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Foreword

Unusual  
times, usual 
reporting? 

It has been a turbulent year, with many 
businesses fearing for their future and 
scrambling to adapt. But as the world evolves 
in response to the COVID-19 pandemic, has 
this been the global reboot that was needed 
for companies to finally embrace sustainability 
and build back better?

Although sustainability has been a topic of 
discussion for many years, at times it’s sat in 
the periphery or simply been paid lip service 
by business. However, as we continue on this 
long and eventful odyssey, this year a number 
of factors have coalesced to create a perfect 
storm for sustainability, placing it firmly on  
the agenda – and potentially changing the 
balance of focus forever.

Alongside global issues such as climate 
change and social injustice, the pandemic has 
heightened awareness of the link between 
society and the corporate world. This is placing 
even greater scrutiny on companies’ societal 
and environmental impact; the light has never 
shone so brightly on how they behave. 

Fundamentally, sustainability is concerned 
with being fit for the future. It requires 
companies to consider and address social 
and environmental factors on a par with, and 
as part of, corporate strategy and financial 
management. On the reporting front, 
legislation and investor interest has grown 
in recent years to incorporate topics such as 
purpose, culture and stakeholder interests, 
while voluntary non-financial reporting is 
increasingly becoming mandatory.

So, as sustainability issues coalesce with core 
business activities and the drive is for more 
integrated thinking, how is disclosure adapting 
and how will it evolve in the future?

Clear, credible, consistent

At Emperor, we believe that whoever your 
audience, good reporting is grounded in 
evidence-based disclosure and a balanced 
discussion of progress and performance 
(both the good and the bad). Strong 
communications are underpinned by 
meaningful engagement and in an age 
where information is, ultimately, accessible 
by everyone, consistency and authenticity of 
message are paramount. 

Methodology

Each year, we review the first 25 corporate 
reporting suites of the FTSE 350 to be 
released, to identify key themes. This time, 
we’ve looked through a sustainability lens 
to understand how companies are using 
their communications ecosystem – including 
annual and sustainability reports, online 
communications and any stakeholder or 
topic-specific reports – to convey increasingly 
complex information across a range of 
topics. This is in line with the FRC’s vision 
of a more stakeholder-focused reporting 
network, as set out in its recent discussion 
paper ‘A Matter Of Principles: The Future Of 

Corporate Reporting’.

We assess over 50 metrics to identify the key 
reporting trends of the moment, understand 
how disclosure is changing, and highlight 
interesting examples of good practice. We’re 
delighted to present our findings.

In our annual review of corporate reporting 
suites, the trends we identified suggest the 
balance of business focus has finally – and 
permanently – shifted towards sustainability.
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Jo Wade 
Senior Engagement Consultant

https://www.frc.org.uk/consultation-list/2020/future-of-corporate-reporting
https://www.frc.org.uk/consultation-list/2020/future-of-corporate-reporting
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Our findings

At a glance
Time is always precious, so 
we’ve set out the main trends 
and the top-line figures to 
give you a quick overview  
of what’s in this research.

We have identified six core  
themes. The pandemic has 
clearly been a driving force 
in some of these themes, 
while others show business’s 
response to regulatory 
changes and evolving societal 
pressures and trends.

Is the impact of COVID-19 on principal 
risks discussed?

Key sections

  Honest and transparent communication
 Explaining the impact
  The welcome effects of  

‘business as unusual’
 Risk management in sharp focus
 Greater process overhaul

96%  Yes

4%  No

 1. Business continuity

Adaptation and 
demonstrating empathy
In response to COVID-19, we’re seeing a 
more open and personal side to business, 
with greater visibility of CEOs, and a sharp 
focus on risk – notably in greater longer-term 
thinking and wholesale risk management 
system reviews.

2. Stakeholder value creation

Purpose is put  
into action
The events of the year proved the  
ultimate test of authenticity for corporate 
purpose, while more and more companies 
are recognising the value of assets beyond  
the financial in their reporting.

Key sections

 Purpose placed front and centre
 Meaningful examples of purpose
 Storytelling through a stakeholder lens 
 Non-financial performance  
 impacting reward

92%
clearly state their purpose  
in the annual report

72%
refer to customers as 
beneficiaries in their 
purpose statement

64%
link part of directors’ annual 
bonuses to non-financial 
metrics

92%
discuss stakeholder 
engagement at board level

8%
cite ‘pandemic’ as a new 
standalone principal risk

56%
have changed risk 
management processes

221
mentions of COVID-19 on 
average in an annual report 
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6. Reporting network

Smarter use of the 
communications 
ecosystem
With traditional reporting mechanisms 
in danger of becoming outdated, we’re 
seeing a move towards a stakeholder-led 
network of disclosure, with more audience 
and topic-specific communications. 
However, the challenge is consistency.

3. Responsible business

Sustainability becoming 
synonymous with strategy
The already significant attention on 
environmental and social concerns has  
been accelerated, resulting in increased 
integration of sustainability into strategy  
and focus from boards.

5. Diversity, equity and inclusion

A lot of talk, but not  
much action on diversity
While we are seeing lots of positive discussion 
around diversity, equity and inclusion, this 
is not yet translating into impact, with most 
focusing on networks or coalitions designed  
to support change.

Key sections

 ESG firmly on board agendas
 Sustainability and corporate strategy  
 take equal footing
 SDGs and frameworks driving 
 consistency
 Rapid response to mandatory 
 climate disclosure

Key sections

 Good intentions but little follow through yet
 Boards need to lead by example

4. Culture

People and culture are 
strategic imperatives
With companies celebrating their people 
and culture for the past year, engagement 
and risks around this area now form a core 
part of the reporting narrative.

Key sections

  Monitoring culture and 
workforce engagement

 The value of values

What are the top topics discussed related to DE&I?

 

Gender Ethnicity/
race Sexual 

orientation

AgeDisability

32% 32%
24%

64%

84%

Key sections

 Cascading consistent information
  A broader range of topic-specific reporting

Are the company’s values clearly defined?

92%
discuss people and culture 
in a meaningful way

60%
identify a people-related risk 
in their principal risks 

52%
conduct engagement surveys 
quarterly or more regularly

80%
produce voluntary 
supplementary reporting

68%
produce a separate 
sustainability/ 
ESG narrative report

36%
produce a sustainability/ 
ESG data summary

20%
produce a climate report

52%
have a board committee 
dedicated to an aspect  
of sustainability

16%
do not have a  
sustainability strategy

36%
adopted the TCFD 
recommendations in 2020

24%
have not set a  
net zero target

80%
align to one or more 
sustainability frameworks

72%
refer to diversity within  
either their opening Chair  
or CEO statement

74%
of those undertaking a 
materiality assessment, 
report DE&I as a 
material issue

20%
have identifiable goals  
around ethnicity

92%  Yes

8%  No
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Business continuity

Adaptation and 
demonstrating 
empathy

In response to the pandemic,  
we’ve seen a more open and 
personal side to business, with  
new working practices and  
honest communications, and  
a sharp focus on risk.  

There is not a company out there that 
hasn’t been affected by COVID-19 in some 
way or other. The average annual report 
mentions COVID-19 221 times, showing how 
it has impacted and pervaded every part of 
companies’ operations.

Unsurprisingly, all of the reports we reviewed 
refer to the pandemic in their CEO statement, 
many explaining in some detail how they 
addressed stakeholder needs during the 
crisis, especially with respect to employees 
and customers, but also communities 
more broadly.

Honest and transparent 
communication

A welcome side effect of this unwelcome event 
is that it appears to be driving companies to 
present a more human and empathetic side 
and a more open and communicative culture. 
The often negative impact on financial results 
has led to them addressing difficult issues and 
explaining their response in a more transparent 
way. Added to that, CEOs have stepped up and 
become more visible – something we also saw 
in our recent Brand & Culture research, ‘Take 

control. Why brand & culture need ownership’, 
where 40% of our survey respondents state 
their CEO has increased visibility and become 
an integral part of internal communications.

For example, Beazley Group, whose financial 
performance was significantly impacted, 
includes an open and honest Q&A with the 
CEO, discussing the obvious challenges – and 
opportunities – presented by the year. 

40% 

Q&A with the Chief Executive

Andrew answers key 
questions around 
performance and outlook.

Do you have sufficient capital 
to take advantage of the 
opportunities that deliver 
greater shareholder value while 
ensuring you still pay claims?

The short answer is yes. Our surplus 
capital is currently $476.3m, which at 
23% is well within the range of the  
15%-25% surplus we want to hold in 
excess of our Lloyd’s capital requirements. 
Our capital is in place to support the 
growth in our Lloyd’s, US and European 
businesses and we have enough capital 
for our planned 15%-20% growth this 
year in gross written premiums. We will 
be buying a bit more reinsurance in 2021 
to take out the volatility in the areas 
of greatest growth, such as Directors’ 
& Officers’ liability and Financial 
Institutions. Regarding our claims-paying 
ability, this has never been in question. 
We have a thorough process in place 
that ensures that we sufficiently reserve 
for claims; and a strong, resilient review 
structure that ensures the amounts 
we set aside are fair given existing 
market conditions, yet robust enough 
to withstand any headwinds.

Why did you get your initial 
COVID-19 estimate of loss so 
wrong? Based on the fact you 
had to revise your loss estimate, 
how confident are you that 
it won’t deteriorate further?

Our initial loss estimate was based on 
the assumption shared by many that 
lockdown would come to an end in late 
summer meaning that both conferences 
and sporting events would start again 
in September. We estimated our event 
cancellation loss on this basis, assuming 
around six months of events being 
cancelled or postponed. By the end 
of August we could see the situation 
was deteriorating in most countries, 
with most events being cancelled for 
the foreseeable future. It was clear 
the uncertainty would continue until at 
least the spring of 2021 and, therefore, 
we took action and doubled our loss 
estimate. This estimate will only be 
revised again if events continue to be 
cancelled in the second half of 2021. 
We estimated this potential deterioration 
to be a further $50m net of reinsurance. 
After the end of 2021 we have very little 
exposure for further deterioration.
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Given ongoing uncertainty due 
to COVID-19 and the recession, 
how certain are you of returning 
to profit in 2021?

Beazley’s strong track record of 
profitability has been achieved over 
the years through hard work, business 
acumen and a consistent underwriting 
approach. This year, the world was 
caught off guard – no one foresaw the 
global pandemic or envisaged the impact 
it would have. We are in the risk-taking 
business, which means we can end up 
with unexpected losses at times, and this 
is one of those times. Even through the 
turmoil of this year many of our business 
classes performed well, and in 2021 
we expect to see the third year of rate 
increases across many lines of business. 
While we haven’t seen an escalation in 
social inflation over the past year, this 
is still something we are keeping a keen 
eye on. The growth in 2020 should give 
us good earnings potential in 2021 and 
beyond. I personally am looking forward 
to a return to profitability.

Which geographic areas present 
the strongest opportunities for 
growth? 

Our expectations are high and we expect 
to see growth across the majority of our 
geographies. Rates continue to rise at 
Lloyd’s, offering us the opportunity to 
capitalise on a hardening market. In the 
US, market conditions are favourable 
and given the size of the specialty market 
within which we operate there is plenty of 
room for growth. Over the past five years 
we have been growing at an average 
rate of around 17% per annum. Our  
near-term target is to increase the 
premiums in that business to $2bn, 
a 56% increase on where we stand today. 
Our Canadian and European businesses 
continued to grow at around 30% and 
40% respectively per annum and we 
expect further good growth in those 
businesses. Our smaller businesses 
writing into Latin America from Miami, 
and Singapore, are also anticipating 
good growth opportunities. 

This does not mean that all lines of 
businesses will grow in all geographies 
because we continue to be cautious 
about more recession-prone businesses. 
Across many of our lines we have seen 
capacity withdraw and related rate 
increases, and in many places we are 
a relatively small player in a large market. 
The outlook however is positive.

Are you concerned that action 
on climate change has been 
side-lined due to the health 
and economic crises?

One of the things the pandemic did was 
really shine a light on the positive impact 
we can make on the climate crisis as 
individuals, communities, industries 
and nations. Very quickly after the initial 
lockdown, photos were posted around 
the world of the improvement a lack of 
travel was having on the natural world. 
I think the demonstration of such marked 
recovery from all across the globe 
kept climate change very much on the 
agenda in 2020 and provided much-
needed impetus for action. Within the 
insurance industry climate change has 
never been so topical or in the spotlight, 
and across the market discussions and 
debates are had in every boardroom 
and meeting space about the impact, 
society’s response, and immediate 
plans to contribute to a better world. 
Beazley’s ability to move forward at pace 
will be shaped by the appointment of 
our Sustainability Officer, Chris Illman. 
Chris is working across the business to 
ensure a sharp focus on the challenges 
of climate change including threats – 
in terms of determining increased losses 
and the impact on our business, and 
opportunities for the development of 
new products and services that protect 
against the potential impact of climate 
change. Naturally we are also interested 
in our own direct impact as a company 
on the world around us, which is why we 
as a management team are committed 
to harnessing the positive effects of the 
last year to drive real, sustained change 
for the future, including a commitment 
to maintaining significantly lower levels 
of travel going forward. We also support 
Lloyd’s recently published ESG strategy, 
and we look forward to working with 
them to deliver their sustainability targets. 
 

What actions has Beazley taken 
to improve inclusion and 
diversity outcomes? 

We made great progress on our inclusion 
& diversity (I&D) initiatives in 2020. 
With regard to gender, currently 36% of 
our executive committee and our board 
members are women. Whilst the make-
up of the company is gender-balanced 
(48% women, 52% men) our objective 
is to ensure that balance is achieved 
across all levels and, importantly, across 
all areas. We’ve also been talking about 
the need for greater focus on race and 
ethnicity for a while. Now that we have 
made great strides forward on gender 
and are comfortable that we have the 
right processes in place to maintain 
our trajectory, we are keen to shift our 
focus and resources to achieve the same 
levels of success in ethnic diversity too. 
Our longest-standing network, PROUD@
Beazley, continues to go from strength 
to strength, extending its reach across 
the business – the latest virtual global 
pride event attracted strong attendance 
with over 400 employees showing 
support for the network. In the midst 
of the pandemic we also launched our 
mental well being network, with the dual 
objective of encouraging colleagues to 
actively manage their mental health 
and supporting more open and honest 
conversations on the topic. By partnering 
with Thrive, the mental wellbeing app, 
we can now offer 24/7 support to our 
employee population and give them 
direct access to effective tools and 
support at the touch of a button. We will 
continue to use data and insight to drive 
our I&D agenda, and I look forward to 
updating you on our continued progress 
in next year’s report.

Strategic report
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include supporting  
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View the full report (PDF)
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Whether or not a direct result of this shift 
towards a more human (and fallible) tone, 
business has – according to the Edelman 

Trust Barometer – interestingly become 
the only trusted institution ahead of 
government, NGOs and media. This is a 
trend that should certainly be encouraged 
to continue.

Explaining the impact

Apart from direct commentary from  
the CEO, Chair and other executives, a 
range of approaches have been used to 
highlight company actions in response to 
COVID-19. Hiscox and InterContinental 
Hotels Group open their annual reports 
showing COVID response by stakeholder 
and BAT sets out its response on a page in 
its ESG communications.

A response 
shaped by  
our purpose

2020 in review

In an unimaginably challenging 
year, we’ve worked tirelessly to care 
for our stakeholders, protect our 
business and ensure our purpose 
of True Hospitality for Good is felt 
even in the toughest of times  
– all while ensuring we’re ready  
to grow strongly in a recovery.

L ike every company, our plans and 
expectations for 2020 were transformed 
by Covid-19. The global response to the 

pandemic, including lockdowns, travel bans and 
border closures, has impacted the lives of billions 
of people, severely damaged economies and posed 
the biggest challenge our hospitality industry has 
ever faced. For IHG, a 52.5% reduction in RevPAR 
led to operating profit from reportable segments 
falling by 75%.

We’ve committed to responding quickly with great 
care and thought, doing what’s right to support our 
guests, colleagues, hotel owners and communities, 
keep our business protected and help our industry 
recover. On these pages, and within this year’s Annual 
Report, you will see some of the actions we have taken 
in response to the pandemic and to ensure the right 
foundations are in place for a successful recovery 
and continued growth. 

We know things will take time to improve, but as 
vaccinations roll out and the world feels confident 
to rediscover travel, we’re ready to deliver clean 
and trusted stays. 

We’re focused on ensuring IHG and our hotels can 
outperform as demand returns, and we continue to 
sign and open new properties around the world. 
Looking to future growth, our pipeline of 
1,815 hotels represents 11% of the industry, 
with ~40% already under construction. 

Global RevPAR

(52.5)%
2019: (0.3)%

Total gross revenue in  
IHG’s Systema

$13.5bn
2019: $27.9bn

Revenue from 
reportable segmentsa

$992m
2019: $2,083m

Operating profit from  
reportable segmentsa

$219m 
2019: $865ma

Net system size growth

+0.3%
2019: +5.6%

 
Total revenue

$2,394m
2019: $4,627m

 
Operating (loss)/profit

$(153)m
2019: $630m

 
Basic EPSb

(142.9)�
2019: 210.4 �

Financial performance

Shareholders and investors
The impact of Covid-19 on our industry has led to difficult 
but unavoidable decisions to protect IHG in the short and 
long-term. We’ve had to make savings, protect cash and 
thoughtfully align our cost base to a longer period of lower 
demand, while still protecting investments in future growth. 

• Fee business costs reduced by ~$150m in 2020 through 
reductions in discretionary costs, temporarily reduced 
salaries and redundancies

• Targeted ~$75m of fee business costs to be sustainable 
into 2021, while still investing for growth

• Reduced gross capital expenditure by over $100m, 
with investment focused on high-priority growth areas

• Suspended dividend payments
• Increased liquidity and extended debt maturities

 See page 33

a Use of Non-GAAP measures: in addition to performance measures directly 
observable in the Group Financial Statements (IFRS measures), other financial 
measures (described as Non-GAAP) are presented that are used internally by 
management as key measures to assess performance. Non-GAAP measures are 
either not defined under IFRS or are adjusted IFRS figures. Further explanation in 
relation to these measures can be found on pages 47 to 51 and reconciliations to IFRS 
figures, where they have been adjusted, are on pages 212 to 216.

b Adjusted EPSa 31.3¢ (-90%); 2019: 303.3¢.

Strategic Report
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Our people 
With Covid-19 completely changing daily life, we’ve tried to 
be there to help all our colleagues. 

• Latest guidance, clear procedures and training have prioritised 
the safety of our hotel teams and kept them feeling supported

• Mental health, wellbeing and parenting resources provided to 
employees working remotely, alongside increased communication 

• Recharge days were introduced for corporate employees  
working under intense pressure

• An emergency support fund was created for employees 
significantly impacted by temporary furlough or reduced hours

• A job centre and alumni network were established to offer 
displaced hotel and corporate colleagues ways to stay connected 
and pursue employment opportunities

 See pages 26 to 28

Our communities 
We’ve shown how important our thousands of local communities 
are to us by helping those in need. 

• From nurses to delivery drivers, we’ve accommodated frontline 
workers and helped travellers quarantine 

• We’ve provided the homeless with a safe place to stay and created 
care packages for the vulnerable 

• We’ve surprised frontline workers with free stays and offered 
discounted Heroes Rates for all 

• Working with our charity partners, we’ve funded vital work from 
supporting foodbanks to rebuilding communities hit by wildfires

 See page 29

Hotel owners 
Faced with temporary closures and low demand, our owners, 
many of whom are small business operators, have looked to 
IHG for advice, support and flexibility. 

• Supplier discounts, fee relief and flexible payment options have all 
helped protect our owners’ cash flow 

• New operational guidance offered to support performance, 
including evolved brand standards and digital services

• Tailored hotel-reopening and recovery toolkits developed 
alongside targeted marketing campaigns to drive demand

• Operational changes identified to improve profitability in 
a low-demand environment

• Close collaboration with governments and trade bodies 
on need for sustained industry support

 See pages 31 to 32

Our guests
At a time of great uncertainty, we’ve ensured guests can trust IHG 
for flexibility, consistency and cleanliness.

• Flexible cancellation policy for 2020 allowed guests to cancel 
stays up to 24 hours before arrival 

• A Book Now Pay Later offer has provided comfort if plans change
• Status and points expiry protected for our loyalty members 
• Our commitment to the highest cleanliness standards in our hotels 

was reflected in the launch of our IHG Clean Promise 

• Introduced Meet with Confidence programme for corporate clients 
to prioritise safety, wellbeing and booking flexibility

• Leveraged technology to promote a safe and clean stay through 
cleanliness checklists and the roll out of contactless digital check-in

 See pages 31 to 32
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Extended cover in some lines 
such as home and motor, 
provided premium refunds for 
event insurance customers, 
waived 30-day cancellation 
periods for commercial 
insurance policyholders, and 
offered a range of financial 
concessions including 
payment holidays.

Our response to Covid-19
Coronavirus affected us all in 2020 and as the situation evolves, 
so has our response. Our efforts are focused on four key areas; 
our customers, our employees, our operations, and our 
contribution to the communities in which we live and work.

Set up dedicated Covid-19 
claims telephone lines, as well 
as an online claims portal to 
process and pay business 
insurance claims as quickly  
as possible.

Our 
customers

Reserved $475 million in 
Covid-19-related claims 
around the world across our 
travel, events and business 
insurance lines. 

Provided new ways to quote, 
negotiate, bind and endorse 
within our London Market 
business, with over 90% of 
risks bound online using the  
Lloyd’s Placing Platform 
Limited (PPL) during the  
third quarter of 2020. 

Participated in an insurance 
industry test case with seven 
other insurers to provide 
clarity and certainty on the 
business interruption cover 
available to customers as 
quickly as possible. 

Transitioned successfully 
to home-working, with over 
95% of our 3,000 employees 
working remotely.

Delivered mental health 
training to over 1,000 
employees and provided 
access to over 30 webinars 
led by mental health experts 
on topics such as sleep, 
resilience, home-schooling 
and living alone. 

IT home-working tips, 
additional training and  
drop-in sessions quickly 
upskilled employees on safe 
and secure remote working 
– from setting up new  
devices to using new tools 
for video conferencing and 
staying connected. 

“The mental health training 
made you reflect about your 
own well-being, as well as  
the well-being of your team, 
and gave me tools that I can 
have confidence will work.” 

Our 
employees

Retained all current roles 
during 2020; did not furlough 
staff or access any UK, USA 
or European government 
support schemes.

“Hiscox extended my travel 
cover free of charge while 
I was stranded abroad and 
trying to get back to the UK. 
Your quick response and 
high level of communication 
helped ease an extremely 
stressful situation.”

7522113
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Took a ‘pay it forward’ 
approach to contract staff  
and suppliers by continuing  
to pay them during national 
and local lockdowns and 
office closures. 
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“We are grateful to Hiscox  
USA for helping us nourish 
our frail-aged neighbours 
during this difficult time.”

Citymeals on Wheels
New York

Established new partnerships 
with organisations that aim 
to improve SME access to 
funding and critical business 
resources, including Business 
in the Community in the UK 
and The Women’s Business 
Development Center in  
the USA. 

Gave US employees $100 to 
spend at a local small business 
of their choice, to support 
struggling businesses at a  
time of need.

Founding supporter of the 
ABI’s Covid-19 Support  
Fund, the largest UK  
non-government fundraise  
to date, with over £100 million  
in voluntary contributions  
from the insurance and  
long-term savings industry 
pledged so far. 

Our 
communities

Set up a ‘donate your 
commute’ initiative to 
encourage employees to use 
their commuting time to work 
to practically support a cause 
close to their heart.

Enabled 630 meals to be 
delivered to isolated elderly 
New Yorkers, 91,300 meals for 
Londoners facing food poverty 
and almost 10,000 meals for 
hard-working NHS staff.

Donated over $9 million to a 
range of good causes, helping 
some of those most affected 
by the global pandemic.

Set up small and focused 
working groups to cover very 
specific operational elements, 
including return to office 
working groups and future 
ways of working teams.

Established four distinct 
workstreams, led by Executive 
Committee members, to 
manage our response, focused 
on operating effectively, 
underwriting exposure and 
customer service through 
claims, financial flexibility and 
resilience, and working with 
regulators and governments.

“We began preparing our IT 
systems in January 2020 for 
the potential transition from 
our usual c.600 remote 
workers per week to over 
3,000, and it paid off – with 
little to no systems downtime.”

Our 
operations

Redeployed 27 employees 
to provide additional frontline 
support to ensure we could 
continue to effectively serve 
our customers at a time of 
increased demand.
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Additional Board meetings 
were held during the year, 
covering specific topics  
such as the approval of  
May’s capital raise, the 
Company’s response to 
Covid-19 and the insurance 
industry test case. 

Led the Bermuda reinsurance 
market in supporting the 
Bermuda Education Network 
by providing computers for 
home-schooling for over 300 
children, and in raising more 
than $550,000 for Bermuda’s 
King Edward VII hospital. 

“Being in the business of risk  
means managing claims surges.  
Whether those surges are the result  
of a flood, a hurricane, or as we saw  
this year, a global pandemic, we have 
established and repeatable structures 
and processes for handling claims  
during large loss events.”

Grace Hanson
Chief Claims Officer

Hiscox annual report p6–7

View the full report (PDF)

InterContinental Hotels Group  

annual report p2–3

View the full report (PDF)

BAT ESG report p6

View the full report (PDF)

Lloyds Banking Group annual report p6

View full report (PDF)

Lloyds Banking Group website

View the website
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In line with this approach, we noted a number 
using video to support their reporting 
message, as they become increasingly 
comfortable with this medium. 

Lloyds Banking Group does this particularly 
well, including a series of films in its online 
annual report. Shot directly from executives’ 
homes, each reports on key strategic and 
operational highlights from the year.

Lloyds and Aggreko also used QR codes within 
their reports to refer readers to supplementary 
information online. The concept is interesting, 
although perhaps a hyperlink would be more 
useful to the majority of readers that are 
accessing the reports online.

https://www.edelman.com/trust/2021-trust-barometer
https://www.edelman.com/trust/2021-trust-barometer
https://www.hiscoxgroup.com/sites/group/files/2021-03/Hiscox_report_and_accounts_2020.pdf#page=8
https://www.ihgplc.com/-/media/ihg/annualreports/2020report/pdf/ar-report-2020/ihg_2020ar.pdf#page=4 
https://www.bat.com/group/sites/UK__9D9KCY.nsf/vwPagesWebLive/DOAWWEKR/$file/BAT_ESG_Report_2020.pdf#page=7
https://www.lloydsbankinggroup.com/assets/pdfs/investors/annual-report/2020/2020-lbg-annual-report.pdf#page=8 
https://www.lloydsbankinggroup.com/investors.html 
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Our Executive Committee 
and Leadership team 

The Executive Committee has 
its own Terms of Reference. 
This Committee meets formally 
each month and during the year 
there are dedicated sessions to 
discuss strategy as well as ad hoc 
meetings to keep the Committee 
up to date with day-to-day 
operational issues.

The Executive Committee delegates 
some of its responsibilities to three 
management Committees:

 } the Investment Committee;

 } the Operations Committee; and

 } the Risk Committee.

These Committees also have their own Terms 
of Reference and membership includes at least 
one member of the Executive Committee and 
members of the Leadership team.

There are two further Committees which focus 
on specific activities within the organisation: 
the Health and Safety Committee and the 
SEGRO Centenary Fund Committee. 

LEADERSHIP TEAM

SEGRO’s Leadership team comprises the 
members of the Executive Committee and 
their senior direct reports, each of whom has 
responsibility for the Group’s operations or 
investment activities in a particular geography, 
or for one or more of the Group’s main 
functional areas.

Whilst the day-to-day management of the 
Group’s activities and the governance and 
oversight of them are carried out under the 
structures described on pages 106 to 107, the 
Leadership team serves as a useful discussion 
forum and sounding board with which the 
Executive Directors can share knowledge 
and ideas and gain a better understanding 
of the local market outlook and share cross-
functional and cross-border information. 
Prior to the pandemic, the Leadership team 
would normally meet three times a year and 
review areas such as:

 }market conditions and competitor activity;

 } future trends affecting our customers’ 
businesses and which may impact SEGRO;

 } interests of the Group’s stakeholders;

 } horizon scanning for emerging topics 
which might impact on our business in the 
medium to long term;

 } the Group’s asset plans and Medium 
Term Plan;

 } development and implementation of the 
Group’s culture and Values including our 
approach to diversity and inclusion in its 
broadest sense; and

 } the results of the Group’s Employee 
Engagement Survey.

During the pandemic, the Leadership team 
has been an essential part of the Company’s 
incident management process and business 
continuity plans. In the initial weeks of the 
crisis, this team met weekly and, more latterly 
have met every two to three weeks, to update 
each other on emerging local government 
rules in their country, reporting on the impact 
this had on both our employees and for 
the business, especially for customers and 
construction sites. The Leadership team, 
along with the Executive Committee, was 
able to debate issues and agree Group-wide 
solutions. Its members were then an integral 
part of the communications plan, to cascade 
information in a consistent way to teams as 
well as ensuring our approach was in line with 
local regulations. 

During the pandemic, the 
Leadership team has been an 
essential part of the Company’s 
incident management process 
and business continuity plans.

Pearson annual report p78–79

View the full report (PDF)

Segro annual report p109

View the full report (PDF)

Anglo American website

View the website
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Capital  
increase

Total liquidity 
at December 
31, 20201

CAPEX 
savings 
(2020-22)2

Additional 
cargo-only 
flights

Renewal of 
Amex global 
partnership3

OUR HIGHLIGHTS

Acting quickly to respond 
to the pandemic 

IAG acted quickly to mitigate  
the negative impacts, bolster liquidity  

and protect its long-term future

1 Total liquidity, measured as cash and interest-bearing deposits and committed and undrawn general and aircraft facilities, was €9.1 billion at December 
31, 2019.

2 Saving versus planned spend announced at Capital Markets Day 2019.
3 Advance cash receipt of £750 million, a significant part of which is a pre-purchase of Avios points.
For definitions see Glossary

The COVID-19 pandemic has caused substantial losses 
for the global airline industry and IAG 

Our performance in summary:

Statutory 
operating loss

Capacity 
change  
ASKs vly

Net Promoter 
Score

Operating loss 
before 
exceptional 
items

Total revenue 
before 
exceptional 
items

More information on the impact of COVID-19 and 
IAG’s response can be found in the following 
sections:

6 Chief Executive Officer’s review

23 Financial review

78 Risk management and principal risk factors

146 Note 2 to the financial statements 

202 Alternative performance measures

€7,426 
million
-€10,039m vly

€8.1 
billion

-66.5%

€7.2 
billion

36.7 

+10.9 pts vly

€830 
million 

€4,365 
million
-€7,650m vly

4,003

€7,868 
million
-69.2% vly

€2.74 
billion 

INTERNATIONAL AIRLINES GROUP Annual Report and Accounts 20202

International Airlines Group (IAG), clearly  
hard hit by the crisis, focuses on the challenges 
and mitigating actions, while Anglo American 
describes in some detail how it has set up 
a global community-focused programme, 
aligned to its corporate values, called WeCare, 
details of which can also be found within a 
dedicated COVID hub on its website. 

Crucially, companies have responded to the 
pandemic by reporting innovatively, in a way 
that makes sense for them.

International Airlines Group  

annual report p2

View the full report (PDF)

Pearson describes a chronological
board oversight of the pandemic in its
governance section, while also explaining 
how it impacted its section 172 decision-
making process. Segro highlights the 
essential role its entire leadership team 
played in steering the company through the 
pandemic and cascading communications 
and maintaining engagement channels.

78 Pearson plc Annual report and accounts 2020 Strategic report Governance Financial statements Other information

Corporate governance review

Preparation

Response and adjustment

Recovery and forward looking

April 
Audit Committee
The Audit Committee’s regular 
business resilience deep dive 
considered the early stage 
response to COVID-19 in  
impacted regions from an 
operations, continuity and 
technology perspective

March
Market Disclosure 
Committee (MDC)
Introduction of more regular MDC 
meetings to consider COVID-19 
impact on trading, culminating in 
an additional trading update  
on 23 March 2020 including the 
decision to pause the share 
buyback programme

December
Remuneration Committee
Consideration of  
remuneration trends in  
response to the pandemic 

March
Board and all committees
As lockdown and travel 
restrictions were introduced,  
the Board and committees moved 
to fully online meetings

April
Board
An extra Board meeting was  
called at short notice to consider 
the financial and workforce 
implications of COVID-19.  
See opposite

April
Board and Company
AGM arrangements changed  
as UK entered lockdown. The 2020 
AGM was held on 24 April 2020  
in a COVID-secure manner and 
shareholders were encouraged to 
submit proxy votes in advance and 
raise questions by email or post

April
Board and all committees
The Board considered input from 
the Executive team on how Pearson 
was responding to changing 
customer needs. All committees 
considered COVID-19 impacts on 
their areas of focus. All Directors 
joined all meetings for awareness  
of impacts and response

June
Board
The Board’s strategy sessions 
included consideration of impacts 
of COVID-19 on Pearson’s focus 
areas of investment which 
informed their discussions as  
to investment priorities

Mid-year onwards
Board and Company
Increased Board focus on people 
to address Pulse survey feedback 
and increased risk of burnout, 
introduction of personal 
development opportunities and 
wellbeing initiatives e.g. Learning 
at Work Week and Pearson WELL

July
Remuneration Committee
Decision taken to reset the 
incentive plan opportunity for 
employees below Board level  
to incentivise employees for  
the second half of 2020 on a 
proportionate basis

July
Audit Committee
Half-year accounting 
considerations relating to 
COVID-19 including going  
concern assessment, cash  
flow assumptions, working  
capital, real estate matters,  
and risk factors

July, October and December
Reputation & Responsibility Committee
Updates at each meeting on stakeholder groups 
affected by COVID-19, including customers and 
employees, with a focus on impacts, stakeholder 
engagement and the company’s response

October and December
Board
Strategy, three-year plan and 2021 
operating plan discussed with 
consideration of COVID-19-related 
adjustments to plans 

GOVERNANCE RESPONSE TO COVID-19

This timeline illustrates a number of key events and initiatives which took place throughout the year at Pearson and provides  
a high-level indication of the impacts of COVID-19 upon the work of the Board, its committees and broader corporate governance 
framework in the business.
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Summary of key Board decisions
Shareholders
We continued to  
pay dividends and 
paused the share 
buyback programme

Liquidity
We were able to 
leverage our strong 
balance sheet  
to avoid the  
need to access 
government funding

Employees
We did not furlough 
any staff, instead 
redeploying where 
necessary to support 
greatest areas of need 

Customers
We made available 
free resources to  
aid online learning.  
See p13 and p29 

Society 
and broader 
stakeholders
All Directors  
made voluntary 
donations to charities 
supporting COVID-19 
response efforts.  
See p116 

period and were matched to financial 
scenario-planning which had been introduced 
in the early stages of the pandemic across 
three different scenarios. The priorities and 
guidelines included measures which struck a 
balance between the need to protect the 
company’s liquidity and profitability during 
that exceptional period, the impacts on our 
employees, the interests of our shareholders 
and learners, broader reputational 
considerations, and ensuring that we 
maintained a healthy and sustainable 
business that would be able to seize  
the opportunities we envisaged in the 
medium- and longer-term as a result of the 
accelerated shift to online learning and new 
ways of working. 

The Board also had regard to the views of,  
and potential impact on, stakeholder groups 
including through:

  input from brokers and advisers who 
conveyed the views and interests of the 
shareholder base

  close discussion with the HR function and 
senior management in respect of workforce 
considerations, including the possibility  
of furlough or redeployment as well as 
concerns such as the impact of new working 
conditions for the workforce and how best 
to provide support to employees

As part of the decision process,  
the Board considered:

  the strength of Pearson’s balance sheet and 
existing levels of access to liquidity 

  the extent to which the scenario-planning 
and input from brokers and advisers had 

Board response 
to COVID-19
This case study provides an 
illustrative example of how the 
Board has regard to relevant 
stakeholders and their interests  
in its decision-making processes,  
as required by S172 of the 
Companies Act 2006. 
As the COVID-19 pandemic took hold in early 
2020, it became clear that its impacts would 
be felt throughout society. 

In the early weeks of the pandemic and  
having monitored attentively the emerging 
effects of COVID-19 for the business and its 
prospects, including through frequent 
meetings of our Market Disclosure 
Committee, the Board took the decision to 
update the market by way of an additional 
trading statement highlighting the impacts  
of COVID-19 on the business, setting out a 
framework for assessing the potential impact 
of the pandemic on future trading and 
confirming our decision to pause the £350m 
share buyback programme as a way of 
preserving liquidity at a time of uncertainty. 

As a Board, we were of the view that Pearson 
should offer support to as broad a range  
of stakeholders as possible during this 
challenging period, and were conscious of  
the need to balance internal and external 
demands and to prioritise use of resources. 
Accordingly, the Chair called an additional 
meeting of the Board in mid-April 2020 to 
consider financial scenario planning and  
the company’s broader response to the 
pandemic. Our key areas for discussion at  
this meeting were: 

  whether to continue to recommend 
payment of the final dividend for 2019,  
as announced at our preliminary results  
in February 2020 

  following government announcements 
disclosing details of the support schemes 
available for businesses, whether or  
not to furlough staff and access these 
funding schemes

In considering these key issues, the Board  
had regard to a set of financial priorities and 
guidelines which had been proposed by the 
Executive team in order to manage the 
COVID-19 response consistently across  
the business. These were framed around 
projected timelines for a global lockdown 

taken into account the possibility of a second 
wave of the pandemic later in the year or 
other worst-case scenarios 

 �moral�and�reputational�considerations�
associated with the issues of dividend 
payment�and�staff�furlough,�with�recognition�
of the support provided to the company by 
shareholders�and�employees�through� 
recent�transformation�activity�and�noting�
the importance of that continued support to 
Pearson’s post-pandemic success

Through�its�oversight�of�Pearson’s�response�to�
the�pandemic,�the�Board�demonstrated�its�
regard�for�multiple�stakeholders�in�its�
decision-making�and�balanced�their�interests�
in order to best promote the success of  
the company.

https://plc.pearson.com/sites/pearson-corp/files/pearson/investors/our-2020-annual-report/pearson-ar20-online-210318_0.pdf#page=80
https://www.segro.com/~/media/Files/S/Segro/2021/SEGRO_AR20_Web.pdf#page=111 
https://www.angloamerican.com/investors/annual-reporting/wecare 
https://www.iairgroup.com/~/media/Files/I/IAG/annual-reports/iag-annual-reports/en/iag-annual-report-and-accounts-2020.pdf#page=4 
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SUSTAINABILITY REPORT CONTINUED

April’s Grand National was cancelled at the start of 
lockdown but the virtual race, held on the same day 
and broadcast live on ITV, was watched by five 
million people. Stakes were capped at £10 and our 
profits and that of other operators (members of the 
BGC) were donated to NHS Charities Together. The 
18/1 shot Potters Corner won the race, with BGC 
members raising £2.9m for NHS Charities Together 
as a result.

