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We believe your brand and reputation
are the most valuable assets you own.

Our job is to maximise those assets by
changing the way the world thinks and
talks about you.
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Design Week UK Creative League Table 2015
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DEVELOPING YOUR OWN
BUSINESS MODEL




WHY IS BUSINESS MODELLING SO IMPORTANT

1 It describes the organization's ability to make money now and in
the longer term too

2 It's already a legal requirement for Annual Reports in the UK and
the EU - since 2010

3 It sits at the heart of the Strategic Report and should inform the
content of the rest of the document - strategy, governance,
performance and business prospects

4 Value creation and the sustainability of capitals used are a pivotal
part of Integrated Reporting

4 They provide additional information for business analysts and
practical info for shareholders



THE BUSINESS MODEL MUST BE BESPOKE

Inputs (Capitals)

Funding
Infrastructure
People

Intellectual property
Raw materials

Relationships

Business activities Outputs
R&D Products
Planning Services
Design Waste
Production By-products

Product differentiation
Market segmentation
Distribution

Service proposition
Quality control
Operational improvement
Relationship management

Aftersales service

Outcomes

Customer satisfaction
Profit/loss
Shareholder return
Asset consumption

Contribution to local economy
through taxes

Job creation

Employee development and
engagement

Improved standard of living
Environment impact

Licence to operate



HOW WE DRIVE

GROWTH AND RETURNS

Our sustainable business model makes travel easy and
affordable and drives growth and returns for shareholders.

OUR VALUES

SAFETY

W will resver Compromise our CorTItmeT
to safety. whoh is shvays the fest promty
for our peopke

SIMPLICITY

We cut cut the Thengs that dont matter

10 ©eep Us lean ang make it easy

ONE TEAM

Togerner wa'l 3y “nd 3 way.

INTEGRITY
Wi 5tand by O wond 3ng 30 what we say.

PASSION

We have s passon for our austomens,
Our propie s the work we do,
PIONEERING

We chalienge to find new ways %0 maske
travel sasy anc offordetie

0 BT AT O 03 AT X0

WE ARE A LOW-COST

EUROPEAN POINT-TC-PCINT
SHORT-HAUL AIRLINE

Wt LS50 Our COSE ACVNNE and rumber
O 2N NUMBRT Twd Matwor DOSEONG in
SU0NY Markens to colker port-to-pont kow
f2res and OERANOND! NCRNCY, With O
peopie makng the diference by offerng
frandy Senvice 1or Our OIOMmers.

OUR AMBITION

To be Eurcpe’s prafermed shart-haul avire,
Caiver ng maret Radng retura.

OUR CALISE

To maie travel easy and afforcabie

226 64.8m
alrcraft

passengers

675 ;,2.4

routes

WHERE WE DO IT

INTRA-EUROPEAN
SHORT-HAUL NETWORK
Natwork 100500 0N DrMary drpons
S0NING SQNIfCant Catchmont a%as.

SIMPLE BUSINESS MODEL - EASYJET

> HOWWEDOIT

BUILD STRONG NUMBER ONE
AND TWO NETWORK POSITIONS
We %y from the primary Srpors n attracthe
catchment ar0as ana have the biggest
preserce on Ewape’s 1op 100 rounes.

MAINTAIN COST ADVANTAGE

We are atie 1o provde low fares to our
Qustomens by martaneg o ow cost bese
ard by debeerng operabionsl scelence
W have low overhesd costs, use our
srraft efficently ang have roustry
nacdng on-ome performance.

DRIVE DEMAND, CONVERSION
AND YIELDS ACROSS EUROPE

W makee & oasy to Duy our low fares through
our webaie, which has ovar one mlion wsis
@viry Oy, and a0 through Mobie devices.
Fecpie 2% atvactod 10 the wel-ingwn
QsyJes DN and senice offerng

DISCIPLINED USE OF CAPITAL

We marran 8 strong belaroe sheet 5o
thet we can withstans externd’ shocks.
such B arspace closure We macmas
the use of cur arceaft a7 hawe a poscy
of returning eeoess cash %0 shareholders.

CULTURE, PEOPLE AND PLATFORM
Our people are passiorete and frencly.
We strive for simple systens ano processes




SIMPLE BUSINESS MODEL - ABERDEEN ASSET

1. How our business generates value

The basis for our business is our capabilities, our international
reach, our clients and our people.

