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Environmental, social and governance 
(ESG) concerns – particularly around 
climate change, employee engagement and 
diversity, and supply chain management – 
continue to move up the corporate agenda. 
Companies are also considering purpose, 
culture and stakeholder engagement and 
these issues have been amplified as a result 
of the COVID-19 pandemic. 

All of these topics require companies to look beyond 
short-term financial performance and to think 
harder about their societal impact and the long-term 
sustainable success of the business.

In order to stay relevant and meet stakeholder 
expectations, as well as to address the increasing 
number of non-financial reporting requirements – such 
as the need to include a section 172 statement in the 
strategic report and the Streamlined Energy and Carbon
Reporting (SECR) requirements – it is more important 
than ever for companies to communicate and report 
meaningfully on these topics.
 
We have reviewed the first 34 AIM 100 annual reports 
published before 31 May 2020 to see how companies 
are addressing some of these themes and approaching 
the new reporting requirements, and to provide insight 
into the corporate reporting landscape as it continues 
to evolve. We have identified the key trends, along 
with best-in-class examples, to help you enhance your 
reporting and communicate a compelling and cohesive 
equity story. 

A very different business environment

Rachel Crossley
Senior Consultant

Jenni Fulton
Managing Director 
Emperor Growth

The world is changing.  
As pressure grows on 
companies to demonstrate 
their broader contribution  
to society, the focus on  
long-term sustainable 
success is greater than ever.
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Across a wide range of 
reports, we identified 
trends in six key areas.

What did 
we find?

Reporting ambition
We found many AIM companies are 
taking a more ambitious approach, 
going further than the requirements 
to provide additional, valuable 
information, though fewer connect 
the elements to tell a joined-up story.

COVID-19 and risk
With the drastic impact of the  
pandemic and resulting lockdown  
on health and the economy continuing 
to grow, unsurprisingly every report 
addresses COVID-19 to some extent.

include a business model

53%
mention COVID-19  
in the risk report

77%

include a separate section 
discussing broader market trends

1/2
include COVID-19 as  
part of the principal risks

55%

of reports clearly connect key 
elements such as the business 
model, strategy and risks 

1/4
discuss risk management  
structure, process and oversight

59%
2
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Stakeholders  
and section 172
Responding to the new disclosure 
requirements around stakeholder 
engagement and how directors are 
fulfilling their section 172 duties, 
reporting at this stage remains 
functional, with opportunity  
for improvement.

Sustainability 
With more regulation and interest from 
stakeholders – particularly investors – we 
are seeing much greater disclosure from 
AIM companies on broader non-financial 
issues. However, reporting on some 
areas, particularly environmental issues, 
remains comparatively lightweight.

Purpose, culture  
and values
While external stakeholders, the 
media and the public place increasing 
importance on a company’s broader 
purpose, this remains an area of 
relatively weak disclosure, with little 
meaningful explanation linking it back 
to the business or performance.

Governance
With AIM companies now required to 
report against a recognised corporate 
governance code, we are seeing better 
reporting but information could be  
more accessible and specific to the 
company and board, and explain how 
stakeholder views are considered.

have a separate  
sustainability section

71%
identify a specific  
purpose statement

1/5
report against the QCA  
Corporate Governance Code

85%
clearly introduce their  
key stakeholders

3/4

use ESG to label  
the section 

30%
provide insight into how the  
board operates, including focus 
areas or activities during the year

18%
include a dedicated spread on 
stakeholder engagement, issues 
and outcomes

1/5

identify their material  
ESG issues

12%
report on culture and  
values in a meaningful way

provide an overview of stakeholder 
or employee engagement

15%
discuss how the board takes  
into account stakeholder views  
in decision-making

21%
3

include a vision statement

53%
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Sometimes there is a perception that AIM 
company reporting is focused on simply 
meeting the minimum requirements. 
However, we found that while some of the 
reports we reviewed were compliance led, 
encouragingly the majority went further 
than just what is mandatory, including 
additional information to provide context 
and communicate the company’s story.

For example, even though it is not a 
requirement, just over half (53%) include 
a dedicated spread on their business 
model, which explains what the company 
does and, in most cases, incorporates key 
strengths and value creation for a range of 
stakeholders. EMIS Group’s business model 
is a particularly strong example, which 
addresses these points as well as explaining 
how the company generates revenue and 
the values that underpin the business. 

Contrary to a reputation for focusing  
on compliance, we found many AIM  
companies are taking a more ambitious 
approach to reporting.

STRATEGIC REPORT

EMIS Group plc
Annual report and accounts 201910

Business model

Joined-up healthcare 
through innovative IT

• Innovative connected 
technology services.

• Highly skilled people.

• Trusted brand.

• Strong relationships strategically 
aligned with government, partners 
and the markets we serve.

• Strong revenue visibility.

• Responsible leadership.

• Strong culture of caring for both 
patients and customers.

OUR KEY INPUTS

Outstanding customer service and support

Market-leading technology developmentEMIS Health

Integrated  
healthcare
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Markets page 14

Our four key values underpin everything we do, throughout every area of the business

Caring 
The Group has a strong culture of caring for its customers 
and employees and making a difference in its community. 
In 2019 EMIS Group continued to support employees 
in fundraising for Mind, the chosen Group charity.

Joined-up
EMIS Group has joined teams together into two focussed 
segments, EMIS Health and EMIS Enterprise. There is a strong 
emphasis on virtual teams and bringing people together 
to work in a collaborative, integrated way. 

Innovative
EMIS Group continues to invest in innovation to drive growth, 
from continued development on the EMIS-X platform to 
brand new, first-to-market, patient-facing services through 
Patient Access. 

Accountable
EMIS Group’s culture of accountability drives the commitment 
to excellence in every aspect of the business, from development 
to customer services, working towards the overarching goal 
of improving health and wellness in the UK. 

EMIS Enterprise
pharmacy
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Community care

Acute A&E

 Partner 

EMIS Group plc
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Why customers choose us

Clinically focussed
We enable clinicians 
to provide safe and 

efficient care through 
excellent software 

and services – 
helping patients live 

longer, healthier lives.

Trusted supplier
Our software and 
services are used 

in every major 
healthcare setting 

– from GP surgeries 
to high street 
pharmacies, 

community, hospitals 
and specialist 

services.

Joining up 
patient care 

Through innovative 
technology, we are 

giving more and 
more healthcare 

professionals access 
to the information 

they need to provide 
the best possible 

front line healthcare.

Care about 
our customers

Clinically led 
development teams 

work with our 
customers to develop 
systems. That is why 
we consistently meet 

the needs of 
end users.

Innovative
We are always 

looking at future 
technologies and 

trends to make sure 
we develop ground-

breaking services 
that benefit patients, 

clinicians and NHS 
organisations.

Through providing:

• Software and software licences.

• Maintenance and software support.

• Other support services: 
interoperability fees and B2B 
services in healthcare.

• Training, consultancy and 
implementation.

• Hosting services.

• Hardware installation, maintenance 
and support.

HOW WE GENERATE REVENUE 

CUSTOMERS 
We help make integrated care a 
reality across the healthcare industry.

45 
out of 191 Clinical Commissioning 
Groups (CCGs) use EMIS Health 
systems for both community care 
and 100% of primary care

CLINICIANS
Our systems and services are 
designed to support healthcare 
on the front line.

10,000
healthcare organisations rely 
on our clinical systems daily

UK PUBLIC
We provide trusted healthcare 
information and digital services 
for the UK general public.

8.4 million
Patient Access users

SHAREHOLDERS
We deliver long-term growth 
in dividends and share price.

31.2p
dividend for the year

B2B
We provide B2B systems and 
services to enterprise customers 
in the healthcare market. 

5,179
community pharmacies use our 
software to deliver better customer 
service and drive up revenue

EMPLOYEES
We are investing in technology 
innovation and software engineering 
roles as we accelerate new 
software development. 

37%
of employees are dedicated to 
software and product development 

HOW WE ADD VALUE

78+22+C
Financial review page 34

  Recurring revenue 
78%

  Non-recurring revenue 
22%

    EMIS Group annual report, p10 –11
  Click to view full report (PDF)

Moving 
beyond 
compliance

include a business  
model

53%

https://www.emisgroupplc.com/media/1571/emis-group-plc-annual-report-and-accounts-2019.pdf#page=12
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50% include a separate section discussing 
broader market trends and how these  
impact the company with 41% outlining  
the opportunities that these present,  
though only 9% also outline the challenges. 
Keywords Studios presents a clear overview 
of the key market trends and makes good  
use of data and graphs to highlight the size  
of the market opportunity. 

Almost three-quarters (71%) clearly 
outline their strategic priorities, 44% 
explicitly report on progress against those 
priorities during the year and around 
one-third (32%) go further by including 
forward-looking objectives for the year 
ahead, something that the FRC has 
been encouraging companies to look 
at. Some of the most engaging reports 
also included case studies/examples of 
progress during the year to bring their 
strategy to life.

A good example of this is Sumo Group’s 
report, which includes a clear strategic 
framework that reports progress and 
future priorities for a set of strategic 
objectives, as well as a ‘strategy in  
action’ case study to highlight a key  
story from the year.

How are strategic priorities discussed?

Market outlook

Video games 
market shows  
no signs  
of slowing

A large and growing industry
Momentum in the video games market shows no signs of 
slowing, remaining a core element of the entertainment industry. 
Content revenues in the global games market grew by 7.2% to 
reach $148.8bn in 2019 and are forecast to increase to $189.6bn 
in 2022, a CAGR of 8.1%. (Source: NewZoo Global Games Market, 
for the period 2018-22). 

All indications are that game publishers will continue to make 
more games in the future, with ever more sophisticated content, 
published across more platforms and with an increasing need  
to continuously add content to the games post launch.

An appealing market opportunity 
Much of the video games industry still remains vertically 
integrated. But as the market continues to grow and becomes 
ever more complex, games publishers and developers are 
increasingly seeking to avoid expanding their own teams for 
relatively short term projects. The video games publishing 
cycles are inherently lumpy, requiring significant resources to 
deliver complex projects on a tight timeline. This is resulting in a 
trend towards increasing outsourcing at a more strategic level 
which benefits Keywords as the market’s only major provider of 
scale. This includes a growing demand for co-development and 
full game development services, and we are investing to match 
that demand and continue to increase our market share.

Segment breakdown of global game revenues toward 2022

$138.7bn2018

2019

2022

23% 30% 46%

$148.8bn24% 30% 46%

$189.6bn20% 31% 49%

PC

Console

Mobile

Keywords Studios plc 
Annual Report and Accounts 201916 Overview Strategic report

 

The video games service provider market remains 
highly fragmented, yet it is only when a service 
provider has sufficient scale that it is able to more 
efficiently utilise its resources, without significant 
downtime between projects and have the resourcing 
flexibility to meet the customers' needs on a timely 
basis. As the only service provider of scale, in this $6bn 
plus addressable market (see page 13), Keywords is 
uniquely placed to support our customers' needs. This 
is part of the attraction for acquisition targets, who 
want to be part of a larger group with access to a wider 
customer base and service offering. It also means we 
are increasingly benefitting from our scale relative to 
competitors, as we further consolidate our market, and 
can respond flexibly to increasingly large scale projects 
from our customers.

Key trends in 2020
Next generation consoles
2020 is set to be a landmark year for console gaming with both 
PlayStation (PS5) and Xbox (Series X) having announced their 
next generation consoles, scheduled for launch in Q4 2020. With 
backward compatibility a feature of both systems, this console 
transition is expected to be the smoothest yet. Unlike in the last 
transition seven years ago, in which the market was surprised 
at how quickly platform holders and publishers shifted from 
content for the previous platforms to new content for the 
current generation, this time, a lot of games are running as a 
service and are expected to continue to be supported on the 
existing consoles. 

Games as a service
Part of the smoothness of the generation transition will be 
thanks to the trend to the ‘games as a service’ model. We 
anticipate game publishers will want to continue to support 
existing content that is commercially successful while 
simultaneously producing new content that takes advantage  
of the power and features of the new consoles. Outsourcing the 
live operations for both platforms, including the introduction of 
new features, new characters, producing marketing materials, 
plus further localization and testing will bring opportunities for 
Keywords, and we anticipate this doubling up will create added 
demand for our services.

Wider adoption of streaming  
and subscription platforms
In addition to traditional consoles due for release in late 2020, the 
launch of Google Stadia and Apple Arcade in late 2019 and the 
anticipated launch of Microsoft’s xCloud in 2020 represent exciting 
steps to make gaming more readily available and accessible to a 
wide spectrum of gamers. Presently, gaming can be costly for the 
user, with the requirement for high end gaming PCs, expensive 
consoles and high end smartphones limiting the access to and 
uptake of some games. Streaming and subscription services  
have the potential to provide highly cost-effective distribution  
of content, making it available to more players, on more devices,  
in more countries, and in more languages. 

More than ever, video game technologies are also being used in 
other markets including e-learning, film and TV, simulation and 
e-retail, as content providers continue to seek ways to make 
their content more interactive and thereby more impactful and 
engaging. Interactive content of whatever type requires the 
sorts of skills and knowhow that Keywords has mastered in  
the most interactive of all content markets – video games.

$6bn+
addressable market for 

video games services

“Keywords is uniquely placed to 
support our customers' needs.”
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DELIVERING GROWTH
We made strong progress against our strategy  
and have clear priorities to drive future growth.

Strategic objective Progress during the year Priorities for 2020

DELIVER 
AND EXPAND

• Revenue growth of 26.6%
• Adjusted EBITDA growth of 37.5%
• Headcount increased by 29%
• Two new studios opened taking the Group’s total to 10 studios

• Operating from multiple locations in three 
countries gives the capacity to achieve headcount 
growth targets and we are actively considering new 
locations both in the UK and abroad, as well as 
looking at potential acquisition opportunities

• Selective acquisitions, UK or overseas

IDENTIFY 
NEW STRATEGIC 
PARTNERS

• New contracts secured with Apple and 2K
• Continue to sign contracts on major new projects with  

new clients
• Tencent took a near 10% stake in the Group

• We are working on five contracts under which 
external funding is provided by a publisher for all or 
the majority of the development costs for a game, 
conceptualised by Sumo Group

• Selective acquisitions, UK or overseas

ADD NEW  
REVENUE 
STREAMS

• Acquisition of Red Kite Games
• Leamington Spa studio opened to focus on the development  

of games for the fast-growing mobile market

• Our newly opened Warrington Studio (October 
2019) has expanded the Group’s capabilities by 
focusing specifically on the delivery of engineering 
and code support services

• Selective acquisitions, UK or overseas

DEVELOP  
VALUABLE  
OWN-IP

• Revenue from Own-IP contributed 33% to overall Group 
revenues with 98% of that coming from low risk contracted 
development fees

• Announced the planned launch of Pass the Punch, a self-
funded Own-IP “beat ’em up” title, on PC, Nintendo Switch, 
Xbox One and PlayStation 4

• Launched the much acclaimed Own-IP game Dear Esther on 
iOS, developed by The Chinese Room

• Our strategy has been to move towards working 
more on Own-IP where we see longer term 
opportunities to earn higher returns on a relatively 
low risk basis, whilst retaining our focus on 
suitable Client-IP. Revenue from Client-IP is 
expected to continue to be the largest part of our 
total revenue with our overall revenue mix 
dependent on the opportunities presented.

• Selective acquisitions, UK or overseas

Read about our KPIs on page 31 and our Principal Risks & Uncertainties on pages 38 to 41

Strategy 
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Our aim is to become a global 
leader in premium development 
and creative services to the video 
game and wider entertainment 
industries.
Carl Cavers
Chief Executive Officer

Strategic objective Progress during the year Priorities for 2020

DELIVER 
AND EXPAND

• Revenue growth of 26.6%
• Adjusted EBITDA growth of 37.5%
• Headcount increased by 29%
• Two new studios opened taking the Group’s total to 10 studios

• Operating from multiple locations in three 
countries gives the capacity to achieve headcount 
growth targets and we are actively considering new 
locations both in the UK and abroad, as well as 
looking at potential acquisition opportunities

• Selective acquisitions, UK or overseas

IDENTIFY 
NEW STRATEGIC 
PARTNERS

• New contracts secured with Apple and 2K
• Continue to sign contracts on major new projects with  

new clients
• Tencent took a near 10% stake in the Group

• We are working on five contracts under which 
external funding is provided by a publisher for all or 
the majority of the development costs for a game, 
conceptualised by Sumo Group

• Selective acquisitions, UK or overseas

ADD NEW  
REVENUE 
STREAMS

• Acquisition of Red Kite Games
• Leamington Spa studio opened to focus on the development  

of games for the fast-growing mobile market

• Our newly opened Warrington Studio (October 
2019) has expanded the Group’s capabilities by 
focusing specifically on the delivery of engineering 
and code support services

• Selective acquisitions, UK or overseas

DEVELOP  
VALUABLE  
OWN-IP

• Revenue from Own-IP contributed 33% to overall Group 
revenues with 98% of that coming from low risk contracted 
development fees

• Announced the planned launch of Pass the Punch, a self-
funded Own-IP “beat ’em up” title, on PC, Nintendo Switch, 
Xbox One and PlayStation 4

• Launched the much acclaimed Own-IP game Dear Esther on 
iOS, developed by The Chinese Room

• Our strategy has been to move towards working 
more on Own-IP where we see longer term 
opportunities to earn higher returns on a relatively 
low risk basis, whilst retaining our focus on 
suitable Client-IP. Revenue from Client-IP is 
expected to continue to be the largest part of our 
total revenue with our overall revenue mix 
dependent on the opportunities presented.

• Selective acquisitions, UK or overseas

Read about our KPIs on page 31 and our Principal Risks & Uncertainties on pages 38 to 41

Strategy in action

As well as acquiring Red Kite 
Games, Sumo Digital opened 
two new studios in the year, 
taking its total to eight studios 
globally.

In March 2019, we opened a studio in Leamington 
Spa led by a highly regarded studio director and 
dedicated to the fast-growing mobile game 
development market. The studio has 20 people 
and is performing well.

In October 2019 we opened a studio in Warrington 
which has expanded the Group’s capabilities by 
focusing on the delivery of high-end engineering 
and code support services to prestigious clients. 
Scott Kirkland, the Studio Director, is a BAFTA 
nominee with a 23-year track-record of 
innovation and leadership.

    Keywords Studios annual report, p16 –17
  Click to view full report (PDF)

clearly outlined

include progress made during the year

include forward targets

71%

44%

32%

outline the  
opportunities arising  

from market  
trends

41%

    Sumo Group annual report, p20 –21
  Click to view full report (PDF)

https://www.keywordsstudios.com/content/uploads/2020/04/Keywords-Studios-Annual-Report-2019.pdf#page=18
https://www.sumogroupplc.com/app/uploads/2020/05/20-05-21-Annual-Report-Accounts-2019-Web.pdf#page=22
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The annual report is an especially valuable 
communications device for AIM and smaller 
companies, where additional sources of 
information, including analyst research  
and media coverage, are generally much 
more limited.

It is great to see that companies are  
going beyond the mandatory requirements; 
however, there are still opportunities for 
companies to develop their reporting  
and communicate a more consistent,  
joined-up narrative. 

Currently, only 24% of reports clearly connect 
the key elements of the report – business 
model, strategy, risks and so on – to tell a 
clear and cohesive story.

Gamma Communications goes some way 
towards achieving this through the clear 
linkage of KPIs and principal risks to the 
strategic opportunity. We see an opportunity 
for companies to improve the connection 
between strategy and performance, 
sustainability and governance.

Our focus
Having established market leading positions 
in both the SIP and Hosted PBX markets, our 
focus is to build on that position and take 
advantage of the emerging Unified 
Communications as a Service market. This 
requires us to add both team collaboration 
(Instant messaging, Video conferencing, 
Screen Share) and Multi-Channel customer 
contact products and services. In both cases 
these need to be integrated with our core 
Hosted PBX and SIP offerings, underpinned by 
our fixed and mobile network solutions.

Achievement
In April 2019 we launched our first full UCaaS 
service called Collaborate, which is integrated 
to our Horizon hosted PBX product. This 
service provides Horizon users the ability to 
set up conference calls, supported by video 
and screen share capabilities. In November 
we acquired Telsis which provides us with 
development capabilities required to build 
and support Multi-Channel customer contact 
services for the SME market. 

Our focus
In anticipation of the forecasted market shift 
from low end Ethernet to high speed 
Broadband our focus is on strengthening our 
Broadband proposition and adding value into 
these services. At the same time, we have to 
assure we are competitive in high speed 
Ethernet services. Whilst the mobile market is 
relatively flat, we anticipate significant 
disruption through the launch of 5G services 
and ‘Unlimited’ data bundles. This reinforces 
our decision in 2018 to move to a light MVNO 
model with an appropriate partnership model 
that allowed us to exploit this disruption.

Achievement
In November 2019 we announced the 
partnership agreement with Three UK that 
supports a smooth transition from our current 
operating model onto their 5G-ready network. 
Work is well underway to provide the 
technologies to effect this transition and 
establish the new operating model.

Evolve our strong 
Cloud telephony 
position into the 
UCaaS market

Build on our Fixed 
and Mobile 
Telecom strength 
to differentiate our
proposition from 
pure OTTs

A strategy driven by  
an engaging culture

Future Priorities
Our priority for 2020 is to launch a Multi-Channel 
contact centre solution integrated with our 
Horizon platform targeted at the SME market. 
We are also building on our development 
capabilities to assure a strong product roadmap 
for our UCaaS product portfolio.

