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Drivers for change
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| Overall trends

« Experimentation by leading companies and investors
« Focus on materiality and cutting clutter

« Move towards integration

« Future focus

« ‘Beyond the legal boundary’ — footprint, supply chain and impact
reporting

« Regulation on the way



Changing context for business

Global systemic issues
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' And yet length and complexity is a problem
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How is as

important as what: joining the dots

Same volume, different insight

Pieces of

information without

connectivity

Close-up pictures
(partial connectivity) Big Picture
without big picture

Number of
pieces=40

Source: IIRC

Number of Number of
pieces=40 pieces=40
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| Integrated Reporting and the IIRC
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| . . .
What is integrated reporting?

An integrated report is a concise communication about
how an organization’s strategy, governance, performance
and prospects, in the context of its external environment,

lead to the ereation of value over the short, medium
and long term.

(IIRC Consultation Paper, April 2013)



The International Integrated Reporting Council
(IIRC)

e Global initiative

: CONSULTATION DRAFT
e  Multi-stakeholder OF THE INTERNATIONAL

<IR> FRAMEWORK

« Companies

« Standard setters (IASB, FASB)

» Securities and financial regulators
* Investors

« Intergovernmental organisations
* Accounting firm’s and institutes

« Civil society and academia

INTEGRATED REPORTING {R>
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A market testing approach to framework
development

Companies in the Investors in the pilot
pilot programme programme
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|
Pilot programme participants by region

Oceania

6% \50/ |

~

South America
7%

Based on IIRC data as at 18 March 2013 Slide 12



| [ ] [ ]
Key dimensions

« A broader scope - financial and non-financial capitals

» Integrated thinking — joining up what you do

» Integrating information silos — joining up what you say

« Aligning internal and external — matching what you do and say

» Cutting clutter — focus on what matters

« Beyond the legal boundary — footprint, impact, interconnections
« Long-term perspective — insight into the future not just the past

« Technology — power to bring connections to life
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Fundamental concepts:
How the organization creates and sustains value

Exterrial environment

Fi“unciul Mis;ion und vision Financial

Governance

Opportunities Strategy and
and risks resource allocation Intellectual

Manufactured Manufactured

Intellectual

Business model
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Human Human

Performance Future outleok
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Social and relationship Social and relationship

Matural Matural

Consultation Draft, April 2013
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Guiding principles and content elements

Guiding principles

Strategic focus and future
orientation

Connectivity of information
Stakeholder responsiveness
Materiality and conciseness
Reliability and completeness

Consistency and comparability

Source: IIRC Consultation Draft, April 2013

PwC

Content elements

Organizational overview and
external environment

Governance

Opportunities and risks
Strategy and resource allocation
Business model

Performance

Future outlook
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Current integrated reporting practice

Where are we on the journey?

PwC 16



| . .
Three aspects of integrated reporting

 Structure and channels
« Broadening content, joining the dots

» Rethinking business performance

Slide 17



Current integrated reporting practice

Structure and channels
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Integrated reporting pathway

Sustainability

report
Sustainability
chapter

Separate reports: limited inclusion

Compliance
report
Sustainability

r\ report

i Integrated \

77

J

Integrated set of reports

PwC

Integrated
annual report

report J

One report: combination One report: integration

Online and digital
integrated reporting

Investor and
Regulatol
ri?g,:portsry I stakeholger
presentations
\ / and discussion
Integrated
information
set
Managen"_lent Board reporting
information

One integrated information set,
multiple channels



Current integrated reporting practice

Broadening content, joining the dots

PwC 20



| . .
What is clear and what is not

Headline findings — PwC European benchmarking 2012

Discuss future Link market
market trends discussion to
strategic choices
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What is clear and what is not?
Headline findings — PwC <IR> benchmarking 2013

Include strategic Base reporting on
priorities strategic themes

Embed sustainability

9 4 % n strategy25 %




| . .
What is clear and what is not?

Headline findings — PwC <IR> benchmarking 2013

Make reference to Integrate the
their business model gbusiness model into
other areas of their

reporting

67% 40%
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What is clear and what is not?
Headline findings — PwC <IR> benchmarking 2013