We aim to grow our business by growing the money managed Investment
for existing clients and winning new clients. We gain and retain Process
clients through our investment process and our track record for

managing money.

New business grows our assets under management ("AuM"). Office
There will be a natural turnover of money managed and we network

expect a level of outflows from existing clients. However, we

aim to retain as much AuM as possible with a long term focus on
investment management and ensuring that the client teams meet
our clients’ needs. AuM may also increase and decrease due to
market movements.

We charge fees based on the levels of AuM - these are based on
the percentage of the money managed and are expressed as basis
points ("bps”). Fee levels depend on the capability, amount of
money managed and the channel. This product mix has an impact
on the levels of revenue growth. All of the above is founded on
our high quality teams.

When revenues grow, our cash flows grow. We use cash generated
to ensure that we have a strong capital base. Thereafter, we look

Outcomes

Business outcome activities

Consistent Aberdeen style:
long term, first hand
research, team work.

Ceographical coverage of
our investments.

Apply our knowledge to fit
customers' needs and meet
their investments objectives.

Talent management,
motivational benefits
and adherence to the
corporate culture.

Simple and transparent
structure and

)

disciplined investment process, centred on team based decision
making and original research.

to increase shareholder value through strategic acquisitions, business practices.
dividends and other returns to shareholders.

2. What we do

VYe segk consistent .long term |nvestm§nt performance across a AuM by class: £bn
diversified range of investment strategies. We have strengthened W Equities 1076
our investment teams with the addition of SWIP, as well as adding ® Fixed income 7.4
new complementary investment strategies. We aim to develop B Aberdeen solutions  125.0
each of the investment areas, ensuring that each desk has a e :‘r;:rty 322‘:

Read more on our investment process on pages 20 and 21.

16 Aberdeen Asset Management PLC Annual Report and Accounts 2014



EVOLVED BUSINESS MODEL - LAND SECURITIES

wn BuSI"Ess Mom Our goal 5 to cutperform our peer group in terms of total

shareholder return through the property cycles. In everything
we dowe aim to shape the future for good.

Sources of capital Activity Financial aims [o] fl Goal
,  Growth Dividend Total Market Total
inincome The querterly businessretum  sentiment shareholder
Thetotal vt poid 0 e Dividend E return
s By Our O0u s, R The quaterly
§ et we e
) Growthin Capital v;;uv.- cors.
. return -
Finance capital _ assetvalue Theowrdlichargein Claurge bn nat of assens
Thisinciudes the differenttypes vihueofour portolo assetvalue Curlevlscfgearng
of funds we use toirmvest nou 2 he overal change in
Business, from sharcholder capital A
10 borrowngs.
Non-financial aims A
Customers Reputation
Prowice theright space ot the gt The el st
Sodial capital > —> and i the rght place 3t the rgh
Thisincides the relaticnships we Environment
Farve with ustomers, commusities DEVELOP rrove the bulk envicnment while Sustainable
and partrers and the capabllities of s A oact future
curempiyees 2 :
Communities P
gty LB
socdly andernroreretaly
Employees
Atact recrut and develo sment
scldand commecall sstite pespie
. . ing sustain;
Sources and uses of Primary Supporting l(;r:ahng S valueab[e'
financial capital activity activity g-term

y adjustrg,
anzge ard sel
yord currers

pary primarly

bonds. The
bonds. The have a i

W

Cur visicn & to be the best property
UKin the eyes of our
omimurities, our empiyees

vitlue by
rosien
rurrirg them efficien
Capital reimvestment o keeping them
Rerwesting capiea. from dispassls and

undistrivuted eam e business

frecaloated every sixm

Te
We scquire, devsiop an
that help to madrrise the per
Susidings and cur business

geriTproveg,

sbegsred | Advisers, suppliersand contractors
We work with the best partrers,

~peitive sdhantage




EVOLVED BUSINESS MODEL - LONMIN

Lonmin Pic

12

Lonmin Pic

Ow Busnesa Mocel

Generating value
for our shareholders

LONMIN EXPLORES, MINES, REFINES AND MARKETS PLATINUM GROUP METALS
(PGMS) - PLATINUM, PALLADIUM, RHODIUM, IRIDIUM, RUTHENIUM AND GOLD.
PLATINUM IS OUR PRINCIPAL PRODUCT, AND IN A TYPICAL YEAR IS THE SOURCE
OF 60-70% OF OUR REVENUES. BY-PRODUCTS FROM PGM MINING INCLUDE
CHROME, NICKEL, COPPER AND COBALT.

