereby we invite external stakeholders to 
meet with, and challenge, the most senior 
decision-makers in RBS. In 2013 the Committee 
met with 26 such advocacy groups, including 
Amnesty International UK, the New Economics 
Foundation, Federation of Small Business, 
Royal National Institute for the Blind and Unite. 
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Customer surveys, including Net Promoter Score as well as syndicated surveys, 
focus groups, complaints data. 
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practices, fees and charges, debt management. 
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Our Employee Opinion Survey, regular Pulse surveys, intranet comments boards, 
team meetings, town halls, all staff audios. 
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development, talent attraction and retention, disability, 
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Suppliers Engagement with contract managers.
Timely payment, RBS strategy and impact on 
marketplace, supplier diversity, feedback on customer 
service. 

Government
Regular monthly interaction audios/meetings, industry forums, policy trend 
analysis. 

Interest rates, branch closures, mortgage arrears (ROI), 
regulation of bank fees, lending, support for SMEs, 
lending appeals process, financial education, financial 
capability, signposting to alternative access to finance. 

Regulatory Bodies Regular meetings. 
Culture change, lending, banking reform, responsible tax 
practices, remuneration.  

Civil Society Forums, meetings, stakeholder engagement sessions. 

Technological advancements, youth employability, 
access to finance, payday lending, self service in a digital 
world, complaint handling, environmental social and 
ethical risk management, financing fossil fuels, financial 
education, financial capability.

Social partners Regular meetings, annual conferences.
Remuneration, policy, health and safety, restructuring, 
wellbeing and diversity.

Investors Investor relations briefings, investor roadshows, stakeholder engagement sessions.
Culture change, remuneration, business model, company 
financial health, governance and accountability.  

Media Engagement through Media Relations team, media briefings, regular meetings. Transparency, pro-active communciations.

Our approach to sustainabilityAbout sustainability at RBS Fixing the past Building the future About RBS reporting

See page 10 for an example of topics discussed. 10
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engagement is a powerful tool for improving 
the way that we do business. RBS has a 
robust programme in place through which we 
identify our key stakeholders, gain feedback 
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The effective management of the issues raised 
is integral as we build a more sustainable 
bank and work towards our purpose to serve 
customers well. 

We manage a large number of issues and 
engage with a wide variety of stakeholder 
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• Customer satisfaction is measured 
through surveys, focus groups and online 
feedback. 

• We track our reputation through a  
quarterly survey of around 2,000 members 
of the UK public. Our in-depth annual 
employee opinion survey, ongoing staff 
pulse surveys, and comments on our 
intranet message boards represent the 
employee view. 

• Ongoing meetings with Regulators and 
Government representatives, Employee 
Unions, Consumer Groups, NGOs and 
Investors allow us to capture their feedback 
and perceptions of our organisation. 

This helps shape the way we do business as 
these interactions inform decision making and 
ultimately improve our company. 

In addition to ongoing engagement which 
takes place across our business each day, our 
Board level Group Sustainability Committee 
runs a pro-active engagement programme 
whereby we invite external stakeholders to 
meet with, and challenge, the most senior 
decision-makers in RBS. In 2013 the Committee 
met with 26 such advocacy groups, including 
Amnesty International UK, the New Economics 
Foundation, Federation of Small Business, 
Royal National Institute for the Blind and Unite. 

Stakeholder Group                                                                                                                  Primary engagement mechanism Main issues raised during 2013

Customers
Customer surveys, including Net Promoter Score as well as syndicated surveys, 
focus groups, complaints data. 

Access to finance, customer service, selling and lending 
practices, fees and charges, debt management. 

Employees
Our Employee Opinion Survey, regular Pulse surveys, intranet comments boards, 
team meetings, town halls, all staff audios. 

Wellbeing and resilience, job security, leadership 
development, talent attraction and retention, disability, 
gender equality, ethnicity, sexual orientation. 

Suppliers Engagement with contract managers.
Timely payment, RBS strategy and impact on 
marketplace, supplier diversity, feedback on customer 
service. 