Explicitly identify Align KPIs with
their key remuneration
performance

measures

Align measures with
strategy




Report overview
ABSA

Absa overview
Introducing Absa.. . . Executing our Looking forward — moving to
One Absa strategy One Africa
Absa Group
Abss s beeen sted on the IS Limited since 1994 snd is one of 2013 s going 1o be & walershed year for our One Africa strategy
hmggs:g:lmmmemwmnc In2012, s Africa and Abs
owrs. o Gauup s n2013
We opsae privery i S Affca e heve oty sz Wib&molnwmawknzmqﬂqd
nbanksin Barclays Africa b
mmmmmmmmmm egal entity
vmzmqgmz tia. AR Y]
75 o x Sustainable growth Balance sheet optimisation The One Alics stratagy focuses on brosdening Abss's serices
Mcmm-ﬂc&lshbslnﬂeﬂrgsn i in targeted markets and proactive risk management I fedling miarkets and irvesting in rew geographies. Abss
-+ Retall Markets mmbmmammn Maintaining a strong belance sheet that can is 3 weli-capitafised and strong bank with sgnificant scale in
-+ Business Markets. South while withstand economic and financial shocks South Africa. Beclays Africa b5 8 leading, well-established Africa
-+ Financal Senices O Improving proftability and returrs. franchise. mmmwnolmmmmeauuysm
=+ Corporate, lnvestment Barking and Westh perations will cregte & g
0 Headine earnings ¢ 9% 174% 4 Total capital adequacy ratio business with 3 compelling platform for further growth. The
e Noa-interest incorne growth + 6% 3% T Risk-welghted assets of R438 billion 5 scosiene ks O ARICH
To be partners in growing prosperity for all our stakeholders Rebarrian svisioge equlty & 136% 159% 9 Coodt lomratio strategy for the benefit of shamholders, customers, collasgues
Our vision Return on aversge risk-weighted assets. $ 207% 37% 4 NPLcoversge :dw'::::um Afrka icant role
Pre- Ishon part Group, phayed 2 sgni
:’:::&uﬁmdﬁmmﬂmuhuhﬂmm provision proft L ; 3% S T il e The
< underpins our One Africa strategy which focuses on strategic
The values that we live by Simple and streamlined Customer- and people-centred themes outined beiow which sets us on the path to become
-+ 5 et the needs of our cust Group for customer delivery organisation the 'Go-To' bank scross Africa.
# Demonstrate i rity in & our sctions.
2 Diplay badeniip inallthatwe 6o herol iy dabismions b rdsnn A e e it Our goal
 Value our people snd Lrest therm with faimess it s e st s e of 9
 Take msgponsbilty for the qusity of cur work g Laokh;m?O!Sardbeymdmgodh:thMa\\/
2 business which
100 customers and chents consider a< the first choice for arswers and
Our stakeholder engagement. .. CottioRinie o 4 552% %" & Barking customer-buse of 10.9 million solutions - their ‘Go-Ta bank. Custormers and clents will benefit
R206 rrillion Irwested In delivery footprint + 2% 25T 1 Intermet banking users totaling 1,2 million from cut focus on doirg business in the fight way, putting them
W oot vkie Variow Five-year CAGR for operating experses. s 97;; 32% 1 Celiphone banking customers totaling 4,2 million fiernly in the centre of all that we da
we detenmine the issues that sre important 1o our long-term Staffed outlets’ 4
success. These inform our strategy and mterial ssues. ATMs' + 999 Our purpose
Customers Helping peopie schievs thelr smbitions - n the right wey
-+ service levets. i
e s P @ \:alues and behaviours
Shareholders @ Informs our material issues 3 gy
+ Restof Africa opportunities Service
-+ Improve revenue gowth Sustainable financial viability 9313¢cents T Netassetvalue per share > Brslerce
-+ Returm surplus capital o arowth for " 266% & Long-term funding ratio Stewandship
- Ave credit provisions sdequate o : 5
Severity 1 incidents ur strategic themes for Africa
Empl Process and systems effectiveness 10 m,m(_é t mm;m‘w itk 3 smuu:g o
5 ployees For simple streamlined customer service delivery . :  Bud-outthe patform
- Reward and recognise performance = Customer and clent at the core
= Job secuty i Customer expenence L7 I Eumumuapam.:;nfsﬂmm TP Ropke ctcKY,
=+ Find 3 bal and senving at the centre of everything we do g I = Control and compliance
Covernment and regulators Our people 146%" 1 Employee tumaver How we will measure ourselves
=+ Twin peaks model 10 be ntroduced in South Afdca Ensuring 3 motivated and engaged work force 75% 1T Intemal promotion and transfer Going farward,
-+ Higher Basel I iquidity nequinsments 58milion & Entry-level customers RS
“ Concems reganing ursecussd lending i . Levl4' & i BBSEE stat - Customers and clierts
Community Economic equity e RESbllon T Aflodablehousing losn bosk = g‘eﬂmﬂp
-+ Support sacio-econonmic develiopment in South Africa e representative of the communities in which we operate 91,5 millon” i €51 3nd finsnclal education =
“+ Access 1o opportunites “# Campany
@ Readsbout our snd material page 13 - — (@) Resd sbout One Afrea on page 102
"V.Mlmﬂ..

2 | AbsaGrowp Limited Integrated Report 31 December 2012 *Assured indicane. Az Group Limited Integrated Report 31 December 2012 | 3



Connectivity and narrative flow
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External drivers linked to company activities

Johnson Matthey

Global Drivers Impacting the Chemical Industry

Johnson Matthey Industry Sector GLOBAL DRIVERS

Activities

Emission
control mton Automotive | Electronics
catalysts
mhanica] Buk
= Constructi
_ c:tarym;m onsiruction chemicals

to producls iﬁ:ﬁr Alf;rgra;;ve
technalogy
Catal PF“ Resuurce

Population Growth

Urbanisation

Increasing Wealth

MNatural
Resource
Consirainis

Health and Nutrition
Agelng Population

Industry Sector Johnson Matthey
Activities

N Prame- | Agricultural P8

chemicals
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| . .
Business model: strategy and value chain

Fresnillo

Our business model

This graphic illustration of the business model differs slightly from 2010. Most notably,

sustainable development is now shown as its own component of the business model,

with greater strategic significance.

sk management frameyo,,

4
Sustainable development

Business model component

Value chain

Description

strategic focus

Operate
Maximise the potential
of existing operations

The extraction and beneficiation of ore from our operating Maximise operational potential through full
mines. We apply optimal mining methods inaccordance  capacity Ltilisation, resernve replacement,
with the changing characteristics of each mine, benefited - continuoS improvements in productivity

by the skills of our personnel and leading technology
tools. When coupled with high-quality assets selectively
added in the exploration and development phase, we
remain competitively positioned in cost performance

among industry peers.
See Review of Operations pages 48-57

and cost controks.
See Our Strategy and KPIs pages 2627

Develop
Deliver growth through
development projects

The development and construction of new operatng

mines, with discipined adherence to schedules
and budgets. Feasibility, engineering, procurement

and construction teams work closely with operating

personnel to ensure smooth transition from
construction to mn’mmnning_
See Review of Operations page 58

Deliver growth through the disciplined
acvancement of exploration Projects towards
mine development, start-up and production.
Projects mUst meet stringert criteria
regarding mineral content and embeddad
cost. Econormic viabilty is determined by
factors such as metalirgy, mine design,
INVEstment reqLirements, sustaining

capital expenditures and rates of retm.

