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Abstract 
 
One of the hallmarks of strategizing is having a clearly articulated vision and mission for the 
organization. It has been suggested that this provides a compass bearing for the 
organization’s strategy, helps in motivation, commitment and retention of employees, serves 
as a guide to internal sensemaking and decision making, has a potential performance effect, 
helps establish the identity of the organization, and positions its desired reputation. The 
compass bearing role is important because it guides the selection of the goals and strategic 
orientation of the organization which in turn shape its overall strategy and much of its 
internal decision making. The inspirational role is important because it helps to motivate and 
engage employees and other stakeholders. This study provides a more rigorous indication as 
to whether employees can, in the first instance, recognize and distinguish their corporate and 
environmental strategy from that of their competitors within their own industry, and random 
other companies from other industries. This first issue addresses, to a degree, if, and why, 
such strategic communiqués are effective inside a range of different organizations. Secondly, 
we examine whether there are any specific individual level effects that could explain 
variations in these responses. Finally, we examine the extent to which the recognition rates 
we observe relate to how employees are rewarded through appraisals, promotions and salary 
increases. This helps in our understanding of the role of hard incentives versus soft 
motivations.  
 
 
 



Employees as a Vector of Strategic Intent: An Examination of Corporate, Social and 
Environmental Strategic Intent Recognition by Employees 

 

One of the hallmarks of the strategies of most large organizations is that they grounded in a 

clearly articulated telos (fundamental purpose) and vision.  Together these provide the strategic 

intent of the organization.  For example, universities are based around the fundamental purpose 

of creating, sharing and disseminating intellectual capital.  They do this through their research, 

collaboration and education.  To affirm this telos to their internal and external stakeholders they 

craft statements of mission and vision.  These statements differ across universities by their 

emphasis on the functions and the importance of various stakeholders.  These differences help 

attract scholars and educators who want to attach their personal identity to the university. 

The predominance of various organizational statements about vision, ethics, sustainability, 

diversity, carbon emissions, and whatever is topical, is evidence of the widespread nature and 

perceived importance of such communication.  Often with help from an industry of consultants, 

facilitators, executive management programs, management books, worksheets and websites, 

companies craft these statements in the C-suite.  They are confirmed by the Board of Directors 

and then communicated widely inside and outside the organization with the expressed aim of 

creating a guiding set of prescriptions for employees, and a public set of obligations to 

stakeholders.  The key elements of this communication are then captured in the identity and 

branding of the organization.  Another industry of advertising agencies and corporate identity 

consultants serves this purpose. 

However, the success of these industries has raised the danger that one difference between 

good strategy and bad strategy is that bad strategy has too much emphasis on vision, mission and 

lofty goals, and neglects the business model aspects of strategy (Rumelt, 2017).  This is often the 



case for universities (Devinney and Dowling, 2020).  Notwithstanding a potential imbalance, 

vision and mission statements have numerous roles, such as, to provide a compass bearing for 

the organization’s strategy (Hambrick and Fredrickson, 2001); help in motivation, commitment 

and retention of employees (Kim and Lee, 2007; Verma, 2009); serve as a guide to internal 

sensemaking (Sull, 2007) and decision making (Klemm, Sanderson, and Luffman, 1991); have a 

potential performance effect (Bart, Bontis, and Taggar, 2001; Macedo, Pinho, and Silva, 2016); 

help establish the identity of the organization (Chun and Davies, 2001), and position its desired 

reputation (Dowling, 2016). 

The compass bearing role is important because it guides the selection of the goals and 

strategic orientation (Simons, 1991) of the organization, which in turn determines the choice of 

the irreversible decisions that bet the future of the company.  The inspirational role of these 

statements is argued to be important because it helps to motivate and engage employees and 

other stakeholders (Erickson and Gratton, 2007).  The identity and reputation roles are believed 

to be important because they proclaim the central and enduring attributes of the organization that 

distinguish it from others (Whetten, 2006).  The importance of the performance effect is that it 

provides proof of concept.  Kaplan and Norton (2008) argue that communicating the various 

aspects of strategy to employees is an important part of executing strategy.   

The question we explore in this paper is whether employees are likely to know about these 

key aspects of their organization’s strategy, such that it might help them make or understand 

important decisions about the execution of that strategy in their specific function.  As Bart et al. 

(2001) suggest, clearly written statements are more likely to be aligned with an organization’s 

internal policies, and better alignment is more likely to result in an effective guide for 



employees.  And as Sull (2007) notes, strategy will be stranded in the executive suite unless 

employees at every level of the organization know about it. 

This issue of strategy knowledge is made even more important when we consider the need 

for organizations to have multiple strategies, such as a corporate strategy for the business, an 

environmental/sustainability strategy for regulators and investors, and a social responsibility 

strategy for their general stakeholders.  Desmidt (2015) argues that such communication needs to 

account for the cognitive orientation of the receiver and deal with issues of integrity, clarity, and 

specificity of goals.  So, effective communication of these various statements of intent is an 

organizational imperative.  However, despite the time, money, and effort that corporations put 

into articulating their strategic intent and presenting themselves as socially and environmentally 

responsible, there is surprisingly little evidence as to whether this is really known, or even 

recognized by employees (e.g., Orhan, Erdoğan, and Durmaz, 2014). 

This study provides a rigorous indication as to whether employees can recognize and 

distinguish their corporate and environmental strategy from that of their competitors within their 

own industry, and random other companies from other industries.  This issue focuses on whether 

such strategic communiqués are effective inside a range of different organizations.  Findings that 

demonstrate that most employees are ignorant about these statements have profound implications 

for the industry of consultants and professional managers who are transfixed with mission and 

vision.  It also questions the intuition and consulting claims that employee knowledge of these 

types of strategic statements contributes to organizational performance.   The idea here is that 

strategy at the organizational level guides employee actions that ultimately translate to 

performance at the operational and customer level. 



Our second endeavor is to examine whether there are any individual level effects that could 

explain variations in the knowledge responses of employees.  It may be that general staff do not 

see the need to internalize their organization’s various strategies, as their role is defined by the 

internal protocols that guide operational execution.  However, if mid and upper-level managers 

are ignorant, it brings into question the value of the vision-mission-strategy orientation taught in 

nearly every business school and incorporated in nearly every textbook on strategy. 

Finally, we examine the extent to which the rates at which different groups recognize their 

organization’s strategy are rewarded through appraisals, promotions and salary increases.  The 

idea here is to examine whether hard incentives will work or complement soft motivations.  As 

Kerr (1975) discovered, individual key performance indicators (KPIs) might not be well aligned 

with organizational aspirations. 

Our approach to assessing employee knowledge of some key aspects of their organization’s 

strategy is unique.  Rather than survey employees about their knowledge, we use a matching 

study and a discrete choice measurement model to assess if they can recognize these strategies 

from those of their competitors and some other randomly selected organizations.  This approach 

allows us to mitigate social desirability and common method biases and directly estimate the 

underlying behavioral model being used to assess their organization’s strategy.   

The underlying assumption of empirical research using human subjects is that they have 

knowledge of the issues under investigation and do not use the research process to infer such 

knowledge.  Many survey instruments violate this assumption because the way questions are 

phrased and sequenced in a data collection instrument provide subtle clues as to what answer is 

expected.  For example, if a manager is asked directly if he or she knows about their 

organization’s mission/vision/strategy their direct response may be tainted by a social 



desirability bias – how many (senior) managers would freely admit that they wouldn’t be able to 

recognize their organization’s strategy when compared to that of their competitors.  Similarly, 

similar questioning for employees that comes via internal communications can lead to the 

employees researching the questions so as to “get the right answers”. 

Our respondent selection does not allow us to make broad claims about the extent of 

employee levels of knowledge of the strategic intent of their organizations.  However, we do poll 

a large and diverse enough sample of employees to claim that our results are worth noting.  We 

also seek to illustrate how such a question should be determined.   

METHODS 

We study employees in 20 major corporations in five industries – Banking, Insurance, 

Professional Services, Natural Resources and Telecommunications.  All these companies – who 

are anonymized herein – have clear competitors, large market shares, and are notable financial 

performers locally and/or globally.  All of them have articulated public strategies embodied in 

mission and vision statements and in the annual reports on their websites.  All have 

environmental sustainability and social responsibility strategies and publish reports annually 

outlining the good that they do.  Many have been singled out for national and global awards for 

their commitment to social responsibility and employee welfare.  The tone-of-voice of these 

statements suggests that they consider themselves as role models, not just for their competitive 

success, but also their commitment to their employees, the environment, and society in general. 

Individuals in the study were presented with six strategic statements and asked to indicate 

which of these fit their firm’s strategy and which fit the strategy of their three major competitors.  

Each of the individual strategy descriptions was edited by a senior executive in the focal 

company and confirmed to align with what those executives believed should reflect what is 



expected to be known and understood by employees broadly.  Each statement was restricted to 

be approximately the same number of words.  It should be emphasized that while these 

statements aligned with corporate mission statements (which are normally shorter), they were 

meant to be clear articulations of the strategic intent (or strategic orientation) of the organization.  

While the statements are not necessarily reflective of a company’s “competitive strategy” as 

understood by strategy academics, they are strongly related to what senior management want 

employees to know to help execute their daily interactions with customers and other 

stakeholders. 

In addition, to create a baseline against which to compare their results, each subject repeated 

a similar matching exercise for the firms in an industry in which they did not compete (e.g., 

banking employees might see mining companies).  This allowed us to have a base case where we 

would expect there to be no knowledge of any strategy.  This exercise was done for both the 

statements of corporate and environmental sustainability strategy. 

Sampling 
To avoid the potential bias that comes from doing internal organizational-sponsored research,1 

we hired a market research firm with a specialization in employee studies.  Individuals were 

contacted to participate in a large Australian Research Council sponsored study on the 

formulation of corporate strategy (the instructions are given in Appendix A).  As part of the 

initial screening, individuals were given a list of 50 companies or universities and public service 

organizations and asked whether they were a current/past employee of any of the companies or 

organizations.  Individuals were further verified based on whether their responses were 

consistent with their being a current employee of one of the focal companies – e.g., by using the 

 
1 There appears to be no research on the bias associated with in-company research.  However, work in medicine 
reveals that there is bias when the research is viewed as ‘sponsored’ as opposed to being done by a public agency 
(see, e.g., Djulbegovic et al., 2000). 



postal code/address of their place of employment as a secondary check.  Those excluded at this 

stage answered a series of questions from the study but were otherwise excluded from the main 

body of the study. 

Based on this process we ended up with a final sample of 301 participants.2  The descriptive 

statistics are given in Table 1.  The sample is skewed toward banking (nearly half the sample) 

and Telecoms, both of which are significant employers in the metropolitan areas surveyed; 

however, no one firm dominates any part of the sample.  One firm in the Natural Resources 

sector (which is heavily oligopolistic locally) had no valid responses and is excluded from 

further analysis, leaving 19 firms represented. 