Government
Regular monthly interaction audios/meetings, industry forums, policy trend 
analysis. 

Interest rates, branch closures, mortgage arrears (ROI), 
regulation of bank fees, lending, support for SMEs, 
lending appeals process, financial education, financial 
capability, signposting to alternative access to finance. 

Regulatory Bodies Regular meetings. 
Culture change, lending, banking reform, responsible tax 
practices, remuneration.  

Civil Society Forums, meetings, stakeholder engagement sessions. 

Technological advancements, youth employability, 
access to finance, payday lending, self service in a digital 
world, complaint handling, environmental social and 
ethical risk management, financing fossil fuels, financial 
education, financial capability.

Social partners Regular meetings, annual conferences.
Remuneration, policy, health and safety, restructuring, 
wellbeing and diversity.

Investors Investor relations briefings, investor roadshows, stakeholder engagement sessions.
Culture change, remuneration, business model, company 
financial health, governance and accountability.  

Media Engagement through Media Relations team, media briefings, regular meetings. Transparency, pro-active communciations.

Our approach to sustainabilityAbout sustainability at RBS Fixing the past Building the future About RBS reporting

See page 10 for an example of topics discussed. 10
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Reach out

Of the reports we reviewed:

• Top reports are well-structured and readable, 
and key information is easy to find.

• The best reporting also uses multiple 
communication channels, e.g. videos, blogs, 
interactive graphics, to deliver content.

Tips to make your reporting more effective:

• Ensure that reports are logically structured 
and designed in a way that is easy to read.

• Make key information easy for readers to 
find, e.g. by using clear section headings  
and thematic colour coding.

• Consider using communications channels 
such as videos and interactive graphics to 
deliver information effectively.

Use multiple 
communication 
channels thoughtfully.  
Ensure that the 
medium, content  
and style are tailored 
to both the audience 
and messages  
being delivered.

Example

Unilever plc
Sustainable Living 2014
Explore our interactive performance summary

Example

The British Land Company plc
Responsibility Our Stories
Website: Our Stories

Use alternative ways of communication to reach  
out to stakeholders. 
(FTSE 250: 67%)

83%

Source: Unilever, http://www.unilever.com/sustainable-living-2014/ 
Source: British Land, http://views.britishland.com

Of the reports we reviewed:

Communication
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Big brother

Of the reports we reviewed:

• Top reports provide both a narrative 
description and a graphic explaining how  
the company’s sustainability governance 
system operates.

• They also identify the company board 
member with primary responsibility for 
sustainability issues.

Tips to make your reporting more effective:

• Provide a narrative description and a graphic 
that explain the company’s sustainability 
governance system and how it fits into the 
overall governance structure.

• Describe sustainability policies that have been 
implemented and explain how management 
ensure that the policies are working.

• Clearly identify by name and position the 
board member responsible for sustainability, 
e.g. the chair of the sustainability committee.

Explain how your 
sustainability 
governance system 
operates. Identify 
the board member 
responsible for 
sustainability 
issues, describe the 
policies that have 
been implemented 
and explain how 
management ensure 
that these policies 
are working.

Example

WPP plc
Sustainability Report 2013/2014 
Page 65: How we manage sustainability issues

Describe the 
company’s sustainability 
governance structure. 
(FTSE 250: 100%)

Identify the board 
member responsible 
for sustainability. 
(FTSE 250: 67%)

Example

Croda International plc
Sustainability Report 2013
Page 37: Delivering sustainability

Croda Sustainability Report 2013     37

Since 1925, a dedicated and diverse senior 
management team has been at the heart of 
Croda, driving business growth and informing our 
environmental and social agenda. They are now 
part of a 75-strong team that is directly involved 
in developing and implementing our 
sustainability programme across the Business.
Our two most senior decision making bodies, the Board of Directors and 
Group Executive Committee, govern and are ultimately responsible for  
our economic, environmental and social performance. As such, they play 
an active role in ensuring that sustainability is an integral element of our 
Business strategy.

