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For a quick overview of the good practices per category and company, see table 
below. 

Category Company with good practice 

1. Company and business model 
AkzoNobel, Shell, Diageo, Holcim, Unilever, H&M, 
AGCO, PwC, KPN, BASF, Fiat, Allianz, Philips, NS, 
Alliander, Rank Group 

2. Policy and results 
DSM, Avans Hogeschool, Nidera, Panasonic 
Corporation, Sekisui, Alliander, Unilever, Puma 

3. Management approach 
Volkswagen, DSM, Bayer Group, Vodafone, 
AkzoNobel, Nestlé, Bombardier 

4. Relevance PwC, Tieto, Intel, Royal Ten Cate  

5. Clearness Iberdrola, Heineken 

6. Reliability Marubeni 

7. Responsiveness AU Optronics, AmorePacific, Rabobank, Danske Bank 

8. Coherence Ahold, Rank Group 
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Introduction 
 
Dear Transparency Benchmark participant, 

Last November our Minister of Economic Affairs presented to you the revised assessment criteria for the 
Transparency Benchmark (TB). This report provides you with some additional guidance, drawing from almost 
40 good examples of sustainability reporting from around the globe, structured around the categories of criteria 
for the benchmark in 2014. It is best read alongside the criteria document, which is available online. 

This report fits our strategy of providing you not only with a score on the Transparency Ladder, but also with 
inspiration and peer learning. The rationale behind this strategy is that many of you, including those with a 
moderate or a zero score on the Transparency Ladder, have already been convinced of the importance of 
corporate responsibility and transparency. Inspirational examples and get-togethers such as workshops will  
– we expect – assist you in enhancing your reporting. Naming, faming and inspiring are key words that we 
suspect will be more effective in the long run than shaming.  

I hope that you will find these examples insightful and inspirational and look forward to receiving your 
feedback and comments. 

Yours sincerely, 
 
 
P.W. Waasdorp 
Director Entrepreneurship 
transparantiebenchmark@minez.nl 
 
 

  

mailto:transparantiebenchmark@minez.nl
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Background 
The Transparency Benchmark is an instrument of the Dutch Ministry of Economic Affairs to promote and 
improve sustainability reporting in the Netherlands. By means of a benchmark against 40 criteria, the largest 
companies in the Netherlands are annually awarded a score on their level of transparency in their public 
periodic reporting. The results are made publicly available and communicated in a ‘Transparency Ladder’. The 
first Transparency Benchmark was published in 2004.  
 
In November 2013, the Minister of Economic Affairs presented revised criteria for the Transparency 
Benchmark. In this process further alignment was sought with G4 guidelines of the Global Reporting Initiative 
(GRI) and the Framework on Integrated Reporting (IIRC). The criteria are separated into two parts: one part 
focuses on the content, the other part focuses on quality of reporting. Within these two parts there are eight 
categories: ‘business model’, ‘policy and policy results’, ‘management’, ‘relevance’, ‘clarity, ‘reliability’, 
‘responsiveness’ and ‘coherence’. We have set up this report in line with the structure of the assessment criteria 
of the Transparency Benchmark. Please refer to www.transparantiebenchmark.nl for additional information. 
 
The international examples are derived from an analysis of the top performers in the Dow Jones Sustainability 
Index (DJSI). The Dow Jones Sustainability Index (DJSI), launched in 1999, evaluates the sustainability 
performance of the largest 2,500 companies listed on the Dow Jones Global Total Stock Market Index. It is one 
of the longest-running global sustainability benchmarks worldwide and has become the key reference point in 
sustainability investing for investors and companies alike. Please refer to www.sustainability-indices.com for 
additional information.  

Please note that the examples provided are only a small selection of all good practices that can be found in 
national and international sustainability reporting. Furthermore, the examples provided do not necessarily 
cover all dimensions of the assessment criteria of the Transparency Benchmark. The good practices presented 
in this report are derived from annual (sustainability) reports and are introduced with a brief explanation as to 
why it can be seen as a good practice. 
 
For your understanding, we feel we have to add three disclaimers with this report. First of all, good practices 
refer to good practices in transparency, not necessarily in performance. The same holds true for the instrument 
of the Transparency Benchmark as such. In that sense, this benchmark differentiates itself from benchmarks 
such as the Dow Jones Sustainability Index. Transparency, we believe, does assist stakeholders in making their 
own judgements as to whether an organisation can be seen as more or less sustainable. 
Secondly, although the examples are good examples of reporting and relate to the criteria mentioned, it is by no 
means certain that the example would have been granted all points, had the company participated in the 
Transparency Benchmark. This report is not meant to be copy-pasted in next year’s reporting, but to inspire you 
to reporting that fits your unique organisation in a way that appeals to stakeholders’ needs. 
Finally, no rights can be derived from this booklet when it comes to the interpretation of the criteria. 
 
