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Every year, we undertake a thorough analysis 
of the FTSE 100’s annual reports. The basis 
for this analysis is what we believe to be the 
four fundamentals of excellent reporting: 
communication, fairness and balance, 
transparency and forward-looking information. 
The reporters who do best against these 
fundamentals are our ‘Top Dogs’.

In this summary, we’ll share:

What were the biggest shifts this year?
See page 4

Choosing the best of the best
See page 6

Digging deeper: stats and facts
See page 24

We hope you find our insights useful (they’re  
based on the FTSE 100’s annual reports for year 
ends up to and including 31 March 2023). And if 
you’d like to know how we could help your report 
become one of the ‘Top Dogs’, do reach out to us  
at hello@friendstudio.com
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What were the 
biggest shifts  
this year?
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The impact of growing 
sustainability/ESG 
requirements 
Ever-increasing sustainability 
disclosure requirements have had  
a significant impact on report length. 
Reports are now typically longer 
overall, with most of the increase 
arising from more comprehensive 
sustainability sections which now 
often involve extensive TCFD (Task 
Force on Climate-related Financial 
Disclosure) reporting. The upcoming 
move to ISSB Standards could 
facilitate some streamlining of 
content, although we expect reports 
to continue growing in length.

Growth in the volume of sustainability content 
continues to constitute the most marked shift 
in the reporting landscape. In a positive sign 
that reporters are reporting in the spirit of new 
regulations, sustainability discussion is increasingly 
integrated within both the strategic report and 
governance sections.

What were the biggest shifts this year?
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Continued integration of 
sustainability/ESG
The speed of sustainability 
integration within the main report 
narrative has shown no signs of 
slowing down this year, with nearly all 
of the FTSE 100 linking sustainability 
metrics to Executive remuneration, 
and most reporters integrating 
sustainability into their core business 
strategy. We expect to see this  
trend continue in coming years.

A focus on climate  
transition plans 
Climate transition planning is gaining 
prominence in reports with around 
70% of the FTSE 100 explaining  
how they plan to achieve net zero 
greenhouse gas emissions. Publishing 
transition plans on a ‘comply or 
explain’ basis is already required for 
some listed companies to achieve 
TCFD alignment; however, almost all 
UK-based companies will soon be 
required to produce a robust and 
meaningful transition plan and to 
then describe the progress made 
each year in their annual reports. 

Greater focus on key reporting 
content may be needed
Typically, the energy given over to 
more comprehensive sustainability 
reporting has led to a significant 
reduction in the average reporting 
team’s willingness and ability to 
overhaul other areas of the annual 
report. Notably, business model 
descriptions and strategy reporting 
have moved forward very little in 
recent years. 
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Choosing the 
best of the best
As always, we read through the entire FTSE 100 
with the aim of choosing three winners in each of 
our four categories.

Communication
See page 8

Fairness and balance
See page 12

Transparency 
See page 16 

Forward-looking information
See page 20

Our ‘Top Dogs’ 2023, in alphabetical order:
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Communication
Even the richest content and data won’t save a report if  
the quality of communication is poor. Good communication 
will bring a report to life. 

We looked foremost for powerful storytelling and strong 
high-level messaging – are the highs and lows conveyed in  
a compelling way? Is there a clear hierarchy of content  
and a logical way to find information quickly? 

Cramped, text-heavy and unimaginative layouts do not  
win points, we were looking for visuals that sing, and words 
that tell a unique and authentic story. 

Choosing the best of the best
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Airtel Africa
An upfront visual section sets out 
Airtel Africa’s social impact story 
clearly and memorably. We also felt 
the CEO’s Q&A was particularly 
interesting, offering a real sense  
of the CEO’s personality and his 
commitment to the communities  
that Airtel serves. It’s worlds away 
from a typical CEO’s statement.

Q. How will you look back at this year?
A. The joy of running this business – and the thing that I see 
motivating our people – is that we are part of the solution to the 
challenges around us. 

There’s no doubt this has been a difficult year for many in our 
communities. While sub-Saharan Africa is very resilient, it is not 
immune to global economic shocks. Sharp commodity and fuel 
inflation really hurts in communities where many people spend 40% 
of their income on food. Climate change has a disproportionate 
impact on Africans. Currency disruptions create serious challenges 
for businesses and individuals. 

But as Airtel Africa people, we are part of our communities – we share 
their pain as well as their joy. And we can see the difference we’re 
making. Every day, we’re connecting customers to each other, to  
the digital future, and to economic opportunity. The more we serve, 
the more we succeed. By delivering our strategy and growing our 
business, we’re part of the process of sustainable development. 
That’s what we mean by transforming lives.

Q.  What were the highlights of your  
financial performance?

A. We’ve really demonstrated the resilience of our strategy and 
business model. The economic environment has generated 
considerable headwinds this year, but we have delivered significant 
growth in all our key metrics. Our revenues grew by 11.5% and 
operating profit by 14.5% in reported currency.

We have grown revenues in data by 23.8%, in voice services by 
11.8% and in mobile money by 29.6% in constant currency.  
We’ve continued to provide essential services in all our markets 
throughout the year, and to serve more customers than ever before, 
reaching 140 million in total. Underlying EBITDA grew by 17.3% in 
constant currency at a stable EBITDA margin of 49.0% despite all  
the turbulences. 

We know how important affordability is to customers in a cost-of-
living crisis – and our philosophy has always been to drive usage, 
rather than price. Not only are we reaching more customers, but  
our customers are getting more for their money.

This performance has made us one of the fastest-growing telecoms 
company in sub-Saharan Africa. And it has come alongside important 
investment in our future – and in the future of our communities.  
We invested $748m in expanding and strengthening our network,  
so we can reach and include more people. We invested in our fibre 
infrastructure and data centres, where we see opportunities to form 
mutually beneficial partnerships with other businesses. 

And as of 31 March 2023, we invested $500m in spectrum (which 
includes 5G), so we can meet the demand for data now, and be  
ready for an even more digital future. The macroeconomic outlook 
remains volatile, but we are well positioned to deliver against the 
growth opportunities these markets offer, with a continued focus  
on margin resilience.

Q.  How has your ‘Win with’ strategy  
created competitive advantage? 

A. Our ‘Win with’ strategy has six pillars – ‘technology’, ‘distribution’, 
‘data’, ‘mobile money’, ‘cost’ and ‘people’ – all underpinned by our 
sustainability strategy. 

It is the execution of the strategy that really counts – and I believe we 
can be proud of the execution of every pillar. I’ve already mentioned 
the expansion of our network, and how the talent and determination 
of our people has driven our success. The 46.3% increase in data 
usage demonstrates how that pillar is thriving – and the 36% increase 
in home broadband revenues shows what an opportunity there is in 
that segment. 

‘Win with cost’ has been important this year, as we’ve had great 
success maintaining margins despite unprecedented inflation – our 
underlying EBITDA margin was 49.0%. We’ve also localised much  
of our debt as mitigation against foreign exchange risk, maintaining 
Group debt at 1.4x of underlying EBITDA while investing significantly 
in the future.

But some of the strongest examples of us executing the strategy  
and winning in the market have been in ‘Win with distribution’ and 
‘Win with mobile money’. Our distribution network gets us closer to 
our customers so they can access our services – and this year we 
increased the number of our customer activating outlets by 21% 
bringing the total number of 304,000+ outlets across our 14 markets. 
Airtel Money, meanwhile, has gone from strength to strength, with 
20.4% more mobile money customers, and transaction value 
increasing by 41.3% in constant currency. 

Q.  Why is the mobile money opportunity  
so important?

A. Mobile money is a clear example of an opportunity to benefit 
communities while driving business growth. Sub-Saharan Africa 
remains underserved by banks and financial services, excluding 
millions of people from the financial system, and disproportionately 
excluding women.

Chief executive officer Olusegun Ogunsanya reflects 
on a year in which our robust business performance 
has helped drive our sustainability agenda – and on 
our opportunity to transform lives in Africa. 

CEO Q&A

Chief executive officer’s review
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 Watch the full 
 interview online

Olusegun Ogunsanya
Chief executive officer

It is a competitive sector, where we need to keep building our ecosystem 
to stay ahead of new fintech offers, engage with Central Banks to meet 
growing regulatory requirements, and make sure we have the right IT 
capabilities. But we’ve made significant strides through Airtel Money  
this year, launching mobile money services in Nigeria through our new 
Payment Services Bank (PSB) licence granted in April 2022, rolling out 
micro merchant propositions in Uganda, Tanzania and Zambia, and 
introducing loan products in Tanzania, Uganda, Kenya and Zambia.  
And as our mobile money business has grown, we’ve invested in  
growing Airtel Money’s organisational capabilities, skills and technology. 
This work is underpinned by our sustainability strategy, which sets 
targets for building our mobile money ecosystem and includes a  
specific target to reach 20 million women customers by 2025.

Q.  You published your first sustainability report  
in October 2022 – what were the highlights?

A. Airtel Africa has supported communities in areas including education, 
health and wellbeing, and disaster relief for decades – but we achieved a 
real step change in our approach to environment, social and governance 
(ESG) through our sustainability strategy, launched in 2021. This year  
we achieved another milestone with our Sustainability Report, which 
demonstrated progress against all our targets – but also highlighted how 
much there is still to do in order to achieve the sustainable development 
goals that we support. 

One of the biggest elements of our work this year has been developing 
our pathway to net zero as we strive to limit the impact of our operations 
on the environment. Our detailed analysis across 14 OpCos has 
highlighted significant decarbonisation strategies we can implement to 
reduce our carbon emissions. We have set a target to reduce our scope 
1 and 2 emissions intensity by more than 60% within ten years of our 
baseline and achieve net zero by 2050.

Our investment in network expansion, particularly in rural and semi-rural 
areas, is giving millions of people access to reliable and high-quality 
digital and financial services, often for the first time. We’re making 
progress on building a diverse and inclusive workforce, where all our 
people can develop their careers and reach their full potential. And we 
continued to work on our landmark partnership with UNICEF, providing 
educational resources, free of charge, to more than 250,000 children this 
year on our way to reaching one million children by 2027. 

Our partnership with UNICEF, for me, stands as a beacon for what our 
business is all about. Education is a vital engine for social mobility, social 
equality, and the elimination of poverty – alongside the services we 
provide, it will unlock opportunity in Africa, and transform lives.

Olusegun Ogunsanya
Chief executive officer

10 May 2023

Our strategy for growth 
in action

46.3%

41.3%
increase in data usage 

increase in transaction value for 
Airtel Money in constant currency 

The more we serve, the more we succeed. 
By delivering our strategy and growing  
our business, we’re part of the process  
of sustainable development. That’s what 
we mean by transforming lives.
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Transforming lives

Reaching more 
people, with more 
services, in more 
places than ever. 

We’re 
transforming 
lives in  
Africa

79.45%

42.9%

Population coverage at the 
Group level – bringing mobile 
banking, data and telecoms 
to communities across sub-
Saharan Africa and helping 
to unlock the potential of 
people and societies 

of our sites are in rural areas 
as we provide a vital first 
step towards digital inclusion

For more information about financial inclusion, see page 49
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Our strategy
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Our  
‘Win with’ 
strategy

Our ‘Win with’ strategy is 
designed to deliver long-term 
value for all our stakeholders,  
and is underpinned by the 
detailed framework of 
environmental, social and 
governance (ESG) objectives  
in our sustainability strategy.

STRATEGIC REPORT
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Accelerated by our commitment to digitalisation

Underpinned by our sustainability strategy

We’re transforming lives across sub-Saharan Africa through 
products, services and programmes that foster financial 
inclusion, drive digitalisation and empower our 140 million 
customers and their communities. We have a clear business 
objective: to grow market share profitably and create superior 
enterprise value while delivering our sustainability strategy,  
so we can continue to serve our vision of enriching the lives  
of our customers. 

Our ‘Win with’ strategy has six strategic pillars through which  
we aim to deliver sustainable, profitable growth. Underpinning 
all these pillars are two constant themes: digitalisation, and  
our commitment to contributing to sustainable development 
through our sustainability strategy.

We aim to act as a responsible business at all times – and  
to deliver on our promises. That means doing business 
transparently and with a sound governance structure. It also 
means being a good partner and an active contributor to 
society, by creating jobs, paying taxes and respecting  
the environment. 

We work with the governments and institutions of the countries 
in which we operate to develop and deliver our strategy – which 
helps them realise their goals for sustainable development while 
ensuring our strict and continued compliance with local laws 
and regulations. 

 
Win with  

data

 
Win with  
people

 
Win with  

cost

 
Win with 

distribution

Transforming 
lives

 
Win with 

technology

 
Win with  
mobile 
money
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We invested $748m in expanding and strengthening our network,  
so we can reach and include more people. We invested in our fibre 
infrastructure and data centres, where we see opportunities to form 
mutually beneficial partnerships with other businesses. 

And as of 31 March 2023, we invested $500m in spectrum (which 
includes 5G), so we can meet the demand for data now, and be  
ready for an even more digital future. The macroeconomic outlook 
remains volatile, but we are well positioned to deliver against the 
growth opportunities these markets offer, with a continued focus  
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‘data’, ‘mobile money’, ‘cost’ and ‘people’ – all underpinned by our 
sustainability strategy. 

It is the execution of the strategy that really counts – and I believe we 
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the expansion of our network, and how the talent and determination 
of our people has driven our success. The 46.3% increase in data 
usage demonstrates how that pillar is thriving – and the 36% increase 
in home broadband revenues shows what an opportunity there is in 
that segment. 

‘Win with cost’ has been important this year, as we’ve had great 
success maintaining margins despite unprecedented inflation – our 
underlying EBITDA margin was 49.0%. We’ve also localised much  
of our debt as mitigation against foreign exchange risk, maintaining 
Group debt at 1.4x of underlying EBITDA while investing significantly 
in the future.
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‘Win with mobile money’. Our distribution network gets us closer to 
our customers so they can access our services – and this year we 
increased the number of our customer activating outlets by 21% 
bringing the total number of 304,000+ outlets across our 14 markets. 
Airtel Money, meanwhile, has gone from strength to strength, with 
20.4% more mobile money customers, and transaction value 
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Q.  Why is the mobile money opportunity  
so important?

A. Mobile money is a clear example of an opportunity to benefit 
communities while driving business growth. Sub-Saharan Africa 
remains underserved by banks and financial services, excluding 
millions of people from the financial system, and disproportionately 
excluding women.

Chief executive officer Olusegun Ogunsanya reflects 
on a year in which our robust business performance 
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PART TWO 
BIG PICTURE 

THE	LONG	VIEW	
A very respectable twenty years 
NEXT plc’s core measure of success is the sustainable growth in Earnings Per Share.  In the last 
twenty years, the Company has delivered a compound annual growth rate (CAGR) of 14.1% in pre-
tax EPS (assuming the reinvestment of dividends5), a very respectable return by the standards of 
most public companies. 

Twenty Year Pre-Tax EPS History with Dividends Reinvested  

The last eight years have been an uphill battle… 
But in business you are only as good as your next set of results. Looking at our EPS guidance for the 
year ahead, in the context of the last eight years, is sobering.  If our guidance is correct, EPS will have 
delivered a CAGR of 5.4%; more than enough to keep pace with inflation (CPI), which was 3.5% over 
the period, and good in the circumstances, but unexciting in absolute terms.  And ultimately, 
investors are most interested in absolute returns. 

The BIG question: maturity or growth? 
The big question is whether the Company’s modest growth over the last eight years is indicative of 
its prospects going forward; or can it return to higher levels of growth more in keeping with its 
longer term performance?  As it stands today the Group has far more ideas and opportunities for 
long term growth than it has had for some time.  And while the year ahead looks very challenging, 
we are not facing the kind of long term structural obstacles that we have overcome in the past eight 
years. 

5 Assumes that all ordinary and special dividends were used to purchase NEXT shares, on the date that the dividends 
were paid. 
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Eight years weathering storms 
Over the last eight years, the Company has endured three considerable shocks: the structural shift in 
shopping habits from Retail to Online; the pandemic; and now the cost of living squeeze.   

Of these three challenges, the least dramatic has had the most profound effect: the structural 
change in our industry resulted in a precipitous decline in Retail turnover, offset by rapid growth 
Online.  The central difficulty was that Retail costs, such as rent and rates, in the short term 
remained fixed.  Retail rents and other costs are beginning to adjust to the new reality (see page 32), 
but the transition has been uncomfortable.   

Conversely, the costs associated with Online growth, such as delivery and warehousing, have risen in 
line with sales and have required significant capital investment.  The effect has been that we have 
had to undertake the painful process of cutting costs in our Retail operations, whilst racing to keep 
up with growth Online. 

A great accomplishment, but… 
NEXT’s steady growth in these circumstances represents a considerable accomplishment.  But, in a 
year when profits look set to decline, it would be right for us to question the Group's prospects for 
longer term growth.  The following paragraphs explain our thinking about the direction of the Group 
over the next few years and then sets out our immediate priorities for the year ahead. 
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Next
Next’s report is unique in the index.  
The writing style is open, honest and 
highly readable. It’s refreshing to see  
a company taking a completely different 
approach to reporting, and we applaud 
Next’s willingness to say meaningful 
things in an accessible way. 
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Choosing the best of the best
Communication



11

Rentokil Initial
An eight-page upfront section explains 
how a recent large acquisition will 
create a bigger, better business that 
benefits colleagues, customers and 
shareholders alike. It’s a powerful  
piece of communication, direct and 
immediate. This is followed by a Q&A 
with the CEO which is delivered in  
a conversational tone.

A bigger,

bett
er 

busin
es

s.
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+11,000
colleagues joined us from Terminix 

A significant 
cultural synergy
We are committed to building a shared 
culture we can all be proud of, bringing 
together the significant cultural 
synergies which already exist between 
the Rentokil Initial and Terminix 
organisations, and which make for  
a strong cultural fit to support an 
integration of this scale. This cultural 
alignment is across our shared values 
of how we treat our people, and our 
commitment to customer services 
and sustainability, and which we have 
reflected in our new shared mission, 
vision and values for the Group. 

Find out more on pages 17, 34 and 35

One team. One vision.
We are committed to creating a  
high-quality working environment  
with attractive opportunities for our 
colleagues to develop rewarding,  
long-term careers in Rentokil Terminix 
North America. On day one of the 
transaction we took the opportunity  
to restate our commitments to engage, 
train and retain our colleagues, and to 
build a shared culture that we can all  
be proud of. Our focus on being a  
world-class Employer of Choice supports 
this long-term commitment to investing 
in our colleagues; promoting a diverse 
and inclusive workforce, helping them 
develop lasting careers with the 
company; and ensuring everyone 
goes home safe at the end of their 
working day.

Find out more on page 20
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Q&A
All the questions in this section 
have been posed by investors 
over the past year.

with Andy Ransom, 
Chief Executive

How resilient is the business to 
current economic conditions?
A 
Our core businesses are inherently resilient, 
especially Pest Control. Commercial customers 
rely on pest control to protect their customers 
and these services are also often required by 
law. Residential customers have a low tolerance 
to pests in their homes and want problems 
resolved quickly and professionally. As a result, 
there is a relatively low sensitivity to prevailing 
economic conditions. Hygiene & Wellbeing also 
has defensive characteristics. If customer 
premises are open, washroom services are 
typically required to be open. In addition, we’re 
a truly global business, operating in 91 countries 
and therefore benefiting from diversified market 
exposure. We’ve also been successful 
in containing and passing through input cost 
inflation, for example from fuel or third-party 
suppliers. There is wage cost inflation too and 
we remain committed to paying our employees 
fairly. We are confident in our ability to pass 
through prices and we think it’s reasonable and 
appropriate to do so for the many customers 
who value our services. We’re not attempting 
to gain an advantage, but instead cover the 
increased costs we’re taking. If inflation trends 
down, that will be an opportunity for price 
increases to moderate.