Future Priorities
Our priority in 2020 is to complete the 
implementation of the new operating model 
with Three and have commenced the 
migration of customers to the new platform. 
It should be noted that this is largely a 
background system process with minimal 
customer disruption.

We are looking to enhance our Broadband 
proposition during 2020 whilst assuring we are 
competitive for the provision of Ethernet 
services.

Relevant KPIs: 2  5  8  

Associated risks: 5  8

Relevant KPIs: 2  8

Associated risks: 5  6  7

Cloud Telephony and UCaaS

Fixed and Mobile Telecom

Gamma Communications plc16

Our strategy

Our focus
There are a number of large European markets 
where the adoption of Cloud communications 
services is at a much lower level of penetration 
than the UK. Whilst each country will have its 
own unique reasons for this, we believe that 
the advent of UCaaS and the shift to desktop 
and mobile applications for communication in 
all forms, will be a new and disruptive driver for 
the adoption of Cloud-based services. Our 
focus is to gain a position in relevant markets 
through acquisition and leverage of our UK 
experience to gain significant market share 
through organic and inorganic growth.

Achievement
Following the acquisition of the DX Groep 
in the Netherlands in 2018 we subsequently 
acquired Nimsys in February 2019. We also 
initiated a structured process to identify 
and prioritise potential acquisitions in three 
other markets.

Our focus
To ensure that we have straightforward sales, 
service management and product user 
interfaces which align with customer 
expectations and differentiate our overall 
proposition, whilst at the same time 
allowing us to optimise our operating 
model and grow efficiently.

Achievement
In March 2019 we launched a new Digital 
platform for our Direct business that supports 
the ordering and support of our services.

Expand into 
Europe to gain 
continued growth 
and scale

Continue to build 
on our digital 
capabilities to  
assure agility  
and sustain 
competitiveness

Future priorities
We are focused on continuing to identify 
potential new acquisitions and conclude deals 
in the primary markets we are interested in. 

Future priorities
As we evolve our UCaaS products and services 
we are placing particular emphasis on building 
the appropriate design and development 
capability to assure these services have 
the most effective user experience for both 
channel partners and users of our services. 
We will continue to build out our digital 
platform for our Direct business enabling us to 
scale effectively and align with our customers' 
service management requirements.

Relevant KPIs: 2  5  6  8

Associated risks: 5  7  8

Relevant KPIs: 1  3  6  7

Associated risks: 2  5

Key to KPIs
1  Revenue
2  Gross profit
3  Gross profit margin
4  EBITDA
5  Cash
6  Cash generated by operations
7  EPS
8  Adjusted EPS

Key to risks
1  Information and cyber security
2   Operational – Unplanned  

service disruption
3  Customer service experience
4  Supplier
5  Market landscape
6  Legal and regulatory
7  Our people
8  M&A and climate change

Risks 
See pages 22-27

KPIs 
See pages 18-21 

Company Expansion

Digital Progression

Annual Report and Accounts 2019 17
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    Gamma Communications annual report, p16–17
  Click to view full report (PDF)

https://www.gammacommunicationsplc.com/wp-content/uploads/sites/2/2020/03/Annual-Report-and-Accounts-2019.pdf#page=18
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Joined-up, multi-channel  
communications 
The website is the first point of contact  
for most stakeholders, including investors, 
customers and potential employees. All the 
companies we reviewed use the website 
to explain what they do and the brands, 
products and services they offer, with a  
PDF version of the annual report available 
for download. However, most companies are 
much weaker when it comes to integrating 
important stakeholder information from  
the annual report – including around 
strategy, business model and sustainability  
– within the website. 

Most investor relations websites simply 
provide links to the annual report, investor 
presentations and announcements for users 
to download information. In a few cases, 
information on the website, particularly around 
strategy and sustainability, was out of date or 
inconsistent with that in the annual report. 

35% incorporate content from the  
annual report within their website and  
tell a consistent and joined-up story  
across both channels. Only one of the 
companies includes an online annual  
report – a summary of the full annual  
report with the option to download key 
sections of the report.

Going forward, companies should look at 
repurposing information across channels to 
ensure they are telling a consistent story.  
The Pebble Group repurposes key content 
from the annual report, such as the market 
overview spread for inclusion on its website. 

Our strategy

The Group’s vision is to become the partner of choice for both 
global brands that use promotional products as a key stakeholder 
engagement tool and SME distributors that seek to professionalise 
and grow their promotional products business in North America.
The Pebble Group has a proven track record of delivering 
strong organic growth, as well as growth through acquisition. 
The Group’s strategy is to continue its profitable growth in 
the following ways:

Organic growth opportunities

Attract additional clients – Brand Addition has steadily 
increased the number of clients to whom it provides services, 
by attracting new clients and through the acquisition of 
Gateway CDI in 2016. The Directors believe that there is 
significant scope to continue this principally organic growth.
Increase spend from existing clients – Brand Addition has 
grown the level of spend from its existing client base. By 
building the trust of clients through the successful fulfilment 
of expectations, Brand Addition is able to create new 
business opportunities by extending those relationships into 
new geographies, as well as by increasing its market share 
of existing client business in Europe, the US and Asia.

Attract additional Partners – Facilisgroup has consistently 
grown the number of Partners that use its proprietary 
software, through a combination of technology, supply chain 
power and community events, and the Directors believe that 
they can continue to deliver such Partner growth.
Increase the number of services offered to Partners –  
In addition to the current services offered to Partners, 
Facilisgroup is considering additional service offerings in the 
form of other consolidated spend areas and value-added 
services. Facilisgroup is considering a number of other 
opportunities with a view to taking advantage of its strong 
industry position and the highly fragmented global market.

Selective consideration of acquisitions by the Group
In addition to delivering organic growth, the Group’s 
management has a track record of successfully identifying 
and executing acquisitions which have added significant 
value to The Pebble Group. The Directors believe that, as a 
result of their depth of knowledge of the promotional 
products market, they may identify further opportunities to 
grow the business through acquisitions which complement 
the Group’s offering in the US and in Europe.

Becoming a  
partner of choice.
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    The Pebble Group annual report, p12, 14
  Click to view full report (PDF)

The Group’s management estimated this market to be worth over 
$50bn in 2019 (which would represent approximately 10% of 
global marketing expenditure), with North America and Europe 
representing $24.7bn and $22.6bn respectively.
Promotional products comprise an increasingly important 
part of a company’s marketing mix, conveying a company’s 
brand values and identity to its stakeholders. The return 
that promotional products deliver, in respect of brand 
awareness relative to the level of investment, makes them a 
valuable marketing and engagement tool for all businesses, 
particularly at times where budgets are constrained. The 
Directors consider the promotional products industry to be 
highly fragmented, typified by the large number of 
promotional product distributors.
Through Brand Addition, The Pebble Group looks to 
differentiate itself from its competition by utilising its depth 
of expertise and international infrastructure to provide a 
comprehensive and integrated service of account 
management, design, quality control and web stores, which 
meets the complex needs of global brands.
Through Facilisgroup, the Group is able to access a 
different segment of the market. Its subscription-based 
proprietary software and services support the growth and 
operations of North American owner-managed, sales-led 
SME promotional product distributors in this region. 
Facilisgroup’s industry-focused technology platform enables 
Partners to improve the efficiency of their operations and 
understanding of the activities of their businesses.

Our markets

The promotional products  
market is large and growing.

TOTAL MARKET VALUE

$50bn
NORTH AMERICAN MARKET

$24.7bn
EUROPEAN MARKET

$22.6bn
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    The Pebble Group website
  Click to view

https://www.thepebblegroup.com/application/files/8915/8822/6321/The_Pebble_Group_plc_Annual_Report_2019.pdf#page=14
https://www.thepebblegroup.com/about-us/markets/
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With the drastic impact of coronavirus 
continuing to grow, unsurprisingly the 
reports we analysed were unanimous 
in addressing the pandemic.

Where was COVID-19  
discussed in the annual report?COVID 

coverage 
interwoven 
throughout

Although the impacts of COVID-19 have 
only been felt in 2020, all companies (100%) 
mention COVID-19 in their reports, which 
is more coverage than we found in our 
April research of the FTSE 350. Our report, 
‘First 25 2020: New decade, new rules, new 
normal’, found 80% of FTSE 350 companies 
addressed coronavirus somewhere in the 
report. This difference likely reflects the fact 
that AIM reports are published later in the 
year and therefore companies had more 
time to address the issue.

It was good to see that the discussion 
of COVID-19 is generally not confined to 
one section of the report but included in 
multiple places, in particular the directors’ 
statements and the risk section, and also in 
some governance and sustainability sections. 
This reflects companies’ understanding of 
the wider impacts of the pandemic and the 
scrutiny they face in relation to ESG  
issues, as well as the FRC’s guidance to 
interweave discussion throughout key 
sections of the annual report. 
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26Risk
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The level of disclosure ranged from a brief mention in the 
directors’ statements to detailed discussion of the current and 
potential impacts on the operations, cash flow and financial 
performance of the company. In addition, two companies include 
dedicated spreads on how they have responded to COVID-19. 

Strix Group includes a standalone spread outlining its response, 
recovery and protection to COVID-19 for different stakeholders 
including employees and communities.

As you would expect, the risk report was  
a key section for COVID-19 information,  
with 77% of companies mentioning it  
there. Indeed, 55% include it as a new 
principal risk or as part of a principal risk 
(such as ‘pandemics’). 

Alliance Pharma has added ‘Pandemics and 
other worldwide events (COVID-19)’ as a 
new principal risk and provides insight into 
the impact, management and mitigation 
of the risk. It also discusses the impact of 
COVID-19 in the CEO’s review and Q&A.    Strix Group annual report, p30–31

  Click to view full report (PDF)

    Alliance Pharma annual report, p49
  Click to view full report (PDF)
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COVID-19: Crisis response, 
recovery and protection

On 30 January 2020, a Public Health Emergency of International 
Concern was declared by The World Health Organisation (WHO), 
and subsequently characterised as a pandemic by mid-March 2020. 

The coronavirus outbreak is continuing  
to severely impact people, society and 
industries globally. Strix continues to pro 
actively respond to the evolving outbreak, 
implementing precautionary measures to 
keep its people healthy, ensuring that the 
workplace is safe and to preserve cash. 

Strix continues to assess the impact  
of COVID-19, from both an operational  
and financial standpoint. Regular 

communication between the senior 
leadership team enables the Group  
to act decisively to mitigate actual  
or potential risks as they arise. 

The Group’s manufacturing operations  
in China have recovered with a 100% 
production capacity and a fully 
operational supply chain which is 
sufficient to meet customer demand. 

The Group will continue to focus on  
a prudent allocation of capital and be 
vigilant about the broader implications  
of COVID-19 which will include daily 
monitoring of consumer and brand 
demand. As a result, the Group is working 
on several strategic initiatives, including 
new products and efficiency measures, to 
minimise the impact to full year forecasts.

Strix’s Community
COVID-19 Commitment

Engineering and manufacturing businesses based in the 
Isle of Man have been stepping up to support the local 
and international response to the COVID-19 pandemic. 
Businesses have been turning their expertise to designing 
and producing essential medical equipment to fight 
COVID-19.

Strix has contributed direct engineering and manufacturing 
support to the Isle of Man’s hospital, including 3D printing 
of medical components and testing of face masks. In 
addition, we worked on the Charlotte Valve project, which 
builds on work started in Italy to enable full-face snorkel 
masks to be converted for use as emergency respirator 
masks during times of critical demand.

Provided support for the Isle of Man Government 
identifying parallel sourcing options to de-risk their 
supply chain for items of PPE using our trading contacts 
and compliance teams across the globe.

The Engineering department have been providing 
design expertise and technical support to the local 
government to manage the assembly of face visors to 
frames which were 3D printed by a community based 
project, led by crowdshield.im. Over 1,000 of these  
face visors have been used as a buffer while more  
PPE stocks arrive. 

Strix Group Plc
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1   Educate employees on COVID-19 
symptoms and prevention 

• Regular updates sent out to all employees providing 
education on COVID-19

• Reporting of daily COVID-19 impact assessments 

2   Reinforce screening protocols 

• High quality sanitisation products provided and 
accessible to all employees

• Minimisation of cross infection by appropriate 
workforce segregations within each site

• Professional cleaning of all sites carried out at 
increased frequencies

• Risk assessments conducted for all staff including 
mandatory daily temperature checks

• All staff within our Guangzhou manufacturing  
facility were required to enter the premises  
through a specialist sterilisation tent that uses 
HaloPure’s patented technology

3   Prepare for increased absenteeism 

• Expected absenteeism will increase following  
health screening protocols. Implementation of 
shared role responsibility to ensure no stoppages

• Issuance of laptops and remote working guidance

Strix’s response

4   Restrict non-essential travel and promote 
flexible working arrangements 

• All non-essential business travel suspended until 
restrictions are lifted and it is deemed safe to  
resume travel 

• Employees, where appropriate, have been 
encouraged to work from home 

5   Align IT systems and support  
to evolving work requirements 

• Flexible workforce arrangements implemented  
with effective remote working policies in place 

• IT systems and support aligned with latest  
work policies 

• System stability, network robustness and  
data security have been addressed ensuring  
smooth operation 

6   Prepare succession plans  
for key executive positions 

• Key management geographically diversified 

• Regular updates between the key executive team 

7   Focus on cash flow 

• Strong cash generation model which incorporates  
a high ROCE and high proportion of cash in advance 
payment terms limiting risk of non-payment and 
working capital fluctuations

• Group has available liquidity consisting of cash and 
undrawn facilities of £22.7m as at 18 March 2020

Strix’s priority is the health and safety of its employees. The following precautionary 
measures were implemented with immediate effect:

Business systems – ERP and other systems

Link to strategy Risk description and impact Management and mitigation Trend 

Integrating 
acquired products 
and companies

Maximising and 
extending brand 
potential

International 
expansion

There is always a risk to our business systems  
that means we could lose functionality, end up  
with corrupted files or suffer errors in our master  
data systems. 

Once implemented there is a risk that the ERP system 
may fail to work as intended or deliver the expected 
benefits. In addition, while this is expected to improve 
the internal control environment, the transition 
from, and eventual removal of, legacy IT systems 
creates continuity risks. In addition, the design and 
implementation of new operating practices and 
culture needed to bring the ERP system into full effect 
creates further risk to the Group’s business.

These risks have the potential to compromise our  
future performance and, in an extreme scenario,  
cash generation.

–  The Group continues to invest in its systems 
generally and has also introduced an IT 
Steering Group to provide oversight of 
core systems across the business and lead 
on changes required as a result of systems 
development or regulatory changes. 

–  We have selected an ERP system 
with a good track record and an 
experienced company to support the 
Group in the implementation through 
a structured process, developed a 
carefully-considered project plan, hired 
experienced project managers and 
released staff from their normal roles to 
focus on the project. 

–  The project continues to have the support 
of the Board and the Audit and Risk 
Committee and is regularly reviewed by 
the Senior Leadership Team and reported 
on at Board level. 

–  We continue to work towards successful 
implementation of the ERP system 
alongside stringent testing before retiring 
the legacy systems.

This risk has not 
changed materially 
since last year. 

Business continuity – the ability to continue operating in the event of extreme events

Link to strategy Risk description and impact Management and mitigation Trend 

Sustained growth As with many businesses, we are at risk of problems 
affecting our ability to continue operations because 
of extreme events. This could be an event that affects 
our people, operational sites, offices or equipment 
and systems, which would prevent our business from 
functioning as normal. 

–  The Group, through its experienced IT 
team, has implemented and continues to 
monitor the suitability of disaster recovery 
plans to ensure an ability to continue with 
its operations in the event of a disruption  
to any of its operating facilities or systems. 

–  We use third parties to support and  
review resilience of our operating 
platforms and recommendations are 
implemented as appropriate.

This risk has not 
changed materially 
since last year.

Political uncertainty – Brexit

Link to strategy Risk description and impact Management and mitigation Trend 

Sustained growth The business, its management and employees are 
all aware of the potential risks and uncertainties 
created as a result of the UK leaving the EU (Brexit). 
The potential impact of the eventual terms of Brexit 
affects aspects across our business, including product 
regulation, ability to trade cross-border, ability to 
continue to supply under existing terms, and our 
ability to recruit foreign nationals to work with us in 
the UK.

–   The business continues to monitor the 
developments affecting our industry and 
markets and we contemplate ‘what-if’ 
strategies where we have been alerted to 
potential changes that could occur. 

–   The Group has established an internal 
Brexit Strategy Group to actively manage 
this uncertainty. Only a limited amount of 
our business is reliant on the movement of 
goods between the UK and EU, however 
to mitigate potential risk, we have 
implemented our Brexit strategy, which 
includes: building additional inventory 
in order to maintain sufficient supply of 
key products; establishing a subsidiary 
company in the Republic of Ireland which 
now hosts certain registrations; and 
duplicating key statutory roles in the UK 
and EU albeit on a limited basis.

This risk has not 
changed materially  
since last year.

OUR PRINCIPAL RISKS AND UNCERTAINTIES CONTINUED

Pandemics and other worldwide events (COVID-19)

Link to strategy Risk description and impact Management and mitigation Trend

Sustained growth The unprecedented situation around COVID-19 is 
creating an uncertain time. The situation is changing 
almost daily, and it is difficult to assess at the time 
the final impact of COVID-19. The Group has taken 
various steps early on in order to deal with the 
situation which it finds itself in as well as to help 
mitigate any potential impact to its business and 
people. 

Whilst supply is holding up well, demand is harder to 
forecast. Although the COVID-19 situation in China 
and across the Asia Pacific looks to be improving, 
we anticipate that demand in the Asia Pacific region, 
including China, will be lower in the first half of 2020 
and then, depending on the speed with which this 
region returns to normality, begin to recover in H2. 
Sales in our UK and mainland Europe businesses are 
expected to be impacted, but to a lesser extent due to 
the higher proportion of prescription medicines sold 
in this region.

Given the fast-moving nature of the pandemic, 
the full-year impact on trading of the COVID-19 
coronavirus is very difficult to forecast but we 
anticipate that trading will be weighted to the second 
half.

Any significant impact on the turnover of the Group 
could affect the Group’s ability to continue to comply 
with its financial covenants within its borrowing 
facilities.

–  Our priority is to ensure the safety of 
our people across the globe. In the UK, 
Republic or Ireland, mainland Europe, 
Singapore, and the US, our staff are 
now working from home in line with local 
government guidelines. Our investment in 
IT has ensured a high level of connectivity 
throughout the world which means we can 
operate remotely with minimal disruption 
to the business. In Asia, we are pleased 
that our Shanghai office has now fully 
reopened.

–  The Group took action to establish a 
COVID-19 planning and action team early 
on after the events in China started to take 
effect. The team took early action to assess 
the impact on and safety of our employees 
and our supply chains. Distributors 
were also contacted early on, and the 
team stays in close and regular contact 
with every element of our supply chains 
(supplier, logistics and distributors) to 
ensure it has up to date information which 
allows the Group to plan any necessary 
response.

–  Our supply chain is holding up well and 
we do not anticipate any material supply 
impact in the current year. For those 
products we sell directly, we hold typically 
a minimum of three months of inventory 
and, in some cases more, depending on 
the level of clinical need. 

–  Most of our international sales are 
generated via distributors, who typically 
hold three to six months of inventory. We 
continue to monitor our supplier base 
for early indications of any issues and 
are forward booking transport for the 
remainder of 2020 in order to mitigate 
any future capacity constraints.

–  The Group has sufficient headroom 
between operating leverage (31 
December 2019: 1.5 times) and its 
banking covenants which are set at 3.0 
times net debt / EBITDA. The Group 
regularly reviews its on-going cashflow 
position and this is stress tested on a 
monthly basis. The Group’s business is 
profitable and cash generative.

This is a new risk.

Alliance Pharma plc – Annual Report and Accounts 201948 49
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Risk reporting
Risk reporting more broadly has been, and 
continues to be, an area of focus. Almost 
all companies clearly report their principal 
risks and mitigation in a tabular format 
(88%) and the majority also discuss their 
risk management framework and oversight 
processes (59%).

The best examples, such as Central 
Asia Metals, provide additional context, 
discussing changes in risk levels during the 
year (38%) or including a risk heat map to 
show the likelihood and potential impact of 
each principal risk (only 15%). 

Looking ahead, there will be increased focus on 
the quality of risk, going concern and viability 
disclosures in light of COVID-19. Companies 
should discuss any changes to their risk profile, 
risk identification and management processes, 
giving particular consideration to workforce 
and supply chain risk.

    Central Asia Metals annual report, p42–45 
  Click to view full report (PDF)
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PRINCIPAL RISKS AND UNCERTAINTIES

Permitting

KPIs

Responsibility
 ´ General Counsel
 ´ General Directors
 ´ Sustainability Director

Risk and impact
 ´ Operating mining projects requires a 
significant number of permits, licences and 
approvals in order to operate in compliance 
with local law. The loss of an authority to 
operate may have a significant effect on 
continuing operations. Further, not having the 
current approvals to operate does not comply 
with our objective to maintain high 
sustainability standards.