All references to specific criteria numbers relate to the Transparency Benchmark criteria edition of 2014. 

  

http://www.transparantiebenchmark.nl/
http://www.sustainability-indices.com/
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Good practices related to the eight categories of the 
Transparency Benchmark 
 

1. Company and business model 

A. Profile and value chain 
This section of the criteria (criteria 1 to 3) asks for a clear profile which outlines the nature and size of 
the company as well as the (international) value chain in which the company operates. The criteria 
also request a description of the identified material issues. 

The example below is a good practice from AkzoNobel that provides a clear overview of its profile 
with regard to the nature and size of the company as well as the (international) value chain in which 
the company operates. At a glance it is possible to observe the profile of the company, the nature of its 
operations, including its size, as well as its subsidiaries and associates. This example largely conforms 
with the information requested by the criterion regarding the profile of the organisation (criterion 1). 
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Source: AkzoNobel, 2013 Annual report 
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A good practice with regard to the total value chain is the example presented by Royal Shell Group 
(see below). Shell provided insight into the downstream and upstream activities in its value chain by 
publishing a comprehensive picture of its value chain. This example fits a number of the 
characteristics required by the criterion regarding the value chain (criterion 2). 

 
Source: Royal Shell Group, 2012 Sustainability report 
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The drinks manufacturer Diageo published a table which clearly depicts the impact along the value 
chain of the material dimensions identified (criterion regarding the value chain, no. 2).  
 

 
Source: Diageo, Sustainability & Responsibility Report 2012 

 
Holcim, a supplier of cement and aggregates, provides a good graphical example of the economic 
impacts along the value chain, also a characteristic mentioned in the criterion regarding the value 
chain (no. 2). 

 
Source: Holcim, 2012 Sustainability report  
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The third criterion focuses on the matters that are of material importance to the value chain in which 
the company operates. Unilever’s Sustainable Living Plan (USLP) is a good practice for describing 
material issues. Unilever first describes the issues facing them, before explaining how they expect the 
USLP to enable them to achieve their goals. It is a short, but clear description which meets the 
requirements of the criterion regarding the subjects with a material importance to the value chain 
(no. 3).  
 

 

 

  

“Reaching more consumers is also about partnering with our retailers to encourage shoppers to buy our 
brands so that we can grow sustainably together across the value chain. We estimate that 68% of our 
greenhouse gas impact comes from consumers using our products, so we help customers engage with 
shoppers and consumers to adopt more sustainable lifestyles.” 

Source: Unilever, 2012 Annual report 
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Another good example of a company which provides a clear overview of its challenges and material 
issues in its value chain is Hennes & Mauritz (H&M). H&M is a global fashion company with its own 
retail shops. Below, there is a clear graphical representation of the challenges which H&M faces 
during the production of a t-shirt. At a glance it is clear what the challenges are and which actions 
H&M is taking to address these. 

 
Source: H&M, 2012 Sustainability report 
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Material issues can be presented graphically in a materiality matrix (criterion regarding the subjects 
with a material importance to the value chain (no. 3)). A good example of a materiality matrix is 
provided by AGCO, a manufacturer of agricultural solutions. AGCO clearly describes the process it 
follows to prioritise its material issues. Furthermore, AGCO explains how these topics have been 
categorised into six themes which form the basis of their reporting framework. 

 

Source: AGCO, 2012 Sustainability Report 
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B. Process of value creation 
This section of the assessment criteria focuses on the process of value creation. More specifically, the 
first criterion requires a description of the business model which explains how the company creates 
value for its stakeholders (no. 4). A good example is presented by PwC, an international accounting 
and consultancy firm.   

 

Source: PwC Netherlands, 2012-2013 Annual Report 

Another good example of a value creation process is provided by a large Dutch telecoms player, KPN. 

 

Source: KPN,  2013 Annual Report 
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BASF, a chemical company, provides a good example by quantifying its added value. The value added 
is broken down per major stakeholder group.  

 

Source: BASF, 2012Annual Report 

 
 

Fiat, an automobile manufacturer, provides another example in which the value added is presented in 
monetary values, broken down per stakeholder group.  

 
Source: Fiat, 2012 Sustainability Report   

We add value as one company. Our Verbund concept is unique in the industry. We plan to 
strengthen this sophisticated and profitable system even further. It extends from the Production 
Verbund and Technology Verbund to the Know-How Verbund, and provides access to all relevant 
customer industries worldwide. In this way, we combine our strengths and add value as one 
company. 