Insert Table 1 Here 

Employee questionnaire 
In addition to the structured matching task, we asked participants a series of questions relating to: 

(a) their position in the company, (b) communications strategies used by their employer, (c) 

whether they had knowledge or could articulate aspects of their corporate, environmental and 

social (CSR) strategy, and (d) how they and their team were evaluated and rewarded.  The 

questions associated with this part of the survey (which came last, after the matching task) are 

given in Appendix B. 

Matching task 
The core of this study is a matching task.  The participant was presented with six statements and 

had to match these to a set of focal companies (the order of the statements was randomized).  All 

of the focal companies were named.  Four of the statements match the strategies of the four focal 

firms in each of the five industries – Banking, Insurance, Professional Services, Telecoms and 

 
2 This may seem like a small sample size, but we were sampling from a pool of individuals who could work for any 
company in the country. 



Natural Resources.  The other two statements in each industry were drawn from companies that 

operated in the industry, but (a) were outside the employee sample, and (b) had either very small 

or no operations in the country.  Each participant did evaluations for their own industry and for a 

random ‘other’ industry (e.g., Telecoms if they worked in the Natural Resources industry).  The 

‘other’ industry tasks serve as an individual level control condition. 

Modelling 
The key operative dependent variable was whether or not the individual correctly identified their 

company’s strategy from the six options available.  We used a random effects Probit model to 

estimate an individual’s ability to correctly identify their company’s strategy.  The company 

specific random effects thereby accounted for possible idiosyncratic but unobserved company 

effects that might influence an employee’s ability. 

More specifically, we assume that the probability of employee n from company i correctly 

identifying their company’s strategy (yin =1) can be modeled as Pr(yin =1) = Ω(xinβ+νi), where νi 

are i.i.d.  N(0;σ2), Ω is the standard normal cumulative distribution function, and β is a parameter 

vector to be estimated.  The independent variables xin capture the employee’s socio-

demographics (e.g., age and gender), their position in the company, communications strategies 

used by their employer, whether they stated that they had knowledge of their corporate, 

environmental and social (CSR) strategy, and how they and their team were evaluated and 

rewarded. 

RESULTS 

Descriptive results 
Overall, we found that few employees could correctly identify their corporate strategy 

statements.  Because individuals saw six different strategy statements, they had a 16.67 percent 

chance of getting it right just by luck.  As Table 2 shows, this is approximately what is found 



when the individual is attempting to distinguish amongst different strategies from a random 

industry, and when they are attempting to identify their company’s environmental sustainability 

strategy. 

Insert Tables 2 & 3 Here 

In the case of corporate strategy statements, we find that, on average, only 29 percent of 

employees could correctly match their company to its publicly espoused corporate strategy.  It 

should also be noted that this exhibited a high degree of variability across companies; from 0 

percent to 57 percent as revealed in Table 3.  When we look at the environmental sustainability 

strategy of the firm, this is worse overall, with individuals doing no better than random on 

average.  Again, there is quite a variation across companies, with the range being between 0 

percent and 56 percent correct.  While the incorrect identification of the environmental 

sustainability strategy appears to be random, participants were less than random in attributing a 

wrong strategy to their firm.3 

When we look at company training and communication practices across the realm of 

different strategies, we see a number of factors leading to the general results in Table 2.  First, 

most of the percentages in Table 4 are low, indicating that our respondents could not recall a 

significant effort being given to communication and training by their employer.  Indeed, most 

communication/training is simply related to having documentation/brochures available.  Second, 

respondents indicated that more effort is put into communicating corporate strategy to employees 

in a more systematic manner than communication about environmental/CSR strategy.  The 

 
3 One criticism might be that some company statements are more similar to another specific 
company’s (hence when an employee from company A makes an error, they mistake it more 
often by choosing company B).  Checks of the responses reveal no pattern where the errors could 
be explained via this logic. 



average number of training/communication modes used for corporate strategy is 2.1 (out of 8 

possible), while it is only 1.43 and 1.04 for environmental and CSR strategies respectively. 

Table 5 provides insight into how a set of evaluation, reward and promotion factors might 

influence the respondents’ motivation to listen to or seek out communication about their 

organization’s strategy.  Here, we see that individuals are evaluated more on, and give more 

weight to, evaluations relating to their ability to meet individual/group financial and market 

performance metrics (targets) and work as a team than their involvement in environmental and 

social responsibility programs.  This supports the finding in Table 4 that the primary 

communication focus is on corporate as opposed to environmental or CSR strategy. 

Finally, the employees studied seemed to be more confident in understanding the corporate 

strategy.  When asked to put their corporate strategy into words – a task we asked respondents to 

do after the matching phase of the study – 40 percent of participants did so for the corporate 

strategy but only 14 percent did so for the environmental strategy and seven percent for the CSR 

strategy. 

Insert Tables 4 & 5 Here 

Empirical model results 
Table 6 presents the results from the random effects Probit models with the dependent variables 

being the correct identification of the firm’s corporate strategy.  Table 7 presents the same results 

for the correct identification of the firm’s environmental strategy.  For simplicity, we present 

only the full model results in these tables.  All of the analyses control for company level random 

effects (creating 19 groups).  A number of conclusions follow from this analysis. 

Insert Tables 6 & 7 Here 



First, individual level differences are minor, with income and gender having some influence 

in the case of recognition of the firm’s corporate strategy.  The individual’s level in the 

organization does not matter (there is no significant difference between Executives, Managers or 

General Staff) and additional analysis reveals that there is no confounding between managerial 

position and income.  This last point is critical, as it indicates that strategy communication failure 

is just as prevalent at the top as it is elsewhere in the organization.  Our intuition was to expect 

that at least executives would be able to recognize their strategy, but this intuition is not 

confirmed by the results. 

Second, when specific reward or KPIs are examined, they do not seem to matter.  However, 

as these are based on a point allocation (100 points allocated across the goals) there is some 

degree of linear dependency.  Hence, as a second confirmatory measure we asked whether in the 

individual’s last performance appraisal their performance in key areas was mentioned at all 

(coded [0,1] if any of the categorized areas was mentioned).  We then aggregated the responses 

into categories reflecting individual skills, business, and environment/CSR KPIs using a dummy 

variable to indicate if these factors were mentioned or not (we labelled Individual Skills KPIs 

with “I”, Business-related KPIs with “B”, and Environment/Corporate Social Responsible 

(CSR)-related KPIs with “CSR” in Table 5).  When this is done, we see that individual and 

business-related performance factors matter, while environment/CSR KPIs do not when it comes 

to correctly recognizing a firm’s corporate strategy. 

Third, training does not seem to matter much while documentation does.  Interestingly, 

training and documentation are not correlated but there is a correlation between 

Environment/CSR reward systems and Environment/CSR training and Corporate Strategy 

documentation and personal and business performance KPIs.  In the case of corporate strategy, 



those that say there was no communication of the corporate strategy (of which they are aware), 

were much less likely to be able to recognize their own corporate strategy (the positive 

coefficient is because those saying no are indicating that the strategy was communicated).  

Overall, what matters is whether or not there is documentation.  In the case of the environmental 

strategy, the only thing that matters is whether the individual knows that the company has such a 

strategy (which, of course, all the firms in the study do have). 

Overall, the results are quite robust.  The estimates do not vary when we break the model 

into component parts to account for possible multicollinearity.  In addition, while the descriptive 

statistics show quite a bit of variation by firm this is not seen in the actual model.  The rho 

statistic (see Tables 6 and 7) is not significantly different from 0, which means that we could 

simply estimate a pooled model not accounting for firm level differences, implying that the 

general model is applicable across the range of firms studied. 

CONCLUSIONS 

There are, to date, few empirical studies that confirm or challenge the conventional wisdom that 

communicating strategy throughout an organization is a key enabling mechanism for its success.  

This is critical to many of our theories given their implicit assumption that the guidance that is 

given by the top management team has value in terms of guiding the activities of employees.  

Our results indicate that notwithstanding the obvious efforts that the organizations in our study 

made to craft and communicate their strategic intent, our basic results (Tables 4 and 5) and 

empirical modeling (Tables 6 and 7) tell the consistent story that most employees are largely 

ignorant of, or confused about, their organization’s corporate, environmental and social 

responsibility strategies.  This is even more telling in that all of the firms studied were industry 



leaders, either locally or internationally.  Tables 4 and 5 suggest that the reason this occurs is the 

lack of widespread effective communication, training and rewards. 

An alternative explanation, that might fit the experience of many readers, but that was not 

explored here, is that these statements are simply “forgettable”.  As Denning (2005, p. 226) notes 

“Mission statements and strategic plans are rarely if ever compelling documents”.  Put somewhat 

harshly, these statements are corporate blather targeted to various social, industry and political 

stakeholders and unsophisticated investors.  However, if knowledge of strategy throughout the 

organization is crucial to its intended implementation, then this finding suggests that what is 

written about strategic intent in the C-Suite is largely impotent inside the organization.  This 

finding throws a shadow over areas of research that use these types of corporate statements to 

study what is believed to be an organization’s socially responsible orientation. 

Our findings also have implications for micro-foundational and behavioral strategy thinking 

(e.g., Barney and Felin, 2013; Foss and Lindenberg, 2013).  Both perspectives view the 

individual level of analysis to be important to understand strategic performance.  While they put 

emphasis on factors such as individual level bias and cognitive style, a key parameter in driving 

performance is knowledge.  The fact that so few employees are knowledgeable of some of the 

core properties of their corporate and environmental strategy is potentially a missing factor in the 

performance equation.  And as Devinney (2013) has noted, we have not done a good job of 

developing bridging theories that tie strategy research across the levels of analysis. 

An additional issue, which we do not explore, is that the overarching strategic intent and 

position of an organization might not be a significant operational factor throughout the 

organization.  To use a military analogy, it may not be critical that the corps or platoon leader 

know the grand strategy (other than to defeat the enemy) but that they can competently follow 



orders and execute their part of the strategy.  In this situation, it is the routines and incentives that 

follow ‘strategy’ that matter most.  This perspective fits that expressed by Winter (2013) in his 

more critical view of micro-foundations and emphasis on habit and routines. 

Finally, there are two sets of methodological issues that our study raises concerns about.  

The first is the nature of survey based or ‘key informant’ style research in strategy.  What we 

show is that not only do most employees lack knowledge about even the most basic aspects of 

their organization’s strategies, but that variations in this may be critical to the validity of research 

on things like strategic orientation, communications, values, and so on.  As all of the firms 

studied here were leaders in their markets, there is no expectation that the differences we see – 

which are vast (as seen in Table 3) – have any impact on performance (the firms perform despite 

these deficiencies).  Second, because we used an ‘outsider’ approach and did not use the 

companies to hand out our instrument ‘internally’, it is much less likely that employees would 

‘game’ their responses by, for example, responding more positively or looking up information to 

fill in the surveys ‘correctly’ (individuals were timed and spend slightly more than half-an-hour 

doing the instrument).  We were also able to get a wider variety of responses that included 

individuals much lower down the organizational hierarchy.   