See Our Strategy and KPIS pages 28-29
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Business model — inputs, outputs and outcomes
Coca Cola HBC AG

o Y

[ . %

! Coca-Cola Hellenic !
PRODUCT PORTFOLIO BOTTLING & DISTRIBUTION SALES & CUSTOMERS RELATIONSHIPS CONSUMERS & COMMUNITY
value created vaive added value shared

PACKAGING MATERIALS BOTTLING OPERATIONS B CONSUMERS

Financial Capital Cash refum

7.186 Shareholders : Sk, A L SR to shareholders

M 4
1 | 28
Human Capital N Bvges: 2 it i Seiories

40,232 employees ;a5 BRI o coitons and employment
Certdy

Consumer marketin,
136 brands 366 wihtcce

warehouses

Infellectual Capital
brands, standards, LY {
recipes, processes, ¥ ol Da b 207 fiavours distribt?irg\ s
monulqduring, 1 3 : . I centers i ‘
reputation 2.1 billion mmm
[11)

¥ c A unit cases Recycling and recovery
Relationships o A 3 <. Pocgogm'g]; compliance
with suppliers S ohiia Y 1.4 million e
84,000 Suppliers < ' s

Social Relationships : i I @b Socio-economic
2 L ] [ ]

development
Governments 3 A Community
Corm i ’ Preduct manufacture Sparkling beverages, juice, m programmes

Licence to operate & 7 ) pnts.  water and olher siil beverages Trade ma_keﬁng sport & active lifestyles
and activation tools youth development

water stewardship
disaster relief

MATERIAL ISSUES: Product innovation, procurement, water usa, enorgy usa, safety, employee engagement, people development, customer relationship, consumer hoaith, licance 1o operata, winning in the markatpiaca, revenue growth, working capital management, free cash flow genoration, cost leadorship.

*In the Coca-Cola System, sales volume is ypicaly reported in uni . imately 5.678 lires or 24x ing:
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|
Strategy: priorities and progress

Xstrata

PwC

Progress against our priorities

Strategic
priorities

Progress
in 2011

Priorities
in 2012

Key performance
indicators

To deliver a Tier 1 portfolio
of projects to increase our
production volumes and meet
society’s demands

* 10 projects successfully commissioned
during 2011, four of which were
delivered ahead of schedule.

* Seven projects approved with
a capital spend of $2.6 billion.

* Deliver seven major projects
during the year across five

countries and four commadities.

* Targeted 50% volume growth
over 2009 levels by the end
of 2014.

® 20% reduction in operating costs
by the end of 2014.

To increase the net present value
of our business by improving the
quality of our assets and by
operating safely and efficiently

* Real cost savings of $391 million
delivered, moving all businesses into
the lower half of industry cost curves.

* 26% improvement in total recordable
injury frequency rate on 2010.

* Ongoing focus on improving
the quality of our assets
through year-on-year cost
reductions, mine life extensions
and productivity and safety
improvements.

* Real costs savings (page 31).

* Total recordable injury frequency
rate (page 32).

To maintain our industry-leading
standards of health, safety and
environmental performance and
to be viewed as a responsible
partner within the communities
in which we operate

* Six fatalities at our managed
operations.

* 26% improvement in total recordable
injury frequency rate on 2010.

* 7ero category 3 environmental
incidents.

* Corporate social involvement
of $102 million.

Zero fatalities.

Further reduction in our total
recordable injury frequency
rate.

Zero category 3 environmental
incidents.

» 7ero fatalities.

* Total recordable injury frequency
rate (page 32).

* Environmental incidents
(page 33).

* Corporate social involvement
(page 35).

To foster a high-performance,
entrepreneurial, non-hierarchal
culture that attracts the best
people, and empowers them to
succeed and build the capabilities
necessary to deliver our strategy

* On average 48 hours of training
provided for each employee.

* $1,028 spent on training, on average,
for each employee — 9% more than
in 2010.

* Career development programmes in
place that include annual reviews.

Rollout of employment value
proposition programme that
supports the retention and
attraction of high-calibre
individuals.

* Voluntary turnover (page 35).

* Training hours and spend
(page 35).