 
Source: BASF, 2012 Annual Report 

 



14 
Good Practices Transparency Benchmark 

C. Analysis of operating context 
This section of the assessment criteria asks for a description of the operating context of the company 
(criterion 5). It is, for example, required to provide information with regard to the economic climate, 
trends and developments in the main markets in which the company operates. The risks that affect 
the company are also an important topic within this section.  

Allianz, a financial service provider, presents the key trends affecting its operations.   

 

Source: Allianz Group. 2012 Sustainability Factbook  

 

 

 

 

  



15 
Good Practices Transparency Benchmark 

Philips, a technology company, shows how external trends and challenges are linked with its markets 
opportunities.  

 

Source: Philips, 2012 Annual Report  

NS, the Dutch railway operator, provides a clear overview of its main risks. The risk profile and the 
implementation of measures are also presented.   

Source: NS, 2012 Annual Report  
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D. Strategic context 
For a meaningful interpretation of its corporate social responsibility reporting, the company provides 
insight into the context of its policy and activities by giving an explanation of their business strategy 
(criterion 7). Ideally, the business strategy should be explicitly linked with other components of the 
report, such as the analysis of the operating context, business model, the process of value creation 
and risks and opportunities. 

In the example below, Alliander, an energy network company, shows how objectives are linked to its 
main stakeholder groups.  

 

Source: Alliander, 2012 Annual Report  
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Rank Group, a holding company of gaming-based entertainment brands, provides a good example of 
the coherence between its strategic priorities, progress, priorities for the future and corresponding 
key risks.  

  

Source: Rank Group, 2010 Annual Report and Financial Statements 
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2. Policy and results 

A. Policy and (self-imposed) obligations 
This section focuses on a company’s policy in relation to corporate social responsibility. A good 
practice is to integrate the CSR policy into the overall business policy.   

DSM is a good example of a company with an integrated policy. The illustration below is derived from 
DSM’s policy chapter. Each arrow is a growth driver. Each growth driver is further explained in a 
policy and results chapter. An example of the growth driver sustainability is shown below. These 
pages describe a number of the required aspects asked for in the criterion regarding the company’s 
policy (no. 8). 

 

 

Source: DSM, Integrated Annual Report 2012 
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Another clear description of the vision/strategy and related policy is given by Avans Hogeschool, a 
university for applied sciences in the Netherlands. They explain their views in a web-based video in 
which they link the choices they make with developments in the operating context; a modern and 
inspiring way of sharing a company’s way of thinking. Please see [Dutch language] 
http://www.avans.nl/over-avans/visie. 

 

Additional pints (criterion 8) can be scores if a company describes to what specific codes of conducts 
and (international) conventions and guidelines it adheres, such as the OECD-guidelines for 
multinational companies and the UN Guiding Principles on Business and Human Rights.  Although 
many companies worldwide subscribe the codes, references to these in reporting are scarce. One 
company which does elaborate on its adherence to the OECD guidelines is Nidera, a commodity 
service and solutions provider for the global agricultural markets. 

 

Source: Nidera, Corporate Responsibility Report 2012  

http://www.avans.nl/over-avans/visie
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B. Objectives 
This section requires an explanation of concrete corporate responsibility objectives, with an 
indication of a quantitative target and a concrete timetable. It is regarded a good practice when 
objectives are linked to identified material issues. Panasonic, a consumer electronics company, 
provides a transparent overview of the targets set for its ‘Green Plan 2018’, including the page 
references where information on its progress and actions taken is disclosed. 

 
Source: Panasonic Corporation, 2012 Sustainability Report 

An example from Sekisui, a chemical company, is shown below. Sekisui presents its targets per 
strategic theme and also includes the progress made in the reporting year. 

 
Source: Sekisui, 2012 CSR Report  
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C/D/E. Economic, environmental and social aspects of business practice 
These sections focus on obtaining an insight into the economic, environmental and social results of a 
company (criteria 10 -12). Good practices include a quantitative explanation with regard to previously 
stated objectives. Extra points can be scored if environmental or social results are expressed in a 
monetary value. 

Alliander shows its results quantitatively and places them in the context of the objectives of the 
previous year and the following year. All objectives are linked to identified material issues.

 

Source: Alliander, 2012 Annual Report 
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In its Sustainable Living Plan (USLP), Unilever demonstrates a good practice by showing progress on 
its big goals, and is also transparent when progress is off-plan. In addition, material issues are 
highlighted by shading, as illustrated in the key on the bottom left of this good practice below. 