Mitigation
 ´ The Group employs managers who are 
experienced in operating mining projects 
and who understand the regulatory 
requirements of the countries of operation.

 ´ During 2019, a central registry of required 
approvals was compiled which improves 
visibility on upcoming renewals to ensure 
that a permit or licence does not lapse 
inadvertently. 

Risk movement
 ´ Reduced in the case of TSF4, unchanged in 
other areas of the business.

 ´ The construction of TSF4 required a 
significant number of permits, the majority  
of which have now been received. 

Supply and logistics

KPIs

Responsibility
 ´ COO 
 ´ General Directors 

Risk and impact
 ´ The Group relies on a number of key 
suppliers (and affiliates) and several crucial 
inputs, particularly electricity and water. 
Any impact on the supply chain may have  
a significant impact on operations. At 
Kounrad, whilst there is limited electrical 
generation capacity to prevent damage to 
equipment in the event of a loss of power, 
the site is dependent on grid power in order 
to plate copper. The site is also dependent 
upon a number of reagents which are key  
to producing good quality copper cathode. 
Sasa is reliant on grid power to maintain 
operations, and on key suppliers to maintain 
operations. 

Mitigation
 ´ In procurement processes, the team is 
cognisant of a Company’s ability to maintain 
supplies and, where possible, looks for 
alternatives. In relation to power, supply has 
historically been reliably supplied to both 
sites and, as such, it has been determined 
that secondary connections are not 
justified. At Kounrad, a second water supply 
was installed in 2017 to ensure long-term 
water availability.

Risk movement
 ´ The consequences have reduced as during 
2019, it was determined that concentrate 
delivery logistics could be strengthened as, 
historically, there was little buffer if trucks 
were unable to transport concentrate. 
Therefore the decision was taken to build 
concentrate storage facilities on site. 

 ´ We also improved our take on on-boarding 
procedures and due diligence when it comes 
to new suppliers. Further work was done to 
improve our processes in relation to 
compliance with sanction laws and regulations. 

OPERATIONAL RISKS

Leaching operations

KPIs

Responsibility
 ´ Technical Director 
 ´ COO

Risk and impact
 ´ The nature of in-situ leaching means that 
grades and flows of copper-bearing solution 
from dumps vary and the potential impact 
on the environment is increased. Should the 
flow and/or grade drop, this could lead to a 
reduction in copper cathode produced. 

 ´ Geological challenges and technical 
incidents may also reduce quality or volume 
of solutions recovered and conversely lead 
to loss of solution to the external 
environment. 

Mitigation
 ´ Extensive studies on the Kounrad dumps 
have been completed to Kazakh and 
international standards to ascertain the 
material contained within. The results of 
operations have shown a good correlation 
to the initial study work undertaken which 
gives management confidence for future 
operations. 

 ´ In relation to the environment, significant 
studies into the geology and hydrogeology 
of the Kounrad site have been undertaken. 
Should solution be lost to the ground, there 
is an extensive array of boreholes 
surrounding the dumps to identify issues 
and from which solution can be extracted. 

Risk movement
 ´ Unchanged.
 ´ The production of copper-bearing solution 
is performing in line with technical 
expectations.

COMMERCIAL RISKS

Treatment charges

KPIs

Responsibility
 ´ CFO

Risk and impact
 ´ An increase in zinc and/or lead treatment 
charges could have a material impact on 
Sasa’s profitability.

Mitigation
 ´ The markets for zinc and lead concentrates 
are global in nature but with significant local 
supply/demand dynamics and are generally 
set around benchmark prices established 
by larger market players. Sasa sells its 
concentrates to smelters in Bulgaria and 
Poland due in large part to transportation 
cost advantages, but could transport 
worldwide should there be a local cost 
disparity. Ultimately the risk is difficult to 
mitigate as changes in the concentrates 
markets are outside of CAML's control. The 
team works hard to ensure that Sasa’s 
concentrates remain of high quality so as to 
be as marketable and therefore as 
attractive as possible.

Risk movement
 ´ During 2019, zinc treatment charges in 
particular increased significantly, resulting 
in an upward movement of risk.

operating in the mining sector brings with it inherent risk in 
the extraction and processing of natural resources. the risks 
and uncertainties described are material risk factors which 
could impact cAMl’s ability to meet its strategic objectives.

Strategic goals key:

   
Safe and efficient operations

   
Maintain low production costs

   
 Maintain high sustainability standards

    
Increase shareholder value

Mining operations

KPIs

Responsibility
 ´ COO

Risk and impact
 ´ Underground mining operations are by their 
very nature dangerous working environments 
and are challenging to operate. Loss of life is a 
significant risk. 

 ´ Generally, the orebody from which metal is 
extracted can vary and, as such, knowledge 
and experience is required to efficiently and 
effectively extract the ore. 

 ´ The extraction of ore is a complex process 
and unless managed effectively and 
efficiently could mean that operational 
targets are not delivered.

Mitigation
 ´ The Sasa workforce comprises experienced 
operators led by a strong management 
team. External consultants are utilised 
where needed to complement in-house 
knowledge and skills.

 ´ We have a significant focus on health and 
safety and during 2019 trained and 
equipped a mine rescue team. 

Risk movement
 ´ Greater knowledge of the asset over time 
along with personnel recruitment practices 
and studies conducted has improved mining 
operations, leading to decreased risk. 

 ´ During 2019, additional experienced 
personnel were recruited in the technical 
services department, mine development 
and geology departments to ensure the 
resources are exploited as effectively  
as possible. The Life of Mine project  
has comprised important work streams 
that have better informed the team 
regarding suitable extraction methods  
for the long term.  

Tailings storage facilities

KPIs

Responsibility
 ´ COO
 ´ Sustainability Director

Risk and impact
 ´ The Sasa operations currently require tailings 
storage facilities to manage the waste 
generated by the process. Tailings storage 
facilities which are not constructed or 
managed correctly can fail, leading to 
potentially significant damage to persons, 
property, the environment, and the 
Company’s reputation.

Mitigation
 ´ The existing tailings storage facilities as, 
well as the new TSF4, are of a ‘downstream’ 
construction type which is generally 
regarded as the safest design option. 

 ´ Regular internal monitoring of all aspects of 
the operation and stability of the tailings 
storage facilities, including movement and 
water levels, is undertaken. The data is 
regularly reviewed by external parties. 

 ´ During 2019, Golder Associates performed 
an independent stability review of TSF 3.2 
and did not identify any significant issues.

Risk movement
 ´ Unchanged.
 ´ Work is being undertaken to implement 
warning systems for the local community  
in the event of a tailings storage  
facility failure.
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PRINCIPAL RISKS AND UNCERTAINTIES

Permitting

KPIs

Responsibility
 ´ General Counsel
 ´ General Directors
 ´ Sustainability Director

Risk and impact
 ´ Operating mining projects requires a 
significant number of permits, licences and 
approvals in order to operate in compliance 
with local law. The loss of an authority to 
operate may have a significant effect on 
continuing operations. Further, not having the 
current approvals to operate does not comply 
with our objective to maintain high 
sustainability standards.

Mitigation
 ´ The Group employs managers who are 
experienced in operating mining projects 
and who understand the regulatory 
requirements of the countries of operation.

 ´ During 2019, a central registry of required 
approvals was compiled which improves 
visibility on upcoming renewals to ensure 
that a permit or licence does not lapse 
inadvertently. 

Risk movement
 ´ Reduced in the case of TSF4, unchanged in 
other areas of the business.

 ´ The construction of TSF4 required a 
significant number of permits, the majority  
of which have now been received. 

Supply and logistics

KPIs

Responsibility
 ´ COO 
 ´ General Directors 

Risk and impact
 ´ The Group relies on a number of key 
suppliers (and affiliates) and several crucial 
inputs, particularly electricity and water. 
Any impact on the supply chain may have  
a significant impact on operations. At 
Kounrad, whilst there is limited electrical 
generation capacity to prevent damage to 
equipment in the event of a loss of power, 
the site is dependent on grid power in order 
to plate copper. The site is also dependent 
upon a number of reagents which are key  
to producing good quality copper cathode. 
Sasa is reliant on grid power to maintain 
operations, and on key suppliers to maintain 
operations. 

Mitigation
 ´ In procurement processes, the team is 
cognisant of a Company’s ability to maintain 
supplies and, where possible, looks for 
alternatives. In relation to power, supply has 
historically been reliably supplied to both 
sites and, as such, it has been determined 
that secondary connections are not 
justified. At Kounrad, a second water supply 
was installed in 2017 to ensure long-term 
water availability.

Risk movement
 ´ The consequences have reduced as during 
2019, it was determined that concentrate 
delivery logistics could be strengthened as, 
historically, there was little buffer if trucks 
were unable to transport concentrate. 
Therefore the decision was taken to build 
concentrate storage facilities on site. 

 ´ We also improved our take on on-boarding 
procedures and due diligence when it comes 
to new suppliers. Further work was done to 
improve our processes in relation to 
compliance with sanction laws and regulations. 

OPERATIONAL RISKS

Leaching operations

KPIs

Responsibility
 ´ Technical Director 
 ´ COO

Risk and impact
 ´ The nature of in-situ leaching means that 
grades and flows of copper-bearing solution 
from dumps vary and the potential impact 
on the environment is increased. Should the 
flow and/or grade drop, this could lead to a 
reduction in copper cathode produced. 

 ´ Geological challenges and technical 
incidents may also reduce quality or volume 
of solutions recovered and conversely lead 
to loss of solution to the external 
environment. 

Mitigation
 ´ Extensive studies on the Kounrad dumps 
have been completed to Kazakh and 
international standards to ascertain the 
material contained within. The results of 
operations have shown a good correlation 
to the initial study work undertaken which 
gives management confidence for future 
operations. 

 ´ In relation to the environment, significant 
studies into the geology and hydrogeology 
of the Kounrad site have been undertaken. 
Should solution be lost to the ground, there 
is an extensive array of boreholes 
surrounding the dumps to identify issues 
and from which solution can be extracted. 

Risk movement
 ´ Unchanged.
 ´ The production of copper-bearing solution 
is performing in line with technical 
expectations.

COMMERCIAL RISKS

Treatment charges

KPIs

Responsibility
 ´ CFO

Risk and impact
 ´ An increase in zinc and/or lead treatment 
charges could have a material impact on 
Sasa’s profitability.

Mitigation
 ´ The markets for zinc and lead concentrates 
are global in nature but with significant local 
supply/demand dynamics and are generally 
set around benchmark prices established 
by larger market players. Sasa sells its 
concentrates to smelters in Bulgaria and 
Poland due in large part to transportation 
cost advantages, but could transport 
worldwide should there be a local cost 
disparity. Ultimately the risk is difficult to 
mitigate as changes in the concentrates 
markets are outside of CAML's control. The 
team works hard to ensure that Sasa’s 
concentrates remain of high quality so as to 
be as marketable and therefore as 
attractive as possible.

Risk movement
 ´ During 2019, zinc treatment charges in 
particular increased significantly, resulting 
in an upward movement of risk.

operating in the mining sector brings with it inherent risk in 
the extraction and processing of natural resources. the risks 
and uncertainties described are material risk factors which 
could impact cAMl’s ability to meet its strategic objectives.

Strategic goals key:

   
Safe and efficient operations

   
Maintain low production costs

   
 Maintain high sustainability standards

    
Increase shareholder value

Mining operations

KPIs

Responsibility
 ´ COO

Risk and impact
 ´ Underground mining operations are by their 
very nature dangerous working environments 
and are challenging to operate. Loss of life is a 
significant risk. 

 ´ Generally, the orebody from which metal is 
extracted can vary and, as such, knowledge 
and experience is required to efficiently and 
effectively extract the ore. 

 ´ The extraction of ore is a complex process 
and unless managed effectively and 
efficiently could mean that operational 
targets are not delivered.

Mitigation
 ´ The Sasa workforce comprises experienced 
operators led by a strong management 
team. External consultants are utilised 
where needed to complement in-house 
knowledge and skills.

 ´ We have a significant focus on health and 
safety and during 2019 trained and 
equipped a mine rescue team. 

Risk movement
 ´ Greater knowledge of the asset over time 
along with personnel recruitment practices 
and studies conducted has improved mining 
operations, leading to decreased risk. 

 ´ During 2019, additional experienced 
personnel were recruited in the technical 
services department, mine development 
and geology departments to ensure the 
resources are exploited as effectively  
as possible. The Life of Mine project  
has comprised important work streams 
that have better informed the team 
regarding suitable extraction methods  
for the long term.  

Tailings storage facilities

KPIs

Responsibility
 ´ COO
 ´ Sustainability Director

Risk and impact
 ´ The Sasa operations currently require tailings 
storage facilities to manage the waste 
generated by the process. Tailings storage 
facilities which are not constructed or 
managed correctly can fail, leading to 
potentially significant damage to persons, 
property, the environment, and the 
Company’s reputation.

Mitigation
 ´ The existing tailings storage facilities as, 
well as the new TSF4, are of a ‘downstream’ 
construction type which is generally 
regarded as the safest design option. 

 ´ Regular internal monitoring of all aspects of 
the operation and stability of the tailings 
storage facilities, including movement and 
water levels, is undertaken. The data is 
regularly reviewed by external parties. 

 ´ During 2019, Golder Associates performed 
an independent stability review of TSF 3.2 
and did not identify any significant issues.

Risk movement
 ´ Unchanged.
 ´ Work is being undertaken to implement 
warning systems for the local community  
in the event of a tailings storage  
facility failure.
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during 2019, the Board reviewed the 
approach to risk from the perspective 
of its reporting and management. 

previously, individual site risk committees were primarily made up 
of local management. these were disbanded and a single risk 
committee was formed whose membership includes executive 
directors and senior Management.

this new Risk committee reports to the Audit committee for all 
risk management activities, in contrast to previously reporting to 
separate Board committees depending on the type of risk.

Whilst the Board of directors has ultimate accountability for risk 
management, the Audit committee acts as the Board level risk 
committee and can report to the Board those areas of risk 
management which it assesses necessary to be elevated to the 
Board for further consideration.

the Audit committee gives direction to the Risk committee and 
reviews the higher level processes and policies escalated to it. 
Whilst the Risk committee is responsible for development of risk 
management with the Group’s Risk Manager, the Audit committee 
retains the ability to amend any such aspects of management’s 
risk management activities. 

the Risk committee is made up of executive directors and senior 
Management. the Group’s General counsel acts as the Group’s 
Risk Manager and chairs the Risk committee. the Risk committee 
is responsible for the development and implementation of risk 
management by directing the Group’s Risk Manager and senior 
Management. the Risk committee is responsible for reviewing the 
principal risks of the business and advising senior Management on 
the mitigation activities of such risks. 

senior Management is responsible for the day-to-day 
implementation of the risk management process and have a 
number of tools to assist in the process. each site has a risk 
management coordinator on site who is able to assist with risk 
management, and can call also upon the assistance of the Group 
Risk Manager.

RISK APPETITE
the company assesses each risk and the requirement for 
mitigation, taking into account the appetite for the impact of the 
risks on the strategic objectives of the business.

High safety standards are the Group’s paramount objective and, as 
such, there is no appetite to accept risks which would materially 
impact the safety standards of the business .

the company generally has a greater appetite for risks arising 
from non-sustainability related areas of the business. For instance, 
to date the Board and management have been generally willing to 
accept the risk that fluctuations in metal prices could have on 
revenue generation. 

Commodity prices

Treatment charges

Leaching operations

Political risk
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OUR RISK MANAGEMENT FRAMEWORK

IDENTIFYING AND 
MANAGING RISKS

IDENTIFICATION 
Risks are identified by the Risk Managers, 
risk management coordinators, General 
directors and site senior Management.

ANALYSIS
An understanding of the risk is gained 
through investigation of causes and 
estimation of likelihood and potential 
consequences.

this continues and repeats in response to 
the monitoring and review process.

EVALUATION
the results of the analysis are used to 
determine the level of the risk.

this continues and repeats in response to 
the monitoring and review process.

MITIGATION
An agreed risk treatment plan is put into 
place to modify, manage, or prevent the risk’s 
likelihood of occurrence or its consequence. 
this includes regular analysing and evaluating 
the desired level of risk. 

MONITORING/REVIEW
Regular supervision and observation is 
conducted to monitor changes in a risk’s 
status to ensure that the desired risk level 
is achieved.

this includes regularly analysing and 
evaluating the risk.

COMMUNICATION AND CONSULTATION
there is continual consultation with the relevant parties 
throughout the process to ensure consistency and 
appropriate decision-making is being made across the  
Group towards risk management. 

RISK MANAGEMENT PROCESS

Arrows indicate 
movement
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during 2019, the Board reviewed the 
approach to risk from the perspective 
of its reporting and management. 

previously, individual site risk committees were primarily made up 
of local management. these were disbanded and a single risk 
committee was formed whose membership includes executive 
directors and senior Management.

this new Risk committee reports to the Audit committee for all 
risk management activities, in contrast to previously reporting to 
separate Board committees depending on the type of risk.

Whilst the Board of directors has ultimate accountability for risk 
management, the Audit committee acts as the Board level risk 
committee and can report to the Board those areas of risk 
management which it assesses necessary to be elevated to the 
Board for further consideration.

the Audit committee gives direction to the Risk committee and 
reviews the higher level processes and policies escalated to it. 
Whilst the Risk committee is responsible for development of risk 
management with the Group’s Risk Manager, the Audit committee 
retains the ability to amend any such aspects of management’s 
risk management activities. 

the Risk committee is made up of executive directors and senior 
Management. the Group’s General counsel acts as the Group’s 
Risk Manager and chairs the Risk committee. the Risk committee 
is responsible for the development and implementation of risk 
management by directing the Group’s Risk Manager and senior 
Management. the Risk committee is responsible for reviewing the 
principal risks of the business and advising senior Management on 
the mitigation activities of such risks. 

senior Management is responsible for the day-to-day 
implementation of the risk management process and have a 
number of tools to assist in the process. each site has a risk 
management coordinator on site who is able to assist with risk 
management, and can call also upon the assistance of the Group 
Risk Manager.

RISK APPETITE
the company assesses each risk and the requirement for 
mitigation, taking into account the appetite for the impact of the 
risks on the strategic objectives of the business.

High safety standards are the Group’s paramount objective and, as 
such, there is no appetite to accept risks which would materially 
impact the safety standards of the business .

the company generally has a greater appetite for risks arising 
from non-sustainability related areas of the business. For instance, 
to date the Board and management have been generally willing to 
accept the risk that fluctuations in metal prices could have on 
revenue generation. 
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OUR RISK MANAGEMENT FRAMEWORK

IDENTIFYING AND 
MANAGING RISKS

IDENTIFICATION 
Risks are identified by the Risk Managers, 
risk management coordinators, General 
directors and site senior Management.

ANALYSIS
An understanding of the risk is gained 
through investigation of causes and 
estimation of likelihood and potential 
consequences.

this continues and repeats in response to 
the monitoring and review process.

EVALUATION
the results of the analysis are used to 
determine the level of the risk.

this continues and repeats in response to 
the monitoring and review process.

MITIGATION
An agreed risk treatment plan is put into 
place to modify, manage, or prevent the risk’s 
likelihood of occurrence or its consequence. 
this includes regular analysing and evaluating 
the desired level of risk. 

MONITORING/REVIEW
Regular supervision and observation is 
conducted to monitor changes in a risk’s 
status to ensure that the desired risk level 
is achieved.

this includes regularly analysing and 
evaluating the risk.

COMMUNICATION AND CONSULTATION
there is continual consultation with the relevant parties 
throughout the process to ensure consistency and 
appropriate decision-making is being made across the  
Group towards risk management. 

RISK MANAGEMENT PROCESS
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Both the revised UK Corporate Governance Code 
and the QCA Corporate Governance Code now 
place a much greater emphasis on purpose and 
culture, but we found this to be a comparatively 
poor area of reporting for AIM companies. 

More than half of companies (53%) include  
a statement on their vision for the company  
but only 21% identify a specific purpose  
statement that clearly sets out why they exist,  
and how they contribute to wider society.  
Of those companies who did include a purpose 
statement, just over half (57%) provide any 
context around the company’s purpose  
or show how it is aligned to its business  
model, strategy and culture. 

One good example of this, by EMIS Group,  
clearly articulates its purpose at the start of the 
report and aligns this to its strategy, explaining 
how it is delivering its purpose through  
progress against its strategic pillars. 

It is important for companies to consider  
their broader purpose and ensure it is embedded 
within the business and aligned with their 
strategy, culture and values. This will help 
companies to look beyond the short term  
and focus on long-term sustainable success.

A topic which has received much regulatory 
attention in recent years, the importance 
of purpose continues to grow, however, it 
remains an area of weak disclosure. 
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• EMIS Group’s technology strategy enables the 
vision of integrated care to become a reality, 
creating a joined-up NHS across all settings.

• The Group’s current and future product portfolio 
aligns with market need, including NHS England’s 
strategy, NHSD’s roadmap and the requirements 
and ambitions of GP IT Futures.

• In the mid-term, EMIS-X will be the UK’s first 
integrated clinical platform serving all of the 
Group’s major healthcare markets.

• Patient Access provides connected healthcare 
services to the general public.

• EMIS Group is uniquely positioned to be able to 
join up medicines management, from prescribing 
to dispensing to wholesale, connecting and 
improving this vital aspect of healthcare. 