However, responsibility for shaping and delivering our sustainability 
strategy does not just lie with our leaders; it stretches right across our 
Business. Sustainability truly is down to each and every Croda employee, 
which is reflected in our internal ‘Our Responsibility’ brand.

Our Vice President of Sustainability manages our Global Sustainability 
Team, reporting to our Group Chief Executive and leading our Global CSR 
Steering Committee, with an Executive Sponsor who acts as Chair. Experts 
from specific areas of the Business sit on the committee as Materiality 
Owners and four Regional Representatives are supported by Regional 
Steering Committees that play a 360˚ role, cascading details of our activities 
globally and reporting back on the delivery of our strategy.  

Each of our 48 reporting operations has a Sustainability Champion who 
communicates the different needs of their regions and reports progress 
against our performance targets. 

Our approach to sustainability is influenced by global drivers, which  
affect the way we do business both now and in the future. To ensure  
that these feed into our strategy and to keep sustainability at the forefront of 
our business thinking, the Group Executive Committee receives quarterly 
performance reports and is involved in an annual CSR Strategy Review 
Meeting. The Board of Directors also receives a quarterly summary report 
alongside those from other corporate functions including: SHEQ, HR, IT, 
Legal, and Finance and Treasury. 

The primary aim of the Global CSR Steering Committee, working with the 
Board of Directors and Group Executive Committee, is to establish clear 
objectives and performance targets aligned to global drivers through  
our Material Areas.

Delivering Sustainability

“Customers and consumers are 
putting an ever-greater value 
on sustainability, which means 
there is a strong commercial 
justification for increasing our 
sustainability credentials in 
every area of our Business,  
as we have been doing.”

GRI Profiles:  
4.1, 4.2, 4.4

OUR MATERIALITY OUR MANAGEMENT & GOVERNANCE
Delivering Sustainability
GRI Index 
Glossary & Contact Us
 

OUR SUSTAINABLE APPROACH

Asia Pacific 
Steering Committee

Latin America 
Steering Committee

Sustainability Champions

VP of Sustainability

Europe 
Steering Committee

North America 
Steering Committee
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Executive Sponsor

Global Sustainability Team Materiality Owners Regional Representatives

P05

P08£See AR&A

Martin Flower, Chairman

92% 75%

Source: WPP SR, http://www.wpp.com/wpp/cr/sustainability-report-archive/
Source: Croda SR 2013, http://www.croda.com/home.aspx?s=1&r=79&p=1810

Of the reports we reviewed:

Governance
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Prove it

Ensure the credibility 
of your reported 
content, for example, 
by reference to 
independent 
studies, external 
benchmarking, 
expert review 
panels or through 
conventional 
assurance. Where 
assurance is used 
the opinion should 
clearly state the 
scope of work.

Example

Rio Tinto plc
Annual Report 2013 
Page 25: Independent assurance report

Independent assurance report 

25 
riotinto.com/reportingcentre2013 
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What we found  
Based on the work described below, nothing has come to our attention that causes us to believe that the selected  
subject matter for the year ended 31 December 2013 has not been prepared, in all material respects, in accordance  
with the Reporting criteria. 

 
To the directors of Rio Tinto plc and Rio Tinto Limited (together Rio Tinto), 

What we did 
Rio Tinto engaged us to perform a limited assurance engagement on the 
selected subject matter within the Sustainable development sections of the  
Rio Tinto 2013 Annual report and the Rio Tinto 2013 Strategic report for the 
year ended 31 December 2013. 