 

Source: Unilever, 2012 Sustainable Living Plan Progress Report 
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Puma is a good example of a company which clearly expresses its (environmental) impact in terms of 
monetary value, which is rewarded in the allocation of points under the criterion regarding the 
environmental aspects of business practice (no. 11).

 

Source: Puma, 2012 Business and Sustainability Report  
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3. Management approach  

A. Governance and remuneration 
This part of the Transparency Benchmark is about transparency on the governance structure and the 
existence of an organisation’s policies with regard to the remuneration of Board members and higher 
management, including the policy for variable remuneration.  
 
Volkswagen is a good practice of a company publishing a chart in which the steering and control 
process regarding CSR is clearly explained, and in which the involvement and responsibilities of the 
Management Board are clearly visible and explained. Volkswagen uses an organisation chart to 
describe its CSR process of steering and control, which also makes it possible to understand the 
process at a glance. 

  
Source: Volkswagen, 2012 Sustainability Report  
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When it comes to variable remuneration a good practice is when the variable remuneration of Board 
members and higher management - if in place - is related to the results of sustainability efforts.  
The example of DSM below shows a clear and transparent example of DSM’s reporting, which 
elaborately explains how remuneration is linked to sustainability targets. This criterion rewards 
transparency on the remuneration, linkage tot sustainability targets is a not necessary obligation for 
scoring. 

 

Source: DSM, Integrated Annual Report 2012 
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B. Steering and Control 
This section requires information regarding the process of steering and control with respect to the 
sustainability aspects of business practice. In addition, the way in which the management controls 
material issues is important in this section.  

Bayer is a company which provided a very clear summary of the process of the integration of 
sustainability within Bayer. The process is described on different levels within the company. At a 
glance it is possible to see how the integration process is done.   

 
Source: Bayer Group, 2011 Sustainability Report  
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C. Future expectations 
The ‘Future expectations’ section requires an explanation of the company’s expectations regarding 
CSR developments and trends that could possibly affect the business model, strategy or management 
approach. 

The example of Vodafone, presented on below, provides a clear insight into the expectations for the 
industry in which Vodafone operates. These developments are leading for Vodafone’s 2015 strategy, 
goals for the future and related actions, as set out in the following pages.  

 

Source: Vodafone, 2013 Annual Report 
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D. Reporting criteria 
The ‘Reporting criteria’ section requires an explanation of the underlying reporting policies, 
processes and standards that are used for the indicators in the CSR reporting. In addition, an 
explanation of the reporting scope and boundaries is required.  

AkzoNobel, a chemical company, clearly describes reporting matters, including consolidation and 
comparability (criterion 20). 

 

Source: AkzoNobel, 2012 Annual Report 
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Nestlé and Bombardier both provide succinct but clear insight into their reporting policies, in 
accordance with the requirements of criterion 21.  

 

 

  

Scope 
This report focuses on Bombardier’s corporate social responsibility (CSR) performance at all of our facilities 
worldwide. This includes joint ventures where we have operational control. For detailed information on the 
geographic scope of our performance indicators, consult the Measuring our performance section, pages 73 
to 76. 
This report’s quantitative data reflects our CSR performance from January 1, 2011 to December 31, 2011. We 
last reported on progress related to our Objectives in the 2010 CSR Report, published in November 2010. 
The Objectives in this report cover goals and progress made between February 1, 2010 and December 31, 
2011. 

All amounts are in U.S. dollars unless otherwise stated.  

 
Source: Bombardier, 2011 Sustainability report 

 

Report boundary, scope and assurance 
The information contained in this full online report and our Nestlé in Society: Creating Shared Value and 
Meeting our Commitments report covers our global operations for the year ending 31 December 2012, 
unless otherwise stated. Data is provided for our wholly-owned companies and subsidiaries, excluding joint 
ventures and suppliers, unless specifically stated. The environmental data refers to factories and 
warehouses (excluding some recent acquisitions), and safety and health figures cover approximately 339 
397 employees (permanent and temporary), as well as approximately 112 775 contractors working on our 
sites. Our reporting on Nestlé in Society is subject to independent third-party assurance by Bureau Veritas – 
please see our 2012 assurance statement. 

 
Source: Nestlé in Society, 2012 Sustainability report 
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4. Relevance 

The ‘Relevance’ section pays attention to the relevance of the reporting and considers questions such 
as: has the company published its report on time? Are all reported CSR issues of material importance 
for the company? More specifically, the associated criterion (no. 22) requires a description of 
processes used to derive the most material issues. A good example is presented by PwC, an 
international accounting and consultancy firm.   