CUSTOMER PROTECTION  
AND SAFER GAMBLING
William Hill is committed to customer protection and safer 
gambling and was focused on raising standards throughout 
2020. Whether by doing more to protect under-18s and other 
vulnerable people from exposure to gambling adverts, or 
identifying at-risk players through technology, we are 
continually driving up standards to ensure gambling remains as 
safe and enjoyable as possible.

William Hill was a founding member of the Betting and Gaming 
Council (BGC), which represents approximately 90% of the 
non-lottery gambling industry in the UK. William Hill worked 
proactively with other BGC members over the year to raise 
standards, notably through the Safer Gambling Commitments. 
Our participation in industry working groups has led to improved 
codes of conduct and a range of voluntary initiatives.

2020 was a year of considerable regulatory change in the UK, 
with a compulsory requirement for all online operators to make 
changes to how they operate, including: a ban on gambling with 
credit cards; a ban on reverse withdrawals; restrictions on bonus 
offers and requirements relating to reality checks (time checks 
for customers).

We welcome the Gambling Act Review launched by the UK 
Government in December 2020. We look forward to engaging 
with the Government throughout the review to ensure that any 
new regulations work alongside progress made by our industry 
and provide clarity and certainty for customers, operators and 
all those who work in the sector.

We believe it is important that the review is evidence-led, strikes 
the right balance between protecting the vulnerable and the 
continued enjoyment of the many tens of millions who happily 
place the occasional bet, as well as taking a critical look at the 
growing risks of the black market where there are no consumer 
protections. In the UK, a recent study by PwC2 found that 
unregulated gambling sites were visited c.27m times in a year 
and the proportion of UK online gamblers that have used an 
unlicensed operator in the last 12 months has doubled in the last 
two years from 2.2% to 4.5%.

Customer protection and Covid-19
In March 2020, the exceptional circumstances of a UK national 
lockdown meant live sport was cancelled and concerns were 
expressed that customers would turn to online gaming products.

Although gambling overall fell during the first lockdown, due to 
an absence of sport and the closure of betting shops, we worked 
proactively with the BGC and other operators to establish a 
comprehensive set of pledges, set out below, to ensure that the 
highest customer safeguards were in place. Action was taken 
immediately to protect any customers betting online who might 
be more vulnerable as a result of the crisis.

This included actively promoting deposit limits, increasing safer 
gambling messaging (over 3.5m player safety messages were 
sent between April and June 2020), restricting and blocking 
accounts where necessary, and taking action to ensure 
responsible advertising.

Despite the easing of lockdown measures during the summer, 
William Hill continued to operate in line with the Covid-19 
pledges and these were reaffirmed by the BGC in early 
November as England entered a second lockdown.

Covid-19 Betting and Gaming Council 
10-Pledge Action Plan
10 pledges to enhance safer gambling action for consumer 
protection and responsible marketing in response to the crisis:

1. Increase safer gambling messages across all sites and  
direct to all customers with a minimum of 20% Safer 
Gambling (SG) advertising.

2. Step up interventions if customers increase time and spend 
beyond normal pre-crisis patterns.

3. Actively promote deposit limits.
4. Take action to ensure appropriate and responsible advertising.
5. Report all illegal, rogue advertising from black market  

online operators.
6. Implement a one-strike-and-you’re-out policy where affiliates 

breach pledges.
7. Sign-post help to GamCare and the National Gambling 

Helpline and GAMSTOP for self-exclusion.
8. Commit to ensuring funding for research, prevention and 

treatment (RPT).
9. Provide additional welfare checks and well-being help for staff.
10. Support the UK Government’s ‘national effort’ with 

volunteers and facilities.

2. Source: PwC 2021: Review of unlicensed online gambling in the UK.

Strategic Report
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Responsible marketing and advertising
In 2019, BGC members introduced a voluntary ‘whistle-to-
whistle’ television advertising ban, and William Hill does not 
undertake football shirt sponsorship in the UK.

We wanted to build on this position to ensure our industry 
adhered to robust advertising and marketing standards, working 
to address concerns around sports sponsorship, television and 
online advertising.

Since May 2020, we have dedicated at least 20% of our TV 
coverage to our safer gambling messages, up-weighting 
significantly as part of the Covid-19 10-Pledge Action Plan.

We also moved from bespoke safer gambling campaigns, such 
as the Anthony Joshua ‘Control is Everything’ campaign in 2019, 
to consistent safer gambling messages throughout our 
sportsbook and gaming campaigns and marketing activity. An 
example of this was the launch of a new dedicated safer 
gambling TV campaign. 

This approach of making safer gambling part of what we do, 
across all of our activities, was amplified through the rollout of 
the Industry Group for Responsible Gambling (IGRG) Code as of 1 
October 2020.  

Our commitments to the IGRG Code, include:

 – our paid-for social media advertising is now directed at those 
aged 25+ (we are no longer targeting young people between 
18 and 24 whose age we have not verified ourselves); and

 – restricting all our organic YouTube content (content we have 
not paid to publish) to logged-in users aged 18+, meaning only 
adults, aged 18 or over, with a registered YouTube account, 
can view our material on the platform.

In terms of our organic content, 20% is now safer-gambling-
related messaging, and each of our social media pages now 
contains a link to the BeGambleAware web page, informing our 
customers how to limit their exposure to gambling advertising 
across social media.

Our affiliate partners are also required to post safer-gambling-
related content, and our paid-for advertising that appears on 
search engines and the advertising of our affiliate partners, 
contains ‘18+’ and the safer gambling message ‘Play Safe’.

We have also supplemented our own blacklist of search terms 
with the list supplied by the BGC, meaning that our advertising 
will not appear around certain terms that consumers search  
for online, including any references to children or other 
vulnerable groups.

We have seen safer gambling messages working well in driving 
positive behaviour change, and the use of safer gambling tools. 
We continue to use ambassadors, such as Anthony Joshua and 
others, to promote safer gambling messages and encourage the 
use of safer gambling tools.

In a recent survey run after 
Safer Gambling Week 2020, 
91% of customers surveyed 
mentioned being aware of at 
least one safer gambling tool 
with William Hill.

29William Hill PLC Annual Report and Accounts 2020

The welcome effects of  
‘business as unusual’

In terms of impact, there were some 
common themes, such as acceleration of 
digital initiatives. Many highlight positive 
changes to their internal communications 
and engagement frameworks and discuss 
platforms that have been set up to help 
employees stay connected. 

Most discuss new working practices, such as 
homeworking or health and safety procedures, 
in detail and often note that a return to 
business-as-usual is unlikely. Specifically, the 
probability of a permanent change to flexible, 
blended working was frequently mentioned, 
recognising the importance of this in fostering 
a better place to work moving forward.  

Smith+Nephew annual report p30–31

View the full report (PDF)

Hiscox annual report p13

View the full report (PDF)
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Smith+Nephew includes some detailed 
discussion direct from its Chief Human 
Resources Officer regarding how the 
pandemic has led it to rethink its working 
arrangements. Hiscox acknowledges the 
business opportunity presented by the 
pandemic, in terms of digital acceleration, 
and International Workplace Group, given 
the business they are in, offering flexible 
workspaces, reflects on such shifts in working 
practices in its market overview.

Many also discuss new technologies in terms 
of virtual contact with customers, again 
highlighting potential long-term changes to 
working practices as a result. Others discuss 
protection of customers, such as William Hill 
who describes its focus on safer gambling 
during a time when customers could be more 
vulnerable than usual.

Interestingly, none of the reports highlighted 
changes to their business model, but perhaps 
this is something we might observe going 
forward, as a result of updated ways of working.

Elga Lohler
Chief Human Resources Officer

Our culture pillars 
are our compass

As COVID-19 began to impact our 
Company, first in China in early 2020, 
and then across all our markets, having 
such a strongly embraced purpose and 
culture made it much easier to determine 
how we should respond. They became 
our compass, and gave us the answers 
to many questions that we did not have 
a playbook for.

We lived our culture and made the 
decision to prioritise protecting our 
employees’ wellbeing and their roles. 
We took the position that those companies 
that treat their employees with care and 
compassion during these difficult times 
will be ready for the recovery and will be 
here for their customers and their patients.

The next step for our Company was to 
establish guiding principles for returning 
to the office. As we operate across 
so many countries and have various 
complexities in those countries it was 
impossible to have everyone follow 
exactly the same plan. Guiding principles 
set everyone up with clear direction, 
informed decision making and gave us 
greater opportunity for being consistent 
in how we supported employees, 
customers and communities, bringing 
us back to our purpose and culture.

We also spent a significant amount of 
time engaging our employees in authentic 
conversations about the state of the 
business, COVID-19 cases and the specific 
steps we are taking to protect those that 
continued to come to our sites and those 
working from home. In a matter of hours 
we became well-versed with working 
from home, set up protocols to enable 
this approach and became comfortable 
knowing that we did not have all the 
answers. Our employees trusted us 
to do the right thing and got on with it; 
and were patient when things did not 
happen or immediately work as planned.

We also found the time to step back 
from the day-to-day management and 
started a body of work about the future. 
This is led by a cross-functional and 
cross-geographic team focused on 
learning from what just happened to 
the world and to our Company and 
helping us become stronger for it versus 
reverting right back to the way we always 
operated. The outputs of this work include 
Workplace Unlimited, redefining where 
and how work happens at Smith+Nephew, 
which is described on the page opposite.

We are incredibly proud of how our 
employees continue to adapt to and 
overcome obstacles and for how they 
are embracing the future. An engaged 
workforce that lives and breathes our 
purpose and culture is an amazingly 
powerful force.

» Read more at www.smith-nephew.
com/sustainability/policies

Investing in our people continued Smith+Nephew had started on a transformation 
journey before COVID-19. At the heart of this was 
our new purpose of Life Unlimited and our culture 
pillars of Care, Collaboration and Courage. 
These had been welcomed and well received 
across all our employees.

Smith+Nephew  
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We believe our global flexibility 
mindset will bring significant and 
impactful benefits, including greater 
trust, increased productivity and 
employee engagement.

At the heart of Workplace Unlimited 
is a commitment to meet the needs 
of employees – be they mobile workers 
who need to work from offices 
occasionally, teams who frequently 
need to meet to collaborate, specialists 
requiring access to specific equipment 
or employees who have on-site 
positions such as in manufacturing.

These needs are captured in  
four personas – external mobile, 
neighbourhood, hybrid and  
non-mobile.

“ The office will become a 
place where we replenish 
our energy together, 
reinforce our collective 
culture, and support 
a sense of who we are 
as Smith+Nephew.”
Mark Gladwell
President Operations & GBS

At Smith+Nephew we have chosen to take this  
opportunity to re-think where and how work  
happens, understand employees’ aspirations,  
and be agile in the development of principles  
that will work for all.

Workplace 
Unlimited

Non-mobile
Employees who have an onsite position, 
with some flexibility options around time, 
such as manufacturing operators.

Hybrid
Employees who require flexible 
workspace to collaborate with others 
such as members of our Regulatory 
Affairs team.

Neighbourhood
Employees who use offices to collaborate 
and require dedicated area with specific 
assets, such as R&D engineers.

External mobile
Employees who are road or remote-
based with a schedule aligned to 
customer needs, such as our sales force.

Smith+Nephew  
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EVOLVING GLOBAL 
ECONOMY

RAPIDLY ADVANCING 
TECHNOLOGY

DEMAND FOR MORE AGILE 
PROPERTY MODELS

Companies across the world are aiming 
to reflect their business priorities in their 
real-estate strategies: responding to the 
impact of a global pandemic; increasing 
operational flexibility while driving down 
overall costs; and seeking and finding 
new ways of maintaining closer 
relationships with customers and 
suppliers alike.

Smart technology and universal 
connectivity is enabling people to 
choose how, when and where they 
work. The pandemic enforced history’s 
largest ever remote-working experiment, 
which was 100% enabled by major 
improvements in technology with 
billions connecting globally via the latest 
in video communications and virtual-
reality platforms.

Companies increasingly need to be 
poised for rapid reinvention in an 
ever-more complex and competitive 
environment. To support rapid shifts in 
strategy, scale and location, businesses 
are increasingly demanding highly 
efficient, intelligent buildings, 
high-quality services and portfolio 
solutions that extend far beyond 
single offices.

IMPACT ON OUR INDUSTRY
 – Companies are increasingly taking 
a portfolio approach to real estate, 
taking on a hierarchy of sites from 
headquarters to local offices.

 – They are seeking new ways of building 
dispersed customer relationships 
while delivering personalised service.

 – The need is growing for customers 
to understand and influence supplier 
behaviour in local markets.

HOW WE ARE RESPONDING
 – We provide ‘hub-and-spoke’ 
infrastructure to meet national and 
regional development plans.

 – Our sophisticated platform allows 
immediate personalised support to 
meet emerging customer needs.

 – Our global network supports a 
worldwide, regional and local 
presence wherever required,  
allowing customers to make rapid 
shifts in location, scale, strategy and 
customer focus.

IMPACT ON OUR INDUSTRY
 – The ability to offer, refresh, expand 
and manage an appropriate range of 
digital offerings is a key differentiator.

 – Companies are therefore having to 
focus attention on identifying the right 
tech investments to make the 
moment they are required.

 – The need to maintain service provision 
is mission-critical, driving the often 
expensive requirement to keep pace 
with advances. 

HOW WE ARE RESPONDING
 – We leverage our unmatched insight 
into the tech needs and expectations 
of businesses, delivered by millions of 
individuals who use our services  
every day.

 – We continually invest in world-class, 
resilient IT infrastructure, innovative 
digital offerings and services at all  
our centres. 

 – With more than 3,300 centres 
worldwide, we provide the resilience 
and global infrastructure to meet 
every flexible-working need.

IMPACT ON OUR INDUSTRY
 – Fast-changing business needs mean 
that customer requirements are 
continuously evolving.

 – Companies are seeking partners  
who can meet increasingly rigorous 
and mission-critical demands fast  
and efficiently.

 – Growing complexity is increasing the 
need for enterprise companies to 
have a single point of contact for their 
property requirements.

HOW WE ARE RESPONDING
 – We can respond fast and fluidly  
to rapidly changing needs and 
demands by developing bespoke 
solutions that can be rapidly 
engineered for global uptake.

 – We have the experience, scale and 
investment power to deliver and 
continuously upgrade in line with 
individual expectations. 

 – Our network comprises a wide variety 
of building types able to serve even 
complex business needs.

31iwgplc.com
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MARKET REVIEW

The growing flexible 
workspace market

CONCERN ABOUT THE 
ENVIRONMENT

SOCIETAL  
CHANGE

Right across the world, 
significant forces are 
influencing the future 
development of the flexible 
workspace market. In 2020, 
the COVID-19 pandemic 
made these all the stronger. 
Here we reflect on how the 
ways we react to change 
are enabling us to 
strengthen our position 
as global market leader.

Continuing to support people working 
at or near home following the pandemic 
is the single biggest contribution 
organisations can make to reducing 
their carbon footprint. Taking positive 
action attracts talent who share an 
increasing sense of shared responsibility 
and global citizenship.

COVID-19 has significantly accelerated 
the uptake of hybrid working patterns. 
Research from 2020 shows that  
more than half of US workers (52%)  
want to split their time working between 
home and the office(1). Increasingly,  
SMEs are demanding high-quality 
accommodation and services in  
local markets.

IMPACT ON OUR INDUSTRY
 – Need to satisfy growing consumer, 
shareholder, employee, legislative and 
societal demand for reduced impact.

 – Increased demand for flexible 
workspace solutions, close to and 
in the communities where people 
want and can afford to live.

 – Growing requirement for advanced 
tech solutions to support home 
working as individuals seek to 
enhance their lifestyles and reduce 
their carbon footprints.

HOW WE ARE RESPONDING
 – Investing in highly efficient, intelligent 
buildings, continuously upgrading 
our estate and enabling reduced 
commuting by opening more 
locations outside city centres.

 – Upgrading or closing inefficient 
centres to improve environmental 
performance across our portfolio.

 – Supporting new ways of working that 
allow people everywhere to contribute 
to the carbon-reduction agenda.

IMPACT ON OUR INDUSTRY
 – To attract and retain the best talent, 
employers are seeking partners 
who can provide flexible space 
and services.

 – Workspace providers without diverse 
portfolios are struggling to meet 
emerging customer needs and 
remain competitive.

 – Communities that cannot provide 
high-quality workspace are finding 
it hard to meet the evolving needs 
of local employers.

HOW WE ARE RESPONDING
 – Our network growth focuses 
on local markets, enabled and 
accelerated by our franchising 
strategy that is driving our global 
presence change to and goal 
of reaching 50,000 centres.

 – We ensure our customers gain 
from our scale, brand portfolio 
and service levels at every stage 
of their development.

 – We enable our customers to 
participate in our local social 
investment programmes across 
the world.

1. Gensler, U.S Workplace Survey Summer / 
Fall 2020, Executive Summary: The Hybrid 
Future of Work
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“The past year has only accelerated 
the pace at which the insurance market 
is going digital, and Hiscox is uniquely 
placed to seize the moment. Our  
multi-year technology investments  
have given us the tools to deliver superb 
digital experiences for customers, 
brokers, partners, and employees  
alike. The opportunity is huge.”

Ben Walter
Chief Executive Officer, Hiscox Retail

Business priorities for 2021

Underwriting portfolio 
optimisation

Digitising and 
streamlining our 
operating model

Nurturing talent in  
new ways

We are becoming a more digital  
business, having invested $500 million 
in technology over the last five years. 
In 2021, we will look to realise these 
efficiencies in order to seize the 
significant digital opportunity ahead,  
and begin our claims transformation 
journey. We will also focus on rigour in 
execution; rebalancing our global versus 
local capabilities to ensure we have  
the right knowledge in the right place, 
embedding consistent and repeatable 
processes, and pooling resources to 
benefit from our growing scale. This 
will result in some simplification within 
the business to improve the speed of 
decision-making and delivery.

In 2021, we will build on last year’s 
progress in optimising our underwriting 
portfolios and improving loss ratio 
performance through a continued  
focus on active portfolio management. 
This means addressing poor-performing 
lines, investing in top quartile business 
and taking decisive action when needed. 
We will examine where we can simplify 
underwriting processes, products and 
services; boost existing product and 
pricing controls; and formalise the  
flow of data and insight between 
underwriting, claims and actuarial.

After a year of lockdowns and  
home-working, 2021 is about unleashing 
potential and investing in talent. This will 
include embedding new working styles 
and supporting policies that balance  
the ability to work remotely with the 
culture, collaboration and energy of  
our office environments. It will also mean 
establishing robust plans in every part  
of the business for developing talent, 
more talent sharing across the Group, 
and focusing on our diversity as well  
as our succession pipeline at all levels.

Read more on performance against  
our 2020 business priorities.
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Risk management in sharp focus

One area where the pandemic could not fail to 
have an impact was on a company’s risk profile. 
In line with guidance from the FRC, most of the 
companies in our sample treated COVID-19 as 
an event rather than a risk in itself, considering 
how it had impacted other principal risks.
The best reports summarised the key changes 
at the start of the section and then clearly 

Segro annual report p72 
Click to view full report (PDF)

explained how the virus had impacted each 
risk in turn. Howden Joinery Group does 
this particularly effectively and includes an 
infographic to summarise how the pandemic 
impacted operations and the mitigating actions 
taken, supported by COVID-19 related narrative 
against each principal risk. Two companies also 
updated their risk profile this year to include 
‘pandemic’ as a standalone principal risk.

Howden Joinery Group 

annual report p40–41, 43

View the full report (PDF)

8

Does the company discuss how COVID-19  
impacted other principal risks?

96% 
  Yes 
4% 

  No 

Principal risks and uncertainties continued

The arrows alongside each risk show the year on year change

2020 Principal risks

Links to strategic areas

1. Failure to maximise the growth potential of the business  

Risk and impact 

• We see a significant potential for growth. This 
brings both opportunities and challenges. 

• If we don’t innovate, recognise and exploit our 
growth opportunities in line with our business 
model and risk appetite, or if we don’t align 
structures and skills to meet the challenges of 
growth, we won’t get maximum benefit from our 
growth potential. 

Mitigating factors 

• The opportunities and challenges related to growth are a  
major area of focus throughout the business, at all levels. 

• We continue to invest in our depot environment, people, services, 
systems, manufacturing and distribution to equip them for growth.

• Growth activities are reviewed in the light of our risk appetite, values, 
business model and culture.

Mitigation actions in 2020

• Converted a further 30 depots into the new depot environment.

• Opened a further 20 depots in the UK and France.

• Developed our digital capabilities including rolling out builder logon, 
an online planning portal, and Anytime Ordering.

• Made our depots COVID safe to allow us to continue to serve our 
customers. Keeping them open for call and collect during lockdown.

2. Deterioration of business model and culture  

Risk and impact 

• Our future success depends on continuing to 
maintain our values, our unique business model 
and our locally-enabled, entrepreneurial culture 
(see pages 15 and 18 to 19). 

• If we lose sight of our values, model or culture 
we will not successfully service the needs of the 
local small builder and their customers, and our 
long-term profitability may suffer.

Mitigating factors 

• Our values, business model and culture are at the centre of our 
activities and decision-making processes, and they are led by the 
actions of the Board, Executive Committee and senior management. 

• The Board and Executive Committee regularly visit our depots and 
factories, our logistics and support locations and hold events to 
reinforce the importance of our values, model and culture.

Mitigation actions in 2020

• In early 2020 we held our ‘Rooster Awards’ event, bringing together 
1,000 managers from across the business to discuss our business 
model and our culture.

• During the COVID pandemic we have maintained close 
communications through virtual channels.

• Reinforced the core values and principals of our culture: ‘Worthwhile 
for all concerned’.

Reach more builders

Operational Excellence

Product innovation

Prudent financial management

What are the Brexit impacts What this could mean What we have done

Trade & Customs Risks

Exit from the EU Customs Union. Supply chain delays as goods 
sourced from outside the UK come 
through a new customs regime.

Obtained preferred importer/ exporter status to 
reduce potential customs delays.

Continuously assessed and invested in our stock 
position to ensure it remains optimal to mitigate 
customs delays.

Reduced our reliance on the most affected ports.

This risk will be managed as part of our business as usual risk approach within our principal risk ‘interruption to continuity  
of supply’.

Brexit risks
On 31 December 2020, the transition period for the UK’s withdrawal from the EU ended. From that point new rules applied 
for trading, immigration and importing/exporting procedures. This has bought some clarity to areas where there was 
uncertainty and has addressed many of the pre-Brexit Risks which we outlined in our 2019 Annual Report and 2020 half-
year update. 

Our most significant post-Brexit residual risk is outlined below:
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Risk 

1  Failure to maximise growth potential

2  Deterioration of business model and culture

3 Changes in market conditions

4  Interruption to continuity of supply

5 Loss of key personnel

6 Health and Safety

7 Cyber security incident

8 Product design relevance

9  Credit control failure

Higher Impact 
Low Likelihood

Higher Impact 
Higher Likelihood

Low Impact 
Low Likelihood

Low Impact 
Higher Likelihood

Higher

Higher

Lower

Lower

Principal risks

Risk heat map 
To help visualise our principal risks, we have plotted them on the heat map below.  
The individual risks are described in more detail on the following pages.

2

1

5

7

4
9

6

3
8

• No new principal risks

• 1 risk score has increased – Risk 3: Changes to market conditions

• Brexit and COVID-19 have been the key risk influences in 2020

• 2020 updates to mitigating actions are listed on the following pages

Principal risks and uncertainties continued

COVID-19 – Risk timeline
COVID-19, identified as an emerging risk in last year’s report, had a major effect on our principal risks  
in 2020. This timeline shows our risk response as well as the mitigations that are currently in place. 
The Howdens in-stock model has been critical to our response, as well as the strength of our culture  
and our people who gave us the agility to respond at speed. Early risk identification and management 
was key to minimising the effects on our business. 

The mitigations we have taken allow us to operate safely under changing government guidelines,  
and we’ll use what we’ve learnt to help us as we continue to manage the ongoing COVID risks into 2021.

How our governance and risk management procedures underpinned our COVID-19 response:

Approach  

Set up COVID-19 

governance 

framework 

for managing 

crisis using 

existing Business 

Continuity 

measures.

Board  

Called an 

Extraordinary 

Board meeting 

to discuss risks 

and mitigations 

and confirm 

governance 

arrangements. 

Audit committee 

review of 

governance 

response. 

Monitoring  

Set up monitoring 

and provided 

regular updates 

to Board and 

Executive 

Committee.

Use of Experts 

Used internal and 

external expertise 

to understand 

changing 

environment  

and adapt to it.

Stakeholders  

Kept stakeholders 

informed and 

supported them, 

in line with our 

culture.

External 

Commitments 

Considered 

impacts on 

our internal 

and external 

stakeholders 

when making key 

decisions (see 

examples on 

pages 79 to 81).

Supporting  

our staff  

Regular 

communication 

with staff. Focus 

on staff safety 

and welfare, 

including training 

in working from 

home, Health & 

Safety away  

from the office, 

mental health  

and wellbeing.

Mitigations 

• COVID Working Party formed

• Invested in stock for key lines

• Increased temporary 
storage capacity

• Invested in remote  
working capabilities

• Modelled financial and 
operational scenarios

Mitigations 

• Worked closely with suppliers

• Optimised stockholding to support  
key trading period 

• Used our supply chain resilience to 
deal with inbound transport disruption

• Invested in depot safety equipment 
and processes

• Introduced new ways for customers  
to interact with us using technology

Mitigations 

• Introduced new Safe to 
Trade operations at depots

• Introduced additional 
safety measures at 
manufacturing and 
distribution locations

Mitigations 

• Conducted COVID-19 risk 
assessments at all locations

• Supported working from home

• Protected our vulnerable staff

• Increased staff welfare activities  
and training

• Protected our cash (via furlough, 
government facilities etc.)

• Reviewed our cyber risk profile  
and refreshed staff training

Risks 

• Supplier closures

• Transport 
difficulties 

• Product delays

Risks 

• European supplier 
closures

• Transport 
problems 

• Product delays

• European depot 
closures

Risks 

• Keeping our people 
and customers 
safe in COVID-19 
Environment

Risks 

• UK supplier delays

• UK depot closures

• Office closures

• Manufacturing 
difficulties

• Transport delays

• Deteriorating market 
conditions

 
 

 
 

2 – Pandemic in Europe1 – Pandemic in Asia

3 – UK lockdown 4 – Trading in COVID-19 environment
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Some risks seem to have been particularly 
impacted. For example, people, reputational 
and cyber risks were affected by more people 
working from home; while global restrictions 
around movement impacted supply chains 
and uncertain future market conditions had  
an effect on investment-related, financial  
and liquidity risks.

An unusual effect of the pandemic was to 
create a very tangible, real-life risk scenario 
with which audiences could identify and were 
directly impacted. This seems to have led to 
increased interest in risk disclosures from 
employees and wider stakeholders, aside from 
the traditional investor audience, which might 
explain a shift by some companies towards 
more engaging discussion. Notably, a number 
of reports focus their risk management 
sections predominantly on people, which is  
not something we’ve seen previously.

EVRAZ identified reduction in productivity 
due to illness of staff as a key risk and includes 
a case study to explain how they developed  
an antivirus app to both reduce the incidence 
of illness, as well as promptly identify and 
isolate sick employees. This shift also chimes 
with anecdotal evidence from a recent 
roundtable event regarding risk management, 
held jointly by Emperor and the FRC, where 
one client shared the fact that they had 
surfaced risk-related case studies on their 
website for the first time.

Pearson annual report p58 

View the full report (PDF)

Segro annual report p72 

View the full report (PDF)

EVRAZ annual report p72, 93

View the full report (PDF)

Beazley annual report p56–57 

View the full report (PDF)

This is now the third year that 
change has been the key theme 
of my report; however, what has 
shifted is the sheer scale of 
change that this year has brought. 
COVID-19 has had a profound 
impact on society, industry and 
us as individuals. 

This year we have been put through our 
paces, with the pandemic proving to be 
a robust test of the design and operation 
of our risk management framework – 
which has responded well, helping us 
navigate the many challenges thrown our 
way. In particular, the framework remains 
effective despite the fundamental change 
to our ways of working – a transformation 
in practices not seen for generations.

Transition
Responding to change starts with 
transition. Like many companies around 
the globe, all Beazley employees moved 
to remote working in March 2020, in an 
operational shift the size and scale of 
which had never been imagined. During 
this time of uncertainty, and whilst 
managing this shift, our employees 
retained focus and momentum and 
the company continued to function 
seamlessly. Behind this transition were a 
number of operational risk management 
drivers. Our investment in IT hardware 
and training meant staff had the tools 
needed to work effectively anywhere, 
and also the requisite knowledge to use 
them effectively. Additionally, processes 
and controls were in place and clearly 
understood so they could continue to 
work efficiently and effectively despite 
the physical distancing of the workforce. 

Colleagues understood their roles and 
responsibilities and, importantly, knew 
how their roles dovetailed together. 
This enabled us to take full advantage 
of our suite of collaboration tools to 
deliver tangible value for our customers 
and broker partners through clear 
communication and a commercial mindset.

As a result of this preparation, Beazley 
remained very much open for business.

Risk management

Andrew Pryde
Chief Risk Officer
Executive Sponsor of Mental Wellbeing

Enduring change 
transition... resilience...
learning...

Resilience
As lockdown extended and weeks 
turned to months, the risk management 
framework shifted gear and began 
focusing on monitoring staff resilience 
and looking for ways to offer greater 
support to all, not just those in most 
need. Our mental wellbeing network, 
founded in 2019, continues to not 
only educate all Beazley staff on 
mental wellbeing issues and provide 
a support network for those who are 
suffering but also to extend its reach 
and impact through the introduction of 
the Thrive app. The app helps with the 
early identification of and assistance 
with anxiety and depression, two of the 
most prevalent mental health illnesses 
in the workplace. This is in addition to 
the 30 volunteer trained mental health 
first aiders who offer support and 
guidance to our staff across the globe. 
The resilience of Beazley’s workforce 
has been particularly impressive given 
the challenges this year has thrown 
at us from a professional and personal 
perspective and there is much we should 
all be proud of.

Beazley has also been developing 
its operational resilience capabilities 
more broadly to ensure its business 
services can endure both high stress 
and significant change. The operational 
resilience committee has facilitated 
the ability for all areas of the business 
to withstand emerging challenges, 
including those created by the COVID-19 
pandemic. Specific to COVID-19, the 
business continuity management team 
continues to work tirelessly to oversee 
Beazley’s response, from the initial 
transition to remote working through 
to the reopening of Beazley’s offices 
in accordance with local guidelines. 

The team’s crucial work underpins 
our ability to deliver for our customers.  
In addition, there has been an increased 
focus on information and cyber security, 
protecting ourselves and our clients 
against data breaches and operational 
disruptions, given the move to widespread 
remote working and the general increase 
in external cyber incidents.
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At its heart, operational risk is about 
people, processes and systems. 
Monitoring provided by the risk 
management framework has provided 
assurance to the board that these three 
elements continued to work effectively 
during 2020.

Learning
Although the pandemic is not yet 
behind us, Beazley has begun to 
review what lessons we can take away 
from the experience to date. This 
activity highlighted a weakness in the 
assumptions underpinning our pandemic 
realistic disaster scenario. As such, the 
Chief Underwriting Officer, with support 
and challenge from risk management, 
has reviewed the complete suite of 
realistic disaster scenarios to check 
that the base cases remain appropriate 
and to stress test the key assumptions 
of each scenario to understand 
vulnerabilities in the assumptions. 
Whilst there are no fundamental changes 
required, it has created an opportunity 
for enhanced fine-tuning of the insurance 
portfolio within the 2021 business plan.

The current risk management framework 
was implemented in 2010. In 2020, 
Beazley commissioned an external review 
of the risk management framework to 
ensure applicability in today’s world. 
Whilst the review highlighted a number 
of strengths in the framework, it also 
provided opportunities for enhancement. 
These changes will be implemented 
over the course of 2021 to ensure the 
risk management framework drives 
value through enhanced resilience 
whilst continuing to support Beazley 
in navigating the next 10 years.

Brexit
The UK and EU signed a trade agreement 
prior to the end of the Brexit transition 
period. Whilst this removes some key 
economic uncertainties, the practical 
challanges for financial services in 
general and Beazley specifically are 
unchanged and so the preparations 
previously put in place mean that Beazley 
could continue to operate despite the 
loss of passporting rights. As such, no 
changes to the structures and processes 
put in place by Beazley are necessary 
following the trade deal. Furthermore, 
on 30 December 2020, Lloyd’s policies 
covering EU based insureds were 

From an investment portfolio perspective, 
the potential impact on the valuations 
of our portfolio under the three climatic 
scenarios are:
Investment 
portfolio

Scenario A
%

Scenario B
%

Scenario C
%

Transition 
risk -0.17% -0.42% n/a
Physical 
risk -0.00% -0.38% -0.48%

To illustrate, whilst the average insurance 
claims costs of a US hurricane would 
increase 13% under scenario A, the 
cost of a 1:100 event would only 
increase 6%. This is because some of 
the policies will have been exhausted 
in the more extreme 1:100 event and 
so the additional effect of climate change 
will not increase the claims costs by 
as much.

The underwriting percentages have 
reduced slightly since the 31 December 
2019 assessment, as a result of 
changes in the Treaty portfolio which 
mean that more of the policies are 
already exhausted, thereby reducing 
the scope for further deterioration 
under the three scenarios. The 
investment percentages have generally 
increased since the 31 December 2019 
assessment as a result of holding a 
higher proportion of sovereign bonds. 
It is worth noting that the investment 
portfolio is not significantly affected with 
all scenarios generating a loss that would 
be less than 0.5% of the total portfolio.

Conclusion
My latest report to the board has 
confirmed that the control environment 
has not identified any significant failings 
or weaknesses in key processes and 
that Beazley plc is operating within risk 
appetite as at 31 December 2020.

It would seem that change is our new 
normal. I look forward to reporting 
on how we have navigated this new 
environment next year. 

transferred from members to Lloyd’s 
Insurance company S.A. under a Part VII 
transfer.

Climate change
During 2020, Beazley recruited a 
Sustainability Officer to support Beazley 
with the assessment of the financial 
impact of climate change and to undertake 
risk assessments on our products. These 
assessments identify how products need 
to evolve as we transition to a lower carbon 
environment. A review of 13 products has 
been completed and the remainder will be 
performed in 2021, in accordance with the 
requirements of the Task Force on Climate-
Related Financial Disclosures (TCFD).

To assess the risk within our insurance 
and investment portfolios, we have 
updated the following three stress tests, 
first reported in the 2019 report and 
accounts:
• Scenario A – A sudden transition 

(a Minsky moment), ensuing from 
rapid global action and policies, and 
materialising over the medium-term 
business planning horizon, that results 
in temperature increase being kept 
below 2 degrees Celsius (relative to 
pre-industrial levels) but only following 
a disorderly transition.

• Scenario B – A long-term orderly 
transition scenario that is broadly 
in line with the Paris Agreement. 
This involves maximum temperature 
increase being kept well below 
2 degrees Celsius (relative to pre-
industrial levels) with the economy 
transitioning in the next three decades 
to achieve carbon neutrality by 2050 
and greenhouse-gas neutrality in the 
decades thereafter.

• Scenario C – A scenario with failed 
future improvements in climate policy, 
resulting in a temperature increase in 
excess of 4 degrees Celsius (relative 
to pre-industrial levels) by 2100 
and assuming no transition and a 
continuation of current policy trends.

• From an insurance portfolio 
perspective, the increased claims 
costs of a US hurricane under the 
three climatic scenarios are:

Insurance 
portfolio

Scenario A
%

Scenario B
%

Scenario C
%

Average 
loss 13% 36% 86%
1:100 loss 6% 21% 60%
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Principal risks 
Effective risk management

Dynamic risk management is 
embedded in our business and 
ensures we are able to adapt to 
the ever-changing environment in 
which we do business.
The continually evolving circumstances caused 
by the Covid-19 pandemic, coupled with the 
backdrop of geopolitical and macroeconomic 
uncertainty, has, and continues to present, 
a rapidly changing operating environment 
for the business to navigate. Despite this, 
the Group’s performance has continued to 
be positive, as evidenced by our financial 
results, and demonstrates the importance of 
our risk process which is embedded within 
our business to enable effective, responsive 
decision making. 

Looking forward to 2021, whilst there is 
still much uncertainty, it is anticipated that 
Covid-19 will still be prevalent in society, 
notwithstanding the efficacy of the vaccine 
rollout. Therefore, risk management and 
controls, and the Group’s continued ability 
to be flexible in responding to the risks 
presented, will be fundamental to our ability 
to continue to operate successfully.

COVID-19

The impact of the pandemic continues to 
evolve and impact our entire risk landscape. 
We have incorporated commentary into 
each relevant principal risk and continue 
to monitor a new wave of infections and/
or prolonged impact as an emerging risk. 
In most cases Covid-19 has acted to increase 
either the impact, the probability, or both in 
respect of risks already identified on the Risk 
Register. Major event/business disruption 
has been specifically identified and reported 
as a principal risk this year (as detailed 
further below).

During the year, the Group’s Board and key 
Committees continued to meet regularly 
to identify, assess and record the Covid-19 
related risks as they arose and evolved 
and to consider appropriate responses and 
mitigations accordingly.

Areas of particular concern relate to our 
people, customers, development programme, 
other suppliers, communities and financing 
and investor engagement as set out in more 
detail on pages 20 to 23. Some key areas 
specific to risk management include:

 }Our people: The top priority was the health 
and wellbeing of our people. A central 
incident management team oversaw 
the process to ensure each local office 
maintained safe working conditions in 
line with local regulations and this was 
managed and regularly updated. As the 
working environment changed, staff were 

supplied with the necessary tools including 
IT equipment to be able to work effectively 
at home. This is detailed in the Health 
and Safety section and Principal Risk 
sections below.

 } Customers: We maintained regular 
communication with our customers to 
ensure they were properly supported such 
as offering financial flexibility and facilities 
maintenance. The elevated risk of tenant 
default is covered further in the Operational 
Delivery and Compliance principal 
risk below.

 }Our development programme and other 
suppliers: We worked closely with our 
supply chain during the pandemic with 
many sites subject to closure and other local 
regulations in the response to the outbreak. 
We reopened the sites as soon as it was 
possible and have worked collaboratively 
with our contractors to ensure a safe, 
compliant working environment on our 
sites. Whilst there were some delays in 
sourcing labour and raw materials, the 
mitigations such as sourcing locally where 
possible, have meant there have been no 
significant delays in delivering the projects. 
This is detailed further in the Development 
Plan Execution principal risk. We have 
worked closely with our other suppliers 
even though face to face interactions have 
been less frequent and continue to pay 
suppliers promptly. 

 }Operations and financing: A full, detailed 
assessment of our key operations was 
undertaken to ensure we could continue 
to operate under the new working 
environment and that appropriate processes 
and controls were in place, including the 
robustness of our IT systems. For example, 
during the year, we worked closely with 
our banks and other providers of finance 
in order to undertake various fund raises 
remotely thanks to the internal processes 
in place supported by our IT systems. 
For more information please refer to the 
Operational Delivery and Compliance 
principal risk.