Slide 30



|
Integrating strategy, KPIs and ris

Pacific basin

2 | How wa run pur businass

How we run our business

These are our key strategic drivers and the main objectives we
pursue tfo optimise opporfunity and drive our performance, so as fo
deliver shareholder value and take us closer to achieving our vision

Strategic Orivers
and Objectives

How we address our key drivers, providing a famework for sound
busis and mitigate rx

Performance Highlights — Group

Eamings Per Share

Invesiment in our fieet Revanue & Net Profit

Headfine measures we wse 1o monfior progress against our straegic objectives

& Retum on Average Equity

* Grow our dry bul Seet through acquistions In the cument USS$(158) mon neticss HK¢(64) ===
downr-cyCle creating 2 Sincant Growth drver e —
seare crarteredn Handysizs =
an Hanyma shigs
* Ensure Sexbilty In oUF fiest cOMpositon (owned vs
cravtersd ships)

* Secure ary bulk cargo cover
* Expand our Sowage Se=t ax hawbour owage volmes and
ofishore projects dictate

* Mainiain compettive: dally wesssl costs
* Mzintzin net bommwings and gearing beiow iong-term tgets
* Maintain signiicant cash resenves

W ot gty

Despening our reiationships Cash Positan Operating Cash Flow

+ Delver highest achisvatés degres of customer st siacken US$T53 main #2% US5149 nipen s
* Mainisin cur reputation and stakehoider network. Lt Lo v
* Enhance our growing r=putation in e iowage market o -

Invesiment in our people

* Enrance staf skils and mxperience
* Deveiop taient and isadership

* Succession pianning

* Promots empioyes engagement

Ensuring long-term sustainanliity of our business. Undertying Proft Dividend Per Shars

* Improve safety and relabiiy USS$A7.8 misn 517 HKg5 o
* Address govemance and CER responsibilties Lt -

* Enfance corporaie profie and financial sirength -

- A nt=mal gon L

* Engage in active communication with stakeholders »

I How wa run ous

— Dry Bulk Key Risks

Principai risks of our progress vision vane

OQur Dry Bulk Fleet Size

Financial performance Exampies of sk faced by our dvisions

155 wica e « Market Rk — VoiatTy * Pacic Hamin Ory B — sty

R p——— T o e e e
- —foreign cumency exctenge s - -t

= * Viessel reestmest & Deplojment Rk — FoOr BTG i 0002+ s Tovumge — Markst s, corpatiivn

: o shie, Sest compason and vesse depiayTernt rwatn are oot wacatetion pevabet = e
= . cmma breach of cbigusons b 1 ndvernsty
= e remt tranzal pmrrra e

- . = * Bl Miwiance o weghe cormray
. . s vasain

h = ‘Capial Menagement Risk — Adequacy of proft, opeming

o = cash and management of capkal sk
Handysize Revenue Days &
Dally Rates & customer
* Customer Eatistacton B Reputstion Fisk — Damags

US$10,450 por oy o 2% 0 the st and SuDpOt of CUsMerS and SupRler * Paceic Hamin Cry Bulk - Fakae © sk
. — =

iatorm wih atiyarce

y * Banking Reltionships Risk — Deteroration of our s Rkt e
i Feiationships With Banks and offer debd providers e o e e—
man Peopie & skiils
aam * Empioyee Engagement Risk — Falure io afract, engage,
— 5 " PE Towsge - & bght and reguisted isour
. execufves, seafaners and specialist staff it il secarc sl stigges
* Succession Risk — INadequate: SUCCESSION DIRNNING TESUENG 4, A yieyin rrsie et 0 mitact it
et in dsruption b car siateglc momentum and the business [E——— e ———
I Pt oy —— oy Y - Gy ot
Cargo cover & rates — Handyslze Investor &
55% 1% * Corpon 0 orate gos g ir urpr
— o ‘decision making and recuced stakehoider confidence in Se Company
el e * Investor Retations Risk — Foor qualty of Inaccursie extemal communication of our business
i e rp— Sarety, & refiabiity
* Safety Risk - inadequate safsty, operational and raining
ad stancas on our vessale and pracy teat 19 P2 Dry Bulk KPls
Emvironmental RSk — radequate systems and ntiadves to PE Towage KFis
s PEduCe QU EMvironmental Impacts Group KPls
* Vessels B Systems Risk — Falure io operate and utiise 4ECER KPIs.
—— relabie, high-quailty vessels, equipment and systems = Pz

PEsuSing In periods of vessel off-ir

FRizk Management
W Sty O] s s TE5 —_—

ma|veng dnosg
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Governance: KPIs aligned to remuneration

SSE

Key performance indicators -
SSE’s core values

Safety: Total Recordable Injury Rate —
per 100,000 hours worked

2012 011

201 012 |

2010 014 |

2009 016 |
2008 NA |

Service: GB supply customer complaints to third parties

2012 896
201 1161 |
2010 1231 |
2009 N/A |

2008 NA |

Efficiency: Network customer minutes lost (South)

———
e
——
\
\
T
2008 2009 2010 2011 2012
67 66 65 64 60

The Annual Incentive Scheme is determined by
the Remuneration Committee’s assessment of

the performance during the year, based on the
three key areas below: corporate performance;
teamwork; and achievement of objectives.

Corporate performance (60%)

Group corporate performance is measured by
adjusted profit before tax”, which reflects the
underlying profits of SSE's business and the
basis on which it is managed.

Teamwork (20%)

Teamwork is measured by performance against the
‘SSE SET’ of core values: Safety; Service; Efficiency;
Sustainability; Excellence; and Teamwork.
Performance against these values is assessed
through SSE's performance management process.

Personal objectives (20%)

SSE believes personal objectives should form a part
of the Annual Incentive Scheme. In keeping with
its Teamwork value, SSE seeks to avoid potentially
conflicting personal objectives. Focusing on
operations and the investment programme,

they are designed to support achievement

of SSE's strategy and reinforce its values.