The second set of methodological issues relates to the use of corporate documentation as a 

valid signal of corporate strategy.  On the positive side, we see that such documentation is related 

to employee recognition of corporate strategy statements (Table 6).  Of more concern is that 

there is no such relationship in the case of environmental strategy (Table 7).  The lack of impact 

suggests that using public documents as signals of strategic intent and execution is perhaps 

overly hopeful when it is not clear that the information in those documents has any real impact 

on those responsible for the tactical and operational execution of the strategy. 



Overall, our study is a small beginning at asking a critical question for strategy researchers, 

namely, is it possible for a company to have its strategies work when most individuals inside 

their organizations do not really have a good idea as to what that strategy is?  In addition, is it 

sufficient simply to align organizational incentives rather than to worry whether there is good 

knowledge of the strategies and buy in for other than self-interested reasons, such as arise with 

performance reviews and bonuses? 
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Table 1: Descriptive Sample Statistics 

Gender (Male) 50.8%  
Age (Years) 35.82 18-60 
University Educated 53.8%  
Income  $85,672 $12,500-$227,500 
Industry   

Banking 47.4%  
Insurance 13.0%  

Natural Resources 6.6%  
Professional Services 8.3%  

Telecoms 24.9%  
Management Level   

Senior Executive 9.3%  
Non-Executive Manager 44.5%  

Staff 46.2%  

 

  



Table 2: Correct and Worst Identification of Company Strategies 

 
Industry of 

Employment 
Random 
Industry 

Percent Identified Correctly (Best)   
Corporate Strategy 29.3% 15.7% 

Environmental Strategy 15.8% 16.0% 
Percent Identified Incorrectly (Least)   

Corporate Strategy 12.5% 14.4% 
Environmental Strategy 12.8% 15.8% 

Table 3: Correct Identification and Sample by Firm 

 Corporate Strategy Environmental Strategy Number of Participants 
Banking    

 Firm A 14% 0% 26 
Firm C 22% 0% 46 
Firm D 27% 27% 20 
Firm F 71% 29% 50 

Insurance    
Firm A 6% 12% 9 
Firm B 57% 14% 7 
Firm E 35% 15% 15 
Firm F 0% 0% 6 

Natural Resources    
Firm B 50% 25% 7 
Firm C 0% 0% 5 
Firm E 29% 13% 8 

Professional Services    
Firm A 38% 23% 7 
Firm B 0% 17% 7 
Firm D 29% 29% 4 
Firm F 29% 0% 7 

Telecommunications    
Firm A 13% 13% 6 
Firm C 26% 16% 45 
Firm E 56% 56% 17 
Firm F 33% 11% 9 

Note: Firm indicators relate to firms as identified in Appendix C. 

  



Table 4: Modes of Training/Communication Related to Specific Strategies 

 Corporate Environmental CSR 

Modes of Training/Communication    
Internal Training Seminars on a one-
off basis 19% 9% 6% 
Internal Training Seminars on a 
continuing basis 36% 15% 12% 
External Training Seminars on a one-
off basis 8% 3% 5% 
External Training Seminars on a 
continuing basis 10% 6% 7% 
Internal Documentation 49% 34% 26% 
Enforced Internal Standards and 
Goals 31% 11% 7% 
Brochures and other means of internal 
communication 32% 25% 12% 
Random communications 26% 20% 16% 

Ave. number of modes used (Max =8) 2.10 1.43 1.04 

There is no formal communication of the 
strategy 9% 26% 31% 
Percent reading annual report 19%   
Percent saying company has an 
environment/CSR strategy  29% 
Percent reading environment/CSR report  3% 

 
  



Table 5: Evaluation, Reward and Promotion Factors by Position 

Percent ticking an item as relevant 
(Based on allocation of 100 points) 

Senior 
Executive 

Non-
Executive 
Manager 

Staff 
Position Overall 

Ability to work effectively in a team (I) 39% (15.1) 57% (13.1) 60% (14.3) 57% (13.9) 
Achieving your individual/personal 
business targets (B) 46% (19.1) 60% (18.4) 56% (20.4) 57% (19.4) 
Productivity and efficiency (B) 36% (8.6) 52% (9.7) 58% (11.9) 53% (10.6) 
Customer relationship skills (I) 50% (7.3) 49% (7.1) 47% (8.6) 48% (7.8) 
Alignment of your activities to company 
culture (I) 50% (5.6) 45% (6.9) 47% (5.7) 46% (6.2) 
Your group/team/division achieving 
their business targets (B) 36% (6.8) 42% (12.4) 47% (9.3) 44% (10.4) 
Communication and presentation 
skills (I) 29% (5.1) 36% (4.3) 35% (4.8) 35% (4.6) 
Performance on training & development 
programs (I) 25% (2.6) 36% (3.3) 31% (2.8) 33% (3.0) 
Innovation (new processes and product 
development) (B) 29% (3.8) 38% (4.5) 24% (3.2) 31% (3.9) 
Business development (B) 29% (10.4) 33% (6.1) 27% (3.4) 30% (5.2) 
Mentoring and guiding others in their 
careers (B) 25% (3.0) 30% (3.3) 25% (2.8) 27% (3.1) 
Meeting the company CSR goals (CSR) 29% (3.9) 17% (3.2) 23% (3.4) 21% (3.3) 
Social relationship skills (CSR) 29% (2.7) 20% (4.3) 19% (3.6) 20% (3.8) 
Involvement with outside organizations 
on the behalf of your firm (e.g., 
volunteering, etc.) (CSR) 25% (3.4) 13% (1.9) 12% (2.1) 14% (2.2) 
Meeting the company environmental 
sustainability goals (CSR) 18% (2.7) 7% (1.5) 13% (3.7) 11% (2.6) 
I = Individual Skills KPIs; B = Business-related KPIs; CSR = Environment/Corporate Social Responsible (CSR)-
related KPIs 



Table 6: Random Effects Probit Models (Corporate Strategy) 
 

Coef. Std. Err. z P>|z| 95% Conf. Interval 

Constant -2.0151 1.1003 -1.83 0.0670 -4.1716 0.1414 
Individual Level Covariates       

Income ($) 4.55E-06 2.56E-06 1.77 0.0760 -4.76E-07 9.58E-06 
University Graduate 0.0856 0.2135 0.40 0.6880 -0.3328 0.5040 

Executive  -0.3316 0.4145 -0.80 0.4240 -1.1440 0.4808 
Manager 0.1024 0.2168 0.47 0.6370 -0.3224 0.5273 

Age (Yrs) -0.0110 0.0110 -1.00 0.3200 -0.0325 0.0106 
Gender (Male) -0.5094 0.2000 -2.55 0.0110 -0.9015 -0.1173 

Strategy Documentation and Training 
      

Read Last Annual Report -0.2702 0.2692 -1.00 0.3150 -0.7978 0.2573 
No Formal Communication of Strategy 0.6282 0.3728 1.69 0.0920 -0.1024 1.3588 

Corporate Strategy Training 0.0575 0.2001 0.29 0.7740 -0.3347 0.4497 
Formal Documents re: Corporate Strategy 0.9705 0.2363 4.11 0.0000 0.5074 1.4336 

Performance Goals Mentioned in Last Appraisal       
Reward Personal Goals 0.5690 0.2784 2.04 0.0410 0.0234 1.1146 
Reward Business Goals 0.4851 0.2758 1.76 0.0790 -0.0555 1.0257 

Reward Environment Goals -0.1033 0.2169 -0.48 0.6340 -0.5285 0.3218 
Specific Performance Rewards (Allocation of 100 Points)       

Ability to work effectively in a team -0.0141 0.0120 -1.17 0.2410 -0.0377 0.0095 
Achieving your individual/personal business targets -0.0009 0.0105 -0.09 0.9310 -0.0215 0.0197 

Alignment of your activities to company culture 0.0123 0.0142 0.87 0.3870 -0.0155 0.0400 
Business development 0.0043 0.0129 0.34 0.7370 -0.0210 0.0297 

Communication and presentation skills -0.0067 0.0177 -0.38 0.7070 -0.0414 0.0281 
Customer relationship skills 0.0001 0.0119 0.01 0.9950 -0.0232 0.0234 

Innovation (new processes and product development) 0.0155 0.0197 0.79 0.4320 -0.0231 0.0541 
Involvement with outside organizations (e.g., volunteering) -0.0159 0.0274 -0.58 0.5610 -0.0697 0.0379 

Meeting the company CSR goals -0.0072 0.0171 -0.42 0.6750 -0.0408 0.0264 
Meeting the company sustainability goals 0.0050 0.0149 0.34 0.7360 -0.0242 0.0342 



 
Coef. Std. Err. z P>|z| 95% Conf. Interval 

Mentoring and guiding others in their careers 0.0250 0.0196 1.27 0.2040 -0.0135 0.0634 
Performance on training & development programs -0.0098 0.0233 -0.42 0.6730 -0.0554 0.0358 

Productivity and efficiency 0.0044 0.0109 0.41 0.6850 -0.0170 0.0258 
Your group/team/division achieving their business targets 0.0066 0.0106 0.62 0.5370 -0.0143 0.0274        

rho 0.0568 0.0843 
  

0.0027 0.5685 
LR Test of rho=0 (c-bar squared)    1.25 0.1310   

LL (Significance based on c-squared) 
  

-143.89 0.0006 
  

Test of Differences Between Groups (t-statistic) 
  

-9.233 0.00001 
  

 
Table 7: Random Effects Probit Models (Environment Strategy) 

Environment Strategy Coef. Std. Err. z P>|z| 95% Conf. Interval 

Constant -3.7521 2.1617 -1.74 0.0830 -7.9889 0.4846 
Individual Level Covariates       

Income ($) 0.0000 0.0000 0.43 0.6640 0.0000 0.0000 
University Graduate -0.2635 0.2515 -1.05 0.2950 -0.7564 0.2295 

Executive  -0.3870 0.5073 -0.76 0.4460 -1.3813 0.6072 
Manager -0.1310 0.2580 -0.51 0.6120 -0.6366 0.3746 

Age (Yrs) 0.0065 0.0128 0.51 0.6120 -0.0186 0.0315 
Gender (Male) -0.2768 0.2313 -1.20 0.2310 -0.7302 0.1765 

Strategy Documentation and Training       
Company Has an ES 1.0431 0.2546 4.10 2.07E-05 0.5441 1.5421 