B Find out more on pages 30 to 33 
and 38 to 41

Since the Terminix deal closed in 
October, has there been any change 
in your view of the business or the 
combination with Rentokil Initial? 
A 
Our view of the Terminix business hasn’t 
changed since acquisition, rather the sizeable 
opportunity that we originally envisaged has 
been confirmed. In fact, I’m delighted we’ve 
been able to increase our expectations around 
the benefits, with annual pre-tax net P&L cost 
synergies by the end of 2025 up from at least 
$150m to at least $200m plus a total of $50m 
non-cash benefits by the end of 2023 from the 
application of IFRS accounting adjustments. In 
the first instance, we were fortunate to be able to 
do extensive due diligence that furnished us with 
a very deep understanding of how the 
operations looked. Everything that we’d 
assumed about the business, both operationally 
and financially, has remained intact. It’s a 
high-quality business full of passionate and 
engaged employees, who have helped build a 
leadership position in residential and termite 
pest control. Our exhaustive integration 
planning, which began soon after signing, 
confirmed the strong potential of the 
combination, which is both synergistic and 
complementary. There is a big opportunity to 
reduce the cost base of the enlarged group by 
driving efficiencies and improving productivity. 
We’ll enjoy the benefits of scale and higher 
density in our operations that enable margin 

I’m delighted to say that 
there is a fabulous cultural  
fit between Terminix and 
Rentokil Initial. The companies 
have a very similar playbook 
that is focused on people, 
customer service, sustainability 
and shareholder value.

Q&A with Andy Ransom, Chief Executive
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There is also a strong cultural fit 
between Terminix and Rentokil Initial 
– the businesses have a very similar 
playbook that is appropriately focused 
on people, customer service, 
sustainability and shareholder value – 
enabling effective collaboration and 
knowledge sharing. In addition to the 
significant benefits for our customers 
and colleagues, our confidence is 
reinforced that the transaction will 
create significant value for shareholders. 
We have therefore increased our 
estimate of pre-tax net P&L cost 
synergies from at least $150m to at 
least $200m by the end of 2025, plus 
a total of $50m non-cash benefits by 
the end of 2023 from the application 
of IFRS accounting adjustments. 

Find out more on page 35

Creating significant 
synergies to drive 
organic growth 
We have developed a deep 
understanding of the Terminix 
operations and those early assumptions 
about the health of the business have 
remained intact. It is a high-quality 
business with engaged employees, who 
have helped build a leadership position 
in North America residential and termite 
pest control. Our integration planning 
has confirmed the strong potential of the 
combination, which is both synergistic 
and complementary. The combined 
Group enjoys the benefits of scale as 
well as higher density in our operations 
that will enable margin acceleration. 
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Committed to 
customer service
The new shared values of Rentokil Initial 
and Terminix are centred around people 
and a commitment to serving our 
customers, providing the highest 
levels of customer satisfaction and to 
developing new, innovative ways to 
better serve our enhanced customer 
base. Our highly trained experts will 
continue to provide customers with 
best-in-class levels of service. We will 
seek opportunities to provide additional 
services to meet the needs of our 
enlarged customer base, as well as 
explore the potential for cross-selling 
Hygiene & Wellbeing products and 
services to Terminix’s customers. 
Across all areas of our customer 
operations we will utilise shared best 
practices and best of breed ways of 
working to benefit our customers and 
to provide them with the services they 
need and value.

Find out more on pages 19, 23 and 24

Utilising our strength in 
innovation and digital
Innovation is an integral part of Rentokil 
Initial’s business, with a focus on 
developing sustainable solutions and 
digitalisation of products and services. 
Terminix’s experts and customers will 
benefit from access to Rentokil Initial’s 
proprietary products, such as Lumnia 
and Flexi Armour, their pipeline of 
innovations, including the use of rich 
media and artificial intelligence (AI) 
and best-in-class digital tools and 
services such as PestConnect and 
Command Centre. To further support 
the opportunities these innovative tools 
will bring to the enlarged Group, a new 
science and innovation centre will be 
opened in the US in 2023, focused 
on termite and residential pest control.

Find out more on pages 29, 37 and 52

State of Service 

95.9%
We are committed to delivering 
outstanding customer service, 
measured by the total number 
of service visits as a percentage 
of total number of visits due.

08 Rentokil Initial plc 
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c.2.9m
Terminix customers

c.4.9m
Total customers worldwide

Increasing our customer base

The acquisition of Terminix, a leading US pest control 
operator, is transformational for Rentokil Initial and is 
expected to be a highly value-creating combination. 
We have created the largest pest control company 
in the world and the leading player in North America 
and have cemented our position as the global leader 
in pest control and hygiene and wellbeing services. 
The creation of a bigger and better business will 
bring benefits and opportunities for our c.58,600 
colleagues, our c.4.9 million customers and our 
shareholders as we integrate the businesses over 
the next three years. 
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Combined colleagues

c.58,600
Fostering a best of  
breed mix on leadership
An important part of this cultural 
alignment will be achieved through the 
best of breed mix we have adopted for 
the joint leadership team and throughout 
the organisation. Our strong leadership 
and high-performance culture has been 
a core part of Rentokil Initial’s success, 
and we are committed to extending this 
across the enlarged organisation, and 
building a joint team that is based on 
the best of talents and sharing best 
practices from both organisations 
across the wider Group.

Find out more on page 34
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improvement. As a combined business, we 
are the market leader in North America in 
commercial, residential and termite pest control 
with expertise in the range of services our 
customers need and value. That leadership 
position, further supported by our continued 
investment in innovation and technology, will 
provide us with the opportunity to grow at 1.5x 
above market rates in the medium term. 

B Find out more on pages 34 and 35

Can you talk about some of the most 
significant parts of the integration 
process?
A 
There is a lot of work ahead of us, from unifying 
employee terms and conditions across the 
United States through to harmonising IT 
systems and converging the go-to-market 
strategy. Branch and route consolidation, as an 
example, is a critically important area. It 
represents a large slice of the total synergy 
opportunity, since value is generated from 
servicing more customers from a single branch 
location. Terminix has operated from around 
375 locations across North America, while 
Rentokil Initial has provided services out of 
c.250 locations. We have the opportunity to 
reduce the total branch count to a smaller 
number with more densely routed operations. 
That consolidation involves not only the 
physical locations, but also the IT systems and 
other office infrastructure, the brands, the 
service offering, and technicians and sales 
teams. We’ve been prolific in terms of the 
acquisitions made and we’ve been doing more 
than 10 a year in the United States for several 
years. The difference here is scale, but the 
principle is the same – increasing route density 
to drive margin improvement. Another 
important part of the integration will be brand 
convergence. We’re a services business and 
brand identity matters. We’re very fortunate to 
have two power brands. Terminix is the leading 
residential and termite brand in North America 
with tremendous consumer recognition. 
Rentokil is a global brand leader in commercial 
pest control. Between the two companies in 
North America we also have quite a large 
number of regional and local brands. It’s within 
our plan over the next two to three years to 
converge the vast majority of the smaller 
brands. Residential, termite and SME 
commercial services will take the Terminix 
brand, while larger commercial and national 
account customers will be branded Rentokil 
Initial. Outside of North America, we’ll retain 
Rentokil as the main brand for pest control.

B Find out more on pages 34 and 35

How are you mitigating the risks 
to integration of the businesses? 
A 
Inevitably, there is risk in bringing together two 
large businesses. In my view, one of the main 

challenges can be cultural alignment. 
I’m delighted to say that there is a fabulous 
cultural fit between Terminix and Rentokil Initial. 
The companies have a very similar playbook 
that is focused on people, customer service, 
sustainability and shareholder value. Likewise, 
we’ve made excellent progress in building a joint 
team that is based on the best of talents and with 
a shared mission, vision and values. The second 
major risk area is around execution. We’ve 
given ourselves three years to integrate the 
businesses, since we have a lot to achieve. Each 
layer involves meticulous planning and careful 
execution. Rentokil Initial has a well-earned 
reputation for service quality and we’ll remain 
very focused on continuing to meet the high 
expectations of customers, both within North 
America and across our global operations. Given 
our integration preparation and the strength of 
the team, I’m confident we can manage the risks 
and that the combined group will be even fitter 
and stronger. 

B Find out more on pages 34 and 35

How should we think about your 
bolt-on M&A appetite in the next 
few years?
A 
Over the past 10 years, Rentokil Initial has 
been very effective at driving both organic 
and acquisitive growth. We’ve had a successful 
M&A programme characterised by disciplined 
investment and effective integration. We look 
to buy businesses either in existing operational 
locations that enable us to increase margin 
through better density, or we invest in new 
markets and mega cities. Due to the Terminix 
transaction, we will be incredibly busy in North 
America over the next few years as we integrate 
the businesses. As a result, over that period we’ll 
probably slightly reduce our M&A ambition in 
that market. That doesn’t mean we won’t do any 
deals over the next year or two. I’m certain that 
we’ll continue to selectively acquire very high 
quality assets in North America. It’s likely, 
however, that we will push harder on acquisition 
opportunities in other geographies and in 
Hygiene & Wellbeing. So, I don’t anticipate any 
reduction in overall ambition, rather a slight 
change of emphasis.

B Find out more on pages 33 and 41

What are the advantages you’ve 
enjoyed around innovation and digital 
and how are they likely to evolve? 
A 
Over the past few years there is little doubt that 
Rentokil Initial has been the innovator in the 
industry, with a steady release of new products 
and services. These include first-of-its-kind 
products like the energy-efficient Lumnia insect 
light trap and our pioneering Connect suite of 
solutions. The successful development and 
deployment of our innovations and digital 
applications strongly differentiate us in the 

market. It gives us solutions to offer our 
customers and is the lifeblood of future growth 
for the business. An exciting prospect that will 
support future opportunities is the opening of 
an innovation centre in the US. This will be a 
new facility for the business to support and 
advance our residential and termite pest control 
operations. Increasingly, our innovations have 
a clear and demonstrable benefit for the planet, 
not just our business. They are developed with 
sustainability firmly in mind and we seek to 
ensure that their environmental impact is 
beneficial in relation to existing products and 
services in the marketplace. Our ambition to find 
more sustainable alternatives forms part of our 
pathway to net zero carbon emissions by 2040. 
This also includes the transition to an ultra-low 
emission fleet and the reduction in our energy 
emissions through the transition to renewable 
electricity in all of our facilities. We’ve set 
ourselves an ambitious target but, as an 
organisation, we’re absolutely committed to 
its achievement. 

B Find out more on pages 29, 32, 38, 41, 
43, 52 and 53

We know that your Employer of Choice 
agenda is important to you. What 
progress have you made this year? 
A 
Being an Employer of Choice is the single most 
important strategic priority for Rentokil Initial. 
As Chief Executive, I spend more time on making 
us a better employer than any other subject. If 
our c.58,600 colleagues are engaged, enabled, 
well trained and safe, only good things can 
happen. By investing in our people, we know 
we’ll deliver a superior service and strengthen 
customer retention. Our people are our biggest 
source of competitive advantage. We only have 
to look at the past year to see how incredibly 
hardworking and loyal our colleagues are. They 
delivered yet another fantastic performance and 
I take the opportunity to again say a big thank 
you to them. In the past year, continued progress 
has been made on attracting, developing and 
retaining the best people around the world from 
the widest possible pool of talent. We made 
extensive investment, for instance, in technical 
training to enable career promotion from within. 
We’ve also rolled out more than one million 
digital development courses in the year to the 
wider team. Our commitment to diversity and 
inclusion has been renewed, ensuring we 
develop abilities from all backgrounds. As we 
think about our future as an enlarged business, 
I believe that there is a great opportunity to 
leverage the Employer of Choice agenda even 
more powerfully as Terminix and Rentokil Initial 
are brought together. 

B Find out more on pages 14, 17, 20 and 51

Andy Ransom 
Chief Executive
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$200m
of annual pre-tax net 
P&L cost synergies 
by end of 2025

At least

5.0%+

Medium-term Organic 
growth target

7
Seven key workstreams 
are at the heart of the 
integration plan and are 
critical to optimising the 
opportunities of the 
combination. 

c.400
Branch integration will reduce 
branches from over 600 to

Building greater 
route density 
Rentokil Initial has a fundamental 
understanding of route density,  
which has helped us consolidate our 
leadership position in our existing global 
markets and improve margins. In North 
America, branch integration is at the 
heart of the Rentokil and Terminix 
integration plan, aiming to create 
the optimum network for customer 
proximity and route density over the 
next three years. We will focus on 
increasing the density of our combined 
branches – which will reduce from over 
600 to c.400 – and routes as we fully 
integrate with Terminix’s complementary 
geographic footprints, allowing 
accelerated route-density to be 
achieved, and presenting further 
opportunities to enhance operational 
efficiency and margin acceleration.

Find out more on pages 34 and 35
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Committed to 
sustainable solutions
Rentokil Initial and Terminix are 
together on a journey towards a more 
environmentally friendly future and 
have committed to becoming a net zero 
carbon emissions company by 2040. 
We have joined forces to share 
collective expertise, focusing on areas 
that include the introduction of non-toxic 
products, the use of digital services 
requiring fewer chemicals used in 
fumigations, greater route density 
leading to more eco-efficient driving, 
deployment of an ultra-low emissions 
fleet, and a significant reduction in 
waste and packaging. 

Find out more on pages 52 to 60

-70%
We have committed to a 70% 
reduction in emissions from 
fumigations by 2030

Serving a broader 
customer footprint
The combination brings together 
Rentokil’s global strength in the 
commercial sector with Terminix’s 
expertise in residential and termite 
pest control, servicing a much larger 
combined customer base across 
the region. This increased scale, brand 
strength and leadership will provide an 
enlarged platform to serve our existing 
customers, and improve and broaden 
our service and product reach across 
our customer segments.

Find out more on page 34
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Fairness and balance 
It can be all too tempting to bury poor performance  
away and focus unduly on the positive. Fair, balanced  
and understandable content is the cornerstone of  
good reporting. 

In judging this category we looked for reports which  
didn’t shy away from bad news and shed light on the 
reasons for disappointing performance. 

We upheld examples that were upfront about future 
challenges and commended those avoiding partiality  
and hyperbole. 

Choosing the best of the best
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Admiral
Admiral does not try to downplay poor 
performance in one of its divisions,  
but rather makes it part of the overall 
narrative of the report, with several 
mentions throughout – including in  
the management Q&A upfront.

Q: Geraint, what is your current dividend 
policy, and do you foresee any changes 
in the policy or pay-out ratio? 

A: There’s been no change in our approach to setting 
dividends. Our formal dividend policy is to pay 65% 
of post-tax profit as a normal dividend and then pay 
a special dividend on top, comprising capital we don’t 
need to retain for solvency requirements and buffers.

Our average pay-out ratio over the past few years 
is around 90% and changes in dividend period on 
period tend to be broadly in line with changes in post-
tax profit. As we see things today, we don’t expect 
changes in the level of pay-out moving forward. 
The solvency ratio is the main constraint and we’re 
comfortable with the post-dividend ratio of 180%.

Q: Milena, are you comfortable with the 
way that hybrid ways of working are 
embedded across the business – and within 
this new environment how do you maintain 
Admiral’s culture?

A: Hybrid working has changed the way we work, 
but it doesn’t change the foundations of our culture. 
Admiral continues to be all about ‘the team, the team, 
the team’. We continue to encourage people to work 
together and challenge them – whether in an office 
or online – to drive better outcomes for the business. 
It has also been rewarding to see that our engagement 
scores have remained at or above pre-pandemic 
levels and our Great Place to Work rankings continue 
to be industry leading. We were ranked in the Top 
20 best places to work in Europe and 4th in the UK. 
These awards are a testament to a strong culture 
that’s deeply embedded within the organisation. 

Q: Cristina, how has the household book 
performed and how have the difficult 
weather conditions that you mentioned 
above impacted the book?

A: Weather events are a feature of household 
insurance, with severe events generally occurring 
every few years. 2022 was one of those years. 
The winter in 2022 saw some weather leading to 
higher storm and freeze claims, together with a 
wonderfully warm summer which unfortunately 
also led to elevated subsidence costs. This severe 
weather, combined with inflationary pressures, 
negatively impacted the household result by £32m, 
leading to a loss of £6 million. 

Although a challenging year, the household book 
grew by almost 20% and we continue to enhance 
our pricing and data analytics and to drive claims 
efficiencies which showed through in further 
improvements in our attritional loss ratios. We also 
celebrated the business’ 10-year anniversary – 
Happy birthday to the Household Team! Whilst 
still a relatively young book we have a strong and 
experienced management team who’ve successfully 
grown our household proposition to deliver great 
service to 1.6m customers. I am excited to see what 
the next 10 years has in store for Household!

Read more on 
page 54

Q&A with Milena, Geraint, 
Cristina and Costantino
continued

Cristina 
Nestares
CEO, 
UK Insurance
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Q: Costantino, Elephant in the US experienced 
a challenging year, can you provide an update 
on the performance and outlook? 

A: 2022 was a difficult year for Elephant, with very 
strong claims inflation leading to a disappointing 
result for the business. The team continued to focus 
on strengthening fundamentals – we increased base 
rates by double digits, slowed growth, narrowed our 
footprint and strengthened risk selection and pricing. 
In addition, we strongly reduced our cost base 
through cutting acquisition and advertising costs, 
and continued to shift the business towards more 
efficient distribution channels. We’re continuing 
to look for ways to improve and we are considering 
options for the future of the business. 

Although a challenging year, I’d like to thank the 
strong and committed team at Elephant who have 
been working very hard to serve our customers within 
a challenging period. Elephant was recognised for 
this in 2022 by making the Forbes list of America’s 
Best Insurance Companies. This award is voted for 
by customers and only 35 carriers were selected out 
of a list of over 3,000. Amazing to see!

Q: Milena, 2022 has been a difficult year not 
just for businesses but for many communities 
around the world, can you share more about 
what Admiral’s done to help?

A: We have a long-standing approach at Admiral 
of making sure we have a positive impact on our 
communities. 2022 was no different. To support 
communities impacted by storms and floods we set 
up a new Global Emergency Fund. The fund is focused 
on making donations that target those in need quickly. 
In 2022, we supported the Welsh Refugee Council 
to help refugees secure employment in the country, 
we supported the British Red Cross relief efforts in 
Pakistan and donated to communities impacted by 
Hurricane Fiona in Canada.

Under our new Together for Better Community 
Strategy we’ve also begun working with 
organisations like Generation. These organisations 
strive to transform the education system into 
an employment system. We are looking to 
pilot programmes in India and Italy, supporting 
participants get sustainable jobs across the 
technology, services, and healthcare sectors.

Our selected partnerships will see us help more 
people to achieve their full potential and secure 
fulfilling and sustainable employment regardless 
of background or location, from helping women 
in tech, talented young people, adults with 
additional learning needs and those furthest 
away from the labour market.

Read more on 
page 46

Q: Geraint, given the difficult conditions 
in 2022 – how has the Group performed 
and what can we expect going forward? 

A: As Milena highlighted, 2022 was definitely 
a challenging year. However, all in all, the Group 
produced a pretty pleasing set of results. 
We unsurprisingly see a reasonable drop in Group 
profit when we compare against 2021 and 2020, 
though it’s important to remember that both those 
years benefited from exceptional circumstances 
given the impact of the pandemic on claims costs 
and profitability. In 2022, we experienced the unwind 
of the positive covid related impacts, higher claims 
inflation and bad weather.