Selected subject matter 
– Rio Tinto’s assertion that it has incorporated the requirements of the  

10 sustainable development principles of the International Council on  
Mining and Metals (ICMM) and the mandatory requirements set out in  
ICMM Position Statements into its own policies, strategies and standards 

– Rio Tinto’s assertions regarding the approach that it has adopted to identify 
and prioritise its material sustainable development risks and opportunities 

– Rio Tinto’s assertions regarding the existence and status of implementation 
of systems and approaches used to manage the following selected 
sustainable development risk areas: 

– Safety 

– Greenhouse gas emissions 

– Energy use 

– Water 

– The following Rio Tinto performance data related to the selected sustainable 
development risk areas: 

– All injury frequency rate 

– Number of fatalities due to safety incidents 

– Total greenhouse gas (GHG) emissions 

– Greenhouse gas emissions intensity 

– Total energy use 

– Freshwater withdrawn 

– Freshwater use per tonne of product (percentage change from 2008) 

Reporting criteria 
The subject matter above has been assessed against the definitions and 
approaches which will be presented at www.riotinto.com/sustainable 
development2013 as at 14 March 2014.  

Responsibilities 
PricewaterhouseCoopers 
Our responsibility is to express a conclusion based on the work we performed. 

Rio Tinto 
Rio Tinto management is responsible for the preparation and presentation  
of the selected subject matter in accordance with the Reporting criteria. 

What our work involved 
We conducted our work in accordance with the International Standard on 
Assurance Engagements 3000 (Revised) Assurance Engagements Other than 
Audits or Reviews of Historical Financial Information and (for selected subject 
matter relating to greenhouse gas emissions) the International Standard on 
Assurance Engagements 3410 Assurance Engagements on Greenhouse  
Gas Statements. These Standards require that we comply with independence 
and ethical requirements and plan the engagement so that it will be  
performed effectively. 

Main procedures performed 
– Making enquiries of relevant management of Rio Tinto 

– Evaluating the design and effectiveness of the key processes and controls  
for capturing, collating and reporting the performance data within the 
selected subject matter  

– Testing performance data, on a selective basis, substantively at both an 
operational and corporate level, which included testing at a selection of 
operations and projects from across Aluminium, Energy, Iron Ore, Copper, 
and Diamonds & Minerals  

– Undertaking analytical procedures over the performance data 

– Assessing the results of computer aided data analysis regarding the 
classification of injuries recorded at managed operations and projects 

– Reviewing a sample of relevant management information and 
documentation supporting assertions made in the selected subject matter 

We believe that the information we have obtained is sufficient and appropriate 
to provide a basis for our conclusion. 

 

 

 

Liza Maimone 
Partner  
5 March 2014 

 PricewaterhouseCoopers 
Melbourne 

Liability limited by a scheme approved under Professional Standards Legislation 

 Inherent limitations 
Inherent limitations exist in all assurance engagements 
due to the selective testing of the information being 
examined. Therefore fraud, error or non-compliance may 
occur and not be detected. Additionally, non-financial 
data may be subject to more inherent limitations than 
financial data, given both its nature and the methods 
used for determining, calculating and sampling or 
estimating such data. 

 Restriction on use 
This report has been prepared in accordance with our 
engagement terms to assist Rio Tinto in reporting its 
sustainable development performance. We do not accept 
or assume responsibility for the consequences of any 
reliance on this report for any other purpose or to any 
other person or organisation. Any reliance on this report 
by any third party is entirely at its own risk.  

We consent to the inclusion of this report in the Rio Tinto 
2013 Annual report and the Rio Tinto 2013 Strategic 
report to assist Rio Tinto’s members in assessing whether 

 the directors have discharged their responsibilities by 
commissioning an independent assurance report in 
connection with the selected subject matter. 

Limited assurance 
This engagement is aimed at obtaining limited assurance 
for our conclusions. As a limited assurance engagement 
is restricted primarily to enquiries and analytical 
procedures and the work is substantially less detailed 
than that undertaken for a reasonable assurance 
engagement, the level of assurance is lower than would 
be obtained in a reasonable assurance engagement. 

 

Sustainable development continued 

24 
riotinto.com/reportingcentre2013 

The way we work is also core to our Integrity and compliance programme, 
supported by our standards covering antitrust, anti-corruption, fraud,  
conflicts of interest, data privacy and third party due diligence. One of the key 
components of our programme focuses on acting with integrity. This translates 
into our compliance with the law and the Group’s own policies and standards. 
One of our main objectives is preventing misconduct before it occurs. Through 
our training and guidelines, our employees are made aware of their 
responsibility to act with integrity at all times.  