• 45 out of 191 CCGs use EMIS Health systems 
for both community care and 100% of primary 
care, with the potential for integrated working.

• The Group continued working on national 
standards and projects for interoperability, 
including SNOMED CT coding compatibility 
and the Fast Healthcare Interoperability Resource.

• EMIS Health progressed with NHSD’s national 
GP Connect programme, receiving full roll-out 
approval for GP Connect appointment 
management and shared record viewer.

• Direct interoperability between clinical system 
suppliers is now on general release, beginning 
with interoperability between EMIS Health and 
third party supplier, TPP.

• Close collaboration across different areas of 
the Group is resulting in integrated care 
innovations. Joined-up working between 
Community Pharmacy and Patient resulted 
in the release of community pharmacy 
appointment booking through Patient Access. 

Strategy

Connected 
healthcare

Patient 
empowerment

Technology 
innovation

Highest clinical content and safety standards 

Talent

Customer experience

EMIS Group is focussed on delivering its strategic plan as outlined 
at its Capital Markets Day in November 2018.

The Group has three clearly defined growth pillars:

• digital access to healthcare-related information and care services; 

• focus on dispensing and clinical consulting services for 
community pharmacy; and

• continuing its journey to provide connected care through 
enhancements to current systems and the build of EMIS-X, 
the integrated care software platform. 

EMIS Group’s strategy is a combination of three core parts – connected 
healthcare, patient empowerment and technology innovation. This 
powerful combination of priorities means the Group continually adds 
value to the NHS and B2B healthcare sector. 

The strategy is underpinned by an unswerving commitment to 
maintaining the highest quality clinical content and standards, 
supporting and developing the organisation’s talent and ensuring 
an excellent customer experience for all. 
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STRATEGY ACHIEVEMENTS 

Enabling better care through 
technology innovation

2 3

1

Connected 
healthcare

EMIS Group delivers 
the technology the 

NHS needs to provide 
integrated healthcare.
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• Through Patient Access, the Group will provide 
a single point of access to a wide range of 
healthcare services.

• New Patient Access developments will enhance 
the end-user experience.

• Development of Patient Access transformational 
features will add new, innovative services to help 
patients even further.

• Growth of Patient marketplace by adding new 
suppliers and services.

• Delivering connected care through the core suite 
of EMIS Health products so that clinicians have all 
the information they need when they need it, 
empowering them to spend more time focussing 
on patient care and less on retrieving information. 

• 11,500 people have booked 14,000 community 
pharmacy appointments in the first six months 
since the pilot of the new service began.

• Strong take-up of Online Consult in its first 
year, helping patients get the best and most 
appropriate primary care quickly and effectively.

• Patient Access registered users increased from 
6 million to 8.4 million, booking 6.7 million 
appointments and ordering 20.2 million repeat 
prescriptions during 2019.

• 8,700 flu vaccination appointments were 
booked with community pharmacies through 
Patient Access in the second half of 2019. 

• Increased investment in technology over the 
next two to three years.

• Further innovation of new Patient marketplace 
services.

• Development of ProScript Connect to meet the 
future demands of a changing market.

• EMIS-X will be the core foundation technology that 
forms the basis of clinical applications for any 
healthcare setting.

• Clear development roadmap of existing and new 
products, aligned with customer strategic priorities. 

• Development of new technology to improve the 
process of medicines management for the acute and 
community pharmacy markets, as well as analytics 
to drive large-scale improvements in future. 

• Completion of additional EMIS Web functionality 
to meet contract obligations under GP IT Futures. 

• Launch of the new community pharmacy 
appointment booking function in Patient 
Access, the first release of the Group’s Patient 
marketplace services.

• EMIS-X development on track and meeting 
internal milestones, with core functionality now 
largely in place.

• Disposal of the Specialist & Care segment to 
focus on technology innovation and development 
for core strategic markets.

• The Group’s focus is to improve patient outcomes 
and deliver efficient, easy-to-use products for 
customers and end users.

• The expert clinical team advises and directs on all 
aspects of product development, bringing a broad 
range of experience from every major clinical setting.

• The clinical safety team maintains the highest 
clinical standards for the Group, including creating, 
embedding and governing the safety processes 
throughout the product lifecycle.

• The Group is committed to providing the highest 
standard of content on Patient.info, written and 
peer reviewed by the clinical content team 
following The Information Standard guidelines. 

• 24/7 clinical safety support is embedded 
across all products operated by the Clinical 
Safety Officers across the Group.

• Tracking clinical safety through detailed 
weekly key performance indicators reviewed 
by the Chief Medical Officer. 

• Continued involvement of the clinical safety team 
in support processes, including assessing clinical 
safety impact to ensure any potential clinical 
safety issue is identified and escalated immediately.

• Ensuring any clinical safety issues that may occur 
are managed through working collaboratively 
with customers on appropriate mitigations.

• A robust “safety advisory notice” process 
provides a formal notice of clinical safety 
issues to relevant customers and any 
mitigations required to address any risks.

STRATEGY ACHIEVEMENTS 

2

Patient 
empowerment

Technology helps keep 
patients at the centre 
of every healthcare 

touchpoint.

3

Technology 
innovation

EMIS Group’s purpose 
is to enable better care 

through technology 
innovation. 

4

Highest clinical 
content and 

safety standards
EMIS Group is committed 

to the highest clinical 
standards in every 

product and service.
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At a glance

PURPOSE

Enable better care 
through technology 

innovation

WHY DOES THE OPPORTUNITY EXIST?

The NHS Long Term Plan is driving the 
agenda for integrated care, delivered 
through technology. 

£4.5bn
is committed to increasing 
primary and community 
healthcare 

2023–24
deadline for every patient to 
be offered digitally enabled 
primary care

• Strong positions in specialist markets

• Opportunity to strengthen position in B2B healthcare 
sector markets over time both organically and by selective 
bolt-on acquisition

• Excellent financial strength and track record

• High levels of earnings visibility and cash generation

• New technology driving future growth and efficiency

WHY INVEST IN EMIS?

 Read more at emisgroupplc.com

• Connecting care settings to improve patient experience and health outcomes 

• Empowering people through online access to clinically authored content and approved services

• Delivering insight for clinicians to improve UK health and wellness 

Markets page 14

    EMIS Group annual report, p2, 16–17
  Click to view full report (PDF)

Confusion 
around 
reporting 
purpose  identify a  

specific purpose  
statement

21%

https://www.emisgroupplc.com/media/1571/emis-group-plc-annual-report-and-accounts-2019.pdf#page=4
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Culture and values 
53% of reports describe the companies’ 
culture and values. However, although a 
number reference culture and/or values in 
the business model or directors’ statements, 
only 18% of companies report on this 
in a meaningful way across the report, 
articulating why it matters to the business, 
how it relates to the purpose or vision and 
how it helps to drive performance. For 
example, referencing a culture of innovation 
and explaining how this helps them evolve 
their strategy or including a case study 
setting out how they live their values.

In its report, SMS Group is able to show how 
employees are living its ‘sustainability’ value 
through initiatives to reduce the company’s 
environmental impact.

    SMS Group annual report, p37–38
  Click to view full report (PDF)
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Living our values and reducing our footprint
Sustainability governance
Our culture and principles are driven from the top and the 
passion of our leadership team is evident in the policies they 
set through to their everyday actions. This ethos is translated 
into our business values, policies, processes and management 
systems to ensure a consistent, integrated business-wide 
approach to sustainability.

Management systems
We implemented our Energy Management System (EnMS) 
across SMS in 2019, achieving external certification in 
ISO 50001 in November. Our EnMS works by providing a 
framework of policy, procedure, monitoring and targets 
which enable us to identify and realise energy efficiency 
improvements across our organisation. We also retained 
certification for our Environmental Management System 
(EMS), held by our Cardiff sites for eight years, adding our 
Glasgow office to the existing certification in early 2019.

Installer fleet
Our fleet of engineer vans is critical to providing smart meter 
upgrades to customers across the country. As our most 
significant source of emissions at SMS, we have a dedicated 
team supporting driver training and the monitoring and 
upgrading of our fleet vehicles.

During 2019 we intensified efforts on our fleet efficiency. 
We upgraded 37% of our fleet vehicles, increased our 
consumption audits, refreshed our driver handbook 
and continued our driving behaviour training, achieving 
a reduction in energy per vehicle of 22%. 

The fleet has grown to support our increasing demand for 
installations; this increase has enabled a greater geographical 
coverage of installers working more locally. Alongside evolution 
of our current fleet, we are looking at step-changes through 
the trial of EV alternatives, which have been added to our van 
and pool car fleet. The dedicated work of the fleet team was 
recognised by the Energy Saving Trust, which nominated SMS 
for the Fleet of the Year award, in which we became a finalist 
in November.

Meter refurbishment
For every retrofitted smart meter, our engineers take back 
the old meter to our logistic hubs. From there these are 
sorted between those owned by SMS or other companies. 
Meters owned by other companies are returned, whilst SMS 
meters are handed on to our specialist team. This team is 
trained to assess the condition of the meter and refurbish 
ready for potential reuse. Not only does this avoid waste but 
it supports the circular economy, ensuring these meters retain 
their material value and purpose even after they have been used.

Purchased renewables
Our purchased renewable electricity is secured through 
our electricity provider, ensuring the energy we consume 
is matched by renewable energy production through the 
“Renewable Energy Guarantee of Origin” (REGO) certification 
scheme. We have worked hard to consolidate and move our 
electricity contracts to renewable sources and 73% of our 
estate consumption is now derived from renewable sources. 
All remaining sites are due to be transferred in early 2020. 

Estate refurbishments
In 2019 we successfully met our objective to improve 
environmental comfort, aesthetics and building energy 
performance in our older building stock and incoming estate. 
Five key sites received refurbishments in 2019, varying from 
upgrades of HVAC systems and LEDs to full office strip-outs.

2020 and beyond
We have ambitions to grow our handprint significantly 
over the coming year, continuing to deliver smart meter 
technology whilst working within our sector to deliver the 
new technology, services and projects needed to realise 
the UK’s net-zero carbon target by 2050.

We will also be working to reduce our footprint through 
increased scrutiny of our consumption data and identification 
of opportunities. We will continue the alignment of business 
service and operational activity, leveraging beneficial synergies 
between our business offering and our internal operations.

The next few years will see intense evolution across the 
energy production and consumption landscape, and 
SMS will play an important part in the transformation to 
a more sustainable world.

Engaging our people

Energy facility co-ordinators
We have used our 
management systems as a 
vehicle to establish a network 
of facility co-ordinators 
across the main SMS sites. 
These individuals act as 
both points of contact and 
ambassadors for our energy 
efficiency initiatives, meeting 
on a quarterly basis to share 
performance, successes, 
challenges and best practice.

Staff training
In 2019 we have renewed our 
corporate Company induction, which 
now includes messages from Directors 
on the importance of environmental 
sustainability and a dedicated 
sustainability section ensuring that the 
sustainability culture of the business is 
instilled in all employees from the 
moment they join the Company. This 
new induction format has been shared 
across existing and new staff alike, with 
over 85 new employees onboarded 
under the enhanced corporate 
induction programme.

Stewardship, community and charity
Throughout 2019 our established social committees 
and dedicated employees have delivered exciting 
events across various sites, working with local 
education institutions and within the community.

We provide work experience placements and are 
part of the “Career Ready” programme. Within our 
communities, we have focused on promoting 
biodiversity, with employee groups assisting with 
litter picking initiatives and working with local park 
rangers in maintaining and conserving green areas.

We have supported a range of charities in 2019 
and promoted several awareness events including 
Mental Health and Stress Awareness during World 
Mental Health Day, National Stress Awareness Day, 
Movember, Save the Children, Macmillan Coffee 
Mornings, Food bank and many more.
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Our people
Employee engagement
SMS’s people strategy is “to enable a high performance, 
reward and engagement culture” with a core focus on 
employee wellbeing. We look at our business not purely 
in terms of financial success but for the benefit of all our 
stakeholders, including employees, the community and 
shareholders. In this way we can more effectively deliver 
our long-term objectives. 

A designated Non-executive Director has ultimate 
responsibility for engaging with the workforce in a more 
structured way, supported by the Group HR Director, to 
ensure that the importance of and plans for culture, reward 
and the employee voice are highlighted. We have undertaken 
various projects throughout 2019 which have helped to 
support and embed this.

Values and behaviours
As SMS continues to evolve, we felt 2019 was the right time 
to redefine our values, build on our culture and reinforce 
behaviours to ensure they reflect the strategic positioning of 
the business and our future focus. Our people are passionate 
about our values and behaviours and we wanted to involve 
them on our journey and provide them with something 
they could embrace wholeheartedly. We have held over 
30 one-hour workshops across all our sites to capture 
our people’s thoughts as to what they felt our values and 
behaviours should be. Feedback was collated and reviewed, 

Share and encourage 
new ideas

Find solutions

Be creative

Think for the future

Innovation

What are SMS plc’s values and behaviours?

Sustainability continued

and, in June 2019, we successfully launched our five new core 
values: Safety, Innovation, Customer Excellence, Sustainability 
and Pride. These were subsequently embedded into our 
employee journey including recruitment, policies, procedures 
and performance management. 

Our five core values capture who we are, what we believe in 
and what we stand for. These are applicable to all employees 
and through the involvement of our employees we have also 
developed behaviours directly linked to our five core values 
and our commitment to “Putting Our People First”.

A shared understanding of what is expected and what is 
acceptable to others, and consistency of approach from all 
employees, is essential. The behaviours of all our employees 
support the delivery of our mission, vision, values and culture.

To live our values, SMS is committed to providing an 
environment and experience which reflects them. All 
employees are responsible for their own behaviour and are 
expected to display SMS’s values and behaviours throughout 
the working day and when representing the Company. They 
are embedded into daily working lives, to ensure that SMS is a 
great and safe place to work, where people are kind to each 
other and both internal and external customers are treated 
with equal importance. Refer to pages 42 to 43 for further 
details on our commitment to health and safety.

To live its values, SMS is committed to providing an 
environment and experience which reflects them. 

Our culture is assessed through compliance reviews, internal 
audit and formal and informal employee channels and is 
measured by engagement, health and wellbeing and 
diversity indicators.

Be trustworthy

Give praise and 
recognition

Work to the best of 
your ability

Work as one team

PrideSafety

Take care of your 
wellbeing and others

Take ownership and 
responsibility

Be aware

Report and action

Make greener decisions

Build an enjoyable and 
healthy working 
environment

Positive towards change

Encourage others to 
act sustainably

Sustainability

Listen and respect

Go the extra mile

Be polite

Show empathy

Customer excellence

Many smaller companies have a clear purpose and a strong corporate culture 
that is a key differentiator and enabler of their strategy. However, we have 
observed that companies are struggling to articulate this in a meaningful way, 
and demonstrate through their reporting how culture drives progress and 
long-term success. We see this as one of the biggest areas for improvement 
in order to move beyond compliance to more authentic reporting.

Where are culture and  
values discussed meaningfully?

 describe the  
companies’ culture  

and values

53%

5

Business  
model

Strategy Investment 
case

Responsible 
business

CEO’s 
statement

Risk

1

3

1

3

Governance

1 1

https://www.sms-plc.com/media/4464/smart-metering-systems-plc-annual-report-and-accounts-2019.pdf#page=39
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Recent legislative changes have introduced new 
requirements on stakeholders, including a section 172 
(s172) statement in the strategic report, which covers 
how directors have carried out their legal duties to 
promote the long-term success of the company  
while having regard to their wider stakeholders. 
Specifically for AIM companies, the QCA Code,  
under principles 3 and 9, also requires companies  
to take account of wider stakeholder and social 
responsibilities and their implications for long-term 
success, and ensure governance structures and 
processes support good decision-making.

The requirements mean companies should identify their 
key stakeholders, describe how they engage with them 
and the outcomes arising, and explain how stakeholder 
interests were accounted for in board decision-making.

Reporting on stakeholders – including investors, customers, 
employees, suppliers and partners – and how directors 
have performed their duties is a new requirement and one 
with opportunity for improvement, as most reporters have 
focused on compliance in their first year of disclosure.

report on how they  
engage with their  

stakeholders

68%

include a dedicated  
spread on stakeholder 
engagement, issues  

and outcomes

1/5
discuss how the board  

takes into account  
stakeholder views in  

decision-making

21%

1 3

Stakeholder 
reporting 
remains 
functional 
for now
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There were a wide range of approaches to 
stakeholder reporting by the companies 
we reviewed. The majority (74%) clearly 
introduce their key stakeholders.

Of those, 24% introduce stakeholders in 
the business model to outline how they 
create value for each group, although this 
is sometimes quite generic. The majority 
(50%) only introduce stakeholders later in the 
report, either in a corporate responsibility/
sustainability section or in the s172 statement 
itself, possibly indicating that most AIM 
companies are in the early stages of 
stakeholder reporting and currently focused 
on meeting the reporting requirements.

68% of companies that include 
stakeholders within the report go on 
to report in more detail on how the 
company engages, mostly via text or 
a table in the s172 statement, which is 
encouraging to see.

The most advanced (20%) go further, 
including a more visual, dedicated spread 
on stakeholder engagement, issues and 
outcomes, in line with FRC guidance. 
A good example of this is Advanced 
Medical Solutions’ report which has 
a separate stakeholder engagement 
section outlining both engagement 
activities during the year and the 
outcomes of that engagement. 

    Advanced Medical Solutions  
annual report, p30–33
  Click to view full report (PDF)

Where are stakeholders  
introduced in the report?

Business model  24%

ESG/sustainability report  15%

s172  29%

Nowhere  27%

Resource and relationships  3%

Directors’ report  3%

Stakeholder Engagement

Effective engagement with our key 
stakeholders and managing our impacts

Engaging with Investors

Outcomes 

• Information has been provided in results 
announcements and trading updates on:

 – Progress against market expectations and short to 
medium-term targets;

 – General market conditions, including progress made 
in key markets such as US topical skin adhesives, 
internal adhesives and EMEA/APAC;

 – Details of product pipeline, including new product 
launches in the EU, US and smaller international 
markets, and progress on the premarket approval 
(PMA) for LiquiBandFix8®;

 –  Progress on the acquisitions made and the strategy 
for future acquisitions

 – Ongoing impact of the Medical Device Regulation 
(MDR), and challenges and opportunities 
this provides; 

 – Impact of the realigned Business Units in 2019; and

 – Preparations to mitigate impact of Brexit and 
COVID-19.

Investor and analyst meetings and consultation
The Executive Directors and external strategic communications 
advisors manage the Group’s external relationships with 
investors, prospective investors, and analysts. They schedule a 
comprehensive programme of investor and analyst meetings 
and calls, in particular following the release of annual and half-
year results and trading updates.

Engagement in 2019

• The Executive Directors attended 118 investor or analyst 
meetings (107 one-to-one meetings and 11 group meetings), 
engaging with around 70% of our current shareholders (by 
shareholding value) and 7 analysts. Key themes discussed 
included results, strategy, market dynamics, R&D pipeline, 
acquisition strategy, dividends and other matters relevant 
to individual parties. Investor roadshows were organised in 
London and Liverpool and also a number of site visits were 
arranged for investors;

• The Remuneration Committee Chairman consulted with 
major shareholders on the proposed increases in the 
remuneration package for the Chief Executive Officer and 
newly appointed Chief Financial Officer;

• The Chairman, the Senior Independent Director and other 
Non-Executive Directors were available to attend meetings 
with major shareholders at the request of either party to gain 
an understanding of any issues and concerns; and

• Our investor website was updated and reviewed regularly to 
ensure that our information was up to date.

Our key 
stakeholders

Our Patients,  
Partners and  

Clinicians

Our 
Investors

Our Supply 
Chain

Our 
Employees

Our 
Regulators

Our 
Communities
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Effect of engagement with investors and analysts on Board decisions
• The Board has reviewed matters such as: the best use of distributable reserves, 

for example for dividend payments; the timing and content of results announcements, 
trading updates, composition of the Board and succession planning, as well as other matters 
raised by shareholders at the AGM. 

• The Board decided to continue to increase investment in major R&D and regulatory projects  
and to look for further acquisitions that meet our strict criteria as the best use of our 
cash balances.

• The Board decided to put in place a medium-term succession plan for the Non-Executive 
members of the Board.

Board awareness of investor views
Engagement in 2019

• The Chief Financial Officer reported regularly to the Board on 
the Company’s investor relations activities, including updates 
from the Company’s brokers to ensure that all Directors are 
aware of, and have a clear understanding of, the views of 
major shareholders and analysts covering AMS.

• The Company’s brokers provided an analysis of investor 
and analyst feedback during the year under review and the 
Executive Directors regularly circulated updates to the Board.

of the remuneration packages and practices for Executive 
Directors, where applicable. We have worked closely with 
the proxy agencies and significant shareholders on key issues 
such as Director independence, tenure and number of Board 
appointments in 2020.

Outcomes

• Additional information was provided to investors in results 
announcements and trading updates as outlined above

• Gives the Board a clear understanding of investor 
sentiment and how this changes over time

Views of retail shareholders
Engagement in 2019

• The Deputy Company Secretary, together with the 
Company’s Registrars, engaged with our retail shareholders 
throughout the year to deal with enquiries relating to their 
shareholdings or information requests.