We expect that 2022 was the worse point of the 
cycle and that 2023 should improve following actions, 
including significant price increases. Early signs 
in Europe are positive and we project improving 
loss ratios as well as continued growth. In the US, 
we’ve taken some pretty drastic actions to improve 
the bottom line, whilst businesses such as Admiral 
Money and Pioneer continue to grow and develop. 
Admiral Money in particular is showing pleasing 
progress, reporting its first (of many!) profit in 2022 
despite the difficult backdrop.

Costantino 
Moretti
CEO, 
International 
Insurance
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Q: Costantino, Elephant in the US experienced 
a challenging year, can you provide an update 
on the performance and outlook? 

A: 2022 was a difficult year for Elephant, with very 
strong claims inflation leading to a disappointing 
result for the business. The team continued to focus 
on strengthening fundamentals – we increased base 
rates by double digits, slowed growth, narrowed our 
footprint and strengthened risk selection and pricing. 
In addition, we strongly reduced our cost base 
through cutting acquisition and advertising costs, 
and continued to shift the business towards more 
efficient distribution channels. We’re continuing 
to look for ways to improve and we are considering 
options for the future of the business. 

Although a challenging year, I’d like to thank the 
strong and committed team at Elephant who have 
been working very hard to serve our customers within 
a challenging period. Elephant was recognised for 
this in 2022 by making the Forbes list of America’s 
Best Insurance Companies. This award is voted for 
by customers and only 35 carriers were selected out 
of a list of over 3,000. Amazing to see!

Q: Milena, 2022 has been a difficult year not 
just for businesses but for many communities 
around the world, can you share more about 
what Admiral’s done to help?

A: We have a long-standing approach at Admiral 
of making sure we have a positive impact on our 
communities. 2022 was no different. To support 
communities impacted by storms and floods we set 
up a new Global Emergency Fund. The fund is focused 
on making donations that target those in need quickly. 
In 2022, we supported the Welsh Refugee Council 
to help refugees secure employment in the country, 
we supported the British Red Cross relief efforts in 
Pakistan and donated to communities impacted by 
Hurricane Fiona in Canada.

Under our new Together for Better Community 
Strategy we’ve also begun working with 
organisations like Generation. These organisations 
strive to transform the education system into 
an employment system. We are looking to 
pilot programmes in India and Italy, supporting 
participants get sustainable jobs across the 
technology, services, and healthcare sectors.

Our selected partnerships will see us help more 
people to achieve their full potential and secure 
fulfilling and sustainable employment regardless 
of background or location, from helping women 
in tech, talented young people, adults with 
additional learning needs and those furthest 
away from the labour market.

Read more on 
page 46

Q: Geraint, given the difficult conditions 
in 2022 – how has the Group performed 
and what can we expect going forward? 

A: As Milena highlighted, 2022 was definitely 
a challenging year. However, all in all, the Group 
produced a pretty pleasing set of results. 
We unsurprisingly see a reasonable drop in Group 
profit when we compare against 2021 and 2020, 
though it’s important to remember that both those 
years benefited from exceptional circumstances 
given the impact of the pandemic on claims costs 
and profitability. In 2022, we experienced the unwind 
of the positive covid related impacts, higher claims 
inflation and bad weather.

We expect that 2022 was the worse point of the 
cycle and that 2023 should improve following actions, 
including significant price increases. Early signs 
in Europe are positive and we project improving 
loss ratios as well as continued growth. In the US, 
we’ve taken some pretty drastic actions to improve 
the bottom line, whilst businesses such as Admiral 
Money and Pioneer continue to grow and develop. 
Admiral Money in particular is showing pleasing 
progress, reporting its first (of many!) profit in 2022 
despite the difficult backdrop.

Costantino 
Moretti
CEO, 
International 
Insurance
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Fresnillo
Fresnillo tackles the labour market, 
inflation and supply chain challenges 
it faces in an open and balanced  
way throughout the report. The 
marketplace section is particularly 
noteworthy, not least because it 
highlights ‘threats’; it’s rare to see 
such clarity. Serious labour shortages 
and the associated difficulties are 
discussed in a fair and balanced way, 
as are specific threats to the gold and 
silver markets. 

Fresnillo plc Annual Report and Accounts 202222

We are impacted by global events and economic 
trends as well as by the business environment in 
Mexico and the dynamics of the precious metals 
markets. Key trends shaping our industry include:

Price volatility
Top-line performance is driven by precious  
metals prices, which reflect supply and demand 
dynamics that arise from the industry’s production 
capacity and market sentiment. Market sentiment 
has become significantly less predictable recently 
in response to geopolitical tensions, tightening 
central bank monetary policy and macroeconomic 
variables.

Energy transition
Metals are essential components in many clean 
energy technologies and the transition to a 
net-zero economy will be metal intensive. Demand 
for these materials is forecast to increase rapidly 
and the mining industry will need to increase 
production to maintain adequate supply. 

Cost inflation
The rise in consumer demand and supply chain 
constraints due to the pandemic, along with 
increasing energy and food costs following the 
invasion of Ukraine by Russia, have caused 
inflation to rise to levels not seen in decades in 
many countries. This in turn has driven up labour 
costs, energy prices and the cost of equipment  
for the mining industry. 

Labour shortages 
The mining sector has been facing a tight labour 
market, competing with other industries to attract 
and retain talent. This is particularly true for the 
skilled workforce and employees with technological 
backgrounds that are required to drive automation 
and evolution within the industry, given the 
nearshoring trends in Mexico. 

Government regulation 
Progress in tackling climate change has been 
hampered by the rise of other challenges such as 
the pandemic and economic concerns, forcing 
governments to implement policies, prioritise 
actions and fund plans to address these emerging 
issues. However, governments are expected to 
lead the transition towards a more sustainable 
future in the coming years by balancing economic, 
environmental and social interests, coordinating 
efforts across different sectors to tackle the 
climate change challenge and to fund or 
incentivise innovation.

Advancements in technology
Improving efficiency and reducing the reliance on 
human input are key areas of focus for the mining 
sector. Through technological advancements 
there are opportunities to optimise operations by 
automising processes, improving mine planning 
and updating industrial manufacturing.

Gold as a safe haven
Opportunities
 • Increased market volatility and uncertainty 

due to ongoing geopolitical tensions.
 • Central banks’ holdings and purchases.
 • Portfolio diversifier and risk hedge.
 • Increased demand from growing social 

economic development in emerging 
markets.

Threats
 • Competition from other assets that  

provide income (interest, dividends).
 • Emerging alternatives perceived as  

solid investments.
 • Storage and insurance costs. 

Gold

Our markets 

Trends and drivers, 
opportunities and threats

Industrial applications
Opportunities
 • Increased demand for consumer 

electronics globally.
 • Emerging applications in printed circuit 

boards in the automotive, aerospace  
and high-speed computing sectors.

 • Need for high-end wireless chips in the 
long term.

Threats
 • Worsening global economic conditions 

could affect disposable incomes, limiting 
demand for electronics.

 • Trade restrictions and supply chain issues 
may impact production of electronics.

Did you know?
Enabling new innovations
Gold is much more than the basis of 
beautiful jewellery or a safe haven for 
uncertain economic times – it offers  
a unique set of properties that make  
it the perfect choice for a wide range  
of innovative applications. In addition  
to its use in electronics, the malleability, 
reflectivity and versatility of gold mean that 
it is an important component in everything 
from radiant heat shields and spacesuits  
to the gold-glazed windows of landmark 
buildings such as the Royal Bank Plaza  
in Toronto.
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Silver as a safe haven 
Opportunities
 • Increased market volatility and uncertainty 

due to ongoing geopolitical tensions.
 • Portfolio diversifier and risk hedge.
 • Cheaper alternative to gold.

Threats
 • Competition from other assets that  

provide income (interest, dividends).
 • Emerging alternatives perceived as 

solid investments.
 • Storage and insurance costs. 

Silver

The geopolitical tensions between Russia and Ukraine, together with 
inflationary pressures, boosted the price of gold and silver at the beginning 
of the year. However, interest rate hikes as central banks tried to control 
inflation drove bond yields up and significantly strengthened the US dollar, 
thus impacting gold and silver prices.

In the last quarter of 2022, precious metals prices bounced back driven by 
a recalibration of market expectations of US monetary tightening policy as 
economic indicators signalled that inflation was easing and the US economy 
was starting to slow. The easing of Covid restrictions in China and falling 
energy prices further supported sentiment towards industrial metals, 
including silver, by year end.

Advancing technology
Opportunities
 • Increase in demand for electronics and 

electrical goods.
 • Installation of 5G networks. 
 • Potential growth of nanotechnology in the 

food, medical and electronics sectors.

Threats
 • Worsening global economic conditions 

could affect disposable incomes, limiting 
demand for electronics.

 • Thrifting if silver price increases to 
specific levels.

Climate change
Opportunities
 • Significant expansion of the photovoltaic 

market as countries decrease reliance on 
fossil fuels.

 • Increased use of silver in the automotive 
sector, such as electric vehicles (EVs).

 • Supporting infrastructure for EV 
charging stations.

Threats
 • Thrifting as manufacturers seek to 

control costs.
 • Delays in investments in infrastructure.

Industrial demand for silver was estimated  
to have increased by 5% in 2022 to

539moz1

Did you know?
Transforming our world
Digital technology is changing the way  
we all live, work and play. Highly ductile, 
corrosion-resistant and among the very 
best conductors of electricity, silver and 
gold are at the heart of the electronic 
devices that are making this new world 
a reality.

Gold price chart
(US$ per ounce)

1,802.37
Silver price chart
(US$ per ounce)

21.78

1,268.93

1,393.34

1,773.73

1,798.89

1,802.372022

2021

2020 

2019

2018 15.71

16.22

20.69

25.14

21.782022

2021

2020 

2019

2018

1 Silver Institute, 2022 Interim Silver Market  
Review, 2022. 
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We are impacted by global events and economic 
trends as well as by the business environment in 
Mexico and the dynamics of the precious metals 
markets. Key trends shaping our industry include:

Price volatility
Top-line performance is driven by precious  
metals prices, which reflect supply and demand 
dynamics that arise from the industry’s production 
capacity and market sentiment. Market sentiment 
has become significantly less predictable recently 
in response to geopolitical tensions, tightening 
central bank monetary policy and macroeconomic 
variables.

Energy transition
Metals are essential components in many clean 
energy technologies and the transition to a 
net-zero economy will be metal intensive. Demand 
for these materials is forecast to increase rapidly 
and the mining industry will need to increase 
production to maintain adequate supply. 

Cost inflation
The rise in consumer demand and supply chain 
constraints due to the pandemic, along with 
increasing energy and food costs following the 
invasion of Ukraine by Russia, have caused 
inflation to rise to levels not seen in decades in 
many countries. This in turn has driven up labour 
costs, energy prices and the cost of equipment  
for the mining industry. 

Labour shortages 
The mining sector has been facing a tight labour 
market, competing with other industries to attract 
and retain talent. This is particularly true for the 
skilled workforce and employees with technological 
backgrounds that are required to drive automation 
and evolution within the industry, given the 
nearshoring trends in Mexico. 

Government regulation 
Progress in tackling climate change has been 
hampered by the rise of other challenges such as 
the pandemic and economic concerns, forcing 
governments to implement policies, prioritise 
actions and fund plans to address these emerging 
issues. However, governments are expected to 
lead the transition towards a more sustainable 
future in the coming years by balancing economic, 
environmental and social interests, coordinating 
efforts across different sectors to tackle the 
climate change challenge and to fund or 
incentivise innovation.

Advancements in technology
Improving efficiency and reducing the reliance on 
human input are key areas of focus for the mining 
sector. Through technological advancements 
there are opportunities to optimise operations by 
automising processes, improving mine planning 
and updating industrial manufacturing.

Gold as a safe haven
Opportunities
 • Increased market volatility and uncertainty 

due to ongoing geopolitical tensions.
 • Central banks’ holdings and purchases.
 • Portfolio diversifier and risk hedge.
 • Increased demand from growing social 

economic development in emerging 
markets.

Threats
 • Competition from other assets that  

provide income (interest, dividends).
 • Emerging alternatives perceived as  

solid investments.
 • Storage and insurance costs. 

Gold

Our markets 

Trends and drivers, 
opportunities and threats

Industrial applications
Opportunities
 • Increased demand for consumer 

electronics globally.
 • Emerging applications in printed circuit 

boards in the automotive, aerospace  
and high-speed computing sectors.

 • Need for high-end wireless chips in the 
long term.

Threats
 • Worsening global economic conditions 

could affect disposable incomes, limiting 
demand for electronics.

 • Trade restrictions and supply chain issues 
may impact production of electronics.

Did you know?
Enabling new innovations
Gold is much more than the basis of 
beautiful jewellery or a safe haven for 
uncertain economic times – it offers  
a unique set of properties that make  
it the perfect choice for a wide range  
of innovative applications. In addition  
to its use in electronics, the malleability, 
reflectivity and versatility of gold mean that 
it is an important component in everything 
from radiant heat shields and spacesuits  
to the gold-glazed windows of landmark 
buildings such as the Royal Bank Plaza  
in Toronto.

Choosing the best of the best
Fairness and balance
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Next
Next offers up language far more 
reminiscent of a frank discussion  
with an investor, or even in the 
boardroom: authentic and credible, 
with very little spin. Defining what  
the company is against, not just  
what it is for. We believe that many 
reporters could benefit from 
adopting this approach.

CULTURE	AND	EXPECTATIONS	
People often talk about culture in terms of the qualities they aspire to.  Of course, NEXT aspires to 
be many things, but aspirations are not enough: for NEXT culture is about what we expect from one 
another.  The following paragraphs give a flavour of some of the behaviours we expect from each 
other: 

1. Take decisions and make things happen.  Colleagues do not need permission to take decisions,
taking sensible decisions is a requirement of their job.  We do not take minutes13 at our
meetings, we only take action points.  Whatever is said at a meeting, all that matters is what
happens as a result.  If there were no actions, the chances are it was a wasted meeting.  You will
be judged by the things you make happen, not by the infographics you put in a ‘deck’.

2. Change is everyone’s job.  This follows on from taking decisions.  Managing change is part of
everyone’s job; we do not have a ‘Change’ Department or a ‘Transformation’ Director, nor do
we have a battalion of business project managers operating outside business as usual.  Change
and transformation are part of all of our work; we all take on new projects; there is no ‘business
as usual’ because our business constantly changes.

3. Create value and make profit.  We do not make ‘strategic’ investments, we invest for a return
on our shareholders' money.  All our activities, in one way or another, must work towards that
goal.

4. Keep it simple and speak in plain English; you will achieve so much more.   Business jargon is so
unhelpful because it makes simple things sound complicated.  It also excludes people who are
unfamiliar with this insider language.  And if we use clear, easily understood language, everyone
can contribute and make our actions more effective.

5. Be open, honest and considerate in your dealings with others.  Life is too short to spend it with
people who are unpleasant, and teams that get on well together are  more likely to achieve their
aims.  So treat those around you well.  Remember, you are not competing with the other people
in NEXT, they are on your side, and if you are not on their side you are doing something wrong.

6. Be demanding but never nasty.  There is a world of difference between being demanding and
being nasty.  Whatever your job, you will likely need to give people uncomfortable feedback,
occasionally very uncomfortable.  At NEXT we are demanding but also considerate and polite.
You do not need to be nasty to succeed: leadership in business does not require you to act like a
monster or scramble over those around you; in our experience, quite the reverse.

Of course, many of us (including me), on occasions deviate from these ideals, particularly when we 
get frustrated, but our aspirations are very clear.   

Small ideas make a big difference 
We want to be an organisation that thinks and collaborates at every level, where everyone feels 
they are making a difference.  So many of our important decisions are, in the scheme of things, 
small.  Choosing the colour of a dress, optimising a warehouse operation, tweaking the functionality 
of a web page - each decision, on its own, will make little difference.  But the sum total of a myriad 
of such decisions, made well, are what makes the difference between great success and abject 
failure. 

And in retail big ideas often start small 
And even if I think about the big ideas that have transformed the business such as our first internet 
business, the beginnings of our LABEL business, our first overseas website and our first licence 
agreement: almost all those ideas started life as small initiatives, few of which emanated from the 
Board Room.  They began because people experimented, took decisions and pushed boundaries.  It 
is the Board’s job to foster and direct this spirit of enterprise, and ensure that, where ideas do 
succeed, we push them as hard as possible and as far as they will go. 

13 We do, of course, take minutes at meetings where there is a regulatory, legal or corporate governance requirement. 
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CULTURE	AND	EXPECTATIONS	
People often talk about culture in terms of the qualities they aspire to.  Of course, NEXT aspires to 
be many things, but aspirations are not enough: for NEXT culture is about what we expect from one 
another.  The following paragraphs give a flavour of some of the behaviours we expect from each 
other: 

1. Take decisions and make things happen.  Colleagues do not need permission to take decisions,
taking sensible decisions is a requirement of their job.  We do not take minutes13 at our
meetings, we only take action points.  Whatever is said at a meeting, all that matters is what
happens as a result.  If there were no actions, the chances are it was a wasted meeting.  You will
be judged by the things you make happen, not by the infographics you put in a ‘deck’.

2. Change is everyone’s job.  This follows on from taking decisions.  Managing change is part of
everyone’s job; we do not have a ‘Change’ Department or a ‘Transformation’ Director, nor do
we have a battalion of business project managers operating outside business as usual.  Change
and transformation are part of all of our work; we all take on new projects; there is no ‘business
as usual’ because our business constantly changes.

3. Create value and make profit.  We do not make ‘strategic’ investments, we invest for a return
on our shareholders' money.  All our activities, in one way or another, must work towards that
goal.

4. Keep it simple and speak in plain English; you will achieve so much more.   Business jargon is so
unhelpful because it makes simple things sound complicated.  It also excludes people who are
unfamiliar with this insider language.  And if we use clear, easily understood language, everyone
can contribute and make our actions more effective.

5. Be open, honest and considerate in your dealings with others.  Life is too short to spend it with
people who are unpleasant, and teams that get on well together are  more likely to achieve their
aims.  So treat those around you well.  Remember, you are not competing with the other people
in NEXT, they are on your side, and if you are not on their side you are doing something wrong.

6. Be demanding but never nasty.  There is a world of difference between being demanding and
being nasty.  Whatever your job, you will likely need to give people uncomfortable feedback,
occasionally very uncomfortable.  At NEXT we are demanding but also considerate and polite.
You do not need to be nasty to succeed: leadership in business does not require you to act like a
monster or scramble over those around you; in our experience, quite the reverse.

Of course, many of us (including me), on occasions deviate from these ideals, particularly when we 
get frustrated, but our aspirations are very clear.   

Small ideas make a big difference 
We want to be an organisation that thinks and collaborates at every level, where everyone feels 
they are making a difference.  So many of our important decisions are, in the scheme of things, 
small.  Choosing the colour of a dress, optimising a warehouse operation, tweaking the functionality 
of a web page - each decision, on its own, will make little difference.  But the sum total of a myriad 
of such decisions, made well, are what makes the difference between great success and abject 
failure. 

And in retail big ideas often start small 
And even if I think about the big ideas that have transformed the business such as our first internet 
business, the beginnings of our LABEL business, our first overseas website and our first licence 
agreement: almost all those ideas started life as small initiatives, few of which emanated from the 
Board Room.  They began because people experimented, took decisions and pushed boundaries.  It 
is the Board’s job to foster and direct this spirit of enterprise, and ensure that, where ideas do 
succeed, we push them as hard as possible and as far as they will go. 

