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Agenda

 What’s driving reporting
 How are companies creating value
 What are best practices
 How to get out of the starting gate / pick up

speed
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What’s driving reporting

 Globalization: # of stakeholders; complexity of
relationships; stakeholder power

 Social capital issues: poverty, scarcity, ecosystem
 Environmental issues: climate change, water
 Supply chain, transparency on global operations
 Decreasing trust of financial measures
 Pull from investment community
 Increased regulations
 Enlightened leadership
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How are companies creating value

 Value from external communication
 Building trust
 License to operate
 Reputation, risk management
 Access to markets, development of business

opportunities
 Value from internal learning

 Align corporate vision
 Motivate, attract employees
 Identify ways to reduce costs, encourage

innovation
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Best practice and trends
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7 questions for reporters

Opportunity
1. Are we addressing the issues that are of strategic

importance to our organization?
2. That are material to our operations and activities?
3. That our stakeholders care about?

Execution
4. Are we framing those issues and our performance against them in

a way that is comprehensive, comparable and future-
oriented?

5. In a manner and tone that invites believability?

Dissemination
6. Are we communicating information on issues in a manner and

mode that is accessible to our audiences?

Learning
7. Are we engaging our stakeholders and learning from the

experience?
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Q1: Strategy
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Q1: Strategy
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Q1: Strategy
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Q1: Strategy
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Q1: Strategy
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Q2: Materiality
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Q2: Materiality
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Q2: Materiality
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Q3: Stakeholders
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Q3: Stakeholders
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Q4: Comprehensive, comparable, future-oriented
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Q5: Believability
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Q5: Believability
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Q6: Accessibility



Communicating Performance: March 18, 2010

Q6: Accessibility



Communicating Performance: March 18, 2010

Q6: Accessibility
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Q6: Accessibility
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Q7: Engagement and learning
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Q7: Engagement and learning



Communicating Performance: March 18, 2010

Getting started / picking up speed

 Internal support
 Senior buy-in, cross-functional team of champions
 Five-year plan – where do you want to be
 Audiences, communications plan
 Time and resources

 External support
 Stakeholder panels
 Peers
 Service providers
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For more information

 www.baxter.com
 www.ford.com
 www.westpac.com.au
 www.nike.com
 www.timberland.com
 www.chevron.com
 www.bt.com
 www.stakeholderresearch.com