• A number of retail shareholders attended the AGM and had 
the opportunity to meet with and put questions or comments 
to the Board.

• The Deputy Company Secretary notifies the Chairman and 
Chief Financial Officer of any areas of concern or importance 
raised by retail shareholders. No such queries were raised 
during the year.

• This provides a good perspective on the different drivers for 
investment in the Group and the reasons as to why retail 
shareholders may hold shares in the Company, such as brand 
recognition, capital growth and dividends. 

Views of voting agencies
Engagement in 2019

• The Board is fully aware of the influence that proxy agencies, 
such as the Institutional Shareholder Service (ISS), Glass 
Lewis and the Investment Association, have on how our 
investors will vote at the AGM or via proxy. We wrote to 
investors and voting agencies to update them in respect 

Outcomes

• More insight into what our shareholders expect

• Any feedback from proxy agencies helps to form our 
Remuneration Policy to ensure that our practices are 
satisfactory and provides input into succession planning 
for the Board and Nomination Committee

Annual General Meeting
Engagement in 2019

• At the 2019 AGM, the Chief Executive updated shareholders 
on the Group’s performance and activities during the 
prior year.

• The Chairman and each Board Committee Chair were 
available throughout the AGM to answer any queries raised.

• The 2020 AGM will be a closed meeting in response to 
Government guidance on COVID-19.

• The Notice of AGM will be circulated to all shareholders at 
least 20 business days prior to the meeting.

Outcomes

• At the 2019 AGM, a number of retail shareholders asked 
the Board to consider the AGM location. We decided 
to hold the 2020 AGM in Cheshire. We will consider 
shareholders’ views for the 2021 AGM

Trading updates
Engagement in 2019

We continue to keep our shareholders fully informed of 
the performance of the business on a regular basis, through 
the publication of two trading updates, in January and June 
as well as the full and half-year announcements in March and 
September, and further announcements as and when required, 
including a COVID-19 update on 2 April 2020.
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Stakeholder Engagement
continued

Engaging with our Employees

Health and safety, well being, and environment
Engagement in 2019

• We are focused on maintaining the highest levels of health 
and safety within our business. The health and safety of 
our employees, as well as that of our customers, suppliers, 
sub-contractors and all other visitors to our sites and offices, 
is of the utmost importance to us. We reduced our AIR (All 
Incident Rate) target by 33% from 6.0 to 4.0 in 2019 which 
reconfirms our desire to continuously improve our safety 
performance and enhance our safety culture.

Outcomes 

• Reviewed and updated the training and information 
provided to our employees and those visiting our sites 
to ensure that they remain fit for purpose and reflect 
the feedback received from our employees;

• Developed the 2020-2024 Environmental,  
Health & Safety strategy;

• Site H&S plans driven by site leadership teams 
introduced; and

• Prepared and consulted on an environmental and 
energy management system for introduction in 2020

Employee Forum/Works Council
Engagement in 2019

• Employee Forums have been established at sites across the 
Group, taking into account local requirements:

 – The Group has Employee Forums at both UK sites and a 
combined UK Employee Consultative Group (ECG), which 
discusses key initiatives relevant to UK employees. UK site 
and ECG meetings are held twice annually. SMT members 
attend the site meetings and the ECG is chaired by a 
SMT member and attended by the Group HR Director. 
In Germany, there is a Works Council which meets monthly 
at our Nuremberg site and the Group HR Director and CFO 
attended a number of meetings in 2019, covering a variety 
of issues relating to employee working conditions. Both the 
ECG and Works Council comprise representatives from 
across the related sites.

• Our French site (Biomatlante) has a Works Council, which will 
be integrated in 2020. Our smaller sites (Etten Leur, Israel and 
Neustadt) have HR on-site and hold monthly site employee 
meetings, allowing direct access to Group HR to raise issues.

• The objectives of the forums are to:

 – Achieve closer engagement between the SMT 
and employees

 – Provide further opportunity for employees, via forum 
members, to influence working conditions and ways 
of working

 – Provide an initial indication of possible employee reaction 
to proposed policy and benefit changes

 – Share results of engagement activities and generate 
ideas for action; and

 – Allow direct access to Group HR to raise issues 

• AMS continued to deliver solid safety performance with an 
AIR score of 2.9 (2018: 4.1). The number of incidents fell, 
driven by the stricter targets and improvements implemented 
following the higher score in 2018.

• The Deputy Company Secretary updates the Senior 
Management Team (SMT) with a report highlighting any 
key H&S matters on a monthly basis and these reports are 
reviewed at the respective Board meetings during the year. 

• A Group Health, Safety & Environmental Manager was 
appointed in 2019, highlighting the importance of this area 
to the Group.

• During 2019 the following engagement took place with 
employees on health and safety:

 – Group Health, Safety & Environmental Manager visited 
the Group sites to understand any health, safety or 
environmental issues impacting employees;

 – Process to audit and assess all locations was undertaken;

 – Engaged with site employees on how they see health and 
safety, what they would like to see; and

 – Key health and safety messages were reiterated at the 
Employee Forum meetings, and opinions sought on ways 
to improve health and safety at our sites and reduce our 
impact on the environment.

AIR total number of injuries x 1000
Total labour hours worked

AIR
(per 100,000)

18

19

17

16

15

2.9

4.1

2.3

5.4

4.3
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Outcomes

• The National ECG forum has provided valuable input 
since it was put in place in 2018, including raising 
awareness of mental health across the Group, providing 
training to Mental Health First Aiders, introducing 
a Stress Policy, and increasing the awareness of 
recycling projects.

• Forum members have helped to increase the profile 
and awareness of charity work across the Group. 
Charity matching is available, helping to increase the 
focus on St Luke’s Cheshire Hospice and Jeremiahs 
Journey, the selected charities in the UK in 2019, as 
well as a number of charities in Germany including 
animal protection, help for people with disabilities and 
children’s charities.

Internal Communications
Engagement in 2019

We continue to ensure that our employees are kept informed 
of developments and important issues. These are cascaded 
throughout the business through a variety of channels including 
the Group’s intranet, emails and newsletters.

The SMT meet monthly and communication is cascaded down 
through team meetings. This allows employees the opportunity 
to provide feedback or raise questions directly.

Employees also have the opportunity to ask the SMT questions 
directly through a portal on the Group’s Intranet, which can be 
done anonymously if desired.

There is a Group Whistleblowing Policy which provides direct 
access to the Board. This is a mechanism for employees to 
communicate any concerns they may have.

Outcomes

• Employees raised a number of issues with Senior 
Management, such as looking at ways to utilise 
renewable energy at higher energy use sites and how 
to better tackle plastic waste and recycling in general. 
Site visits allowed employees to present issues in an 
open forum to the Executive Directors. These were part 
of the gap analysis carried out at the end of 2019 and 
will be integrated into the updated Environmental Plan 
in 2020.

Outcomes

• The Group introduced a policy of having women in all 
recruitment selection pools.

• There are women on all interview panels across 
the Group.

• At 31 December 2019, approximately 31% of employees 
participate in one or more active DSB grants and 188 
employees participated in the April 2019 DSB Scheme. 
All Group employees were eligible.

• The inclusion of employees in share schemes aligns 
their interests with that of the Executive Directors and 
other shareholders and increases their engagement 
with the performance of the Group through investment 
in the Company’s shares.

Diversity and inclusion in recruitment and training
Engagement in 2019

• HR assessed the need for diversity in the recruitment process.

• Actions were initiated at our RESORBA® site to ensure 
compliance with local legislation relating to disabled 
employees, which resulted in a long-standing fine not 
being levied. 

• In April 2019, the Company again invited all employees in the 
Group to participate in the Deferred Share Bonus Plan (DSB). 
The invitation enabled eligible employees to contribute up to 
£1,800 or 100% of their bonus, whichever is higher.

• Since it was set up, the National ECG Forum has met 
three times. During these meetings, they have discussed 
and considered various matters, including mental health 
awareness, stress, reward and recognition, employee benefits 
and charitable donations, flexible working arrangements, and 
Code of Conduct. A bespoke Code of Conduct applicable to 
the Group will be implemented in 2020.

6

Male 5
Female 1

Main Board

9

Male 6
Female 3

Senior Management Team

747

Male 46%
Female 54%

Total Employees

As at 31 December 2019
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Section 172 reporting research

     Emperor recently published an  
 in-depth exploration of s172  
 reporting and how the focus on   
 stakeholders is driving long-term  
 success. ‘Successful reporting’,  
 is available to download on our website.

  Click here to visit our website

https://www.admedsol.com/wp-content/uploads/2020/05/AMS-AR19_COMPLETE_WEB.pdf#page=32
https://emperor.works/insights/section-172-and-successful-reporting/


1 5

Section 172 statements
On the s172 statement itself, 79% 
of companies include a statement, 
predominantly in the strategic report 
(77%). Within the strategic report, the 
statement is often close to, or part  
of, the stakeholder engagement or 
sustainability section. A few reports 
include the statement earlier on,  
following the business model or  
strategy spreads. Usefully, 56% also  
include cross-referencing to other  
relevant sections of the report.

In the majority of cases, the statement 
is focused purely or predominantly on 
stakeholder engagement, including 
an overview of engagement for each 
stakeholder group, a key requirement 
for s172. Many just include a list of 
engagement activities.

However, the best reports provide context 
around the issues and matters discussed 
and the outcomes of engagement. Alliance 
Pharma includes a well-structured table that 
describes why each stakeholder group is 
important to the business, how they engage 
and the most important matters (material 
issues) for that stakeholder group. It also 
signposts to additional relevant information 
in other sections of the report.

The board’s consideration of stakeholders’ 
views is another important aspect of the 
s172 statement. However, only 21% currently 
discuss how the board takes their views into 
account in its decision-making. 

In addition to a comprehensive stakeholder 
engagement table, SMS Group provides 
examples of two principal decisions made 
by the board during the year, an acquisition 
and board appointments, and outlines the 
key matters and stakeholders considered as 
part of the decision-making process.

While AIM company statements may not  
be as lengthy or detailed as we have seen  
for FTSE 350 companies (as their 
governance and engagement processes 
may not be as well established), companies 
can learn from the first tranche of s172 
statements and published best-practice 
guidance from auditors and regulators. 

There is ample opportunity for  
improvement to demonstrate how 
stakeholder engagement contributes to 
long-term success. Statements should 
ensure they include the actions taken as 
a result of engagement, in particular, how 
stakeholders’ views are incorporated into 
board decision-making, citing specific 
examples of decisions taken during the year. 

    Alliance Pharma annual report, p15–16 
  Click to view full report (PDF)

    SMS annual report, p18–19, 22
  Click to view full report (PDF)

18 Strategic report

Smart Metering Systems plc

Engagement with stakeholders

Stakeholder engagement 
Stakeholder engagement is critical to the long-term success 
and sustainability of our business. It is the process by which 
we develop our knowledge and understanding of each 
stakeholder group (as detailed below) and the key drivers for 
each of them in their interaction with our business. We have 
proactively sought to maintain open, engaged and transparent 
dialogue with all stakeholder groups during 2019 and this has 
led to an enhanced understanding by us of their key concerns, 
which we have embedded within Board, and Committee, 
discussions held throughout the year. 

Our key stakeholder groups include, but are not limited to, 
shareholders, customers, employees, suppliers, lenders/financiers, 
government bodies and regulatory bodies. 

Non-exhaustive examples of the continuous dialogue we have 
had with stakeholder groups during 2019 are detailed below 
and on pages 19 to 21. These examples demonstrate the 
considerations of the Directors with regard to the matters 
detailed in sections 172(1)(a) to (f) of the Companies Act 
2006 (the 2006 Act) and they form the Directors’ statement 
required under section 414CZA of the 2006 Act. 

The Board has resolved to further enhance the existing 
framework for stakeholder engagement during 2020 to 
ensure that it remains robust and, within the decision-making 
processes of the Board, encapsulates a consideration of the 
impact of strategic and operational decisions on stakeholders. 

Stakeholder group Reason for engagement Form of engagement Key topics of engagement during 2019

Shareholders SMS utilises capital to originate 
sustainable, long-term assets, 
for which shareholder support 
is crucial. 

The long-term strategic plans for 
the business necessitate strong 
relations with, and support from, 
shareholders and we endeavour 
to keep shareholders regularly 
updated on these plans during 
the course of each year. 

We are ultimately seeking to 
promote an investor base that 
is interested in a long-term 
holding in the Company and 
the generation of safe and 
secure dividends.

Our programme for investor 
engagement is detailed in the 
Corporate Governance Report 
on pages 57 to 58. 

The key methods of 
communicating with shareholders 
are as follows: 

 X discussions held during the 
Annual General Meeting (AGM);

 X investor roadshows following 
the announcement of the 
half-year and full-year results;

 X continuous availability of the 
Chairman to discuss matters 
of concern;

 X ad hoc meetings between 
institutional shareholders and 
the Chief Executive Officer, 
Chief Financial Officer and 
Chief Operating Officer; and

 X a Capital Markets Day.

With an increased focus in the 
market on sustainability, we 
convened several sessions during 
2019 with key shareholders on 
our Environmental, Social and 
Governance (ESG) initiatives. Our 
ESG initiatives and credentials are 
detailed in our Sustainability Report 
on pages 34 to 37. 

Following feedback from 
shareholders, the Board has 
decided to host our first ever 
Capital Markets Day in 2020. This 
will be a forum for the Executive 
team to give an update on the 
strategy and development of 
the SMS Group and its strategy 
and operations. 

We maintained open and effective 
engagement with investors on key 
topics such as strategy, governance 
and business performance 
during 2019.

52 58

Please refer to the 
Corporate Governance 
Report for details of 
shareholders
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Annual report and accounts 2019

Stakeholder group Reason for engagement Form of engagement Key topics of engagement during 2019

Customers In order to: 

 X maintain our reputation 
for excellence within the 
metering industry; and 

 X remain commercially 
competitive and secure further 
lucrative long-term contracts 
which, in turn, further service 
our relations with shareholders,

we strive to maintain open 
and honest relationships with 
our customers. 

As the energy and utilities 
industry navigates the UK smart 
meter rollout, and the inherent 
volatility arising from it, it is 
important that we work 
collaboratively with energy 
suppliers to ensure we are 
meeting their service needs in 
an efficient and effective way. 

We aim to provide exceptional 
customer service and deliver 
long-lasting customer satisfaction. 
We seek to become an extension 
of their business, rather than an 
outsource partner.

SMS always aims to exceed 
customer expectations. This 
means having the ability to listen 
and respond to customer feedback. 

We have clear and structured lines 
of engagement for our core 
customer groups and all 
customers are assigned an 
account manager – a single point 
of contact with whom items can 
be discussed. For larger 
customers, dedicated contact 
centres are used to co-ordinate 
with end consumers. 

Separate specialist teams are 
allocated for planning and 
scheduling, commercial billing 
and general account management, 
ensuring regular communication 
is maintained. 

We also endeavour to execute 
regular service reviews to ensure 
we are addressing feedback from 
customers in a timely manner. 

As the UK smart meter rollout has 
progressed during 2019, there has 
been an increased demand from 
our customers for support and 
guidance regarding the technical 
developments that have been 
made. In response to this, we met 
with key customers, and ran several 
technical workshops for energy 
suppliers, addressing the key 
technical components of the 
second-generation smart meter 
(SMETS2), and steps required to 
get “SMETS2 ready”.

The rollout of the SMETS2 meter 
has crystallised the requirement 
of the energy supplier to have clear, 
contractual arrangements in place. 
In response to this, we have actively 
engaged with our non-contracted 
customers to review and, where 
relevant, update their underlying 
contractual arrangements.

Lastly, we have worked closely 
with our larger customers in 2019 
to understand their information 
technology requirements and 
integrate these with our key 
systems so that we can efficiently 
deliver their installation plans.

Employees

34 43

Please refer to the 
Sustainability Report 
for details

Our experienced and dedicated 
workforce is a key asset to 
the business. 

We believe that happy employees 
encourage creativity, productivity 
and cost efficiencies, which are 
key in allowing us to execute our 
strategy and achieve our mission.

It is therefore crucial that we 
create the right environment, 
leading by example and providing 
suitable development opportunities 
for staff at all levels.

We have an open and 
collaborative management 
structure. This tone is set from 
the top by our Executive Directors 
and is encouraged downwards 
throughout the organisation. 
A designated Non-executive Director 
provides independent oversight 
over employee engagement. 

Engagement with employees is 
maintained through our intranet 
site, the issuance of regular 
newsletters, ad-hoc Company 
presentations by the Executive 
Management Team and our 
various wellbeing initiatives.

The Board’s framework for 
engagement with the workforce 
is currently under review and 
2020 will hopefully see several 
enhancements, including the 
introduction of a more structured 
appraisal process across the Group. 

Our workforce was engaged on 
several significant projects during 
the year. Through discussion 
forums, their thoughts and 
feedback were collated and 
evaluated, and they directly 
influenced the key outputs. 

2019 projects included:

 X a contract review of terms 
and conditions of employment 
to standardise our terms 
of employment;

 X the design and implementation 
of a refined set of values and 
behaviours to reflect the strategic 
positioning of the business and 
our future focus; and

 X the design and deployment 
of a new interactive corporate 
induction programme, which 
involves participation in video 
from current employees. 

STAKEHOLDER ENGAGEMENT

s172 Companies Act 2006
For Alliance, engaging with our stakeholders is an integral part of how we operate as a business – actively seeking to understand  
what really matters to our stakeholders and ensuring that we take this into account in our decision-making, both at a strategic and  
an operational level. This engagement enables us to continue to make our clinically valuable healthcare products available to people 

around the world, through maintaining a motivated workforce, dependable supply chains, customer confidence in our products,  
close relationships with healthcare professionals, good returns for our shareholders and social impact in our local communities. 

In the table we set out our key stakeholder groups, their material issues and how we engage with them.

Further information on how stakeholder considerations are taken into account by the Board in their decision-making in  
accordance with s172 of the Companies Act 2006 is provided in the Governance section.

Employee Survey – Average ‘yes’ score %

77%
(2018: 83%) -6%

80

76

80

83

77

2019

60% Industry 
Average

Our key stakeholders How we engage with them Their material issues / What's important to them Key metrics for 2019 Links to other relevant content

Shareholders

Maintaining an open and transparent 
dialogue with our shareholders to ensure they 
have a good understanding of our business 
operations, strategy and performance is a 
key element of our corporate governance 
processes.

Our principal means of engaging with our shareholders are through:

• Investor roadshows

• Capital markets days

• One-to-one meetings

• Annual Report and Accounts

• Half year and full year trading and results announcements

• Financial performance

• Dividends

• Share price appreciation

• Strategy

• Business Model

• ESG

• 28% increase in share price Governance  
see page 59

Employees

We recognise that great results can only be 
achieved through the combined efforts of our 
dedicated and talented team of colleagues 
around the world and as such, our employees 
represent one of our key assets. We work hard 
to ensure that our collaborative culture and 
values-based approach provides them with 
every opportunity to fulfil their potential. 

We engage with all our employees on a regular basis, primarily through monthly Company 
briefings, a bi-annual appraisal process, annual development reviews and employee surveys, 
and more informally through a variety of social events and team away days.

We measure employee engagement through our annual employee engagement survey, the 
results of which are shared with and acted on by the Board.

• Fulfilling and rewarding work

• Opportunity to share in the Group's success

• Competitive remuneration and benefits package

• Opportunities for learning and career development

• Opportunities to make a difference

• 77% of employees are positive  
and motivated in their work

Responsible Business –  
Our people  
see page 34

Our Strategy  
see page 20

We believe that the continued success of 
our business is down to our collaborative 
culture and the strong working 
relationships we have built up with our 
stakeholders – recognising that our 
relevance and value is in how we work 
together with our customers, suppliers, 
and partners to achieve more.
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STAKEHOLDER ENGAGEMENT

s172 Companies Act 2006
For Alliance, engaging with our stakeholders is an integral part of how we operate as a business – actively seeking to understand  
what really matters to our stakeholders and ensuring that we take this into account in our decision-making, both at a strategic and  
an operational level. This engagement enables us to continue to make our clinically valuable healthcare products available to people 

around the world, through maintaining a motivated workforce, dependable supply chains, customer confidence in our products,  
close relationships with healthcare professionals, good returns for our shareholders and social impact in our local communities. 

In the table we set out our key stakeholder groups, their material issues and how we engage with them.

Further information on how stakeholder considerations are taken into account by the Board in their decision-making in  
accordance with s172 of the Companies Act 2006 is provided in the Governance section.

Employee Survey – Average ‘yes’ score %

77%
(2018: 83%) -6%

80

76

80

83

77

2019

60% Industry 
Average

Our key stakeholders How we engage with them Their material issues / What's important to them Key metrics for 2019 Links to other relevant content

Shareholders

Maintaining an open and transparent 
dialogue with our shareholders to ensure they 
have a good understanding of our business 
operations, strategy and performance is a 
key element of our corporate governance 
processes.

Our principal means of engaging with our shareholders are through:

• Investor roadshows

• Capital markets days

• One-to-one meetings

• Annual Report and Accounts

• Half year and full year trading and results announcements

• Financial performance

• Dividends

• Share price appreciation

• Strategy

• Business Model

• ESG

• 28% increase in share price Governance  
see page 59

Employees

We recognise that great results can only be 
achieved through the combined efforts of our 
dedicated and talented team of colleagues 
around the world and as such, our employees 
represent one of our key assets. We work hard 
to ensure that our collaborative culture and 
values-based approach provides them with 
every opportunity to fulfil their potential. 