13 We do, of course, take minutes at meetings where there is a regulatory, legal or corporate governance requirement. 

ACTIONS	FOR	THE	YEAR	AHEAD	
This year, the opportunity for growth is naturally limited by market conditions, so we will focus on 
improving the basics of our business whilst taking the opportunity to strengthen the foundations of 
the business for future years.  There are four main tasks: 

● Improving our product ranges
● Improving our online service levels
● Managing costs and profitability
● Laying the foundations for future growth businesses.

Improving our product ranges  
As ever, our focus remains firmly fixed on the continued improvement of our product ranges.  The 
opportunity to stretch the brand: increasing the breadth of our offer to customers.   
The re-opening of overseas travel - to visit our suppliers and find other sources of inspiration - 
appears to have energised our ranges, with many areas pushing into more diverse designs, new 
fabrications, price points and categories.  We know that, in our customers’ eyes, we are only as good 
as our latest ranges.  So our product teams continue to push themselves and their suppliers to 
exceed customer expectations. 

Improving online service levels 
Since the beginning of the pandemic our online service levels (in terms of the speed and accuracy of 
delivery) have suffered.  First it was the pandemic itself that interfered with our operations.  More 
recently our acute lack of warehouse space, combined with a national shortage of warehousing and 
distribution personnel at peak times, has served to hamper operations.  The delivery of new 
warehousing capacity (see page 57) along with new automation and technology, provides the 
opportunity to materially improve the accuracy of our picking, packing and delivery operations: 
getting more items to more customers on time.  The aim is to restore and surpass our pre-pandemic 
reliability. 
In addition, we have invested in new contact centre technology with a view to materially improving 
our ability to handle enquiries and complaints.  So when things do not go to plan, we can remedy the 
situation quickly and more efficiently. 

Managing costs and profitability 
In a year where sales are not expected to grow, and inflation is driving up costs, we have turned our 
minds to where we can save money within the organisation.  The main heads of cost saving are 
detailed below:   

● Cost of the goods.  A combination of negotiation, new sources of supply and managing the cost
of inbound freight is beginning to bear fruit (see NEXT selling price inflation on page 25).

● Costs of operations.  All of our operational teams - from stores to contact centres - are looking
at new ways to be more efficient.  Our new Elmsall 3 warehouse, with its new automation,
provides an important opportunity to eliminate many of the inefficiencies incurred as a result of
congestion and lack of storage space.

● Business channel profitability.  We have made good progress in reviewing all the product
categories and brands we sell, through all the channels and territories that we sell them.  This
has yielded some big opportunities to adapt our offer and pricing to ensure that we are
profitable by product category, by brand, by channel and by overseas territory.

● Technology.  Last year we delivered a huge amount of much needed new technology and made
good progress with our modernisation projects.  Having built a strong technology base, we now
need to focus on ensuring it delivers increasing value for money.

Laying the foundations for growth 
Lay the foundations for our growth businesses.  Putting in place the technology, warehousing, 
distribution networks, organisation and people required. 
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CULTURE	AND	EXPECTATIONS	
People often talk about culture in terms of the qualities they aspire to.  Of course, NEXT aspires to 
be many things, but aspirations are not enough: for NEXT culture is about what we expect from one 
another.  The following paragraphs give a flavour of some of the behaviours we expect from each 
other: 

1. Take decisions and make things happen.  Colleagues do not need permission to take decisions,
taking sensible decisions is a requirement of their job.  We do not take minutes13 at our
meetings, we only take action points.  Whatever is said at a meeting, all that matters is what
happens as a result.  If there were no actions, the chances are it was a wasted meeting.  You will
be judged by the things you make happen, not by the infographics you put in a ‘deck’.

2. Change is everyone’s job.  This follows on from taking decisions.  Managing change is part of
everyone’s job; we do not have a ‘Change’ Department or a ‘Transformation’ Director, nor do
we have a battalion of business project managers operating outside business as usual.  Change
and transformation are part of all of our work; we all take on new projects; there is no ‘business
as usual’ because our business constantly changes.

3. Create value and make profit.  We do not make ‘strategic’ investments, we invest for a return
on our shareholders' money.  All our activities, in one way or another, must work towards that
goal.

4. Keep it simple and speak in plain English; you will achieve so much more.   Business jargon is so
unhelpful because it makes simple things sound complicated.  It also excludes people who are
unfamiliar with this insider language.  And if we use clear, easily understood language, everyone
can contribute and make our actions more effective.

5. Be open, honest and considerate in your dealings with others.  Life is too short to spend it with
people who are unpleasant, and teams that get on well together are  more likely to achieve their
aims.  So treat those around you well.  Remember, you are not competing with the other people
in NEXT, they are on your side, and if you are not on their side you are doing something wrong.

6. Be demanding but never nasty.  There is a world of difference between being demanding and
being nasty.  Whatever your job, you will likely need to give people uncomfortable feedback,
occasionally very uncomfortable.  At NEXT we are demanding but also considerate and polite.
You do not need to be nasty to succeed: leadership in business does not require you to act like a
monster or scramble over those around you; in our experience, quite the reverse.

Of course, many of us (including me), on occasions deviate from these ideals, particularly when we 
get frustrated, but our aspirations are very clear.   

Small ideas make a big difference 
We want to be an organisation that thinks and collaborates at every level, where everyone feels 
they are making a difference.  So many of our important decisions are, in the scheme of things, 
small.  Choosing the colour of a dress, optimising a warehouse operation, tweaking the functionality 
of a web page - each decision, on its own, will make little difference.  But the sum total of a myriad 
of such decisions, made well, are what makes the difference between great success and abject 
failure. 

And in retail big ideas often start small 
And even if I think about the big ideas that have transformed the business such as our first internet 
business, the beginnings of our LABEL business, our first overseas website and our first licence 
agreement: almost all those ideas started life as small initiatives, few of which emanated from the 
Board Room.  They began because people experimented, took decisions and pushed boundaries.  It 
is the Board’s job to foster and direct this spirit of enterprise, and ensure that, where ideas do 
succeed, we push them as hard as possible and as far as they will go. 

13 We do, of course, take minutes at meetings where there is a regulatory, legal or corporate governance requirement. 
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Transparency 
Annual reports should be a window into the organisation. 
They should shine a spotlight on boardroom decision-
making and give an honest picture of company culture.  
The very best reports share genuine insight into how  
a business creates revenue, profit and long-term value. 

We recognised reporters who went ‘above and beyond’, 
those for whom compliance was in the spirit of the 
regulations, rather than a mere tick-box exercise. 

Choosing the best of the best
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Experian
Experian’s six-page business model 
description offers insight into how 
each part of the business operates 
and generates revenue, avoiding  
the temptation to over-simplify. 
While the section is visually pleasing, 
graphics aren’t allowed to dominate.

Our business model

Making a meaningful difference, building value
Our business is centred on our purpose: to create a better tomorrow. Every day, we help create opportunities for 
people to improve their lives and for organisations to make faster, smarter decisions. Solving big problems and 
little ones, helping to make a meaningful difference every day. We do this by transforming data into information, 
information into insight through our advanced analytics and by helping people to act on the decisions they make 
by using our software and platforms. 

Technology and innovation 
Great technology and innovation 
underpin our success and support us in:

 a Managing our data
 a Developing advanced analytics and 
decisioning tools, unrivalled in 
breadth and depth of capability

 a Reducing the time and resources  
needed to solve problems

 a Achieving operational excellence
 a Maintaining a secure operating 
environment

People and culture 
To help achieve our ambitions, we cultivate 
an inclusive and welcoming workplace for 
our 22,000 employees where we: 

 a Nurture a people-first culture 
 a Reward high performance 
 a Encourage personal and  
professional development 

 a Celebrate innovation
 a Help ambition flourish
 a Are led by our purpose

The foundations of our business rely on data, technology, innovation, and our people

Expanding the breadth and depth of data coverage delivers us competitive advantage  
and new ways to bring value to our clients and to consumers

Data 
Our extensive data assets are the 
foundation of our business. We are 
constantly: 

 a Adding data assets
 a Finding new datasets to complement 
traditional data 

 a Expanding the breadth and depth  
of data coverage

 a Improving the quality, accuracy  
and predictability of data

 a Broadening the application of data into 
new and adjacent areas of use

Learn more in Sustainable business 
See pages 36 – 62 

Trended 3D 
(attributes)

2001
Trended data

2016
Marketing 

data

2020 
Property 

data
2020 

Mobile 
Carrier data 2021 

Expanded 
public 

records

2021 
Social 

Security

2022 
Rent 

payment 
insights

2011
Full-file
public 

records

2020
Digital 

Marketing 
data 2021 

Income and 
Employer 

data

2022 
Screening

2021
Financial 
Account 

data

Extended 
View

Banking 
insights

Banking 
insights

Experian 
Verify

Cell Phone 
Data

Tapad

Multiple 
sources 
Listing 

Triggers
Consumer 

View

Expanded 
Rental

eCBSV*

Background 
Data

The Consumers' 
Bureau

Buy Now 
Pay Later

Rent Bureau

Experian 
Boost

Clarity  
Short-term 

Lending Data

FraudNet

1980s
Traditional  
credit data

2014
Device and 

Identity Fraud 
data

2019
Consumer- 

permissioned
data

2009
Rental data

2017
Alternative 
Financial  
Services

2022 
Retail purchasing 

behaviours

For example, our data coverage in North America has evolved and accelerated 
over time, opening new market segments

* Electronic Consent-Based Verification Service
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How we organise our business and how it generates revenue

Business-to-Business
Data Decisioning

 52%
of Group revenue – from ongoing activities

21%
of Group revenue – from ongoing activities

What we do
We provide businesses with information to 
establish and develop relationships with their 
customers, grow their businesses over time 
and to manage the risks associated with 
making bad decisions, identifying fraudsters 
or with extending credit. We build and manage 
large and comprehensive databases. We 
collect, sort, aggregate and transform data 
from tens of thousands of sources, to provide 
a range of data-driven services. 

Key customers
Banks, automotive dealers, retailers and 
telecommunication companies

Key datasets
1.5bn consumer credit history records and 
201m business credit history records

Revenue model
 a Primarily transactional with some 
contribution from licence fees

Market position
One of the leading providers of data in key 
segments

Competitors include
Equifax, TransUnion, Dun & Bradstreet, 
BoaVista, LiveRamp, Epsilon, Schufa, CRIF, 
CTOS, Quod, LexisNexis

What we do
We draw on the depth and breadth of our 
databases and third-party information, 
including clients’ own data, to create 
and develop analytics, predictive tools, 
sophisticated software and platforms. 
These help businesses and organisations 
manage and automate large volumes of 
decisions and processes more effectively 
using the most advanced technology. 
Our services help our clients improve the 
consistency and quality of their business 
decisions, in areas including credit risk, 
fraud prevention, identity management, 
customer service and engagement, account 
processing, and account management. 
Our industry specialists and data scientists 
work with clients to help them find the best 
solutions for their needs, providing advanced 
data analysis and research and development.

Key customers
Financial services, retail, US healthcare, 
telecommunications, utilities, insurance and 
FinTech companies

Key propositions
Ascend Technology Platform, PowerCurve 
decisioning, CrossCore fraud prevention

Revenue model
 a Software and system sales: consultancy 
and implementation fees; recurring licence 
fees; and transactional charges

 a Credit scores sold on a transactional, 
volume-tiered basis

 a Analytics: a mix of consultancy and 
professional fees, and transactional charges

Market position
One of the leading providers of business 
solutions in key sectors (outside of the USA)

Competitors include
FICO, IBM, SAS, Change Healthcare, Provenir, 
Verisk, Temenos

Our business model
continued

Analytics is  
         what makes

come 
      alive

data

1 Revenue from ongoing activities.

A. North America 2,142

B. Latin America 606

C. UK and Ireland 391

D. EMEA/Asia Pacific 301

Total 3,440

Data¹ (US$m) 

AB

C
D

A. North America 837

B. Latin America 176

C. UK and Ireland 229

D. EMEA/Asia Pacific 123

Total 1,365

Decisioning¹ (US$m) 

AB

C
D
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By understanding the different needs of our clients, we can truly transform their business activities. Not just at product level but 
at the strategic level. However new or mature a business is, we work with them to assess their challenges and offer the right 
end-to-end solution, tailored to their size and budget.

Transforming businesses and driving growth

Our business model
continued

Creating value for businesses

Old process

PowerCurve (for executing client-specific 
decision strategies)

Decision strategies created using Ascend 
Intelligence Services

New process

One business that needed our help was a loans 
company which consolidates credit card debt for 
consumers. The debt is simplified into just one 
loan, which is then paid by the consumer in 
instalments and very often at a much lower 
interest rate. They wanted to grow their market 
share and increase the positive impact they were 
having on people’s financial lives. But they were 
constrained by a highly manual review process, 
and so wanted to automate it. 

They wanted to improve the online customer 
experience and their capacity to add customers, 
while still managing risk and compliance with 
regulations. 

We worked with them to create a whole new 
process based on our integrated platforms, such 
as PowerCurve and Ascend. Automated from end 
to end, the new process provides more balanced 
decisions significantly faster, and at a lower cost. 

It’s also easier for consumers, putting them on the 
path to more manageable debt repayment, more 
quickly. Because of this automation the lender has 
been able to significantly grow their reach and 
help more consumers become free of debt.

Data
Experian  

consumer data

Analytics/Attributes Models/Scores
Prebuilt scores  
(e.g. FICO score)

Decisions Actions

Data
Experian  

consumer data

Analytics/Attributes
Premier Attributes 

Trended 3D Attributes

Models/Scores
Vantage Score

Custom Experian-built 
machine-learned model 

(Ascend accessed via 
PowerCurve)

Decisions Actions
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Business-to-Business 
 a Access more data and sophisticated 
analytics and software

 a Improve speed to value and ease of use
 a Use our technology and innovation to 
compete and reduce costs

 a Maximise value of their own datasets
 a Navigate uncertainty and survive industry 
transformation

 a Reduce fraud 
 a Understand and manage risk effectively 
through recession

 a Offer seamless consumer journeys

Consumer Services
 a Entrance to the financial system
 a Access to credit
 a Digital management of their financial life  
and improved financial education

 a Fast, seamless interactions across many  
areas of commerce and health (in USA)

 a The best available deals for mortgage,  
utilities, insurance – saving time and 
money 

 a Use of their own data for their benefit i.e. 
improved credit score

 a Reduce outstanding debts (Brazil)
 a Protection from identity theft

Explore  
& learn

We assist consumer and 
business interactions...

...for an expanding  
set of verticals.

...more deeply and broadly than ever 
before across the customer lifecycle...

Open/ 
set-up 
account

Application Manage 
account Loyalty

We provide essential services for consumers and businesses 

The value we deliver to businesses and consumers continues to expand

Marketing & 
engagement

Identity  
& fraud Credit/Risk

Customer/ 
Portfolio 

Management
Payments/ 
Collections

Lending

FinTech

Health

Retail/eCommerce

Insurance

Automotive

Marketing/Advertising

Media/Technology

Public Sector

Protect my 
identity

Educate and 
enable me

Match me Do it for me

Business-to-Business focus areas

Consumer Services focus areas
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How we organise our business and how it generates revenue

Consumer Services

27%
of Group revenue – from ongoing activities

What we do
We help millions of consumers take control of 
their finances. We provide credit education, 
identity monitoring and fraud prevention 
services directly to consumers in the USA, 
Brazil, UK, South Africa, Peru, Colombia and 
India. This includes free access to their 
Experian credit report and score, and useful 
online educational tools. In the USA and UK, 
we enable people to contribute their own data 
to their file by adding, for example, rental, utility, 
mobile payments and streaming services, 
to help them improve their credit score. We 
help people save money though marketplaces 
where they can access credit, personal loans, 
mortgages, automotive insurance and other 
deals which are highly personalised to them. 
In Brazil, our online recovery portal, Limpa 
Nome, helps consumers meet their payment 
obligations and the Serasa Digital Wallet helps 
them manage their spending. 

Key customers
Consumers, lenders and insurance providers

Key platform
Free platform with 168 million members

Revenue model
 a Monthly subscription and one-off 
transaction fees

 a Referral fees for credit products
 a White-label partnerships

Primarily transactional with some contribution 
from licence fees

Market position
One of the leading providers of consumer 
services in key segments in Brazil, the UK 
and USA

Competitors include
Credit Karma, Lending Tree, ClearScore, 
Equifax, TransUnion, MoneySuperMarket, 
revolut, monzo, Norton LifeLock, Credit Sesame

come 
      alive

A. North America 1,453

B. Latin America 165

C. UK and Ireland 164

Total 1,782

Consumer Services¹ (US$m) 

A

B
C
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really cares
improve their processes

This company

about its customers and wanted to

so they could reach even more people.
Nichole Larmore
Data and Decisioning Expert, Preferred & Vertical Market Sales, Experian North America

Monthly loan applications Loans booked per month

Improved capacity

Remove manual review bottleneck to 
improve capacity to book more loans

Monthly loan applications Loans booked per month

Current capacity

Manual review bottleneck

Old process

New process By replacing manual review bottlenecks with automation, capacity and growth can be improved.
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How we organise our business and how it generates revenue

Business-to-Business
Data Decisioning

 52%
of Group revenue – from ongoing activities

21%
of Group revenue – from ongoing activities

What we do
We provide businesses with information to 
establish and develop relationships with their 
customers, grow their businesses over time 
and to manage the risks associated with 
making bad decisions, identifying fraudsters 
or with extending credit. We build and manage 
large and comprehensive databases. We 
collect, sort, aggregate and transform data 
from tens of thousands of sources, to provide 
a range of data-driven services. 

Key customers
Banks, automotive dealers, retailers and 
telecommunication companies

Key datasets
1.5bn consumer credit history records and 
201m business credit history records

Revenue model
 a Primarily transactional with some 
contribution from licence fees

Market position
One of the leading providers of data in key 
segments

Competitors include
Equifax, TransUnion, Dun & Bradstreet, 
BoaVista, LiveRamp, Epsilon, Schufa, CRIF, 
CTOS, Quod, LexisNexis

What we do
We draw on the depth and breadth of our 
databases and third-party information, 
including clients’ own data, to create 
and develop analytics, predictive tools, 
sophisticated software and platforms. 
These help businesses and organisations 
manage and automate large volumes of 
decisions and processes more effectively 
using the most advanced technology. 
Our services help our clients improve the 
consistency and quality of their business 
decisions, in areas including credit risk, 
fraud prevention, identity management, 
customer service and engagement, account 
processing, and account management. 
Our industry specialists and data scientists 
work with clients to help them find the best 
solutions for their needs, providing advanced 
data analysis and research and development.

Key customers
Financial services, retail, US healthcare, 
telecommunications, utilities, insurance and 
FinTech companies

Key propositions
Ascend Technology Platform, PowerCurve 
decisioning, CrossCore fraud prevention

Revenue model
 a Software and system sales: consultancy 
and implementation fees; recurring licence 
fees; and transactional charges

 a Credit scores sold on a transactional, 
volume-tiered basis

 a Analytics: a mix of consultancy and 
professional fees, and transactional charges

Market position
One of the leading providers of business 
solutions in key sectors (outside of the USA)

Competitors include
FICO, IBM, SAS, Change Healthcare, Provenir, 
Verisk, Temenos

Our business model
continued

Analytics is  
         what makes

come 
      alive

data

1 Revenue from ongoing activities.

A. North America 2,142

B. Latin America 606

C. UK and Ireland 391

D. EMEA/Asia Pacific 301

Total 3,440

Data¹ (US$m) 

AB

C
D

A. North America 837

B. Latin America 176

C. UK and Ireland 229

D. EMEA/Asia Pacific 123

Total 1,365

Decisioning¹ (US$m) 

AB

C
D
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InterContinental Hotels Group
The industry overview, market trends 
and strategy sections are all strong 
here. The description of IHG’s 
‘asset-light’ business model, is 
index-leading, illustrating cleanly  
and clearly how the company 
generates revenue, and explaining 
related factors such as growth drivers, 
capital allocation and dividend policy.