The performance targets are clearly linked to
SSE's strategy, which is to deliver sustained real
growth in the dividend through the efficient
operation of, and investment in, a balanced
range of energy businesses.

Corporate performance (60%)

Sustained real dividend growth can only be
delivered if it is supported by an adequate level of
adjusted profit before tax". At the same time, the
long-term nature of SSE's dividend commitment:
means that adjusted profit before tax” has to be
earned in a way that is responsible and durable.

Teamwork (20%)

SSE believes it will only be successful financially
if it exercises a wider corporate responsibility to
others, such as customers and employees, on
whom its success ultimately depends. Its core
values summarise this approach.

Personal objectives (20%)

Personal objectives set during the year covered
areas such as performance in respect of safety,
customer service and delivery of new sources for
generating electricity from renewable sources.
Success in each of these areas is central to SSE's
emphasis on efficient operations and investmeni
to support dividend growth.
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Risks: linking risks, priorities and drivers

Shanks

How we see our principal risks

%o0-
19"
1

Impact on business

Likelihood of risk occurring

1. Waste volumes

2. Financial risk

3. Market/legislative drivers
4. Long-term contracts

5. Price competition

@ Longer term risks
@ Shorter term risks

6. Project management

7. Succession planning

8. Plant availability and insurance

9. Fuel pricing
10. SHE (safety, health, environmental)

PwC

Strategic priorities

External drivers

1. Invest in new sustainable opportunities that build on
our core capabilities and generate attractive returns

A. Macro market drivers

2. Deliver outstanding operational performance
from existing businesses and investments

B. Regulatory and legislative

3. Develop world-class capabilities and technologies
in a cohesive Group culture

C. Economic pressures and limited capital

4. Actively manage Shanks’ portfolio and use bolt-on
acquisitions to accelerate profitable growth

Strategic priorities/
External drivers

Risk/impact

Our response

Progression

2,4,C

1 — Waste volumes

The inability to attract sufficient waste
volumes due to external economic factors
including over capacity of incineration in the
Netherlands, limiting the availability of waste
by commercial and municipal customers.

I facilities are working at below full capacity,
there is the likelihood of increased unit costs.

Regular reporting and monitoring of
volumes both at local and Board level
through the use of performance measures.

Dedicated sales teams.

Innovative action taken to increase volumes
through the sourcing of new waste streams
such as waste importation into the
Netherlands and increasing presence in
household waste markets in Belgium.

* Reorganising the processing and disposal
of waste to optimise asset utilisation and
reduce costs with a higher focus on energy
production.

No change due
to the continuing
Macro-economic
environment.
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Risk:

Fresnillo

PwC

risk appetite, priority and direction

Our approach for managing risk is underpinned by our understanding of our current risk exposures,
risk appetite and how our risks are changing over time.

Risk Risk Risk appetite Risk change Description of risk change
rating during 2011
A Impact of global High ] Considering the cyclical nature of metals prices the likelinood
macroeconomic of adrop in the price of gold and silver has increased
developments
B. Access to land I More challenging negotiations for land in Mexico combined
with an increase in requirement for land
C. Safety A Increased reliance on contractors, notall of whom are initially
familiar or in compliance with our safety policies and
procedures
D. Security ] Increased state of insecurity in Mexico
E Projects — We continue to mitigate project risk through our investment

govemance process and system of capital project controls

F Human resources ] Greater competition for skilled personnel

G. Exploration — Continued investment in the exploration programme has
stabilised this risk
H. Environmental incidents Low Low 1 Mature environmental management programme continues to

reduce the likelihood of a significant environmental incident

. Potential actions Low A Pressure for @ mining tax in Mexico has increased. Mining
taxes have recently Deenimplemented in other Latin
by the government American countries (Chile and Peru), and Mexican

legislators continue to take steps to move in this direction.

For those risks with a risk rating that is above our risk appetite, management takes action to reduce the level of risk.
See Risk Response/Mitigation in the following table.
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Financial and non-financial KPIs

Rexam

key performance indicafors \

These key performance indicators (KPls) are used by management to measure and track performance. Each KPI relates directly to our long
term strategy and additional information on each of them is contained in the various sections of this annual report.

As discussed last year, 2011 was a year for collecting base data for a number of the KPls. There are therefore some KPls where there is no
comparable data.

targets 201 2010 2009 2008 2007

best performance

Organic sales growth' %

4 3 7 7 11

Underlying operating profit growth' %

8 22 (17 3 (7)

Free cash flow 3 Noe2

245 316 290 (128) 24

13.7 123 95 11.0 119

Return on capital employed® % 15% by 2013

customer expectations

Customer satisfaction score? 1-10 To be set

7.8 n/a nfa nf/a n/fa

Emerging market sales as percentage of sales ¥ Continuous improvement

32 31 27 27 23

17 19 20 19 14

Research and new product development® £m

operational excellence

Annual cost savings and efficiencies® £m 35 34 42 35 32

Lost time accident rate” [TAR Zero accidents pa 0.28 030 063 076 1.13

Carbon intensity® 4 -10%by2013vs2010 083 086 091 n/a n/a

winning erganisation

Employee engagement index favourable score® ¥4 Confinuous improvement n/a 62 n/a n/a n/a
Values and leadership practices favourable score” gy Continuous improvement n/a 53 n/a n/a n/a
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| Strategic progress — employees

Potash Corp

PERFORMA K

GOAL

ATTRACT AND RETAIN TALENTED, MOTIVATED
AND PRODUCTIVE EMPLOYEES WHO ARE
NG-TERM GOALS

COMMITTED TO OUR LO

/= continue &0 look for ways to find, engage and motivate the
seople responsible for cur success. We toak steps fo imarove our
serformance in these aneas by:

+ Empaowering employees to make 2 difference — We have
expanded cur practice of offering employees paid fime off to .
wolunteer with charitable organizations to give them and their
families the appartunity fo participate in Free The Children's
Adopt a Village deveiopment model These two-wees: projects
n Kenya, China or India let employees help improve the Fees
of people there.