We engage with all our employees on a regular basis, primarily through monthly Company 
briefings, a bi-annual appraisal process, annual development reviews and employee surveys, 
and more informally through a variety of social events and team away days.

We measure employee engagement through our annual employee engagement survey, the 
results of which are shared with and acted on by the Board.

• Fulfilling and rewarding work

• Opportunity to share in the Group's success

• Competitive remuneration and benefits package

• Opportunities for learning and career development

• Opportunities to make a difference

• 77% of employees are positive  
and motivated in their work

Responsible Business –  
Our people  
see page 34

Our Strategy  
see page 20

We believe that the continued success of 
our business is down to our collaborative 
culture and the strong working 
relationships we have built up with our 
stakeholders – recognising that our 
relevance and value is in how we work 
together with our customers, suppliers, 
and partners to achieve more.
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22 Strategic report

Smart Metering Systems plc

Principal decisions
Principal decisions are those operational and strategic decisions which the Board made during the course of 2019 and which 

are considered to be material to: 

(a) The SMS corporate group

In respect of the SMS corporate group, this process is streamlined by the fact that the directors of SMS and the subsidiary 

boards are comprised of the same individuals; therefore, decision making is relatively straightforward in practice, albeit 

subsidiary directors still pay due consideration to all decisions being made from the perspective of each legal entity. 

(b) Stakeholder groups

The table on pages 18 to 21 details how we established and defined our stakeholder groups. Below, we have provided examples 

of how, in making principal decisions, the Board duly considered the impact upon them during the course of 2019. 

1

2

Acquisition of Solo Energy Limited

Board appointments

Engagement with stakeholders continued

The decision was made to acquire 100% of the share capital of Solo Energy Limited (“Solo”), a Virtual Power Plant 

facilitator detailed further in the Operational Review on page 28. 

In making the decision, the Directors were presented with a comprehensive investment case, which concluded that Solo 

was a strong strategic fit for inclusion within the Group, sharing a similar vision of enabling low carbon energy infrastructure. 

Solo’s customer base will consist primarily of energy suppliers and grid distributors and aligns with that of the Group’s 

asset management business. Existing experience can thus be leveraged to develop new relationships and secure a broader 

customer base. 

As Solo was a pre-revenue company at the point of acquisition, the Directors considered the potential risks associated 

with this. Financial models were analysed regarding the likely level of future funding required from SMS to enable Solo’s 

technology platform to reach full commercial scale. Group forecasts, and existing funding arrangements, were considered 

in ensuring the Group had the financial flexibility to make such an investment. The potential to establish new long-term 

revenue streams, enabled by smart meters, was agreed to be significant; however, in order to mitigate the potential risk 

inherent in the early stage nature of Solo, the Directors agreed that the size of the initial investment would be restricted 

and further capital would only be committed to those projects that could be proven as technically and commercially feasible.

By reaching these strategic conclusions, the Group’s key stakeholders – notably shareholders and employees – are not 

considered to be placed at risk. Solo’s operational and commercial activities will be closely monitored through 2020.

As set out in the Chairman’s Statement and Nomination Committee report, the Board chose to appoint two new Directors 

in the year. As a result of the continued growth and development of the Group, the composition of the Board was reviewed 

in order to ensure it remained fit for purpose in leading the Company, and its employees, into the next phase in realising 

its vision. 

Following this review process, the appointment of a Chief Operating Officer was considered appropriate, together 

with an additional Non-executive Director following the resignation of a Non-executive Director in the prior year. 

In assessing the appointment of a Chief Operating Officer, there was considered to be a clear advantage in appointing 

an internal, dedicated member of senior management; someone with existing, strong relationships with several key stakeholder 

groups, including customers, suppliers, government and regulatory bodies. 

During our engagement with investors, the Group’s infrastructure and technology platforms are a common topic of discussion, 

with a focus on the change that technology is driving in the energy industry. There was therefore careful consideration 

in ensuring that the Non-executive Director appointment was an information technology specialist, suitably positioned 

to help the Group respond to this. 

https://www.alliancepharmaceuticals.com/media/fyxc3c0z/alliance-annual-report-2019.pdf#page=10
https://www.sms-plc.com/corporate/investors/results-reports-and-presentations/
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Demand 
for ESG 
information 
continues  
to grow

The ever increasing focus on ESG 
(environmental, social and governance) 
issues, driven by demand from stakeholders 
for more information from companies on 
non-financial issues and how these are 
being managed, is reflected in a raft of new 
regulations and reporting requirements. 
And in response, we have seen more 
disclosure in this area.

71% now have a separate sustainability 
section in the annual report. This section 
came under a great variety of headings, 
reflecting the wide and confusing 
range of terms used by investors and 
other stakeholders and advisors. Most 
include Sustainability, either alone or in 
combination, but an increasing number 
(30%) called this section ESG, probably 
reflecting the term used by investors. 

With growing pressure from stakeholders  
and new regulations around non-financial issues,  
there is greater disclosure from AIM companies.  
However, some areas – particularly environmental  
concerns – remain lightweight.

What names are used to describe the sustainability section?

Responsible
business 

ESG CSR CSR and 
sustainability

Sustainability Stakeholder 
engagement

Sustainability 
and governance

3

4 4

1 1

6

8
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We found that the quality of reporting in 
this area varies widely. Most companies 
include an overview of activities/initiatives/
policies relating to their people, community 
engagement and the environment. However, 
very few have a clear structure to their 
reporting or recognise the importance 
of ESG issues to their business. Only 12% 
identify their material issues (those that 
are most relevant to the company) and 
structure their reporting around these issues 
and the progress/activities undertaken 
during the year. 

Additionally, some of the better reporters 
include performance metrics and data to 
demonstrate the progress they are making 
on these issues but many do not include 
any data or statistics to back up their 
reporting. A couple also include case studies 
on sustainability in action, bringing the 
information to life.

Central Asia Metals sets out its sustainability 
framework and material topics having 
undertaken a desk-based materiality 
assessment during the year in review.

Jadestone Energy goes further to report 
on its material issues including metrics, 
case studies and goals. While this approach 
provides detailed insight into performance 
and progress relating to its material 
issues, the sustainability section could be 
more concise by focusing on strategically 
important information and considering 
other channels such as the website or a 
separate sustainability report to provide 
more detail. 15% currently reference an 
additional sustainability report with further, 
more detailed information.

    Central Asia Metals annual report, p11, 32–33 
  Click to view full report (PDF)

    Jadestone Energy annual report, p26–27, 30–31
  Click to view full report (PDF)

Sustainability Report

Frameworks and Standards 
This Sustainability Report presents Jadestone’s sustainability 
performance for the year ending December 31, 2019. It describes how  
the business performed, the value it created and plans for the future. 
The Sustainability Report focuses on what matters most to Jadestone 
Energy stakeholders and the business (see Material Matters).

This report has been prepared in accordance with the Global Reporting 
Initiative (“GRI”) Standards: Core Option. Guidance prepared by 
IPIECA (the global oil and gas industry association for environmental 
and social issues) was also consulted, and the report is aligned to 
recommendations made by the Task Force on Climate-related  
Financial Disclosures (“TCFD”), and the Equator Principles (“EP”).

The UN Sustainable Development Goals (SDGs)
Jadestone believes it can play a meaningful role in helping to address 
the UN SDG. Its activities were scored against the SDG’s as part of the 
material mapping process, to measure its contribution to them. 

Task Force on Climate-Related Financial Disclosures
Over the past year, Jadestone has taken significant steps to develop its 
disclosures on climate-related business risk to align with the TCFD.

Equator Principles 
The EPs provide a risk management framework, adopted by financial 
institutions, for determining, assessing and managing environmental 
and social risk in projects and is primarily intended to provide a 
minimum standard for due diligence and monitoring to support 
responsible risk decision-making. This report aligns with the principles.

Memberships and Ratings
• Platinum Sponsor Member of the Energy Club NT;
• Australian Petroleum Production & Exploration Association; and
• Indonesian Petroleum Association.

Reporting Boundaries
Defining boundaries for sustainability reporting can be challenging 
due to complex and sometimes changing ownership structures and 
operational arrangements. Jadestone is committed to being transparent 
about sustainability reporting boundaries and the effect of any changes 
in future reporting years.

Reporting boundaries for this report included all Company assets and 
offices. Where there was not appropriate data available for both the 
2018 and 2019 calender year for an asset or office location, this was 
omitted from the disclosure. As a result, the Stag asset and office 
in Australia was a focus for many of the environmental disclosures. 
However, corporate governance and social capital disclosures are 
reported for the other offices in Asia Pacific. The available data against 
each disclosure and those omitted are summarised in the table on  
page 42. Jadestone is committed to collecting more data against  
the disclosures from across the Jadestone portfolio for future 
Sustainability Reports.

Figure 2: Jadestone’s Materiality Map 
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disclosures and are illustrated below. Jadestone recognises the topics  
‘of most importance’ to stakeholders also demand respect and attention 
and are referenced and disclosed in this report where data is available.

Material Matters
Jadestone conducted a mapping exercise to identify topics that were of 
most significance to Jadestone’s business and stakeholders, referred to 
as material matters. The outputs (material matters) from the mapping 
exercise were used to inform this report and were selected as GRI 

United Nations Sustainable Development Goals
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and Transparency

Occupational
H & S

1
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E.3 | Emissions and Discharges 

Every environment has a unique combination of habitats, plant and 
animal species. A key challenge for Jadestone in managing the potential 
impact on the marine environment from its offshore facilities, concerns 
the treatment and discharge of operational waste streams, for example, 
produced water. Jadestone recognises the importance of appropriate 
utilisation or disposal of discharges. 

Jadestone’s main objective for responsible management of produced 
water is to reduce the oil in water content to as low as reasonably 
practicable. This is achieved through best practice topside management, 
which contributes to an overarching adaptive management framework. 
Changes to the chemical injection regime and full usage of the in-situ 
slops tanks on the Stag facility have achieved improvements in oil 
in water concentrations in produced water from near 15mg/L at the 
beginning of 2019, reducing to around 5mg/L on average. Jadestone 
ensures that any area of impact from produced water discharge does not 
compromise management objectives within the relevant Environment 
Plan for the facility. 

The environmental performance outcome for Stag 
produced water discharges is to achieve the national 
marine water quality guidelines for protection of 99%  
of species and the sediment quality ISQG-low values,  
as defined by ANZECC/ ARMCANZ (2000) at the 
boundary of the area of impact.

Other routine operational discharges may also cause a localised 
reduction in water quality, such as a temporary increase in nutrient 
concentrations, temperature and salinity. Jadestone minimises potential 
impact due to operational discharges through the efficient use of more 
environmentally friendly chemicals wherever practicable.

Figure E.3 1 Air emissions for Stag Facility

Sustainability Report

Figure E.4 Jadestone Energy’s HSE Framework

Health, Safety & Environment Policy

Vision
At Jadestone, HSE performance is central to everything we do. Our 
vision is to ensure that health, safety and environmental performance is 
intrinsic to our business activities. We focus on those things that deliver 
top performance while eliminating waste. Together with our Shared 
Values, a focus on HSE performance provides a safe and rewarding work 
environment for our people, and achievement of sustainable business 
activities in our local and global communities.

Responsibility
Everyone who is engaged to work for Jadestone shall be familiar with 
this policy and its contents. 

Everyone must take responsibility for ensuring their own safety, the 
safety of those around them, and the protection of the environment,  
by following Jadestone’s policies and procedures. That includes taking all 
necessary precautions and immediately acting upon and reporting any 
HSE concerns they may have. 

Everyone has the right to stop the job and a responsibility to intervene 
in work or colleague’s activities if they feel there is a risk to themselves, 
their workmates and to the environment.

Air Emissions
Jadestone implements management measures including scheduled 
maintenance of equipment and availability of critical equipment spares, 
to keep air pollutant emissions from Jadestone operations as low and 
clean as possible. Programmes and projects to reduce air emissions, 
such as those caused by burning fuel gas, are regularly assessed for 
effectiveness and to look for improvements. Jadestone reports to the 
National Pollution Inventory, the levels of nitrogen oxides (“NOx”), 
sulphur oxides (“SOx”) and Volatile Organic Compounds (“VOC”) are  
all relatively low for the Stag facility (Figure E.3).

Respect Integrity Safety Results-Orientated Sustainability Passion

Execution
To achieve this Jadestone shall:
• Promote a strong HSE culture through visible leadership and  
 an engaged, competent workforce aligned with Jadestone  
 Shared Values;

• Assess all risks and manage them to as low as reasonably practical;

• Maintain an ever-improving HSE management system through  
 setting and monitoring performance targets to achieve our aims; 

• Take all necessary actions to prevent incidents, with an aspiration  
 of targeting zero. Investigate and apply learnings; 

• Encourage and promote the ownership of HSE performance by all  
 employees and contractors;

• Ensure all contractor companies working with Jadestone have a   
 management system that either equals or exceeds the Company’s  
 own management system;

• Manage and maintain plant, equipment and machinery to achieve  
 required performance, safety and integrity;

• Openly monitor, evaluate and report HSE performance, and  
 communicate to all relevant stakeholders; and

• Comply with all regulatory requirements as a minimum.

2018 2019

Air Emissions for Stag Facility 2018-2019
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In 2019 a new well was drilled at Stag for the first time in six years.  
Recorded NOx levels grew in 2019, relative to 2018, due to the associated 
gas from the 49H infill well first produced in May 2019, and which 
targeted a different part of the reservoir. All associated gas is flared at 
the Stag facility. The associated gas from the new well has returned  
to previous levels.

2020 ESG Strategic Corporate Goal 

• Excellence in environmental management 
 –  Ensure zero Loss of Primary Containment (Tier 1)
 –  Improve overall oil-in-water discharge performance at both 

facilities by 10% < 30mg/l

1  Data collected for National Pollution Inventory data July 1 to June 30
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CHIEF EXECUTIVE OFFICER’S STATEMENT contInued STRATEGY

OUTLOOK
the outlook for 2020 is uncertain given the 
severity of the coVId-19 pandemic and our 
immediate priority is the welfare of our 
employees and contractors. 

currently, we reiterate our previously announced 
production guidance for sasa, which has 
increased year-on-year to between 23,000 and 
25,000 tonnes of zinc and between 30,000 and 
32,000 tonnes of lead, generated from higher 
throughput levels of between 825,000 tonnes 
and 850,000 tonnes. likewise, we maintain our 
Kounrad copper production guidance of 12,500  
to 13,500 tonnes. We are facing some headwinds 
due to the current weak commodity prices 
exacerbated by coVId-19, coupled with increased 
2020 global zinc and lead treatment charges.

We have to date encountered no disruption to 
either the production or sale of our copper or our 
zinc and lead concentrates, but we are very 
conscious that the situation could change swiftly 
in the coming weeks and months. We will 
continue to monitor the coVId-19 position daily 
in both countries of operation and respond to the 
threats accordingly to protect both our 
employees and our business interests.

throughout this uncertainty, we will continue  
to maintain strong health and safety and 
environmental standards at both of our 
operations and we will strengthen our 
relationships with the local communities by also 
working closely with them on overcoming the 
difficulties posed by the coVId-19 pandemic. 

NIGEL ROBINSON
cHIeF eXecutIVe oFFIceR
31 March 2020

For principal risks and uncertainties see page 44-47

Strategic goal Risks Measures in 2019

Safe and efficient operations
 ´ safely extracting maximum value from 
Kounrad and sasa

operational Zinc production

23,369t
(2018: 22,253t)

Copper production

13,771t
(2018: 14,049t)

Lead production

29,201t
(2018: 29,388t)

Maintain low production costs
 ´ continued focus on maintaining cAMl’s 
Group position firmly in the lowest quartile 
of the c1 copper equivalent cost curve

 ´ continued capital cost control at  
both operations

operational
external 

Sasa C1 zinc  
equivalent cash cost 

$0.47/lb
(2018: $0.46/lb)

Group EBITDA  
margin 

60%
(2018: 61%)

Kounrad C1 copper  
cash cost

$0.52/lb
(2018: $0.54/lb)

Group capital 
expenditure 

$11.0m
(2018: $14.8m)

Maintain high sustainability standards
 ´ putting the safety of our employees  
above profits

 ´ looking after our operating environment

 ´ enhancing the local communities

 ´ contributing to the development of  
the economies in which we operate 

operational Total social 
contributions

$0.6m
(2018: $0.6m)

Total tax paid  
in-country

$35.1m
(2018: $43.9m)

Group LTIFR

0.42
(2018: 3.76)

Increase shareholder value
 ´ Reward shareholders with attractive 
dividends

 ´ deleverage our balance sheet

 ´ continue to appraise business 
development opportunities

operational 
external

Dividends paid 

$32.2m
(2018: $39.6m)

Earnings per share

29.36 cents
(2018: 31.33 cents)

Debt repayments 

$38.4m
(2018: $38.5m)

OUR STRATEGIC GOALS AND MEASURES
EBITDA

$108.6m
2018: $125.3m

EBITDA margin

60%
2018: 61%

2019 saw our team focused on maximising value from sasa  
and Kounrad and we believe that we have to date achieved  
this, and we will continue to optimise our operations going forward. 
Kounrad 2019 copper production exceeded guidance and sasa 
2019 production was delivered at the top end of the guidance 
range for zinc and lead. We have delivered another year of strong 
profits and cash flow and also deleveraged our balance sheet.

We aim to strike the right balance for our shareholders in terms of 
capital allocation. Reducing debt and continuing to pay the sector 
leading dividends, for which we have become known, is a priority, 
yet we remain mindful of the challenges of our scale and liquidity 
so keep a watchful eye on potential growth opportunities.

drilling at sasa
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SUSTAINABILITY contInued

driving benefits to  
all our stakeholders 
through our strategy.
sustainability is an important part of the 
business, and we seek to create value 
for all of our stakeholders. Having a high 
standard of sustainability also enhances 
our reputation and our ability to do 
business in north Macedonia and 
Kazakhstan. this approach is supported 
by our Board and also helps us to attract 
and retain talented employees.

In 2019, we conducted a desk-based 
materiality assessment to identify the 
issues which are most important to our 
business. the strategic framework 
shown here is the outcome of our 
assessment, and is used to drive our 
sustainability strategy and priorities 
moving forward.

DELIVERING VALUE 
THROUGH 
STEWARDSHIP 

MAINTAINING  
HEALTH, SAFETY  
AND WELLBEING

FOCUSING ON  
OUR PEOPLE

CARING FOR THE  
ENVIRONMENT

UNLOCKING  
VALUE FOR OUR 
COMMUNITIES 

We adhere to the highest standards of 
corporate and sustainability governance. 
We also recognise that through business 
success, we are able to generate and 
distribute economic value.

the health, safety and wellbeing of our 
employees is of the upmost priority.  
We adhere to the highest standards and 
ensure that safety measures are taken to 
mitigate risk. 

We are aware of the importance of our 
operations on our people’s lives and we 
are committed to making a positive 
impact on these individuals.

We are committed to preventing, 
mitigating and controlling the impacts  
of our activities on the environment.  
We recognise that as a business, we  
have a responsibility to the health of  
the environment.

our focus on customers and communities 
aims to provide the highest product quality 
and drive social value in the communities 
we operate in.

MATERIAL TOPICS MATERIAL TOPICS MATERIAL TOPICS MATERIAL TOPICS MATERIAL TOPICS
 ´ corporate governance  
and business ethics 

 ´ sustainability management

 ´ safety 

 ´ occupational health and wellbeing 

 ´ employee retention  
and development

 ´ diversity and inclusion

 ´ energy usage and climate change

 ´ Air quality and pollution

 ´ Water usage

 ´ Waste management

 ´ Rehabilitation and biodiversity

 ´ community engagement  
and development 

 ´ social investment

 ´ economic value added

 ´ supply chain 

OUR SUSTAINABILITY 
FRAMEWORK -  
MATERIAL TOPICS 

https://wp-centralasiametals-2020.s3.eu-west-2.amazonaws.com/media/2020/04/20150736/CAML_AR19_DPS.pdf#page=7
https://www.jadestone-energy.com/wp-content/uploads/2020/05/JS.2019_ANNUAL.REPORT_200506_2pp.pdf#page=14
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Climate disclosure  
As part of the focus on ESG issues, we  
are seeing an increased demand for 
companies to report on environmental 
performance and improve their climate-
related disclosures. There have also been  
a number of new requirements and 
guidelines to support this.

For the most part, we found this to be 
a particularly weak area of reporting, 
with most only including an overview of 
aspirations and possibly some measures 
around energy efficiency or recycling.

More positively, 24% do already report on 
their greenhouse gas (GHG) emissions, 
which is not currently a requirement for 
AIM companies.

Gamma Communications was one of the 
companies to report its GHG emissions 
as well as including other climate-related 
disclosures such as identifying and 
reporting on climate change as a principal 
risk. From next year most companies will 
have to report against the Streamlined 
Energy and Carbon Reporting (SECR) 
requirements which build on the existing 
mandatory requirements for Main Market 
companies to disclose GHG emissions.