No Formal Communication of Environmental Strategy 0.3762 0.3591 1.05 0.2950 -0.3276 1.0800 
Environmental Strategy Training 0.1062 0.2710 0.39 0.6950 -0.4250 0.6373 

Formal Documents re: Environmental Strategy 0.2637 0.2861 0.92 0.3570 -0.2971 0.8246 
Performance Goals Mentioned in Last Appraisal       

Reward Personal Goals -0.2420 0.2929 -0.83 0.4090 -0.8159 0.3320 
Reward Business Goals -0.3434 0.3001 -1.14 0.2530 -0.9316 0.2449 

Reward Environment Goals 0.1827 0.2441 0.75 0.4540 -0.2957 0.6611 



Specific Performance Rewards (Allocation of 100 Points)       
Ability to work effectively in a team 0.0235 0.0218 1.08 0.2810 -0.0192 0.0662 

Achieving your individual/personal business targets 0.0248 0.0215 1.15 0.2490 -0.0174 0.0670 
Alignment of your activities to company culture 0.0159 0.0236 0.67 0.5020 -0.0305 0.0622 

Business development 0.0224 0.0242 0.92 0.3560 -0.0251 0.0699 
Communication and presentation skills 0.0411 0.0237 1.73 0.0830 -0.0054 0.0876 

Customer relationship skills 0.0295 0.0226 1.31 0.1900 -0.0147 0.0738 
Innovation (new processes and product development) 0.0214 0.0325 0.66 0.5110 -0.0424 0.0851 

Involvement with outside organizations (e.g., volunteering) 0.0421 0.0386 1.09 0.2750 -0.0335 0.1177 
Meeting the company CSR goals 0.0163 0.0279 0.58 0.5590 -0.0384 0.0709 

Meeting the company sustainability goals -0.0480 0.0500 -0.96 0.3370 -0.1461 0.0501 
Mentoring and guiding others in their careers -0.0018 0.0351 -0.05 0.9580 -0.0706 0.0670 

Performance on training & development programs 0.0920 0.0327 2.81 0.0050 0.0279 0.1560 
Productivity and efficiency 0.0257 0.0220 1.17 0.2430 -0.0175 0.0689 

Your group/team/division achieving their business targets 0.0287 0.0220 1.30 0.1920 -0.0145 0.0719        

rho 0.0785 0.1424 
  

0.0018 0.8016 
LR Test of rho=0 (c-bar squared) 

  
0.35 0.3770 

  

LL (Significance based on c-squared) 
  

-104.56 0.1590 
  

Test of Differences Between Groups (t-statistic) 
  

-7.45 0.0001 
  

 

 



 
Appendix A: Survey Introduction 

This survey is part of a study being conducted by a group of researchers at X Business 
School examining the strategic positioning of local and international firms.  The goal of 
the study is to examine the extent to which a corporation’s strategic and public 
positioning is known to their various stakeholders—employees, customers, investors, and 
the general public. 
The survey is in three parts.   
The first part inquires as to some basic information about you.  This is required for us to 
be able to examine different segment breakdowns.  None of this information is used to 
identify individuals.   
The second section asks you to examine a number of corporate positioning statements 
and to align them with different companies.  Many of these companies will be familiar to 
you in that you may be an employee or investor in that company and/or be a user of their 
products and services.   
Finally, we conclude with a number of brief questions relating to your general opinions 
and your experiences within your own employment situation. 
All of the information from this study is for academic purposes only.  The Y Research 
Council supports the research team and this survey is not linked to any group other than 
the research team.  
  



Appendix B: Employee Questionnaire 

1. Have you seen your company’s last annual report? Y/N.   
a. If Yes, did you read it? Y/N? 

2. Could you briefly outline what your company’s core strategy statement is? For 
example, how would you explain this statement to a customer or member of the 
media (note you are limited to 750 characters)? [Give them a box in which to 
write something] 
I do not know my company’s strategy [Ticking this allows them to exclude 
adding a statement. 

3. How does your company educate and articulate its strategy to you (tick all that 
apply)? 
a. Internal Training Seminars on a one-off basis 
b. Internal Training Seminars on a continuing basis 
c. External Training Seminars on a one-off basis 
d. External Training Seminars on a continuing basis 
e. Internal Documentation  
f. Enforced Internal Standards and Goals (e.g., your department’s and your Key 

Performance Indicators) 
g. Brochures and other means of internal communication 
h. Random communications 
i. There is no formal communication of the strategy 

4. Does your company have a corporate slogan or tagline? (For example, the 
corporate slogan of GE is “Eco-Imagination” and that of BP is “Beyond 
Petroleum”.) Y/N/DK 
a. If Yes, can you state it: [Text box to fill in] 
b. If Yes, to what extent do you believe it is meaningful to the work that you and 

your colleagues do? [5-point scale from “Not meaningful at all” to “Extremely 
meaningful” 

5. Does your company have an environmental sustainability strategy?  Y/N/DK 
6. If Yes (to 4): Could you briefly outline what your company’s core sustainability 

strategy statement is? For example, how would you explain this statement to a 
customer or member of the media (note you are limited to 750 characters)? [Give 
them a box in which to write something].   
I do not know my company’s sustainability strategy [Ticking this allows them to 
exclude adding a statement]. 

7. Does your company publish a public environmental sustainability report? 
Y/N/DK.   
a. If Yes, did you read it? Y/N 

8. If Yes (to 4): How does your company educate and articulate its sustainability 
strategy to you (tick all that apply)? 
a. Internal Training Seminars on a one-off basis 
b. Internal Training Seminars on a continuing basis 



c. External Training Seminars on a one-off basis 
d. External Training Seminars on a continuing basis 
e. Internal Documentation  
f. Enforced Internal Standards and Goals (e.g., your department’s and your Key 

Performance Indicators) 
g. Brochures and other means of internal communication 
h. Random communications 
i. There is no formal communication of the strategy 

9. Does your company have a corporate social responsibility (CSR) strategy that 
goes beyond its environmental sustainability strategy?  Y/N/DK 

10. If Yes (to 8): Could you briefly outline what your company’s core CSR statement 
is? For example, how would you explain this statement to a customer or member 
of the media (note you are limited to 750 characters)? [Give them a box in which 
to write something] 
I do not know my company’s sustainability strategy [Ticking this allows them to 
exclude adding a statement. 

11. Does your company publish a public CSR report? Y/N/DK.   
a. If Yes, did you read it? Y/N 

12. If Yes (to 8): How does your company educate and articulate its sustainability 
strategy to you (tick all that apply)? 
a. Internal Training Seminars on a one-off basis 
b. Internal Training Seminars on a continuing basis 
c. External Training Seminars on a one-off basis 
d. External Training Seminars on a continuing basis 
e. Internal Documentation  
f. Enforced Internal Standards and Goals (e.g., your department’s and your Key 

Performance Indicators) 
g. Brochures and other means of internal communication 
h. Random communications 
i. There is no formal communication of the strategy 

13. Triple bottom line (TBL) accounting expands the traditional reporting framework 
to take into account social and environmental performance in addition to financial 
performance. Does your company formally utilize “triple bottom line” 
accounting?  Y/N/DK 

14. The concept of TBL demands that a company’s responsibility lies with 
stakeholders rather than shareholders. In this case, “stakeholders” refers to anyone 
who is influenced, either directly or indirectly, by the actions of the firm.  Does 
your company have an active “stakeholder” management strategy?  Y/N/DK 

15. If Yes (to 10): Could you briefly outline what your company’s core stakeholder 
strategy is? For example, how would you explain this statement to a member of 
the media (note you are limited to 750 characters)? [Give them a box in which to 
write something] 



I do not know my company’s CSR strategy [Ticking this allows them to exclude 
adding a statement. 

16. Most organizations have periodic performance appraisals that determine things 
like promotions and other opportunities such as salary increases.  In the appraisal 
of your work to what extent are the following factors taken into account?  (Tick 
all that apply) 
a. Ability to work effectively in a team 
b. Achieving your individual/personal business targets 
c. Alignment of your activities to company culture 
d. Business development 
e. Communication and presentation skills 
f. Customer relationship skills 
g. Innovation (new processes and product development) 
h. Involvement with outside organizations on the behalf of your firm (e.g., 

volunteering, etc.) 
i. Meeting the company’s CSR goals 
j. Meeting the company’s sustainability goals 
k. Mentoring and guiding others in their careers 
l. Performance on training & development programs 
m. Productivity and efficiency 
n. Social relationship skills 
o. Your group/team/division achieving their business targets 

17. In the day-to-day performance of your job to what extent are you financially 
rewarded for achieving each of the following (allocate 100 points to the list 
below): 
a. Ability to work effectively in a team 
b. Achieving your individual/personal business targets 
c. Alignment of your activities to company culture 
d. Business development 
e. Communication and presentation skills 
f. Customer relationship skills 
g. Innovation (new processes and product development) 
h. Involvement with outside organizations on the behalf of your firm (e.g., 

volunteering, etc.) 
i. Meeting the company’s CSR goals 
j. Meeting the company’s sustainability goals 
k. Mentoring and guiding others in their careers 
l. Performance on training & development programs 
m. Productivity and efficiency 
n. Social relationship skills 
o. Your group/team/division achieving their business targets 

 
  



Appendix C: Strategy Descriptions1 
Appendix C.1: Corporate Strategy Statements 

BANKING 
Company 
Identifier Corporate Strategy 

A Our strategy is based on four priorities: (a) Focus on the strong Australian franchise and manage international positions 
for value by growing our leading position in Business Banking and Wealth Management, building momentum in 
Personal Banking business through a differentiated strategy, and improving rates of cross-sell across the franchise; (b) 
Maintain balance sheet strength and security of our business by improving our capital and funding positions, diversifying 
our funding sources, and optimizing the deployment of funding and capital across the franchise; (c) Reduce complexity 
and cost by continually improving key areas of customer service, simplifying processes and ensuring disciplined expense 
management, and upgrading our technology; and (d) Enhance our reputation by improving our customer outcomes, 
investing in our people.  (119 Words) 

B* Our advantages lie in our network of markets relevant for international financial flows, access and exposure to high 
growth markets and businesses, and our strong balance sheet generating a resilient stream of earnings. Based on our 
competitive position, our strategy has two parts: (a) Network of businesses connecting the world and (b) Wealth 
management and retail with local scale.  In improving the deployment of its capital, we have introduced a strategic and 
financial framework assessing each of our businesses on a set of five strategic evaluation criteria, namely international 
connectivity, economic development, profitability, cost efficiency and liquidity. In addition, the bank is focusing on 
improving cost efficiency through implementation of consistent business models.  (113 Words) 