Vo CONtinue 10 588« WEYS 10 MEXIMise vaue these with pojacts such 8s 1he talings reteaiment
wiich has fesuted in improved PGM recovary fBles and iNC7eassd volumes of choma oroduced.
Whia there wil inevitabiy be short-term volatiity in the prices of one or mome of the PGMs, we
beleva 1at the keng-term fundemental 6CONOMCS of thess Metals remain hignly attractive.

QUR FUNDAMENTAL PURPOSE IS TO CREATE VALUE FOR OUR SHAREHOLDERS AND WE REALISE THAT THIS IS
ONLY OPTIMALLY ACHIEVABLE COUPLED WITH SOCIAL CAPITAL INVESTMENT.

This can take tha form of ahidends or othar distibutions or growth In the value of ther investmant, or both,
28 we Move through the B0onoMiE cycke. We genarte vaue from our operaions in four stages:

01 By securing prospecting and mining rights to ansas which have PGM mineralisation. We hold
rights to significant areas of the Bushveld igneous Complex in South Africa, the workd's largest
mdr«h-ﬂmummnummmm

mvm-wmuumuwwmmum
In other areas of the werd, improving our geographical dversty.

[ D || eroeven

ng these areas into r & and

over 40 years’

soamanngramong NP |

L 3 methoas
19na0us Compiax DroCEss 19CNN0I0gY.
[ AN | N V' By developing industry | T ing and refining ¢ ';‘m
wmmm\n'wumwmmwm«wummum
vertically ntegrated processing chain, prosucng Nigh puty fefinag metals 1o sae.

Poople make the differsnce.
eationsps and e Wy we wore.

| 05] N

Our Busnesa Model

We preserve and protect this value creation potential in five ways:

Governance - we hive crested and mantasin a robust internd
CONG! 8N 7BOONING @MITNMIENE, With SIr0Ng DIO0EESES for sk
KantScason and MIKgason, mplemantad Dy & CYNEMc Management
team and overseen by an expenenced Boara of Dinctors;
Culture - wa a7 socking 1o deviio & value besed culture whers
the beharviour of  empioyess, managers, Drectons and athers
helps promoie an ethical, responsie and el spprach 1o Now
we 0o businass;
Relationships — we work nard at estabishing elatorsnips win
g0 of stakenoders Fom empioyees and ther trades
LUNions, ToLgN ComMNitias and local Qovemment, Suppkers,
CONIBCIONS, CUSLOMErS B0 Other buSINess CoUTBTanes, 1o
natiorsl goverment in s many guses and the providers o o
funding - knding bans and our shareholoers;
Sustainability - we believe that there 15 anly cre wary to sustain
our 51CCE6s, Dy 1ading 6l critcal 7Sk iNf0 SCCoUNT Whan we Bre
Workng safely, respecting those wih
whom we work and protecting the erwvroment are o pert of
OUF COfB POCESS8s; 870

W8 8mbrace TaNSIoMaton as 8 busingss
impenative. We endaavour 10 play our full pen n adoressing
historc inoquaities and crestng the conditons in which
cumen and futue generations can succsed in creating &
3D PSS,

How we create value =

what we do

TO CREATE WALUE
PO SHAREHOLOERS,
OVER TIME, GREATEN
THAN THEIR COST
4 OF CAITAL

= oo

How we preserve value = how we do it

How we spend the cash we eam

Vi rBcogniss that our DUSINGSS aguies INPuts 11om, 810 hes an efact on, & rumoer of

stocholdens. W zee it a3 crucid that each group fodls @
positive, & that they achie

ther reationshio wth Lonmnis
e some net gan, whether Snancil or oferwse. The anshus

Dalow shows how tha 3887 milion of cash earmed in tha Snancial year was dsiduted

* A SQIGET prrponon wi B wnges PRI 10 COMIck. V) (stenate around B0% of Cur costs i o eated

Sharehogars recaived no dvidand during 18 year, 370 no Tnal dividand is recommenced

for 2014,

In 2074 we met costs of 76 cents for every doliar we earmed, pregominantly in South Atica,
8nd kept another 20 conts 1or AU rEWESIMEnt, agan pracominantly in South Afdca

Vi =pant theee cents in every dalker on i

d fees 1o the banks who ket s money.