DISCIPLINED CAPITAL ALLOCATION 

We have continued to pursue opportunities 
to invest capital in line with the Group’s 
investment stance and appetite for 
risk. In 2020, this focused again on our 
development pipeline (bearing in mind our 
appetite for non-income producing assets – 
discussed further overleaf) but was notably 
supplemented by a small number of large 
acquisitions in our key strategic markets 
(described in more detail on pages 60-61). 
Relevant Key Risk Indicators are considered 
each month by the Investment Committee 
to inform its decisions. 

Robust risk management 
has ensured we were 
well placed to navigate 
the challenges presented 
during the year.

SOUMEN DAS
CHIEF FINANCIAL OFFICER

Beazley incorporates some colourful 
discussion around this topic, including 
operational risks such as cyber security, 
and Pearson includes an infographic 
explaining the phased access to offices 
and links risk narrative to commercial 
impacts. Segro includes a summary 
at the start of its risk management 
section summarising impacts on people, 
customers, supply chain and financing.
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COVID-19

The absolute priority of the Group is the 
life and health of its employees. In 2020, 
measures were taken to protect personnel 
from COVID-19. 

The working hours of office staff have been 
adjusted in order to reduce the number 
of mass gatherings. EVRAZ has moved 
most office employees to a remote working 
format. New laptops were purchased 
and additional equipment and software 

installed, which facilitate efficient and safe 
remote working conditions. All meetings 
are held remotely using modern conference 
and video call applications. All mass 
business, sporting and entertainment 
corporate events were postponed 
or cancelled. Canteen schedules were 
adjusted and the number and format 
of shift meetings at production facilities 
are currently being optimised.

In addition, EVRAZ has been providing 
staff and their families with necessary 
psychological assistance during 
the COVID-19 pandemic. EVRAZ assesses 
the potential psychological impacts 
related to the preventative measures being 
undertaken as a result of the pandemic. 

See more details in the Impact of COVID-19 section 
on pages 30-31 

Case study
EVRAZ releases app to prevent the spread of COVID-19 

EVRAZ is rolling out an app, called Antivirus, to promptly alert 
employees of their possible exposure to the COVID-19 virus. 
The app is based on the Stop Corona application, which was 
developed jointly by Accenture and the Austrian Red Cross 
to more effectively identify symptoms of the novel coronavirus 
infection.

Antivirus will offer a checklist developed by EVRAZ in case 
of COVID-19 infection, as well as general recommendations 
based on Rospotrebnadzor requirements. The app will 
anonymously exchange data with employees’ devices 
located nearby (automatically via a Bluetooth connection). 
If an employee suspects that they might have COVID-19, all 
their contacts will be alerted via the app and instructed to self-
isolate, helping to break the chain of virus transmission.

Outlook for 2021 and the medium term

Learning and development

The Group plans to launch LMS – 
the Learning Management System. 
The system will incorporate all 
types of training and development 
courses and aim to make the learning 
and development process transparent 
and accessible for all personnel, 
from managers to employees.

In 2021, EVRAZ will continue 
with efforts to develop internal coaches, 
as well as standard competency and skills 
development programmes.

Performance as an employer

EVRAZ has plans to create 
an employer brand. In 2021, it will establish 
a communications campaign and outline 
the development strategy.

Motivation

In 2021, EVRAZ will develop and introduce 
unified salary merit increase principles 
for production assets’ employees below 
the level of shop heads and mine directors 
based on multi-factor assessment of each 
employee’s performance. This approach 
will allow the assessment of the individual 
contributions and efforts of each 
employee, increasing the transparency 
of the relationship between performance 
and pay rises and boosting the transparency 
and reliability of communications between 
the employee and the employer.

Other goals for 2021 include:
 • Continuing to implement the grading 
system in the Coal segment.
 • Completing the transition of all divisions 
to the unified pay system.

Social policy

EVRAZ will also continue to roll out its 
programme to promote healthy lifestyles 
and healthcare in the Urals division 
and extend this programme to the Siberia 
division.

Other goals for 2021 include:
 • Adjusting the strategy for collective 
bargaining agreements.
 • Unifying social business processes 
and pooling them into one portal.

9

8%
cite ‘pandemic’ as a new standalone 
principal risk, in addition to disclosing 
COVID-19’s impact on other principal risks
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Organisational risk management

COVID-19 impact and efforts 
The COVID-19 pandemic has impacted our 
colleagues, customers and business in terms 
of revenue and profits. COVID-19 is expected 
to remain a primary global health and safety 
concern throughout 2021 and beyond. 

Employee impact and response 
In 2020, within Pearson, we had a total of  
534 infections among our colleagues,  
which is approximately 2.6% of our global 
workforce. Sadly, October saw the death  
of a UK-based Pearson VUE colleague and  
in February 2021, the death of a finance 
colleague in South Africa. From the data 
available, our rate of infection among the 
workforce is comparable with other 
multinationals, reflecting both occupational 
and community-based infection rates.  
At our half year risk review, our total number 
of infections was 154. The increase reflects 
the global and regional trends. 

With the health and safety of our employees 
in mind, Pearson made the early decision  
to guide employees to work from home  
(WFH) seven days prior to the official UK 
Government guidance, in March. As part of 
our incident management work, we created a 
range of guidelines based on a three-phase 
approach. Throughout 2020, Pearson 
remained in Phase I, with some offices/
facilities open with safety measures in place, 
while the remainder of colleagues worked 
from home. All company travel was (and 
remains) suspended, with protective supplies 
provided to colleagues in Greater China and 
Hong Kong. Phase II allows for the openings  
of some premises and movement of staff, as 
vaccinations increase and reduced the virus 
spread. Phase III will support post-pandemic 
measures and new ways of working. 

This three-phase model reflects the  
principles that have guided us through the 
pandemic, and creates a decision-making 
framework that allows for a consistent and 
coordinated approach. 

Our response continues to prioritise safety 
and to ensure mitigating risks. This has 
required some operational changes to enable 
continuation of service at our test centres and 
processing sites. New controls for any return/
access to offices, travel and customer 
engagement activities have been shared in  
an employee handbook. Work is ongoing to 
develop future workplace strategies and 
‘people policies’ to reflect new ways of 
working following the pandemic. 

We are also supporting colleagues by raising 
awareness, sharing resources and promoting 
wellbeing to help people protect themselves 
and their families while remaining resilient, 
regardless of where they are doing their  
jobs. We continue to develop Group-wide 
wellbeing initiatives. 

Phase I: 
Critical operations and access to  
offices (now)
  Act on medical and government  
advice/restrictions

  Staff selection and wellbeing (WFH)
  Protective equipment and supplies
  Public transportation
  Measures in an office
  Sales team moves suspended 
  Suspension of company travel

Phase II: 
Controlled openings (future) –  
daily measure and behaviours
  Act on medical and government  
advice/restrictions

  Staff selection and wellbeing (WFH)
  Protective equipment and supplies
  Public transportation
  Measures in an office
  Sales teams and virtual contact 
  Suspension of company travel

Phase III: 
New norm – agile/blended working, 
with limited or no measures
  Monitor medical and government  
advice/restrictions

  Staff selection and wellbeing (WFH)
  Protective equipment and supplies
  Public transportation
  Measures in an office 
  Sales team deploy
  Company travel opens, per region

PEARSON ACCESS TO OFFICES
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Risk report continued

2020 principal risks

We assess our Principal Risks in terms of their potential 
impact on our ability to deliver our Strategic Imperatives. 
These links are highlighted across the following pages 
and further information on the Strategic Imperatives is 
found on pages 6–9. The Principal Risks are presented 
in alphabetical order below. 

Business continuity 
and business change
Our business depends on our ability 
to plan for, and be resilient in the face 
of, events that threaten one or more 
of our key sites. Damage caused by 
natural disasters and severe weather 
can and do threaten our critical sites. 
Widespread outbreaks of infectious 
diseases, such as the COVID-19 
pandemic, create uncertainty 
and challenges for the Group and 
our customers.
Our business also requires continuous 
improvement and depends on our 
ability to execute business change 
programmes. The pace and scope of 
our business ‘change’ initiatives may 
increase execution risk for the change 
programmes as well as for our business 
as usual activities.

Examples of risks
 – Ongoing COVID-19 disruption 

to manufacturing, distribution 
and support functions globally or 
regionally due to subsequent waves.

 – Natural disaster causes disruption 
to manufacturing at single or 
sole source facility (lack of 
manufacturing redundancy).

 – Severe weather patterns caused 
by climate change or natural disaster 
causes damage to manufacturing 
or distribution facilities, impacting 
ability to meet customer demand.

 – Significant ‘change’ prevents our 
projects and programmes achieving 
the intended benefits and disrupts 
existing business activities.

 – Disruption to the business due to 
critical system infrastructure and 
applications being unavailable.

 – Widespread outbreaks of infectious 
diseases (other than COVID-19).

Actions taken by management
 – Continuous management of response to COVID-19 

through Global and Regional Crisis Management Teams. 
 – Flexible/remote work policy, split team shift patterns 

and limitation on number of people allowed on a site 
at one time.

 – Increased use of technology for internal and 
external meetings.

 – Emergency and incident management and business 
recovery plans in place at major facilities and for key 
products and key suppliers.

 – Implementation of technology to enforce manufacturing 
social distancing. 

 – Initiated Workplace Unlimited ‘New Normal‘ programme.
 – Sustainability Council and policy in place.
 – Project management governance and toolkits and 

project steering committee oversight to support 
successful execution of programme and projects.

 – IT disaster recovery policy in place.

COVID-19 Impact
The challenges created by the COVID-19 
pandemic include disruptions at 
manufacturing facilities and other sites 
caused by government restrictions on 
travel and imports and exports, as well 
as enhanced health and safety protocols.

Oversight
Board

Link to strategy
Our Strategic Imperative to ‘Become 
the best owner’ requires us to ensure we 
remain sustainable into the future and 
to drive meaningful margin expansion 
through operational transformation 
and organisation simplification.

Change from 2019
Our net risk rating of the likelihood and impact for Business 
Continuity and Business Change is currently unchanged. 
The increased Business Continuity risk due to COVID-19 
is balanced against risk reduction as Business Change 
programmes slowed. We have mitigated the COVID-19 
risks though the Crisis Management Team interventions.

Smith+Nephew  
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Greater process overhaul

Likely inadequacies in pandemic and disaster 
risk scenario assumptions in some cases 
also appears to have led to longer-term 
thinking and widespread risk management 
system reviews. 

A majority (56%) referred to the fact that 
risk management processes have changed, 
been enhanced or were under review 
following the pandemic. For example, 
Smith+Nephew explains how it had convened 
its Crisis Management Team and notes that 
senior management engagement in risk 
and continuity themes has increased as a 
direct result.

Glencore refers to the development of a 
remote internal audit programme to assess its 
global response to COVID-19, while Howdens 
significantly expands its disclosure in the 
viability statement to incorporate more 
modelling and detail on outcomes.

Again, these findings were supported by 
our roundtable event, where the consensus 
was that following COVID, risk management 
processes have been under greater scrutiny 
and boards have increased their focus. Some 
companies mentioned how they had engaged 
a non-executive director specifically on 
this issue, to ensure it was being managed 
appropriately at board level.

10

Adapting for COVID-19

COVID-19 was very much an emerging 
risk when we signed off our 2019 Annual 
Report in February 2020. However, 
within a month, following Government 
guidance, the Board announced the 
closure of all depots, both in the UK and 
internationally, with the exception of 
operations involving the provision of 
products to NHS trusts and other ‘at 
needs’ organisations where two-metre 
social distancing could be maintained. 
It also announced the closure of its 
manufacturing operations, with the 
exception of essential activity where 
two-metre social distancing could 
be maintained.

Within a week, following updated 
Government guidance, the Board 
announced the phased re-opening  
of the depot network and supply 
operations where it was safe to do  
so to ensure we could provide support 
to our trade customers.

Corporate governance report continued

The Board’s response
To address the pace of change, the 
Board met more often and management 
increased its reporting frequency. The 
Board met (albeit virtually) each month 
between February and July to consider 
management’s response to the crisis.

At the meeting at the end of March 2020, 
the Board met and based its agenda on 
its three priorities:

1.  Keeping employees and  
customers safe.

2.  Prudent cash management and 
preservation, and viability.

3.  (Only once the first two had been 
established) Consideration of 
strategic opportunities for the 
future.

The Board also considered the 
business continuity management and 
governance framework put in place 
by the Executive Committee, which 
evidenced that:

• A clear command structure had 
been established with experienced 
leadership and management was 
appropriately supported by subject 
matter experts.

• A risk-based approach had been 
adopted to ensure priorities were 
focussed on key risk aspects. This 
activity was supported by the Group 
Risk team.

• Business continuity management 
processes had been engaged, led by 
the Chief Governance Officer, to co-
ordinate business activities.

• ‘Mission critical’ activities were 
mapped for specific areas to ensure 
focus was placed on the most 
important aspects of the business.

• Daily Executive Committee meetings 
took place to review the latest 
COVID-19 developments and to 
provide prompt decision making. 

• Stakeholder responsibilities, as per 
Section 172 of the Companies Act 
2006, were clearly defined and well 
understood.

In subsequent Board and Committee 
meetings there was continued focus on 
health and safety matters and standard 
operating procedures across all 
operations. These discussions included 
mental health awareness. There was 
consideration by the Remuneration 
Committee of the approach to pay 
and benefits whilst employees were 
furloughed. Management continued to 
update its cash flow scenario planning 
to provide analysis of the Company’s 
financial position, which was presented 
to the Board. 

The Board also received updates on 
the provision of products supplied 
to NHS Trusts and other ‘at needs’ 
organisations such as hospices. 
Further details of Howdens community 
support are set out on page 62 of the 
Sustainability report.

Shareholder returns
At the meeting in March, as part of the 
efforts to preserve cash, the Board 
agreed to withdraw their support for 
the resolution in the AGM notice to pay 
a final dividend, while they effectively 
suspended shareholder returns. The 
Board was careful to have regard to 
its responsibilities to its stakeholders 
under section 172 of the Companies Act 
2006 when taking this decision, but were 
unanimous that it was in the interests 
of all stakeholders and the long-term 
interests of the Company to do so.

Stakeholder engagement
Board level stakeholder engagement 
took many forms throughout the 
year. As the Non-Executive Director 
responsible for employee engagement, 
Geoff Drabble’s normal programme 
of events was curtailed. However, 
engagement sessions were possible at 
the Howden site during September when 
reported COVID-19 cases were low and 
Government measures allowed. Geoff 
was able to conduct a socially distanced 
Q&A session with employees and spoke 
with many to hear their experiences 
first-hand.

During the year, there were frequent 
interactions between the Board and 
the Pensions Trustees. The information 
protocol in place between the Company 
and Trustees safeguards adequate 
information flows, but the strength of 
relationship enabled the full and frank 
discussions that were needed to help 
protect the Company’s cash position. 
The Trustees and Company agreed 
a three-month suspension of deficit 
recovery payments during the year 
(which the Company has subsequently 
caught up on) and the Trustees and the 
Company’s banking partners agreed 
covenant waivers when it was apparent 
that a technical breach of the earnings 
covenant was likely.

The Chairman and Executive Directors 
spoke regularly with shareholders 
during the year, both during and outside 
of the normal engagement cycle. Many 
shareholders were vocal in their support 
for the repayment of Government 
support prior to the recommencement 
of shareholder returns.

Annual General Meeting 
(AGM)
In April 2020, the Board took the 
decision to change the venue and list 
of permitted attendees to the AGM. The 
meeting was held as a ‘closed’ meeting, 
with only the DCEO & CFO and Company 
Secretary, both shareholders in their 
own right, in attendance. The Board were 

mindful that the AGM provides a forum 
for small shareholders to speak to the 
Board directly. As such, an online facility 
to submit questions was established 
prior to the AGM so that shareholders 
retained the ability to ask their 
questions. To keep an open dialogue 
with all shareholders, this facility was 
retained for the rest of the year.

Returns
As reported elsewhere in this Annual 
Report, the Board announced in 
November 2020 that it would repay all 
the financial support it had received 
in the first half of the year through 
the Government’s Coronavirus Job 
Retention Scheme and would pay all 
other deferred payments before the end 
of the year. This included the payment of 
business rates from which the Company 
was entitled to relief. In addition, the 
Board has also announced that it will 
recommence shareholder returns by 
way of dividend. This includes a ‘catch-
up’ special dividend in respect of the 
2019 final dividend, which the Board 
withdrew its support for prior to the 
2020 AGM.

In addition to ensuring that all 
employees were fairly remunerated 
during the year and that all suppliers 
and landlords were paid on time and in 
full, the Board were mindful of Howdens’ 
founding principle of worthwhile for all 
concerned and were resolute that no 
single stakeholder group should bear 
the brunt of the impact of COVID-19 on 
Howdens. 

Ongoing
Whilst the Board agenda has returned to 
a more normal pattern at the beginning 
of 2021, the Board continues to receive 
regular updates from management on 
COVID-19 governance and the frequently 
changing external environment. The 
safety of our employees and customers 
remains the priority of the Board and 
the Company and we are pleased that, 
when tested, the Howdens culture and 
business model both proved resilient.
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56% 
  Yes 
4% 

  No 

40% 
  Did not disclose 

Have you changed or intend to review your risk management  
process as a result of COVID-19?

Smith+Nephew annual report p53, 56 

View the full report (PDF)

1. Risk identification
Identifying risks associated with 
the achievement of our objectives 
by function at the Group level.

2. Gross (inherent) 
risk assessment
Assessing the level of inherent 
(gross) risk.

3. Current control 
identification
Identifying existing controls 
to mitigate risks.

4. Net (residual) risk
Assessing the level of residual 
(net) risk after mitigation so that 
risk levels are managed within 
tolerance thresholds without 
being over-controlled or foregoing 
desirable opportunities.

5. Risk response planning
Identifying additional actions 
required to meet our expected 
risk tolerance level and assigning 
risk owners, timeframes and 
actions for ongoing management 
and reporting.

6. Risk reporting
Reporting the status of our 
most significant risks through 
the ‘bottom-up’ business area 
processes and the ‘top-down’ 
Executive Committee and 
Board process.

7. Monitoring and review
Monitoring of risks and actions 
by management, the accountable 
Executive and Board.

Risk report

Our risk  
management  
process

Successful management of existing 
and emerging risks is critical to the 
achievement of strategic objectives and 
to the long-term success of any business. 
Risk management is therefore an integral 
component of Smith+Nephew’s 
Corporate Governance.

As in previous years our Enterprise 
Risk Management process is based on 
a holistic approach to risk management. 
Our belief is that the strategic and 
operational benefits of proactively 
managing risk are achieved when 
Enterprise Risk Management is aligned 
with the strategic and operational goals 
of the organisation, and our process and 
governance structure achieves this.

2020 has seen a further maturing of risk 
management, including by increasing 
senior management engagement in risk 
and business continuity. The Company’s 
response to the global pandemic was 
managed by the Group’s Crisis Management 
Team that was convened within the 
existing business continuity and incident 
management framework.

Additionally, as part of the strategy session, 
we discussed emerging risks with the 
Board. For example, we evaluated the  
risk of digital companies moving 
into healthcare.

Like all businesses, we face a number 
of risks and uncertainties

Risk management life cycle
Annual improvement and refinement 
to our risk management ensures that 
it remains aligned with strategy 
and operations.

Our Risk Management Policy, 
sponsored by our Chief Executive 
Officer, is supported by an Enterprise 
Risk Management Manual and the 
Group Risk Team providing training 
to Business Area Risk Champions. 
As in prior years risks continue to be 
managed through a ‘top-down’ and 
‘bottom-up’ process, with regular 
oversight from the Executive 
Committee and quarterly reports to  
the Board Committees. An overview 
of our risk management life cycle 
is illustrated.

2021 Risk Management Plan
Our work will continue to evolve  
in 2021 with a particular focus on 
strengthening integration to strategy 
and budgeting processes. We will 
continue to ensure a truly collaborative 
approach to risk management with risk 
accountability sitting squarely with 
management and a proactive Group  
Risk Team influencing decision-making 
through effective challenge and 
timely consultation.

Smith+Nephew  
Annual Report 2020 53
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AlignmentIntroduction

The trajectory of recognising value 
beyond the financial continues 
as companies see the benefit of 
purposeful and stakeholder-led 
business. However, the link to director 
rewards is still somewhat opaque.

The events of the year also proved the 
ultimate test of authenticity for corporate 
purpose and values. Many acknowledge in 
their reporting how valuable the aspects 
such as their purpose, values and culture 
have been in guiding their company through 
these challenging times. This year all but 8% 
make reference to their purpose statement. 
But there is a marked difference between 
companies articulating a purpose statement 
and those demonstrating that they are a 
purpose-led organisation.

Companies often refer to a ‘purpose-led 
strategy’ or ‘purpose-led culture’ but in the 
past evidence has been flimsy as to what this 
really means for stakeholders, and how it 
connects to strategy and drives reward and 
decision-making. Refreshingly, the tide seems 
to be turning in this respect. 78% of those that 
state their purpose explain it in the context 
of relevant stakeholders, whether that be 
customers, society or otherwise. Many also link 
it more effectively to other elements of their 
corporate narrative.

 

Companies that clearly state their purpose in 
their annual report

Which stakeholders ‘benefit’ from  
company purpose statements?

2019 2020 2021 Partners Employees Society Customers

78%
of those that clearly state their  
purpose explain it in the context  
of stakeholders

11

92% 70% 72%

72%

13%

57%

8%

Stakeholder value creation

Purpose  
is put  
into action
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AlignmentIntroduction

Purpose placed front and centre

The way in which companies have evidenced 
purpose varies enormously. Admiral Group 
includes an introductory spread to showcase 
what its purpose means in the context of each 
of its stakeholders, while setting out how its 
corporate narrative fits together. BAT includes 
an infographic timeline showing the key events 
on the path to delivering its purpose, ‘Journey 
to a better tomorrow’. Interestingly, purpose 
is also highlighted in the first pillar of its 
investment case in the annual report.

For most people, and indeed companies, the defining 
memory of 2020 will be the COVID-19 pandemic, 
which is of course still with us and has had such 
devastating consequences for the lives and livelihoods 
of millions around the world.

As the pandemic unfurled, Barclays’ priorities were 
clear. We first needed to ensure our operational and 
financial resilience, not least because banks would be 
called upon to play a key role in mitigating some of 
the financial and economic consequences of the 
crisis. That resilience then had to be put to real use 
in supporting our customers and clients. And we 
needed to do this while protecting the health and 
wellbeing of our many thousands of employees. 

We have been fortunate in pursuing those priorities 
to have the commitment of so many dedicated and 
resilient colleagues. While many switched to working 
from home with remarkable adaptability, I would like 
to record particular thanks to the thousands who 
continued to work in branches, looked after clients 
from the trading floors, and staffed our contact centres 
so as to deal with a significantly heightened volume 
of questions from customers. It has been fantastically 
uplifting to witness the spirit in which our colleagues 
have taken on these challenges. Of course, our 
workforce was not immune to the worst health impacts 
of the virus either. For those colleagues we have lost 
or who suffered personally, or whose families have 
been affected, I extend my deepest sympathy.

Chairman’s introduction
This year has taught us some valuable lessons, and underlined the  
importance of purpose in everything we do. Our strategy is working 
and we are confident Barclays is in a strong position for the 
challenges and opportunities ahead.

Purpose during 
the pandemic

Revisiting our Purpose
During the course of the last year, we revisited our 
expression of Purpose with a view to improving its 
connectivity to the actual things that we do day-in 
and day-out. Our commitment now is to “deploy finance 
responsibly to support people and businesses, acting 
with empathy and integrity, championing innovation and 
sustainability, for the common good and the long term.” 

We want to ensure that, behind the headline, this real 
sense of Purpose is deeply embedded in the way in 
which the organisation takes decisions. This will not 
always be easy, and the interests of different groups of 
stakeholders can sometimes appear to collide, at least 
in the short term, but we will do our best to take the 
right decisions for the long term, even if that is not 
the easiest step in the short term. 

We think that our statement of Purpose largely stood the 
test set by the pandemic. In an extremely difficult year 
for a lot of people and businesses, we deployed hundreds 
of millions of pounds in payment holidays and other 
schemes to support our retail customers, and lent 
billions of pounds more to those businesses, large 
and small, that needed it most to weather the 
immediate impact of the crisis. 

We have done our best to support customers and 
communities in other ways. For example, we are very 
aware how frustrating it can be waiting to speak to 
a real person at times of high demand. At their peak, 
our contact volumes were up by 40%, while our contact 
centre capacity was cut by 70% as a result of the 
closure of operations in India and elsewhere 

due to the pandemic. We were ultimately able to 
resolve this issue through a substantial deployment 
of technology to enable UK call centre staff to handle 
enquiries at home, as well as redeployment of 
some branch staff to bolster that capacity. We are 
appreciative of the patience and understanding 
shown by the vast majority of our customers. 

The pandemic also provided an opportunity – indeed 
a necessity – to innovate at unprecedented speed. 
The UK Government’s Bounce Back Loan Scheme 
(BBLS) is a case in point, requiring us to go operationally 
live only a matter of days after being notified that the 
scheme was to be established. 

One of our priorities for this coming year, and the 
years ahead, is to ensure that we ‘bottle up’ the agility 
and innovation that stood us in such good stead in 
weathering this crisis. This has prompted a far-reaching 
assessment of our operational mindset, and we will be 
embedding new ways of thinking about our work across 
the entire colleague population during the course of 
2021, based in large part on lessons learnt from our 
experience in 2020. 

With colleagues located in local communities around the 
UK, as well as near our big centres of operations in the 
US and India, we thought hard about other ways of 
making a contribution to the crisis response. A key 
element of our response was the launch of a £100m 
COVID-19 Community Aid Package, including a 
matching programme for colleagues. Of the £95m 
donated to date, £59m is already funding the COVID-19 
relief efforts of 250+ charity partners around the world. 

 “We want to ensure that, 
behind the headline, 
this real sense of our 
Purpose is deeply 
embedded in the way in 
which the organisation 
takes decisions.

Barclays PLC 
home.barclays/annualreport004 Barclays PLC Annual Report 2020

Strategic report Shareholder information Governance Risk review Financial review Financial statements
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View the full report (PDF)

Barclays annual report p4, 60  

and website

View the full report (PDF)
View the website

BAT ESG report p10 

View the full report (PDF)

Admiral Group annual report p4–5 
View the full report (PDF)

BAT annual report p10–11

Click to view full report (PDF)

Barclays explains how it has changed  
its purpose to make it more meaningful 
and relevant, given everything it has  
learnt over the year. It highlights a 
purpose-driven message throughout its 
strategic report and governance section. 
This is supported by the website, where 
a short video explains its purpose and 
strategy in context.
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All underpinned by our Four Pillars of culture
Admiral’s four pillars help define our unique workplace culture and have 
been the basis for some of our greatest achievements, including being on 
the Sunday Times Best Companies to work for list for 20 years in a row. 

At Admiral, we care deeply – about our employees, our customers, and the impact 
we make on the world. We strive to do the right thing at every turn. Our purpose 
defines the reason we exist, and the way we do things. Our purpose is to:

Fun
We want our people to look forward to 
coming to work, celebrate being who 
they are, and feel happy and supported 
enough to give that little bit extra.

Long term success

We care – deeply – about people. We 
want to be there to help: to provide 

reassurance, relief, and encouragement 
when it’s most needed.

From the beginning, we’ve 
offered more people access to 
protection by pricing fairly and 
competitively. As we grow, we 

seek to create inclusive 
products that will provide 

more people with good 
financial services.

At Admiral, we strive to include everyone in  
opportunities – for example, through our share  
scheme and our dedication to our communities.  
We believe in the power of the team, quoting our  

founder Henry Engelhardt, it’s all in “The Team,  
The Team, The Team.”

We believe that “People who like what they 
do, do it better.” We strive to do better 
every day, because we like what we do. 

This attitude enables our test-and-learn 
culture and our operational excellence.

Our products – car and home 
insurance, loans, pet and travel, 
and more – help people protect 
what’s important to them and 
enable their dreams, so they 

can create a better tomorrow. 
In the wider world, we act 

sustainably so we can all look 
after our shared future.

Admiral Group plc · Annual Report and Accounts 202004

Communication
We encourage effective and transparent 
communication at all levels. This is  
aided by accessible management  
and opportunities to encourage 
feedback across the Company.

Equality
We work hard to promote a sense of 
fairness and equality. Everyone has the 
opportunity to succeed - backed by 
groups related to diversity, inclusion 
and social mobility.

Recognition & Reward
A job well-done should be appropriately 
rewarded. At the heart of this pillar is 
our share ownership scheme, which 
rewards success with a stake in the 
Company.

Our corporate governance structure underpins the long-term success 
of the Group. Our Board acts as the decision-making forum, considering 
the interests of our customers, people, communities, shareholders, 
external partners and our impact on the environment.

KPIs

Business model

Strategy

Culture

We strive to ensure that our customers receive excellent and 
convenient service, fair prices, and good value financial products.  
We build our business profitably and responsibly so that we can 
return value to our shareholders, and our employees.

Making sure our business has a positive social impact is important  
to us. Supporting the communities where we work, and the partners 
we work with, is integral to our approach.

Communities & partners

We integrate environmental considerations across our operations.  
By taking actions to mitigate our impact on the environment,  
we develop sustainable solutions for the long-term. 

Customers, shareholders 
and employees

Environmental impact 

Governance

We are aware that our customers, shareholders and employees 
care about our goals and objectives. We take pride in sharing both 
financial and non-financial KPIs, all of which help us to build a strong 
business for the future. 

Our strategy remains highly focused on building customer-
focused sustainable businesses for the long-term. We strive to 
keep doing what we’re doing and do it better year after year.

Prioritising our people is part of Admiral’s DNA. It’s the 
foundation of our Company belief that happy employees = 
happy customers = happy shareholders. We’re determined to 
always remain a great place to work.

We build on our core competencies to create value for our stakeholders, 
focusing on profitable growth, strong risk selection capabilities, a 
controlled test-and-learn approach, the strength of our culture and  
the depth of our business relationships.

Our purpose-led approach

Company Overview Strategic Report Corporate Governance Financial Statements Additional Information 05
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AlignmentIntroduction

Meaningful examples of purpose 
For some companies, the dramatic events 
of the year made demonstrating the link 
between purpose and actions very easy. 
Smith+Nephew manufactured ventilators, 
face shields and developed new BUMP 
technology to enable social distancing 
in hospitals, resulting in case studies to 
underpin its purpose. And perhaps one of  
the most high-profile demonstrations of 
purpose in action was from AstraZeneca, 
whose purpose to ‘push the boundaries of 
science to deliver life-changing medicines’ 
and values were showcased through its  
direct involvement in manufacturing a 
vaccine – and through its decision to do  
this at cost, in the first instance.

Despite this shift, 44% of companies still 
fail to refer to their company purpose 
meaningfully in their governance section. 
Although arguably this is less imperative 
once companies have set a purpose and 
it has been embedded, boards should 
still demonstrate how company purpose, 
strategy and values are aligned on an 
ongoing basis, as set out in principle 1B of the 
UK Corporate Governance Code.

Aggreko, which updated its purpose in  
the year, includes a discussion in its 
governance section about why this was 
necessary and how it was approached,  
with links to further information in the 
strategic report on how it was developed 
through stakeholder engagement.

Our response to the pandemic also included 
the repurposing of our existing compounds 
and the development of our potential 
long-acting antibody (LAAB) combination 
against the virus, AZD7442. 

As soon as the gene sequence of the 
SARS-CoV-2 virus was published in January 
2020, our teams worked rapidly to screen 
thousands of antibodies and, in just 99 days, 
identified a combination of two potent 
neutralising antibodies that is designed to 
reduce the risk of resistance developed by the 
virus and engineered to increase the durability 
of the therapy for six to 12 months following a 
single administration. By running all our usual 
early development processes in parallel rather 
than sequentially, we were able to start Phase 
I trials of AZD7442 in August and Phase III 
trials in October, thereby reducing to months 
processes that normally take years.

We put patients first
Throughout the pandemic, we put patients 
first by working closely with investigators to 
find solutions and by accelerating the use of 
digital health technologies in R&D to keep 
our clinical trials running. For example, 
we were able to continue more than 80% 
of our studies. We did so by moving to new 
ways of working and using digital solutions, 
such as electronic consent, remote data 
collection and using devices to collect patient 
data from home. Our teams also helped 
patients continue to receive their treatment. 
For example, we made more than 2,400 
shipments to patients’ homes in more than 
60 studies across 35 countries.

Building a sustainable company includes 
building financial sustainability. In 2020, that 
meant results in line with guidance given 
throughout the year and more than half of 
Total Revenue coming from our New Medicines.

COVID-19 and living our Values
I am proud of everyone in AstraZeneca who 
achieved so much in the face of the biggest 
health crisis the world has encountered in 
more than a generation. I am even more 
proud of the fact that, despite the pandemic, 
employees worked tirelessly to ensure the 
safety of patients, and their continued access 
to care and medicines. We also focused on 
protecting our staff and critical operations. 
Working with partners across the world, we 
played a leading role in the process of 
scientific innovation to combat the virus and 
contributed more broadly to society, including 
with emergency relief.

While delivering our growth through innovation 
strategy and responding to the pandemic may 
seem different challenges, the key to our 
success is the same in both: being true to our 
Purpose and living our Values.

We follow the science
Our response to the pandemic was led by 
science and included our landmark agreement 
with the University of Oxford for the global 
development, production and supply of 
COVID-19 Vaccine AstraZeneca. We committed 
to doing this at no profit during the pandemic and 
to providing the broad and equitable supply of 
billions of vaccine doses around the world. We 
continue to work around the clock to deliver 
these as speedily as possible while retaining 
the highest of quality standards.

Despite the impact of the COVID-19 pandemic, 
our performance in 2020 ensured that we 
were able to continue delivering value for 
patients and shareholders as well as for 
society. The announcement of our proposed 
acquisition of Alexion is further evidence of 
our intention to drive long-term value creation 
for shareholders and make an even bigger 
difference to the lives of patients.

Delivering our strategic priorities
As demonstrated throughout this Annual 
Report, the value we delivered in 2020 was 
made possible through the progress we made 
against all our strategic priorities and across 
the whole organisation:

1.  Deliver Growth and Therapy Area 
Leadership: We delivered strong results 
in 2020, despite the adverse impact of the 
pandemic, with Product Sales up 10% 
(11% at CER) to $25,890 million. Sales 
grew in all regions, while Total Revenue 
from our New Medicines1 improved by 
33% (33% at CER) to $13,950 million.

2.  Accelerate Innovative Science: We 
had remarkable pipeline and regulatory 
performances in 2020, with 29 approvals 
of new medicines or life-cycle management 
indications in major markets. Despite the 
occasional setback, which is to be expected, 
we also had 14 data or regulatory 
designations for accelerated, priority or 
other expedited review in major markets. 

3.  Be a Great Place to Work: 2020 brought 
focus to our inclusion and diversity 
activities, while employee survey results 
confirmed we remained a great place to 
work. We also made good progress with 
our ambition of leading in sustainability.

AstraZeneca’s many achievements in 2020 demonstrated 
the power of living our Values to push the boundaries of 
science to deliver life-changing medicines.

1  Tagrisso, Imfinzi, Lynparza, Calquence, Enhertu, Koselugo, Farxiga, 
Brilinta, Lokelma, roxadustat, Fasenra, Bevespi and Breztri.

“ I am confident that 
we will continue to 
deliver more 
progress for patients 
and sustained, 
compelling results.”
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Governance 
continued

Approving a new 
purpose statement: 
We power progress  
by delivering energy 
anywhere
We are united by our ambition 
to power progress, as the world 
grows more concerned with 
how its energy is produced.

If we can lead our customers 
through the energy transition 
and help them achieve their 
energy goals – while remaining 
true to our values and being 
“always orange” – then we will 
power progress by delivering 
energy everywhere.
The Board has overall responsibility for 
establishing the Company’s purpose, 
values and strategy to deliver long-term 
sustainable success for the Group and 
generate value for shareholders. The 
Board places great importance on 
ensuring that these key themes are 
relevant and appropriate for the Group 
and the sectors in which we operate, 
while being aligned with our culture. 

Our values underpin our purpose and are 
recognised across the Group as the basis 
of our culture. The Board sets the strategy 
for the Group to align with our purpose.  
It oversees the implementation of that 
strategy to ensure that the Group is 
suitably resourced to deliver on its 
strategic objectives. In 2020, the Board 
held a number of strategic planning 
sessions in preparation for the strategic 
update in November 2020.

Following the announcement of our 
strategic update, we decided to review 
our purpose statement. 

To do so, we asked ourselves a series  
of questions:

 → Does Aggreko need a purpose 
statement?

 → Who is the purpose statement  
for and why do they need it?

 → What makes a good purpose 
statement?

 → What is wrong with the purpose 
statement we have?

The conclusion of this work was that we 
needed a new purpose statement. Our 
old purpose statement lacked clarity and 
direction, it no longer felt at the heart  
of our strategy and required too much 
explanation. 

Read more about how we engaged  
with stakeholders and the process  
to agree a new purpose statement 
on page 50

We have engaged our Senior Leadership 
Teams with our purpose and in 2021 will 
take this engagement wider, pulling 
together our story – linking purpose, 
strategy, values and brand – and 
engaging all our colleagues across the 
business so that they can be clear about 
why we’re here and what we do.

Leading by example, 
and promoting our 
culture and values
Defining our culture
After reorganising our business in 2015, 
we spent some time researching and 
refreshing the components of our 
culture. Always Orange was launched in 
2017 and is the cultural framework that 
resulted, bringing together our values 
and behaviours. Our four values, and their 
respective day-to-day behaviours, govern 
the way in which we work and remain 
safe and professional, help to develop  
the expertise of our people, influence  
our interactions across our markets and 
ultimately allow us to deliver our business 
objectives. 

The creation of Always Orange involved 
employee workshops in Buenos Aires, 
Houston, Dumbarton, Tanzania and 
Dubai. We gathered input from our 
online community and through debate at 
the Board, with the Executive Committee 
and Senior Leadership Team.

Setting the tone from the top
Our leaders have a critical role in setting 
the tone of our organisation and 
championing the behaviours we expect 
to see. At Board level, commitment to 
Always Orange values and behaviours  
is demonstrated through transparent 
operations and engagement outside  
the Boardroom, which ensures that the 
Directors lead by example, reinforcing the 
cultural tone and expected behaviours. 
Our strategic initiatives for each year are 
underpinned by Always Orange values 
and behaviours. Culture is also monitored 
and assessed by the Board through  
a combination of direct contact and  
a number of recognised indicators.

Indicators of culture reviewed 
by the Board and its 
Committees:

 →  Reviewing the results of our employee 
surveys (Be Heard) 

 →  Reviewing the volume and nature of 
whistleblowing reports and outcome 
of any investigations

 →  Our safety performance, uptake of 
initiatives and trends, as attitudes  
to safety can act as an early warning  
of potential culture-related issues

 →  Internal audit reports and findings,  
as attitudes to regulators and internal 
audit can give an early indication  
of potential culture-related issues

 →  Monitoring our KPI on employee 
satisfaction

 →  Training completion rates
 →  Feedback reports on workforce 
engagement activities

 →  Visiting Aggreko locations in the UK 
and overseas to spend time with our 
people, allowing us to assess culture  
in the local context, we suspended site 
visits in March 2020, but were able to 
continue with some of our planned 
Board engagement activities, holding 
virtual sessions

 →  Reviewing and monitoring compliance 
with our Code of Conduct

 →  Receiving reports from the Ethics & 
Corporate Responsibility Committee

Read more about our culture  
on page 22
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View the full report (PDF) Does the report refer to purpose meaningfully in  
the governance section?

