
For the game-changers to be 
effective, they need to be 
underpinned by support from 
investors, proxy advisers and 
regulators for companies that 
do something different; and, of 
course, a sincere and open 
approach from management 
teams and boards.

It is clear from our reviews of FTSE 350 
reporting over the years – and 
particularly from our conversations with 
preparers and users of reports this time 
around – that there is a real appetite 
and need for change to improve the 
quality of reporting. 

Of course there is also scepticism as to 
whether new efforts will be worthwhile 
and some companies have taken the 
decision to create a very ‘plain vanilla’ 
annual report that arguably prioritises 
compliance over communication. All of 
this is understandable, given the 
frustrations set out in the challenges 
section above.

But we believe that the answer lies in a 
positive approach: it’s time to draw a 
line in the sand and take a step back, to 
develop a new approach to putting 
together an annual report.

Four game-changers 
to tackle the issues

We have therefore put together four 
sets of suggested game-changers that 
could help to tackle much of what we 
have seen and heard, and would move 
reporting forward in a really significant 
way if done well. All of them are 
possible under today’s regulatory 
framework, and can be achieved in the 
context of the existing long-form PDF 
annual report. We’re confident too that 
they would be equally applicable under 
a future model, such as that put 
forward in the FRC’s ‘Future of 
corporate reporting’ publication and, 
indeed, they could be even more 
effective in that context.

Leading reporters already reflect some 
of the ideas that we’re proposing, and 
we have included a number of 
published examples in the pages 
that follow.
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1. Report smarter, not harder

What’s involved? What are the main benefits?

Start with a genuine clean sheet and only 
then decide on a particular number of pages

•	 Helps to focus on what is strategically important 
(and to guide thinking on materiality) and 
therefore is more relevant and useful as an 
output for stakeholders

•	 Cuts the length of the report

•	 Avoids duplication and repetition

•	 Creates a clearer set of messages that are not 
buried in boilerplate disclosures

Identify the key strategic messages for the 
business and build the strategic report  
around them

Challenge why anything else is added to the 
report (outside of information required by 
regulation), or used again elsewhere

Question whether content that purely 
describes process, procedure or 
responsibilities is justified

Use required disclosures (like the business 
model and principal risks) as an opportunity 
to report in a company-specific way that 
provides up-to-date information about the 
business 
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Reporting example

Report smarter, not harder: Britvic 
plc, Annual Report 2021, p 19

Overview of the 
company’s strengths 
which acts as a topline 
of the business’s 
key messages.
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2. Create a feedback loop
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What’s involved? What are the main benefits?

Make a standing plan for strategically 
important content that should be followed up 
across years

Report on this content in a way that sets 
expectations, without unintentionally giving a 
profit forecast or threatening commercial 
sensitivities

Establish the most appropriate timeframe 
(short, medium or long term) over which to 
look ahead

Report back on targets and plans in 
subsequent years in an open and transparent 
way

Communicate strategically important changes 
in the business as they happen or as they are 
foreseen

•	 Creates an automatic forward-looking slant to 
reporting, over appropriate periods of time

•	 Helps investors and other stakeholders to build 
an understanding of the business, and 
confidence in management and the board

•	 Particularly useful in areas including:

	 –	 principal and emerging risks

	 –	 key assumptions and judgements

	 –	 ongoing strategic plan developments



Reporting example

Feedback loop: Fresnillo plc, 
Annual Report 2021, p 32

For each strategic 
objective, the prior 
year goals are 
outlined, and progress 
and future targets 
are given.
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3. Clarity of audience
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What’s involved? What are the main benefits?

Once the key audiences are determined, 
establish what is regarded as important to  
the different groups (both what they want and 
need to know), and show how this has been 
done

Always make it clear why a piece of 
information is being given and, where 
applicable, its relevance to strategy

Establish the most appropriate timeframe 
(short, medium or long term) over which to 
look ahead

•	 Helps to distinguish information that is relevant 
to the core business strategy from other 
content

•	 Adds clarity around materiality and how it is 
arrived at for different pieces of reporting 
(which can also be a guide to length and 
complexity, particularly in relation to ESG 
information)

•	 Helps to manage stakeholder expectations and 
reputational risk

•	 Ensures the information needs of stakeholders 
are met effectively



For each stakeholder, 
a consistent format is 
used to explain: why 
the company 
engages; the KPIs 
used to measure 
effectiveness; 
interests and 
concerns; the 
outcomes from the 
engagement process; 
and the effect of 
engagement with  
sub-contractors on 
board decisions.

Reporting example

Clarity of audience: Barratt Developments 
PLC, Annual Report 2021, p 50
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4. Clarity of voice
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What’s involved? What are the main benefits?

Avoid content that is ‘anonymous’, or only 
refers to ‘the company’ or ‘we’ – instead, be 
clear on who is ‘speaking’ (for example, the 
CEO or a committee chair, or the board)

Involve those whose names will be attached 
to content in its development, or at least  
in its review

Ensure those drafting were ‘in the room’ or 
have direct access to those who were

Capture the language and tone used behind 
closed doors and use genuine management 
and board information where possible

Ensure there is an identifiable author or 
central voice to prevent inconsistencies  
and overlap

•	 Almost always makes context more authentic 
and increases its information value

•	 Allows those who are responsible to 
demonstrate their personal attention and 
accountability

•	 Says something meaningful about the culture of 
the organisation that is hard to capture by other 
means

•	 Builds trust and confidence in management and 
the board and brings wider reputational benefits



As part of the CEO 
statement, insights 
into the areas that 
‘keep the CEO awake 
at night’ are included 
in a way that feels 
genuinely personal.

Reporting example

Clarity of voice: Hays plc, Annual 
Report 2021, p 13
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