Franchised*

72%

28%

<1%

<1%

1% 2%

Managed
Owned, leased 
and managed lease

58%

42%

57%25%

18% Americas
EMEAA
Greater China

36%34%

30%

13%

15%

62%

9%
Luxury & Lifestyle
Premium
Essentials
Suites
Exclusive Partners

20%

18%

49%

11%

The growth of our business relies on 
two fundamental growth drivers: 
revenue per available room (RevPAR) 

and increasing the number of rooms in our 
system. RevPAR indicates the value guests 
ascribe to a given hotel, brand or market, 
and grows when they stay more often or 
pay higher rates. Room supply reflects 
how attractive the hotel industry is as an 
investment from an owner’s perspective.

To drive growth, we have a portfolio of 
18 brands across more than 100 countries 
in the Luxury & Lifestyle, Premium, Essentials, 
Suites and Exclusive Partners categories. 
Supported by a leading loyalty programme 
and powerful technology, our brands meet 
clear guest needs and generate strong returns 
for our owners, which in turn attracts further 
hotel investment and grows our system size.

IHG is an asset-light business and our focus 
is on growing fee revenues and fee margins, 
which we can do with limited capital 
requirements. This enables us to grow and 
invest in our business while generating high 
returns on invested capital and strong 
cash flow.

We generally franchise or manage hotels, 
with the decision largely driven by market 
maturity, owner preference and, in certain 
cases, the particular brand. Hotels in the 
Essentials category tend to be franchised, 
while Luxury & Lifestyle hotels are 
predominantly managed.

Our broad geographic spread and weighting 
towards essential business and domestic 
leisure travel has driven comparative 
resilience during times of economic 
downturn. Though this continues to be a 
core component of our business, we have 
made excellent progress in expanding our 
presence in the Luxury & Lifestyle segment, 
which generally generates higher fees per 
room. This category is currently 13% of IHG’s 
system size, though comprises 20% of the 
future growth pipeline.

Our asset-light business model 
means we do not employ colleagues 
in franchise hotels, nor do we control 
their day-to-day operations, policies or 
procedures. That being said, IHG and 
our franchise hotels are committed 
to delivering a consistent brand 
experience, conducting business 
responsibly and sustainably so that 
we deliver our purpose of providing 
True Hospitality for Good.

Total development pipeline 

281,468
rooms

Total system size

911,627
rooms

Composition of roomsComposition of rooms

Our business model

We predominantly franchise our brands 
and manage hotels on behalf of third-party 
hotel owners. While we will continue to 
have a weighting towards Essentials, our 
pipeline shows an increasing proportion 
of growth in the Premium and Luxury & 
Lifestyle segments, as well as a more even 
geographical spread.

* Includes Iberostar Beachfront Resorts, which joined IHG’s system 
and pipeline as part of a long-term commercial agreement.
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Franchised hotels
We receive a fixed percentage of rooms 
revenue when a guest stays at one of our 
hotels. This is our fee revenue.

Owned, leased and managed lease hotels
For hotels which we own or lease, we record the entire revenue and profit of the hotel in our financial statements. 
Our owned, leased and managed lease hotels have reduced from over 180 hotels 20 years ago to 16 hotels at 31 December 2022.

Managed hotels
From our managed hotels, we generate 
revenue through a fixed percentage of the 
total hotel revenue and a proportion of 
hotel profit.

Exclusive partners
We receive marketing, distribution, 
technology and other fees for providing 
access to our enterprise platform.

How we generate revenue

System Fund
IHG manages a System Fund for the 
benefit of hotels within the IHG system 
and their third-party owners, who pay 
contributions into it. This includes a 
marketing and reservation assessment 
and a loyalty assessment.

The System Fund also benefits from 
proceeds from the sale of IHG One Rewards 
points under third-party co-branding 
arrangements.

Given the significant scale of the 
System Fund, IHG can make substantial 
investments in marketing brands, 
creating a leading loyalty programme 
and powerful technology, including 
revenue management systems, thereby 
strengthening the IHG enterprise.

Third-party hotel owners pay:

IHG revenue from reportable segmentsa

2022: $1,843 million

Revenue attributable to IHG comprises:

• Fee business revenue from reportable segments:

 – Franchise fees
 – Management fees
 – Commercial agreement fees
 – Central revenue (principally technology fee income)

• All revenue from owned, leased and managed lease hotels.

 See page 84 for more information.

Fees to IHG in relation to the licensing of our brands and, 
if applicable, hotel management services.

Assessments and contributions that are collected by IHG for 
specific use within the System Fund.

System Fund revenues

2022: $1,217 million

The System Fund is not managed to a profit or loss for IHG over 
the longer term, but for the benefit of hotels in the IHG system, 
and comprises:

• Assessments and contributions paid by hotels
• Revenue recognised on consumption of IHG One Rewards 

loyalty points

 See page 68 for more information.

IHG fee revenue

System Fund

Hotel owner

Franchised
RevPAR 
X 
Rooms 
X 
Royalty rate

Managed
Fixed % of total 
hotel revenue as a 
management fee and 
typically a share of 
hotel gross operating 
profit after deduction 
of management fees

Exclusive partners
Fee streams 
similar to our 
asset-light model

Guests Hotel

a Excludes System Fund and hotel cost reimbursements.
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Franchised hotels
We receive a fixed percentage of rooms 
revenue when a guest stays at one of our 
hotels. This is our fee revenue.

Owned, leased and managed lease hotels
For hotels which we own or lease, we record the entire revenue and profit of the hotel in our financial statements. 
Our owned, leased and managed lease hotels have reduced from over 180 hotels 20 years ago to 16 hotels at 31 December 2022.

Managed hotels
From our managed hotels, we generate 
revenue through a fixed percentage of the 
total hotel revenue and a proportion of 
hotel profit.

Exclusive partners
We receive marketing, distribution, 
technology and other fees for providing 
access to our enterprise platform.

How we generate revenue

System Fund
IHG manages a System Fund for the 
benefit of hotels within the IHG system 
and their third-party owners, who pay 
contributions into it. This includes a 
marketing and reservation assessment 
and a loyalty assessment.

The System Fund also benefits from 
proceeds from the sale of IHG One Rewards 
points under third-party co-branding 
arrangements.

Given the significant scale of the 
System Fund, IHG can make substantial 
investments in marketing brands, 
creating a leading loyalty programme 
and powerful technology, including 
revenue management systems, thereby 
strengthening the IHG enterprise.

Third-party hotel owners pay:

IHG revenue from reportable segmentsa

2022: $1,843 million

Revenue attributable to IHG comprises:

• Fee business revenue from reportable segments:

 – Franchise fees
 – Management fees
 – Commercial agreement fees
 – Central revenue (principally technology fee income)

• All revenue from owned, leased and managed lease hotels.

 See page 84 for more information.

Fees to IHG in relation to the licensing of our brands and, 
if applicable, hotel management services.

Assessments and contributions that are collected by IHG for 
specific use within the System Fund.

System Fund revenues

2022: $1,217 million

The System Fund is not managed to a profit or loss for IHG over 
the longer term, but for the benefit of hotels in the IHG system, 
and comprises:

• Assessments and contributions paid by hotels
• Revenue recognised on consumption of IHG One Rewards 

loyalty points

 See page 68 for more information.

IHG fee revenue

System Fund

Hotel owner

Franchised
RevPAR 
X 
Rooms 
X 
Royalty rate

Managed
Fixed % of total 
hotel revenue as a 
management fee and 
typically a share of 
hotel gross operating 
profit after deduction 
of management fees

Exclusive partners
Fee streams 
similar to our 
asset-light model

Guests Hotel

a Excludes System Fund and hotel cost reimbursements.
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United Utilities
The level of transparency shown 
throughout the report puts United 
Utilities well ahead of the average 
FTSE 100 reporter. Comprehensive 
detail is offered at every turn, with 
the strategy and business model 
sections particular standouts.

Our external environment
Our environment and the resources we rely upon

Storm overflows

Storm overflows, which includes combined sewer 
overflows (CSOs) and storm tank discharges, have 
been an important part of the sewerage network for 
over 150 years, acting as the catch-all last defence 
for managing surface water in our communities. 
This needs to change.

Better Rivers report 2023
We released a report in 2023 detailing 
progress against the commitments in our 
Better Rivers: Better North West plan.

Storm overflow report 2022
We released a report in 2022 
discussing the issue of storm overflows 
and our plans to reduce their use.

In normal conditions sewage, mixed with 
rainwater in wet weather, transits through 
our wastewater treatment works, and only 
treated water is returned to the natural 
environment. If the flow is too much for 
the works to deal with, it is usually stored 
in tanks until the incoming flows have 
returned to normal levels. Then the tanks 
are emptied and the water is treated.

Our sewers are typically no more than 15 
per cent full in dry conditions but, when 
rainfall is very heavy and the tanks fill 
to capacity, overflows act as a pressure 
relief valve allowing rainwater, mixed 
with sewage, to rise inside the sewer and 
eventually enter a separate pipe which 
flows into a river or the sea. Sewers 
operate this way to help prevent the 
flooding of streets, homes and businesses. 

The North West has:

• A significantly higher proportion of 
combined sewers, receiving a mix of 
rainwater and sewage, than any other 
water company;

• 28 per cent higher annual rainfall than 
the average for England and Wales, so 
considerably more rainwater entering 
our sewers; and

• 25 per cent more overflows than the 
industry average.

When overflows are activated they can 
sometimes temporarily affect river and 
bathing water quality. With more extreme 
rainfall events and significant population 
growth expected over the next 25 years, 
more foul and rainwater will be entering 
our sewers, and the need for overflows 
would increase if left unaddressed. 

We understand and share concerns 
around this and we are committed to 
driving a step-change. This will not 
happen overnight. It is a long-term plan 
that will need a fundamental re-plumb 
of the region’s sewer system, moving us 
away from the use of combined storm 
pipes and creating new ways of dealing 
with excess wastewater at times of  
heavy rainfall. 

We have made a fast start to a very 
ambitious plan that is already delivering 
improvement, and we are keen to go 
further faster, as discussed on page 15.

54%
combined sewers in the 
North West compared 
to 33% industry 
average, with some 
urban centres even 
higher, for example 
Liverpool has 84%

Video from our CEO
Louise Beardmore talks about  
the issue with storm overflows  
and how we plan to tackle it.

Watch the video at 
unitedutilities.com/corporate/ 
responsibility/environment/ 
reducing-pollution/ 
storm-overflows

  Visit our online report at unitedutilities.com/globalassets/ 
documents/pdf/united-utilities-storm-overflow.pdf

  Visit our online report at unitedutilities.com/ 
globalassets/documents/corporate-documents/ 
united-utilities-better-rivers-report-2023.pdf
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Our external environment
Our environment and the resources we rely upon

Storm overflows

Storm overflows, which includes combined sewer 
overflows (CSOs) and storm tank discharges, have 
been an important part of the sewerage network for 
over 150 years, acting as the catch-all last defence 
for managing surface water in our communities. 
This needs to change.

Better Rivers report 2023
We released a report in 2023 detailing 
progress against the commitments in our 
Better Rivers: Better North West plan.

Storm overflow report 2022
We released a report in 2022 
discussing the issue of storm overflows 
and our plans to reduce their use.

In normal conditions sewage, mixed with 
rainwater in wet weather, transits through 
our wastewater treatment works, and only 
treated water is returned to the natural 
environment. If the flow is too much for 
the works to deal with, it is usually stored 
in tanks until the incoming flows have 
returned to normal levels. Then the tanks 
are emptied and the water is treated.

Our sewers are typically no more than 15 
per cent full in dry conditions but, when 
rainfall is very heavy and the tanks fill 
to capacity, overflows act as a pressure 
relief valve allowing rainwater, mixed 
with sewage, to rise inside the sewer and 
eventually enter a separate pipe which 
flows into a river or the sea. Sewers 
operate this way to help prevent the 
flooding of streets, homes and businesses. 

The North West has:

• A significantly higher proportion of 
combined sewers, receiving a mix of 
rainwater and sewage, than any other 
water company;

• 28 per cent higher annual rainfall than 
the average for England and Wales, so 
considerably more rainwater entering 
our sewers; and

• 25 per cent more overflows than the 
industry average.

When overflows are activated they can 
sometimes temporarily affect river and 
bathing water quality. With more extreme 
rainfall events and significant population 
growth expected over the next 25 years, 
more foul and rainwater will be entering 
our sewers, and the need for overflows 
would increase if left unaddressed. 

We understand and share concerns 
around this and we are committed to 
driving a step-change. This will not 
happen overnight. It is a long-term plan 
that will need a fundamental re-plumb 
of the region’s sewer system, moving us 
away from the use of combined storm 
pipes and creating new ways of dealing 
with excess wastewater at times of  
heavy rainfall. 

We have made a fast start to a very 
ambitious plan that is already delivering 
improvement, and we are keen to go 
further faster, as discussed on page 15.

54%
combined sewers in the 
North West compared 
to 33% industry 
average, with some 
urban centres even 
higher, for example 
Liverpool has 84%

Video from our CEO
Louise Beardmore talks about  
the issue with storm overflows  
and how we plan to tackle it.

Watch the video at 
unitedutilities.com/corporate/ 
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reducing-pollution/ 
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Political environment

Political decisions have the potential to impact on our 
operations. We engage with politicians and other policymakers 
to understand developments, influence where possible, and 
stay flexible to adapt as needed.

Key trends 
Reducing the use of storm overflows
Recognising the need to act on storm 
overflows, the Government set out 
a discharge reduction plan in the 
Environment Act 2021. We are already 
investing significant amounts in AMP7  
to improve the quality of rivers and  
seas in the North West, including  
£230 million leading to improvements 
to 184 kilometres of watercourses and 
supporting a sustainable one-third 
reduction in activations of overflows. 
Transparency is key and we have 
committed to achieve 100 per cent 
monitoring of storm overflows before  
the end of 2023, with 97 per cent  
already monitored. 

We have ambitious plans for reducing 
activations of storm overflows in AMP8 
as part an environmental improvement 
programme that is significantly larger 
than any we have ever delivered, and we 
have provisional approval from regulators 
to accelerate around £200 million of 
investment into the next two years, the 
majority of which relates to this.

Phosphorus reduction and  
nutrient neutrality
As well as addressing the use of 
overflows, the Environment Act also sets 
obligations to reduce phosphorus and 
address nutrient imbalance, which are 
reflected in our AMP8 investment plans.

National social tariff 
Additional cost of living pressures on 
households across the country is putting 
the focus on government and companies 
to do more to help those struggling to 
pay. We are a strong supporter of the 
Consumer Council for Water’s drive to 
launch a national social tariff so water 
customers across the country are not 
reliant on the current postcode lottery. 

Devolved regional plans 
We have a part to play in the plans of 
devolved regions and mayors for growth 
and green energy development in the 
North West, including our diversions 
activity to support HS2.

Link to principal risks

• Wastewater service

• Health, safety and environmental 

• Political and regulatory

 Read more on pages 64 to 65

Link to material issues

• Trust, transparency and legitimacy

• Political and regulatory environment

• Storm overflows

 Read more on pages 28 to 29
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Our external environment
Our environment and the resources we rely upon

Storm overflows

Storm overflows, which includes combined sewer 
overflows (CSOs) and storm tank discharges, have 
been an important part of the sewerage network for 
over 150 years, acting as the catch-all last defence 
for managing surface water in our communities. 
This needs to change.

Better Rivers report 2023
We released a report in 2023 detailing 
progress against the commitments in our 
Better Rivers: Better North West plan.

Storm overflow report 2022
We released a report in 2022 
discussing the issue of storm overflows 
and our plans to reduce their use.

In normal conditions sewage, mixed with 
rainwater in wet weather, transits through 
our wastewater treatment works, and only 
treated water is returned to the natural 
environment. If the flow is too much for 
the works to deal with, it is usually stored 
in tanks until the incoming flows have 
returned to normal levels. Then the tanks 
are emptied and the water is treated.

Our sewers are typically no more than 15 
per cent full in dry conditions but, when 
rainfall is very heavy and the tanks fill 
to capacity, overflows act as a pressure 
relief valve allowing rainwater, mixed 
with sewage, to rise inside the sewer and 
eventually enter a separate pipe which 
flows into a river or the sea. Sewers 
operate this way to help prevent the 
flooding of streets, homes and businesses. 

The North West has:

• A significantly higher proportion of 
combined sewers, receiving a mix of 
rainwater and sewage, than any other 
water company;

• 28 per cent higher annual rainfall than 
the average for England and Wales, so 
considerably more rainwater entering 
our sewers; and

• 25 per cent more overflows than the 
industry average.

When overflows are activated they can 
sometimes temporarily affect river and 
bathing water quality. With more extreme 
rainfall events and significant population 
growth expected over the next 25 years, 
more foul and rainwater will be entering 
our sewers, and the need for overflows 
would increase if left unaddressed. 

We understand and share concerns 
around this and we are committed to 
driving a step-change. This will not 
happen overnight. It is a long-term plan 
that will need a fundamental re-plumb 
of the region’s sewer system, moving us 
away from the use of combined storm 
pipes and creating new ways of dealing 
with excess wastewater at times of  
heavy rainfall. 

We have made a fast start to a very 
ambitious plan that is already delivering 
improvement, and we are keen to go 
further faster, as discussed on page 15.
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urban centres even 
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Watch the video at 
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Forward-looking information
Investors don’t just want to understand historic 
performance, they want insight into future prospects.  
They want to know that future risks are being prepared  
for and that businesses have a clear vision of where  
they want to go. 

With the current focus on net zero transition planning  
the inclusion of meaningful forward-looking information  
is more crucial than ever. 

Our top marks went to reporters who tackled future 
uncertainty and opportunity openly and honestly. 

The Friendly Guide to Better reporting
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Tomorrow

Choosing the best of the best
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Fresnillo
This Mexican mining business goes 
far beyond the typical short-term 
approach favoured by most FTSE 
100 reporters. Long-term strategic 
priorities are offered, as is a view  
on which issues are likely to be 
material for Fresnillo in 2030.
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Our approach to sustainable mining
We believe that mining must be compatible  
with high stakeholder expectations in terms of 
ethical, social and environmental performance. 
This underlines the importance of integrating 
responsible business practices deeply into our 
business model and considering factors that 
affect stakeholders at every critical decision-
making level. The year saw many examples of  
our Purpose ‘to contribute to the wellbeing of 
people through the sustainable mining of silver 
and gold’ in action. For example, following a  
steady decrease in the frequency of injuries 
across our operations over the last five years,  
we have recently pledged to eliminate fatalities 
and reduce our TRIFR next year by 5%. In addition, 
the evolution of our wellbeing programmes and 
DEI strategies demonstrate that we not only 
prioritise the safety of our workforce, but also  
that we foster an environment in which they can 
strive for personal and professional satisfaction. 
Secondly, our track record of excellence in  
the safety and governance of TSFs and our 
partnerships and social investment initiatives, 
prove that we are a responsible neighbour and 
that we care for our stakeholders. In addition, 
increasing the share of renewables in our portfolio 
and pledging to substitute freshwater for 
wastewater in our processes in the Fresnillo 
District show our commitment to reducing the 
impact of our operations on the environment. 
Furthermore, external awards and recognitions 
regarding our transparency and ethical way  
of doing business, such as the WDI Award 
nomination, indicate the open way in which 
we conduct our operations.