Continuing to suppart innovative programs to find talent —
‘Dur co-op. enginesr-in-training and internship programs help

us find he young talent we need to keep our workforce amang
the best in the industry. In 2012, 145 co-op and intern students

gainad reslwedd axperience o projects 3t our laeations. n

oW as our pot

andidates rises and as more-experie

Saskatchewan, our efforts to attract First Nations and Métis
750 seE-identified applicants,
resuiting in 12 percent of new ermplayees in entry level and

employees produced mare than

trades positions.

Warking fo improve supenizorfemployee relations — We took
steps to enhance skills training for supervisors and other leaders
in 2012 Cur leadership development commitiees continue
to integrate core competency training into recrutment and

performarcs evaluation madsls.

Succezsion planning — We loak for better ways to select and
deveiop emgloyees who can step into key management roles,
and provide them with appropriate training and leadership
opporiurities. In 2012, we flled several key senior management

postions through internal promations.

Target

Achieved 2012 2011 2010 2009 2008
Performance
Ayerage smployee srgagement score ] 7% 73 75% 79%
Percentage of senior staff positions filed internally L B0% 92% B3% 73%
Ayerage external acceptance rate ! L 93% 93% B6% nia? nfa?
Anruzl employee tumover rate? L 4.6% 3.8% 3.3% 5.8% 5.7%

e ichusies howrly emplorpeecfor 20190 and 2011 but includes hourly empicyses for 2012 @ achiewed O Mot achitved
2T rumitser of paranant amployees wha K The COMpanTy a5 3 PICENtg of Ivrage
emplyees during the year Retirements and serminations of Mporary emplyss ane exchaded
Mot avalaie 5 4263 Nl Rt baban PRWIOUSY £OMEAG CONESSENT WIEh Cument mithcdolgy.
discussion

30

James Whitford (0, Light Keeper Faciitator, and Prestripping Operator Warren Bonner dizcusz 3 Light Keeper observation for
the behaviorab-based safety program 3t our Aurora phasphaie operation.

Az our company grows and more of our

talent from within the currently under

workforce becomes eligibie for
we must continue to explore innovative
ways to atiract, motivate and retain talent.

To heip achieve thi
Manager of Organizational Development
to lead our succession planning and
leaderzhip development, guide our
performance evalustion procezs and
develop best practi
throughout our operation:

we pian to add a

Mast of our hiring iz taking place in our
Saskatchewan potazh operation: and we
zee 2 tremendous opportunity to sdd

paol of iginal people, the
provinee’s fastest-growing demographic.
We are engaging with Aboriginal leaders
and community members to understand
how bezt o bridge the education gaps
that poze barriers to men and women

who want to join our siled workforce.
We believe our investments in scholarzhipz
and training that emphasizes practical

killz zuch az equipment
operation and safety procedure: can heip
bridge this gap and grow a larger base of
skilled workers.

workplace 3




Current integrated reporting practice

Rethinking business performance
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I
Align financial and operational performance

Hammerson

Connected I'eporring framework

ENERGY
Significant imvestment has been made into energy efficent ighting and research nto naturd ventlation.

010 20 2012
Cost of energy (E000) 10,674 J07 9,404
Estimated energy savings' (£000) E97 231 1,032
Energy efficiency imvestment (£000) 21 1,157 3,616

1 The majority of savings reflect the roll out of TS relarmpingin car parks. This will be completedin 2013

WASTE

We continue to receive income from the sale of waste. At The Oradle we now include the cardboard waste from other town centre retailers in the programme
which generates additional income. Centralised waste management in the UK has dramatically improved recycling to 74%, which in turn has made significant

savings for Hammerson and our customers.

2010 01 2013
Total waste cost (£000) 2383 2,031 1,859
Amount saved in landfill (E000) 558 527 1,129
Income from sale of waste (E000) 118 190 176
2010and 2011 datarestated toindude France. 2012 ndudes Centrake
TR

2010 punl 2013
Cost of water (E000) 1,742 896 1,751
Imeestment in water management improvernents' (E000) 2 16 312
Estimated water savings® (E000) a7 218 275

! Spveral toilet refurbishments have taken placein the UK and France but the fullmpact of this mvestment will not be realised untid 2013

* 7010 and 2011 datarestated to reflect arevised basis for cakoulation.
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| [ J [ ]
Interconnectivity of performance measures
(financial and operational)
SAP

* Our corporate objectives Economic indicators [l Social indicators [l Environmental indicators

GHG Footprint

Employee
Retention

Women in
Management

Customer Success Less

Customer success is measured with the Net Promoter Score: Percentage of customers that are likely to recommend SAP to friends or
colleagues minus the percentage of customers that are unlikely to do so.

Women in Management >> Customer Success:

positions — have a direct and positive impact on customer satisfaction (European Commission, 2003). This finding is supported by another
recent study, which states that customers are increasingly requesting information about organizations’ diversity policies and initiatives (Catalist,
2011).

customers, and thus have the ability to better serve customers’ needs.