C Our strategy is to continue expanding the support we provide to customers, driving superior long-term growth and 
differentiated returns, and creating value for our shareholders and the communities we work in. At the heart of our 
strategy is connectivity with the growth markets of Asia by supporting the increasing trade, investment and people links 
between Asia and our major domestic markets in Australia, New Zealand and the Pacific. Our strategic acquisitions in 
the three core geographies of Asia, Australia and New Zealand provide us an enhanced network, broader product 
capabilities and more customer relationships enabling us to expand our geographic footprint while maintaining our strong 
domestic franchises.  (107 Words) 

D Our strategy is aimed at building deep and enduring customer relationships. We seek to meet our customers’ total 
banking and wealth needs and earn all of their business. A key element of this approach is our family of financial 
services brands. We seek to grow customer numbers in chosen segments and increase the number of products per 
customer with a specific focus on wealth and insurance cross sell. We also seek to build long-term customer relationships 
and maintain high levels of customer retention. We also have a continued focus on streamlining and simplifying our 
business, to improve the quality of experience for customers and reduce our costs to serve. We aim to make our people an 
important part of our advantage through tailored recruitment and induction processes, with a continuing focus on training 
and coaching, and by having a flexible and diverse workforce. (143 Words) 

E* Our corporate identity is about being successful, setting ourselves ambitious targets and creating sustainable value for our 
clients, our people, the communities in which we serve, and for our shareholders. Our strategy is to concentrate on 
achieving sustainable profitability by way of a stricter risk and balance sheet discipline, on achieving a more balanced 
business model, on expanding our commitment in Asia, and on renewing the emphasis on our performance culture. A 
higher equity capital ratio, along with greater liquidity reserves, and a leaner risk profile are elements that form a solid 
foundation for enhancing stability and trust that is essential for creating value in the long term. Expanding our customer 
footprint and reinforcing our strong client franchise gives us excellent prospect for market share gains, and profitable 
growth. (129 Words) 

F The heart of our strategy is a desire to transform the bank into one that is truly focused on meeting the needs of our 
customers. Our vision has been and remains excelling in customer service. It is a strategy which aims to tap the 
tremendous potential we have in our franchise, by better understanding our customers, improving the service we offer 
them and doing so in the most efficient way possible. From a technology perspective, we continue to focus on improving 
our front end, customer-facing systems, to improve the productivity of our staff and to better enhance the customer 
experience. We aim for profitable growth not solely through acquisitions and overseas expansions in Asia, but also in our 
core domestic businesses. Profitable growth is all about balancing shareholder value and customer needs.  (132 Words) 

 

 
1 * indicates ‘extraneous’ description; i.e., no employees from these companies were surveyed. 



INSURANCE 
Company 
Identifier Corporate Strategy 

A  Our ambition is to be the world’s most respected group of general insurance companies. Our strategy is to deliver superior 
performance by actively managing our portfolio of high-performing, customer-focused, diverse operations in a manner that 
delivers superior experiences for our customers and creates shareholder value. We believe that, through managing our 
portfolio actively, we can deliver a consistent underlying performance despite having businesses that can be operating at 
different stages in both the economic and insurance cycles. Our strategic priorities are to: accelerate growth in our local 
markets by driving profitable organic growth, while remaining open to acquisitive opportunities that may arise; restore 
profitability in our overseas markets; and boost our Asian footprint.  (113 Words) 

B  Our ambition is to remain the most successful global insurer and reinsurer in the eyes of our customers, our people, our 
shareholders and the community. We aim to grow and deliver market-leading profitability in all our chosen businesses; 
excel in the design and delivery of our products and services; develop “can do” people who live our essential behaviors in 
everything they do; and increase the long-term wealth of our shareholders. We adopt a longstanding and successful 
strategy of growth by acquisition and diversity by product and geographic spread. We will maintain our strategy of being 
selective and writing business in those segments of the market where we believe we can obtain superior returns. Our 
strategy promotes robust risk management practices and conservative investment focusing on high quality and liquid 
securities. (130 Words) 

C* Our strategy is to remain focused on our core business—insurance and asset management— and confirm our determination 
to become the preferred company for all our stakeholders. We will do this by continuing to reinforce our customer 
centricity and promote the engagement of our employees by building a culture of trust and achievement. Our roadmap to 
profitable growth is based on three priorities: exercising greater selectivity in mature markets, accelerating growth in 
emerging economies to establish stronger positions, and increasing efficiency everywhere. The company is guided by its 5-
year strategic plan defining the financial and operational priorities for each of its business lines. The diversification of the 
company is designed to mutualize the different types of risks to which we are exposed.  (122 Words) 

D* We are a 21st century company, ready to compete in a modern economic environment. However, we are still a company 
that our first customer would recognize: one that is flexible and fast to respond, sustainable and equipped to endure the 
rigors of ever changing investment markets and international economies. We combine strong life insurance, general 
insurance and asset management businesses under one powerful brand. We are committed to serving our customers well in 
order to build a stronger, sustainable business, which makes a positive contribution to society, and for which our people 
are proud to work. Our strategic priorities are to increase operating capital generation, allocate capital to our chosen 
markets where we can grow and earn the highest returns, and simplify our portfolio.  (124 Words) 

E Our strategy is to build a stronger, more competitive business that is reaching more customers and clients – locally and in 
targeted overseas markets – with more innovative products and investment capabilities. Our investment in growth and our 
track record of adapting to change is the key to delivering strong performance for clients and shareholders. We have a 
strong and unique platform for future growth through an expanding adviser force, sales growth and faster than anticipated 
synergies emerging. Our significant steps to grow the company while anticipating market, regulatory and demographic 
change, helps position us well on our journey to build a more competitive company and financial services landscape. (107 
Words) 

F We seek to be the best-in-class and most trusted partner for our clients and other stakeholders in managing risks and 
investments. Our strategy is underpinned by four fundamental values – integrity, competence, commitment and 
competitiveness. our strategy includes five major goals: 1. Achieve profitable and sustainable growth, 2. A well-balanced 
and synergetic array of businesses, 3. Strong, though not excessive, capitalization, 4. world-class investment management, 
and 5. A state-of-the-art risk framework. Our strategy is supported by our strong brand and our solid business model. Both 
customer and employee satisfaction are key areas of focus for us. We also place great importance on fostering outstanding 
leadership, continuous talent and personal development. (109 Words) 

 
NATURAL RESOURCES 

Company 
Identifier Corporate Strategy 

A* Our ambition is to be the leading mining company, by being the investment, the partner and the employer of choice - 
through the operational excellence of world class assets in the most attractive commodities, and a resolute commitment to 
the highest standards of safe and sustainable mining. In order to achieve this, we own, operate and grow, through discovery 
and acquisition, mining assets in those commodities and businesses that we believe deliver the best returns through the 



economic cycle and over the long term. We aim to focus on businesses in which we have advantaged positions, i.e. large-
scale assets with long lives, low cost profiles and with clear expansion potential. We take a balanced and disciplined 
approach to capital management. We are focused on operational improvements and disciplined cost management. 
Operating safely, sustainably and responsibly is embedded in everything we do. We are committed to employing the best 
people who determine how effectively we operate and deliver our strategy.   (160 Words) 

B We	are	committed	to	be	the	leading	global	mining	and	metals	company	through	a	strategy	of	developing	large,	long-
term,	cost-competitive	mines	and	businesses,	driven	not	by	choice	of	commodity	but	by	the	quality	of	each	
opportunity.	To	support	our	strategy,	we	concentrate	on	five	strategic	drivers:	financial	and	operational	excellence,	
globalising	the	business,	technology	and	innovation,	licence	to	operate,	and	growth.	We	aim	to	deliver	superior	
returns	to	our	shareholders	through	excellent	operating,	development	and	investment	performance;	ensure	
widespread	and	lasting	economic	benefits	to	host	country	communities;	position	us	to	respond	to	our	customers’	
needs;	and	provide	our	employees	with	leading	training	and	career	development	opportunities	and	appropriate	
financial	rewards.	We	maintain	the	strength	of	our	balance	sheet	and	strategically	choose	between	organic	growth	
and	value-focused	acquisitions.	We	believe	value-creating	investment	is	the	best	use	for	the	cash	generated	by	our	
businesses.	We	focus	on	sustaining	long-term	business	success	by	building	and	leveraging	effective	relationships	
with	relevant	stakeholders.		(158	Words)	

C  Our aim is to be a world-class market leader create and deliver outstanding, sustained growth in shareholder wealth 
through speed, execution skills, commercial acumen, cost focus and technical capability. Our strategy is to continually 
improve our existing base business of world-class assets, develop our substantial portfolio of discoveries and pursue new 
opportunities which leverage our capabilities. Our sustainable growth is supported by the enduring asset developments that 
characterize our portfolio. We grow our company through exploration and development, capturing select, value-add 
opportunities that leverage our deep experience in developing and operating large projects. In accomplishing our strategy, 
we are guided by our values of care and respect; integrity and trust; initiative and accountability; creativity and enterprise; 
and working together. We recognize that our business must be profitable and sustainable. We believe that living these 
values makes us distinctive and is essential to our success. (144 Words) 

D  Our vision is to be a leading energy company and the company has a robust strategy to achieve this by continuing to be a 
leading producer; delivering a unique portfolio from existing resources; and building a focused, exploration-led portfolio. 
Our strategy is underpinned by our values that embraces discovery by opening our minds to new possibilities, thinking 
creatively and capturing opportunities; collaboration by recognizing the value and power in diversity of thought and 
communicating openly to understand the perspectives of others; delivery by taking personal responsibility and pride in our 
work to deliver timely, quality results; and care by taking the long-term view to build a sustainable future for our company, 
our people and the environments and communities in which we operate. It is through our commitment to forging enduring 
partnerships that we ensure our enduring leadership and continued success. (140 Words) 

E Our objective as a corporation is to create long-term shareholder value through the discovery, acquisition, development 
and marketing of natural resources. Our strategy is to own and operate large, long-life, low-cost, expandable, upstream 
assets diversified by commodity, geography and market, and to pursue growth opportunities consistent with our core skills. 
This strategy means more predictable business performance over time which, in turn, underpins the creation of value for 
our shareholders, customers, employees and, importantly, the communities in which we operate. In pursuing our objective, 
we are guided by our commitment to safety, simplicity and accountability. Our overriding commitment is to safety: 
ensuring the safety of our people, respecting our environment and the communities in which we work. Our commitment to 
simplicity and accountability allows us to focus on the most important drivers of value while empowering our people to 
operate within their authority and make a difference. (147 Words) 

F* Our aim is to transform natural resources into prosperity and sustainable development, and become the number one global 
natural resources company, creating long-term value through excellence and passion for people and the planet. Our 
strategy is to increase our demand driver, mineral and geographical diversification and logistics capabilities. We aim to 
maintain our leadership position in the global market and achieve leadership in new areas. To enhance our 
competitiveness, we will enhance our logistics capacity to support our bulk materials business by continuing to invest in 
our railroads, maritime terminals, maritime freight portfolio and power generation capacity. We are seeking to develop a 
cleaner energy matrix by investing to develop clean energy sources and focusing on reducing our carbon footprint. We 
continue to seek opportunities to make strategic acquisitions and partnerships, while focusing on disciplined capital 
management in order to maximize return on invested capital and total return to shareholders.  (150 Words) 