Sustainability at the 
core of our Purpose

Sustainability at the core of our Purpose

Social-Compatibility Strategy
During the year, we launched a strategy – 
coordinated both internally and with our parent 
company, Industrias Peñoles – to generate trust in 
society while guaranteeing the permanence of our 
business. This strategy centres around improving 
our ESG performance in line with national and 
international standards, anticipating stakeholders’ 
and broader society’s demands, and consolidating 
our approach to ESG. This new governance 

structure comprises an Executive Committee, 
a Technical Committee, and ESG Networks and 
working groups. The working groups address our 
most relevant material issues: Climate Change, 
Water, Human Rights, Diversity, Equity and 
Inclusion, Health and Security, Biodiversity, 
Tailings Storage Facilities, Mine Closure and  
Value Chain. We will continue to report progress  
in future years.

Executive Committee
Strategic alignment

Assessing performance
Ensuring accountability

Technical Committee
ESG strategy and 

synergies
Evaluate roadmaps and 

proposed targets

ESG Working Groups 
and Networks

Plan roadmaps and 
associated projects

Propose targets

4
Partnering  

with our 
communities

3
Protecting  

the 
environment

2
Caring  

for our people

1
Doing 

business 
ethically and 
responsibly

For more information 
see pages 68-72.

For more information 
see pages 73-84.

For more information 
see pages 85-109.

For more information 
see pages 110-119.
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Materiality 2020 Materiality 2030 Our people
1 Safety
2 Health
3 Workforce wellbeing
4 Human rights in the workplace
5 Work-life balance
6 Gender pay gap
7 Fair remuneration
8 Forced labour
9 Diversity, equity and inclusion

10
Compliance with international labour 
standards

11
Recruitment, development and retention  
of talent

12 Daily working hours
13 Union relations

Communities

14
Respect of communities’ culture and 
traditions

15 Communities’ human rights
16 Indigenous people’s human rights
17 Local employment
18 Land acquisition and resettlement
19 Community health

20
Engage and inform communities about new 
projects

21 Local suppliers
22 Effectiveness of the mining fund

Ethics and compliance
23 Ethics and Integrity
24 Community relations
25 Transparency and accountability
26 Bribery and corruption
27 Transparency of government payments
28 Government relations and lobbying

Environmental stewardship
29 Safe cyanide management
30 Responsible mineral waste management
31 Soil pollution
32 Water stewardship
33 Conservation of natural resources
34 Acid mine drainage
35 Non-mineral waste management
36 Biodiversity
37 Mine closure
38 Air emissions
39 Energy
40 Climate change

Material issues in grey

Materiality
We engage our stakeholders in order to better 
understand the issues that matter to them and 
that are material to our business. This process, 
known as materiality assessment, helps us focus 
our sustainability strategy and reporting of 
non-financial issues.
 • Firstly, our relevant stakeholders are identified 

by a multidisciplinary team. 
 • Secondly, we identify issues relevant to  

our industry by monitoring and evaluating 
international trends, regulations and 
ESG questionnaires. 

 • Thirdly, we engage our internal and external 
stakeholders to assess the current relevance 
of issues and their expected relevance in 
ten years.

 • Finally, we use the outcomes of the materiality 
assessment to influence our sustainability 
strategy and reporting. 

Because society and our industry are dynamic, 
and expectations shift over time, we conduct 
in-depth materiality assessments every few years. 
In this Annual Report, we focus on the issues that 

are currently or expected to be relevant, 
grouping them into four pillars: Doing business 
ethically and responsible, Caring for our people, 
Protecting the environment and Partnering with 
our communities. We also categorised the 
materiality issues into key matters for easier 
thematic navigation.
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Materiality 2020 Materiality 2030 Our people
1 Safety
2 Health
3 Workforce wellbeing
4 Human rights in the workplace
5 Work-life balance
6 Gender pay gap
7 Fair remuneration
8 Forced labour
9 Diversity, equity and inclusion

10
Compliance with international labour 
standards

11
Recruitment, development and retention  
of talent

12 Daily working hours
13 Union relations

Communities

14
Respect of communities’ culture and 
traditions

15 Communities’ human rights
16 Indigenous people’s human rights
17 Local employment
18 Land acquisition and resettlement
19 Community health

20
Engage and inform communities about new 
projects

21 Local suppliers
22 Effectiveness of the mining fund

Ethics and compliance
23 Ethics and Integrity
24 Community relations
25 Transparency and accountability
26 Bribery and corruption
27 Transparency of government payments
28 Government relations and lobbying

Environmental stewardship
29 Safe cyanide management
30 Responsible mineral waste management
31 Soil pollution
32 Water stewardship
33 Conservation of natural resources
34 Acid mine drainage
35 Non-mineral waste management
36 Biodiversity
37 Mine closure
38 Air emissions
39 Energy
40 Climate change

Material issues in grey

Materiality
We engage our stakeholders in order to better 
understand the issues that matter to them and 
that are material to our business. This process, 
known as materiality assessment, helps us focus 
our sustainability strategy and reporting of 
non-financial issues.
 • Firstly, our relevant stakeholders are identified 

by a multidisciplinary team. 
 • Secondly, we identify issues relevant to  

our industry by monitoring and evaluating 
international trends, regulations and 
ESG questionnaires. 

 • Thirdly, we engage our internal and external 
stakeholders to assess the current relevance 
of issues and their expected relevance in 
ten years.

 • Finally, we use the outcomes of the materiality 
assessment to influence our sustainability 
strategy and reporting. 

Because society and our industry are dynamic, 
and expectations shift over time, we conduct 
in-depth materiality assessments every few years. 
In this Annual Report, we focus on the issues that 

are currently or expected to be relevant, 
grouping them into four pillars: Doing business 
ethically and responsible, Caring for our people, 
Protecting the environment and Partnering with 
our communities. We also categorised the 
materiality issues into key matters for easier 
thematic navigation.
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InterContinental Hotels Group
Forward-looking information can be 
found throughout IHG’s report. 
Several 2030 commitments are 
made, and risks are discussed in  
the context of their strategic impact 
over the next two to three years.

In pursuing our ambition, 
we face inherent 
uncertainties relating to …

Why these uncertainties are important to the achievement 
of our strategic objectives over the next two to three years

How senior management and Board obtained assurance 
in our risk management and resilience in 2022

Owner preferences 
for or ability to invest 
in our brands 

Executive Risk Sponsor: 
Global Chief Customer 
Officer and Regional CEOs

Link to strategy:

Trend:

Our growth ambitions require us to take risks to drive 
returns for our existing and potential owners. Our owners’ 
choice to work with IHG is dependent on our ability to 
build a portfolio of loved and trusted brands with a track 
record in delivering returns, while also continuing to 
invest behind digital advantage, customer centricity 
and caring for our people, communities and planet.

Driving owner returns in an uncertain macroeconomic 
and inflationary environment will expose us to risk. 
For example, we need to pursue opportunities in relation 
to hotel building and renovation and hotel opening 
projects and also in executing initiatives such as loyalty 
transformation across our open hotels and supply chains. 
There is also growing scrutiny of IHG’s responsibilities as 
a franchisor or manager of our brands (including other 
aspects of our strategic agenda such as decarbonisation).

These opportunities need to be balanced with risks 
associated with increasingly complex deal structures with 
owners, uncertainties as we expand into new markets and 
a need to risk our own capital to pursue inorganic growth 
or to incentivise deals in key locations for key brands.

If we fail to manage this risk effectively, we will lose 
competitiveness and may not realise the opportunities 
to grow our brand footprint.

The Board considers reporting and insight from 
management on:

• individual and brand category performance;
• loyalty and digital and responsible business 

strategies and investments;
• initiatives to strengthen owner returns;
• impacts of macro events (including the war 

in Ukraine) and impacts on specific markets;
• performance and prospects for key areas of 

capital investment, including controls over growth 
decision-making and post project reviews of 
investment effectiveness;

• external insight where valuable (for example, 
on investor perceptions); and

• competitor activities.

The Executive Committee also reviews these areas 
frequently and has obtained reports on initiatives, 
including to strengthen owner returns and to 
enhance owner communications via a new portal. 

The Internal Audit plan provides independent 
assurance on initiatives supporting owner returns 
and financial processes relating to fee collection.

Data and information 
usage, storage, security 
and transfer

Executive Risk Sponsor: 
Chief Commercial and 
Technology Officer, Chief 
Customer Officer and EVP 
General Counsel and 
Company Secretary

Link to strategy:

Trend:

By its nature, our business involves managing large 
volumes of data of guests and loyalty members globally. 
In addition, our strategic objectives of achieving digital 
advantage and customer centricity will transform how 
we use our commercial and marketing data to improve 
and personalise the customer experience, grow loyalty 
and empower our owners to make better decisions.

This transformation involves us pursuing opportunities 
with cloud-based applications, storage and partnering 
with third-party specialists and exploiting technology 
advancements and innovation requiring the use of 
personal data and artificial intelligence. The opportunities 
presented by this ambition are consciously balanced 
with the inherent exposures our digital footprint presents 
to data, information security and privacy-related threats, 
including threat actors (including criminals, third parties 
and inherent colleague risk) and the need to use data 
appropriately and responsibly, including in response to 
changing regulations. This posture is possible because 
of investments in recent years in cybersecurity and 
information governance and the maturing of our risk 
management system, including our response to the 
recent systems disruption.

If we fail to manage this risk effectively, we face operational, 
financial and reputational impacts to the range of 
high-value assets we are responsible for (including critical 
systems and employee, guest and other sensitive data). 
In addition, if the data we use is not accurate, this may 
impair decision-making and/or lead to lack of trust or 
satisfaction by our guests, loyalty members or owners.

The Board considers reporting and insight from 
management, including:

• presentations on strategy for the delivery of our 
customer journey through technology and the 
refreshed loyalty programme;

• direct presentations from the Chief Information 
Security Officer, including on incident handling, 
which draw on external input on risk assessments 
and advice on specific topics;

• updates on the cyber insurance renewal strategy;
• second-line reporting on our privacy programme 

and policies for handling information securely; and
• specific updates on metric integrity, including 

review of ESG data principles and assurance 
arrangements, supported by third-party experts.

The Executive Committee monitors the execution 
of our data and analytics strategy and was directly 
accountable for overall coordination of the 
response to the systems disruption that occurred 
in September 2022. An Executive Security Risk 
and Compliance steering committee also tracks 
key projects and risk and control indicators.

The Internal Audit plan includes independent focus 
on governance of both cybersecurity and data and 
information, including providing assurance on 
foundational controls at both corporate and hotel 
levels, within commercial and marketing plans and 
in relation to third-party data transfers.

47
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Key

Inherent risk trend Strategic priorities

 Dynamic/Rapid

 Dynamic/More gradual

 Stable/Rapid

 Stable/More gradual

 Build loved and trusted brands

 Customer centric in all we do

 Create digital advantage

  Care for our people, communities and planet
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Our risk management continued

With the support of Risk and Assurance, 
teams have identified opportunities to 
integrate risk management strategies. 
For example, collaboration between 
Supply Chain and Ethics and Compliance 
teams on third-party due diligence, between 
Information Security and Privacy teams on 
personal data training for HR colleagues, 
and across Threat Intelligence, Safety and 
Security and Resilience teams to develop 
scenario testing for hypothetical major 
security incidents. Our insurance renewal 
cycle has also directly engaged multiple 
teams to present on risk mitigation strategies 
in underwriting market presentations 
during 2022. 

We have also evolved our crisis management 
framework to anticipate and coordinate 
incidents during the year, including the war 
in Ukraine and major events such as the FIFA 
world cup. The framework was also applied 
to an unauthorised systems disruption 
(see below). Teams continue to test crisis 
preparedness and scenario planning, 
including tabletop exercises and 
development of playbooks.

How senior management and the Board 
obtain assurance in our risk management 
and resilience
The Governance section outlines focus 
areas and activities which enable the Board 
and its delegated committees to receive 
management updates on risks within key 
decisions. In addition, pages 47 to 51 explain 
how senior management and the Board are 
able to source ongoing assurance on our 
risk management and internal control system 
during the year and how actions may impact 
future risk levels. 

Processes and controls 
Many teams reviewed their risk assessments 
in 2022, including the Group-level cyber 
risk assessment to identify if IHG’s highest 
valued assets are operating within security 
risk tolerances, a labour rights risk 
assessment focused on the UK market, 
a Group-level anti-bribery and corruption 
assessment with external support, a privacy 
programme maturity assessment and an 
assessment of the impacts of BEIS on our 
financial governance arrangements.

Compliance process and control 
improvements have been implemented 
in various areas (for example, information 
security policy exception management, 
supply chain due diligence processes and 
privacy management, alternative compliance 
arrangements for specific safety risks) while 
technology investments to support risk 
management have been made for supplier 
diversity and sustainability tools, a privacy 
management tool and a new risk & 
compliance measurement tool to replace 
ageing technology. 

Monitoring and reporting 
Leadership teams have also evolved 
monitoring and reporting arrangements, 
better defining geopolitical intelligence 
requirements and, in some places, developing 
dashboards for future reporting or discussion 
of key risk and control indicators, although 
there is room for further maturity in this area 
(building on recent experience of refined 
cyber risk indicators). 

How we adapted to manage cyber risk 
during the criminal, unauthorised access 
to our technology systems
No company is immune to cyber risk, and 
we remain vigilant to attacks, continuously 
learning and adapting our security 
response to evolving risks.

As we explained in our 6 and 29 September 
2022 Stock Exchange Announcements, 
parts of our technology systems were 
subject to unauthorised activity, causing 
disruption to our booking channels and 
other applications. In line with our crisis 
management framework, teams across 
IHG came together to evaluate and 
address the incident. No evidence of 
unauthorised access to systems storing 
guest data was identified.

On identifying the disruption, Commercial 
and Technology, with direction from legal 
counsel, led the incident response with 
support from Information Security, Global 
Communications and Risk and Assurance 
teams. This team met frequently, considering 
technology, security and communications 
developments, and was also bolstered with 
representatives with responsibility for guest 
products and booking platforms and global 
marketing, to enable close consideration of 
impacts on operational services and channels 
and management of brand impacts and 
other reputational risks. External specialists 
were also engaged to investigate the incident. 

The Executive Committee provided 
Group-level incident coordination, 
considering prioritisation of resources 
to address the range of stakeholder 
needs and our approach to stabilisation, 
recovery and communications and 
potential risks to other corporate and hotel 
initiatives. As the incident management 
proceeded, it was possible to de-escalate 
our crisis posture progressively by 
reducing the frequency of extraordinary 
meetings, while maintaining focus on 
owner and partner queries and providing 
assurance over medium- and longer-term 
remediation activities.

The Board was also engaged throughout 
the incident response.

  See page 212 for further details regarding 
the financial impact of the incident.

The Risk and Assurance team reports 
regularly on developments in oversight 
of risk management. The third-line Internal 
Audit team has worked during 2022 with 
the Audit Committee to consider existing 
sources of assurance, for example, from 
direct reporting or attestations provided by 
first- and second-line management teams 
on risk and control matters. The Internal 
Audit plan identifies where independent 
assurance may be valuable, taking into 
account the maturity of management’s own 
reporting, and acceptable risk tolerances. 
Internal Audit also monitor the confidential 
disclosure channel to identify any emerging 
trends requiring management and/or 
Board intervention.

The Audit Committee considers future 
assurance needs within the Internal Audit 
planning process and has also debated 
potential assurance considerations for 
non-financial data disclosures, with 
incoming regulations in many territories. 
We plan to develop an assurance roadmap 
for carbon data during 2023, including 
where this can be obtained internally on 
controls and when external independent 
input may be necessary in the coming years. 
This will also inform wider conversations 
about the Audit and Assurance Policy likely 
to be required by the UK Government. 

  This section should be read together with the 
rest of the Strategic Report, Governance on 
pages 90 to 138, the going concern statement 
on page 239, and Risk Factors on pages 240 
to 245.

Strategic Report
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In pursuing our ambition, 
we face inherent 
uncertainties relating to …

Why these uncertainties are important to the achievement 
of our strategic objectives over the next two to three years

How senior management and Board obtained assurance 
in our risk management and resilience in 2022

Owner preferences 
for or ability to invest 
in our brands 

Executive Risk Sponsor: 
Global Chief Customer 
Officer and Regional CEOs

Link to strategy:

Trend:

Our growth ambitions require us to take risks to drive 
returns for our existing and potential owners. Our owners’ 
choice to work with IHG is dependent on our ability to 
build a portfolio of loved and trusted brands with a track 
record in delivering returns, while also continuing to 
invest behind digital advantage, customer centricity 
and caring for our people, communities and planet.

Driving owner returns in an uncertain macroeconomic 
and inflationary environment will expose us to risk. 
For example, we need to pursue opportunities in relation 
to hotel building and renovation and hotel opening 
projects and also in executing initiatives such as loyalty 
transformation across our open hotels and supply chains. 
There is also growing scrutiny of IHG’s responsibilities as 
a franchisor or manager of our brands (including other 
aspects of our strategic agenda such as decarbonisation).

These opportunities need to be balanced with risks 
associated with increasingly complex deal structures with 
owners, uncertainties as we expand into new markets and 
a need to risk our own capital to pursue inorganic growth 
or to incentivise deals in key locations for key brands.

If we fail to manage this risk effectively, we will lose 
competitiveness and may not realise the opportunities 
to grow our brand footprint.

The Board considers reporting and insight from 
management on:

• individual and brand category performance;
• loyalty and digital and responsible business 

strategies and investments;
• initiatives to strengthen owner returns;
• impacts of macro events (including the war 

in Ukraine) and impacts on specific markets;
• performance and prospects for key areas of 

capital investment, including controls over growth 
decision-making and post project reviews of 
investment effectiveness;

• external insight where valuable (for example, 
on investor perceptions); and

• competitor activities.

The Executive Committee also reviews these areas 
frequently and has obtained reports on initiatives, 
including to strengthen owner returns and to 
enhance owner communications via a new portal. 

The Internal Audit plan provides independent 
assurance on initiatives supporting owner returns 
and financial processes relating to fee collection.

Data and information 
usage, storage, security 
and transfer

Executive Risk Sponsor: 
Chief Commercial and 
Technology Officer, Chief 
Customer Officer and EVP 
General Counsel and 
Company Secretary

Link to strategy:

Trend:

By its nature, our business involves managing large 
volumes of data of guests and loyalty members globally. 
In addition, our strategic objectives of achieving digital 
advantage and customer centricity will transform how 
we use our commercial and marketing data to improve 
and personalise the customer experience, grow loyalty 
and empower our owners to make better decisions.

This transformation involves us pursuing opportunities 
with cloud-based applications, storage and partnering 
with third-party specialists and exploiting technology 
advancements and innovation requiring the use of 
personal data and artificial intelligence. The opportunities 
presented by this ambition are consciously balanced 
with the inherent exposures our digital footprint presents 
to data, information security and privacy-related threats, 
including threat actors (including criminals, third parties 
and inherent colleague risk) and the need to use data 
appropriately and responsibly, including in response to 
changing regulations. This posture is possible because 
of investments in recent years in cybersecurity and 
information governance and the maturing of our risk 
management system, including our response to the 
recent systems disruption.

If we fail to manage this risk effectively, we face operational, 
financial and reputational impacts to the range of 
high-value assets we are responsible for (including critical 
systems and employee, guest and other sensitive data). 
In addition, if the data we use is not accurate, this may 
impair decision-making and/or lead to lack of trust or 
satisfaction by our guests, loyalty members or owners.