 
Source: PwC Netherlands, 2012-2013 Annual Report 
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Our CR Report does not include performance information for Intel’s joint ventures or firms included in the 
investment portfolio of Intel Capital, Intel’s global investment organization, unless specified. Unless 
specified, environmental and social performance data also does not include data from our wholly owned 
subsidiaries, such as the Wind River Software Group, and recent acquisitions, such as the Wireless 
Solutions (WLS) business of Infineon Technologies AG, which operates as Intel Mobile Communications, 
and McAfee, Inc., both of which were acquired in the first quarter of 2011. We are in the process of working 
with these businesses to develop management processes for key corporate responsibility issues and 
reporting, with the intention of including more comprehensive information on their corporate responsibility 
data in our 2012 report. 
 
This year’s report does not reflect any significant changes in reporting scope compared to our previous 
report. Principles and policies apply to all officers and employees of Intel and its subsidiaries, unless 
otherwise noted. Environmental, health, and safety data includes widely accepted parameters and units. 
Key performance indicators cover our global manufacturing operations, including our wafer manufacturing 
and assembly and test facilities. Corporate-wide emissions are calculated using the existing GHG Protocol 
Corporate Accounting and Reporting Standard developed by the World Resources Institute and the World 
Business Council for Sustainable Development. Financial data is presented in U.S. dollars. References to 
“Intel” throughout this document pertain to Intel Corporation. Intel Foundation is a separate entity. 

 
Source: Intel, 2011 CSR 

 

Another strong example, which visualises the materiality assessment process, is given by Tieto, an IT 
service company. 
 

 
Source: Tieto, 2012 Annual Report 

 
The needs of the stakeholders are also important when choosing the scope and definition of the 
reporting. Intel is a good example of a company explaining the scope of its report (criterion 23).  
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Criterion 24 asks for a clear indication of the publication date and reporting period. Royal Ten Cate 
NV, a textile technology company, clearly indicates these figures. 

 

 Source: Royal Ten Cate NV, 2012 Annual Report 
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5. Clarity 

This section is self-explanatory and contains criteria about the accessibility of the report and clarity of 
aspects such as a glossary, summary and the accessibility of the report. A good practice from 
Iberdrola, an electric utility company, is shown below which satisfies the second dimension of the 
criterion regarding the summary (no. 26). 

Source: Iberdrola, 2012 Sustainability Report 
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Another criterion (no. 27) requires insight into the corporate social responsibility aspects of business 
practice by presenting relative indicators (ratios). Ratios are index numbers for a specific matter that 
is expressed in a number that represents the relationship to the whole company. Heineken, a 
brewery, provides insights into several sustainability indicators per hectolitre of beverage which 
makes it easier to compare Heineken’s achievements with that of other brewers. 

 

Source: Heineken, 2012 Sustainability Report   
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6. Reliability 

This section is about the reliability of the report. It is important for the reader to be certain about the 
reliability of the reported data, since the reader makes choices by using the report. Some criteria 
investigate whether the reporting contains a signed statement of an independent party who has 
verified the non-financial report. It is also important that the verification contains information, such 
as the scope, the subject of the verification or the guidelines used for the verification.  
It is also good for a company to provide some explanation about potential uncertainties in the 
reported data; the views of stakeholders or subject matter experts (other than the party who verified 
the report) are also important to provide reliability to the stakeholder.  

The report of Marubeni is an example in which subject matter experts indicate their views on 
developments and results in respect of material aspects of business practice.  

 
Source: Marubeni, 2012 CSR Report 
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7. Responsiveness 

This section is centred around the involvement of stakeholders. It concerns the dialogue between the 
company and its stakeholders - how they involve their stakeholders and use their needs when 
structuring the report. This section also pays attention to the degree of vulnerability of the company, 
by sharing challenges, issues or dilemmas publicly.  

The report of AU Optronics, a technology company, provides a good example of a company that 
clearly explains how they involve stakeholders in the policy and activities of the company and how 
they take their legitimate interests and expectations into account (criterion 33). 

 
Source: AU Optronics, 2011 Sustainability Report 
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The example of AmorePacific is presented below. This is a good example of a company who clearly 
describes its dialogue with its stakeholders. AmorePacific clearly identifies its groups of stakeholders 
and also describes the problems the stakeholders faced and what the responses of AmorePacific were.  

 
Source: AmorePacific, 2011 Sustainability Report 

Next, there are two examples of companies, Rabobank and Danske Bank, which are not afraid of 
showing their vulnerability by sharing challenges, issues or dilemmas publicly. These examples meet 
some of the dimensions of the criterion regarding challenges, issues or dilemma’s  (no. 36). 