Storytelling through a  
stakeholder lens

In line with a more balanced attitude to value 
creation, companies continue to evolve their 
approach to stakeholder reporting. The 
compliance requirement within the strategic 
report around section 172(1) of the Companies 
Act (s172) emphasised the need for companies 
to consider wider stakeholder interests and 
appears to be driving a more stakeholder-led 
reporting focus by many companies. 84% 
discuss stakeholder engagement in their 
annual report at an operational as well as a 
board level, demonstrating the importance of 
stakeholders in shaping their strategy.  
William Hill, for example, uses its section 172 
disclosure to explain how stakeholders impact 
its long-term strategy.

13

56% 
  Yes 
44% 

  No 

Aggreko annual report p58, 50 
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AlignmentIntroduction

Our approach to sustainability acts as a framework and reference point through which our 
global businesses implement appropriate and responsible practices. We believe this framework 
forms a key part of the Group’s long-term commercial success, and we are committed to 
building a sustainable business for the future that considers all stakeholders.

Supporting our 
Communities

Supporting a culture of giving back
 Dedicated £6 million to the Admiral 

Covid-19 Support Fund

Engaging  
our Shareholders

Engaging with shareholders and  
providing good shareholder returns

 Strong overall results and  
sustainable dividend returns

Valuing our People
People who like what they do,  

do it better
 Ranked 14th in the World’s Best 

Workplace 2020 rankings

Caring for 
our Environment
Proactively working to  

reduce our impact
 Joined the Institutional Investors  
Group on Climate Change (IIGCC)

Working with  
our Partners

Building and maintaining 
strong relationships

 Provided financial support  
to our UK Garage Repairers

responsibilityand

Focusing on  
our Customers

Customers at the heart of what we do
 Returned £110 million to customers 

in a premium rebate

Sustainability

Admiral Group plc · Annual Report and Accounts 202056

8%   At 
operations  
level 

8%   At board  
level 

84%  Both

Does the company explain how it engages with  
key stakeholder groups?

A number of companies also structure all 
or part of the narrative in their annual and 
sustainability reports around stakeholder 
groups. Unilever has structured its 
performance reporting around stakeholders, 
in line with its strategy, for many years, but 
others adopting a more stakeholder-centric 
approach include Admiral, which presents its 
sustainability communications in this way. 

While this can be a powerful communications 
tool and neat way for companies to tell 
their story, in some cases it competes with 
other ways in which information has been 
structured. This can be confusing and feel 
inauthentic. Even if done well, reporting in 
this format should not be a substitute for 
companies having a clear and considered 
sustainability strategy.

Admiral Group annual report p56, 58–61

View the full report (PDF)

Unilever annual report p13, 16

View the full report (PDF)
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3

What we do...

Consumer insights
We track changing consumer 
sentiment through our  
36 People Data Centres  
around the world,  
combining social  
listening with traditional 
consumer research.

Innovation
Our marketing and R&D teams 
use these insights, plus the 
best ideas and thinking from 
specialists outside Unilever,  
to develop our brands  
and products. We spent 
€800 million on R&D  
in 2020.

Sourcing
Each year, we buy raw materials and 

packaging materials worth  
€19 billion to make our products,  

and services worth €13 billion 
(including media) to help  

our business run.

Consumer use
2.5 billion people use  
our products every day  
to feel good, look  
good and get  
more out of life.

Sales
We use many channels to 
make our brands available  
to consumers in over  
190 countries wherever  
and whenever they  
shop. Our products  
are available in  
25 million retail  
outlets.

Marketing
We’re the second-largest 
advertiser in the world  
based on media spend.  
We create an increasing 
amount of tailored digital 
content ourselves to  
connect with consumers  
and make it easy to choose  
a Unilever brand.

4
Manufacturing

Our factories and third-
party manufacturers 

turn materials into the 
products we sell.

5
Logistics

A global network of logistics 
warehouses deliver our 

products to millions  
of retail outlets.

The value we create for...

Our people
We aim to reward people fairly for the  
work they do, while helping them find  
their purpose so they become the best  
they can be at Unilever. 

 

 

 

 

  See pages 16 to 19

Consumers
We aim to provide superior-quality products 
and purposeful brands that take action on  
the issues that matter to people and planet. 

  See pages 20 to 23

Customers
We partner with large and small retailers  
around the world to grow our business  
and theirs. 

  See pages 24 to 25

Suppliers & business partners
We partner with thousands of suppliers  
to help innovate our products and support  
mutual and sustainable growth.

  See pages 26 to 27

Planet & society
We aim to improve the health of the  
planet while contributing to a fairer  
and more socially inclusive world. 

  

 

 See pages 28 to 31

Shareholders
We aim to deliver consistent, competitive, 
profitable and responsible growth. 

  See pages 32 to 33

Contributing 
to the SDGs

All underpinned by the management of our principal risks pages 46 to 50
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Our people

When we take care of our people, our people 
take care of the business.

2020 was an unusually challenging year for our people. We 
were all affected by the pandemic in different ways. But even 
as lockdowns hit across the world, the tremendous efforts of 
people all around Unilever enabled us to continue to work 
quickly and safely, whether on the factory floor, on a tea estate 
or from a home office. We quickly tested and scaled up new 
ways of working – rethinking and reshaping our business for 
an uncertain future. And despite all the uncertainty, our people 
were more engaged, with engagement scores rising by 6% to 
83% – well above industry benchmarks.

As well as the many ways in which we worked with speed and 
agility to respond to the unexpected this year, we continued to 
prepare our people for the future of work and nurture a culture 
in which our people can thrive.

Going above and beyond 
Consumers all around the world were relying on us to produce 
the household necessities they needed most, so it was 
essential that we kept our factories and distribution centres 
operating. We are grateful to the tens of thousands of people 
within the company who made this happen – and who did so 
with a safety-first mindset. 

Working safely and at speed

In the midst of Covid-19, we concentrated on business 
continuity, making it safe for essential staff, such as factory 
workers and sales teams, to return to work. We did so with 
extremely strict protocols to protect everyone’s physical and 
psychological safety, such as protective equipment, distancing 
regulations and frequent health checks, including on people’s 
mental health. 

In March, we closed all Unilever offices and some 
67,000 people began to work from home. Overnight our 
communications became 100% digital. Even with remote 
working systems in place, this was not without its challenges. 
Each person needed the right equipment and systems to 
perform their roles, and we rolled out global guidelines on 
working from home. We saw no decrease in collaboration and 
productivity from March to June – in fact, this rose significantly, 
with 20% more time spent working together internally and 19% 
more time in virtual external meetings. 

Becoming more agile

This year has highlighted our agility in many ways, most 
notably in our response to Covid-19. In just three months, 
we moved over 9,000 people from business areas that were 
slowing, such as our out-of-home food business, to teams 
experiencing high demand like those producing personal 
hygiene products. More than 20,000 of our people used Flex, 
our internal digital talent marketplace, to match their skills 
and capacity with business-critical demand in other areas 

of the organisation. As well as Flex, we’re using an external 
marketplace to quickly access skilled labour from companies 
in sectors facing low demand, such as aviation and hospitality. 

We’re also increasingly embedding ‘Agile’ ways of working. 
Guided by our internal coaches and our new Agile Centre of 
Excellence, teams at all levels of our business are adopting 
new practices, including our ULE. These practices are helping 
us make better and faster decisions, innovate at pace and 
adjust quickly to changing consumer demand. A 10% jump 
in our October UniVoice scores on our speed of response 
indicates that we are making progress, although with this 
score still at 60%, there’s much to be done. In response, 
we’re simplifying everyday processes, prioritising and using 
technology to improve speed and efficiency. 

Protecting wellbeing

Even though our UniVoice survey in October showed a 9% 
increase (to 82%) in people who feel Unilever cares about their 
wellbeing, we know we need to do more to support our people 
to ensure their physical and mental wellbeing. We also know 
that people are working longer hours and coping with more 
distractions at home.

This year, more of our people used our employee assistance 
programmes, available to every single Unilever employee and 
in many instances their family, with a particular increase in 
family members engaging with our mental health support. 
Our online employee support also rose by a third in the year. 
We started gathering insights weekly through online and SMS 
health checks to help us quickly identify any areas of concern, 
such as domestic abuse or burnout. We responded to the rise 
in reported domestic abuse during lockdowns by giving people 
specific training in how to handle this. 

Our people have been our 
absolute priority throughout 
2020, and because of them 
we’ve been able to meet 
the needs of consumers and 
grow our business. 

Leena Nair 
Chief HR Officer 

https://admiralgroup.co.uk/sites/default/files_public/annual-report/2021/03/2020-full-year-results-annual-report.pdf#page=58 
https://www.unilever.com/Images/annual-report-and-accounts-2020_tcm244-559824_en.pdf#page=16 
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AlignmentIntroduction

Non-financial performance 
impacting reward

Despite many companies now taking 
a balanced approach to performance 
assessment, non-financial metrics do not 
always align to strategy or flow through to 
directors’ rewards. KPIs can be difficult to 
identify and remuneration targets are often 
not very transparent. In some cases they are 
not even disclosed, companies usually citing 
commercial sensitivity as the reason. That said, 
almost two-thirds (64%) now factor some non-
financial metrics in directors’ rewards.

Customers and clients
We aim to build trust by offering innovative products and 
services, with an excellent customer and client experience, 
such that customers and clients are happy to recommend 
us to others.

Colleagues
We promote and maintain a diverse and inclusive workforce 
in which colleagues of all backgrounds are treated equally 
and supported to achieve their potential within  
a positive, values-based culture.

Society
We manage the environmental and societal impact of our 
business, making decisions that provide all our stakeholders 
with access to a prosperous and sustainable future.

Investors
Our ambition is to generate attractive and sustainable 
returns through the economic cycle. We measure our 
progress through our Group financial targets.

Barclays UK Net Promoter Score (NPS®)a Consumer, Cards and Payments US customer digital engagement
%

Barclays UK complaints excluding PPI 
%

Corporate and Investment Bank revenue ranks and market shares
#,%

+15

+18

+17

2020

2019

2018

The NPS is a view of 
how willing customers 
are to recommend our 
products and services 
to others.

71.4 71.0 69.4

201820192020

Metric shows percentage 
of digitally active CC&P 
US consumers.

-32

-6

-9

2020

2019

2018

We received a signi�cant volume of 
PPI-related claims leading up to the 
FCA deadline of 29 August 2019. 
As such, the underlying trend provides 
a more meaningful comparison.

4.2

#6
#7
#6
#6
#7
#74.1

4.3
4.2

4.9
3.6

2020

2019

2018

Markets global revenue 
ranking and share 
(Coalition Greenwich)b

Banking global fee ranking 
and share (Dealogic)c

Demonstrating our 
performance vs peers.

Colleague engagement
%

Females at Managing Director and Director level
%

“I would recommend Barclays as a good place to work”
%

“I believe that my team and I do a good job of role modelling 
the Values every day”

83

77

79

2020

2019

2018

This is a measure 
derived from our nine 
engagement questions 
in the Your View survey.

26

25

24

2020

2019

2018
Metric re�ects % of females at 
Managing Director and Director 
level within Barclays.

87

80

83

2020

2019

2018
A question in the Your View 
employee survey that measures 
colleague advocacy.

94

92

93

2020

2019

2018

A question from the Your View 
employee survey showing colleagues’ 
connection to the Barclays Values 
which underpin the desired culture.

Social and environmental financing
£bn

Operational carbon emissions
tonnes CO2 equiv.

LifeSkills – Number of people upskilled in the UK per year
million

Connect with Work – Number of people placed into work globally

2020

2019

2018

Financing in 
select social and 
environmental 
segments aligned to 
Barclays sustainable 
impact framework.

60.9

34.8

28.5

2020

2019

2018

Emissions generated 
from Barclays’ branches, 
o�ces and data centres, 
including all indirect 
emission from electricity 
consumption.

83,071

113,363

286,599

2020

2019

2018
Number of people participating in 
the Barclays LifeSkills programme 
focused on employability skills.

2.33

2.31

2.30

 49,700
2019: 66,600

Number of people placed into
work following training provided
by Barclays Connect with Work
partner organisations.

Common Equity Tier 1 (CET1) ratio
%

Operating expensesd,e

£bn
Cost: income ratiod

%
Group return on tangible equity (RoTE)d

%

15.1

13.8

13.2

2020

2019

2018
Group target:
CET1 ratio in the 
range of 13-14%.

13.7 13.6 13.9

201820192020

Group operating expenses 
increased 1% to £13.7bn, 
including £0.4bn of structural
costs actions and additional 
COVID-19 related costs. 
Cost discipline and 
maximizing e�ciencies 
remain a priority.

63

63

66

2020

2019

2018
The Group targets a cost: 
income ratio below 60% 
over time.

3.4

9.0

8.5

2020

2019

2018

RoTE excluding litigation and 
conduct was 3.4% due to lower 
pro�t before tax including 
materially higher credit impairment 
charges relating to the COVID-19 
pandemic and higher operating 
expenses, partially o�set 
by favourable income.

Key performance indicators 
We analyse a broad range of financial and non-financial measures to 
make sure our strategy is working. Ultimately, the experience of our 
stakeholders is the key indicator as to whether we are succeeding.

Enabling 
us to adapt 
and deliver
We use a number of sources to assess our 
performance and provide a balanced review 
of performance during the year. 

Financial targets and strategic non-financial 
performance measures are also linked to the 
way we pay our colleagues, including at executive 
management level.

This approach means we are better able to deliver 
positive and sustainable results for our stakeholders, 
while at the same time maintaining flexibility for our 
businesses to adapt in a fast-moving world.

We consider a range of metrics across all stakeholder 
groups and continuously assess whether new 
measures should be added or removed from our 
dashboards. For example, in recent years digital 
engagement and related customer satisfaction scores 
have become increasingly important.

Key measures used in our 2020 assessment include 
the metrics reported on this page, and in the broader 
discussion of our performance on the subsequent 
pages of this report.

See our divisional reviews 
on pages 25 to 31

See our people and culture 
on pages 33 to 37

See our society and environment 
on pages 39 to 43

See our summary financial review 
on pages 45 to 47
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Annual  
bonus

2018-2020 LTIP
Long Term Incentive Plan

Jes Staley

 £843k
38.6% of maximum

Jes Staley

 £541k
23.0% of maximum

38.6% 23%

Tushar Morzaria

 £573k
38.6% of maximum

Tushar Morzaria

 £364k
23.0% of maximum

38.6% 23%

Annual bonus  
performance  
measures (% weighting)

LTIP  
performance  
measures (% weighting)

Financial (60%)
Profit before tax excluding  
L&C and other material items 
(50%)

Financial (70%)
RoTE excluding material  
itemsb (50%)

0% 0%

Cost: income ratio excluding  

L&C and other material itemsa 
(10%)

Cost: income ratio 
excluding material itemsa, b  (20%) 

61% 0%

 
Strategic non-financial (20%)

 
Risk Scorecard (15%)

78% 80%

Personal objectives (20%)
Jes Staley

Strategic non-financial (15%)

85% 73%

Tushar Morzaria

85%

Notes
a  £368m of structural cost actions and £95m spend to date of Barclays’ Community 

Aid Package are treated as material items and excluded from 2020 CIR.
b  Material items include litigation and conduct in 2018, 2019 and 2020 (including PPI 

and settlement with regard to Residential Mortgage-Backed Securities (RMBS))

Executive Directors:  
remuneration outcomes

Jes Staley
£m

£5.93m

£8.10m

£4.01m2020

2019

Max

Fixed Pay
Pension and bene�ts

Annual bonus
LTIP

Tushar Morzaria
£m

£3.97m

£5.53m

£2.77m2020

2019

Max

Fixed Pay
Pension and bene�ts

Annual bonus
LTIP

Executive Directors:  
share ownership

Jes Staley
Date of appointment:  
1 December 2015
£000a 

Tushar Morzaria
Date of appointment:  
15 October 2013
£000a 

7,268

5,476

Actual

Requirement

5,065

3,696

Actual

Requirement

Note
a  As at 31 December 2020 based on Q4 2020 average share price of £1.2677
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Strategic non-financial (20% weighting)
Progress in relation to each of the strategic non-financial measures, organised around three main categories, was assessed by the Committee. Within 
each of the three categories, the overall outcome was assessed based on the following scale: 0% to 1% Behind track on most measures, 1.5% to 3% 
Slightly behind track on most measures, 3.5% to 5.5% On track or slightly ahead of track for most measures, and 6% or 7% Ahead of track on most 
measures. On this basis, the Committee agreed an overall outcome of 15.5% out of a maximum of 20%. The detail supporting this assessment is 
provided in the table below:

Customers and clients

Measure Criteria Performance Commentary Outcome

Net promoter  
scores® (NPS)

Improve

Barclays UK: +19

Barclaycard UK: 
+12

US Consumer 
Bank: +35

Barclays UK: +15 (2019: +18)
■■ Relative position improved 

to 5th (2019: 7th)
Barclaycard UK: +8 (2019: +11)

■■ Relative position improved 
to joint 3rd (2019: 4th) 

US Consumer Bank: +35 
(2019: +33)

(Source; NICE Satmetrix Survey)

■■ NPS scores across the UK market have softened during 
the pandemic

■■ While reduced, Barclays UK NPS is less impacted than for 
the majority of peers with relative position for Barclays 
UK and Barclaycard UK improving

■■ The NPS for the US Consumer Bank in 2020 was +35, 
demonstrating an increase on our 2019 score

On track

Complaints Reduce UK 
customer 
complaints

Down 32% excluding PPI in 
Barclays UK

■■ Reduction in customer complaints observed before and 
during the pandemic – driven by both by the pandemic 
itself and by robust management actions

On track

Digital Increase digital 
engagement

Barclays app users: 9.2m 
(2019: 8.4m)

Consumer, Cards & 
Payments US digital 
engagement: 71.4% 
(2019: 71.0%)

■■ Made significant improvements to our Barclays apps, 
including enhanced payment alerts and the ability to see  
itemised receipts 

■■ Designed and executed a digital application system to 
facilitate delivery of UK Government’s business support 
schemes within days 

■■ Consumer, Cards & Payments US digital engagement up 
slightly from 2019

On track

Global Markets 
revenue ranking 
and share

 
Maintain client 
rankings and 
increase market 
share

6th (maintained since 2019)

Fee share increased to 4.9% 
(2019:4.3%)

■■ Global revenue ranking maintained at 6th 
(Source: Coalition Greenwich, Preliminary FY20 Competitor 
Analysis. Market share represents Barclays share of the  
Global Industry Revenue Pool. Analysis based on Barclays 
internal business structure and internal revenues.)

■■ Fee share increased during the year

Ahead of 
track

Global Banking 
fee ranking 
and share

Fee share 3.6% (down from 
4.2% in 2019) 

7th (down from 6th in 2019)

■■ Strongest Banking fees since 2014
■■ Decrease in Global Fee Rank largely attributable to decline 

in activity in historically strong sectors for Barclays
(Source: Dealogic for the period covering 1 January to 31 
December 2020)

Slightly 
behind 
track

Supporting 
customers and 
clients during 
COVID-19

Put financial 
resilience to use 
in supporting 
customers and 
clients

Facilitated c.£27bn in 
lending to British businesses

Over 650 branches 
remained open throughout 
the pandemic

More than 680,000 payment 
holidays provided to 
customers

■■ Barclays UK lent equivalent of four years of traditional 
lending volumes in less than 12 months to British 
businesses under the Bounce Back Loan and 
Coronavirus Business Interruption Loan Schemes

■■ Helped corporate clients in Barclays International raise in 
excess of £15.1bn under the UK Government’s lending 
schemes 

■■ Helped corporate clients and governments raise billions 
to strengthen their balance sheets (underwriting c. £1.5 
trillion of new issuancea)

Ahead of 
track

Total customers and clients: 5%

Note
a Across Equity and Debt Capital Markets in Q220-Q420.

CRH annual report p18 –19

View the full report (PDF)

Barclays annual report p22–23, 111, 119

View the full report (PDF)

One of the best examples can be found in 
Barclays’ report. It includes a stakeholder-
focused KPI dashboard, which then links 
through to directors’ remuneration. 20% of 
executives’ annual bonuses relate to a complex 
matrix of stakeholder-focused measures, a 
detailed breakdown of which is contained in 
the remuneration report. 

CRH also includes a KPI dashboard, leading 
with non-financial measures that clearly link 
across to its sustainability strategy and also 
partly drive directors’ remuneration. Again, 
20% of annual bonus is related to non-financial 
measures, of which COVID-management, 
safety and strategy are all highlighted and 
discussed in some detail.

CRH uses a number of financial and non-financial Key Performance Indicators (KPIs) to measure 
performance across our business. KPIs are a consistent feature of how we operate and fundamental  
to how we track progress towards achieving our strategic objectives.

We believe sustainability and corporate social responsibility are fundamental to CRH being the leading 
building materials business in the world. We understand that a strong sustainability performance is a 
key driver in a competitive market and can lead to increased business opportunities. We are committed 
to reporting on the breadth of our sustainability performance. A selection of KPIs relating to three of our 
sustainability priority areas are below:

Sustainability Performance

1. CO2 emissions subject to final verification under the European Union Emissions Trading Scheme (EU ETS). CO2 emissions data includes Scope 1 2020: 32.4m tonnes (2019: 33.9m tonnes, 
2018: 35.4m tonnes,) and Scope 2 2020: 2.6m tonnes (2019: 2.6m tonnes, 2018: 2.7m tonnes) emissions. Scope 1 and Scope 2 emissions are as defined by the World Resources Institute 
Greenhouse Gas Protocol.

2. Please refer to page 23 for further information on inclusion and diversity, including additional indicators.

Measuring Performance

People

What do we measure?
We are committed to building 
an inclusive and diverse 
organisation. We measure 
a range of KPIs in the area, 
including the percentage of 
females in senior management.

How did we do?
The percentage of females 
in senior management 
increased in 2020 and as at 
31 December 2020, 42% 
of the Directors of CRH plc 
were female.

Our focus for 2021
We continue to focus on 
increasing the share of females 
in senior management as we 
work towards our 2030 target 
for 33% females in senior 
leadership. 2018

10%

2019
11%

2020
13%

13%

% Females in Senior Management2

94%

2020

Safety

94%

What do we measure?
A strong safety culture is a 
key element of our business 
strategy. We measure a wide 
range of health and safety 
KPIs including the percentage 
of locations that had zero 
accidents.

How did we do?
We leveraged our strong 
culture of safety to ensure 
we quickly adapted to 
new ways of working to 
mitigate against the risk of 
COVID-19. We continued to 
achieve a high level (94%) 
of zero accident locations. 

Our focus for 2021
Continued focus on 
supervision, contractor 
management, energy 
safety and consequence 
management, with the overall 
aim of realising a culture of 
safety and wellness while 
working towards zero harm.

2019
94%

2018
94%

% Zero-Accident Locations

Environment

What do we measure?
Energy efficiency and carbon 
reduction are imperatives.  
We measure direct and indirect 
CO2 emissions as well as 
specific indicators of efficiency, 
including progress towards 
targets.

How did we do?
We continued to focus on 
lowering the carbon footprint of 
our operations and products. Our 
kg CO2/$ increased slightly in 
2020 despite total CO2 emissions 
decreasing. We met our 2020 CO2 
reduction commitment in 2019 
and 2020 specific emissions were 
573 kg CO2/tonne cementitious 
product (2019: 590 kg). 

Our focus for 2021
As we work towards achieving 
carbon neutrality along the 
cement and concrete value 
chain by 2050, we continue to 
focus on our 2030 target of a 
33% reduction in specific net 
CO2 emissions to 520kg CO2/
tonne cementitious product, 
compared with 1990 levels. 

1.3kg/$ 
Revenue 2018

1.2kg/$

2019
1.2kg/$

2020
1.3kg/$

Greenhouse Gas Emissions1 Scope 1 and Scope 2 CO2 Emissions (kg/$ Revenue)

1918

As part of our strategic focus on continuous improvement, CRH uses financial KPIs to measure our 
progress and foster positive performance behaviour. A selection of KPIs relating to four of our financial 
priority areas are below:

Financial Performance

* EBITDA is defined as earnings before interest, taxes, depreciation, amortisation, asset impairment charges, profit on disposals and the Group’s share of equity accounted investments’ profit after tax.
1.  EBITDA (as defined)* Net Interest Cover is a non-GAAP measure as defined on page 215. The GAAP figures that are most directly comparable to the components of EBITDA (as defined)* 

Net Interest Cover include: profit after tax: $1,165 million (2019: $1,647 million), finance costs: $389 million (2019: $387 million) and finance income: $nil million (2019: $22 million). Details of how non-GAAP 
measures are calculated are set out on pages 213 to 217.

2. Operating cash flow refers to net cash inflow from operating activities as reported in the Consolidated Statement of Cash Flows on page 136.

10.1%

2020

Value Creation

What do we measure?
RONA is a measure of 
pre-tax and pre-impairment 
returns through excellence in 
operational performance.

How did we do?
RONA at 10.1% in 2020 
reflected continued 
enhancement of operating 
efficiencies and improved  
profit margins despite a 
challenging backdrop.

Our focus for 2021
Improving RONA through 
effective margin management, 
continued enhancement 
of operating efficiencies    
and tight working capital 
management.

2019
10.0%

2018
9.9%

10.1%

Return on Net Assets (RONA) 

Dividends PaidShares Re-purchased

What do we measure?
Among a range of measures 
of shareholder returns, we 
measure cash returned to 
shareholders each year. This 
includes dividends paid during 
the year and additional cash 
returned to shareholders 
through our share buyback 
programme. 

How did we do?
Our share buyback programme 
returned a further $0.2 billion 
to shareholders in addition to 
dividends of $0.7 billion paid 
during the year. Since formation 
in 1970, CRH has delivered 
a compound annual total 
shareholder return of 15.1% 
(2019: 15.6%).

Our focus for 2021
We will continue our focus on 
improving performance, growing 
our business and creating value. 
A final dividend of 93.0c was 
recommended by the Board,  
a 25% increase on 2019’s  
full year dividend.

$0.9bn
2019

$0.7bn

$1.6bn

$0.9bn

2020
$0.7bn

$0.9bn

$ 0.2bn

2018
$0.6bn

$1.5bn

$0.9bn

Shareholder Returns Cash Paid to Shareholders

What do we measure?
A measure of cash flows 
generated to fund organic and 
acquisitive growth, dividends to 
shareholders, share buybacks 
and debt repayment.

How did we do?
OCF was slightly ahead 
(+1%) in 2020 due to strong 
cash generation, prudent 
management of working capital 
and other cash flows.

Our focus for 2021
Continued focus on prudent 
management of working 
capital and other cash flows to 
maintain strong operating cash 
flows in 2021.

2018
$2.2bn

2019
$3.9bn

2020
$3.9bn

$3.9bn

Cash Generation Operating Cash Flow (OCF)2

2019

2020

2018

What do we measure?
EBITDA (as defined)* Net 
Interest Cover is a measure of 
financial liquidity and capital 
resources which underpins 
investment-grade credit ratings 
and the ability to access 
finance.

Our focus for 2021
Maintain financial discipline 
to ensure Net Interest Cover 
remains strong. We remain 
committed to maintaining 
our investment-grade credit 
ratings.

12.3x

10.6x

11.9x

Financial Discipline EBITDA (as defined)* Net Interest Cover1

How did we do?
EBITDA (as defined)* Net Interest 
Cover was 11.9x in 2020 due to 
lower finance income, despite 
similar finance costs and higher 
EBITDA (as defined)*. Net Debt/ 
EBITDA (as defined)* was 1.3x 
a marked improvement on 2019 
(2019: 1.7x) reflecting robust 
financial discipline. 

11.9x

2020 Annual Report and Form 20-F

1918

1515

64% 
link directors’ annual bonuses to  
non-financial metrics

16%
link directors’ long-term incentives  
to non-financial metrics

https://www.crh.com/media/3532/crh-annual-report-2020.pdf#page=20
https://home.barclays/content/dam/home-barclays/documents/investor-relations/reports-and-events/annual-reports/2020/Barclays-PLC-Annual-Report-2020.pdf#page=24 
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A couple of other companies take a slightly 
different approach, linking all aspects of their 
corporate narrative to show how purpose 
ultimately leads to reward. AstraZeneca’s 
purpose has a distinct societal benefit but also 
links demonstrably to the first two pillars of its 
corporate strategy concerned with ‘therapy 
area leadership’ and ‘innovative science’. KPIs 
attached to these objectives then feed into 
directors’ reward packages.

Anglo American is explicit in making this link 
by including a purpose-to-reward graphic. 
It links stakeholder outcomes to its purpose, 
with values, strategy, KPIs and remuneration. 
It also references its strategic, innovation-
led sustainable mining plan, FutureSmart 
Mining, which explains how it intends to drive 
purpose for all stakeholder groups through 
development of new mining practices and 
technologies. It is one of the best examples 
of setting purpose in context as well as 
presenting a consistent corporate narrative 
across channels and demonstrating how static 
content can be brought to life online using 
compelling video and animation.

Companies have to start somewhere on 
non-financial targets; however, setting such 
measures can be challenging and have 
unintended consequences. That said, there is 
evidence that inclusion of softer targets can 
help to drive initiatives. For example, Pearson 
launched a company-wide learning initiative 
this year, with metrics around this forming 

Anglo American annual report p8–9

View the full report (PDF)

Anglo American website 

View the website

part of the CEO’s remuneration package 
– perhaps helping to contribute to its swift 
implementation? Although caution must be 
applied in terms of rewarding executives based 
on subjective or ambiguous non-financial 
measures, it is positive to see more companies 
balancing short-termist profitability measures 
with targets that may be harder to measure but 
are more likely to drive longer-term value for all. 
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Innovation

People

Purpose
Re-imagining 

mining to improve 
people’s lives

Purpose to Value
Guided by our Purpose – re-imagining mining to improve people’s 
lives – our strategy is to secure, develop and operate a portfolio 

of high quality, long life resource assets. We then apply innovative 
practices and technologies in the hands of our world class people to 

deliver sustainable value for all our stakeholders.

Our Values
Anglo American’s Values and behaviours are at the heart of everything we do. Guided by our Purpose 
and our Values, we enable high performance and purposeful action. Our Values and the way in which 

we, as individuals, are expected to behave are the foundation of our Code of Conduct.

Our strategy

The quality and long life of our mineral assets 
are the foundations of our global business.

We actively manage our asset portfolio 
to improve its overall competitive position, 

providing products that increasingly support 
a fast-growing population and a cleaner, 

greener, more sustainable world.
For more on Portfolio

See pages 20-27

Across every aspect of our business, we are 
thinking innovatively about how we work to 
ensure the safety of our people, enhance 

our sustainability performance, and deliver 
industry-leading margins and returns. We are 

developing a replicable model of differentiated 
practices and capabilities that is designed to 
deliver superior value to all our stakeholders 

from assets that are in our hands.
For more on Innovation

See pages 28-41

Our people are critical to all that we do: we create working environments 
and an inclusive and diverse culture that encourages and supports high 

performance and innovative thinking. The partnerships we build, both 
within Anglo American and with our stakeholders – locally and globally – 
are central to maintaining our regulatory and social licences to operate 

and our sustained commercial success.
For more on People

See pages 42-49

Capital allocation
Underpinning our strategy, we have a value-focused 

approach to capital allocation, with clear prioritisation.

For more on Capital allocation
See pages 50-51

Measuring delivery 
of our strategy
We track our strategic 
progress holistically – spanning 
non-financial and financial 
performance – and throughout 
the year using KPIs that are based 
on our seven pillars of value:

Safety and health
To do no harm to our 
workforce

Production
To sustainably produce 
valuable product

Cost
To be competitive by 
operating as efficiently 
as possible

Financial
To deliver sustainable returns 
to our shareholders

Environment
To minimise our impact 
on the environment

Socio-political
To partner in the benefits of 
mining with local communities 
and government

People
To create a sustainable 
competitive advantage 
through capable people and 
an effective, purpose-led, 
high performance culture

For our KPIs
See pages 58-59

Delivering sustainable value for all our stakeholders

Balanced reward
Anglo American’s directors’ remuneration policy is designed to encourage 
delivery of the Group’s strategy and creation of stakeholder value in a 
responsible and sustainable manner, aligned to our Purpose. 

The main elements of the remuneration package are basic salary, annual 
bonus and Long Term Incentive Plan (LTIP).

For more on remuneration, see pages 123-147

For more on stakeholder engagement, see page 13
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We are always seeking new ways in which 
to accelerate delivery of our growth through 
innovation strategy. 

KPI key

  New in 2020

  Used for remuneration 
of Executive Directors

  Denotes a scale break.

Our KPIs and remuneration 
Our KPIs are aligned to our strategic priorities 
and are the indicators against which we 
measure our productivity and success. 

A number of the KPIs used in this section are 
used to measure the remuneration of Executive 
Directors and allow us to disclose aggregated 
targets without disclosing sensitive commercial 
information at the individual KPI level. Any 
variances between the KPI and values used in 
determining remuneration are explained in the 
Directors’ Remuneration Report from page 140. 
Other indicators used are now included in 
Performance in 2020 from page 24.

From 2021, a metric focusing on the delivery 
of our Ambition Zero Carbon commitments 
will be included in our executive incentive 
arrangements, to underline the importance we 
place on eliminating our Scope 1 and Scope 2 
greenhouse gas emissions by 2025.

Accelerating in the ‘next normal’
The world around us continues to change, 
including, in 2020, the biggest health crisis 
in a generation. Recognising this, and in line 
with our Values, we invited employees to 
participate in a crowdsourcing event 
– COVID-19: Now & Next. This provided an 
opportunity to share perspectives, thoughts 
and ideas to support the delivery of our 
strategy and enable us to emerge stronger 
from the pandemic. Almost half our employees 
participated and more than 12,000 people 
from across 47 countries contributed ideas, 
reactions and comments. 

Effective delivery of our strategic pillars will help us achieve our financial targets. We aim to 
deliver great medicines to patients while maintaining cost discipline and a flexible cost base, 
driving operating leverage and increased cash generation.

We wish to maintain a progressive dividend policy and a strong balance sheet.

Following the event, suggestions were 
reviewed and prioritised, contributing to 
recommendations covering the following areas: 

 > healthcare delivery
 > future of R&D
 > digital foundations
 > organisation of the future
 > supply chain.

These recommendations were considered by 
the Senior Executive Team and Board, and are 
reflected further on the following pages.

  For more information, 
see the Directors’ 
Remuneration Report 
from page 140.

with technology, digital and data, and 
advancing more cutting-edge science. 
They are accompanied by our unwavering 
commitment to being a trusted partner for 
all our stakeholders, having a positive impact 
on society, and being an indispensable ally 
in the quest to meet rising global demand for 
effective healthcare. Those priorities are:

As outlined in Business Model and Life-cycle 
of a Medicine from page 8, the fundamentals 
of our science-led, patient-focused value 
proposition endure. In furtherance of this, 
our strategic priorities support delivery of 
our growth through innovation strategy. 
They include a focus on embedding a 
patient-centric business model and culture 
to incorporate patient insights, doing more 

Achieve Group Financial Targets

1.  Accelerate  
Innovative Science

 2.  Deliver Growth  
and Therapy  
Area Leadership

 3.  Be a Great  
Place to Work
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Our Strategy and 
Key Performance 
Indicators

AstraZeneca annual report p18

View the full report (PDF)

https://www.angloamerican.com/~/media/Files/A/Anglo-American-Group/PLC/investors/annual-reporting/2021/aa-annual-report-full-2020.pdf#page=10 
https://www.angloamerican.com/about-us/our-purpose 
https://www.astrazeneca.com/content/dam/az/Investor_Relations/annual-report-2020/pdf/AstraZeneca_AR_2020.pdf#page=20 
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With ESG (environmental, social and 
governance) factors now firmly on 
the corporate agenda, sustainability 
strategies are increasingly at the 
heart of the way companies do 
business, while being placed front 
and centre in communications.

Sustainability and corporate strategy  
take equal footing

Given the greater balance between delivering 
financial and societal value already identified, 
it is positive to see that in some cases 
sustainability is being considered on a par 
with ‘traditional’ business strategy – at least in 
terms of prominence in disclosure. That said, 
surprisingly, 16% still do not have a sustainability 
strategy, although where this was noted 
companies often stated this as a future priority.

Rather than shoehorning sustainability progress 
into a discrete section at the back of the annual 
report, some companies are starting to put their 
sustainability strategies front and centre, and 
talking about them in a different way.

The pandemic has accelerated the already 
significant attention on environmental and 
social concerns, with calls to #buildbackbetter 
marking a unique generational opportunity 
for change. 

ESG firmly on board agendas

For business, a strong indicator of the 
increasing prominence of sustainability and 
ESG is the level of focus placed on it by boards. 
Over half (52%) of companies reviewed 
now have a dedicated sub-committee 
for sustainability in place, in some guise 
or other, including, but not exhaustively: 
Ethics and Corporate Responsibility; Health, 
Safety and Environment; and Reputation 
and Responsibility. 

Those without sub-committees identified 
other changes to help boards get to grips 
with sustainability issues. For example, Segro 
and International Workplace Group discuss 
how they have designated responsibility for 
sustainability issues to a specific non-executive 
director to ensure appropriate oversight. A 
notable number of companies also discussed 
additional steering and working groups at an 
operational level.

52%
have a board committee specifically 
dedicated to an aspect of sustainability

Responsible business

Sustainability  
becoming  
synonymous  
with strategy
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Up to June 2020 Up to February 2021 2021 focus

Review of strategic 
progress and look 
ahead to the next 
strategic plan 
As part of our strategic cycle, 
the Board and Executive 
Management team attend an 
annual two-day strategy meeting. 

In June 2019, the Board 
discussed how recent and 
expected trends across customer 
behaviours, technology and 
competition pointed to a 
narrowing of scenarios for the 
banking sector’s longer-term 
evolution. In addition, the Board 
considered the key societal and 
environmental challenges facing 
the UK and the Group’s role in 
addressing them.

These assessments led to 
the identification of the 
key emerging priorities for 
the next strategic plan. 

Development of high-
level strategic options 
with Helping Britain 
Recover at their heart
While these priorities remain 
relevant for the Group’s 
long-term strategic focus, the 
significant impacts of COVID-19 
on the UK and our stakeholders, 
have become the most important 
drivers of our shorter-term 
response and strategic priorities. 

In light of this, the Board and 
Executive Management team 
agreed in June 2020 that the 
Group's purpose should be firmly 
embedded at the heart of our 
strategy, with our immediate 
focus on Helping Britain Recover 
framing our strategic plan for 
2021 as well as the associated 
priorities regarding our customer 
propositions, colleagues and 
Group capabilities.