The Board considers reporting and insight from 
management, including:

• presentations on strategy for the delivery of our 
customer journey through technology and the 
refreshed loyalty programme;

• direct presentations from the Chief Information 
Security Officer, including on incident handling, 
which draw on external input on risk assessments 
and advice on specific topics;

• updates on the cyber insurance renewal strategy;
• second-line reporting on our privacy programme 

and policies for handling information securely; and
• specific updates on metric integrity, including 

review of ESG data principles and assurance 
arrangements, supported by third-party experts.

The Executive Committee monitors the execution 
of our data and analytics strategy and was directly 
accountable for overall coordination of the 
response to the systems disruption that occurred 
in September 2022. An Executive Security Risk 
and Compliance steering committee also tracks 
key projects and risk and control indicators.

The Internal Audit plan includes independent focus 
on governance of both cybersecurity and data and 
information, including providing assurance on 
foundational controls at both corporate and hotel 
levels, within commercial and marketing plans and 
in relation to third-party data transfers.
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Inherent risk trend Strategic priorities

 Dynamic/Rapid

 Dynamic/More gradual

 Stable/Rapid

 Stable/More gradual

 Build loved and trusted brands

 Customer centric in all we do

 Create digital advantage

  Care for our people, communities and planet
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Choosing the best of the best
Forward-looking information
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United Utilities
United Utilities’ report includes 
detailed short, medium and long-term 
strategic plans over an astonishingly 
lengthy timeline – up to 2080 (albeit 
largely as a result of the way the  
UK water sector is regulated). Short, 
medium and long-term sustainability 
targets to 2070 are also set out.

Cyber security
We monitor a number of security metrics and have targets 
against each. Many are aimed at meeting or exceeding national 
recommendations or comparative performance, such as targets 
for security patching recommended by the National Cyber 
Security Centre, and our phishing test platform where we 
monitor comparative performance on clicks, compromises and 
reports. We target zero malware outbreaks and use a series of 
technical and process controls to ensure we achieve this. We aim 
to have all our major suppliers security assured to our standards, 
and maintain a dynamic and live assessment of our supply chain. 
We are measured annually by our regulators against NIS security 
targets and have remained compliant since this was introduced. 
As a tier two PCI-DSS merchant, we are measured annually by 
our payment industry stakeholder against PCI-DSS and have 
remained compliant to requirements for many years.

Financial risk management
We operate within targets set out in our financial risk 
management policies, including a range for how many months’ 
liquidity we maintain on a rolling basis, levels of index-linked and 
fixed rate debt we want to maintain, and energy price hedging. 
We set individual credit risk targets for counterparties based on 
their level of risk. We target a 55 to 65 per cent gearing range, 
which supports our credit rating targets. Performance against all 
of these targets is monitored on a monthly basis.

Affordability and vulnerability
We monitor various metrics around cash collection, bad debt, 
and the number of customers on our support schemes. Our 
C-MeX score for customer satisfaction is impacted in part by 
the help we provide to customers in vulnerable situations. We 
have 2025 performance commitments for lifting customers out 
of water poverty and signing more customers up to Priority 
Services. Read more on pages 98 to 101.

Health, safety and wellbeing
We monitor various metrics for health, safety and wellbeing, 
including accidents and near misses. We have targets for 
accident frequency rates for both colleagues and contractors, 
and we target maintaining accreditation with the Workplace 
Wellbeing Charter. Read more on pages 100 to 101.

United Supply Chain
We aim to have 100 per cent of targeted suppliers signed up to 
United Supply Chain by 2025. Read more on page 108.

Equity, diversity and inclusion
We monitor a number of metrics on the inclusive nature of our 
workforce, including gender, ethnicity, disability, and LGBT+. 
We target scoring at least in line with both the UK norm and 
the Utilities norm on the diversity and inclusion questions in our 
colleague engagement survey, and we seek to make progress 
towards improving our diversity statistics, including closing the 
gender pay gap. Read more on pages 54 to 55.

Managing nature-related risks and opportunities
Nature is fundamental to the sustainability of our business and 
so we monitor a wide variety of metrics and set targets to help 
monitor and assess nature-related risks and opportunities.

To measure our performance we demonstrate delivery against 
contributing targets from a number of statutory requirements, 
such as the condition of protected sites, biodiversity net gain, 
environmental performance, and supporting strategies. We were 
the only water company to set a natural capital outcome delivery 
incentive in our business plan for 2020–25. This is measured 
by demonstrating additional value created through ecosystem 
services for customers and the environment. We achieve this by 
implementing nature-based solutions where they offer best value 
compared against a hard-engineered solution. 

We are a key contributor to the North West’s first natural 
capital account developed in collaboration with many regional 
organisations. By considering this baseline value, we can 
benchmark the impact of future changes to our natural assets 
and quantify improvements. It is helping to understand how 
valuable the region’s natural capital assets are. This year, we have 
updated our own natural capital account as part of a five-yearly 
review cycle.

Many of our targets in the short and medium term are regulatory 
performance commitments for 2020–25. We also have targets 
that go further, like our Better Rivers pledges and targets for 
monitoring and reducing storm overflow activations. We are in 
the process of preparing our business plan with targets for the 
2025–30 period. Our long-term targets align with government 
expectations, such as achieving 75 per cent favourable condition 
for SSSI locations by 2042. We are committed to improving 
surface, groundwater and bathing water quality in the immediate 
term and beyond.

Progress this year
• Updated our corporate natural capital account so we can 

track and measure trends in our impact on nature.

• Developed our long-term environmental strategy.

Future focus
• Continue to engage with the Task Force to develop our 

nature-related disclosures, and work towards the global 
shared vision of ‘living in harmony with nature by 2050’. 

• Develop a strategy on how we will achieve the four 2030 
biodiversity goals adopted by nations during COP15. By 
engaging in the TNFD process early we are already working 
towards achieving Target 15 to disclose on our interactions 
with nature.

TNFD  Nature-related metrics and targets

OTHER  Metrics and targets in relation to areas of material interest

Metrics and targets
Our approach to generating value
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Future targets
This page sets out some of the climate-related, nature-related and other sustainability targets we 
have set ourselves over the short, medium and long term.

Short term Medium term Long term

100 per cent 
of targeted 
suppliers signed 
up to United 
Supply Chain

Work to enable 
future national 
water trading

Monitor all storm 
overflows and make 
real-time data on 
their operation 
available to the 
general public

Improve water 
quality in 1,315 
kilometres of 
rivers across the 
North West

>220,000 
customers 
registered for 
our Priority 
Services scheme

100 per cent 
green fleet

Restore  
1,000 hectares  
of peatland  
and create  
550 hectares  
of woodland

Reduce scope 1 & 2  
greenhouse gas 
(GHG) emissions 
by 42 per cent 
and scope 3 GHG 
emissions by  
25 per cent

Install additional 
water meters to 
achieve coverage 
of around  
75 per cent  
of households

Eliminate 
lead pipes

Reduce leakage  
by 50 per cent 

Reduce to an 
average of no 
more than 10 
activations per 
storm overflow

Deliver our 
service using 
natural capital 
in a sustainable, 
efficient and 
resilient way

Net zero GHG 
emissions aligned 
to the Paris 
Agreement’s 
ambition to limit 
global warming 
to 1.5oC

Help reduce water 
demand to  
110 litres per 
person per day

Strategic report
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Our planning horizons continued

Our adaptive planning approach ensures we are able to respond to risks and opportunities that 
may arise in the short term or far into the future.

Short-term planning
We set annual, measurable targets, 
but retain flexibility to enable us to 
respond to challenges that may arise.
Short-term planning helps us work towards our 
medium and long-term goals and provides us with 
measurable targets so we can continually monitor 
and assess our progress.

Before the start of each financial year, which runs 
from 1 April to 31 March, we develop a business 
plan that is reviewed and approved by the board. 
This sets our annual targets to deliver further 
improvements in service delivery and efficiency, 
and help towards our longer-term goals.

Medium-term planning
Aligned to the commitments in our 
AMP7 determination and our plans 
for AMP8.
The majority of the group’s activities sit in our 
regulated water and wastewater business, so 
our medium-term planning mostly sets out how 
we will deliver against the commitments in our 
final determination from Ofwat for each five-year 
period, and our plans for the next one.

To ensure we deliver for all stakeholders, including 
customer preferences and environmental 
requirements, we align our plans to these priorities 
in line with key published methodologies.

Long-term planning
We plan far into the future to 
ensure we can respond to risks and 
opportunities that may arise.
To maintain a reliable, high-quality service for 
customers long into the future, we need to 
anticipate and plan for things that may impact on 
our activities. This includes monitoring the age and 
health of our assets, keeping track of innovations 
and advancements in technology, and looking at 
current and predictive data from various sources to 
track key risk indicators (e.g. economic forecasts, 
expectations for population growth, climate 
and weather predictions, legal and regulatory 
consultations and changes).

1 year

up to 
2030

up to 
2080

Strategy
Our approach to generating value
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Cyber security
We monitor a number of security metrics and have targets 
against each. Many are aimed at meeting or exceeding national 
recommendations or comparative performance, such as targets 
for security patching recommended by the National Cyber 
Security Centre, and our phishing test platform where we 
monitor comparative performance on clicks, compromises and 
reports. We target zero malware outbreaks and use a series of 
technical and process controls to ensure we achieve this. We aim 
to have all our major suppliers security assured to our standards, 
and maintain a dynamic and live assessment of our supply chain. 
We are measured annually by our regulators against NIS security 
targets and have remained compliant since this was introduced. 
As a tier two PCI-DSS merchant, we are measured annually by 
our payment industry stakeholder against PCI-DSS and have 
remained compliant to requirements for many years.

Financial risk management
We operate within targets set out in our financial risk 
management policies, including a range for how many months’ 
liquidity we maintain on a rolling basis, levels of index-linked and 
fixed rate debt we want to maintain, and energy price hedging. 
We set individual credit risk targets for counterparties based on 
their level of risk. We target a 55 to 65 per cent gearing range, 
which supports our credit rating targets. Performance against all 
of these targets is monitored on a monthly basis.

Affordability and vulnerability
We monitor various metrics around cash collection, bad debt, 
and the number of customers on our support schemes. Our 
C-MeX score for customer satisfaction is impacted in part by 
the help we provide to customers in vulnerable situations. We 
have 2025 performance commitments for lifting customers out 
of water poverty and signing more customers up to Priority 
Services. Read more on pages 98 to 101.

Health, safety and wellbeing
We monitor various metrics for health, safety and wellbeing, 
including accidents and near misses. We have targets for 
accident frequency rates for both colleagues and contractors, 
and we target maintaining accreditation with the Workplace 
Wellbeing Charter. Read more on pages 100 to 101.

United Supply Chain
We aim to have 100 per cent of targeted suppliers signed up to 
United Supply Chain by 2025. Read more on page 108.

Equity, diversity and inclusion
We monitor a number of metrics on the inclusive nature of our 
workforce, including gender, ethnicity, disability, and LGBT+. 
We target scoring at least in line with both the UK norm and 
the Utilities norm on the diversity and inclusion questions in our 
colleague engagement survey, and we seek to make progress 
towards improving our diversity statistics, including closing the 
gender pay gap. Read more on pages 54 to 55.

Managing nature-related risks and opportunities
Nature is fundamental to the sustainability of our business and 
so we monitor a wide variety of metrics and set targets to help 
monitor and assess nature-related risks and opportunities.

To measure our performance we demonstrate delivery against 
contributing targets from a number of statutory requirements, 
such as the condition of protected sites, biodiversity net gain, 
environmental performance, and supporting strategies. We were 
the only water company to set a natural capital outcome delivery 
incentive in our business plan for 2020–25. This is measured 
by demonstrating additional value created through ecosystem 
services for customers and the environment. We achieve this by 
implementing nature-based solutions where they offer best value 
compared against a hard-engineered solution. 

We are a key contributor to the North West’s first natural 
capital account developed in collaboration with many regional 
organisations. By considering this baseline value, we can 
benchmark the impact of future changes to our natural assets 
and quantify improvements. It is helping to understand how 
valuable the region’s natural capital assets are. This year, we have 
updated our own natural capital account as part of a five-yearly 
review cycle.

Many of our targets in the short and medium term are regulatory 
performance commitments for 2020–25. We also have targets 
that go further, like our Better Rivers pledges and targets for 
monitoring and reducing storm overflow activations. We are in 
the process of preparing our business plan with targets for the 
2025–30 period. Our long-term targets align with government 
expectations, such as achieving 75 per cent favourable condition 
for SSSI locations by 2042. We are committed to improving 
surface, groundwater and bathing water quality in the immediate 
term and beyond.

Progress this year
• Updated our corporate natural capital account so we can 

track and measure trends in our impact on nature.

• Developed our long-term environmental strategy.

Future focus
• Continue to engage with the Task Force to develop our 

nature-related disclosures, and work towards the global 
shared vision of ‘living in harmony with nature by 2050’. 

• Develop a strategy on how we will achieve the four 2030 
biodiversity goals adopted by nations during COP15. By 
engaging in the TNFD process early we are already working 
towards achieving Target 15 to disclose on our interactions 
with nature.

TNFD  Nature-related metrics and targets

OTHER  Metrics and targets in relation to areas of material interest

Metrics and targets
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Our planning horizons continued

Our adaptive planning approach ensures we are able to respond to risks and opportunities that 
may arise in the short term or far into the future.

Short-term planning
We set annual, measurable targets, 
but retain flexibility to enable us to 
respond to challenges that may arise.
Short-term planning helps us work towards our 
medium and long-term goals and provides us with 
measurable targets so we can continually monitor 
and assess our progress.

Before the start of each financial year, which runs 
from 1 April to 31 March, we develop a business 
plan that is reviewed and approved by the board. 
This sets our annual targets to deliver further 
improvements in service delivery and efficiency, 
and help towards our longer-term goals.

Medium-term planning
Aligned to the commitments in our 
AMP7 determination and our plans 
for AMP8.
The majority of the group’s activities sit in our 
regulated water and wastewater business, so 
our medium-term planning mostly sets out how 
we will deliver against the commitments in our 
final determination from Ofwat for each five-year 
period, and our plans for the next one.

To ensure we deliver for all stakeholders, including 
customer preferences and environmental 
requirements, we align our plans to these priorities 
in line with key published methodologies.

Long-term planning
We plan far into the future to 
ensure we can respond to risks and 
opportunities that may arise.
To maintain a reliable, high-quality service for 
customers long into the future, we need to 
anticipate and plan for things that may impact on 
our activities. This includes monitoring the age and 
health of our assets, keeping track of innovations 
and advancements in technology, and looking at 
current and predictive data from various sources to 
track key risk indicators (e.g. economic forecasts, 
expectations for population growth, climate 
and weather predictions, legal and regulatory 
consultations and changes).

1 year

up to 
2030

up to 
2080

Strategy
Our approach to generating value
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Performance against these annual targets 
determines the bonus percentage that 
is awarded to executive directors and 
colleagues right through the organisation.

To avoid encouraging short-term 
decision-making and ensure management 
is focused on the long-term performance 
of the company, executive directors are 
also remunerated through a long-term 
incentive plan (LTP). This assesses  
three-year performance and includes 
return on regulated equity (RoRE), a 
basket of customer measures, and our 
carbon pledges.

  Read more about the annual bonus and LTP  
in our remuneration report on pages 
170 to 203

Executive directors hold regular business 
review meetings with senior managers 
across the business to track progress 
against our annual targets.

It is vital that we retain flexibility within 
this short-term planning so we can adapt 
to meet challenges that may arise during 
each year, and deliver high-quality and 
resilient services to customers in the most 
effective and cost-efficient way possible.

This may involve bringing enhancements 
forward to deliver improvements for 
customers early, investing further into the 
business to maintain service, or delaying 
projects to occur later in the regulatory 
period to prioritise expenditure and focus 

our time on dealing with unexpected 
challenges that arise.

The severe freeze-thaw we experienced 
this year demonstrates how we adapt 
our short-term plans to focus efforts on 
immediate challenges. Read more on 
page 48 about the actions we took to 
maintain services during this time, the 
impact on our activities, and how we 
are still managing the aftermath of this 
extreme weather event.

The challenges presented by COVID-19 in 
2020 were another example that showed 
why this flexibility was crucial and how 
effectively we managed this significant 
and sudden change.

Our medium-term plans are designed 
to help us work towards our long-term 
delivery strategy, build and maintain 
resilience, and fulfil our purpose. 

We engage in extensive research to 
ensure our plans are robust and balanced, 
targeting the best overall outcomes for all 
our stakeholders. 

Following scrutiny and challenge 
from Ofwat, we receive the final 
determination, which sets the price (in 
terms of total expenditure recovered 
through customer bills), service level, and 
incentive package that we must deliver 
over the five-year period. This includes an 
expected return to meet financing costs.

Adaptive planning is important in meeting 
our medium-term targets in the most 
effective and efficient way. During the 
current 2020–25 period we have adapted 
our total expenditure (totex) in two ways.

First, we accelerated our capital 
programme, with around £500 million of 
totex brought forward over the first three 
years, delivering improvements early and 
making a strong start to our plans.

Second, we extended our totex by 
£765 million to deliver customer 
and environmental improvements, 
accelerating delivery of the Environment 
Act 2021 and improving performance 
against customer outcome delivery 
incentives (ODIs).

Our strategy helps us create value 
for our stakeholders by delivering or 
outperforming the final determination. 
We publish an annual performance 
report (APR) in July of each year, which 
reports our performance in a format that 
is comparable across the sector. This 
includes Return on Regulated Equity 
(RoRE), which comprises the base allowed 
return and any out/underperformance.

l

    Our APR will be available at unitedutilities.
com/corporate/about-us/performance/
annual-performance-report

l

    Information on companies’ regulatory 
performance can be found at 
discoverwater.co.uk

We review this information as part of our 
long-term planning and risk management 
processes, through which we assess and 
manage opportunities and risks such as 
climate change, population growth, a 
more open, competitive market, water 
trading, more stringent environmental 
regulations, developments in technology, 
and combining affordable bills with a 
modern, responsive service.

Our website has a dedicated section 
where we examine key long-term 
challenges and how we will focus our 
resources and talents to meet them.

l

    Read about our future plans at 
unitedutilities.com/corporate/about-us/
our-future-plans

You can find our long-term plans, such as:

• Water Resources Management Plan 
– setting out the investment needed 
to ensure we have sufficient water to 
continue supplying customers, taking 
into account the potential impacts of 
climate change, covering a 25-year 
period and considering consumption 
and climate forecasts out to 2080;

• Drought plan – setting out the actions 
we will take to manage drought risk, 
updated every five years; and

• Adaptation report – setting out the 
current and future predicted impacts 
of climate change on the business 
and our proposals for adapting to a 
changing climate.

Our long-term delivery strategy out 
to 2050 is embedded into our plans 
for AMP8, and we are developing a 
Drainage and Wastewater Management 
Plan – examining the risks around 
flooding, pollution, storm overflows, and 
wastewater treatment over a 25-year 
period – that will be published in 2024.

We use whole-life cost modelling and 
maintain a robust financing structure 
to ensure we can invest efficiently to 
meet our long-term plans. Our training 
and development, graduate and 
apprenticeship programmes, and work 
with schools to encourage STEM careers, 
all helps to ensure we retain the skills 
we need in the North West to continue 
delivering these plans.