Going forward, there will be an increasing 
focus on the impact of climate change 
under the Task Force on Climate-related 
Financial Disclosures (TCFD) framework, 
which is expected to become mandatory in 
2022, so this is an area where we expect to 
see considerable improvement. 

identify their material  
ESG issues

12%

report on GHG  
emissions

1/4
    Gamma Communications annual report, p27, 36 
  Click to view full report (PDF)

Climate Change
Risk impact:   Low

Change on prior year  

Relevant strategy: n/a

Description
Climate change has both immediate effects 
and progressive, long-term effects on the risk 
profile of businesses. Short-term effects 
include the increasing frequency of extreme 
weather events (wind/rain/flood); they may 
include step changes in costs (taxation on 
emissions); and will mean that certain sectors 
of industry find their business models difficult 
to sustain.

Potential impact
The impact of climate change risks on Gamma 
is assessed as low. Extreme weather risks are 
mitigated via existing resilience plans. 
Gamma’s energy costs are a small proportion 
of its costs and likely regulatory interventions 
are seen as manageable. The progressive 
effects on certain industry sectors are not 
expected to have a material negative effect 
given the diverse nature of Gamma’s customer 
base. In fact, overall climate change is believed 
to be an opportunity for Gamma since its 
products will help customers avoid travel.

Mitigating actions
Gamma already has business continuity plans in 
accordance with ISO 22301. For instance, Gamma has 
provided laptops to all staff with a secure connection to 
the corporate network. Internal systems such as email, 
network monitoring and customer support tools are 
available to staff when working remotely. Weather 
forecasts are monitored closely and in the event of 
extreme weather, communications procedures are 
initiated to notify all staff. Gamma has also installed 
back-up generators at key network and customer 
support sites to mitigate the risk of power cuts.

Transitory risks The following are viewed as transitory risks which carry a potential impact to the business as opposed 
to permanent risk features, and as such not included in the main table, however Gamma believe they 
are important to comment upon.

Covid-19 The Covid-19 virus has had an impact  
on economic activity.

The impact could include delays and 
suspension of hardware supply chain  
(certain computer or telephone hardware  
is supplied to customers as part of certain 
product packages). Suspension of the 
hardware supply chain would limit new sales of 
these packages, but would not affect Gamma’s 
ability to provide communications services to 
existing customers.

If a major outbreak occurred in the UK: staff may be 
required to self-quarantine at home; staff may be lost  
or become sick for extended periods; and volumes of 
new sales may be restricted because Gamma staff and 
its resellers’ staff are unable to meet customer staff.

Gamma is certified to the ISO 22301 business 
continuity standard and as such the business is fully 
prepared for site closures and remote working should 
this be required and as such Gamma views the risk of 
any disruption to customer services as minimal. 
Gamma is also working closely with technology 
partners to assure continuity of hardware supply 
across our products and services.

Brexit Gamma’s main exposure is to the possible 
reduction in overall UK economic activity.  
In 2019, extra hardware stock (for supply to 
customers with certain product packages) 
was acquired ahead of the anticipated ‘hard 
Brexit’ dates.

The risk impact included in the above tables are described as if no mitigating actions are taken.
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Helping the 
environment is core 
to everything we do
Gamma’s heritage is to develop products which enable people to communicate 
and collaborate with colleagues, customers and suppliers without the need to 
travel. Businesses who choose to use Unified Communications products should 
travel less and therefore reduce their carbon footprint. Helping the environment is 
core to everything we do. One of our core values is to “Consider Others” and this 
includes our global neighbours, not just our near neighbours.

ENVIRONMENTAL

As a business we still produce CO2 and that is why we 
have been engaged in carbon offset programmes since 
2006. We are committed to being an environmentally 
friendly company ourselves and where we produce CO2 
we will offset that.

In line with this approach, the Board has confirmed its 
commitment to supporting the UN Sustainable 
Development Goals. An initial analysis of the impact  
of the business has been undertaken; this will be 
continued throughout 2020 in line with the Global 
Reporting Initiative and UN guidance. 

The Board has responsibility for oversight of 
environmental issues (and also risks related to climate 
change which are discussed below). The CEO is 
responsible for executing strategies that have been 
agreed with the board which maintain the values to 
which Gamma has subscribed since its foundation.

Monitoring and offset of carbon emissions
Annual GHG emissions in tonnes CO2e

2017/2018
2016/2017
2015/2016
2014/2015 3,003

2,768
2,462
2,332

We use a third party to monitor our own carbon 
emissions, with the calculations being done biennially 
for our UK business – in future years we will include the 
whole of the Group. The most recent fully analysed 
information covers the year to 30 June 2018. This was 
produced using the GHG Protocol and using emissions 
conversion factors published by the Department of 
Environment, Food and Rural Affairs (Defra); it 
generated the carbon emissions results shown below. 
The GHG Protocol used does not include emissions 
produced in Gamma’s supply chains but, where 
possible, we work with suppliers who share our values.

Annual breakdown of emissions by source in UK offices

GHG Emissions Source

GHG Emissions 
2016/2017

(tCO2e) % of total 

GHG Emissions  
2017/2018

(tCO2e) % of total 
Electricity  1,726.4 70%  1,497.9 64%
Road Business – Grey Fleet  412.8 17%  402.7 17%
Air Business  113.3 5%  176.2 8%
Natural Gas  20.3 1%  22.8 1%
Road Business – Company Vehicles  36.5 1%  34.8 1%
Road Business – Taxis  5.6 0.2%  8.0 0.3%
Water  1.1 0.04%  1.9 0.08%
Rail Business  145.8 6%  187.6 8%
Total 2,461.8  2,331.9 
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Generally sustainability information is 
discussed separately, for example in a 
standalone section within the strategic 
report, rather than being integrated  
into the rest of the narrative.

Encouragingly, however, a number of 
companies, particularly those whose 
operations are higher impact, such as mining 
companies, are recognising the strategic 
importance of ESG issues and embedding 
them into the business. 

21% have integrated material sustainability 
and ESG issues into their main corporate 
strategy, mainly in the areas of employees, 
health and safety, and environmental issues. 
For example, one of the objectives within 
Highland Gold Mining’s strategy is to 
‘maintain commitment to health & safety 
and operate in a sustainable matter’.

    Highland Gold Mining annual report, p8–9
  Click to view full report (PDF)

As investors and other stakeholders continue 
to demand more information in this area, 
companies will need to improve their activities 
and reporting to avoid the risk of long-term 
reputational damage. For example, we have seen 
recent incidents of lax supply chain governance 
around third-party suppliers come back to bite 
companies when the stories broke in the press.

What’s important is for companies to identify 
and report against those issues which are most 
relevant, include performance metrics and 
targets, and integrate those issues of strategic 
importance into their reporting more broadly.

A strategy that 
delivers growth

Strategy

Strategy
Highland Gold’s operating strategy  

is to seek to unlock the value of the assets  
in its portfolio so as to provide maximum  

returns to shareholders

Maintain commitment to health 
& safety and operate in a 

sustainable manner

Concentrate 
on operational 
efficiency and 

continuous 
improvement

Develop assets at the 
feasibility study phase 

into production

De-risk and 
convert additional 

resources  
into reserves

Focus corporate 
development on regions 

of presence

Realise the  
upside potential  

of operating assets

Through	this	strategy	the	
Company	endeavours	to:	

Find out more about  
our business model  
on page 10

Find out more about  
our operational review 
on page 12
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Mnogovershinnoye

123,814	
Belaya Gora

40,067
Novoshirokinksoye

106,784
Valunisty

30,039
ounces of gold & gold 
equivalent

1.	Kekura
Kekura is Highland Gold’s premier 
development project, with construction 
underway and commercial production 
expected to begin by 2023.

2.	Klen
Highland Gold holds licences for the 
Klen gold deposit and the adjacent 
Verkhne-Krichalskaya property, where 
renewed exploration drilling is in 
progress.

3.	Baley	Hub
The Baley group of deposits includes 
the large Taseevskoye resource, the 
Sredny Golgotay deposit, and tailings 
from the former Baley 1 processing 
plant (ZIF-1).

4.	Unkurtash
Unkurtash, located in Kyrgyzstan,  
is an advanced exploration project 
featuring stockwork-disseminated 
gold mineralisation hosted in a 
granite intrusion.

5.	Kayenmivaam	(Kayen)

Kayen is a 1,214km2 exploration area 
located approximately 130km from 
Kupol, the second largest gold mine 
in Russia. It consists of five exploration 
targets.

6.	Blagodatnoye
The Blagodatnoye deposit is being 
targeted as an additional source of ore 
for the Belaya Gora processing plant.

Highland	Gold’s	
operations	are	
located	around	
three	main	hubs		
in	the	Khabarovsk,	
Zabaikalsk	and	
Chukotka	regions	
of	Russia	as	well	
as	Kyrgyzstan	in	
Central	Asia.

OPERATIONS

EXPLORATION  
AND DEVELOPM

ENT

GOLD PRODUCED

KEY TARGETS  
FOR 2020

 » Maintain 
production in 
the range of 
290-300k oz of 
gold and gold 
equivalent

 » Complete 
improvement 
projects at 
Novo (1.3 Mtpa 
expansion) and 
Belaya Gora 
(processing plant 
upgrade)

 » Continue 
construction 
work at Kekura 
in preparation 
for commercial 
production in 
2023

 » Support and 
expand ongoing 
efforts to improve 
workplace safety 
and employee 
wellbeing
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Strategy

Strategy
Highland Gold’s operating strategy  

is to seek to unlock the value of the assets  
in its portfolio so as to provide maximum  

returns to shareholders

Maintain commitment to health 
& safety and operate in a 

sustainable manner

Concentrate 
on operational 
efficiency and 

continuous 
improvement

Develop assets at the 
feasibility study phase 

into production

De-risk and 
convert additional 

resources  
into reserves

Focus corporate 
development on regions 

of presence

Realise the  
upside potential  

of operating assets

Through	this	strategy	the	
Company	endeavours	to:	

Find out more about  
our business model  
on page 10

Find out more about  
our operational review 
on page 12
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Vision and Mission
Vision
Gold	holds	eternal	value	on	Earth.		
It	is	our	honour	to	deliver	it	to	people.

Mission
We	unite	achievers	to	carefully		
and	responsibly	mine	the	riches		
of	the	land,	to	develop	regions,		
to	improve	the	wellbeing	of	
families,	and	to	deliver	returns		
for	shareholders.

Values
Core set of values that underpin 
our business model.
Responsibility	is	concern
 » Initiative and commitment
 » People’s health & safety
 » Protect the environment
 » Rational use of mineral resources
 » Concern for the Company

Improve	others,		
improve	ourselves
 » Self-awareness & openness
 » Influence & contribution
 » Training & mentoring
 » Development of the regions  

of operation

Teamwork	means	results
 » Communication & trust
 » Respect & feedback 
 » Conflict management
 » Executive discipline
 » Positivity at work

unAttainable	–	courage		
without	limits
 » Honesty
 » Ambition
 » Creativity
 » Courage & determination
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integrate material ESG  
issues into the main  

strategy

21%

https://www.highlandgold.com/home/investors/results-reports-and-presentations/
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Amid challenging times, the importance of  
good governance has never been greater.  
Added to this is a greater appetite than ever  
from stakeholders for governance reporting and 
this has also been reflected in the requirement 
from September 2018 for AIM companies to report 
against a recognised corporate governance code. 
While this is a website requirement, companies 
are starting to provide additional governance 
information in the annual report too.

When choosing a recognised code, 85% report 
against the QCA Corporate Governance Code,  
12% report against the UK Corporate Governance 
Code, while one company follows Canadian 
governance standards. 

Companies have made progress in their governance 
reporting over the past two years, now there is a real 
opportunity to make information more accessible  
and specific to the company and board.

report against  
the QCA Corporate  
Governance Code

85%

Opportunity for 
more engaging 
governance 
reporting 
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For the majority of companies, reporting 
focuses on how they comply with the 
requirements and is often quite generic or 
boilerplate. There is little context on why 
good governance matters, how the board 
leads the company and what skills and 
experience board members bring. 

In line with requirements, all included a 
board of directors spread, though this is 
generally focused on past roles rather than 
relevant skills and experience. Interestingly, 
21% also include biographies for the senior 
leadership team, a current area of focus 
for investors. For example, Midwich clearly 
sets out the relevant experience for both 
the board of directors and operational 
management team.

18% provide more insight into how  
the board operates, outlining the board 
focus areas or activities during the year, and 
15% also provide an overview of stakeholder 
or employee engagement in the governance 
report. If companies wish to include 
stakeholder engagement information in both 
the strategic report and governance section, 
it is important to provide additional insights 
rather than repeating the same information.

    Midwich annual report, p36–38
  Click to view full report (PDF)

Mark Lowe (39)
UK & Ireland

Skills
• Extensive industry knowledge
• Strategic planning
• Strong business track record
• Managerial, business and company 

development
• International market knowledge 
• M&A strategy

Previous experience
Mark joined Midwich in 2004 supporting 
the business management team then he 
became Divisional Manager in the rapidly 
growing consumer electronics category. 

Working closely with the sales teams 
it was here that he learned about the 
world of audio visual. In 2012, together 
with his family, he relocated to Sydney 
and helped Midwich to develop a larger 
footprint in the ANZ marketplace before 
returning to the UK. In the years that 
followed, he trained as Project Manager 
and managed a number of major 
projects including various pre and post 
acquisition activities and strategies. 

In 2017 Mark took on the role of Chief 
Operating Officer, and in 2018 became 
Managing Director of Midwich UK and 
Ireland. His focus is to progressively 
develop the initiatives, strategies and the 
staff to ensure that Midwich continue to 
add more value for their customers and 
vendor partners.

Tom Summer (33)
Continental Europe

Skills
• Strategic planning
• International market knowledge
• M&A strategy
• Business and company development
• Tom has a BSc in business 

management from the Norwich 
Business School (University  
of East Anglia).

Previous experience
Tom commenced his career with Midwich 
in the Company’s business management 
department. Following the acquisition of 
Sidev in 2010, he move to Lyon, France 
to oversee the integration, planning and 
ongoing development of this business. 

In 2013, his remit was widened to include 
the development of the Group’s business 
in Europe before becoming Managing 
Director for the region in 2018. Since 
taking on a wider European role he 
has been a leading force in the Group’s 
acquisition and ongoing business 
development programmes. 

Tom also has responsibility for the 
Group’s ‘go-to-market’ central office 
team. This commercially focused team, 
support the development and strategy 
execution across all Group territories.

Michael Broadbent (56)
Asia Pacific

Skills
• Strong business track record
• Extensive experience in business 

ownership 
• Managerial and business 

development 
• Strong sales orientation
• Extensive industry knowledge 
• Technically trained
• Further education in business  

and marketing

Previous experience
Michael has 30 years’ experience 
within the Australian and New Zealand 
commercial audio visual market, 
including ten years as an owner of a 
leading Australian systems integrator. 

He spent three years as General Manager 
of the AV division at Programmed, one 
of the largest Australian technology 
integrators. Michael has also held senior 
roles with companies such as Rexel, 
which was the Australian distributor  
for Panasonic. 

He joined Midwich Australia as a 
consultant in 2012 and took over as 
Managing Director of Midwich ANZ  
in June 2014.
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“ Daepuda 
ecturContinued 
growth from a 
tendit proven 
model ro beat 
velente ni dis ea 
volo magnatu 
ribus.”
Name Surname 
Job role

Case study
Blackmagic Design

The new system was executed 
by systems integrator LIVE 
DIRECTORS GmbH and distributor 
New Media AV, a Midwich Group 
company. Prompted by this new 
journey, the production team at 
TSG wanted to overhaul its existing 
SD infrastructure, and improve its 
streaming platform, TSG.TV.

Enlisting the help of production 
partner LIVE DIRECTORS GmbH, the 
club’s new workflow was developed 
around the ATEM 4 M/E Broadcast 
Studio 4K and a pair of ATEM 1 M/E 
Advanced Panels, used in tandem to 
production multiple live programme 
mixes simultaneously.

According to Maurice Gundt at 
LIVE DIRECTORS, “Whatever 
we implemented for TSG had to 
streamline and simplify its video 

workflows while improving handling 
for higher resolution formats and 
general system usability. That meant 
a complete modernization of the 
club’s existing infrastructure. From 
a technical and financial standpoint, 
Blackmagic Design was the obvious 
choice.”

LIVE DIRECTORS GmbH has 
also developed a small portable 
production unit (PPU) for the club, 
featuring an ATEM Television Studio 
HD, HyperDeck Studio Mini and 
Blackmagic Web Presenter, to cover 
away matches, press conferences, 
training updates and information, by 
sending feeds via Open Broadcaster 
Software (OBS) to Facebook and 
YouTube simultaneously. The 4K 
solution now in place at TSG’s 
PreZero Arena affords far greater 
flexibility, as external events and 

corporate clients can now come  
in and make use of the stadium’s  
in-house video resources.

“Wherever we are in the world, we 
can be assured of consistent and 
high quality production capabilities, 
thanks to Blackmagic Design, 
which our fans across the world can 
immediately access.”

In March 2019, German Bundesliga football club, TSG 
1899 Hoffenheim, had overhauled its internal production 
and live broadcast capabilities with the implementation of 
an UltraHD 4K solution based around Blackmagic Design. 
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Andrew Herbert (60)
Non-Executive Chairman

A N R

Qualifications
Andrew has a BA in Business Studies 
from Hatfield Polytechnic and is a 
Fellow of the Chartered Institute of 
Management Accountants. He is also  
a non-executive director of Xaar plc.     

Previous experience
Andrew was Group Finance Director 
of Domino Printing Sciences plc from 
1998 until the sale of the company to 
Brother Industries in 2015.

He joined the business in 1986 and 
held senior finance, operational and 
general management roles prior to 
joining the Board of Domino Printing 
Sciences plc. 

He has extensive experience of 
managing profitable growth in a 
global business, including acquisition 
and disposal strategy and line 
management of overseas subsidiaries. 

In April 2020, Andrew Herbert was 
appointed Chairman of Xaar plc

Stephen Fenby (56)
Group Managing Director

N

Qualifications
Stephen has a BSc in Accounting and 
Financial Analysis from the University 
of Warwick and is an associate of  
both the Institute of Chartered 
Accountants in England and Wales 
and the Chartered Institute of 
Management Accountants.

Previous experience
After qualifying as a Chartered 
Accountant with Ernst & Young, 
Stephen joined Deloitte and worked 
for 16 years in the corporate finance 
team, latterly in the Cambridge office. 

Stephen joined Midwich as Finance 
Director in 2004 and became 
Managing Director in 2010. He has 
led the Group’s acquisition and 
development programme. 

Stephen Lamb (46)
Group Finance Director

Qualifications
Stephen has a BA in Economics  
and Econometrics from the University 
of Nottingham and is a Fellow of the 
Institute of Chartered Accountants  
in England and Wales. 

Previous experience
Stephen joined Midwich as Group 
Finance Director in July 2018. He has 
over 20 years’ experience in finance, 
working in high growth, international 
business services organisations. 

Before joining Midwich, Stephen was 
the International CFO at Iron Mountain 
Inc, supporting the profitable and 
cash generative development of the 
International business.

He has held senior financial positions 
at IWG plc (CFO, Europe) and 
Experian plc (Group Director of  
FP&A, FD, Decision Analytics and  
CFO, Asia Pacific).
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Mike Ashley (52)
Non-Executive Director

RA N

Qualifications
Mike completed retail MBA modules 
at Manchester Business School 
sponsored by Home Retail Group.

Previous experience
Mike is the Chief Commercial Officer 
(“CCO”) of Holland and Barrett 
International Ltd. He joined the 
business from Travis Perkins plc in 
2019. In his time there he held the 
position of CCO both in Wickes and the 
Plumbing and Heating Division, leading 
transformation of both businesses. 

Prior to this Mike led the turnaround 
of Harvard International PLC (formerly 
Alba PLC) as Chief Executive Officer, 
culminating in the successful sale to 
a listed Chinese consumer electronics 
business. Mike has extensive retail and 
consumer experience through senior 
commercial, marketing and strategic 
roles at Boots, Argos, Dixons Retail 
Group and Travis Perkins.

Hilary Wright (60)
Non-Executive Director

A N R

Qualifications
Hilary is a Fellow of the Chartered 
Institute of Personnel and 
Development. 

Previous experience
Hilary was Group HR Director of 
Domino Printing Sciences plc from 
2016 until her retirement in 2019.

Her background was formed in retailing 
and more latterly with Cambridge 
based engineering and technology 
companies where she has gained 
her global experience as well as 
involvement in a number acquisitions. 

She has held both strategic and 
operation roles and devised and 
led the HR direction for significant 
global growth (ensuring people 
development, succession planning 
and talent acquisition are aligned for 
transformational change).