Finalisation of strategy  
and communication
Teams across the Group then 
helped translate these priorities 
into more detailed initiatives, 
ensuring that Helping Britain 
Recover remains the key focus.

At an extended Board session 
in November, attended by 
both the then incumbent and 
incoming Chair, these initiatives 
were subsequently discussed 
in the context of the investment 
required in 2021 and the Group’s 
longer-term financial plan. 

Since then, the Board have 
supported the development of 
detailed plans, with measurable 
outcomes designed to support 
successful delivery and mitigate 
execution risks, as well as the 
communication approach for  
our evolution of strategy. 

Building the UK's 
preferred financial 
partner
Over the following pages, we 
outline our strategic priorities for 
2021 and beyond, and how they 
have both been shaped by and 
will be instrumental in Helping 
Britain Recover.

Strategic review 2021: Building the UK's preferred financial partner

Our next chapter

Our strategic planning process
We regularly review our strategy in light of our 
changing operating environment to ensure that 
our focus remains the right one for our customers, 
colleagues, shareholders and broader society. Over 
the past two years we have considered how we 
can build on the Group’s successful transformation, 
with a defining purpose further embedded in a 
refreshed strategy that can be at the heart of Britain’s 
recovery while delivering enduring value to all our 
stakeholders.

Why the change? 
Since 2011, we have significantly transformed our 
business for the benefit of our customers and other 
key stakeholders, while also positioning us well to 
succeed in a digital world. We are not complacent, 
however, and recognise that we need to continually 
evolve in response to increasing customer and 
societal expectations, new technologies and a 
rapidly changing competitive environment. Most 
importantly, we also recognise that we have a critical 
role to play in Helping Britain Recover from the 
COVID pandemic.

Up to June 2019

Strategic report
Financial results

G
overnance

Risk m
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Financial statem
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Strategic Review 2021  
Lloyds Banking Group is a customer focused, 
sustainable, efficient and low risk UK financial services 
leader with the clear purpose of Helping Britain 
Prosper. The next phase of our strategy, Strategic 
Review 2021, is focused on Helping Britain Recover 
and further enhancing our core capabilities.

Through this approach, which is focused on near 
term execution and underpinned by our longer 
term strategic vision, we are aiming to capture the 
co-ordinated growth opportunities available to us 
in our two core business areas by creating the UK's 
preferred financial partner for personal customers 
and the best bank for business.

Strategic Review 2021 builds on our core capabilities 
and the strong foundations from previous strategic 
reviews, reinforcing our customer focus. We have 
made significant progress in recent years, leveraging 
the unique strengths and assets of the Group, 
including our purpose driven and customer focused 
business model, our low risk approach to business, 
our market leading efficiency and our leading  

multi-channel propositions including the largest 
digital bank and branch network in the UK. This has 
created the platform for Strategic Review 2021.

The UK’s preferred financial partner  
Through delivery of the strategy we intend to 
create the preferred financial partner for personal 
customers and the best bank for business. Delivery 
of our customer-centric ambitions will be supported 
by accelerating the Group’s transformation, with 
particular focus on four capabilities:

  Delivering a modernised technology 
architecture 
  Building an integrated payments platform
  Creating a data-driven organisation 
  Implementing reimagined ways of working 

Our superior cost structure has enabled us to 
maintain high levels of strategic investment. We will 
invest around £0.9 billion this year to support the 
Strategic Review 2021 initiatives and the long-term 
strength of the business.

Enhancing
our

Capabilities

Building the UK’s preferred financial partner

Known for its purpose of ‘Helping Britain 
Prosper’, this year Lloyds has reset its strategy 
around ‘Helping Britain Recover’. This includes 
a set of purpose-led priorities focused on 
social, environmental, customer and economic 
aspects, which appear alongside, but distinct 
from, its ‘corporate strategy’. Although not 
badged as such, it is effectively a sustainability 
strategy at the heart of the company’s plans. In 
fact, giving the programme an overarching title 
helps to remove the traditional barriers around 
‘sustainability’ and ‘business’ strategy, as well 
as making it a more compelling proposition for 
internal and external communications. 

Interestingly, while Lloyds approaches 
strategic thinking in a holistic way, it then 
caters for audience-specific requirements in 
its reporting, organising data in the ESG report 
around material issues, stating ‘we aim to 
report in an integrated way to reflect the way 
we operate, while retaining separate sections 
for our environmental and social performance 
for ease of reference’.

Unilever places its purpose, ‘To make 
sustainable living commonplace’, at the heart 
of its corporate strategy, while setting out 
sustainability priorities under eight areas. And 
the third strand of GSK’s corporate strategy 
focuses on ‘Trust’, which encompasses all of its 
sustainable business priorities.

Pearson is another company that has launched 
a new sustainability strategy. Similarly, this has 
been given equal, if not greater, prominence 
than the company’s corporate strategy, 
demonstrating a strong commitment by the 
business towards an integrated approach.

Lloyds Banking Group Environmental, Social and Governance Report 2020   2

Our reporting is evolving 
This is our first Environmental, Social and Governance (ESG) 
Report. We have noted a shift in stakeholders increasing  
their focus on ESG performance when assessing the overall 
success of a company. We have listened to our investors’  
and stakeholders’ feedback, to make this document a more 
useful tool for understanding and engaging with our ESG 
performance for all of our stakeholders, including shareholders.
This means we are responding more clearly to the key ESG  
topics which emerged during our 2020 materiality exercise,  
while reporting back on the progress of our Helping Britain 
Prosper Plan.

We have continued to review and enhance 
our methodologies and framework for 
reporting our ESG performance. This 
review has taken into account a range of 
industry guidelines including the Task Force  
for Climate-related Financial Disclosures 
(TCFD), the Principles for Responsible 
Banking (PRB), the Global Reporting 
Initiative (GRI) and the Sustainability 
Accounting Standards Board (SASB). We 
will continue to engage with the emerging 
World Economic Forum ESG reporting 
metrics and the development of these 
disclosure standards.

Scope of this report
The report covers the period from  
1 January to 31 December 2020 and,  
where relevant to performance, refers  
to activities and events before and after 
this period.

Assurance
Deloitte LLP has provided limited 
assurance over selected environmental 
and social key performance indicators. 
The assurance statement can be found  
on pages 99 and 100 of this report.

About this report

Additional links

  Lloyds Banking Group SASB Index

  Lloyds Banking Group GRI Index

  Lloyds Banking Group PRB Self-
Assessment Template

  Our Responsible Business 
Downloads Centre

  Our Investor Relations ESG 
webpage

  Our 2021 ESG Investor 
Presentation 

  Lloyds Banking Group 2020 
Annual Report and Accounts 

  Lloyds Banking Group 2020 
Gender Pay Gap Report

  Lloyds Banking Group 2020 
Ethnicity Pay Gap Report

  Lloyds Banking Group UN Global 
Compact Communication 

  Our Helping Britain Prosper Plan 

  The Big Conversation – Helping 
Britain Recover Report 

The below symbols indicate 
which underlying areas of ESG 
performance support our societal 
ambitions. Our 2020 environmental 
and social performance in each of 
these areas is discussed in more 
detail in this report.

Selected disclosures related to 
good governance practices that 
support conducting our business in 
a responsible manner are included 
in this report. Further disclosures 
related to the governance of the 
Group can be found in the 2020 
Annual Report and Accounts.

E  Environmental 
Our environmental indicator relates 
to areas of our performance which 
have an environmental impact.

S  Social 
Our social indicator relates to areas 
of our performance in respect of our 
management of relationships with 
employees, suppliers, customers and 
the communities within which  
we operate.

G  Governance 
Our governance indicator relates to 
areas of performance that support 
good governance practices and 
facilitate Lloyds Banking Group being 
considered a responsible business.

  Helping Britain Prosper  
priority areas

Our 2020 performance on our seven 
priority Helping Britain Prosper areas 
can be identified in the following text 
by this indicator.
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Our approach to responsible business 
and ESG performance

With the Group’s unique 
position at the heart of the 
British economy, we embrace 
our responsibility to help 
address some of the economic, 
social and environmental 
challenges that the UK faces. 
Our success is inextricably 
linked to the health and success 
of the UK.

OUR ESG APPROACH IS GUIDED BY OUR PURPOSE

As a large listed company, the Group is increasingly confronted 
with environmental and social factors such as climate change, 
colleague safety, diversity of workforce and relationships with 
regulators and the communities in which we operate. 

The recognition and management of ESG issues allows us to 
deliver a business model that provides broader societal support, 
generates sustainable returns for shareholders, and attracts and 
retains best-in-class employees.

Memberships which support  
our activities:

  United Nations Environment 
Programme Finance Initiative 
(UNEP FI) Principles for 
Responsible Banking

  United Nations Global Compact

  Business in the Community

  Principles for Responsible 
Investment 

  UNEP FI Principles for Sustainable 
Insurance 

  Task Force on Climate-related 
Financial Disclosures 

At Lloyds Banking Group, being a 
responsible business means operating 
ethically and inclusively, meeting our 
legal and regulatory requirements, and 
always considering the impact on our 
employees, the community, society and 
the environment.

Our ESG approach is fully aligned to 
our strategy and the interests of our 
stakeholders. The ESG aspects of our 
performance play an integral part in the 
delivery of the Lloyds Banking Group 
purpose and strategy and, without them, 
it would not be possible to make progress 
and achieve our societal goals. 

Through our societal commitments 
published externally and wider ESG and 
responsible business activities, we are 
actively supporting the UN’s sustainable 
development agenda, and supporting the 
UK in working towards the UN Sustainable 
Development Goals.

This will continue to be the case with  
the updated focus on Helping Britain 
Recover and our Helping Britain  
Recover commitments.

  Read more about our Helping Britain  
Prosper Plan

Lloyds Banking Group annual report p36–39 

View the full report (PDF)

Lloyds Banking Group ESG report p2, 7

View the full report (PDF)
Pearson annual report p40–41

View the full report (PDF)
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Learning for a better life, 
a better world

Through our Sustainable 
Business Plan 2030, we are 
using our assets as the 
world’s learning company 
to help more people create 
a better life for themselves 
and a better world.

Today, individuals, communities and the 
planet face existential crises requiring urgent 
attention. From inequality in education and 
civil unrest to pandemic and climate crisis, our 
planet and our society need an all-hands-on-
deck approach to address these challenges. 

At Pearson, we have a long history of 
contributing to addressing social and 
environmental challenges and upholding  
high standards of ethics and governance. 
From being a founding signatory of the  
UN Global Compact in 2000 to the progress 
we made at the conclusion of our 2020 
Sustainability Plan, addressing environmental, 
social and governance (ESG) issues is part  
of who we are. 

The historic events of 2020 have made our 
commitment to sustainability more important 
than ever. Our work to support our 
consumers and employees throughout the 
COVID-19 pandemic demonstrates who we 
are as company (see p27). The year was also 
marked by an enormous grassroots call for 
social justice and to recover from COVID-19 
with a focus on social equity and the 
environment (see more from our Global 
Learner Survey on p15 )

Following these pivotal events, we are sharing 
an evolved articulation of the 2030 
sustainability strategy announced last year to 
expand our commitments and ensure we are 
focusing on the areas most important to our 
stakeholders and where we can drive the  
most impact. As part of this evolution, we 
have renamed our pillars to better articulate 
our objectives, though our focus areas  
remain the same.

Sustainability
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Key Performance Indicators (KPIs), in our 
Sustainability & ESG supplement on our 
website at plc.pearson.com/en-GB/purpose/
esg-reporting.

As we approached this work, we have taken 
several key considerations into account: 

  Linking to business priorities: our process 
was designed to align with and support  
our corporate and brand strategy

  Engaging with our stakeholders: we engaged 
with key stakeholders to understand the 
issues most important to them and where 
they expect Pearson to play a role

  Identifying current and future trends: we 
conducted futures research to help identify 
the social, environmental and economic 
issues that will influence learning, our 
ecosystem of partners and Pearson’s 
business in the years to come

  Supporting global goals: we will continue our 
commitment to advancing the UN SDGs 
(especially 4, 8 and 10) and leverage their 
targets and indicators in our goal-setting

Since the launch of the sustainability 
framework in 2020, we continued to make 
progress towards our strategic focus areas 
and collaborated across our company to build 
targets. By design, our new strategy is integral 
to Pearson’s business, and everyone in  
the business will need to play a role in 
achieving the goals. It will require all parts of 
our company, along with external partners 
from businesses, NGOs and governments,  
to achieve our objectives. 

Note: As we embark on a new corporate 
strategy with our five new divisions, our 
approach to sustainability will continue to be 
dynamic and evolve to align with how we can 
best deploy our business capabilities for 
societal impact. Some of our objectives, 
followed by an asterisk (*), are commitments 
to areas we will advance. While we are already 
progressing work in these areas, as outlined  
in this section, we are also working internally 
in 2021 to set measurable and timebound 
targets that will be aligned in scale and match 
the focus areas of our new corporate strategy. 
We will release targets in these areas in our 
2021 annual report or before. 

See table overleaf 

Our strategy and targets
Our sustainability framework was developed 
based on a materiality analysis that 
considered how Pearson’s business priorities 
and stakeholder expectations have changed 
and are likely to evolve. Our materiality 
analysis was undertaken in consultation  
with Forum for the Future, a well-respected 
sustainability charity. Read more about our 
materiality analysis, as well as additional  

2020 highlights
  Introduced a £350m social bond to 
support education for underserved 
groups, see p44 

  Announced our science-based target 
to reduce our GHG emissions by a 
minimum of 50% across scope 1, 2  
and 3 by 2030, see p46 

  Increased transparency through  
new reporting on racial and ethnic 
diversity, Task Force on Climate-
related Financial Disclosures (TCFD), 
which we have also joined as 
supporters, and Sustainability 
Accounting Standards Board (SASB), 
see p47 and 54 

  Created a ‘report potential bias’  
portal on Pearson.com to encourage 
dialogue about diversity in products 
and services, see p45 

  Added new sustainability-related units 
in BTEC qualifications, see p45 

Our Sustainable Business Plan 2030 outlines 
our renewed vision: a world of opportunity, 
where every person on the planet has access 
to quality education and lifelong learning that 
empowers them to improve their own lives, 
their communities and the planet. We will 
achieve the better world we envision and 
contribute to long-term business growth 
through focus and tenacious commitment  
to advancing: 

  Learning for everyone: reducing barriers 
and measurably increasing equity for 
underserved groups

  Learning for a better world: leading the 
transformation to build the skills to impact 
society and the planet

  Leading responsibly: creating a culture and 
running a business that prioritises how we 
improve our impact on climate change and 
human rights

The Sustainable Business Plan 2030 
creates value for all our stakeholders 
– consumers, employees, investors, 
policymakers and others – through 
our products and services, our 
partnerships, and how we operate. 
The Plan and our new corporate 
strategy reinforce one another, 
working together to drive both 
business success and societal impact. 

Erika Webb-Hughes 
Vice President, Sustainability 
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Helping more people create 
a better life for themselves 

and a better world
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Our strategy
A belief that sustainable business drives superior 
performance lies at the heart of the Unilever Compass.

Our purpose
is to make 

sustainable living 
commonplaceBr

an
ds

 w
ith

 p
urp

ose grow Companies w
ith purpose last

People with purpose thrive

Our vision is to be the global leader in 
sustainable business. We will demonstrate 

how our purpose-led, future-fit business 
model drives superior performance, 

consistently delivering financial results 
in the top third of our industry.

Our strategic choices and actions will help us fulfil our purpose and vision

Develop our portfolio into high growth spaces

Hygiene Skin care Prestige beauty Functional nutrition Plant-based foods

Win with our brands as a force for good, powered by purpose and innovation 

Improve the health  
of the planet

Improve people’s health, 
confidence and wellbeing

Contribute to a fairer, 
more socially  

inclusive world

Win with differentiated 
science and technology

Accelerate in USA, India, China and key growth markets

Build further scale in USA, 
India and China

Leverage emerging 
market strength

Lead in the channels of the future

Accelerate pure-play and 
omnichannel eCommerce

Develop eB2B 
business platforms

Drive category leadership  
through shopper insight

Build a purpose-led, future-fit organisation and growth culture

Unlock capacity through agility 
and digital transformation

Be a beacon for diversity, inclusion 
and values-based leadership

Build capability through 
lifelong learning

Operational Excellence through the 5 Growth Fundamentals

1
 Purposeful 

brands

2
Improved  

penetration

3
Impactful 

innovation

4
Design 

for channel

5
Fuel 

for growth
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Our long-term priorities

Innovation
We invest in scientific and technical 
excellence to develop and launch  
a pipeline of new products that 
meet the needs of our patients, 
payers and consumers.

Performance
We deliver growth by investing 
effectively in our business, 
developing our people and 
executing competitively.

We believe GSK’s long-term priorities will create lasting value for our patients, 
consumers and shareholders. In 2020, despite a very challenging operating 
environment, we delivered a resilient performance and our strategic objectives 
remain on track. 

2020 objectives

 – Continue to deliver on-time, in-full supply  
of our products
 – Build reputation with a focus on Innovation
 – Deliver progress on Trust commitments 
 
 
 
 

Progress

 – Sector leading positions in ESG indices 
including 1st in the Access to Medicine 
Index 
 – Despite the pandemic, we have been  
able to maintain the supply of our 
pharmaceutical, vaccine and consumer 
healthcare products and continue 
manufacturing without significant disruption 
 – FDA and EMA approved paediatric 
dolutegravir 
 – Joined global efforts to develop COVID-19 
solutions and supported partners
 – Set ambitious new environmental 
sustainability goals in climate and nature 
 – Introduced all-employee mandatory 
inclusion and diversity training 
 
 
 

2021 priority objectives

 – Continue to deliver on-time, in-full supply  
of our products 
 – Improve manager capability to motivate, 
focus, develop and care for people 
 – Continue to deliver progress on Trust 
commitments 

Culture
As we move towards the creation of two new leading companies, we continue to focus on being more performance driven, while remaining firmly 
purpose led and values based. We track our cultural change with a range of indicators and the Board receives regular updates. See pages 90 and 102.

Principal risks
Our principal risks are: patient safety; product quality; financial controls and reporting; anti-bribery and corruption; commercial practices and pricing; 
non-promotional engagement; privacy; research practices; environment, health and safety; environmental sustainability; information security; supply 
continuity; and transformation. Our risk management framework is designed to support our long-term priorities. See pages 43 to 45 and 261 to 275. 

2020 objectives

 – Deliver Innovation sales with excellent 
commercial, R&D and supply chain 
execution 
 – Further accelerate and strengthen pipeline 
with six potential approvals expected 
 
 
 

Progress

 – Strong performance from new innovations 
including Shingrix, Trelegy, Juluca, Dovato 
and Zejula
 – Nine major regulatory approvals, including 
in HIV, Oncology and Respiratory
 – Extended indications across portfolio, 
including for Shingrix, Bexsero, Trelegy 
Ellipta and Benlysta 
 – Accelerated pipeline with nine pivotal  
study starts and now have over 20 assets 
in late-stage development
 – Established multiple partnerships to 
develop COVID-19 solutions, including with 
CureVac to develop next generation mRNA 
COVID vaccines and Vir Biotechnology for 
therapeutic antibody treatments
 – Strengthened capabilities with more than 
20 business development deals
 – 28 first-market launches for Consumer 
Healthcare 

2021 priority objectives

 – Deliver Innovation sales with excellent 
commercial, R&D and supply chain 
execution in Oncology, HIV and Vaccines 
 – Accelerate and strengthen pipeline with 
robust commercial input, including 
business development

2020 objectives

 – Prioritise spending to deliver growth  
and return on investment 
 – Successful Consumer Healthcare JV 
integration, including driving growth  
and delivering synergies 
 – Deliver further capability building in 
specialty Pharmaceuticals 
 – Deliver two-year programme to prepare 
GSK for separation into two new companies  

Progress

 – Strong sales performance from key growth 
drivers in HIV, Respiratory, Oncology and 
Consumer Healthcare, reflecting our 
resource focus on therapy areas, markets 
and brands with greatest potential 
 – Advanced Consumer Healthcare 
integration; on track for £500 million  
annual cost savings by 2022 and  
£1.1 billion divestment proceeds achieved   
 – Advanced specialty medicine capabilities 
with over 500 new hires in Oncology
 – Programme to separate GSK into two 
leading businesses remains on track 
 
 
 
 
 
 

2021 priority objectives

 – Continue to prioritise spending to deliver 
growth and return on investment
 – Continue to deliver two-year programme  
to prepare GSK for separation into two  
new leading companies
 – Build a stronger, more diverse workforce  
for two new leading companies

Trust
We are a responsible company.  
We commit to use our science  
and technology to address health 
needs, make our products 
affordable and available and  
be a modern employer.

GSK annual report p9

View the full report (PDF)

https://www.lloydsbankinggroup.com/assets/pdfs/investors/annual-report/2020/2020-lbg-annual-report.pdf#page=38 
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https://www.unilever.com/Images/annual-report-and-accounts-2020_tcm244-559824_en.pdf#page=11
https://www.gsk.com/media/6662/annual-report-2020.pdf#page=11 
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AlignmentIntroduction

SDGs and frameworks driving 
consistency

Another factor influencing companies’ 
sustainability reporting and driving consistency 
in their approach is the UN Sustainable 
Development Goals (SDGs). 74% make 
reference to SDGs within their reporting suite, 
demonstrating consideration of much broader 
issues than pure financial performance. 

However, very few companies are  
evidencing this further than at a cursory level.  
Only 28% discuss alignment with the SDG  
targets and, interestingly, only 53% of those that 
refer to the SDGs do so in the annual report, 
the rest ring-fencing this disclosure in their 
sustainability communications. This suggests 
that for those companies this is not a top-level 
business imperative, casting doubt over the 
level of commitment they have to the goals.

It is becoming commonplace for companies 
to disclose against sustainability frameworks 
in the annual report, with 80% of companies 
referring to alignment with one or more 
frameworks, whether fully aligned or as a 
set of guiding principles. Unsurprisingly, the 
most common frameworks are SASB and GRI, 
alongside industry-specific frameworks, such 
as ICMM and GRESB.

How do companies refer to the SDGs within their reporting suite? 

What sustainability frameworks are 
companies aligning to? 

SASB GRI WEF UN Global 
Compact 

Other 

44%44%

36%

8%

28%

80%
align to one or more  
sustainability frameworks

48%
Align to  
the goals 

28%
Align to  
targets

24%
Do not mention  
the SDGs 

19

Have companies set out a net zero goal?

20% By 2050

12%  By 2040 

36% By 2030

8% Already  
there

24% No
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AlignmentIntroduction

Rapid response to mandatory climate 
disclosure

In June 2020, we took an in-depth look at 

climate reporting in the FTSE 350 and found 
that 55% of companies either provided no 
or low-quality information on the impact 
of climate change. Since then, the FCA has 
confirmed its expectation for premium listed 
companies to disclose climate-related risks 
and opportunities in line with the Task Force 
on Climate-related Financial Disclosures 
(TCFD) recommendations by 2021, while the 
UK government has an open consultation on 
mandatory climate disclosures by large private 
companies and Limited Liability Partnerships 
(LLPs). Unsurprisingly, this has driven a rapid 
uptake, with 31% of companies adopting the 
TCFD recommendations in 2020.

We’ve seen the biggest shifts in three areas: 
ownership; governance and oversight; 
and commitments. For most, the CEO has 
ultimate responsibility for climate risk. This 
is a notable change from previous research 
where accountability often sat with the CSR 
(corporate social responsibility) or risk team. 
With governance and oversight, we’re seeing 
more evidence of companies establishing 
climate-focused boards or sub-committees, 
and appointing non-executive directors 
with specific climate experience. We’re also 
seeing more companies appointing a Chief 
Sustainability Officer, or equivalent executive 
sponsor. Most (68%) companies have 
announced some sort of net zero commitment, 
but the ambition, timeframes and robustness 
of strategies to achieve these vary wildly.

There is a notable shift in the number of 
companies now talking about climate change 
as the biggest threat of our time. Many 
acknowledge that the pandemic has ‘shone a 
light’ on the rapid impact of external events. 

We found a notable difference between 
companies discussing climate change as a 
principal risk (56%), versus those who still refer 
to it as an emerging risk (12%). Nearly a third 
(32%) do not identify it in their risk section. A 
relatively small number of companies describe 
the impact of climate change across their 
entire risk register.

The primary location for TCFD disclosures 
is the annual report. 32% of companies 
also provide additional or supplementary 
information on the website, and 24% in 
their sustainability report. More established 
reporters, particularly companies in the 
banking sector and mining industry, often 
produce a standalone climate or TCFD report. 
Only 12% of companies used their sustainability 
report as the primary location for their 
TCFD disclosures. 

Information in the sustainability report 
was often a duplicate of information in the 
annual report, which raises questions about 
the purpose of annual versus sustainability 
reporting, particularly where information is 
financially material. 

Within the annual report itself, the format and 
location of information varies. Most companies 
either provide a complete TCFD disclosure 
within the sustainability section or risk report, 
however we were pleased to see a number of 
companies integrating information within their 
existing disclosures, and using index boxes to 
make this accessible. 

 Anglo American plc Integrated Annual Report 2020 17 

3. Evolving societal and regulatory 
expectations

What are they?
Governments in countries where mining is a 
material source of national revenue are under 
pressure to increase their share of the benefits 
from mining, while not deterring much-needed 
private sector investment.

Mining companies are also facing 
greater demands and expectations from 
diverse stakeholder groups, with often 
competing interests.

What does it mean for our industry?
There is a greater required responsibility for 
mining companies to support local communities 
and regions as part of their social licence 
to operate.

There is also an increased emphasis on 
sustainable mining practices in order to 
minimise the environmental impact of mining on 
local areas, as well as the wider region.

The uncertain regulatory environment in some 
countries, along with pressure from those 
countries to tighten regulatory legislation, can 
lead to delays in licensing and permitting and 
higher taxes and royalties, all of which can 
deter investment in those countries.

Delivering value through our strategy
As a trusted corporate leader, striving to 
create a healthy environment, and helping to 
sustain thriving communities, we help alleviate 
and solve some of these challenges facing 
the industry.

Our innovation-led pathway to sustainable 
mining — FutureSmart Mining™ – and within it 
our Sustainable Mining Plan – is designed to 
help meet society’s expectations about the 
physical nature of mining, as well as to work 
with governments to advocate for progressive 
regulatory frameworks that encourage and 
support investment in modern mining.

Our Operating Model and P101 programme are 
designed to put us at the forefront of best-in-
class performance – offering insulation from 
price and other volatility by placing us at the 
low end of the industry cost curves.

For more on Innovation
See pages 28-41

For more on Capital allocation
See pages 50-51

4. A more challenging physical 
environment for mining

What is it?
Maintaining long term supply for some metals 
and minerals is becoming ever more difficult for 
a number of reasons, including: 

– Availability of both water and energy

– Declining ore grades

– Increasing infrastructure costs as mines 
are built in more remote locations

– The shift to underground mining as 
easy to access near-surface orebodies 
become depleted.

What does it mean for our industry?
The factors described above are contributing 
to increasing resource scarcity. While increasing 
demand in a time of resource scarcity provides 
an opportunity, this scarcity also contributes 
to structural upward cost pressure across the 
mining industry.

Consequently, mining companies need 
to reduce costs and improve productivity. 
Technological innovation and operational 
improvements are likely to be critical to 
achieving sustainable cost and productivity 
improvements and the ability to meet demand 
over the long term.

Delivering value through our strategy
The technologies we are deploying and our 
holistic approach to sustainability will begin to 
address society’s rightful expectations about 
water and energy consumption.

In recent years, Anglo American has upgraded 
the quality of its portfolio and is now operating 
a suite of high quality, long life, high margin 
assets across structurally attractive markets.

FutureSmart Mining™ uses innovative mining 
methods and technologies to overcome 
challenges of water, lower grades and energy 
constraints and reduce capital intensity and 
operating costs. Mining is also becoming a 
less hazardous activity as we deploy new 
technologies to keep our people out of 
harm’s way.

Our Discovery strategy enables us to discover 
superior-value deposits that have the 
potential to enhance the production profile 
and competitive position of the Group over 
time, and which play a vital part in delivering a 
sustainable future.

For more on Innovation
See pages 28-41

5. The circular economy

What is it?
On some projections, more than 2 billion 
consumers could join the global middle class by 
2030. One of the great challenges society faces 
is ensuring sufficient resources to meet their 
rising demands while maintaining a sustainable 
environmental footprint.

As a result, there is a growing urgency and 
opportunity to increase the efficiency and use 
of resources.

What does it mean for our industry?
The mining industry has the opportunity to play 
a role in redefining the economy towards a 
more sustainable path. This includes an industry 
drive to balance activity between resource 
extraction and resource management to ensure 
that appropriate raw materials are available, 
either through production or recycling.

Delivering value through our strategy
We have long embraced circular economy 
principles across our business. Many of our 
technologies are designed specifically to 
reduce water and energy usage, and waste, 
and to promote a more efficient uptake of 
resources at our mine sites. 

Our participation across the value chain 
allows us to apply our innovations in technology 
and sustainability more widely, for example 
looking beyond only upstream production 
to examine other opportunities elsewhere 
in the value chains in which we participate, 
including downstream. Our approach to circular 
economic principles is being augmented by our 
marketing initiatives which are maximising the 
value from our mineral resources, for example 
by customer-specific blending and smart 
logistics planning. 

For more on Innovation
See pages 28-41

CLIMATE CHANGE: 
OUR PLANS, 
POLICIES AND 
PROGRESS

Disclosures related to the 
recommendations of the TCFD

Anglo American’s response to the risks posed by climate change is multi-disciplinary and is covered throughout our reporting suite – from the Integrated 
Annual Report to Climate change: our plans, policies and progress, published in 2017 and revised in 2019.

The table below offers guidance on where to find information relating to each of the TCFD’s recommendations.

Governance
Disclose the organisation’s governance around climate-related risks and opportunities.

Recommended disclosures References

a) Describe the Board’s oversight of climate-related risks and opportunities. Climate change: Our plans, policies and progress (2017), page 7. 
Climate change, Integrated Annual Report 2020, pages 37 and 55.

b) Describe management’s role in assessing and managing climate-related 
risks and opportunities.

Climate change: Our plans, policies and progress (2017), page 7. 
Our material matters, Integrated Annual Report 2020, pages 14-15, and 
pages 52-55.

Strategy
Disclose the actual and potential impacts of climate-related risks and opportunities on the organisation’s businesses, strategy, and financial planning, where 
such information is material.

Recommended disclosures References

a) Describe the climate-related risks and opportunities the organisation has 
identified over the short, medium and long term.

CDP Climate Response 2020, question CC2 Risks and opportunities.

b) Describe the impact of climate-related risks and opportunities on the 
organisation’s businesses, strategy, and financial planning.

Climate change: Our plans, policies and progress (2019), page 20
CDP Climate Response 2020, question CC2 Risks and opportunities.
Sustainability Report 2020, pages 41-42.

c) Describe the resilience of the organisation’s strategy, taking into 
consideration different climate-related scenarios, including a 2°C 
or lower scenario.

We have conducted a qualitative scenario analysis included in: Climate 
change: Our plans, policies and progress (2017), pages 12-15. 
We have undertaken a quantitative scenario analysis included in: Climate 
change: Our plans, policies and progress (2019), pages 10-20.

Risk management
Disclose how the organisation identifies, assesses, and manages climate-related risks.

Recommended disclosures References

a) Describe the organisation’s processes for identifying and assessing 
climate-related risks.

Climate change: Our plans, policies and progress (2017), pages 4 and 7.
CDP Climate Response 2020, question CC2.2, processes for identifying and 
assessing climate-related risks.

b) Describe the organisation’s processes for managing climate-related risks. CDP Climate Response 2020, questions CC2.1, CC2.2 and CC2.3.

c) Describe how processes for identifying, assessing and managing 
climate‑related risks are integrated into the organisation’s overall risk 
management.

Climate change: Our plans, policies and progress (2017), page 7.
CDP Climate Response 2020, questions CC2.1, CC2.2 and CC2.3.

Metrics and targets
Disclose the metrics and targets used to assess and manage relevant climate-related risks and opportunities where such information is material.

Recommended disclosures References

a) Disclose the metrics used by the organisation to assess climate-related 
risks and opportunities in line with its strategy and risk management 
process.

CDP Climate Response 2020, questions CC2.2a, CC2.3a, CC2.4a and CC11.3a.

b) Disclose Scope 1, Scope 2, and, if appropriate, Scope 3, greenhouse gas 
(GHG) emissions, and the related risks.

Sustainability Report 2020, page 44 and data table page 103. 
Integrated Annual Report 2020, pages 37, 52-55 and 256.

c) Describe the targets used by the organisation to manage climate-related 
risks and opportunities and performance against targets.

Integrated Annual Report 2020, page 37.

Other information
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Anglo American climate report

View the full report (PDF)
Anglo American annual report p257

View the full report (PDF)
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How long have companies been disclosing against the TCFD recommendations?

36% Adopted in 2020

28%  One year

24% Two years or more

12% Make no reference

https://emperor.works/insights/shaping-the-climate-conversation/
https://emperor.works/insights/shaping-the-climate-conversation/
https://www.angloamerican.com/~/media/Files/A/Anglo-American-Group/PLC/documents/climate-change-our-plans-policies-and-progress2019.pdf 
https://www.angloamerican.com/~/media/Files/A/Anglo-American-Group/PLC/investors/annual-reporting/2021/aa-annual-report-full-2020.pdf#page=259 
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The general quality of climate disclosure  
reflects where companies are on their  
journey. Those who’ve been factoring in  
climate-related risks and opportunities for  
years are well ahead, those who are only just 
getting to grips with it are lagging. However, 
we are seeing more companies take steps to 
improve internal processes, oversight and 
accountability for climate risk, which is  
promising and we expect the quality of 
disclosure to evolve over the coming years.

Primary 
disclosure is in 
the annual report

Also provide 
additional 
information on 
the website and/
or sustainability 
report

Primary 
disclosure is in 
the sustainability 
report

Standalone 
climate report

64%
56%

12%
20%

Where do companies provide their TCFD disclosure?

21

37% Within the 
sustainability section

26% Within the risk  
report 

5% Within the 
governance section 

16% Integrated

5% Index

11% Other/supplementary 
information

We support the Taskforce on Climate-related 
Financial Disclosures (TCFD) and aim to 
develop our disclosures in line with its 
recommendations. This is AstraZeneca’s 
first report that follows the TCFD-recognised 
framework and it describes our process 
and actions as of 31 December 2020. All 
our business operations worldwide are in 
scope regardless of their function, unless 
otherwise stated. A full TCFD disclosure will 
be provided according to the Listing Rule for 
the 2021 reporting year onwards.

Our CDP response provides further disclosures 
on our approach to climate change and is 
available at https://www.cdp.net/en.

Governance
Non-Executive Director, Geneviève Berger, 
oversees our sustainability strategy on behalf 
of the Board, including delivery of our 
Ambition Zero Carbon programme, and 
evaluates our performance against our 
targets and commitments. 

As outlined on page 6, our CEO is responsible 
to the Board for the management, development 
and performance of our business, including 
AstraZeneca’s Ambition Zero Carbon and 
climate-related risks and opportunities. 
Reporting to the CEO, the Executive Vice-
President (EVP), Sustainability and Chief 
Compliance Officer (CCO) is responsible for 
the delivery of the AstraZeneca sustainability 
strategy, including our climate-related strategy 
and leads a quarterly update with the Board. 

A number of strategic groups have been 
established to support delivery of our 
sustainability and climate strategies:

 > An external Sustainability Advisory Board 
(SAB) advises on strategic direction, 
recommends opportunities and provides 
insight. Our SAB comprises five SET 
members (EVP, Sustainability and CCO; 
EVP, Operations and IT; EVP, Human 
Resources; EVP & President, 
BioPharmaceuticals R&D; and EVP & 
President, International) and four external 
sustainability experts (Pankaj Bhatia, 
Deputy Director, Climate Program, World 
Resources Institute; Dame Polly Courtice, 
Director, Cambridge Institute for 
Sustainability Leadership, University of 
Cambridge; Louise Nicholls, Managing 
Director of Suseco and Vice Chair of IEMA; 
and Rain Henderson, Founder, Elementor 
Advisors). The SAB met once in 2020 
where an update was provided on our 
climate strategy.

  For more information, see our Sustainability 
Report available on our website, 
www.astrazeneca.com/sustainability.

 > In 2020, we established an Ambition Zero 
Carbon Governance Group with executive-
level ownership, accountable for the 
delivery of our Ambition Zero Carbon 
programme. The group meets monthly and 
includes AstraZeneca’s CEO; CFO; the EVP, 
Sustainability and CCO; and EVP, 
Operations and IT. 

 > In 2020, a TCFD steering group was also 
established with cross-functional 
membership to identify and proactively 
manage the physical and transitional risks 
and opportunities posed to AstraZeneca by 
climate change. The Board was updated on 
progress in September 2020.

The outcomes from the specialist groups are 
regularly reported to the AstraZeneca Board.

Identifying and managing climate risk 
and opportunity
Our overall approach to risk management and 
a summary of our Principal Risks can be 
found from page 80. To inform the wider 
enterprise risk management process of any 
specific risks and opportunities posed by 
climate change and/or the transition to a low 
carbon economy, we have integrated climate 
assessments into the overall risk management 
process. In 2020, we conducted physical and 
transitional risk assessments and the process 
for these assessments is described below. 

Physical assessment 
In 2020, working with environmental resource 
managements experts, ERM Group, Inc, 
(ERM), we conducted a screening study of 
two future climatic scenarios to explore our 
physical climate-related risks (floods, water 
scarcity, extreme heat, cyclones and wild 
fires); Representative Concentration Pathways 
(RCP) 4.5 (+2°C) and RCP 8.5 (+4°C) were 
used for this study. These scenarios were 
applied to 61 AstraZeneca sites with 
predictions out from 2020 to 2030 and 2050. 
The sites evaluated included all business-
critical operations sites, R&D Hubs, IT centres 
and other strategic hubs; pure commercial 
sites were out of scope as they posed a low 
material risk. The outcome of these screening 
studies across the 61 sites was combined 
with a revenue-based assessment for each 
site to identify medium- to long-term risks. 

Transitional assessment
In 2020, working with ERM we defined the 
risks and opportunities associated with the 
transition to a low-carbon economy. To 
measure these transitional risks, we adopted 
two scenarios; a base case (~3.5°C) and low 
carbon (~2°C) scenario with predictions out 
to 2025, 2030, 2035 and 2040. Risks and 
opportunities were assessed at an enterprise 
level and product-specific level for the top ten 
brands where life-cycle assessment (LCA) 
data is available, representing approximately 
50% of Total Revenue with examples from all 
therapy areas. 

Outcome of the physical and transitional 
assessments
As a result of this analysis, a new risk 
‘Failure to meet regulatory expectations on 
environmental impact, including climate 
change’ has been added as a standalone 
risk to the Group’s risk landscape. This risk 
has been shared with the Board and Audit 
Committee. The risk is not currently assessed 
to be financially material and does not impact 
our current business model. In many cases 
mitigation measures are already in place to 
address the risks and opportunities presented 
by climate change, including the transition to 
a low carbon economy. These risks and 
opportunities are explained in more detail 
in the table opposite/overleaf. 