The programme reflects the size and geographical spread of the Group  
as well as the diverse activities of our businesses. It also implements a 
communications strategy to raise awareness of our values, principles and 
internal controls. 

We encourage employees to raise any concerns directly with management  
but, if they are uncomfortable in doing so, they can use Speak-OUT, the  
Group’s confidential and independently-operated whistleblowing programme.  
Speak-OUT offers an avenue where employees can choose to report 
anonymously, subject to local law, any significant concerns about the business, 
or behaviour of individuals. This could include suspicion of violations in financial 
reporting, safety or environmental procedures, or business integrity issues  
in general.  

During 2013, 618 Speak-OUT reports were lodged, which was approximately 
eight per cent less than 2012. Twenty one per cent of cases raised issues 
relating to business integrity, 62 per cent to personnel issues, ten per cent  
to safety and sustainability, and the remaining seven per cent of cases raised 
miscellaneous concerns. Fifty eight per cent of matters raised and closed 
through Speak-OUT resulted in action being taken in relation to the reported 
issue after it was examined or investigated. 

Rio Tinto is committed, in principle and practice, to maximum transparency 
consistent with good governance and commercial confidentiality. We issue 
information in a timely way on the Group’s operational, financial and 
sustainable development performance through a number of channels.  
We communicate views to governments and others on matters affecting  
our business interests. By furthering public dialogue, we contribute to  
the development of sound legislation and regulation that is relevant  
and appropriate to our business interests.  

Assurance 
Our Group Audit & Assurance function has accountability and responsibility  
for providing reasonable assurance to the Rio Tinto board that: 

– Rio Tinto’s policies, standards and controls are adequately designed and 
effective for their intended purpose; and that 

– these policies, standards and controls are consistently implemented  
by all Rio Tinto sites on a timely basis and as designed. 

In addition, we engaged an independent external assurance organisation,  
PricewaterhouseCoopers, to provide the board of directors of Rio Tinto plc and 
Rio Tinto Limited assurance on selected sustainable development subject 
matters, as explained on the next page. 

PricewaterhouseCoopers’ assurance statement satisfies the requirements  
of subject matters 1 to 4 of the ICMM assurance procedure whilst our online  
GRI report has been checked by GRI, satisfying subject matter 5 of the  
ICMM procedure. 

riotinto.com/reportingcentre2013
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Example

Lloyds Banking Group plc Responsible 
Business Report 2013
Page 81: Independent limited assurance report

02

Responsible business  
in context

12 

Introducing our new Helping 
Britain Prosper Plan

20 

Our performance as a  
responsible business in 2013

68 
How we do  
business responsibly

81

InDePenDent lIMIteD AssURAnCe RePoRt  
to tHe DIReCtoRs oF lloYDs BAnKInG GRoUP PlC

Selected Information Reporting Period

Community investment 01/01/2013 
– 31/12/2013

Average formal learning  
days per Fte

01/01/2013 
– 31/12/2013

total 
energy consumption

01/10/2012 
– 30/09/2013

Co2e emissions  
– scope 1, 2, 3 & total

01/10/2012 
– 30/09/2013

operational waste 01/10/2012 
– 30/09/2013

Percentage of 
operational waste 
diverted from landfill

01/10/2012 
– 30/09/2013

Water consumption 01/10/2012 
– 30/09/2013

We assessed the selected Information 
using lBG’s Reporting Criteria as set 
out on lBG’s website at 
http://www.lloydsbankinggroup-cr.com

Professional standards applied 
and level of assurance
We performed a limited assurance 
engagement in accordance with 
International standard on Assurance 
engagements 3000 – ‘Assurance 
engagements other than Audits and 
Reviews of Historical Financial Information’ 
and, in respect of the greenhouse gas 
emissions information, in accordance with 
the International standard on Assurance 
engagements 3410 ‘Assurance 
engagements on greenhouse gas 
statements’ (IsAe 3410), issued by the 
International Auditing and Assurance 
standards Board. A limited assurance 
engagement is substantially less in scope 
than a reasonable assurance engagement 
in relation to both the risk assessment 
procedures, including an understanding of 
internal control, and the procedures 
performed in response to the 
assessed risks.

the Directors of lloyds Banking 
Group plc (“lBG”) engaged us to 
provide limited assurance on the 
information described below and 
set out in lBG’s 2013 Responsible 
Business Report and Data sheet.