 

An example of a dilemma discussed by the Ethics Committee was a case referred to it by a  
local Rabobank involving a customer who defaulted on the terms and conditions of his  
mortgage loan and threatened to fall into foreclosure. The customer finds himself in an  
exceptional and vulnerable position, and is incapable of sorting out the situation. There is no 
perspective of a new home. The branch wants to look after its customer without creating a 
precedent. The bank’s duty of care, humane aspects and reputational risk came into play in this 
case. In the Committee’s opinion, the branch had an obligation to find an acceptable solution, for 
instance by initiating a dialogue with the housing association and the local authorities. 
The Committee also felt that the customer could not, in any event, be allowed to continue to own 
the property. For this reason, the Committee asked the local Rabobank in question to explore 
further options for minimising the losses on the sale of the house as much as possible. Although 
this was an exceptional case, there is a chance of similar circumstances given the current 
economic situation. This case is illustrative for the broader public debate about the  
role and duty of care of banks in this day and age. 
 
Source: Rabobank, 2012 Annual Report 
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Do advisers sell products or give advice? 
Danske Bank is involved when people invest their savings and pensions and when they buy a 
house. Many people thus depend on us for advice when they need to make major financial 
decisions. It is of course essential for both customers and the Bank that they can rely on our 
integrity. In the aftermath of the financial crisis, the impartiality of advisers has been questioned. 
Advisers must balance their roles as financial advisers for customers and representatives of the 
Bank. Our first priority is always to deliver the best and most professional counselling to our 
customers. To ensure this, we make sure to inform our customers of any risks, in a clear and direct 
manner, before they make decisions. We have also set forth a conflict-of-interest policy to prevent 
conflicts that may arise in the course of providing customers with a service that may benefit the 
Bank and to manage conflicts if they do arise. We have also implemented various business 
procedures to ensure that the advice we provide is always ethically correct. 
 
Source: Danske Bank, 2012 Corporate Responsibility Report 
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8. Coherence 

The last section of the Transparency Benchmark is about the connectivity of information and 
concerns the structure of the report. It is important that the company provides information on how 
policies, activities and results regarding the social responsibility aspects of business practice relate to 
the chosen strategy of the company.  

Furthermore, coherent reporting should enable users to compare the position, development and 
results of the company with other companies (criterion 40) and  refers to the strength of the 
connection between the company’s actions and broader societal and economic developments 
(criterion 38) and a comparison to other companies.  

The example shown below provides a good view of the coherence of information within the report of 
Ahold, a nutrition and healthcare company. 

  
Source: Ahold, 2012 Annual Report 
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Another example, shown below, provides a good overview of the coherence of information between 
the strategic priorities, progress, priorities for the future and a link with corresponding key risks. This 
last example is a good practice, meeting the requirements of the criterion regarding the coherence of 
information (no. 39). Not many companies describe this link clearly, but Rank Group, a holding 
company of gaming-based entertainment brands, makes the link explicitly. 

  

Source: Rank Group, 2010 Annual Report and Financial Statements 
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Appendix: website links for sources used 
Company Report title Year Link 

AGC Group AGC Report 2012 www.agc.com/english/csr/book/pdf/agc_report_2012e.pdf 

Ahold Annual Report 2012 www.ahold.com/Financial-information/Annual-reports.htm 

Alliander Annual Report 2012 
http://jaarverslag.alliander.com/2012/userfiles/pdf/Alliander_AR2012_U

K.pdf 

Allianz Sustainability 
Factbook 

2012 
www.allianz.com/v_1363290088000/media/responsibility/documents/AL

LIANZ_Sustainability_Factbook.pdf 

AGCO Sustainability Report 2012 www.agcocorp.com/company/sustainability.aspx 

AkzoNobel Annual Report 2012 http://report.akzonobel.com/2012 

AkzoNobel Annual Report 2013 http://report.akzonobel.com/2013 

Amore Pacific Sustainability Report 2011 
http://en.amorepacific.com/resources/images/sustain/report/AMOREPA

CIFIC_SR_2011_English.pdf 

AU Optronics 
Corporate Social 

Responsibility report 
2011 www.auo.com/?sn=171&lang=en-US&c=39&n=1381 

Avans Hogeschool Corporate film ‘Vision’ 
 http://www.avans.nl/over-avans/visie. 