Climate change and our strategy
The nature of the risks and opportunities we 
face depends not only on the physical aspects 
of climate change, but also changes in the 
regulations in the markets in which we 
operate, pressures to reduce the carbon 
footprints of specific medicinal products, and 
our ability to understand and shape a culture 
of climate action. Our response to the 
identified climate risks and opportunities 
requires enterprise-wide action, in addition 
to further integration of environmental 
considerations in drug development and 
manufacture, and a greater focus on 
responsible procurement and sourcing 
across the entire value chain. 

To mitigate the impact of AstraZeneca’s 
business operations on the environment, the 
Board of Directors approved a new climate 
strategy in 2019. Our Ambition Zero Carbon 
strategy was launched in January 2020 when 
we disclosed new targets to be zero carbon 
across our global operations by 2025 (Scopes 
1 and 2) and be carbon negative across our 
entire value chain by 2030 (Scopes 1, 2 and 3). 
Ambition Zero Carbon goes beyond the 
verified reduction goals of our existing Scope 
1 and 2 Science Based Targets to limit global 
warming to 1.5°C. To support achievement of 
Ambition Zero Carbon we will double energy 
productivity, use 100% renewable energy for 
both power and heat, and switch to a 100% 
electric vehicle fleet five years ahead of 
schedule. Our actions to tackle climate change 
include plans to launch next-generation 
near-zero Global Warming Potential (GWP) 
respiratory inhalers and plant 50 million trees 
under the ‘AZ Forest’ programme. Overall, the 
$1 billion Ambition Zero Carbon programme 
brings forward our decarbonisation plans by 
more than a decade. 

  For more information on our GHG footprint, see our 
Sustainability Report available on our website, 
www.astrazeneca.com/sustainability.
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Taskforce on Climate-related 
Financial Disclosures Statement BV

Our society and environment continued

During the year we focused on augmenting our 
enhanced due diligence approach for clients in the 
energy sub sectors covered by our Climate Change 
Statement, such as thermal coal, oil sands, and 
hydraulic fracturing (commonly referred to as fracking). 

All in-scope clients in these sub sectors are now 
required to complete a detailed due diligence 
questionnaire on an annual basis, which is used to 
evaluate their performance on a range of environmental 
and social issues, such as use of tailings dams or 
community engagement approach, for example. 
This annual review generates a reputation risk rating 
(low, medium, high), which in turn determines whether 
further review and client engagement may be required. 

As we have undertaken the annual review process, 
we have evolved our approach to address certain 
parameters, such as when general corporate purposes 
conglomerate financing would require enhanced due 
diligence on business interests that touch these energy 
sub-sectors (in the case of oil sands and fracking, for 
example, we apply a 10% of group revenue test, 
amongst other factors that we consider).

See more about climate change risk management 
in the Risk Review, pages 159 to 160 of Part 2 of 
the Annual Report, and within our TCFD Report 
available at home.barclays/esg
Barclays’ position statements are available online 
at our ESG resources hub at home.barclays/esg

Climate-related disclosures

Barclays welcomes the work of the Taskforce 
on Climate-related Financial Disclosures (TCFD) 
to help identify the information needed by 
investors, lenders, and insurance underwriters 
to appropriately assess and price climate-related 
risks and opportunities.

We firmly support the taskforce’s view that 
increasing transparency makes markets 
more efficient and economies more stable 
and resilient.

More detailed information about the climate-
related governance, strategy, risk management 
and metrics used by Barclays is available in our 
dedicated TCFD report.

For more information go to our TCFD Report  
at home.barclays/annualreport
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Of those including TCFD information in the annual report,  
where is it disclosed?

https://home.barclays/content/dam/home-barclays/documents/investor-relations/reports-and-events/annual-reports/2020/Barclays-PLC-Annual-Report-2020.pdf#page=43
https://home.barclays/content/dam/home-barclays/documents/investor-relations/reports-and-events/annual-reports/2020/Barclays-TCFD-Report-2020.pdf 
https://www.astrazeneca.com/content/dam/az/Investor_Relations/annual-report-2020/pdf/AstraZeneca_AR_2020.pdf#page=278
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AlignmentIntroduction

During the past year, we have 
regularly seen companies champion 
how their employees have risen to 
the occasion. This is reflected in 
disclosure as companies celebrate 
their people, and culture strategies, 
engagement and risks form a part  
of the core narrative.

Culture

People and 
culture are 
strategic 
imperatives

60%
identify a people-related principal risk

60%
include a designated people or culture section

Promoting a strong culture and great place to 
work is critical to business success. This has 
never been more evident – particularly with the 
impact of the pandemic drastically affecting 
the ways companies are run, while over a fifth 
(21%) of UK employees quit their job in the past 
year due to toxic workplace culture, according 
to Breathe’s Culture Economy 2020 report.

This does appear to be reflected in the 
emphasis companies are putting on people 
and culture reporting, which in most cases is 
integral to their core narrative. It also suggests 
that regulatory changes requiring boards to 
demonstrate how they embed and monitor 
culture and ensure workforce engagement 
have had an effect.

This is supported by the fact that 60%  
of companies now identify a people-related 
risk within their principal risks section, and 92% 
discuss people and culture in a meaningful 
way. It is now relatively commonplace for 
companies to include a dedicated culture 
or people section in their annual report, in 
addition to more detailed disclosures and 
KPIs around people in their sustainability 
reports. Savvy communicators then also use 
this content online; for example, Barclays has a 
home page celebrating its strong culture.

Monitoring culture and workforce 
engagement

As a specific UK Corporate Governance Code 
requirement, workforce engagement must 
be discussed in some detail, but disclosure 
in this area generally feels transparent and 
as if companies are proactively managing 
this requirement rather than treating it as a 
compliance exercise. Findings are sometimes 
presented in interesting ways and supported 
by case studies that demonstrate actions and 
outcomes. 

Barclays website 

View the website
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For example, Moneysupermarket includes 
a conversation with its NED employee 
champion that presents outcomes from 
these sessions in an accessible way.

One of the most popular tools for monitoring 
culture remains the employee engagement 
survey, with all companies conducting a full 
scale engagement survey – although the 
regularity varied significantly. In addition, 
32% also conducted more regular pulse 
surveys during the year, many explaining this 
had been started in response to COVID-19, or 
carried out to assess specific issues.

Other mechanisms for monitoring culture 
include use of culture and people scorecards
and reports. AstraZeneca mentions that its 
board reviews a workforce culture report 
twice a year; while GSK refers to a culture 
scorecard but provides no detail about what 
this contains. It does, however, describe 
how culture is monitored throughout the 
organisation to ensure that it supports the 
delivery of the strategy. It also sets out  
its ambition to achieve and maintain  
a competitive employee engagement  
score by 2022.

A number of companies explain how they 
have put more tangible mechanisms in place 
to review cultural indicators, including IHG 
and Moneysupermarket Group, who monitor 
culture through employee resource groups. 

Our people

We do not underestimate the 
immense amount of hard work, 
commitment and sacrifice that 

was shown by our people over the course 
of last year. The Board and Executive 
Committee are immensely proud of all 
our employees around the world as 
teams adapted and responded to such 
an unprecedented challenge – their 
determination demonstrated the very best 
of IHG and our industry, living up to our 
values and delivering our purpose of 
providing True Hospitality for Good.

Attracting, developing and retaining talent
To achieve our strategic priorities, we know 
we need to attract, develop and retain 
a diverse and talented workforce. This 
commitment is emphasised throughout our 
global hiring guidelines and initiatives, such 
as unconscious bias training, and is backed 
up by our D&I Policy, which ensures we 

consider diverse attributes, perspectives, 
cultures and experiences. Our global flexible 
working guidelines are aimed at making IHG 
an attractive company to work for and we 
advocate work/life balance. 

During 2020, our recruitment activities 
reduced significantly as a result of Covid-19. 
However, we are committed to securing 
future talent pipelines and our candidate 
relationship management tool has 184,000 
subscriptions from over 81,000 potential 
candidates. 

As the impact of Covid-19 deepened, steps 
were taken to curtail people-related costs in 
both corporate offices and the managed 
hotel estate. The Board was consulted and a 
global plan was created to reduce costs and 
help employees, including supporting the 
re-deployment of hotel colleagues into other 
work opportunities. In the Americas and 
EMEAA, we launched the ‘IHG Hotel 

Colleague Job Center’ to connect those 
impacted with organisations recruiting at 
scale. We also implemented IHG Alumni sites 
to stay connected with furloughed and 
former employees, sharing news and 
job opportunities. 

In the mid to long term, we are focused 
on implementing features of our Talent 
Acquisition Programme, with a priority focus 
on our Employee Value Proposition (EVP). 
Our aim is to make IHG an employer of 
choice, and we launched the refreshed 
EVP in February 2021, including a new 
consolidated careers website which brings 
together multiple careers sites and key 
messaging around opportunities to belong, 
develop and make a difference. The website 
features job alert functionality where 
potential candidates will receive email 
notifications of any recently posted jobs 
that match their predefined criteria. 

Employee engagement statement
Our statement relates to only IHG’s directly 
employed individuals and should be read in 
conjunction with our S172 statement.

At IHG we foster a culture of open and 
honest engagement and feedback. 
We have a wide range of engagement 
forums including an engagement survey, 
management-led performance updates 
and a designated non-executive director 
for workforce engagement. Through 
these forums we hear from and talk to 
employees about IHG’s performance, 
key metrics, values, and diversity and 
inclusion initiatives. 

With the shift to remote working, we 
implemented virtual solutions to ensure 
employees kept in touch, maintained 
working relationships and were provided 
with Company updates. This included 
video meetings, podcasts and regular 
global calls with the CEO and other 
Executive Committee members. Global 
calls covered performance and other 
metric updates, alongside a wide range 
of other topics, as well as live Q&As. 

The Board and Executive Committee were 
kept updated of employee interest and 
concern areas, and this influenced, for 
example, the set up of an emergency 
support fund to provide immediate help 
for employees facing financial hardship. 
The Company provided nearly $1.3m 
and assisted 2,134 employees across 
10 countries. 

The health and wellbeing of employees 
was a priority concern, and the Board 
and Executive Committee reviewed actions 
to help counter potential physical and 
mental effects of the pandemic and remote 
working, including re-charge days and no 
meeting Fridays. All corporate employees 
have access to an Employee Assistance 
Programme (EAP), which was extended to 
31 countries. Other measures included a 
flexible learning summit, which more than 
4,000 employees accessed, as well as 
surveys on employee remote working 
experiences, initiatives to raise mental 
health awareness, and HR and manager 
training programmes. 

Due to the impact of the pandemic, 
our employee engagement survey, 
completed by employees in corporate and 
reservations offices and General Managers 
in managed hotels, was only conducted 
once during the year. The survey provided 
employees the opportunity to share their 
views on key issues relating to Company 
culture, IHG’s Covid-19 response, working 
from home, and health and wellbeing. 
Overall engagement remained stable at 
79%, above external top quartile 
benchmarks. There were significant 
engagement improvements in relation 
to employees having the right tools and 
resources to carry out their jobs, work 
collaboration and decision-making speed. 
The main area for improvement was career 
development opportunities. Short pulse 
surveys carried out during the year also 
showed significant positive responses 
to the transparent and open nature of 
communications from Senior Leaders. 

   Further information about the 
activities of the designated non-executive 
director for workforce engagement can be 
found on page 92.

Our people are fundamental to IHG achieving its purpose and strategic goals. IHG’s 
business model means that we do not employ all colleagues. We directly employ 
individuals in our corporate offices, reservation centres, and managed, owned, leased and 
managed lease hotels. However, not all individuals in managed, owned, leased and 
managed lease hotels are directly employed, and we do not employ any individuals in 
franchised hotels (nor do we control their day-to-day operations, policies or procedures). 
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The Board is committed to ensuring 
that IHG’s culture supports its 
purpose and strategy. The Board 

oversees and monitors culture through 
direct engagement and regular agenda 
items, including employee engagement 
survey results, employee resource groups, 
diversity and inclusion reports, and 
updates from the designated non-
executive director for workforce 
engagement. Board discussions focus 
on defining the culture needed to drive 
IHG’s strategy and embedding it, including 
through the Code of Conduct, procedures 
and controls, training programmes, 
employee communications and tone from 
the top. These mechanisms ensure that the 
desired Company culture is promoted and 
IHG’s purpose and strategy are aligned.

   See also Board meetings on pages 83 and 84.

Our behaviours
IHG’s behaviours are aligned to our purpose 
and strategy, encouraging employees to 
Move fast, be Solutions focused, Think return 
and Build one team. Our behaviours were 
brought into sharp focus in 2020, and we 
lived them in a range of ways, such as 
prioritising enhanced operational 
procedures, including the IHG Way of Clean 
programme to protect our guests and hotel 
colleagues, and creating hotel re-opening 
guides to deliver timely support and training 
for the re-opening of hotels under enhanced 
cleanliness and safety measures.

Our culture

IHG values
Our values, led by the Board, Executive 
Committee and Senior Leaders, underpin 
our behaviours, guide how we deliver our 
strategy, make decisions and live our purpose.

 

Code of Conduct 
IHG’s Code of Conduct (Code) sets out 
IHG’s key principles and policies and is 
fundamental in supporting employees 
working in IHG corporate offices, reservation 
centres and managed hotels to make the 
right decisions, in compliance with the law 
and our high ethical standards. It provides 
information on our key principles and global 
policies, including human rights, diversity 
and inclusion, accurate reporting, 
information security, anti-bribery and the 
environment. It also provides employees 
with guidance on where to go if they are 
faced with a difficult issue and need further 
help. The Code is supported by mandatory 
e-learnings on Anti-Bribery, Antitrust and 
Handling Information Responsibly.

The Board, Executive Committee and all 
employees working in IHG corporate offices, 
reservation centres and managed hotels 
must comply with the Code. Each year, they 
are asked to reaffirm their commitment to it. 
The principles, spirit and purpose of the 
Code are relevant to all of IHG and we 
expect those we do business with, including 
our franchisees, to uphold similar standards. 

Do the right thing

Show we care

Aim higher

Celebrate difference

Work better together 

The Code is reviewed and approved by the 
Board on an annual basis to ensure it reflects 
and responds to changes in the external 
environment and continues to support 
IHG’s purpose and strategy. 

We continuously evolve our Code training, 
including our engagement and 
measurement approaches. During 2020, 
the Code provided a critical framework for 
responding to the challenges of Covid-19, 
and we focused on raising awareness, 
through targeted internal communications, 
of the annual Code e-learnings requirement. 

The following policies and principles are key 
areas of the Code, each of which are 
supported by their own guidance and 
training materials. 

Human rights and modern slavery
IHG is committed to respecting the human 
rights of all our colleagues, guests and the 
communities we operate in, and we continue 
to encourage those we do business with, 
including our suppliers and hotels owners, 
to prevent, mitigate and address adverse 
impacts on human rights, including modern 
slavery. We seek to advance human rights 
through our business activities and by 
working together with others to identify 
challenges and effective solutions. 

A key focus of our human rights programme 
in 2020 has been on addressing risks 
relating to migrant workers, who may be 
increasingly vulnerable during the Covid-19 
crisis. This work has included development 
of internal guidance, particularly in relation 
to staff accommodation for hotel colleagues.

  Further information is provided in our Modern 
Slavery Statement, which is available on our 
website www.ihgplc.com/modernslavery

Bribery and financial crime
IHG does not permit any form of bribery 
or financial crime, including improper 
payments, money laundering and tax 
evasion, under any circumstances. This also 
applies to any agents, consultants and other 
service providers who work on IHG’s behalf.

Our Anti-Bribery Policy sets out our zero-
tolerance approach and is applicable to all 
Directors, Executive Committee members, 
employees and managed hotels, and is 
accompanied by a mandatory Anti-Bribery 
e-learning module. In addition, our Gifts and 
Entertainment Policy supports our approach 
to anti-bribery and corruption. 

IHG is a member of Transparency 
International UK’s Business Integrity Forum 
and participates in its annual Corporate 
Anti-Corruption Benchmark. Each year, the 
results from this benchmark help to measure 
the effectiveness of our anti-bribery and 
corruption programme and identify areas 
for continuous improvement.

Our success and reputation are dependent on our commitment 
to our values, Code of Conduct, principles, policies, and monitoring 
and assurance processes. Combined they ensure that we continue 
to build trust with all our stakeholders, and deliver our purpose 
of providing True Hospitality for Good. 
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Corporate Governance Statement continued

s.172 of the Companies Act 2006 Our approach

Long-term decision-making (s.172 (a))
The Board delegates day-to-day management and decision making 
to its senior management whilst maintaining oversight of the 
Company’s performance, and reserves to itself specific matters for 
approval, including the strategic direction of the Group, M&A activity 
and entering into material contracts above set thresholds.

In 2020 the Board:
 • Received presentations on specific business areas and through 

ongoing discussion with members of senior management, 
determined strategic priorities in the context of our three-year 
plan, and the development of robust supporting operating plans;

 • Agreed the Group’s principal risks, considered emerging risks and 
received regular risk management and internal control reviews 
throughout the year, including specific consideration of risks 
arising from COVID-19;

 • Set annual budgets and capital allocation and oversaw business 
performance against targets, enabling the Board to confirm the 
going concern statement and the Group’s longer-term viability.

Employee interests (s.172(b))
The success of the Group depends upon a highly skilled and 
motivated workforce, and an entrepreneurial and innovative culture, 
set within structures that provide fairness for all.

In 2020, the Board:
 • Received updates from the NED Employee Champion on 

employee engagement;
 • Reviewed and amended employee engagement mechanisms to 

respond to a move to homeworking;
 • Received the results of the employee engagement surveys;
 • Assessed progress against the Group’s Diversity and Inclusion 

Strategy, including a new commitment to the Race Equity at Work 
Charter;

 • Reviewed succession planning across the Group to ensure that 
both short-term and long-term interests are aligned between all 
stakeholder groups and the Company’s values and culture.

Relations with external parties (s.172(c))
The Group works with a significant number and variety of customers, 
suppliers, providers and other third parties. It is of great importance 
that relations with those parties are appropriate.

In 2020, the Board:
 • Regularly considered the marketplaces within which the Group’s 

customers operate and the challenges they face, and 
opportunities available. This helped shape the way in which 
resources were allocated in order to ensure that the Group was 
well-positioned to meet the needs of its third parties;

 • Received updates on provider surveys and implemented plans to 
address any issues raised.

Community and environment (s.172(d))
The Group seeks to ensure that it provides a positive contribution to 
the communities in which it operates and to the environment.

In 2020 the Board:
 • Continued its support of The Prince’s Trust in addition to 

supporting local charities;
 • Achieved its aim of becoming Beyond Carbon Neutral, offsetting 

150% of the Group’s 2019 carbon emissions.

Reputation for high standards of business conduct 
(s.172(e))
The Board is responsible for developing a corporate culture across 
the Group that promotes integrity and transparency. It has 
established a comprehensive corporate governance framework and 
approves policies and procedures which promote corporate 
responsibility and ethical behaviour.

In 2020 the Board:
 • Received regular reports from the Chief Risk Officer designed to 

strengthen governance and compliance, and the identification 
and management of existing and emerging risks;

 • Received regular governance updates and training on key areas 
of law and regulation;

 • Approved the Company’s Modern Slavery Act Statement, 
describing the steps it had taken to ensure that slavery and 
human trafficking were not taking place;

 • Reviewed the Group’s implementation of the 2018 UK Corporate 
Governance Code, with steps taken to achieve full compliance in 
2020.

Acting fairly as between members of the Company 
(s.172(f))
The Board aims to understand the views of shareholders and to 
always act in their best interests.

In 2020 the Board:
 • Maintained close relations with its main shareholders through 

regular dialogue, both after the publication of full-year and 
half-year results;

 • Recommended a final dividend payment be paid to shareholders;
 • Received Investor Relations updates at every Board meeting and 

direct feedback from investors during specific consultation 
exercises and on publication of trading results and updates.

A conversation with Sarah Warby,  
our NED Employee Champion

Sarah Warby
NED Employee Champion

How would you describe the role of NED Employee Champion?
I have had the privilege of being appointed as NED Employee Champion and it is a rewarding 
and evolving role. As NED Employee Champion, I help the Board understand the views of 
employees and ensure that their interests are considered in Board discussions and decision 
making, providing challenge to the Executive Directors as required. I do this by getting to know 
our employees and understanding their perspectives and opinions. 

The various engagement mechanisms we have in place through the year, including regular 
meetings with our Employee Resource Groups, allow me and my fellow Non-Executive Directors 
to meet a variety of employees and gather their views and experiences of working at 
Moneysupermarket Group. This feedback is communicated to the Board via a standing 
Employee Engagement agenda item and, where appropriate action is required, communicated 
to senior management for following through. Feedback is then provided to employees on steps 
taken to address their concerns, or an explanation provided as to why particular steps have not 
been taken. The formal role of NED Employee Champion is in its second year and whilst we 
continue to see positive results, I will continue to evolve and develop the role into 2021.

2020 has been an unprecedented year – how has this impacted 
employee engagement?
Employee engagement has remained a priority throughout 2020 as employees responded 
to the challenges of homeworking. Many of the engagement mechanisms used in previous 
years had to be amended, adapted or scrapped in favour of virtual coffees and 
communication via Teams channels. I am pleased to confirm that as well as increasing 
internal communications, new methods of employee engagement were implemented, 
including virtual breakfasts and Q&A sessions with the Board; and the direct interaction 
between Non-Executive Directors and employees continued. 

A key focus in 2020, as in prior years, was the health, safety and wellbeing of our employees. 
Our response to COVID-19 was communicated to employees on a regular basis to aid 
transparency of decision making and feedback from employees was shared with my fellow 
Directors. In addition to our usual biannual employee engagement surveys, we also carried 
out an additional employee survey focussing on employee wellbeing, the results of which 
were shared with the Board.

Despite the challenges of COVID-19, we have ensured that the employee voice remains 
heard and that their feedback is shared with the Board. We have responded proactively to 
concerns raised, including the implementation of the COVID-19 Care Leave, additional 
investment in learning and development and streamlining decision-making processes.

2020 highlights

 • adaption of employee 
engagement mechanisms to 
respond to COVID-19 and 
homeworking;

 • increased and improved 
interaction between NEDs and 
employees ;

 • 86% of employees participated in 
the employee engagement 
survey;

 • vlog introductions from our 
newest Board members; and

 • continued focus on employees’ 
health, safety and wellbeing.

Considering the interests of 
our stakeholders
The Board has continued to 
consider the interests of all of our 
stakeholders when responding to 
the impact of COVID-19 on the 
Group.

At the start of lockdown, the 
Board took the decision not to 
take advantage of the 
Government’s Coronavirus Job 
Retention Scheme (‘furlough’). 
Where roles were impacted by 
lockdown measures, we 
temporarily redeployed 
employees into other roles/new 
projects. In addition, we adapted 
its Work Your Way flexible working 
model to include time shifting, 
using annual leave in non-
standard ways, for example 
reducing the working day by 
deploying one day’s annual leave 
over several days, and unpaid 
leave.

Our primary aim was to continue 
to maintain our business at close 
to full capacity during COVID-19, in 
a time where we had increased 
responsibility to our customers 
and users to help ease the 
significant financial anxiety that 
COVID-19 created.

As lockdown continued, we 
received feedback that some of 
our employees found themselves 
in a position of having extremely 
limited availability for work, either 
due to having very young children 
and/or no co-parenting support.

In response to this feedback, we 
introduced a furlough equivalent, 
a Group funded ‘COVID-19 care 
leave’ to support our employees 
facing hardship due to childcare 
issues. The purpose of COVID-19 
care leave is to mirror furlough 
and to ensure that employees who 
need to significantly reduce their 
working hours would not be worse 
off financially than if they had 
been furloughed.

How frequently do companies conduct  
engagement surveys? 

12% Every two years

56% Every year

8% Every six months

20% Quarterly or  
more regular

4% Undisclosed
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Our purpose, values and culture 
The Board’s role is to promote GSK’s sustainable success, 
drive long-term growth for shareholders and add value for 
stakeholders. Our Strategic report on pages 1 to 76 
demonstrates how we work to achieve these goals, while  
our Corporate Governance report on pages 78 to 110 explains 
how our governance arrangements support our strategy and  
Innovation, Performance and Trust priorities underpinned by  
our culture.
Our purpose
GSK’s purpose is to improve the quality of human life by helping 
people do more, feel better and live longer. It is underpinned by 
our values of patient focus, integrity, respect and transparency. 
Our purpose and values are a source of great pride to our 
Board, management and employees. They help attract and 
retain talented individuals who want to be part of a Group that 
contributes to society. They also strengthen our relationships 
with each other, and with patients, consumers and other key 
stakeholders. In doing so, they help us to take new medicines, 
vaccines and consumer healthcare products to patients and 
consumers around the world. 
Our culture
The Board is responsible for setting the Group culture, which 
plays a key role in delivering high standards of business 
conduct, promoting long-term success and unlocking and 
protecting value. GSK’s expectations of courage, accountability, 
development and teamwork are fundamental to our culture. In 
2020, we continued to make good progress in evolving our 
culture to increase the pace and performance focus of the way 
we work, as discussed below. 

The Board receives regular updates from GSK’s CEO, CSO, 
CFO, Head of Human Resources and global businesses on our 
progress in aligning our strategy, performance and values-
based culture. It assesses the progress of our culture shift 
mainly through the results of GSK’s regular employee surveys. 
A culture dashboard tracks four indicators of progress, namely:

 – Appointing and promoting the right people

 – Leadership capability

 – Employee engagement 

 – Ways of working 

The Head of Human Resources regularly updates the Board  
on progress against these indicators.

The Board further supports GSK’s culture change by seeking  
to appoint and promote the right people, enhancing governance 
controls and processes to uphold and incentivise the right 
behaviours, and training and developing employees. 

During the year, the Board’s discussion of culture centred  
on employees’ experience of GSK and our ways of working, 
particularly against the backdrop of the COVID-19 pandemic.  
It also considered our progress in evolving GSK’s culture 
against insights and reflections from key external stakeholders. 
The Audit & Risk and Corporate Responsibility committees, 
meanwhile, considered the respective risk and compliance 
aspects of our culture change and performance in line with  
our Trust priority.

Culture change in a complex, global organisation such as GSK 
takes time and sustained effort. The Board recognises that the 
‘tone from the top’ drives a company’s culture and that it, and 
the CET, must be role models, with their words, actions and 
behaviours setting the template for employees. Board members 
seek to lead by example. For instance, alongside the rest of the 
workforce, they take the following key GSK training and 
awareness modules:

 – Living our values and expectations – which explores GSK’s 
values, expectations and culture and their application to our 
operations and ways of working

 – Anti-bribery and corruption

 – Inclusion and diversity

The way our people have lived and worked through the 
COVID-19 pandemic and the crucial role our leaders have 
played is described on page 10.

The recent race and ethnicity challenges in the US reinforced 
our focus on inclusion and diversity, a core element of our 
culture. We are confident of our work to date but realise there  
is more we can do. Further progress in promoting our inclusion 
and diversity agenda is set out on page 36 of our Strategic 
report and page 103 of the Corporate Responsibility 
Committee Chair’s report. 

Our Code of Conduct embodies our values and expectations.  
It is kept under review by the Board and is refreshed regularly.  
It is available on gsk.com.

Our corporate standards and employee policies are aligned to 
our values and expectations. They include our long-standing 
Speak Up arrangements, which enable employees to raise 
matters confidentially or anonymously without fear of reprisal. 
The Board, through the Audit & Risk Committee, reviews Speak 
Up reports provided by GSK’s Global Ethics and Compliance 
(GEC) team. Our Speak Up channels and reports are managed 
by an independent third party, with cases then investigated by 
GEC.

For more details on how we enable our culture change and 
invest in and reward our workforce see pages 10 and 36.
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Our people are inspired by our purpose – to help people  
do more, feel better, live longer. Our Purpose and Performance 
culture is underpinned by our values of Patient Focus, Respect, 
Transparency and Integrity. As we move towards the creation  
of two new leading companies, it is critical for us to focus  
on being more performance driven, while remaining firmly 
purpose led and values based. 

We track our cultural change with a range of indicators  
focused on embedding a culture that prioritises Innovation;  
our competitive edge, speed and agility to deliver growth 
orientated Performance; and employee Trust, including  
pride in our purpose, embedding our values and expectations 
(Accountability, Courage, Development, Teamwork) and 
progress as a Modern Employer.

As we do this, we check the health of our culture with a range  
of indicators. We are making good progress. In what has been  
a challenging year for everyone, our survey saw the highest 
response rate to date (85%), and the main measure of culture 
– employee engagement – reported the highest scores (84%) 
since inception of the survey in 2012, an increase of 6% since 
our last survey in 2019. There were improvements across all 
Innovation scores (up on average by 5%), with Performance 
scores showing the largest overall improvements across all  
the questions (up on average by 7%). Scores on employee  
Trust also scored strongly (up on average by 4%). 

The way we have been working through the COVID-19 
pandemic has led to positive changes in our culture. During 
2020, close to three quarters of our employees moved to remote 
working, while around a quarter have continued to work at our 
essential sites ensuring our medicines, vaccines and everyday 
healthcare products reached the millions of patients and 
consumers who needed them. Through this period, we have 
seen a deeper connection to our purpose, greater focus on  
the work that matters most to deliver our priorities, dynamic 
teams moving at pace with clear accountabilities, and greater 
connectivity and care for each other. We will continue to focus 
on these positives throughout 2021 as part of our culture 
ambition for the long term. 

Living and working through a pandemic, while also making 
progress in our transformation programme – Future Ready 
– brought change and personal challenges for some of our 
employees. To support them through this period, we ensured 
that our employee health and wellbeing services were fully 
accessible (see page 38).

The pandemic meant we also had to be much more flexible in 
how we got our work done. To support this, we implemented 
new principles for employees who carry out office-based work; 
to do that work in a place and in a way that enables them to 
perform at their best, based on their role, team, and personal 
circumstances. The principles – Performance with Choice – 
are anchored in driving individual and collective performance, 
while creating more flexibility about where and how those 
employees perform their work. 

In addition, as a company that has respect for people at its  
core and takes pride in providing access to our medicines, 
vaccines and consumer products to all, we have an opportunity 
and an obligation to build an inclusive culture internally and  
to be a force for good in improving diversity and inclusion  
in society. In 2020 we focused on building a more inclusive 
culture, including inclusion training for all employees alongside 
our work to evolve our policies, processes and practices.  
We also set new aspirational targets for gender and for  
race and ethnicity (see page 37).

Our leaders have played a crucial role and we know that  
how they role-model culture is one of the biggest drivers of 
culture change. We continue to build the expertise in our senior 
leaders, with 13% new appointments to our top 125 leaders in 
2020. The effectiveness of our global manager population is 
measured through our annual One80 feedback tool (see page 
38) and this year we saw continued improvements in manager 
scores, with 80% of our managers being seen as highly 
effective by the people they manage.

We are building a stronger purpose and performance culture, to 
inspire our people and power delivery of our long-term priorities. 

Our culture
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Other companies are also demonstrating 
commitment to this area through dedicated 
sub-committees. Smith+Nephew has set up a 
compliance and culture committee to enable 
more meaningful discussion of how culture is 
instilled and monitored by the board. To see 
people and culture pulled out as a specific area 
of focus for board activity is also increasing.
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Stories of resilience, dedication 
and innovative spirit run deep 
through our whole organisation. 
This is how some of our amazing 
people and teams delivered 
value for Ocado and our partners 
through an exceptionally difficult 
and challenging period.

Our 
Inspirational 
Team

➔	Read more about Our People  
on page 90

PROACTIVELY 
SUPPORTING  
MENTAL WELLBEING

Hugo Smadja’s Story:
Determined to ‘take away the 
shame’ from days when we’re not 
OK, Hugo opened up about his own 
low energy and indecisiveness, in a 
video he shared with all colleagues.

As one of our Mental Health First Aiders, by starting the 
conversation he further opened the floor for authentic dialogue.

Outcome
Only when colleagues can be their best can we deliver our best 
as a business. Colleagues like Hugo helped make this possible 
in a year that was especially difficult for many.

Link to our values
We are in it together.

 
USING HER  

TALENT TO KEEP  
HER COLLEAGUES SAFE 
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Story:
Despite being caught by severe  
travel restrictions in March, the 
teams responsible for launching  
our international sites were 
committed to delivery on  
schedule for our partners.

Outcome
We launched our first two sites ahead of schedule and, 
importantly, process innovation, including the introduction  
of AR equipment at sites, can be used at all future sites to 
benefit ongoing launches.

Link to our values
We are proud of what we do.

In weeks, they replaced in-person, UK based training, with virtual 
home tools and new training hubs at CFCs under construction.

TEAMWORK MAKING 
THE SEEMINGLY 
IMPOSSIBLE POSSIBLE

 
USING HER  

TALENT TO KEEP  
HER COLLEAGUES SAFE 

Anna Moss’s Story:
As a data scientist in our tech and logistics 

business, Anna regularly works with algorithms.
Over Easter she deployed these skills 
to a new mission; rapidly readying 
an algorithm for scheduling Covid-19 
testing for up to 3,500 employees at 
four sites, whilst contending with other 
constraints.

Outcome
Finding a smarter way to regularly test 
our frontline workers meant that we 
could keep serving as many Ocado.com 
customers as possible whilst keeping 
everyone safe.

Link to our values
We can do even better. 11Stock Code: OCDO Annual Report and Accounts  Ocado Group plc  
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Chinese, Sepedi and Tswana, and feature a broad cross-section of 
our workforce from different geographies, with a mix of those 
from office-based and operational roles from our industrial and 
marketing businesses. 
To reach employees at the assets, many of whom are not 
connected to the online Group network, these materials were 
complemented at our assets with posters, banners and 
newsletters, both printed and digital, which promoted the 
campaign along with a new intranet hub and a new Purpose and 
Values section on our external website. The films were shown, and 
posters displayed, in muster rooms and office communal areas 
while the book has been widely printed and distributed and 
posted to some employees’ homes. The campaign’s key messages 
have also been incorporated into a number of teams’ regular 
‘toolbox talks’. Many teams have also adapted the messaging and 
created local materials such as notebooks, calendars, and playing 
cards for use by employees during their breaks.

POLICIES
We have further strengthened the connection between our 
Purpose, Values and governance framework. We have reviewed 
and amended our Group Human Resources policies to ensure 
alignment to strategy and to strengthen consistency of 
application across the world. The Company is preparing two 
new Group policies governing Human Resources issues with 
a condensed and clearer set of commitments, namely: 

• the Equality of Opportunity Policy, and 
• the Diversity and Inclusion Policy. 

The Equality of Opportunity Policy will set out Glencore’s belief 
in, and commitment to, fairness and equality. The policy will 
make our expectations of high performance and individual 
contribution explicit, but will also provide details on how we 
ensure our processes are fair, transparent and free from unlawful 
discrimination. The policy will also provide a global commitment 
to mechanisms such as grievance processes to assist in resolving 
complex employee relations issues.
The Diversity and Inclusion Policy will set out our commitment 
to diversity of thought, our belief in constructive challenge and 
our desire to create an inclusive culture. It will provide a 
commitment to monitoring our demographic make-up, 
educating ourselves on issues of bias and equal pay for equal 
work in each of our companies.
These policies will be published on our website to ensure 
transparency and accountability. 
Over the course of the next year, these global policies will be 
underpinned by a set of global people standards which will 
increase the consistency of practices and employee experiences 
across the world.

PURPOSE AND VALUES IN ACTION
We are proud of the contribution our 145,000 employees and 
contractors make to our business and to their communities. Our 
unique business model empowers our people to take commercial 
decisions aligned to the broader goals of our company and 
we strive to encourage a high-performance culture where 
accountability and performance are recognised and rewarded. 
In an increasingly complex world, we recognise the hugely 
important role our Purpose and Values can play in helping 
to guide and manage our business and our people. This year, 
perhaps, more than any other has taught us that having an 
aligned Purpose and set of Values is invaluable in ensuring 
our organisation and our teams react in an appropriate fashion 
when faced with uncertainty and complexity.
During the year, we have placed considerable emphasis on 
reinforcing both our Purpose and our Values throughout the 
organisation. To engage approximately 145,000 employees and 
contractors across the business around these principles, we 
launched a Group-wide internal communications and employee 
engagement campaign in November 2020 – the biggest of its 
kind undertaken by the Company to date. The campaign aims 
to foster discussion about the Group’s culture, further embed 
expectations and develop behaviours on how we do business 
in alignment with our Values. 
The first phase focused on the ways our Purpose and Values 
shape our culture and explored what they mean to our people. 
The next phases will unpack the commitments and expectations 
of how we do business as laid out in our refreshed Code of Conduct.
To ensure that our people understand what is expected of them 
wherever they are based and whatever they do, the Purpose and 
Values phase of the campaign has been consistent in its high-
level messaging but adapted where necessary to serve local 
needs and objectives, allowing for regional and cultural differences 
across our diverse operations.
The communication materials to support the campaign were 
produced in a number of languages from English and German, to 

CEZinc donated 2,000 
masks for the nursing 
staff at the local Suroît 
Regional Hospital

 OUR PEOPLE
Our employees and contractors are fundamental to our success. 
At Glencore, our people are at the heart of everything we do. 
We foster an environment where our different backgrounds, 
cultures and beliefs are supported and encouraged

Financial statementsGovernance Additional information
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We surveyed the day-to-day 
experience of 20,000 
employees, their satisfaction 
with their roles and career 
development, including 
safety and ethical behaviour

MONITORING OUR CULTURE AND LISTENING TO 
EMPLOYEES
We continue to develop and evolve our mechanisms to evaluate 
our culture and understand employee experience across our 
operations. Following 2019’s successful survey of our marketing 
employees and our Australian businesses, this year our Employee 
Survey was distributed globally to our networked employees for 
the first time. 30,000 employees from 35 countries were invited 
to participate.
Our survey measured the day-to-day experiences of our 
employees; their satisfaction with their roles and career 
development as well as vitally important concepts such as 
safety and ethical behaviour – key elements which underpin 
our strategy and our reputation as a responsible and ethical 
operator. We measure employee engagement through an 
engagement score and benchmark this score across our 
businesses, against an external high-performance benchmark 
and against large scale industrial businesses. Our scores were 
very positive with employee engagement scoring 85% against 
our external benchmarks of 81%.
We have invested considerable time and resources in our Ethics 
and Compliance programme over the last number of years. 
The survey provides an opportunity to test the impact of this 
programme on the ground and our scores benchmark well and 
are in many areas above the benchmarks of externally recognised 
surveys like the Institute of Business Ethics’ European Survey of 
Ethics at Work.