 



TELECOMMUNICATIONS 
Company 
Identifier Corporate Strategy 

A  We focus on increasing our proportion of higher value contract customers, improving access to content via this mobile 
platform, expanding our range of higher value mobile handsets and cross-selling into homes already connected to our 
cable network. We promote the use of our mobile platform to view internet and television content. Our residential 
business serves a fast-growing market of increasingly discerning, data-hungry and digitally-savvy households that use 
more devices and access content and applications more frequently, and for longer, we are well placed to meet and further 
stimulate that burgeoning. Our strategy focuses primarily on marketing bundled offerings of products and services across 
our portfolio to existing and potential customers providing them with discounts and additional value-added services. We 
believe that effective customer service contributes to customer satisfaction. Finally, we are committed to returning capital 
to our stakeholders. (140 Words) 

B* We adopt a Fix-Transform-Innovate strategy, through which we aim to realize our vision of becoming a market leader for 
connected life and work. We implement this strategy in five strategic action areas: (a) Improve the performance of 
mobile-centric assets, (b) Integrate fixed-network and mobile communications assets, (c) Build networks and processes 
for the gigabit society, (d) Provide innovative, non-device-specific and convergent services, and (e) Provide unique, 
customized solutions for business customers. The aim of our strategic approach is to systematically expand our activities 
across the value chain and position ourselves as an open partner for consumers and business customers as well as for the 
Internet sector. We will continue to restructure our business model with investments in intelligent networks, with IT 
services, and with internet and network services. Our strategy also forms the framework for all our corporate actions, 
including for instance on the issues of sustainability and human resources. (150 Words)

C  We are committed to four long-term strategic priorities: (a) to improve customer satisfaction, (b) to retain and grow our 
customer base, (c) to simplify the business and (d) to invest in new growth opportunities. Our ambition is to change the 
way our customers talk about us and deliver value to our shareholders. We have been on a journey to re-invent the 
company to make it faster, easier and simpler to do business with us. Customer satisfaction is a top priority and we plan to 
further sharpen the company’s focus on customers by unifying our entire sales and retail customer service workforce into 
a single business unit. We have made investments in developing growth opportunities across many business units and 
have seen productivity and other benefits from a continuing simplification of our processes. We have an extremely strong 
commitment to the communities where our customers and employees live and work. (149 Words) 

D* Our aim is to drive shareholder value by creating a better business with a better future. Our strategy is to drive profitable 
revenue growth through focus on three key areas:  customer service delivery, cost transformation, and investing for the 
future.  Customer service is core to our strategy and we aim to do things ‘right first time’ – keeping our promises, being 
easy to contact and straightforward to deal with. Our approach to cost transformation focuses on the efficiency of our 
expenditure in areas such as labour costs, consultancy spend and procurement from third parties; process re-engineering 
and the reduction of overhead costs; and in-sourcing and output-based pricing. Our strategic priorities include driving 
broadband-based consumer services and becoming the global leader, the wholesaler of choice, the best network provider, 
and a responsible and sustainable business leader. (134 Words) 

E In our quest to become the best multimedia and ICT solutions provider, we are leaping beyond traditional boundaries to 
empower businesses with the latest technology and inspire individuals to stay connected in a borderless world. We 
leverage our unique strengths of scale, customer knowledge and trusted relationships to deliver useful, relevant and 
personalized services to customers. Our drive for creativity and innovation has been the cornerstone of our business. The 
traditional telco business will remain a vital part of the Group, even as we transform ourselves into a multimedia and 
integrated technology solutions company. We aim to identify and develop services relevant for the emerging markets. We 
invest in our people to ensure they acquire new skills and strengthen their knowledge to take on the challenges ahead. In 
addition, we have been accelerating the culture change process to enhance our customer focus and innovation culture. 
(145 Words) 

F Our strategy is to deliver more value. The strategy is composed of four main goals: (a) Focus on key areas of growth 
potential - mobile data, emerging markets, enterprise, total communications through converged fixed and mobile services, 
and new services such as machine-to-machine and financial services; (b) Deliver value and efficiency from scale and size 
and scale by driving cost efficiencies and operational effectiveness through technology standardization, off-shoring, 
outsourcing and platform sharing; (c) Generate liquidity or free cash flow from non-controlled interests such as minority 
stakes and investments in order to fund profitable investment and enhance shareholder returns; and (d) Apply rigorous 
capital discipline to investment decisions through rigorous commercial analysis and demanding investment criteria to 
ensure any investment in existing businesses or acquisitions will enhance value for shareholders. (129 Words) 

 



PROFESSIONAL SERVICES 
Company 
Identifier Corporate Strategy 

A  Our strategy identifies seven growth priority areas spanning sectors, functions and geographies including China, 
government and infrastructure, healthcare, financial services, management consulting, international tax, and high growth 
markets. Our brand promise – cutting through complexity – resonates with our clients who need advice on how to mitigate 
their risk and execute their business plans in changing times. A number of critical factors have driven our success: global 
capability; outperformance by our advisory service groups; our targeted investment focus; a strong China; and dedication 
to client service, teamwork, innovation and excellence. A key catalyst for success is enhancement of the way we deliver 
value to our clients – collaborations of our top industry, market and technical experts globally and locally focused on 
delivering solutions to our clients. We aim to be the best firm to work with for our people by offering real and meaningful 
career opportunities through more streamlined global mobility, diverse teams and a non-hierarchical firm. (154 Words) 

B  Our goal is to be the number one professional services network in the world – defined not only by size, but also from the 
perspectives of quality, brand, talent and profitability. We aim to be known for doing the right thing for clients, people, 
communities and the capital markets. We hear and understand the goals of our clients, our people and other stakeholders, 
and work with them to create value. Our focus is on developing methodologies and services that deliver quality and value; 
incorporating new technologies that drive efficiencies and collaboration across our network; adapting human capital 
policies to attract talented people. We constantly endeavor to enhance our business relationships, deepen our industry 
knowledge, remain agile and focused to achieve the right results for our clients and ourselves. Our success is a direct result 
of our commitment to invest in people and businesses across our network, combined with our strategy focused on 
providing quality, flexibility and value. (156 Words)

C* Our strategy is about driving sustainable and profitable growth through industry differentiation, technology leadership and 
geographic expansion. We achieve this by prioritizing our investments around specific industries where we see 
opportunity for greater return; expanding our capabilities and offerings across a broad range of strategic initiatives; and 
sharpening our focus on priority emerging markets along with growing market share in mature markets. We invest in 
building a strong and durable brand to ensure that we are clearly differentiated in the marketplace for clients, prospects, 
recruits and our people. Our top priority is our clients. The caliber of our clients, and the depth and longevity of our 
relationships with them are our key differentiators. We invest in the training and professional development of our people to 
ensure they have the necessary skills to serve our clients at the highest level. We also remain highly committed to the 
communities in which we live and work through our corporate citizenship efforts. (158 Words) 

D We are in the business of solving complex problems for our clients, and we do this by engaging our people through a 
series of innovative communication channels and 'think tanks'. Our vision is to be the most inspiring firm to work with – 
for our people, our clients and our communities. We are committed to innovation, the oxygen we use to develop new 
ideas, products and services that create value for ourselves, our clients and our community. With seven key values or 
'signals' that have been honed over the years, our culture is based on empower and trust; recruit and retain the best; talk 
straight; continuously grow and improve; play to win – think globally; aim to be famous; and have fun and celebrate. 
These signals inform the way we do business, inspire us to draw strength from each other. (138 Words) 

E* Our road map is a management model built on the most transformational opportunities, inventing the breakthroughs to 
capture them and building an organization able to deliver superior results over the long term. We continually change our 
business mix toward higher-value, more profitable approaches and market opportunities. We have become a globally 
integrated enterprise, to capture new growth and improve productivity. By aligning our business model with our clients’ 
needs we generate superior financial results, allowing us to invest in future sources of growth and provide record returns to 
our shareholders. This delivers long-term value and high performance for all key stakeholders—investors, clients, 
employees and society—for the economies, cities and people of the world. We have steadily realigned our business to lead 
in a new era and to enable our clients to benefit from the new capabilities that era is creating. Our strong strategic 
positioning, solid balance sheet, recurring revenue, robust profit streams and unmatched global reach give us a competitive 
advantage. (163 Words) 

F We are a global organization, unified in our approach. Our values are the fundamental beliefs of our global organization. 
We are people who demonstrate integrity, respect, and teaming; people with energy, enthusiasm, and the courage to lead; 
people who build relationships based on doing the right thing.  These values define who we are and guide our actions and 
behavior. Our focus is to create and maintain an inclusive work culture and a global mindset. We are focused on 
improving the effectiveness of our teams, our relationship building and our provision of high-quality services through 
high-caliber people. We invest in three key elements of our culture that enhance what is important to our clients and our 
people. We aspire to have a leading people culture everywhere in the world leading to better service for our clients. Our 
global structure means we can respond faster than our competitors to deliver seamless service worldwide. We can 
consistently negotiate everywhere, execute everywhere and mobilize resources everywhere. (162 Words) 



Appendix C.2: Environmental Sustainability Statements 
BANKING 

Company 
Identifier Sustainability Strategy 

A  Addressing our broader responsibility to community and the broader society is integrated into our strategy. We have a 
role to play in the long-term sustainability of our planet and its natural resources by reducing the direct impact of our 
operations and the indirect impacts we have through our customers and supply chain to the environment.  Our new 
operational commitment is to go Beyond Carbon Neutral in reducing our environmental impact. This maintains a focus 
on energy efficiency and further extends operational programs to improve our resource efficiency. We are focused on 
developing deeper relationships with our communities through support, partnerships and initiatives that focus on 
education, financial and social inclusion. A sustainable approach to managing our business is important not only for 
the environment but also for the long-term growth and resilience of our business.  (135 Words) 

B* For us, sustainability means being in business for the long term and meeting the needs of the present generation, 
without preventing future generations from satisfying theirs. We believe that banks play a positive role in the economy 
and society by providing individuals and businesses with the financial services they need to meet their ambitions. We 
ensure our business is sustainable by taking a long-term view; valuing our employees; addressing the direct and 
indirect impact we have on the environment; and investing in the communities we serve. We have identified six areas 
which, taken together, make our business sustainable: Strategy, Employees, Customers, Risk Management, Sustainable 
Operations, and Community Investment. We apply sustainability risk policies to our lending and work to support 
businesses involved in the transition to a low carbon economy. We manage the environmental impact of our own 
operations. We also invest in community projects. (140 Words) 