BASF BASF Report  2012 

www.basf.com/group/corporate/cs_CS/function/conversions:/publishdow

nload/content/about-basf/facts-

reports/reports/2012/BASF_Report_2012.pdf 

Bayer Group 
Sustainable 

development report  
2011 www.sustainability2011.bayer.com/ 

Bombardier 
Sustainability report 

2011 http://csr.bombardier.com/pdf/report/CSR2011_Report_en.pdf 

Danske Bank 
Corporate 

Responsibility 
2012 www.danskebank.com/en-uk/csr/documents/cr_report_2012.pdf 

Diageo 
Sustainability & 

Responsibility Report 
2012 http://srreport2012.diageoreports.com/ 

DSM 
Integrated Annual 

Report 
2012 

http://annualreport2012.dsm.com/downloads/DSM-Annual-Report-

2012.pdf 

Fiat Sustainability Report 2012 

www.fiatspa.com/en-

US/sustainability/overview/pubblicazioni/FiatDocuments/sustainability_r

eport_2012_UK.pdf 

H&M Sustainability Report 2012 

http://about.hm.com/content/dam/hm/about/documents/masterlanguage

/CSR/reports/Conscious%20Actions%20Sustainability%20Report%20201

2.pdf 

http://www.agc.com/english/csr/book/pdf/agc_report_2012e.pdf
http://jaarverslag.alliander.com/2012/userfiles/pdf/Alliander_AR2012_UK.pdf
http://jaarverslag.alliander.com/2012/userfiles/pdf/Alliander_AR2012_UK.pdf
http://www.agcocorp.com/company/sustainability.aspx
http://report.akzonobel.com/2012
http://en.amorepacific.com/resources/images/sustain/report/AMOREPACIFIC_SR_2011_English.pdf
http://en.amorepacific.com/resources/images/sustain/report/AMOREPACIFIC_SR_2011_English.pdf
http://www.auo.com/?sn=171&lang=en-US&c=39&n=1381
http://www.avans.nl/over-avans/visie
http://www.basf.com/group/corporate/cs_CS/function/conversions:/publishdownload/content/about-basf/facts-reports/reports/2012/BASF_Report_2012.pdf
http://www.basf.com/group/corporate/cs_CS/function/conversions:/publishdownload/content/about-basf/facts-reports/reports/2012/BASF_Report_2012.pdf
http://www.basf.com/group/corporate/cs_CS/function/conversions:/publishdownload/content/about-basf/facts-reports/reports/2012/BASF_Report_2012.pdf
http://www.sustainability2011.bayer.com/
http://www.danskebank.com/en-uk/csr/documents/cr_report_2012.pdf
http://srreport2012.diageoreports.com/
http://annualreport2012.dsm.com/downloads/DSM-Annual-Report-2012.pdf
http://annualreport2012.dsm.com/downloads/DSM-Annual-Report-2012.pdf
http://www.fiatspa.com/en-US/sustainability/overview/pubblicazioni/FiatDocuments/sustainability_report_2012_UK.pdf
http://www.fiatspa.com/en-US/sustainability/overview/pubblicazioni/FiatDocuments/sustainability_report_2012_UK.pdf
http://www.fiatspa.com/en-US/sustainability/overview/pubblicazioni/FiatDocuments/sustainability_report_2012_UK.pdf
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Heineken Sustainability Report 2012 www.sustainabilityreport.heineken.com  

Holcim 
Corporate Sustainable 

Development Report  
2011 

www.holcim.com/fileadmin/templates/CORP/doc/SD12/holcim_csd_2011

_WEB.pdf 

Iberdrola Sustainability Report  2012 
www.iberdrola.es/webibd/gc/prod/en/doc/IA_InformeSostenibilidad12.pd

f 

Intel 
Corporate 

responsibility report 
2011 

www.intel.com/content/www/us/en/corporate-responsibility/corporate-

responsibility-report-overview.html 

KPN Annual Report 2013 
http://corporate.kpn.com/jaarverslag-2013.htm 

Marubeni CSR Report 2012 www.marubeni.com/ir/reports/csr_report/data/2012E-ALL.pdf 

Nestlé Nestlé in society 2012 

www.nestle.com/asset-

library/documents/library/documents/corporate_social_responsibility/ne

stle-csv-full-report-2012-en.pdf 

Nidera 
Corporate 
Responsibility Report 

2012 
http://www.nidera.com/uploadedFiles/CRR_2012_ORIGINAL.pdf 

NS Annual Report 2012 www.ns.nl/binaries/content/assets/NS/...ns/.../ns-annual-report-2012.pdf 

Panasonic 

Corporation 
Sustainability Report 2012 

http://panasonic.net/sustainability/en/downloads/back_number/pdf/201

2/panasonic_eiR2012e.pdf 

Philips Annual Report 2012 www.annualreport2012.philips.com/downloads/index.aspx 

Puma 
Business and 

sustainability report 
2012 

http://about.puma.com/wp-

content/themes/aboutPUMA_theme/financial-

report/pdf/2012/PUMAGeschaeftsbericht2012_en.pdf 

PwC Netherlands Annual Report 
2012-

2013 
www.pwc.nl/nl/assets/documents/pwc-annual-report-2012-2013.pdf 

Rabobank Annual Report  2012 
www.rabobank.com/en/images/Annual_report_rabobank_group_2012.pd

f 

Rank Group 
Annual Report and 

Financial Statements 
2010 www.rank.com/investors/annual_reports/2010/pdf/annual_report.pdf  