GHG Footprint >> Customer Success:
We believe that lowering SAP’s carbon emissions has a positive reputational effect, thereby enhancing SAP’s standing with its customers.

Customer Success >> Revenue:

Reichheld (2003) found a strong correlation between companies’ Net Promoter Score results and their revenue growth rates. We support this
view as we believe that loyal SAP customers are likely to recommend SAP products to other companies, which is likely to result in increased
sales and stronger revenue.

Customer Success >> Operating Margin:

We believe that positive experiences among our customers can significantly increase business with existing customers, as well as help attract
new customers. Both results can lower the cost of sales, thereby increasing our operating margin.
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Operational performance - customers

BT 2001

2,

100%
B0%
B0%
&0%
20%

0%

Happy customers lead to happy shareholders

Customer satisfaction in turn affects lovalty and revenues. We also asked a sample
of customers in the same call centre how likely they were to stay with BT, and we
found that about 7 per cent of those who are very dissatisfied also said they would
definitely leave, Taking this fipure, along with =ome rough assumptions about
average hill size, the number of customers an advizor might deal with in a vear, net
margin etc, we estimate that a single advisor with poor customer handling
skills stands to reduce company profits by £300,000.

Further evidence of the cause and effect link between improved customer
satisfaction and customer loyalty comes from our general consumer survey data.

Relationship between customer satisfaction and customer loyalty

. [ Intend to use only BT
B intend to use both BT
and other companies
B intend to usea o mipany
other than BT
O Don't know

1to3 4to B TorB Yor 10

Owerall satisfaction score

This potential loss of customer revenue is most significant because we know that it
iz most likely to come from our eight million most valuable customers who each
deliver an average annual EBIT (earnings before interest and taxes) of roughly £70.
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Performance: shared value

BASF

Value added statement

Our value added statement shows the BASF Group’s
contribution to both private and public income, and how
our economic activities provide value to society.

Value added results from the company’s business performance
minus goods and services purchased as well as depreciation
and amortization. In contrast to the income statement, which
is based on the perspective of the owners, the distribution

Value added statement BASF Group 2011

Creation of value added
(million €, previous year's figures in parentheses)

1 Value added 18,652 (16,658)
2 Amortization 3,407 (3,370) e 0/ Taxes
and depreciation 1 4 . 5 A} (15.5%)
3 Services purchased, 12,656 (11,459) Business L
energy costs and performance l , 2 . 2 % ?;T;’}“}‘ interests
other expenses 76,701 (65,496)
4  Costofraw 41,986 (34,009) Q/ Creditors
materials and 3 4 ' 1 A} (4.6%)
handi
_ Tmer e 33 2 (y Remaining for shareholders
' © (dividend and retention)
(27.4%)

fits. In addition, a significant share of value added was distrib-
uted to the state as taxes. This amounted to €2,711 million
compared with €2,583 million in the previous year.

In 2011, BASF spent a total of €48.7 million on donations,
sponsorship and funding for our own projects (2010: €49.8 mil-
lion). This amount is reported in “other expenses.”

The remaining value added of €6,188 million was available
to be paid out as a dividend to BASF SE shareholders or

Use of value added
(previous year's figures in parentheses)

46.0% S

Ecovio: business model for compost bin liners
Biodegradable plastic for collecting and composting

organic matter

Value for BASF

annual market growth for
Ecovio in applications for

biodegradable bin liners
from 2011 to 2020

Tinuvin 1600

Value for the environment

0%

reduction in greenhouse
gases thanks to the
separate composting of
biodegradable waste in
Europe

UV absorber for transparent engineering plastics

Value for BASF

0%

growth in annual sales
volumes from 2006 to
2011

Value for our customers

/5%

increase in product life-
time of plastic applications
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Analysis of impact in supply chain

Unilever

THREE KEY FEATURES OF OUR PLAN

= Spans our entire portfolio of brands and all countries inwhich we sall our products.

E M B E D DING = Has a sooal and economic dimensian - our products make a difference to health and

SUSTA' NAB'L'TY well-being, and our extended supply chain supports the livelihoods of many people.

= When it comes to the erwviranment, wework across thewhaole value chain - from the
sourcing of raw matenals to the way consumers usa our products.

In order to realise sustainable growth,

Wwe are integrating sustainability into WEWORK ACROSS THE VALUE CHAIN
our strateqgy, brands and innovation.

. ) 25%
We are working with cur customers

4% 2% . 4B% 1%

: : [

and suppliers, engaging employees n m ’

and forging new partnerships. * * * n * .

e o ols Mgubebrs Trarmgori I orEITE DN Cmzmal
8

NILEYER'S GREENHOUSE BAS FODTRRINT [
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Environmental Profit & Loss

Puma

Water GHG Land use Air Waste
consumption emissions pollution

012 0N

€47m €4/m € 37m €11lm € 3m
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Performance: Integrate impact across value chain
Puma

Non-financial | Economic value Economic

performance € million value %

PUMA Operations:

Greenhouse Gases (ktCO»e) 110.1 7.2 7.6%
Water ('000 m°) 108.8 0.1 0.1%

Tier 1 suppliers

Greenhouse Gases (ktCO»e) 131.4 8.6 9.1%
Water ('000 m°) 5,319.8 0.8 0.8%

Tier 2 - 4 suppliers

Greenhouse Gases (ktCO»e) 476.0 31.2 33.1%
Water (‘000 m°) 72,064.5 46.5 49.3%
Total:

Greenhouse Gases (ktCO,e) 717.5 47.0 49.8%
Water ("000 m?) 77,493.1 47.4 50.2%
Total economic value 94.4 100%
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Performance: integrated direct and indirect impact

British Land

Socio-economic : . . :
. Indirect drivers direct drivers
drivers

OUR 200%/10 CONTRIBUTION

! Our occupiers® - through their business Us
i activities in our T properties

o™ £10.6 BILLION £9oe MILLION |

IGross ‘."alue Added]

OBSSUPPORTED 142,000 000 19 200 oss

[through direct employment :
and spendlng with suppllers]

E%E%LRT,Q)L{JHDN £13 BILLION £82.5 MILLION

[through taxes and levies paid in payroll taxes, business rates
and cullected] i and corpnratlon taxes u:nnl'srl

CDNSUMER SPEND It has not yat been pDSiII:IlE to estimata NfA
i this accurately - but we know thatitis ¢
i billions rather than millions - and give  :
; some more detail on the back page.

OUR FUTURE ADDITIONAL CONTRIBUTION THROUGH OUR COMMITTED DEVELOPMENT PIPELINE

Owr future occupiers*- through their businass Us
i activitias in our new hmldlngsum:e I'uI.I;I I.el. i

"'&&Eéﬁ[[é'bﬁﬁﬁiéUﬂBM?G; O £1[]B||_[_|[)N

THE UK ECONOMY

i Gross Value Added per annum [total committed development costs,
: ¢ of which our share is £668 million]

JOBS SUPPORTED 9'700 JOBS PER ANNUM 15,380 ESEISSTRUCTION

[through direct employment] [person years worked, of which 10,100
: i are aributable w our share| Slide 45
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Human Capital valuation and impact

Infosys

Human resource valuation

A fundamental dichotomy in accounting practices is between human and non-human capital. As a standard practice, non-human capital is
considered as assets and reported in the financial statements, whereas human capital is mostly ignored by accountants. The definition of wealth
as a source of income inevitably leads to the recognition of human capital as one of the several forms of wealth such as money. securities and

physical capital.

We have used the Lev & Schwartz model to compute the value of human resources. The evaluation is based on the present value of future earnings

of employees and on the following assumptions :

a}) Employee compensation includes all direct and indirect benefits earned both in India and overseas
b) The incremental earnings based on group / age have been considered

¢} The future earnings have been discounted at the cost of capital of 11.21% (previous year 10.60%).

in ¥ crore, unless stated otherwise

0 As per IFRS (audited) financial statements

2011 2010
Employees (no.)
Software professionals 1,23 811 1,06.864
Support 7,000 6,932
Total 1,30,820 1,13.796
Yalhe of b s Human Capital Value, relative to Market & Book Value
Software professionals 1,22,530
Support 12,566 200,000 -
Total 135,105 1 Infosys P
Total income ¥ 27,501 g 180,000 "‘l’r'].’.lt.".'.“.‘.‘.l'..
Total employee cost 14856 & 160,000
Value-added 25031 g Market Value {
Net profit 6,823 £ 140,000 / /
Ratios 2 120,000
Value of human resources per employee 1.03 % A
Total income / human resources value (ratio) 0.20 g 100,000
Employee cost / human resources value (%) 11.0 = go,000
Value-added / human resources value (ratio) 0.19 g
Return on human resources value (%) 51 2 60,000 A ]

p Human Capital Valu
H

40,000 /

20,000

\-—.—I”‘

— . .
0 = 7 -

1998 2000 2002 2004 2006 2008 2010

“r
- B

o

r =
T Book Value

Source: Infosys; HIP investor analysis
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| Benefits of integrated reporting

PwC Slide 47
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Pilot programme experiences to date — benefits

Connecting teams Improved internal
93%: breaks down silos processes

93%: leads to better
quality data collection

Board focus

05%: increased focus on
what the right KPIs are

Source: Black Sun/IIRC, Building the Business Case for Integrated Reporting, 2012; PwC research Slide 48
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Pilot programme experiences to date — challenges

Challenges

« Materiality

e Systems

 Internal resource constraints

« Need to change existing processes and culture

« Tensions between different parts of the business

« Integrated assurance
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'Next steps

The path towards integrated reporting

PwC



| Getting started on your integrated reporting
journey — how we can help

Where do you
6 Benchmarking ) f want to be? (« Build consensus )

» Identify good * Systems
practice examples . Define vision for . Irllform.atlon gaps
. Spialﬁt?d reporting - B qeirlgt report
stakeholders « Consider materiality * Quick wins
* Setout whata
Where are you sustainable business What do you need
communicated

- J
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This publication has been prepared for general guidance on matters of interest only, and does
not constitute professional advice. You should not act upon the information contained in this
publication without obtaining specific professional advice. No representation or warranty
(express or implied) is given as to the accuracy or completeness of the information contained
in this publication, and, to the extent permitted by law, PricewaterhouseCoopers LLP, its
members, employees and agents do not accept or assume any liability, responsibility or duty of
care for any consequences of you or anyone else acting, or refraining to act, in reliance on the
information contained in this publication or for any decision based on it.

© 2013 PricewaterhouseCoopers LLP. All rights reserved. In this document, “PwC” refers to
PricewaterhouseCoopers LLP (a limited liability partnership in the United Kingdom) which is a
member firm of PricewaterhouseCoopers International Limited, each member firm of which is a
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