Committee membership

A   Audit  
Committee

N   Nominations  
Committee

R   Remuneration  
Committee

  Chair of  
Committee

Tenure of directors

Skills

Strategy 

International 

Leadership 

Technology 

Financial 

Independence

●  0-3 years 
Stephen Lamb & Hilary Wright

●  4-6 years  
Andrew Herbert & Mike Ashley

●  6+ years 
Stephen Fenby

● Independent  ● Non-Independent 

2

1

2

2

3

5

3

5

5

3
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 of stakeholder or  
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engagement

15%
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BOARD REPORT contInued

BOARD INDEPENDENCE
In line with the QcA code, the Board has considered the 
independence of each non-executive director, including 
assessment of their character, judgement, any business and other 
relationships which could significantly interfere with their ability  
to effectively discharge their duties. As part of this assessment, 
we also consider length of tenure. the Board considers that  
length of tenure alone is not necessarily a compromise to 
independence and is satisfied that the independence of none  
of the non-executive directors has been compromised by this.  
As such, after taking account of all of these factors, the Board 
continues to consider nigel Hurst-Brown, Robert cathery, Roger 
davey and david swan to be independent directors. dr Gillian 
davidson, who was appointed at the end of 2019, is also 
considered to be fully independent. the Board believes the 
addition of dr Gillian davidson as a new Independent  
non-executive director along with our existing independent  
Board members, our other non-executive director, nurlan 
Zhakupov, and our executive directors provides an excellent 
balance of views, skills, personal qualities and depth of experience 
within the Board.

SUPPORT TO DIRECTORS
All directors on the Board have access to, and the support of, the 
company secretary who acts as secretary to the Board and its 
committees, reporting directly to their chairs, advising on, and 
assisting on compliance with, relevant governance regulations and 
procedures. In addition, all directors have unrestricted access to 
the company’s external advisers. Resources and training for their 
own personal development are also made available to directors on 
an ongoing basis ensuring they have the necessary knowledge and 
skills to fulfil their roles effectively. 

the role of the company’s Auditors is explained in more detail in 
the Audit committee Report on pages 58 to 59.

THE BOARD AND CULTURE
of course, commitment to good corporate governance in the 
boardroom is just one part of setting and maintaining an 
appropriate culture that aligns with our strategic goals and values. 
the Board, and its committees set the tone for, and promote a 
healthy culture of openness, honesty, engagement and respect 
throughout the Group and with all of its stakeholders. the Board 
welcomes an open dialogue with these stakeholders be they 
investors, employees, governmental authorities or local 
communities. decisions made by the Board collectively, supported 
by management, are taken in the context of this shared sense of 
purpose that comes with the continuous focus on culture 
throughout the Group’s operations. We highlight the importance  
of communication and the flow of information throughout the 
Group to ensure consistency in our procedures. We also maintain 
strong internal policies including those relating to anti-bribery,  
share-dealing, sanctions and whistleblowing which are 
implemented by our teams.

SHAREHOLDER ENGAGEMENT
As mentioned above, we have embedded into our culture as a 
Group that maintaining a continual, open and active dialogue with 
our shareholders and other stakeholders plays an essential part in 
understanding their views and ensuring the long-term success of 
the company. Whilst most engagement with the company’s 
institutional investors is through the executive directors and the 
director of corporate Relations, valuable feedback from 
shareholders is also communicated to, and discussed with, the 
other Board members. the Board as a whole recognises that the 
views of our investors should be considered as an important part 
of the Board’s deliberations and decision-making processes as the 
Board has a duty to safeguard the interests of all stakeholders. the 
other directors are also available to meet with investors where 
requested and all shareholders also have the opportunity to attend 
and ask questions at the company’s Annual General Meeting. 

Where appropriate, as I mention in my chairman’s letter on page 
48, we engage with our key shareholders on specific governance 
matters. details of this, and our other stakeholder engagement 
activities during 2019, are set out in the table to the right.

Material information in relation to the company is made publicly 
available via the london stock exchange’s Regulatory news 
service (‘Rns’). presentations on our full year and interim results 
are given to analysts and investors shortly after publication.

STAKEHOLDER ENGAGEMENT ACTIVITIES

 ´ preparations for Annual Report, presentation of annual 
results and Annual General Meeting

 ´ executive director attendance at two global mining investor 
conferences

 — Mining Indaba, cape town
 — BMo Global Metals and Mining conference, Miami

QCA Code Principles:

 ´ Ensure that, between them, the directors have 
the necessary up-to-date experience, skills 
and capabilities

 ´ Communicate how the company is governed 
and is performing by maintaining dialogue with 
shareholders and other relevant stakeholders

QCA Code Principle:

 ´ Seek to understand and meet shareholder 
needs and expectations

Q1 Q2 Q3 Q4

ceo speaks at global mining investor conference, BMo

ceo opens Kind Heart centre for disabled children in Balkhash, Kazakhstan

the president of north Macedonia and senior ministers are welcomed to the 
sasa mine in August 2019

cAMl attend the Mines and Money outstanding Achievement Awards dinner

 ´ Q1 2019 operations update (10 April 2019)
 ´ 2018 results announcement (10 April 2019) and london  
roadshow attended by executive directors and director of 
corporate Relations

 ´ Annual Report publication
 ´ Annual General Meeting
 ´ Governance roadshow by chairman of Remuneration 
committee and company secretary

H1 2019 operations update (10 July 2019)
 ´ 2019 interim results announcement (17 september 2019) 
and london roadshow attended by executive directors and 
director of corporate Relations

 ´ chairman visits Kind Heart centre for disabled children  
and opens new playground in Balkhash, Kazakhstan 

 ´ esG roadshow by chairman and director of corporate 
Relations

 ´ executive directors attend community events around the 
annual Miner’s day celebrations in local town, Makedonska 
Kamenica, north Macedonia 

 ´ Investor roadshow to new York and toronto with ceo  
and director of corporate Relations

 ´ Q3 2019 operations update (8 october 2019)
 ´ site visit to sasa, north Macedonia by chairman of 
sustainability committee

 ´ Investor roadshows to paris, Madrid and Zurich with ceo and 
director of corporate Relations

 ´ chairman, ceo and cFo attended Mines and Money london 
conference

 ´ chairman, ceo and cFo attended Minex eurasia 2019 
conference

Q1 Q2 Q3 Q4

Q1 Q2 Q3 Q4

Q1 Q2 Q3 Q4

While most reports are text-heavy  
and not particularly user-friendly, 21%  
make use of graphs/tables/diagrams to 
make the information more accessible  
and one report includes case studies 
demonstrating governance in action. 

Where is stakeholder/workforce engagement discussed?

Membership
The members of the Committee 
are set out in the table below, 
along with the date of appointment 
of each member, and details of 
their attendance at Committee 
meetings during the year. During 
2019, Matt Murphy and Michael 
Quinn retired from the Board 
and the Committee and Ger 
Penny and I were appointed to 
the Committee. The Committee 
member’s biographies are set out 
on pages 56 and 57.

The Committee is appointed by the 
Board and the terms of reference 
of the Committee state that the 
composition should comprise of 
a minimum of three Independent 
Non-Executive Directors, to the 
extent possible. The Committee 
does not currently meet this 
independence criteria. However, 
2019 saw the appointment of 
an Independent Chair to the 
Committee and the Board is 
committed to ensuring that the 
Committee transitions to meeting 

this independence requirement in 
the future, once the composition of 
the Board permits this. 

The members of the Committee 
bring to it a wide range of 
experience and expertise including 
significant financial experience, 
and knowledge of financial 
reporting principles. 

I succeeded Michael Quinn as Chair of the Audit, Risk 
and Compliance Committee on my appointment to 
the Board in June 2019. On behalf of the Committee, 
I am pleased to present the report of the Committee 
for the year ended 31 December 2019, which 
provides a summary of the Committee’s role and 
responsibilities, and how the Committee discharged 
these during 2019. 

Committee Member Position Appointed Resignation Attendance
Paul Hogan Committee Chair June 2019 N/A 2 / 2
John Holly Non-Executive Director Sept. 2010 N/A 10 / 10
Ger Penny Non-Executive Director June 2019 N/A 2 / 2
Matt Murphy Non-Executive Director Sept. 2010 June 2019 8 / 8
Michael Quinn Non-Executive Director Sept. 2002 June 2019 8 / 8

Audit, Risk and  
Compliance  
Committee Report

Corporate Governance Report continued

Corporate 
Governance 
 
Strengthening 
the Board and 
improving gender 
balance

Issue
We have a strong commitment to ensuring that high standards of 
corporate governance are maintained throughout the organisation. 
As the Group grows, the Board of Directors ensures that we 
are taking a reasonable strategic approach and managing risk 
and resources in a balanced and ethical manner. Therefore, 
it is essential that the Board has the skills, experience and 
independence to fulfil this important role.

As part of the constant drive to enhance standards of corporate 
governance, we identified an opportunity to improve the diversity 
and broaden the skillset of our Board during 2019.

Action
 - Working with an independent resourcing consultancy firm, we 

began an international search for suitably qualified candidates 
who could bring significant added value to the Board.

 - We were conscious of identifying candidates with international 
experience in healthcare as well as experience of listed  
plc boards.

 - Improving the gender balance and independence of the  
Board were key focuses of the search.

Outcome
 - Following the extensive search process, we made three new 

appointments to the Board, adding diversity, independence  
and listed plc experience to the Board.

 - The new appointments saw an increase in independence to 
25% and an increase in female representation, bringing the total 
female representation on the Board to 25%.

 - The addition of board members with extensive international 
senior management experience from the US and the UK. 

Case  
Study

Uniphar plc Annual Report 201966 67Governance

     Uniphar annual report, p66
  Click to view full report (PDF)

For example, while Central Asia Metals  
does discuss methods of board and 
company engagement with stakeholders 
as part of its s172 statement, it signposts 
to a more detailed calendar of board 
engagement activities during the year  
in the governance section. 

     Central Asia Metals annual report, p57
  Click to view full report (PDF)

3

Stakeholder 
engagement section 

or equivalent

QCA compliance 
table

Section 172 Governance CEO’s review

4

9

6

1

https://www.uniphar.ie/staticMedia/jnnikssy/annual_report_2019.pdf#page=35
https://wp-centralasiametals-2020.s3.eu-west-2.amazonaws.com/media/2020/04/20150736/CAML_AR19_DPS.pdf#page=30
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     Uniphar annual report, p59–60
  Click to view full report (PDF)

     Central Asia Metals annual report, p54
  Click to view full report (PDF)

Going forward, there is a real opportunity for companies to 
use the governance section to provide a more company-
specific insight into the board and its activities during the 
year, as well as expanding on board decision-making and 
how stakeholder views are being considered.

For many companies, this is something the board is starting 
to consider in more depth and so they will be better 
positioned to report on this in the future. Furthermore, there’s 
an opportunity to make governance reports more engaging 
and accessible for users, for example by including charts on 
board activities/composition or governance case studies.

Central Asia Metals’ governance report includes an engaging 
and informative spread on the board of directors’ role, 
composition and key strengths.

Preparations for the Company’s 
IPO, in July 2019, involved 
considerable work to ensure that 
the Company could meet the more 
stringent standards of corporate 
governance expected of a listed 
company. The Company adopted 
the QCA Code of Corporate 
Governance in June 2019 in 
advance of the IPO. The QCA Code 
has become a widely recognised 
benchmark for corporate 
governance of small and mid-sized 
companies, particularly companies 
admitted to trading on AIM and 
Euronext Growth.

The QCA Code provides the 
Company with the framework to 
help ensure that a strong level 
of governance is maintained, 
enabling the Company to embed 
the governance culture that exists 
within the Group as part of building 
a successful and sustainable 
business for all of its stakeholders. 
It is the Board’s intention to 
continue to enhance its corporate 
governance framework and to 
transition to compliance with the UK 
Code within three years from IPO.

This report outlines the clear roles 
and structures we have in place for 
managing corporate governance 
and seeking to ensure that the 
Group is positioned to meet high 
standards of corporate governance 
at all times. 
 
Corporate Governance 
Statement
The Directors acknowledge the 
importance of good corporate 
governance and believe that good 
corporate governance creates 
shareholder value by improving 
performance, whilst reducing 
or mitigating the risks that a 
company faces as it seeks to create 
sustainable growth over the medium 
to long-term. 

The QCA Code requires the 
Company to apply ten principles 
of good corporate governance 
and publish certain disclosures 
in its annual report and also on 
its website. The Company has 
committed to applying these 
principles within its business and 
the full details of the application of 
these principles are contained on 
our website, www.uniphar.ie. 

Board of Directors
The Board comprises of twelve 
Directors, three of whom are 
Executive Directors and nine of 
whom, including the Chairman, are 
Non-Executive Directors, reflecting 
a blend of different experience 
and backgrounds. Of the Non-
Executive Directors, three of these 
have been deemed by the Board 
to be independent. Biographies of 
all of the Directors are set out on 
pages 56 and 57.  

The Board believes that there is 
an appropriate balance between 
Executive and Non-Executive 
Directors for governing the 
business effectively and promoting 
shareholder interests. The Board 
believes this combination of 
Executive and Non-Executive 
Directors allows it to exercise 
objectivity in decision making 
and proper control of the Group’s 
business and that this composition 
is appropriate in view of the current 
size of the Board and requirements 
of the Group’s business.

Corporate  
Governance  
Report

New Independent 
Non-Executive 
Directors appointed 
to the Board 3

In Uniphar, we have a strong commitment to 
ensuring that high standards of corporate 
governance are maintained throughout the 
organisation. As the Group grows, the Board 
ensures that we are taking a reasonable strategic 
approach and managing risk and resources in a 
balanced and ethical manner.

Audit, Risk and  
Compliance  
Committee

Nomination
Committee

Remuneration
Committee

Chief Executive  
Officer

Chair
Paul Hogan

Chair
Heather Ann  

McSharry

Chair
Maurice Pratt

Ger Rabbette

See pages  
67 to 69 for  

Committee Report

See pages  
70 to 73 for  

Committee Report

See pages  
74 to 80 for  

Committee Report

See pages  
14 to 17 for  
CEO Report

Uniphar plc Board of Directors

Uniphar plc Annual Report 201958 Governance 59
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CENTRAL ASIA METALS PLC
AnnuAl RepoRt And Accounts 2019

BOARD REPORT

ATTENDANCE AT BOARD MEETINGS 
the attendance of current Board and committee members at the scheduled meetings and calls, as compared with the number of 
meetings held during 2019 is shown below. 

Director Board  
(five meetings)

Audit  
(five meetings)

Remuneration  
(eight meetings)

Nomination  
(one meeting)4

Sustainability  
(three meetings)

Nick Clarke      1       1    2

Nigel Robinson                      

Gavin Ferrar                  

Nigel Hurst-Brown                  

Robert Cathery                   1

Roger Davey              1

David Swan           1        

Nurlan Zhakupov              

Dr Gillian Davidson3
     

 Meetings attended   non attendance   non-committee member invited to attend some or all of a meeting

1 denotes chair status.
2  nick clarke was unavoidably unable to attend two sustainability committee meetings due to the meetings being moved (with the agreement of the committee chairman) to a time 

when Mr clarke 1. was due to be overseas on other company business and 2. was not available.
3 Appointed to the Board, and as a member of the nomination committee and chair of the sustainability committee, on 2 december 2019.
4 the members of the nomination committee also met informally during the year to consider specific matters.

directors do not attend meetings (or parts of meetings) of the Remuneration committee when the committee is deciding matters in relation to such directors’ Remuneration.

All directors on the Board at that time attended the AGM.

BOARD COMPOSITION 
We have a well-balanced Board, constituted as follows:

non-executive chairman: nick clarke.

two executive directors: nigel Robinson and Gavin Ferrar. 

six non-executive directors: 
Five are considered fully independent: nigel Hurst-Brown,  
Robert cathery, Roger davey and david swan. this also includes 
our newest Board member, Gillian davidson who joined the Board 
in december 2019.

one is based in Kazakhstan: nurlan Zhakupov. nurlan Zhakupov has 
received share awards from the company and is therefore not 
considered to be fully independent.

the Board is comprised of a diverse group of experienced directors, both from the uK and abroad, each with a wealth of expertise and a 
depth of knowledge. Many have worked across a variety of jurisdictions and have extensive business and financial experience in the 
sector in which the Group operates. this ensures that each member of the Board is able to fully contribute to the effectiveness of the 
Board as a whole and in doing so, have collective responsibility for, and participation in, its decision making. We believe this leads to 
better performance, sustainable growth and value in the business for its shareholders and other stakeholders in the long term.

KEY STRENGTHS
the diagram below shows the range of our Board’s key strengths. In addition, further detailed biographies of each of our directors are 
shown on pages 52 to 53:

Natural 
Resources

Sustainability Financial 
Governance, 
Risk and 
Controls

People Strategy International Capital 
Markets

Nick Clarke ✓ ✓ ✓ ✓ ✓ ✓

Nigel Robinson ✓ ✓ ✓ ✓ ✓ ✓

Gavin Ferrar ✓ ✓ ✓ ✓ ✓ ✓

Nigel Hurst-Brown ✓ ✓ ✓ ✓

Robert Cathery ✓ ✓ ✓ ✓

Roger Davey ✓ ✓ ✓ ✓ ✓ ✓ ✓

Dr Gillian Davidson ✓ ✓ ✓ ✓ ✓

David Swan ✓ ✓ ✓ ✓ ✓

Nurlan Zhakupov ✓ ✓ ✓ ✓

THE ROLE OF OUR BOARD
In leading the company, the Board defines the purpose of the company and makes key decisions in relation to strategic matters to 
deliver this. the Board is also responsible for making key decisions about financial planning, review of financial performance, setting the 
cultural tone for the Group, review of operational matters, the governance framework, investments and director appointments. In doing 
so, the Board draws on each director’s unique skillset and wide range of experience in the mining industry, financial and operational 
aspects of businesses, public markets and of different geographies around the world. 

our Board normally meets at least five times a year and at other times where required for arising matters. currently, due to the 
restrictions on travel and gatherings in the context of coVId-19, the Board is meeting by video-conference and doing so for regular 
updates every two weeks to be able to closely monitor and consider developments in the Group and more widely during this period. As 
well as the executive directors, senior management are invited to attend and present at meetings of the Board and its committees 
where appropriate. 

All directors devote ample time in order to discharge their duties both at and outside of Board meetings. Board and committee 
meetings normally take place over the course of a whole day in london. A special two-day meeting was held in July 2019 to give 
additional focus to strategic matters in the Group and was attended by operational management from both sasa and Kounrad. In 
addition, non-executive as well as executive directors visit the Group’s operations when opportunities to do so arise.

the Board is well briefed in advance of meetings and receives high-quality, comprehensive reports to ensure matters can be given 
thorough consideration. there is an appropriate balance of influence within the Board which, as a result, is not dominated by one person 
or group of individuals. the Independent non-executive directors constructively challenge the executive directors and the resulting 
Board debates are always robust and sometimes lively. the open and direct forum for discussion ensures the deliberations during 
meetings lead to decisions reached by the Board collectively in alignment with the core values of the company.

BOARD COMPOSITION 
 

 non-executive chairman

 executive director

 Independent non-executive 
director (male)

 Independent non-executive 
director (female)

 non-Independent non-executive 
director

11

1

2

4

QCA Code Principle:

 ´ Establish a strategy and business model which 
promotes long-term value for shareholders

https://www.uniphar.ie/staticMedia/jnnikssy/annual_report_2019.pdf#page=31
https://wp-centralasiametals-2020.s3.eu-west-2.amazonaws.com/media/2020/04/20150736/CAML_AR19_DPS.pdf#page=29
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Proactive 
engagement 
key to long-
term success

The need for companies to communicate 
effectively and take ownership of their 
own narrative has never been more 
important. Companies should look to 
tell an authentic story to shareholders 
and wider stakeholder groups, joining 
the dots between strategy, performance, 
sustainability and governance to present  
a cohesive narrative. This goes beyond  
the annual report and needs to consider 
all channels to ensure consistent,  
joined-up and relevant communications 
with all audiences. 

The new regulations and reporting 
requirements around s172, stakeholder 
engagement, governance and purpose 
are just the start of a more conscientious 
era of reporting, where companies are 
asked to show how they create value to 
society beyond shareholder returns. 

There is undoubtedly more to come, with 
growing conversations around diversity, 
inclusion and climate change, and AIM 
companies, particularly those with Main 
Market aspirations, should look to be 
proactive and engage with these issues 
earlier rather than later.

2 4

As the world around us continues to rapidly shift, new 
pressures and expectations are falling on businesses to 
be better than before. Those that respond quickly and 
use this opportunity to tell an engaging story will be 
better placed to prosper in the future.
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Corporate video

Social media

Annual report

Sustainability report

Website

Employee communications

Presentations

Intranet
Investor roadshows

At Emperor, we monitor the latest  
trends and developments in 
sustainability and corporate 
reporting to keep you informed, 
help you connect and engage  
with your stakeholders and 
achieve your ambitions.

When producing the annual  
report or any corporate  
communications – it is important  
to see it as part of a whole and  
tell your story consistently  
across all channels.

Delivering effective  
communications across  
all channels
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Rachel Crossley
Senior Consultant
rachel.crossley@emperor.works

Jenni Fulton
Managing Director, Emperor Growth
jenni.fulton@emperor.works

2 6

Let’s talk
We understand how important it is for 
businesses to tell a clear and compelling 
story to stakeholders. 

Emperor Growth is a division within 
Emperor focused on supporting the needs 
of AIM and small cap companies. Our 
expert team provides insight into trends 
and developments and supports our clients 
to develop a more authentic approach to 
stakeholder reporting and engagement. 

emperor.works

Sam Trillwood
Consultant
samantha.trillwood@emperor.works

Tim Marklew 
Consultant
tim.marklew@emperor.works

James Alexander
Senior Director
james.alexander@emperor.works

Claire Hastie
Consultant
claire.hastie@emperor.works
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