C Our corporate responsibility framework acknowledges the roles we can play in society – through helping individuals; 
through contributing to our local communities; and through growing our business responsibly. Five priority areas guide 
our decisions: (a) Responsible Practices: clear governance structures; improving management of social, environmental 
and reputation risks; and supporting customers facing hardship; (b) Education and Employment: making a significant 
and sustainable difference to the lives of disadvantaged and under-represented individuals through providing education 
and employment opportunities; (c) Financial Capability: helping to build financial capability in our communities, 
particularly for those on low incomes, and from disadvantaged backgrounds; (d) Bridging Urban-Rural Economic and 
Social Divides: bridging urban and rural divides through extending banking access and supporting financial inclusion; 
(e)Urban Sustainability: reducing the environmental footprint of our business activities and encouraging and 
supporting our customers to reduce theirs. (136 Words) 

D We see sustainability as a way of thinking about and managing our business. It speaks to the culture of our 
organisation, and the way we approach issues and decision making. Our sustainability activities focus on the issues that 
matter, to help customers, communities and our people prosper over the long term. Whether it is providing 
environmentally responsible investment choices; planting trees; managing water, energy and paper consumption 
throughout our operations; recycling and managing waste, or installing office systems which reduce energy 
consumption, we demonstrate that an environmental commitment is utterly compatible with our broader stakeholder 
interests. We ensure that every employee understands the importance of incorporating environmental consideration in 
his or her daily business activities. We believe that taking advantage of environmental management opportunities is 
totally consistent with our objective to enhance shareholder value.  Engagement with the broader community continues 
to be led by our retail brands. (147 Words) 

E* Our aim is to create value with values for a sustainable future – values which align with a transformation to a 
sustainable economy and stakeholders’ shifting expectations. We understand sustainability as securing long-term 
viability built on stable economic and social conditions and a healthy environment. It requires a balance between the 
economic, social, and environmental elements and covers a wide range of factors. From an economic perspective, we 
are committed to transparency, accountability, prudent risk management and corporate governance. From a societal 
perspective, we protect safety, human rights, healthy working conditions and workplace diversity. From an 
environmental perspective, we aim for resource efficiency, sustainable supply chain practices, responsible products and 
services, and protecting the climate. To achieve lasting value for the company and our stakeholders, how we do 
business will be as important as how much business we do. (138 Words) 

F  We aim to build a more sustainable future in everything we do – from working with our customers, developing our 
people, supporting our local communities to strategic corporate decision-making. Our sustainability framework builds 
on our five sustainability foundations of People, Customers, Community, Governance and Environment, and identifies 
way to strategically respond to our diverse stakeholders through sustainable business practices, responsible financial 
services, engaged and talented people, community contribution and action, and environmental stewardship. Our 
sustainability focus has a direct link to our strategic priorities. We continue to build sustainable practices into every 



aspect of our business and are keenly aware of the importance of managing our environmental impact and reducing our 
carbon footprint and have continued our shift to more environmentally efficient properties. We have a long-term 
commitment to the implementation of sustainable programs and initiatives to create long-term value our customers, 
engage our people, support communities, consider the environment and embed strong corporate governance practices. 
(155 Words) 

 
INSURANCE 

Company 
Identifier Sustainability Strategy 

A  Building a sustainable business means building a business that can remain successful for the long term. To achieve this, 
we have focused five key inter-connected levers of sustainability: (a) Customer – being the insurer of choice; (b) 
Workforce – having an engaged workforce and developing talent for today and the future; (c) Community – engaging 
with our communities to help them reduce and manage their risks and to increase their resilience; (d) Environment – 
managing our impact on the environment, and helping customers and the community prepare for a world in which severe 
weather events may become increasingly common; and (d) Economic – delivering value for our shareholders through 
strong and consistent financial performance. Each of these perspectives is embedded in our corporate strategy and 
informs everything we do.  (124 Words) 

B  Our ability to manage risk is central to the success of our business. We have a flexible framework and tools, developed 
over many years, which allow us to identify and manage key areas of risk and provide a view of our position. With 
respect to environmental risk management, we are a signatory to the Carbon Disclosure Project (CDP) through which we 
communicate our views of company management on the risks and opportunities associated with climate change, an 
assessment of greenhouse gas emissions, accounting and corporate governance, with regards to climate change. We 
measure and disclose their greenhouse gas emissions, water management and climate change strategies though CDP, in 
order that they can set reduction targets and make performance improvements.  (120 Words) 

C* Corporate responsibility is a key differentiator that inspires trust in our customers, boosts the level of engagement of our 
employees, adds value to the community and the environment – and enhances our corporate image. Corporate 
responsibility is embedded in our core business and in how we work every day. We adopt responsible behavior, products 
and services that integrate corporate responsibility into our operations. We have set up a structure to help us realize our 
corporate responsibility ambitions, with dedicated governance. An unprecedented “multi-criteria” performance indicator 
has also been included in the goals of senior executives, and corporate responsibility is reviewed periodically to track 
progress at each entity in areas such as the introduction of “green” insurance products, corporate governance and social 
issues. We have established an environmental policy for business travel and, above all, integrated corporate responsibility 
criteria in our core processes, such as the development of product approval standards and underwriting guidelines. (152 
Words) 

D* Our corporate responsibility strategy is to focus on success in the long term. Our corporate responsibility standard sets out 
minimum requirements for business ethics, human rights, diversity and communities. Our supporting standards set out 
clear guidance for everyone who works here, ranging from our Business Ethics Code to training on topics such as 
financial crime and information security. We have created a framework and tools that embed sustainability principles and 
ways of working across the business, and we have started to think about the value sustainability brings to the business. 
We plan to further strengthen our strategy; engage our people so they all know what ‘sustainable’ looks like and the part 
they play; gather and spread best practice; communicate our business case based on our sustainability value chain; and 
integrate communications that promote our efforts and help to achieve our aims. (141 Words) 

E We aim to build a sustainable business by delivering on our responsibilities to all our stakeholders – i.e., customers, 
planners, shareholders, employees and the community in general. Through our focus on the environment, responsible 
investment and helping customers build savings for the future, we believe we can make the biggest contribution to the 
long-term sustainability of our business and to the communities we serve. By providing customers with the financial 
advice, products and services they need to build and protect savings for the future and helping them take responsibility 
for their own financial security in retirement, we believe we are also making an important contribution to a strong, 
sustainable economy. Across our operations, we are working towards reducing our energy consumption, increasing the 
proportion of waste that we recycle, and minimizing our carbon footprint. We believe there is a clear link between an 
organization’s environmental and social impacts, ethical practices, the quality of its corporate governance and its long-
term business success.  (160 Words) 

F Our approach to sustainable development combines long-term value creation with a holistic approach to environmental 
stewardship, social responsibility and corporate governance. The Group’s sustainability strategy is based on four 
principles: (a) Striving to safeguard natural resources in all internal operations, (b) Incorporating sustainable business 
practices into our products and services, (c) Developing long-term and mutually beneficial partnerships with 



stakeholders, and (d) Aiming to be fully transparent about our sustainability performance. Sustainability is in the very 
nature of our business. Consequently, we shape developments towards a sustainable future by operating as a manager of 
risks and opportunities; offer low-premium insurance to poor people and thus support rural communities in developing 
countries; and engage in efforts to create a sustainable financial system based on stable financial markets. We nurture a 
corporate culture in which sustainability challenges are managed effectively not only for the risks they present, but also 
for the opportunities that can be seized to achieve sustainable success. (157 Words) 

 
NATURAL RESOURCES 

Company 
Identifier Sustainability Strategy 

A* Sustainable development is an integral part of our strategy. It is a critical enabler of our licence to operate and a key value 
driver embedded in every aspect of our business. A number of commitments that is key to delivering on our strategy: (a) 
Zero Harm: Creating and instilling a company and industry culture that protects people from harm and improves their 
health and well-being; (b) Climate Change: Enabling operations and local communities to address and adapt to climate 
change; (c) Benefiting Communities: Enabling sustainable economic and social development in our communities; (d) 
Community Health: Facilitating tangible health improvements in local communities and developing countries; and (e). 
Water Security: Providing water security for our operations and our communities. All of our actions are guided by a set of 
standards and systems to minimise our impact on people, communities and the environment. Sustainable business can 
make a significant contribution to broader socioeconomic development, helping to create prosperous and positive futures 
for people living around mining operations. (165 Words) 

B We	place	importance	on	the	three	key	aspects	of	sustainability,	i.e.	environmental	issues,	social	issues	and	
economic	effects.	Our	aim	is	to	ensure	that	our	operations	are	carried	out	in	harmony	with	the	environment	and	
the	community.	In	order	to	attain	this	goal,	it	is	important	that	we	know	the	community	in	which	we	operate,	
clearly	disseminate	information	to	stakeholders,	and	embark	on	collaboration	with	the	community.	We	place	great	
emphasis	on	constantly	improving	our	environmental	performance,	set	challenging	environmental	objectives	and	
have	formed	a	clear	policy	in	these	matters.	Great	importance	is	placed	on	safety	issues,	and	work	on	making	the	
workplace	accident	free	is	continuous.		We	aim	to	develop	a	good	and	healthy	work	environment	that	is	not	
conducive	to	work-related	illnesses	and,	at	the	same	time,	to	encourage	employees	to	assume	responsibility	for	
their	own	health	and	well-being.	We	endeavour	to	promote	a	healthy	lifestyle	that	provides	fulfilment	throughout	
life	for	our	employees.	(156	Words)	

C Sustainability is an essential element of creating shareholder wealth, securing our long-term future and delivery of 
economic performance, environmental excellence and social contribution.  10 principles of sustainability in three broad 
categories guide our business: (a) Economic Performance – delivering short and long-term economic benefits to our 
shareholders and the communities where we operate; being open and accountable; operating with integrity, reliability and 
fairness; investing in innovation and enterprise; and creating a learning and productive work environment; (b) Social 
Contribution – respecting the safety and health of our people; respecting the rights of all people and valuing their 
diversity and differences; investing in finding ways for people to develop to their full potential; building long-lasting 
relationships with our stakeholders; contributing to the sustainability of our communities; and valuing culture and 
heritage; (c) Environmental Excellence – contributing to energy efficiency and global transition to a lower carbon future; 
using resources efficiently; minimising our ecological footprint; and seeking to conserve biodiversity and ecological 
integrity. (158 Words) 