Stock code: UU. 41

Strategic report

Cyber security
We monitor a number of security metrics and have targets 
against each. Many are aimed at meeting or exceeding national 
recommendations or comparative performance, such as targets 
for security patching recommended by the National Cyber 
Security Centre, and our phishing test platform where we 
monitor comparative performance on clicks, compromises and 
reports. We target zero malware outbreaks and use a series of 
technical and process controls to ensure we achieve this. We aim 
to have all our major suppliers security assured to our standards, 
and maintain a dynamic and live assessment of our supply chain. 
We are measured annually by our regulators against NIS security 
targets and have remained compliant since this was introduced. 
As a tier two PCI-DSS merchant, we are measured annually by 
our payment industry stakeholder against PCI-DSS and have 
remained compliant to requirements for many years.

Financial risk management
We operate within targets set out in our financial risk 
management policies, including a range for how many months’ 
liquidity we maintain on a rolling basis, levels of index-linked and 
fixed rate debt we want to maintain, and energy price hedging. 
We set individual credit risk targets for counterparties based on 
their level of risk. We target a 55 to 65 per cent gearing range, 
which supports our credit rating targets. Performance against all 
of these targets is monitored on a monthly basis.

Affordability and vulnerability
We monitor various metrics around cash collection, bad debt, 
and the number of customers on our support schemes. Our 
C-MeX score for customer satisfaction is impacted in part by 
the help we provide to customers in vulnerable situations. We 
have 2025 performance commitments for lifting customers out 
of water poverty and signing more customers up to Priority 
Services. Read more on pages 98 to 101.

Health, safety and wellbeing
We monitor various metrics for health, safety and wellbeing, 
including accidents and near misses. We have targets for 
accident frequency rates for both colleagues and contractors, 
and we target maintaining accreditation with the Workplace 
Wellbeing Charter. Read more on pages 100 to 101.

United Supply Chain
We aim to have 100 per cent of targeted suppliers signed up to 
United Supply Chain by 2025. Read more on page 108.

Equity, diversity and inclusion
We monitor a number of metrics on the inclusive nature of our 
workforce, including gender, ethnicity, disability, and LGBT+. 
We target scoring at least in line with both the UK norm and 
the Utilities norm on the diversity and inclusion questions in our 
colleague engagement survey, and we seek to make progress 
towards improving our diversity statistics, including closing the 
gender pay gap. Read more on pages 54 to 55.

Managing nature-related risks and opportunities
Nature is fundamental to the sustainability of our business and 
so we monitor a wide variety of metrics and set targets to help 
monitor and assess nature-related risks and opportunities.

To measure our performance we demonstrate delivery against 
contributing targets from a number of statutory requirements, 
such as the condition of protected sites, biodiversity net gain, 
environmental performance, and supporting strategies. We were 
the only water company to set a natural capital outcome delivery 
incentive in our business plan for 2020–25. This is measured 
by demonstrating additional value created through ecosystem 
services for customers and the environment. We achieve this by 
implementing nature-based solutions where they offer best value 
compared against a hard-engineered solution. 

We are a key contributor to the North West’s first natural 
capital account developed in collaboration with many regional 
organisations. By considering this baseline value, we can 
benchmark the impact of future changes to our natural assets 
and quantify improvements. It is helping to understand how 
valuable the region’s natural capital assets are. This year, we have 
updated our own natural capital account as part of a five-yearly 
review cycle.

Many of our targets in the short and medium term are regulatory 
performance commitments for 2020–25. We also have targets 
that go further, like our Better Rivers pledges and targets for 
monitoring and reducing storm overflow activations. We are in 
the process of preparing our business plan with targets for the 
2025–30 period. Our long-term targets align with government 
expectations, such as achieving 75 per cent favourable condition 
for SSSI locations by 2042. We are committed to improving 
surface, groundwater and bathing water quality in the immediate 
term and beyond.

Progress this year
• Updated our corporate natural capital account so we can 

track and measure trends in our impact on nature.

• Developed our long-term environmental strategy.

Future focus
• Continue to engage with the Task Force to develop our 

nature-related disclosures, and work towards the global 
shared vision of ‘living in harmony with nature by 2050’. 

• Develop a strategy on how we will achieve the four 2030 
biodiversity goals adopted by nations during COP15. By 
engaging in the TNFD process early we are already working 
towards achieving Target 15 to disclose on our interactions 
with nature.

TNFD  Nature-related metrics and targets

OTHER  Metrics and targets in relation to areas of material interest
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Future targets
This page sets out some of the climate-related, nature-related and other sustainability targets we 
have set ourselves over the short, medium and long term.

Short term Medium term Long term

100 per cent 
of targeted 
suppliers signed 
up to United 
Supply Chain

Work to enable 
future national 
water trading

Monitor all storm 
overflows and make 
real-time data on 
their operation 
available to the 
general public

Improve water 
quality in 1,315 
kilometres of 
rivers across the 
North West

>220,000 
customers 
registered for 
our Priority 
Services scheme

100 per cent 
green fleet

Restore  
1,000 hectares  
of peatland  
and create  
550 hectares  
of woodland

Reduce scope 1 & 2  
greenhouse gas 
(GHG) emissions 
by 42 per cent 
and scope 3 GHG 
emissions by  
25 per cent

Install additional 
water meters to 
achieve coverage 
of around  
75 per cent  
of households

Eliminate 
lead pipes

Reduce leakage  
by 50 per cent 

Reduce to an 
average of no 
more than 10 
activations per 
storm overflow

Deliver our 
service using 
natural capital 
in a sustainable, 
efficient and 
resilient way

Net zero GHG 
emissions aligned 
to the Paris 
Agreement’s 
ambition to limit 
global warming 
to 1.5oC

Help reduce water 
demand to  
110 litres per 
person per day

Strategic report
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Our planning horizons continued

Our adaptive planning approach ensures we are able to respond to risks and opportunities that 
may arise in the short term or far into the future.

Short-term planning
We set annual, measurable targets, 
but retain flexibility to enable us to 
respond to challenges that may arise.
Short-term planning helps us work towards our 
medium and long-term goals and provides us with 
measurable targets so we can continually monitor 
and assess our progress.

Before the start of each financial year, which runs 
from 1 April to 31 March, we develop a business 
plan that is reviewed and approved by the board. 
This sets our annual targets to deliver further 
improvements in service delivery and efficiency, 
and help towards our longer-term goals.

Medium-term planning
Aligned to the commitments in our 
AMP7 determination and our plans 
for AMP8.
The majority of the group’s activities sit in our 
regulated water and wastewater business, so 
our medium-term planning mostly sets out how 
we will deliver against the commitments in our 
final determination from Ofwat for each five-year 
period, and our plans for the next one.

To ensure we deliver for all stakeholders, including 
customer preferences and environmental 
requirements, we align our plans to these priorities 
in line with key published methodologies.

Long-term planning
We plan far into the future to 
ensure we can respond to risks and 
opportunities that may arise.
To maintain a reliable, high-quality service for 
customers long into the future, we need to 
anticipate and plan for things that may impact on 
our activities. This includes monitoring the age and 
health of our assets, keeping track of innovations 
and advancements in technology, and looking at 
current and predictive data from various sources to 
track key risk indicators (e.g. economic forecasts, 
expectations for population growth, climate 
and weather predictions, legal and regulatory 
consultations and changes).

1 year

up to 
2030

up to 
2080

Strategy
Our approach to generating value
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Friend’s Top Dogs 2023: Best of the FTSE 100 annual reports24

Digging deeper: 
stats and facts
Alongside our annual qualitative analysis of 
the FTSE 100, we also undertake a significant 
quantitative research exercise, covering 63  
distinct data points. 

From our analysis we’ve been able to identify  
some clear shifts in the reporting landscape.

Scale of reports
See page 26

Sustainability/ESG 
information now 
dominates many 
strategic reports
See page 28 

TCFD reporting  
is maturing
See page 30

Net zero commitments 
are just the beginning
See page 32 

Reporting on ethnicity 
has quickly become 
the norm
See page 33 

Annual reports  
are taking longer  
to publish
See page 34

Transforming ESEF 
digital reporting
See page 36

Efforts to improve  
the online experience 
See page 38
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Friend’s Top Dogs 2023: Best of the FTSE 100 annual reports26

Scale of reports
Report size has increased across all sections –  
strategic report, governance and financial statements  
– a sign of increasing disclosure requirements.  
The average page count of a FTSE 100 report is  
262, versus 210 five years ago, an increase of 22%.  
The lengthiest reports are within the Banks sector  
(an average of 453 pages this year) reflecting the 
additional required disclosures on risk, with reports  
in the Oil & Gas sector following closely behind, with  
an average page count of 401.

The five Banks and two Oil & Gas companies occupy 
seven of the nine longest reports among the FTSE 100. 
Excluding these two sectors, the average falls  
to 249 pages, a 21% increase on five years ago.

But while lengthier reports pose an increasing  
burden for reporters, diminishing print runs mean  
the pressure to keep page counts low isn’t as great  
as it once was.

25% 
increase in the average 
length of annual reports 
over the past five years

43% 
increase in the average 
length of strategic reports 
over the past five years

83
pages was the average  
length of a strategic  
report in 2022/23

Digging deeper: stats and facts
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Annual report average page count

Annual report average page count range

Strategic report average page count Strategic report page count range
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71
link specific SDGs to 
company strategy and 
activities in some way

76 
reporters integrate 
sustainability into group 
strategy in some way

68
FTSE 100 companies 
produce a separate 
sustainability or ESG report

Sustainability/ESG 
information now 
dominates many 
strategic reports
One of the most notable shifts highlighted by our 
research is the continued growth of sustainability 
disclosure in the strategic report, undoubtedly driven  
by the increase in disclosure requirements. This year,  
the average sustainability section page count rose to  
22 – five years ago the average was eight pages. 

The Sustainable Development Goals were referenced  
in some way in 71 reports, yet only 14 of this group  
offer more meaningful insights, describing how  
their sustainability strategy supports specific  
underlying targets.

Meanwhile, the popularity of a designated sustainability 
section has waned slightly as some reporters adopt  
a more integrated approach to sustainability content. 
77% of reporters still include almost all of their 
sustainability content within a dedicated section, 
compared with 89% five years ago.

Despite the increasing amount of sustainability 
information within the annual report, the percentage of 
reporters that also produce a standalone sustainability 
report (sometimes titled ‘ESG’ or ‘Responsible Business’ 
reports) has remained fairly constant over the past  
five years, around two-thirds. Page counts increased from 
an average of 53 pages five years ago to 66 pages now.

Digging deeper: stats and facts
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Continued integration of sustainability into 
company decision-making 
The speed of sustainability integration has shown no  
signs of slowing down this year with 84% of the FTSE 100 
linking sustainability metrics to Executive remuneration, 
demonstrating just how embedded sustainability is into 
business strategy and governance, driven by increasing 
investor expectations in this area. 

We also saw an increasing number of companies report 
that the range of skills and expertise of Board members 
includes sustainability. 

85
link sustainability metrics to 
Executive remuneration

68% 
of companies that report on 
Board skills and experience 
included sustainability 
among the list of skills 
(2021/22: 55%)

Average page count of 
sustainability sections

Average page  
count of separate  
sustainability reports

Reporters producing  
a separate  
sustainability report

Sustainability section page count range  
(among the 77 companies that include a sustainability section)

2018/
2019

2019/
2020

2020/
2021

2021/
2022

2022/
2023

8
10

14

19

22

1–5 6–10 11–15 16–20 31–35 49–5021–25 36–40 51–5526–30 41–45 70+

6

17

11

8
9

1

9

1 2

7

3 3

Proportion that also produce a standalone Sustainability Report

2018/
2019

2019/
2020

2020/
2021

2021/
2022

2022/
2023

69

60

72

57
63

2018/
2019

2019/
2020

2020/
2021

2021/
2022

2022/
2023

53 55 54

63
66
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26
companies explain the 
financial impacts in  
any depth

8
is the median number  
of pages dedicated  
to TCFD in 2022/23’s 
strategic reports

50%
increase in the number  
of reporters producing  
a standalone TCFD report 
over the past three years

Digging deeper: stats and facts

TCFD reporting  
is maturing
Responses to the requirements of the Task Force on 
Climate-related Financial Disclosures have been a feature 
of reports for several years, but these sections are 
becoming steadily more detailed and meaningful with 
connections often made to net zero planning. 

TCFD sections increased from an average of five  
pages in 2021/22 to nine pages in 2022/23, with the 
highly scrutinised Oil & Gas sector dedicating the  
largest number of pages to TCFD (an average of 24  
pages in 2022/23), followed by the Banks sector  
(an average of 18 pages in 2022/23).

Of course, there are still a few areas for improvement. 
While nearly all companies mention the impacts of climate 
change in their financial statements, only 26 of that group 
explain the potential impacts in any depth, notably in  
the Aerospace & Defence, Oil & Gas and Utilities sectors. 
This finding aligns with the FRC’s July 2022 review,  
which found reporting in this area to be somewhat lacking 
in true insight. The FRC also noted that it may in the 
future challenge companies that disclose significant 
climate risks in narrative reporting but don’t discuss  
them further in the financial statements.

The number of companies publishing a standalone TCFD 
report was similar to last year, but the scale of these 
reports has steadily increased over the past three years 
from 29 to 49 pages. Sectors where standalone TCFD 
reports are most prevalent are Mining and Life Insurance, 
while both Oil & Gas majors also produce one.
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Average number of pages 
dedicated to TCFD

Reporters that produce a 
standalone TCFD report

Average page count of standalone 
TCFD reports

TCFD page count range in strategic reports

2020/
2021

2021/
2022

2022/
2023
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9
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Proportion that also produce a standalone TCFD report
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Digging deeper: stats and facts

Net zero 
commitments are  
just the beginning
The UK government has made a commitment to reduce 
greenhouse gas emissions by 100% from 1990 levels  
by 2050, and FTSE 100 businesses have a significant  
role to play in meeting this goal. 

92 of the index have thus far committed to net zero,  
yet very few reporters offer truly insightful content that 
explains how they will achieve this. We expect that to 
change quite quickly – the publication of the Transition 
Plan Taskforce’s draft disclosure framework and 
Implementation Guidance means that there is now  
a lot more concrete information available to help 
reporters out. 

Adoption of science-based targets is also on the rise;  
just over half of the FTSE 100 have science-based targets 
validated by the SBTi. An additional 22 are planning to 
implement them, or are waiting for validation, reflecting 
the pace at which change is happening.

92
have committed to net zero 

71
have begun to set out the 
milestones on the journey  
to net zero

54
have SBTi-validated targets
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Reporting on ethnicity 
has quickly become 
the norm
The Parker Review and the CBI’s ‘Change the Race Ratio’ 
campaign have helped bring more attention to reporting 
on ethnicity. Of course, disclosing ethnic representation 
at Board level is now a requirement for listed companies, 
but we’re pleased to see that a significant number report 
on ethnicity at senior management level too. 

Disclosure around the ethnicity pay gap is however not 
yet compulsory, and the data is more complex to collect 
than it is for gender pay gap reporting. However, 28 of  
the FTSE 100 reported on their ethnicity pay gap in 
2022/23, with the Banks sector leading the way. 

43
report on ethnicity 
representation at senior 
management level

54
report on measures taken  
to improve ethnic diversity

28
reported their ethnicity pay 
gap in 2022/23

Digging deeper: stats and facts
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Annual reports  
are taking longer  
to publish
The five banks within the FTSE 100 routinely publish 
their annual reports on the same day as their full year 
results announcement, with few other companies  
able to meet this demanding deadline. This year, four 
other companies rose to the challenge, up from two 
others last year.

But overall the time taken to publish reports has slowed 
compared with last year. The average delay between 
results announcement and report publication has 
increased from 15 to 19 days while the median has  
edged up from 15 to 17 days, including weekends.

Despite the ESEF version of the report being the ‘official’ 
filing version, we are still seeing the publication of some 
ESEF reports lag behind the PDF, although the average 
delay is reducing year-on-year. This year, 53 companies 
filed the XBRL version on the same day as the PDF but  
we would expect this to be higher because this is required 
under the FCA’s disclosure rules (DTRs).

9 
companies publish their 
annual reports on  
the same day as their  
results announcement

17 
days is the median 
delay between results 
announcement and annual 
report publication

53
companies published the 
XBRL version on the  
same day as the PDF

Digging deeper: stats and facts
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Number of days delay between the results announcement and the PDF publication
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34
FTSE 100 reporters chose 
to offer a browser-based 
iXBRL viewer

34
reporters chose to  
offer an xHTML filing  
zip download only

Transforming ESEF 
digital reporting 
With the introduction of mandatory HTML reporting 
(ESEF, UKSEF, CSRD etc), the digitisation of reporting  
has begun. Today’s ‘single electronic format’ is just a small 
first step on a journey that will eventually bring all the 
benefits of full digital functionality to reporting.

For many involved in reporting communications, the early 
ESEF reports are digitally uninspiring in their current 
form, converted from PDF. But don’t be fooled by current 
software limitations. With advances in technology, the 
new mandatory digital format offers huge potential to 
transform the future of reporting.

As the ‘official’ reporting format, it is mandatory to publish 
the ESEF zip filing on the company website, and many 
companies publish a basic XBRL viewer version as well. 
However, these new formats are inaccessible for most 
stakeholders, so the FRC has recommended best practice 
improvements needed to make digital-first xHTML 
reporting more usable and accessibility compliant. 

We are actively leading in the development of mandatory 
digital-first reporting and we published a world-first with 
a live prototype for Experian last summer – featured as  
a best practice example in the FRC’s guidance. 

Looking ahead, we’re likely to see more attention paid  
to this area, as the forthcoming CSRD requirements 
include a provision covering data tagging and the ISSB is 
consulting on its sustainability taxonomy for the new  
S1 and S2 Standards, which will involve the tagging of 
narrative disclosures.

Digging deeper: stats and facts
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XBRL tagging 2022/2023

Future best practice 
The FRC’s latest guidance 
‘Structured digital reporting 
– Improving quality and 
usability’ emphasises the 
digital limitations of PDF 
conversions, advising how 
best practice digital reporting 
transforms the mandatory 
format and complies with 
accessibility requirements as 
never before. The FRC has 
highlighted our prototype 
digital work with Experian, 
demonstrating how this  
can be achieved.

34

18

34

14

iXBRL viewer
in browser

xHTML viewer
download zip +

filing zip

xHTML filing zip 
download only

No ESEF
report found
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Efforts to improve the 
online experience 
While new technology will enable truly digital-first 
reporting over the next few years, in the meantime  
about half of the FTSE 100 produce an online report,  
the vast majority opting for a summary version, 
presenting snippets from the full report. 

Among these, video is gaining popularity with usage 
nearly doubling from 12 in 2021/22 to 21 this year.  
Of the videos published, more than half were highlights 
from the CEO, while companies including Segro,  
Unilever and Weir Group have branched out with  
video performance highlights, brand snapshots and  
CFO and Chairman-focused videos.

More FTSE 100 reporters also now favour the landscape 
format for their PDF, with 10 opting for it, up from five  
last year. While a PDF cannot comply with full digital 
accessibility rules, landscape PDFs are nonetheless  
easier to read on a laptop screen.

Digging deeper: stats and facts

54
companies publish an  
HTML version of their 
report, the vast majority 
opting for a summary 

21 
companies include  
video content in their  
HTML reports

44 
only provide a PDF
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A: Full narrative HTML  
B: Summary HTML  
C: Web publication/e-book  
D: PDF only 

Annual reports published online

5

38

1

56

2018/2019

A CB D

1
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2

55

2021/2022

A CB D
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50

2

44

2022/2023

A CB D

2019/2020

3
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1

50
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2020/2021

1

48

2

49
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