Royal Ten Cate NV Annual Report 2012 www.tencate.com/Images/KTC%20JV2012%20ENG_tcm21-24481.pdf  

Royal Shell group Sustainability report  2012 
http://reports.shell.com/sustainability-

report/2012/introduction/aboutshell.html?cat=c 

Sekisui CSR Report 2012 www.sekisuichemical.com/ir/pdf/ar2012e.pdf 

Tieto Annual Report 2012 http://annualreport.tieto.com/en/2012   

Unilever Annual Report 2012 www.unilever.com/images/ir_Unilever_AR12_tcm13-348376.pdf 

Unilever 
Sustainable Living 

Plan Progress Report 
2012 

www.unilever.com/images/USLP-Progress-Report-2012-FI_tcm13-

352007.pdf 

http://www.sustainabilityreport.heineken.com/
http://www.holcim.com/fileadmin/templates/CORP/doc/SD12/holcim_csd_2011_WEB.pdf
http://www.holcim.com/fileadmin/templates/CORP/doc/SD12/holcim_csd_2011_WEB.pdf
http://www.iberdrola.es/webibd/gc/prod/en/doc/IA_InformeSostenibilidad12.pdf
http://www.iberdrola.es/webibd/gc/prod/en/doc/IA_InformeSostenibilidad12.pdf
http://www.intel.com/content/www/us/en/corporate-responsibility/corporate-responsibility-report-overview.html
http://www.intel.com/content/www/us/en/corporate-responsibility/corporate-responsibility-report-overview.html
http://www.marubeni.com/ir/reports/csr_report/data/2012E-ALL.pdf
http://www.nestle.com/asset-library/documents/library/documents/corporate_social_responsibility/nestle-csv-full-report-2012-en.pdf
http://www.nestle.com/asset-library/documents/library/documents/corporate_social_responsibility/nestle-csv-full-report-2012-en.pdf
http://www.nestle.com/asset-library/documents/library/documents/corporate_social_responsibility/nestle-csv-full-report-2012-en.pdf
http://panasonic.net/sustainability/en/downloads/back_number/pdf/2012/panasonic_eiR2012e.pdf
http://panasonic.net/sustainability/en/downloads/back_number/pdf/2012/panasonic_eiR2012e.pdf
http://about.puma.com/wp-content/themes/aboutPUMA_theme/financial-report/pdf/2012/PUMAGeschaeftsbericht2012_en.pdf
http://about.puma.com/wp-content/themes/aboutPUMA_theme/financial-report/pdf/2012/PUMAGeschaeftsbericht2012_en.pdf
http://about.puma.com/wp-content/themes/aboutPUMA_theme/financial-report/pdf/2012/PUMAGeschaeftsbericht2012_en.pdf
http://www.rabobank.com/en/images/Annual_report_rabobank_group_2012.pdf
http://www.rabobank.com/en/images/Annual_report_rabobank_group_2012.pdf
http://www.rank.com/investors/annual_reports/2010/pdf/annual_report.pdf
http://www.tencate.com/Images/KTC%20JV2012%20ENG_tcm21-24481.pdf
http://reports.shell.com/sustainability-report/2012/introduction/aboutshell.html?cat=c
http://reports.shell.com/sustainability-report/2012/introduction/aboutshell.html?cat=c
http://www.sekisuichemical.com/ir/pdf/ar2012e.pdf
http://annualreport.tieto.com/en/2012
http://www.unilever.com/images/ir_Unilever_AR12_tcm13-348376.pdf
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Volkswagen Sustainability Report 2012 

http://sustainability-

report2012.volkswagenag.com/fileadmin/download/pdf/VWAG_NHB_20

12_e_online.pdf 

Vodafone Annual report 2013 

http://www.vodafone.com/content/annualreport/annual_report13/dow

nloads/vodafone_annual_report_2013.pdf 

 

http://sustainability-report2012.volkswagenag.com/fileadmin/download/pdf/VWAG_NHB_2012_e_online.pdf
http://sustainability-report2012.volkswagenag.com/fileadmin/download/pdf/VWAG_NHB_2012_e_online.pdf
http://sustainability-report2012.volkswagenag.com/fileadmin/download/pdf/VWAG_NHB_2012_e_online.pdf