Selected Information
the scope of our work was limited to 
assurance over the information marked 
with the symbol  in lBG’s 2013 
Responsible Business Report and Data 
sheet (the “selected Information”).

the selected Information and the 
Reporting Criteria against which it was 
assessed are summarised in the table 
below. our assurance does not extend to 
information in respect of earlier periods or 
to any other information included in the 
2013 Responsible Business Report.

Our Independence and 
Quality Control
We applied the Institute of Chartered 
Accountants in england and Wales 
(ICAeW) Code of ethics, which includes 
independence and other requirements 
founded on fundamental principles of 
integrity, objectivity, professional 
competence and due care, confidentiality 
and professional behaviour. 

We apply International standard on Quality 
Control (UK&I) and accordingly maintain a 
comprehensive system of quality control 
including documented policies and 
procedures regarding compliance with 
ethical requirements, professional 
standards and applicable legal and 
regulatory requirements

our work was carried out by an 
independent and multi-disciplinary team 
with experience in sustainability reporting 
and assurance.

Understanding reporting and 
measurement methodologies
the selected Information needs to be 
read and understood together with the 
Reporting Criteria. the absence of a 
significant body of established practice 
on which to draw to evaluate and measure 
non-financial information allows for 
different, but acceptable, measurement 
techniques. the nature, methods and 
precision used to determine non-financial 
information can result in materially different 
measurements, affecting comparability 
between entities and over time. the 
Reporting Criteria used for the reporting 
of the selected Information are as at 
3 March 2014.

1

1  the maintenance and integrity of lBG’s website 
is the responsibility of the Directors; the work 
carried out by us does not involve consideration 
of these matters and, accordingly, we accept 
no responsibility for any changes that may have 
occurred to the reported selected Information 
or Reporting Criteria when presented on lBG’s 
website.

Of the reports we reviewed:

• The best reports ensure the credibility of 
reported content by reference to independent 
studies, external benchmarking, expert review 
panels or through conventional assurance.

• Where assurance has been provided, the best 
reports disclose the assurance opinion.

Tips to make your reporting more effective:

• Reference independent data, e.g. external 
benchmarking, to ensure the credibility  
of your reporting.

• Consider obtaining assurance over the 
sustainability data you report.

• If you obtain assurance, include the assurance 
opinion, which should clearly state the scope 
of the work, assurance standard and work 
completed, in the report.

Are externally assured. 
(FTSE 250: 44%)

Example

Next Group plc 
Corporate Responsibility Report 2013
Page 43: Independent assurance report

Corporate Responsibility Report to January 2013 42

CORPORAtE RESPONSIbIlIty 
REPORt  tO JANuARy 2013

INdEPENdENt 
ASSuRANCE REPORt

Independent Assurance Report to the Directors of 

Next plc
The Directors of Next plc (“Next”) engaged us to provide 
limited assurance on the information described below and 
set out in Next’s Corporate Responsibility Report 2013 for 
the year ended 31 January 2013.1

What we are assuring (“Selected Information”) 
The selected corporate responsibility (CR) data subject to 
assurance for the year ended 31 January 2013 is indicated 
by the following symbol       . This consists of: 

• Number of supplier audits carried out (set out on page 10);

• Tonnes of waste (set out on page 27);

• The following elements of the Next Global Direct Carbon 
Footprint (set out on page 25);

  0 Gas Heating

  0 Next-Owned Distribution Vehicles

  0 Next-Owned Cars

  0  Buildings (Diesel Oil and Refrigerant Gases)

  0 Electricity Consumption

  0 Waste

  0  Business Travel (Air Travel and Mileage)

  0 Third Party Distribution Vehicles

• RIDDOR and non-RIDDOR accident data (set out on 
page 17/18).