82%
Our Values and Culture score 
of 82% tells us that the vast 
majority of our employees 
feel their experience matches 
our values

92%
of surveyed employees 
stating that they work 
in a safe environment

94%
of surveyed employees 
feeling comfortable reporting 
a safety concern, a key 
enabler of improvement in 
our performance

87%
of surveyed employees told 
us that they intend to stay 
at least 12 months with 
the company

86%
of surveyed employees 
stating that they are proud 
to work at Glencore

88%
of surveyed employees 
stating that their direct 
manager acts ethically and 
in compliance with policies 

Our Values and Culture survey

OUR PEOPLE
continued
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100%

8%
refer to values in the annual report

 do not list what those values are 

BAT annual report p96, 100–101

View the full report (PDF)

The value of values

Another common topic was the benefits 
of having a clear set of values and strong 
internal communication mechanisms. 100% 
refer to a set of values somewhere within 
their reporting, although 8% do not disclose 
the detail of what they are. Travis Perkins 
describes them as ‘Cornerstones’, acting as a 
guide through COVID, while Ocado includes 
a series of employee-focused case studies 
to demonstrate its values in action. Glencore 
talks specifically about a multi-phase 
campaign to embed its values. Phase one 
focused on how purpose and values shaped 
culture and what they meant to people, and 
phase two unpacked the commitments and 
expectations laid out in its Code of Conduct. 
It also explains its Values and Culture index, 
designed to show how values are brought to 
life each day and the extent to which culture 
addresses critical business issues.

Despite lots of anecdotal evidence, however, 
relatively few companies disclose detailed KPI 
dashboards that include people metrics – at 
least in a way that is consistent, comparable  
to last year and easy to find – so there is still 
room for improvement.

https://www.ocadogroup.com/sites/ocado-corp-v2/files/investors/Annual%20Report%20LP/Ocado%20Group-Annual%20Report%202020.pdf#page=14 
https://www.glencore.com/dam/jcr:e03a8caf-f2aa-46ad-81c5-821719caf5bf/Glencore_AR20_Interactive.pdf#page=31
https://www.smith-nephew.com/global/assets/pdf/corporate/smith%20nephew_annual%20report%202020_interactive.pdf#page=100
https://www.bat.com/group/sites/UK__9D9KCY.nsf/vwPagesWebLive/DOAWWGJT/$file/BAT_Annual_Report_and_Form_20-F_2020.pdf#page=100 
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The conversation around diversity, 
equity and inclusion cannot be 
ignored by business; however, 
while we are seeing lots of positive 
discussion, this is not yet translating to 
demonstrable and measurable action.

Unsurprisingly, given how the topic has been 
catapulted into the spotlight following recent 
social events, such as Black Lives Matter 
protests, we have seen a marked increase 
in diversity, equity and inclusion (DE&I) 
disclosure. Almost three-quarters (72%) of 
companies mention diversity in either their 
Chair or CEO statements and of those carrying 
out a materiality assessment, 74% classed it 
as a material issue specifically, the remainder 
identifying a people or culture issue more 
broadly. Companies clearly feel pressure to  
say something positive on this subject but  
are at different stages of their journey with 
respect to this issue.

Good intentions but little follow 
through yet

Companies commonly explain steps they 
are taking in this area, but in many instances 
this sounds hollow, with talk of ‘intentions’ 
surrounding equality but no measurable 
actions or evidence to support claims. 
Many focus on company networks in place 
or highlight where they have signed up to 
coalitions designed to support change.

We did see some demonstrable action, 
however. Smith+Nephew explains how it 
has set up employee-led inclusion groups, 
covering a range of topics, one of which was 
specifically focused on racial equality. It also 
discusses an organisational effort called 
‘Standing together’ and refers to listening 
sessions hosted by the CEO and CHRO.

Diversity, equity and inclusion

A lot of talk, 
but not much 
action on 
diversity

EIGs are voluntary, employee-led groups 
that foster a diverse, inclusive workplace 
aligned with our purpose, culture pillars, 
and business objectives – sponsored 
by senior leaders. Our primary goal for 
our EIGs is to create an inclusive culture 
that supports diversity of thought, 
background and perspective. We have 
now launched a number of EIGs covering 
a broad spectrum of diversity including: 
women; young professionals, race and 
ethnicity, veterans and mental and 
physical wellbeing. Our EIGs provide a 
network for employees to engage and 
collaborate as part of a global framework 
and be empowered to drive local/site 
events and activities.

We continue to run Listening+Sharing 
sessions, hosted by members of 
the Executive Committee, designed 
to create powerful global conversations 
to elevate the topic of Inclusion+Diversity. 
They allow management to learn from 
all employees about their experiences 
and ideas on how we can create an 
inclusive work environment for everyone 
and strengthen the sense of belonging 
and identity. We are committed to 
employment practices based on equal 
opportunities, regardless of race, ethnicity, 
gender, sexual orientation, socio-economic 
status, age, physical abilities, religious 
beliefs, political beliefs, or other ideologies. 
In 2020 we delivered inclusion training to 
2,600 managers across Smith+Nephew.

“ As we cultivate an environment 
of high performance, it must be 
built on the trust of employees 
and the ability for all backgrounds, 
perspectives, and experiences 
to be respected and celebrated. 
I am proud that we are launching 
official EIGs to bring employees 
together to share these 
experiences, help educate 
others and further drive our 
commitment to inclusion and 
diversity initiatives.”

Brad Cannon
President Sports Medicine & ENT
(ExCo Sponsor of UNITY)

For the first time we participated 
in Gallup’s Inclusion Index in 2020. 
This index consists of questions around 
confidence that the Company will do 
what is right in issues of compliance and 
ethics, is committed to developing each 
employee’s strengths, and treats each 
employee with respect. We performed 
at around the mid-point of the Gallup 
database, and now have a baseline from 
which we can build a truly inclusive 
culture across Smith+Nephew.

We established a number of new initiatives 
in 2020, including formally launching global 
Employee Inclusion Groups (EIGs) and 
starting a new conversation around racial 
diversity inspired by events in the US and 
elsewhere in 2020. Roland Diggelmann, 
our Chief Executive Officer, initiated and 
attended a number of listening sessions 
with Elga Lohler, Chief Human Resources 
Officer. As a result, we formed three 
employee-led work teams dedicated to 
increasing inclusion and diversity across 
our workplace. One of the first actions 
has been the formation of UNITY, a new 
EIG on racial diversity.

1 Number of employees at 31 December 2020 including part time employees and employees on leave of absence.
2 Senior managers and above include all employees classed as Directors, Senior Directors, Vice Presidents, 

Executive Officers and includes all statutory directors and Directors of our subsidiary companies.

12 
Board of Directors  

Male

67%
Female

33%

1,057 
Senior Managers 
and above2

Male

70%
Female

30%

17,914  
Total employees1

Male

58%
Female

42%

Inclusion and 
diversity

Our UK Gender Pay 
ratios improved in 2020, 
as we built on the progress 
delivered in 2019 (see page 
126). We have also focused on 
sponsorship of female talent 
with each ExCo member 
sponsoring up and coming 
females to help accelerate 
their development. 

Investing in our people continued

Our team in Wroclaw, Poland, 
celebrated Pride 2020, bringing the 
colours of the rainbow to the office.

Smith+Nephew  
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We put emphasis on developing our 
female leaders. We also saw record 
numbers participating in Elevate, 
a monthly webinar series supporting the 
professional development of up to 200 
women per month. Our UK Gender Pay 
ratios improved in 2020, as we built on the 
progress delivered in 2019 (see page 126)
We have also focused on sponsorship 
of female talent with each ExCo member 
sponsoring up and coming females 
to help accelerate their development. 
In addition we have specific EIGs that 
focus on fostering an inclusive environment 
for women including women in sales, 
the society of women in engineering and 
women in leadership and management.

We believe that it’s a privilege to provide 
products and services for patients and 
healthcare professionals. And we believe 
that it’s up to everyone who works for 
us – or on our behalf – to share that 
responsibility by upholding our reputation 
for integrity and ethical conduct, 
because the sustainability of our business 
depends on doing things the right way.

Our world-class Global Compliance 
Programme helps our business to comply 
with applicable laws and regulations. 
Our comprehensive programme 
includes global policies and procedures, 
on-boarding and annual training for 
employees and managers, monitoring 
and validation processes, and 
reporting channels.

We have multiple levels of ethics and 
compliance oversight, including a Board 
Compliance & Culture Committee, 
to ensure managers, employees and 
business partners act with integrity and 
we regularly assess existing and emerging 
risks in the countries in which we operate.

We updated our Code of Conduct and 
Business Principles in 2019 (available at 
www.smith-nephew.com). This gives 
each employee the legal and ethical 
framework to guide what we do every 
day in a way that reflects our Company 
and our culture. It’s not enough to simply 
comply with the law; we should always 
behave ethically, even where the law 
is unclear or still developing.

Through our global intranet, we provide 
resources and tools to guide employees 
to make decisions that comply both 
with the law and our Code of Conduct. 
We ensure appropriate oversight of 
significant interactions with healthcare 
professionals or government officials. 
We comply with all country and US state 
transparency reporting laws which require 
reporting of physician compensation.

Achieving results 
with responsibility

We believe that it’s up to  
everyone who works for us –  
or on our behalf – to share that 
responsibility by upholding our 
reputation for integrity and  
ethical conduct, because the 
sustainability of our business 
depends on doing things 
the right way.
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OUR ENVIRONMENTAL AND SOCIAL PERFORMANCE

Our inclusion and diversity data
2020 2019

Gender

Board members Male 8 9

Female 4 4

GEC and GEC direct reports Male 86 111

Female 41 50

Senior managers Male 4,540 4,539

Female 2,670 2,647

Colleagues Male 28,948 29,522

Female 39,817 41,033

Ethnicity

% of Board members from an ethnic minority background 8.3% NR

% of Senior managers from an ethnic minority background* 7.7% 6.7%

% of Colleagues from an ethnic minority background* 10.6% 10.2%

Disability

% of colleagues who disclose that they have a disability 3.2% 2.8%

Gender identity and sexual orientation

% of colleagues who disclose that they are lesbian, gay, 
bisexual or transgender 2.3% 2.2%

All data as at 31/12/2020. Group Executive Committee (GEC) assists the Group Chief Exec. in strategic, cross-business or Group 
wide matters and inputs to Board. GEC and Direct Reports includes the Group Chief Exec., GEC and colleagues who report to a 
member or attendee of GEC, excluding administrative or executive support roles (personal assistant, executive assistant).
Reporting: A colleague is an individual who is paid via the Group's payroll and employed on a permanent or fixed term
contract (employed for a limited period). Includes parental leavers, and internationals (UK includes Guernsey, IOM, Jersey
and Gibraltar). Excludes leavers, Group Non-Executive Directors, contractors, temps, and agency staff
Diversity: Calculation is based on headcount, not FTE (full-time employee value). Data source is HR system (Workday) containing 
all permanent colleague details. Gender: includes international, those on parental/maternity leave, absent without leave (AWOL) 
and long-term sick. Excludes contractors, Group Non-Executive Directors, temps and agency staff. All other diversity information 
is UK Payroll only. All diversity information is based on voluntary self-declaration, apart from gender, so is not 100 per cent 
representative; our systems do not record diversity data of colleagues who have not declared this information.
Ethnic background: comprising of mixed/multiple, Asia, Black, Middle Eastern, North African and other (non-white) ethnicities. 
Colleague grades: from A through to J, Senior Executive (SE), Executive (EX) and Executive Director (ED) A being the lowest. 
Senior Managers: Grades F, G, H, J, SE, EX and ED (F being the lowest). 
NR: Data not reported during period.
*  2020 Indicator is subject to Limited ISAE 3000 (revised) assurance by Deloitte LLP for the 2020 Annual Responsible Business 

Reporting

Championing  
inclusion and diversity

Highlights
  During 2020, we launched our Race 
Action plan. The Group was the first 
FTSE 100 company to launch a new 
public goal to specifically increase Black 
representation in senior roles to align 
with the overall UK labour market. 
  We have published our first Ethnicity Pay 
Gap Report. 
  We have published our annual Gender 
Pay Gap Report.
  We achieved the external Hampton-
Alexander goal of 33 per cent women in 
the combined Executive Committee and 
Direct Report population.

Lloyds Banking Group aims to create a fully 
inclusive environment that is representative 
of modern-day Britain and where everyone 
can reach their potential. We continue to 
invest in making the Group a leading inclusive 
employer, where the unique differences our 
colleagues bring to work every day are valued.

Building a truly inclusive organisation also 
requires us to be an anti-racist organisation – 
one where all colleagues speak up, challenge, 
and act to take an active stance against racism 
and discrimination of any kind.

Getting this right is at the heart of our purpose 
to Help Britain Prosper – a more inclusive 
society is a more prosperous society, and a 
diverse business is a better business.

Ethnic diversity
In 2018 we made a public commitment to 
increase the ethnic diversity of both our overall 
and senior workforce, which has led to positive 
changes. Feedback from our Black colleagues 
however, demonstrated that there was still 
more to do. 

In July 2020, our Group Chief Executive, 
António Horta-Osório launched our Race 
Action plan. The Group was the first FTSE 100 
company to make such a public commitment, 
which includes a new public goal to specifically 
increase Black representation in senior roles 
from 0.6 per cent at senior grades to at least 
3 per cent by 2025, to align with the overall UK 
labour market. We have already delivered a 
number of activities, including establishing a 

The Lloyds  
Banking Group  
Race Action plan 
Our Race Action plan aims to drive cultural 
change, recruitment and progression across 
the Group.

The plan includes a new public goal, 
complementing our broader 2018 ethnic 
diversity target, to specifically increase Black 
representation in senior roles from 0.6 per 
cent at senior roles to at least 3 per cent by 
2025, aligning the Group with the overall UK 
labour market. 

To ensure we make robust progress in 
delivering our plan, we have appointed a 
dedicated senior leader to lead a Race Action 
plan team, who will work together with our 
Race Action plan working group to drive 
action. We have also appointed 23 Black, 
Asian and Minority Ethnic colleagues to 
form a Race advisory panel, who are already 
providing invaluable input into our plan. 

In December 2020, we broadened our plan to 
go further and work beyond our own internal 
boundaries by actively supporting Black 
communities through our partnerships with 
Foundervine and the Black Business Network.

Further information and progress in relation 
to our implementation of our Race Action 
plan can be found in the 2020 Lloyds Banking 
Group ESG Report.

Progress in 2020

E S G

https://www.smith-nephew.com/global/assets/pdf/corporate/smith%20nephew_annual%20report%202020_interactive.pdf#page=34 
https://www.lloydsbankinggroup.com/assets/pdfs/investors/annual-report/2020/2020-lbg-annual-report.pdf#page=27 
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Sustainability

Environmental footprint  
of products
Pearson has a responsibility to ensure that 
our products are made from sustainable 
resources, have a minimal environmental 
impact during the use phase and can be 
disposed of in a way that minimises their 
end-of-life impacts. We are making three 
commitments in relation to our products:

As part of our responsible sourcing 
programme (see p52), 100% of paper 
products will be Forest Stewardship Council 
(FSC) certified by 2025.

We will ensure all products and packaging are 
widely recycled or covered by a take-back 
programme . We will use materials that are 
recyclable, allowing consumers to use existing 
recycling systems where they exist. Where  
we need to use specific materials that are not 
widely collected for recycling, we will build 
take-back systems.

We will design digital products to be energy 
efficient. To better understand how our  
digital products use energy in data centres, 
transition to the consumer (over internet  
or mobile telecoms networks) and in 
consumer devices, we have joined an industry 
collaboration called DIMPACTS. The work we 
are undertaking with this group will help us to 
measure the baseline energy consumption of 
digital products and services in order to set 
targets to minimise the impacts.

Human rights
  We respect the rights of consumers, 

employees, suppliers and communities, 
and we consider the human rights 
impact of our business decisions

  We are committed to ensuring that 
Pearson maintains safeguards of our 
customer data while also working with 
our customers to develop products 
tailored to their needs

Our goal is to respect and promote human 
rights, including the right to education, 
throughout our operations and with our 
customers, employees, contractors and 
supply chain. Our approach is guided by the 
Universal Declaration of Human Rights,  
the International Labour Organization’s 
declarations on fundamental principles and 
rights at work, the UN Guiding Principles on 
Business and Human Rights, and the UN 
Global Compact Principles. We are a founding 
signatory to the UN Global Compact, and we 
are a member of the Global Compact’s UK  
and USA Local Networks. 

Learning expands the mind and creates new 
opportunities for discussion and growth.

Danette Joslyn-Gaul  
Vice President, Global Compliance 
Georgia, USA

Learning empowers me to be more than a 
passerby, and to make an impact.

Zerin Anzum Karim  
Technology Business Partner, Continental Europe 
London, UK

I truly believe in education as a tool for 
changing and impacting the world.

Lauro Tozetto Neto 
Editor & Spectrum Brazil Chair  
São Paulo, Brazil

I firmly believe that learning can have a 
transformative effect, not just on an  
individual but dozens of family members  
and future generations.

Haseeb Khan 
Director of Digital Platforms, English Assessment 
Toronto, Canada

We launched an employee engagement community for 
employees to connect, share stories and support one 
another. You can meet some of our talented colleagues 
throughout this report in the People of Pearson callouts. 

People of Pearson
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We respect the rights of our employees to 
freedom of association and representation 
through trade unions, works councils or any 
other appropriate forum wherever local laws 
allow. We have policies and procedures to 
prevent discriminatory, illegal and inhumane 
labour practices including child labour, forced 
labour, slavery and human trafficking, in our 
places of business, as well as to address 
violations when they occur. 

Representation takes many forms.  
We support the right to unionise in the UK. 
Pearson maintains its accreditation by the 
Living Wage Foundation and has committed 
to paying employees and regularly contracted 
staff working in our buildings across the UK 
and in London the real Living Wage.

We use our influence with our suppliers to 
improve standards for their employees and 
commit to ensuring all supplier employees 
who work for, or on behalf of, Pearson have 
the ability to report any areas of concern. 
Read more about supporting our suppliers 
and our work to prevent modern slavery in 
the supply chain on p51  

Our Human Rights Statement outlines the 
priority human rights risks and opportunities 
for Pearson that our programme is taking 
steps to address. Our approach to human 
rights covers five areas: customers (pp43–45, 
p61), content (p44), employees (below), 
partnerships (p51) and privacy and data  
(see risk section, p62 ) 

Employees
  Provide opportunities for employees  

to use their talent to contribute to 
sustainability objectives through both 
their business roles and volunteering 

Our employees are central to our purpose of 
helping people make progress in their lives 
through learning. As such, we play a crucial 
role in creating a working environment that 
enables our employees to learn, grow and 
succeed. This strategic report describes the 
numerous ways in which the company 
engages with, invests in and rewards its 
employees. The remuneration report also 
describes the remuneration philosophy  
which applies to the entire company.

In 2020, we focused on supporting our 
employees through the pandemic, increasing 
employee engagement, integrating talent and 
learning, and expanding benefits. We also 
expanded our DE&I efforts, outlined on p50. 

Employee pulse survey

Survey question Q1 Q2 Q3 Q4 Average

Ranking of current 
COVID-19 response 
on scale of 1–10 9.0 8.3 8.5 8.7 8.6

NPS (recommend 
working at Pearson 
to a friend or 
colleague) +16 +17 +16 +19 +17

Have taken steps to 
upskill or reskill in 
the past quarter N/A* 71% 60% 57% 63%

* This question was not asked in the Q1 2020 survey.

Employee engagement
Early in 2020, we acted quickly to support our 
employees around the world and to help 
them feel safe and connected, as a majority  
of them began working from home full time. 
Read more on p13 and pp27–28  

Responding to employee feedback helps 
shape our employee experience, and our  
new quarterly pulse survey gave us key 
insights into how our employees were feeling. 
To support our employees, we launched a 
new virtual employee community, People of 
Pearson, where employees can learn about 
our products and services, share stories and 
connect with one another. 

We established a more frequent cadence  
of executive communications during the 
pandemic, with the new Chief Executive 
holding seven regional town halls in the fourth 
quarter and sending monthly video updates. 

In response to the UK Corporate Governance 
Code, we are excited to take part in 
strengthening the voice of our workforce  
with our Employee Engagement Network 
(read more on p81 )

Aligning talent and learning
In order to deliver on our goal to make the 
most out of Pearson’s world of talent, in 2020, 
we focused on aligning our approach to talent 
and learning to the company strategy. This is 
so that we deliver greater employee and 
business value. We started by evolving and 
simplifying our approach to the talent review 
and designing and integrating a capabilities 
framework to support upskilling and reskilling 
led learning. 

This spans the core business, leadership and 
technical knowledge, skills, mindsets and 
experiences needed to support the ongoing 
digital transformation of the company.  
We piloted this with the Pearson Executive 
Management team and our Pearson 
Leadership Group, which comprises all Senior 
Vice Presidents, as well as Vice Presidents that 
report to the Executive Management team. 

Our intention is to expand this to Directors 
and Managers in 2021. In addition, in our 
latest pulse survey, 71% of employees who 
responded shared that they completed 
quarterly check-ins on performance and 
learning in the past quarter, and 57% reported 
doing something to upskill or reskill.

To support employees to upskill and reskill, in 
the first quarter, we piloted a new early career 
leadership programme, ILEAD, in International 
and a new manager programme, Imanage, in 
the UK. The Wave programme, an initiative to 
enable experiential, on-the-job learning and 
employee mobility, was expanded to cover 
more parts of the business and we made 
available to employees a further five Pearson 
Products to support to support upskilling and 
reskilling – MePro English  G , Pearson Prep  G , 
Pearson Writer  G , Accelerated Pathways  G , 
Pearson Advance  G  – and beta tested 
Pearson Career Courses: project Oz, and 
ITPro. In the third quarter, we launched  
our first-ever Global Learning at Work Week, 
delivering 60 fully online learning sessions 
delivered by internal and external subject 
matter experts and Pearson authors, 
engaging 50% of our employees.

Employee benefits
We offer competitive benefit programmes to 
support our employees. Our programmes 
vary globally and include health insurance, 
disability coverage, retirement savings 
matching, employee share purchase options, 
commuter benefits, tuition reimbursement, 
and programmes that support wellbeing and 
work–life balance.

In 2020, we expanded US paid parental leave 
to 16 weeks. All parents, no matter how they 
become parents, are now eligible for equal 
parental leave benefits. 

Our pandemic response focused on 
supporting wellbeing, including flexible  
work from home policies and extending  
work from home after the pandemic if 
business needs permit. We announced  
The Pearson Global WELL programme to 
provide support, advice and guidance for 
managing mental and physical wellbeing.  
We extended the global footprint of our 
Employee Assistance Programme, expanded 
our UK network of Mental Health First Aiders, 
and recruited employee volunteers to act as 
wellbeing champions.

GSK annual report p37

View the full report (PDF)

Lloyds outlines its ‘Race action’ plan, which 
includes a public goal, and meaningful  
disclosure on disability inclusion. Travis Perkins 
includes diversity and inclusion as one of its 
sustainability commitments, explaining that it  
will be fundamental to its future success and sets 
out commitments focused on gender, disability 
and social background specifically. It outlines 
plans to establish a diversity and inclusion 
advisory board and promises to set action  
plans and targets by 2021.

Pearson talks of promoting a learning culture, 
given the importance of education in creating 
equality, and features its ‘Global learning at 
work’ week, as well as the development of a new 
capabilities framework, the implementation of 
which was linked directly to executive bonuses. 
It also discusses the employee engagement 
community put in place to foster inclusion  
during the pandemic. GSK explains its 
commitment to equality of representation and 
sets out targets for ethnically diverse leaders by 
2025. This is supported by relevant statistics for 
all levels across the company.

Pearson annual report p50–51

View the full report (PDF)
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Sustainability overview continued

What’s next?
• Establish a diversity and inclusion advisory board that includes 

all the Group’s networks, with each area sponsored by a GLT 
member. The advisory board will work with the GLT to set 
targets and contribute to the GLT's agenda. 

• In 2021 all the Group’s businesses will create a diversity and 
inclusion action plan.

Diversity and inclusion
2020 objectives
• Map the experience of current and future colleagues to identify focus areas to support the 

“Workforce with a Difference” programme. 
• Establish a “Women’s Network” to create an inclusive environment for all colleagues to sell the 

benefits of working for Travis Perkins and to attract talent and build more diverse teams.
• Align apprenticeship programmes and local recruitment support to this agenda to enable the 

business to attract and select from more diverse backgrounds.

2020 progress 
The Group continues to learn about colleagues’ experiences and use 
this to drive change through the Group’s expanding networks. The 
Wickes LGBTQ+, BAME, Ability and Well-being networks have 
continued to lead change and generate activity and energy around the 
inclusion agenda. Their “Balance for Better” gender network has led to 
an improved approach to family leave. 

The TP Inc Women’s Network, the LGBTQ+ network, TP Proud and 
the BAME and allies networks were also launched in 2020. The TP 
Inc Women’s Network brings women from across the Merchant 
businesses together, with the aim of building a broader network of role 
models, change agents and allies focussed on equality. The network 
is acting to improve the Group’s gender balance, with on-going work 
on uniform, tolerance and behaviours, and flexible working.

The Group proudly announced its commitment to putting disability on 
the leadership agenda with a partnership with the Valuable 500. The 
Group also put forward 10 mentees and 10 mentors for the 30% club, 
which gathers together nearly 2,000 mentors and mentees from 
across the business community each year to support each other to 
develop. The programme is focused on accelerating the development 
of women into senior leadership roles. 

Diversity and inclusion will be fundamental to 
our future success, and we have signed up to 
The Valuable 500 as part of our commitment to 
changing our business for the better and to tap into 
this rich network to learn and share best practice. 
Around 80% of disabilities are hidden, and we want 
our colleagues to feel able to bring their whole 
selves to work and be confident and open about 
their disabilities without being judged or defined  
by that.

Nick Roberts
Chief Executive
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Age bands

 Under 25 
 5,559

 28 – 39 
 9,835

 40 – 59 
 11,142

 60 and over 
 2,174

Men
20,729

Women
7,981

= 28,710

Group head count

Ethnicity

 White British 
 18,184

 Unknown 
 7,545

 Non British 
 1,729

 Non-White British 
 1,252

Women in senior management*

* Senior management is defined as Directors and managers 
per the statutory reporting of gender diversity

2017 20192018 2020

18
.6

%

21
.9

%

19
.4

%

18
.7

%

Gender diversity
Female % Male % Total %

Director 2 22% 7 78% 9 100%
Manager 76 22% 272 78% 348 100%

Colleague 7,903 28% 20,450 72% 28,353 100%

Total 7,981 28% 20,729 72% 28,710 100%
Female % Male % Total %

Central Services 306 45% 372 55% 678 100%
Retail 3,181 38% 5,142 62% 8,323 100%

Toolstation 2,129 40% 3,247 60% 5,376 100%

Plumbing & Heating 609 19% 2,632 81% 3,241 100%

Merchanting 1,756 16% 9,336 84% 11,092 100%

Total 7,981 28% 20,729 72% 28,710 100%

Travis Perkins annual report p62

View the full report (PDF)
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Our Corporate Executive Team (CET) members lead our four 
diversity councils (covering race and ethnicity, gender, disability, 
and LGBT+), working with senior leaders and members from 
our employee resource groups.

To measure our progress, we monitor two questions in our 
employee survey: in 2020 81% of participants said they can  
be their authentic self at GSK (up 5% on 2019) and 87% feel 
respected at work (up 6% from 2019). We also added a new 
question to our manager feedback tool, One80. This asks 
employees to rate whether “through their actions, my manager 
demonstrates a commitment to inclusion and diversity in our 
team”: leaders scored an average of 4.4 out of 5. 

Race and ethnicity
We are committed to equality of representation, which means 
that we constantly strive to ensure our workforce reflects the 
communities in which we work and hire. Specifically, we aspire 
to increase the percentage of our leaders who identify as 
ethnically diverse. In countries that meet a threshold that ensures 
confidentiality and anonymity of data, we will disclose employee 
race and ethnicity by level and communicate a country-wide 
aspiration to increase the representation of ethnically diverse 
leaders. In 2020, the US and the UK satisfied this threshold  
and we provide disclosures of current representation and have 
set aspirations.

The disclosures below reflect GSK’s representation, as of  
31 December 2020, for employees who actively and voluntarily 
disclosed their race or ethnicity.

Race and ethnicity: US (%)1

SVP/VP Director Manager
All 

employees

Ethnically diverse 23.2 25.3 29.3 30.0

American Indian or 
Alaska Native

* 0.4 0.3 0.4

Asian 10.8 13.8 15.9 12.9

Black or African 
American

5.8 5.5 6.3 9.9

Hispanic or Latinx 5.0 4.5 5.1 5.1

Native Hawaiian or 
Other Pacific 
Islander

* 0.3 0.1 0.2

Two or more races 1.2 0.9 1.6 1.5

White 76.8 74.7 70.8 70.0

* Insufficient data to report (fewer than three employees).
In the US, 6.3% of employees did not actively respond to identify a race  
or ethnicity category, and a further 1.2% indicated ‘I prefer not to say’.
1 Due to rounding, the sum of the data may be marginally different from 

the totals.

We aspire to increase the representation of ethnically diverse 
VP and above leaders to at least 30% in the US by the end  
of 2025. We are specifically focused on increasing the 
percentage of Black or African American and Hispanic or  
Latinx VP and above leaders; we expect – and will monitor 
– year-on-year growth. By our target date of 2025 we expect  
to see growth across all identified groups. 

Race and ethnicity: UK (%)1

SVP/VP Director Manager
All 

employees

Black, Asian and 
minority ethnic 

11.1 16.7 21.8 18.7

Asian 5.7 11.8 16.0 13.1

Black 1.6 1.8 2.3 2.5

Mixed 1.2 1.5 1.8 1.8

Other 2.5 1.6 1.6 1.3

White 88.9 83.4 78.2 81.3

In the UK, 11.5% did not actively respond and a further 3.9% indicated  
‘I prefer not to say’.
1 Due to rounding, the sum of the data may be marginally different from 

the totals. 

For the UK, we aspire to increase ethnically diverse VP  
and above leaders to at least 18%, by the end of the 2025.  
We are specifically focused on increasing the percentage  
of Black VP and above leaders; we expect – and will monitor – 
year-on-year growth. By our target date of 2025, we expect  
to see growth across all identified groups. 

To support our aspirations and our commitment to equality  
of representation we are focused on recruiting and developing 
diverse talent. This includes: setting appropriate and ambitious 
targets for ethnically diverse candidates for our early talent 
programmes in the US and UK; launching a new global 
development programme, Accelerating Difference, for ethnically 
diverse employees; and, for our most senior roles, we are also 
introducing a policy that requires a diverse shortlist of qualified 
candidates, including ethnically diverse representation (as 
defined appropriately by country).

Gender 
The percentage of women in management continues to rise  
at GSK. We are proud to report that in 2020 we achieved  
an important landmark, with the global percentage of female 
managers, presently 48% (47% in 2019), being equal to or 
greater than the percentage of non-managers, currently 47%, 
and 38% of senior management roles at VP and above –  
up from 36% in 2019. 

The latest Hampton-Alexander Review found that GSK ranked 
in the top quartile of FTSE 100 companies based on proportion 
of women on the Board, with 42% female representation. 
Within the FTSE 350 sector analysis, GSK ranked 2nd  
in the Pharmaceuticals sector (up from 3rd in 2019). 

Women in management (%)
2020 2019 2018 2017

SVP/VP 38 36 33 31

Director 46 44 43 43

Manager 50 49 48 47

All management 48 47 45 44

Employees by gender (number)
Male Female Total

Board 7 5 12

Management* 10,117 9,303 19,420

All employees 50,005 44,061 94,066

* Senior managers as defined in the Companies Act 2006 (Strategic Report 
and Directors’ Report) Regulations 2013.

Trust continued

https://www.gsk.com/media/6662/annual-report-2020.pdf#page=39 
https://plc.pearson.com/sites/pearson-corp/files/pearson/investors/our-2020-annual-report/pearson-ar20-online-210318_0.pdf#page=52
https://www.travisperkinsplc.co.uk/sites/travis-perkins/files/2021-03/travisperkins-annual-report-mar-2020.pdf#page=64 


However, very few companies set out a clear 
strategy in regard to DE&I. One company 
that does is BAT, with a diversity strategy 
sitting discretely from its corporate and ESG 
strategies. Barclays has also published its 
first D&I report, which sets out progress and 
some targets across five pillars of gender, 
multigenerational, multicultural, disability and 
LGBT+. While Ocado discusses its inclusion 
and wellbeing strategy.

In general, aside from gender, discussion in 
this space focused mainly on ethnicity (64%). 
Sexual orientation and disability were explored 
in some detail by around a third (32%). Other 
areas mentioned include thinking styles, social 
and educational background, age, mental 
health, family situation and beliefs.

Barclays D&I report p4–6

View the full report (PDF)

BAT ESG report p84–85 

View the full report (PDF)
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 Barclays PLC Diversity and Inclusion Report 2020

 � We implemented a 12-point action plan on Race at Work that will open up 
opportunities to attract, develop and add to our great Black talent.

 � We have created an ethnicity dashboard to increase transparency and accountability 
for senior leaders. 

 � We extended our tracking of female representation and regularly provide leaders 
with detailed dashboards reflecting the gender and ethnic diversity of our colleagues. 
This enables us to track progress against a baseline for three key levers: Hiring, 
Promotions and Retention.

 � We now have 26% females at Managing Director and Director level globally, up from 
25% at the end of 2019.

 � We will deliver cross-cutting campaigns that focus on: challenging stereotypes, 
inclusive development, empowering allies.

 � We will build intersectional collaboration across our Colleague Diversity Networks.

 � We will embed ‘Inclusion and Race Champions’ in all of our business units.

 � We will launch mandatory race and ethnicity training. 

 � We will look to learn from Race at Work interventions and extend the Action Plan to 
include other ethnically diverse colleagues, as well as to our customers and clients, 
and communities.

 � We will increase our focus on social mobility to open up our talent pool, having set a 
global baseline of 39% of colleagues stating that they are the first generation to attend 
university.

 � We will engage our diverse communities in developing future ways of working as we 
assess the changes that could provide greater flexibility in working practices after the 
pandemic.

 � We launched our first diversity survey, Everyone’s Included, which provided us with 
enhanced diversity and inclusion and self-identification data from our colleagues.

 � We launched our Inclusion Index, which is one way we have been able to measure how 
included our colleagues feel. Our overall Inclusion Index score this year was 76%, with 
89% of colleagues saying they feel included in their team.

 � We have launched a mandatory inclusion objective for all colleagues. The objective is 
focused on role-modelling inclusive behaviours and building an inclusive culture.

 � We have launched mandatory ethnicity training for all colleagues.

Highlights this year

Equal opportunities to progress

 � We remain committed to fairness and transparency in the way we pay all our 
people – from fairness for the lowest paid to the way we align employee and executive 
remuneration.

 � This year we continued to progress our work on global living wages, reviewing more 
locations than in 2019. We also enhanced medical provision for all colleagues in the UK 
and India, providing access to a range of online services and appointments.

 � We continue to require that pay decisions must not take into account gender, age, 
ethnicity, disability, sexual orientation or any other protected characteristic.

 � You can read more about our approach to pay in our Fair Pay Report 2020.

Fair pay

 � We launched The Power of Allies Toolkit, empowering colleagues to enable everyone 
to feel they belong, and helping people develop empathy towards another group’s 
challenges or issues.

 � Membership of our Colleague Diversity Networks has increased, and is at an all-time 
high, with over 23,000 colleagues globally now involved in one or more network.

Increased focus on allyship

Listening to our colleagues Looking ahead: 2021 and beyond

You can read our Fair Pay Report 2020 here

MultigenerationalGender Multicultural Disability LGBT+

Barclays PLC 
home.barclays/annualreport6  

 Barclays PLC Diversity and Inclusion Report 2020

Having colleagues with a mix of backgrounds 
and life experiences makes us better at 
supporting our customers, clients and 
communities. It promotes diversity of 
thought, encourages innovation and makes 
us more reflective of the individuals and 
businesses we serve.

Building and maintaining that diversity 
requires a culture that makes all our 
colleagues feel included and respected for 
bringing their whole selves to work. We have 
identified four strategic priorities to help us 
achieve that goal.

Culture and conduct
We believe that the stronger our culture is, 
the better the choices our people will make 
– and the stronger our business will be for all 
our stakeholders. Our culture also helps us 
to reduce the impact of poor conduct on our 
customers. We do not intend to repeat the 
errors of the past.

Our most senior leaders spend significant 
time setting the right tone at Barclays, and 
our Purpose and Values are now deeply 
embedded in their message. We are 
investing in the skills of our leaders 
throughout the organisation as well, with 
two new leadership programmes helping us 
to develop the culture carriers of the future. 

We also strengthen our culture with clear 
and effective controls. We continue to see a 
marked improvement in the number of 
operational risk events and compliance 
breaches. We will continue to invest in 
reducing risks and breaches further and in 
making our controls better.

Our approach
We believe that diversity in our workforce makes Barclays a stronger business. To build and maintain 
that diversity, we need a culture that makes everyone feel included and supported, and provides 
equality of opportunity for talent at all levels to grow.

Creating a diverse and inclusive culture 

Colleague Diversity Networks
Our Colleague Diversity Networks provide 
colleagues with valuable support and advice, 
create development opportunities, and raise 
awareness of issues and challenges. We have 
seven networks, all of which closely align to 
our diversity and inclusion pillars and all of 
which are open to any employee. Our 
networks also influence our people policies, 
help us to challenge the status quo, and give 
us insight into how we need to adapt to give 
colleagues the support they need to succeed.

With so many colleagues working remotely 
this year, our networks worked tirelessly – 
and creatively – to ensure their members felt 
supported and connected. Using digital tools 
and new platforms in a way we had never seen 
before, the networks successfully engaged 
with, and even increased, their membership. 
With over 23,000 colleagues globally in 2020 
now involved in one or more of our diversity 
networks, membership is at an all-time high.

 � Barclays Military Network

 � Bridge: the multigenerational network

 � Embrace: the multicultural network

 � Reach: the disability, mental health and 
neurodiversity network

 � Spectrum: the LGBT+ network

 � Win: the gender network

 � Working Families Network

Our networks also include sub forums, 
focusing on different topics, themes and 
issues that align to a specific group 
relevant to that network. 

Our Colleague Diversity 
Networks:

Strategic priorities 
 � Delivering equality of opportunity in 

order to improve our ability to attract, 
develop and retain diverse talent 

 � Finding opportunities to strengthen 
our inclusive culture by building 
synergies across different diversity 
agendas (intersectionality)

 � Embedding inclusion at all stages of a 
colleague’s career journey at Barclays, 
enhancing their day-to-day experience 

 � Leveraging data, evidence and insight 
in order to evaluate our progress, 
demonstrate impact and identify new 
and better ways to do things
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Our focus
At Barclays, we believe that creating an inclusive and supportive culture is not only the 
right thing to do, but also what is best for our business. It makes us better at 
understanding the needs of our customers and clients, and it creates a sense of 
belonging and value that enables our colleagues to perform at their best.

We recognise there are many elements 
of an individual’s identity that overlap. 
For instance, a female colleague may 
also identify as LGBT+, be from a 
minority ethnic group and/or have a 
disability, mental health or 
neurodiverse condition. The 
associated experiences that go with 
these intersecting identities is called 
intersectionality and can, for some 
people, mean the disadvantages they 
face in society are compounded. We 
consider the impact of 
intersectionality across all of our 
diversity and inclusion pillars.