D Assessing the environmental, social and economic impacts of our company’s activities guides the way in which we plan 
and make business decisions. This ensures we do business in a way that is sustainable – improving outcomes for our 
shareholders, employees, business partners and our communities. Key sustainability issues for us include: maintaining 
our focus on personal and process safety; water and greenhouse gas emissions management; and successful community 
and landholder relationships. We have developed a company-specific sustainability framework that is based around the 
assessment of sustainability performance across four interrelated domains: environment, community, our people and 
economic. This provides a comprehensive and consistent set of tools to assess sustainability performance, integrate 
sustainability into the way we operate and drive improvement across the business. Sustainability for us is about integrated 
thinking and planning to ensure we drive and measure our performance against metrics that go beyond traditional 
economic measures. (147 Words) 

E  We are committed to operating sustainably by defining our social, environmental, ethical and economic responsibilities 
and opportunities, and by integrating sustainability concepts into our culture, policies and processes. The most important 
element of sustainability is the safety, health and wellbeing of the people working in our businesses and the people we 
impact in the communities within which we operate. We focus on improving quality of life for people in our host 
communities. We aim to create a workforce that is broadly representative of the communities in which we operate. We 
engage with stakeholders to better understand our communities. As a global organisation we are committed to manage the 



risks associated with climate change. Improving energy efficiency and managing our environmental impact is an 
important goal for us. We enhance biodiversity protection by assessing and considering ecological values and land-use 
aspects in investment, operational and closure activities. Our focus remains on growing our business and using fewer 
natural resources to do so. (161 Words) 

F* Sustainable development is achieved when our activities add value to our shareholders and stakeholders whilst 
contributing to social strengthening, economic development and environmental conservation, through a responsible 
management approach, voluntary corporate actions and the establishments of partnerships with governments, public 
institutions, the private sector and civil society. Our principle is to act with the objective of leaving a positive social, 
economic and environmental legacy in the areas where it operates, by encouraging social inclusion through work 
education and human development, economic growth and diversification accordingly to local vocations, whilst 
contributing to the restoration and conservation of the ecosystems and biodiversity of the region. Three pillars of action 
support the achievement of these principles: as a Sustainable Operator, as a Catalyst for Sustainable Local Development, 
and as a Global Sustainability Agent. (130 Words) 

 
TELECOMMUNICATIONS 

Company 
Identifier Sustainability Strategy 

A Our vision is to make a credible contribution towards sustainable lifestyles whilst meeting or exceeding the expectations 
of our staff, customers and stakeholders. We want to provide responsibly produced, sustainable, low carbon services and 
products that are desirable, easy to use and good value. We want our customers to enjoy healthy and fulfilling lifestyles 
whilst we minimise the negative impact we have on the world. We’re working together to make a difference, by 
implementing small changes in the way we work, by continuously investing in green technologies and by exploring new 
possibilities in science. Our path towards sustainability is based on changing the way we run our businesses by: 
channelling the entrepreneurial spirit of our people, pioneering new technologies and reducing the resources we use. It’s 
not only about profits – it’s about adapting and developing the products we sell and services we provide, to ensure we 
look after people and the planet, now and in the future. (157 Words) 

B* Our corporate responsibility strategy reflects our commitment to sustainable management.  We focus on three strategic 
categories: (a) Connected life and work –innovative products and solutions as driving forces for sustainable life and 
work; (b) Connect the unconnected – community initiatives to get people involved in the development of the society 
irrespective of their social or economic opportunities; (c) Low carbon society – initiatives to reduce our own emissions 
for the long term, and empowering our customers and partners to make their contribution to a low carbon society with our 
solutions. Our stakeholder involvement strategy is based on three pillars: (a) Our strategic profile identifying relevant 
stakeholder groups and how we shape relationships with these stakeholders; (b) Internal skills development and service 
that helps our employees implement this into practice; (c) Establishing a stakeholder management system to document 
our stakeholder activities and monitor the development of relevant stakeholder issues. (146 Words) 

C Sustainability is a business approach that creates long-term value by embracing the opportunities and managing risks 
derived from economic, environmental, social and technological developments. Our responsibility is to manage our 
business ethically and deliver a positive result for our customers, employees, shareholders and other stakeholders, 
including the wider community and the natural environment. Our strategic sustainability priorities include improving 
customer service, strengthening sustainability leadership across the company, integrating sustainability thinking and 
behaviour into the everyday work of our employees, engaging with our stakeholders to deepen relationships, managing 
our carbon emissions and energy efficiency, and implementing a focussed community investment strategy.  We thus 
ensure that social and environmental, as well as economic, considerations are at the heart of our operations. It is about the 
sustainability of our business and the sustainability of the human, social and environmental assets upon which our success 
relies. (142 Words) 

D* Social and environmental responsibility is a central part of our business strategy. It’s vitally important that we grow as 
our business in a way that benefits our customers and society – for example through the use of communications 
technology to help tackle social and environmental challenges, or by addressing critical issues such as privacy, content 
standards and accessibility. Our commitment to being a responsible and sustainable business leader has three dimensions: 
(a) Building stronger communities through the power of our technology and people; (b) Reducing carbon emissions and 
our impact on the environment through our operations and products; and (c) Behaving responsibly towards our 
customers, people and our suppliers. (108 Words) 

E We aim to embed corporate responsibility into our everyday business practices. Our corporate responsibility framework 
guides our activities, community investments and supports the initiatives that we undertake with stakeholders and the 
communities in which we operate. Our corporate responsibility goal is to be a company that our customers, our people 
and the wider community can trust and to use our technology, products and services to make a positive social impact. We 



base the achievement of this goal on three pillars: (a) Lead in customer experience through responsible marketing, 
customer service and safety, driving innovation and uptake of technology, and disaster response; (b) Create a great place 
to work through talent development, employee engagement, learning and development, and supporting diversity; (c) 
Achieve responsible growth, society and environment through reconnecting disengaged youth, building social inclusion, 
minimising our environmental footprint, and influencing our supply chain. (142 Words) 

F Our sustainability strategy is founded on our long-standing commitment to behave in a responsible, ethical and honest 
way, and to reduce environmental impacts across our value chain. This has enabled us to build credibility as we engage 
with partners to help build more sustainable societies. We are extremely well positioned to contribute to sustainability in 
two key areas: by promoting economic development and combating climate change by enabling the transition to a low 
carbon economy. Our products and services can help to deliver the efficiency needed to achieve these global objectives. 
At the same time, our efforts in these areas are generating new revenue streams for the business and link directly with our 
strategy.  We are targeting reductions in our own carbon footprint by developing innovative solutions to improve the 
energy efficiency of our networks. Transparent reporting is a key aspect of maintaining stakeholder trust and highlighting 
opportunities to address sustainability challenges. (152 Words) 

 
PROFESSIONAL SERVICES 

Company 
Identifier Sustainability Strategy 

A  Our goal is to be a recognized leader in corporate responsibility. Our outstanding results exemplify high performance 
and a commitment to environmental stewardship as we strive to build a sustainable future for our business, our people, 
and in the communities where we live and work. Focusing on high performance in our sustainability efforts, partners 
and employees offer innovative ideas and solutions to integrate environmentally-friendly practices into everyday 
business operations whenever possible. We aim to reduce our carbon footprint through energy and water efficiency, 
along with innovative and energy-efficient office design and space utilization for existing offices. Flexible work options, 
server virtualization, reduction of air travel through virtual offerings, shipping consolidation and reduction, e-process 
delivery, and many more such programs will enable us to create a sustainable tomorrow. (127 Words) 

B  We build corporate responsibility into everything we do. When making decisions, we consider our wider impacts along 
four quadrants – Community, Environment, People and Marketplace – enabling us to better develop a comprehensive 
strategy that embeds corporate responsibility into all our planning and processes. We are involved in many initiatives 
that contribute sustainably to our communities.  We face, head-on, the challenges climate change presents to our 
business and our stakeholders. We tackle our environmental footprint through measuring, reporting on and reducing the 
environmental impact of our operations; reducing greenhouse gas emissions from energy use, transport and everyday 
processes; and developing innovative services and service delivery processes to assist other organisations to minimise 
their environmental impact. Our approach to corporate responsibility ensures that we are committed to enhancing the 
development and wellbeing of our people. (132 Words) 

C* Corporate citizenship is an ongoing journey for us and we are committed to making a sustainable, measurable difference 
to the world in which we work and live. There are five pillars to our corporate citizenship strategy: Corporate 
Governance, Skills to Succeed, Environment, Our People and Supply Chain. We believe that strong corporate 
governance is critical to long-term value creation. Our efforts to ensure environmentally sustainable growth span our 
entire operations, from how we run our business to the services we provide our clients to how we engage with our 
employees and suppliers. We believe we have a responsibility to encourage sustainable business practices and inclusion 
and diversity among our thousands of suppliers across the world. Going forward, we will continue to team with our 
people, our strategic partners, our suppliers, clients and other stakeholders. (134 Words) 

D Our commitment to corporate responsibility is the thread which runs through and defines our organisation. Our 
corporate responsibility initiatives connect us to our clients, our people and the broader community. Our approach to 
corporate responsibility revolves around four agendas: (a) The quality and risk agenda: delivering quality work to our 
clients; (b) The people Agenda: recognising our people and to building a diverse, inclusive workforce open to the best 
ideas; (c) The community and social agenda: delivering social change through community programs, and (d) The green 
agenda: reducing our carbon footprint and minimising the impact of our services on the environment. Corporate 
responsibility has been woven into our organizational fabric, and there is a close relationship between our corporate 
responsibility program and our business. (124 Words) 

E* Ours is a thoughtful, comprehensive approach to corporate responsibility that aligns with our enduring values and 
maximizes the positive change we can have on the world. We focus on specific societal issues, exploring ways to 
improve and protect the environment, spurring community economic development, and improving education and 
healthcare in all of our community service efforts. In our business pursuits, we aim to provide leadership and we insist 
on excellence and accountability. A vital part of our approach to stakeholder engagement is to collaborate with leading 



organizations to evolve meaningful and sustainable solutions. We engage by following four guiding principles: (a) We 
identify and act upon new opportunities where we can apply our expertise to societal problems; (b). We scale our 
existing programs and initiatives to achieve maximum benefit; (c) We empower our employees and others by building 
their skills to better serve communities; and (d) We integrate our commitment to corporate responsibility into every 
aspect of our company. (159 Words) 

F  Corporate responsibility is an imperative for safeguarding the sustainability of our business. We think carefully about 
how to invest in society today to make sure there will be a business context where both we and society can thrive 
tomorrow. We can only grow if the economy and society are strong, and we must continually find ways to intersect 
what we do well with what society needs. In this way, we will help the people we employ, the companies that we serve, 
and our communities – in both the short and long term. We channel our efforts into three key areas that are aligned with 
our business strategy and critical to improving and expanding market economies: Entrepreneurship – supporting and 
celebrating start-up companies as they create opportunity; Education – developing skills and broadening access to make 
sure the next generation has the skills to make a positive impact; and Environmental sustainability – minimising our 
impact on the environment. (153 Words) 
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