The scope of our work was restricted to the Selected 
Information for the year ended 31 January 2013 and does 
not extend to information in respect of earlier periods or to 
any other information in the Corporate Responsibility Report 
2013.

How the information is assessed (“Reporting Criteria”)
We assessed the Selected Information using Next’s 
“Reporting Principles, Criteria and Methodologies” document 
as set out on pages 34 to 41 of the Corporate Responsibility 
Report 2013.  

Professional standards applied2 and level of 
assurance3 
We have used ISAE 3000 (limited level of assurance) and 
we have complied with the ICAEW Code of Ethics.

Understanding reporting and measurement 
methodologies

There are no globally recognised and established practices 
for evaluating and measuring the Selected Information. The 
range of different, but acceptable, techniques can result 
in materially different reporting outcomes that may affect 
comparability with other organisations. The “Reporting 
Principles, Criteria and Methodologies” document used as 
the basis of Next’s reporting should therefore be read in 
conjunction with the Selected Information and associated 
statements reported within Next’s Corporate Responsibility 
Report 2013.

Work done

In considering the risk of material misstatement of the 
Selected Information we:

• made enquiries of Next’s management, including the CR 
team and those with responsibility for CR management 
and group CR reporting;

• evaluated the design of the key structures, systems, 
processes and controls for managing, recording and 
reporting the Selected Information. This included  visits 
to the warehousing central offices and the corporate 
Head Office where the data is managed and controlled, to 
understand the key processes and controls for reporting 
performance data to the group CR team;

• performed limited substantive testing on a selective basis 
of the Selected Information at corporate head office 
to verify that data had been appropriately measured, 
recorded, collated and reported; 

• reperformed the calculation to convert underlying activity 
data into carbon dioxide equivalent emissions; and

• assessed the disclosure and presentation of the Selected 
Information.

We have not performed any assurance procedures over the 
gathering and processing of data by third party providers of 
distribution services.

PwC

ASSURED

92%

Source: http://www.riotinto.com/documents/RT_Annual_report_2013.pdf
Source: http://www.lloydsbankinggroup-cr.com//sites/default/files/downloadables/RB_Report.pdf 
Source: http://www.nextplc.co.uk/~/media/Files/N/Next-PLC/pdfs/corporate-responsibility-report/cr-2013-v2.pdf

Of the reports we reviewed:

Assurance
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Future proofing

Explain whether you 
have any significant 
use of natural 
capitals and the 
expectations of the 
future availability/
constraints of these 
capitals. If you 
consider that the use 
of these capitals may 
become restricted in 
the future explain 
your strategy to 
manage this.

Example

Carillion Sustainability Report 2013
Water

Example

Rio Tinto Sustainable Development 2013
Page 59–60: Water

Of the reports we reviewed:

• The top reports disclose whether the 
company has significant use of natural 
capitals and its expectations of the  
future constraints on these capitals.

• Where constraints are anticipated,  
the best reports describe a strategy  
for managing scarcity.

Tips to make your reporting more effective:

• Disclose significant use of natural capitals, 
e.g. water, land.

• Explain whether you expect that the 
availability of any of these natural capitals 
might be restricted in the future.

• If you anticipate possible resource 
constraints, describe your strategy  
for managing this risk.

Of the reports we reviewed:

Discuss future constraints on natural 
capital availability. 
(FTSE 250: 56%)

75%

 Source: http://sustainability2013.carillionplc.com/environment/water.html  
Source: http://www.riotinto.com/sustainabledevelopment2013/downloads.html

Future viability



Alan McGill

T: +44 (0)20 7212 4348
E: alan.d.mcgill@uk.pwc.com

PwC has long been at the forefront of thinking 
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