Each pillar also benefits from having an 
executive sponsor, including Jes Staley 
as the sponsor for Gender and C.S. 
Venkatakrishnan, Global Head of 
Markets and Co-President of Barclays 
Bank PLC, as the sponsor for 
Multicultural.

We focus on five pillars of diversity and inclusion

 LGBT+  Multicultural 

 Multigenerational 

 Disability  Gender 

Our Purpose and Values, 
set out on page 2, directly 
influence the way we think 
about culture at Barclays. 
Together, they ensure a 
strong ethical and inclusive 
environment for us all, and 
define the way we interact 
with our stakeholders and 
each other.
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Of the 68% that look at board diversity aside from gender, what topics are discussed?

What topics are discussed in relation to DE&I at organisational level?

Competencies Social  
background

Age Nationality Ethnicity

Gender Ethnicity/ 
race

Sexual  
orientation

Disability Age Mental  
health

12%

36%
28%

52%

64%

84%

32%32%
24%

16%
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Our People
Continued

#yourenergymatters

#yourvoicematters

#belongingmatters

– being included in every conversation, turning insights 
into action and leading by listening
Work has already begun on shaping a Group-wide listening strategy, 
through which we are embedding our engagement tool – Peakon – across 
all our communities to continuously gather feedback and share insights 
with managers and leaders who can take action. We are also building 
a global network of ‘listening champions’ to help us hear our people’s 
voice and explore listening and we’re evolving the role of employee 
representatives for our global partners business. This year saw the creation 
of the UK Logistics Council and biannual National Logistics Council. 

84 
employee representatives 
across the National Logistics 
Council in the UK alone

72
listening champions 
globally

6,501
people have shared their 
views in Peakon

74,683
‘comments shared 
through Peakon

1,173
managers exploring the  
data to listen and engage  
with their team

58,789
comment 
interactions

#yourenergymatters

#yourvoicematters

#belongingmatters

– whatever ignites the spark
We’re always innovating and thinking one step ahead to deliver for our 
partners and customers, this takes up a lot of energy. We work hard and 
at a pace few organisations can sustain as we scale globally; that’s what 
makes us progressive. To thrive whilst growing we need to support our 
people to look after their wellbeing, learning and development, so they 
feel happy and energised – that’s what will make us successful. 

Through listening we’re developing a new mental health and 
wellbeing strategy that feeds into our overall Occupational Health 
and Safety strategy. At its heart is our new global mental health and 
wellbeing product – Unmind – which provides guidance, tools and 

learning as well as support our growing global community of mental 
health champions. Together they will help us remove the stigma 
surrounding mental health, support change for good and signpost 
support services to our people. This developing framework will be led 
by a new Head of Health and Wellbeing to lead this important agenda 
in the Global People Team.

#yourenergymatters

#yourvoicematters

#belongingmatters
– bring your whole self to work
In order for our people to feel like they belong, we’re creating a more 
diverse and inclusive workplace. To support this important work we’re:

• Investing in senior leadership roles to accelerate our work 
in this area – Global Head of Culture and Engagement, Global 
Diversity and Inclusion Lead and Global Head of Talent Acquisition. 
Collectively, these roles are focused on promoting inclusion and 
taking positive action to improve diversity at each stage of the 
employee experience (attraction, recruitment, development and 
succession planning).

• Becoming more data driven, capturing and analysing diversity data 
and inclusion insights at each stage of the employee experience. 
Further information about our Board Diversity can be found on page 
104 and UK reporting on our gender pay gap can be found on our 
Corporate Website (www.ocadogroup.com).

• Ensuring equal opportunities for all – our equal opportunities 
policy is dedicated to creating an environment for our employees 
that is free from discrimination, harassment and victimisation, 
reflecting our commitment to creating a diverse workforce and an 
inclusive environment that supports all individuals irrespective of 
their gender, age, race, disability, sexual orientation, or religion. 
We believe that this increases our pool of talent and benefits the 
organisation. 

• Empowering our employee communities – over the last 
year we have focused on supporting our culture of inclusion by 
establishing five diversity communities (mental health, ethnic 
minorities, disability, LGBTQ+ and gender), bringing together 
employees from all parts of our business to share their views, 
support each other and educate others. We’ve also established 
a global partnership with Stonewall and invested in innovative 
recruitment solutions.

• Gathering data from these communities is critical to understand 
where we need to focus. 

• Growing female talent – our main populations are in logistics, 
engineering and technology which are industries that struggle 
with gender diversity at all levels, so we’re taking significant steps 
to nurture and grow female talent and hire female talent into 
leadership roles.
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Back to contents Overall, we were pleased to see that 
companies appear to have continued with 
gender pay gap reporting, despite the 
concession given by the government, and in 
a few instances it has continued to extend to 
wider equality. 

Boards need to lead by example

Like many of the other trends identified, the 
focus on DE&I is supported by a number of 
reported changes to governance processes. 
For example, Beazley, which has a dedicated 
culture tab on its website, reports how it has 
set up an inclusion and diversity steering 
committee and Pearson appointed a new 
Chief of Diversity Officer and global DE&I team 
during the year.

Board diversity in itself is an area where 
companies could do better. While just over 
two-thirds of companies reviewed do mention 
the importance they place on equality, in 
convening the board, aside from gender, this 
is often limited to competencies and racial 
equality and fails to go beyond acknowledging 
such issues.

Despite obvious good intentions, in terms 
of equality, targets in this area remain weak. 
Even those linked to gender diversity remain 
uninspiring, unclear or had to be hunted 
down, with most not going much further than 
referencing the ambitions of the Hampton-
Alexander (women in leadership) and Parker 
(ethnic diversity) reviews. Of those reviewed, 
we noted just 20% have identifiable goals 
around ethnicity, although a further 32% stated 
they had set goals, but the detail was vague, or 
they planned to do so imminently.
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However, while the topic of diversity and 
inclusion is definitely gaining traction given 
the heightened social attention, it feels as 
if companies need legislation to give them 
a push, in terms of setting and measuring 
definitive goals. That said, action can take time 
to implement and stakeholders will be keen to 
see the commitments in the next report.

Ocado annual report p91–92

View the full report (PDF)
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Our People

The world has changed and in a year like 
no other, demand for our product and 
services has been matched only by our 
employees’ commitment to deliver. Against 
a backdrop of a global pandemic, we’ve 
continued to grow our business, innovate, 
find solutions and deliver world-class 
service. We call this ‘change for good’.
Our responsibility and commitment to #feedthenation extended 
beyond the UK to our partners globally and at the heart of our 
response was our people. Our unique culture and values meant we 
were able to tackle any challenges head on. 

We’d like to take this opportunity to thank every one of our Ocado 
Group colleagues. Our people demonstrated enormous pragmatism 
and resilience as Ocado delivered more capacity than ever before to 
serve our global customers.

To support our people at the start of the pandemic, immediate and 
significant safety and support measures were introduced across our 
global sites, which never lost a day’s operation:

• Temperature scanning and antibody Covid-19 testing for all.
• Social distancing measures and mandatory mask wearing. 
• Our frontline employees were paid bonuses for working during the 

Covid-19 pandemic. The first payment was a 10% bonus on basic 
pay for all hours worked from 23 March to 5 July 2020 and a further 
lump sum bonus was paid in January 2021 in relation to the nine 
months from March to the end of the period.

Further ‘change for good’ measures were also introduced to support 
health and wellbeing to cover:

• Company Sickness Benefit from day one of employment for 
anyone who contracted Covid-19, wherever they were based  
in the world.

• Introduction of a global Employee Assistance Service – offering 
expert counselling, emotional support and practical guidance 
available 24/7 to all of our people, in their local language. 

• Priority access to ocado.com for all UK employees and 15% 
discount on their orders. 

• Investment in proactive and preventative guidance tools and 
learning to support our people to look after their mental health 
and wellbeing.

Proactive and preventative 
health and wellbeing 
support

Supporting you through the COVID18 crisis

MIND

We rapidly scaled our mental health support 
and launched a global communications and 
awareness campaign called ‘Mind Yourself’.
Services were signposted at every opportunity, including our 
global live stream sessions led by our CEO and executive team. 

Mind Yourself included:
• Weekly voluntary check-in surveys to gauge workforce  

state of mind.
• Access to Mental Health Champions trained in Mental Health 

First Aid, equipped with knowledge of our health  
and wellbeing support services.

• Colleagues were actively encouraged to join a host 
of webinars targeted at different needs and types of 
employees, from parents to those who live alone.

• Confidential network groups on hand to provide emotional 
and practical support.

• Regular communications pointing employees to a wealth  
of online mental health services and support available via 
our intranet on Fuse and Slack.

• As we finish the year we are rolling out a new tool, ‘Unmind’ 
– a globally available app that supports all elements of our 
employees’ wellbeing.

Building a Workforce  
for the Future
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Ocado Group’s current and future success is dependent on our people and we know that by putting them first, 
they will put our partners and customers first. This is why we are focused on continuing to change for good and 
creating an environment that fuels growth by listening to, caring about and energising our people – for us as 
individuals, for our teams and for our business.

Strategic Pillar

Listening
So that everyone can
Feel heard and understood

Results in
High engagement, increased productivity

Action
Be curious

Key message

#yourenergymatters

#yourvoicematters

#belongingmatters

Strategic Pillar

Wellbeing
So that everyone can
Feel cared for and energised

Results in
Good health and high performance

Action
Be caring

Key message

#yourenergymatters

#yourvoicematters

#belongingmatters

Strategic Pillar

Inclusion
So that everyone can
Feel valued and accepted

Results in
Innovation and growth

Action
Be collaborative

Key message

#yourenergymatters

#yourvoicematters

#belongingmatters

#yourenergymatters

#yourvoicematters

#belongingmatters

#yourenergymatters

#yourvoicematters

#belongingmatters

#yourenergymatters

#yourvoicematters

#belongingmatters

The relentless pace and ‘always on’ nature of business today means 
that it is impossible to truly separate our work and home lives. 
Our people are our greatest asset and we recognise that a happy, 
healthy and productive workforce is vital to our business success, 
so we are reimagining our workplace and embedding health and 
wellbeing at the heart of our business strategy. 

Our ambition is clear. At Ocado we are creating a proactive and 
data-driven approach to listening, wellbeing and inclusion that 
understands, nurtures and celebrates our people. We call it 
YouMatter.

To enable this increased level of effort and focus, we welcomed 
pivotal new roles to our organisation; our Global Head of Culture  
and Engagement, as well as Diversity and Inclusion, Health and 
Wellbeing and Data Insight leads. Their close alignment to the  
Chief People Officer and the Designated Non-Executive Director 
for workforce engagement (“DNED”), ensure we are driving 
the right culture from the top down to continuously 
improve what we do and provide an amazing 
experience for our people using our  
YouMatter framework.

Our Culture

Our People Fuel Our Growth
YouMatter Framework

YouMatter:
For everyone to feel a sense of purpose and belonging, we’re creating  

a framework that will make Ocado the best place to work.
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Given the volume of reporting expectations, 
whether in response to burgeoning compliance 
requirements or societal expectations 
around transparency, traditional reporting 
mechanisms are becoming unwieldy.

There is a need for companies to be more 
considered in their communications, to ensure 
that they produce the right level of information, 
in the right format for those wanting to access 
it. The FRC’s recent discussion paper, ‘The 
Future of Corporate Reporting’, proposes 
a new framework based on the idea of a 
reporting network. This network of reports 
would complement one another and focus 
on communicating relevant information 
to stakeholders based on accessibility, 
connectivity, consistency and transparency. 
The aim is to accommodate the interests of 
a wider stakeholder group, include multiple 
reports and put non-financial reporting on a 
par with financial reporting.

Despite this, 20% do not produce any 
supplementary reporting, aside to that 
required by compliance (for example, a  
modern slavery statement). However, we 
noticed that the range of additional reports 
was quite diverse and some companies were 
providing information of particular relevance  
to their business or sector, rather than  
standard reports to tick a box.

Unsurprisingly, sustainability reports remain 
most popular, with 68% preparing one. 
However, in three instances this was a direct  
lift of information already contained in the 
annual report or provided less information, 
which raises questions about the purpose of 
annual versus sustainability reporting, and  
who the target audience is.

Sustainability 
/ESG report 
(without data 
summary)

Sustainability 
/ESG report 
(including  
data summary 
/index)

Standalone 
sustainability 
/ESG data 
summary/index

Climate Human  
rights

Tax 
transparency

Other

52%

16%
20%

12%
20%

12%
20%

What supplementary reports did companies produce? 

In line with the FRC’s vision for a stakeholder-
led network of disclosure, we are starting 
to see more audience and topic-specific 
communications; the challenge is cascading  
a consistent message.

Reporting network

Smarter  
use of the 
communications 
ecosystem
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AlignmentIntroduction

Targets Highlights
People reached1

2025 target
Reach 50 million people (cumulatively) through 
Healthy Heart Africa, Young Health Programme 
(YHP), Healthy Lung and Phakamisa programmes.

2020 update
More than 25 million people reached 
(cumulatively) through Healthy Heart Africa, YHP, 
Phakamisa and Healthy Lung programmes. This 
target has been modified to double the people 
reached and now encompasses four Access to 
healthcare programmes. 

Status: On plan

Healthcare workers trained1

2025 target
Train 170,000 healthcare workers (cumulatively) 
to strengthen health systems throughout the 
world through our Healthy Heart Africa, Healthy 
Lung, Phakamisa programmes and Young Health 
Programme.

2020 update
More than 132,000 healthcare workers trained 
(cumulatively). The previous target of 75,000  
was achieved in 2019.

Status: On plan 

Access to healthcare (including Investment in health systems)

KPIs
People reached by access to healthcare 
programmes (cumulative), million2 SDG 2018 2019 2020

Healthy Heart Africa 3.4 9.970 13.522 16.675

Phakamisa3 3.4 1.480 1.629 1.629

Healthy Lung Asia4 3.4 0.531 1.213 1.539

Healthy Lung Gulf5 3.4 0.001 0.0004 0.00046

Healthy Lung Mexico 3.4 0.024 0.036 0.037

Healthy Lung Saudi Arabia7 3.4 N/A 0.065 0.065

Healthy Lung Egypt8 3.4 N/A 0.007 0.011

Young Health Programme 3.4 3.01 4.01 5.07

TOTAL PEOPLE REACHED (all programmes) 3.4 15.016 20.482 25.026

Health facilities activated (cumulative) SDG 2018 2019 2020

Healthy Heart Africa 3.8 706 780 824

Healthy Lung Asia4 3.8 911 1,646 2,055

Healthy Lung Gulf5 3.8 2 5 5

Healthy Lung Mexico 3.8 380 408 408

Healthy Lung Saudi Arabia7 3.8 3 15 15

Healthy Lung Egypt8 3.8 N/A 41 56

TOTAL (all programmes) 3.8 2,002 2,895 3,363

Healthcare workers trained (cumulative) SDG 2018 2019 2020

Healthy Heart Africa 3c 5,818 7,280 7,361

Phakamisa — Physicians and Nurses3 3c 762 762 762

Phakamisa — Navigator Volunteers3 3c 523 523 523

Healthy Lung Asia4 3c 26,121 57,562 79,806

Healthy Lung Gulf5 3c 540 2,283 4,783

Healthy Lung Mexico 3c 584 1,135 1,135

Healthy Lung Saudi Arabia7 3c 1,540 15,938 17,012

Healthy Lung Egypt8 3c N/A 330 330

Young Health Programme 3c 18,8219 20,3459 20,533

TOTAL (all programmes) 3c 54,709 106,158 132,245

2018 2019 2020

106,000+
132,000+

54,000+

Healthy Heart 
Africa
16.675 million

People reached by Access to healthcare 
programmes (cumulative)

Healthcare workers trained (cumulative)

Healthy Lung
1.652 million

YHP
5.07 million

Phakamisa
1.629 million

Please see more information on p.4

3

AstraZeneca Data Summary 2020

Environmental protection Ethics and transparencyAccess to healthcare 3

Sustainability content is now sought by a 
wide range of audiences from specialists 
to generalists, who look to access different 
information in different ways. To that end, 
in addition to purely narrative sustainability 
reports, 36% also provide data summaries or 
indices for those looking for more detailed  
KPIs or alignment with frameworks. Often 
these are included as an appendix to the 
sustainability report or even in the middle  
of the annual report and may have been  
more effective on the website, to cater for 
different interest groups. 

While many companies in our sample provided 
links to ESG data books or appendices, 
interestingly, none of them made obvious 
use of online charting tools or ESG data hubs, 
which is something we’re seeing more of 
across the FTSE 100.

A production team member at Oldcastle Infrastructure, Cape Coral, Florida which is part of CRH’s Building Products Division. All CRH employees are treated with integrity and fairness as part 
of our culture of acceptance, trust, respect and teamwork and our efforts to promote a creative and thriving environment in the workplace. Inclusion and diversity is key to achieving this, by 
creating a pipeline of strong talent representing a broad range of ethnicities, backgrounds and experiences to build a better CRH.

 
CRH 2030 ambitions and targets
2030 Ambitions CRH targets Our progress

Safety

Our ambition is to have a 
culture of safety and wellness 
working towards zero harm

Zero 

fatalities, in any year

We continue to drive our ambition of zero harm 
through embedding a culture of safety and 
wellbeing across all operations

Environment

Our ambition is to play our part 
in addressing climate change as 
we strive for carbon neutrality 
along the cement and concrete 
value chain by 2050

33% 
reduction to <520kg net CO2/tonne 
cementitious product by 2030

We continue to invest in people, innovation 
and partnerships to progress our climate 
commitments and increase awareness around 
sustainability to further drive climate action

People

Our ambition is to be a 
business where everyone 
has the same opportunity to 
develop and progress

33% 
female senior leadership by 2030

We continue to roll out training across CRH 
on inclusive leadership behaviours, as well as 
develop people practice guidelines in order to 
improve inclusion and diversity in our workforce

Products

Our ambition is to deliver 
innovative products and 
sustainable solutions to drive 
progress towards a resilient, net 
zero built environment

50% 
revenue from products with enhanced 
sustainability attributes by 2025

We continue to focus on innovation, research 
and development and collaboration across 
the construction value chain, to ensure our 
products deliver sustainable building solutions 
and contribute to a net zero built environment

2020 Annual Report and Form 20-F
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100%
of suppliers 
compliant with 
Supplier Code of  
Conduct

95% 
of companies to  
have waste recycling  
programmes in  
place by 2030

100%
of locations in 
sensitive areas to 
have a Biodiversity  
Management 
Plan by 2030

100%
of companies to 
have water 
management plans 
in place by  
2030

100%
Minor emissions 
monitoring at 
clinker plants

95%
of relevant employees  
to receive CoBC 
training in a  
reporting  
year

100%
of companies to  
have Community 
Engagement Plans  
by 2030

NOx, SOx, 
Dust
Air emissions 
reduction at 
cement plants

Contributing to 
a sustainable 
future

At CRH, we have put 
sustainability at the heart 
of our business strategy. 
Our focus continues to be 
on building a long-term 
sustainable business for our 
employees, customers and 
communities for the decades 
ahead. We are proud of the 
progress CRH has made and 
the actions we are taking to 
further progress sustainability, 
inside and outside of 
our organisation.

We believe that CRH can play a 
leading role in responding to the 
global trends that are shaping our 
future. We have a long history of 
setting and achieving ambitious 
sustainability targets that assist 
us in delivering long-term value 
and growth. In our 2019 Annual 
and Sustainability Report we set 
ourselves a new set of ambitions.

Our 2030 targets are vital to the 
delivery of our business objectives 
and have been benchmarked 
against leading companies. 
We have considered the ambitions 
of governments and global 
institutions, such as the UN SDGs 
and the Paris Agreement. 

The COVID-19 pandemic has 
posed enormous challenges 
around the world. However, we 
are determined not to lose sight of 
our sustainability commitments. 

Through continued focus on 
innovation, research and development 
and communication, we are making 
good progress across our 2030 
ambitions. You can find out more 
about our progress on page  15.

CRH status update

2030 Ambitions CRH Targets

Safety
Our ambition is to have a culture of 
safety and wellness working towards 
zero harm

ZERO  
fatalities in any year

Environment
Our ambition is to address climate 
change as we strive for carbon 
neutrality along the cement and 
concrete value chain by 2050

33% CO2 reduction 
to <520kg net CO2 / tonne 
cementitious product by 2030

People
Our ambition is to be a business where 
everyone has the same opportunity to 
develop and progress

33% 
female senior leadership 
by 2030

Products
Our ambition is to deliver innovative 
products and solutions to drive 
progress towards a resilient, net-zero 
built environment

50% 
revenue from products with 
enhanced sustainable attributes 
by 2025

2030
TARGETS

Safety 

Environment

People

Products

We have set additional sustainability targets as a 
means to continuously improve our high standards 
of performance and management. 

These additional targets are linked to our six 
sustainability priority areas and reflect changing 
industry association expectations, as well as 
those of various investors and rating agencies. 
They reflect commitments we have made as part 
of industry collaborations as well as our strategic 
objective of continuous improvement. 

To drive transparency and performance, we will be 
measuring our progress and holding ourselves to 
account. We have learned from our journey to date 
that collaborating with partners and listening and 
responding to our stakeholders, ensures CRH plays 
a leading role in shaping a sustainable future. 

Additional sustainability targets

14CRH Sustainability Report 2020 
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1.  KPIs for Climate Change, Alternative Fuels 
& Materials, Emissions, Minor Emissions 
and Water (with an exception) include 
subsidiaries on a 100% basis. 

2.  KPIs for Health & Safety, Emissions 
Monitoring and Local Impacts include only 
cement subsidiary companies. 

3.   KPI for % of sites with a water recycling 
system including subsidiaries on a  
100% basis together.

4.  “Accident”, in the context of safety 
statistics, refers to a non-fatal work-related 
injury to a company’s, contractor’s or sub-
contractor’s employee working at a CRH 
location (office, production, distribution, 
etc.) or contract location, or in work-related 
transit from or between those locations, 
leading to an absence of one or more days 
(or shifts) from work (not counting the day 
of the accident).

5.  “Fatality” refers to the work-related 
death of a company’s, contractor’s or 
sub-contractor’s employee at a CRH 
location (office, production, distribution, 
etc.) or contract location. Exemptions to 
reporting are in accordance with the GCCA 
Guidelines and in summary include death 
due to natural causes, death due to criminal 
or illegal acts or death while in transport to 
and from work. 

6.  “Recordable incidents” refers to all injuries 
(both on-site and off-site) including 
fatalities, accidents and all injuries requiring 
medical treatment (but not first aid) to a 
company’s, contractor’s or sub-contractor’s 
employee working at a CRH location (office, 
production, distribution etc.) or contract 
location, or in work-related transit from or 
between those locations.

!  Please Note: Data refers to subsidiaries 
on a 100% basis unless otherwise stated. 
GCCA KPIs refer to cement plants only. 
Refer to www.gccassociation.org 
for definitions of these KPIs.

Data summary
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+ Data summary

SAFETY 2020 2019 2018 COMMENT

Number of fatalities (directly employed) 0 0 0 GCCA KPI for Health/Safety. Refers to cement plants only. See note 2.

Fatality rate per 10000 (directly employed) 0 0 0 GCCA KPI for Health/Safety. Refers to cement plants only. See note 2.

Number of fatalities (indirectly employed) 2 0 1 GCCA KPI for Health/Safety. Refers to cement plants only. See note 2.

Number of fatalities (involving 3rd parties) 0 0 0 GCCA KPI for Health/Safety. Refers to cement plants only. See note 2.

Number of lost time injuries (directly employed) 36 35 34 GCCA KPI for Health/Safety. Refers to cement plants only. See note 2.

Number of lost days (directly employed) 1,021 859 1,357 GCCA KPI for Health/Safety. Refers to cement plants only. See note 2.

LTI rate per 1m work-hours (directly employed) 2.09 1.87 1.95 GCCA KPI for Health/Safety. Refers to cement plants only. See note 2.

Severity rate per 1m work-hours (directly employed) 59 46 79 GCCA KPI for Health/Safety. Refers to cement plants only. See note 2.

Severity rate per 1m work-hours (directly and indirectly 
employed for all Group subsidiary companies)

39 34 39

Number of lost time injuries (indirectly employed) 25 29 19 GCCA KPI for Health/Safety. Refers to cement plants only. See note 2.

Lost time injuries per 1m work-hours (indirectly employed) 1.18 1.00 0.69 GCCA KPI for Health/Safety. Refers to cement plants only. See note 2.

EMPLOYMENT 2020 2019 2018

New employment per region

America 78% 74% 64%

Europe 21% 25% 35%

Asia 1% 1% 1%

New employment by gender

Male 87% 86% 85%

Female 13% 14% 15%

Employee turnover by gender

Male 87% 87% 86%

Female 13% 13% 14%

Length of service

< 1 year 11% 15% 15%

1-4 years 31% 29% 29%

5-9 years 18% 16% 15%

10-14 years 11% 12% 14%

15-19 years 10% 10% 10%

20-24 years 8% 7% 7%

> 25 years 11% 11% 10%

Employee by category

Operations 70% 70% 69%

Clerical / Admin 17% 18% 20%

Managerial 13% 12% 11%

Social

EMPLOYEES BY COUNTRY 2020 2019 2018

United States 50% 50% 44%

Other 18% 18% 25%

United Kingdom 12% 12% 9%

Canada 7% 7% 8%

France 4% 4% 4%

Germany 3% 3% 4%

Ireland 3% 3% 3%

Poland 3% 3% 3%

TRAINING AND EDUCTION 2020 2019 2018

Employee training by category 
(%of total training hours)

Operations 75% 76% 71%

Clerical / Admin 13% 13% 16%

Management 12% 11% 13%

% of employees receiving career 
development reviews

Operations 42% 28% 28%

Clerical / Admin 40% 29% 25%

Managerial 59% 54% 51%

Sustainability performanceOverview Sustainability priorities

Cascading consistent information

A good example of targeting sustainability 
information to different audiences was noted 
from AstraZeneca, where information is 
layered in a consistent manner but tailored 
accordingly. It includes information on its 
sustainability strategy at a summary level in 
the annual report, but also produces a more 
detailed sustainability report, as well as a 
separate data summary. Unusually, the data 
summary is still highly designed, rather than 
taking a purely tabular format, including 
infographics that make it engaging for 
generalist audiences. All of this is supported  
by a consistently presented sustainability 
section on the website, including richer  
case study content.

Another good example of this was from 
CRH, who present a consistent sustainability 
strategy across all communications, 
supporting top line information in the annual 
report with a detailed sustainability report split 
into two sections; an engaging progress review 
integrating narrative, stats and infographics, 
followed by a 15-page data summary 
incorporating SASB and GRI indices to provide 
easy reference for analysts.

AstraZeneca sustainability data 

summary p3 and website (top)

View the full report (PDF)
View the website

AstraZeneca annual report p2–3

View full report (PDF)

CRH annual report p21

View the full report (PDF)

CRH sustainability report p14, 68

View the full report (PDF)

30

Global strength, balanced 
presence across regions
(Product Sales)

  Commercial, see  
from page 57.

Emerging  
Markets

$8,679m
34% of total
2019: $8,165m
2018: $6,891m

Sales growth of 6% 
(10% at CER) 

US

$8,638m
33% of total
2019: $7,747m
2018: $6,876m

Sales growth of 12% 
(12% at CER) 

Europe

$5,059m
20% of total
2019: $4,350m
2018: $4,459m

Sales growth of 16% 
(15% at CER) 

Established  
Rest of World

$3,514m
14% of total
2019: $3,303m
2018: $2,823m

Sales growth of 6% 
(6% at CER) 

Commitment to people
A focus on inclusion and 
diversity, as well as life-long 
learning and development. 

  People, see from page 68.

76,100
employees
2019: 70,600
2018: 64,600

46.9%
of our senior 
roles are filled 
by women

92%
of employees 
believing strongly 
in AstraZeneca’s 
future direction 
and key priorities

81%
of employees  
believing there  
is effective  
collaboration  
between teams

Commitment to society
Improving access to healthcare, 
environmental protection and 
ethics and transparency, 
including delivering our Ambition 
Zero Carbon programme.

  Sustainability, see from page 72.

Priority

1
Access to healthcare

Priority

2
Environmental 
protection

Priority

3
Ethics and 
transparency

87%
of employees saying 
they understand 
their contribution  
to our sustainability 
priorities

7th overall A List for Climate 
and Water Security

World and Europe 
constituent

Index Series  
constituent

Capital allocation priorities
After providing for investment 
in the business, supporting the 
progressive dividend policy and 
maintaining a strong, investment-
grade credit rating, we keep under 
review potential investment in 
immediately earnings-accretive, 
value-enhancing opportunities.

  Financial Review, see from page 82.

Dividends

$3,572m
2019: $3,592m 
2018: $3,484m

R&D expenditure 
(Reported)

$5,991m
2019: $6,059m 
2018: $5,932m

Credit rating 
(Standard & Poor’s)

BBB+
Long term: 
CreditWatch 
Positive outlook

Credit rating  
(Moody’s)

A3
Long term:  
Negative outlook

Comprehensive response 
to the COVID-19 pandemic
Our response was consistent 
with our Values of following 
the science, putting patients 
first and doing the right thing. 

  COVID-19 pandemic, see from page 28.

Helped ensure the 
safety of patients 
and their continued 
access to care and 
medicines.

Protected our 
employees and 
critical operations 
to ensure the 
continued supply 
of our medicines.

Contributed to the 
process of scientific 
innovation to combat 
the virus.

Contributed 
more broadly to 
society, including 
emergency relief.

Oncology. See page 30. Respiratory & Immunology. See page 42.Cardiovascular, Renal & Metabolism. See page 36.
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Inspired by our Values and what science can do, 
we are focused on accelerating the delivery of 
life-changing medicines that create enduring 
value for patients and society.

Our strategic priorities

  Our Strategy and Key Performance 
Indicators, see from page 18.

Our priorities reflect 
how we are working 
to deliver our growth 
through innovation 
strategy and achieve 
our Purpose: to 
push the boundaries 
of science to deliver 
life-changing 
medicines.

 1. Deliver Growth and Therapy Area Leadership

 2. Accelerate Innovative Science

 3. Be a Great Place to Work

A science-led value proposition

  Research & Development, see  
from page 53 and Development  
Pipeline, see from page 245.

Distinctive R&D 
capabilities
Small molecules, 
biologics, protein 
engineering and 
innovative delivery 
devices, as well 
as new scientific 
modalities, new 
technologies and 
new biology.

171
projects in our development pipeline

171

167

149

2020

2019

2018

  Phase I  Phase II  Late-stage development  Life-cycle management

Strategic R&D centres
1. Cambridge, UK (HQ)
2. Gaithersburg, MD, US
3. Gothenburg, Sweden
Other R&D centres and offices
4. South San Francisco, CA, US
5. Boston, MA, US
6. New York, NY, US
7. Alderley Park and Macclesfield, UK
8. Shanghai, China
9. Osaka, Japan

4 2
5

1
7

3

9

8
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Focus on three main 
therapy areas 

  Therapy Area Review, see from  
page 30 and Research &  
Development, see from page 53.

Oncology
Our ambition is to 
provide cures for 
cancer in every form.
We are following the 
science to understand 
cancer and all its 
complexities to 
discover, develop and 
deliver life-changing 
treatments and 
increase the potential 
for cure.

Cardiovascular, 
Renal & Metabolism
Our mission is to 
protect the lives 
of people from the 
consequences of 
CVRM diseases. 
We are committed 
to their seamless 
management, 
improving patient 
outcomes and 
decreasing the 
mortality rate.

Respiratory & 
Immunology
We aim to transform 
the treatment of 
R&I diseases, with 
the bold ambition to 
eliminate preventable 
attacks and achieve 
durable remission or 
even cure for millions 
of people with these 
potentially devastating 
conditions.

Other Medicines 
and COVID-19
We have medicines 
and vaccines in other 
disease areas that 
have an important 
impact for patients. 
We are working to 
defeat the COVID-19 
pandemic by 
advancing and 
accelerating the 
development of 
potential medicines.

Diversified portfolio of specialty 
and primary care medicines 
(Product Sales)

$10,850m
42% of total
2019: $8,667m
2018: $6,028m

Sales growth of 25% 
(26% at CER)

$7,096m
27% of total
2019: $6,906m
2018: $6,710m

Sales growth of 3% 
(5% at CER)

$5,357m
21% of total
2019: $5,391m
2018: $4,911m

Sales decline of 1% 
(0% at CER)

$2,587m
10% of total
2019: $2,601m
2018: $3,400m

Sales decline of 1% 
(0% at CER)
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AstraZeneca 
at a Glance

https://www.astrazeneca.com/content/dam/az/Sustainability/2021/pdf/Sustainability_Data_Summary_2020.pdf#page=3 
https://www.astrazeneca.com/sustainability.html 
https://www.astrazeneca.com/content/dam/az/Investor_Relations/annual-report-2020/pdf/AstraZeneca_AR_2020.pdf#page=4 
https://www.crh.com/media/3532/crh-annual-report-2020.pdf#page=23 
https://www.crh.com/media/3697/crh-2020-sustainability-report.pdf#page=14
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Unilever uses its website particularly 
effectively to support its Compass Strategy, 
including a ‘Planet and Society’ tab that 
outlines each of its priority areas and 
summarises its strategy for each area. Aside 
to this it also produces supplementary ESG 
data on a wide range of specific topics, such as 
water and community investment, that can be 
downloaded in Excel. 

A broader range of topic-specific 
reporting

Other supplementary reports include those 
focused on climate, diversity and inclusion and 
human rights. 20% of the companies produced 
a standalone climate report. Glencore, in line 
with industry focus in this area, has produced 
a climate report for the first time. It sets out 
its ambitions and strategy to achieve carbon 
neutrality, alongside scenario analysis and 
governance information in a compelling  
way across 42 pages. 

As mentioned, Barclays produced its maiden 
D&I report, focused on strategy and progress, 
and BAT, which for many years has produced 
targeted reports on specific topic areas of 
interest to the industry, has published its first 
Human Rights report, looking across its whole 
supply chain. 

Other innovative subject-matter disclosure 
included Lloyds’ ‘Big Conversation Report’, 
highlighting the outcomes of a three-month 
series of roundtable discussions across a wide 
demographic, which helped shape and inform 
its new strategy. 

Pathway  
to net zero
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to A Better Tomorrow

Journey
Human Rights Report 2020

Report 2020

Unilever website

View the website

Lloyds Banking Group The Big 

Conversation report

View the full report (PDF)

Glencore climate report 

View the full report (PDF)

BAT human rights report 

View the full report (PDF)
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https://home.barclays/content/dam/home-barclays/documents/investor-relations/reports-and-events/annual-reports/2020/Barclays-PLC-Diversity-and-Inclusion-Report-2020.pdf
https://www.unilever.com/planet-and-society/ 
https://www.lloydsbankinggroup.com/assets/pdfs/who-we-are/our-purpose/the-big-conversation/the-big-conversation-report-2020.pdf 
https://www.glencore.com/dam/jcr:c1e7faf7-1928-4251-819e-aa8918be42ba/2020-climate-report--.pdf 
https://www.bat.com/group/sites/UK__9D9KCY.nsf/vwPagesWebLive/DO964UGU/$file/BAT_Human_Rights_Report_2020.pdf
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Clear, credible, 
consistent 
Clear, credible, 
consistent 
Clear, credible, 
consistent 
Clear, credible, 
consistent 
Clear, credible,

Alignment

Clear, credible, 
consistent 
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As we firmly enter a new era of 
stakeholder communications, defining 
your corporate narrative and ensuring 
the alignment of strategic messaging 
across different channels and for 
different audiences is essential.

A great example of strong alignment in this 
respect was noted from CRH, which specifically 
highlights how the above processes work 
in tandem. The cohesion between teams 
also appears to be reflected in the level of 
consistency noted between its annual and 
sustainability communications.

Sometimes, more pragmatic considerations 
are to blame, such as differing timescales, 
the multitude of contributors, conflicting 
advice from multiple advisers or an attempt to 
report around too many frameworks. Lack of 
board support and CEO backing also creates 
challenges in presenting a consistent narrative.

In terms of conciseness, immaterial information 
is often shoehorned into reports that might 
be better cross-referenced. And more 
consideration could be given to which audiences 
have an interest in specific information and how 
they might access it most effectively.

Despite all of the factors discussed, which 
do indicate a move towards more integrated 
thinking by companies, inconsistency across 
corporate communications suites remains an 
issue. Too often, alignment of sustainability 
and corporate strategies feels muddled or 
engineered, information is presented in varying 
ways across different media and channels, and 
annual and sustainability reports are out of sync.

This challenge is often a result of internal 
disconnect between different functions such  
as sustainability, finance, investor relations, risk 
and company secretariat. An obvious example 
is the lack of synergy between companies’ 
enterprise risk management and materiality 
processes. Less than 60% of companies  
made reference to a joined-up approach in  
this area. Where crossover was mentioned it 
was largely in passing. 
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The  
 next  
  steps

Annual report

Investor roadshow

Corporate video

Website

Sustainability 
report

Employee 
communication

Social media

Presentations

Intranet
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Define your corporate narrative

At Emperor, we believe that by setting  
out a clear corporate narrative, companies  
can overcome many of these challenges.  
What do we mean by this? In essence, 
companies need to articulate the building 
blocks that, when combined, shape and 
drive the company, explain what you  
stand for and what you want to achieve.  
It seems obvious, but if such elements have 
been agreed internally, communicated 
effectively and are then applied consistently 
across communications, they provide a 
guiding framework to structure and shape 
what you say.

Use channels effectively

Consistency can also be better achieved by 
utilising channels more effectively. Relatively 
few companies use their website to bring key 
messages to life, either in reflecting disclosures 
across the reporting suite, or using digital 
platforms to achieve more dynamic and 
interactive storytelling. We also noted that 
some websites failed to reflect key corporate 
messages such as purpose statements.

Ensuring websites are updated in a timely 
manner as reports are released is critical. 
44% of companies produced an online annual 
report but key information should also be 

embedded across the website. Where updates 
have been made to core elements of the 
corporate narrative – such as purpose, strategy, 
values – they should be reflected across the site.

Streamline and cross-reference

It is unnecessary to repeat large amounts of 
information in multiple places, when it could 
appear in one location and be cross-referenced. 
Longstanding or procedural information in 
particular is better placed on the website and 
signposted to. Again, using the materiality 
process as an example, less than 30% of 
our sample used the website to outline their 
materiality process, instead often disclosing  
the process inconsistently across sustainability 
and annual reports.

A move towards stakeholder-focused content 
may help in achieving clarity in the future, 
as companies no longer have to struggle to 
organise the volume of information into a single 
document (or two).
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emperor.works

We understand how challenging it is for 
companies to navigate the complex issues 
and challenges of today.

Our expert team provides insight trends 
and developments across corporate and 
sustainability reporting, and supports 
our clients to develop an engaging 
corporate narrative.

We help businesses to connect and engage 
with their stakeholders and turn ambition 
into success through the power of clear, 
credible and consistent communications.

Get in touch and let’s talk about 
your ambitions.

Let’s talk
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