Payments or commurity progcts and donations amounted % ane oot in every doler esrned.

wwm bonmin com

https://www.lonmin.com/Online_Annual_report_20141/strategic_report/our_business_model.html

]
g
a
b
@
&

>
g
E
%




TAYBURN' Brands & Reputations.

WHAT MAKES A GOOD
ONLINE SUMMARY




TAYBURN Brands & Reputations.

THE NEW PRINCIPLES FOR AN ONLINE SUMMARY

Don’t replicate the printed document

Use the pdfversion to meet the regulations

 Useitto tell your story in a concise, engaging and user
friendly way

 Use it to speak to a wider audience of stakeholders

« Match the look and feel of the printed document to
the tablet/mobile version

 Adopt a campaign approach to tell your audience
that it is out there



TAYBURN Brands & Reputations.

FORMAT, LOCATION AND CONTENT TRENDS

* 55% of UK PLC’s still provide an HTML version

 21% now produce ‘one page’ summaries as well as a flat pdf and
flipbook

* 1 click access from ‘Investors’ and ‘Home' is the optimal location
— use an image and link to increase traffic

 Ensure that OVERVIEW, STRATEGY, KPI's, BUSINESS MODEL,
DOWNLOADS, CEO REVIEW and CHAIRMAN info are included

* Animation and video double dwell time on online reporting pages

* Print basket, share tools, search and request a printed copy are
the key features and tools

 Keep the App for the IR audience only

« Track usage and then rework the template in year 2
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CASE STUDY OF BEST PRACTICE - BT PLC

Annual Reports 2015

BT Group plcin
2015 downloads

Q Download Annual

Report 2015 PDF
(5.2Mb)
Download the
interactive Annual
Report 2015 PDF
(3.8Mb)
G Download strategic
report PDF (1.6Mb)
@ Download Notice of
Meeting PDF
(1.4Mb)
Download centre

http://www.btplc.com/Sharesandperformance/Annualreportandreview/index.cfm

~ Innovation

4 View our annual report online summary

| h\‘ 13
i)
T
il
Shareholder Exclusive

Access to exclusive offers for
shareholders. Also, you can
sign up

to become an e-shareholder.

Delivering our purpose

Find out how we are using the
power of communications to
make a better world.
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STARTS WITH AN INTERACTIVE FEATURE

) Download Strategic Report 0n Download Annual Report 2015 Share W f In =

Investing for the future
« building on a history of .

mnovatlon




TAYBURN Brands & Reputations.

LINKS ALL CONTENT TO THE FULL REPORT

er sustainable, profitable revenue growth supported by the

nvestments we are making.

For a summary of our progress this year

[3 Download Strategic Report
(5.2MB)

66

It's been a ground-
breaking year for BT.
We've announced some
major investments and
launched a number of
Innovative new services.

99
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TOPLINE BUSINESS DESCRIPTION

Who we are and what we do

Our purpose is to use the power of communications to make a better world. By bringing
together our networks, our technology and the hard work and expertise of our people, we
develop services that our customers value.

We are one of the In the UK we are We provide managed We are the leading Every day we touchthe =~ We are Europe’s largest

world's leading delivering one of the networked IT services provider of voice and lives of millions of telecoms services
communications fastest rollouts of fibre for many of the largest broadband services to people, helping them wholesaler by revenue
services companies broadband in the world global companies UK SMEs and communicate, do
consumers business and be

entertained and
informed
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REWORKED ELEMENTS FROM THE PRINTED REPORT

Financial highlights

Revenue Operating costs EBITDA
Year ended 31 March Year ended 31 March Year ended 31 March

® reported ® reported @ reported
@ adjusted % 2% @ adjusted o % @ adjusted




TAYBURN Brands & Reputations.

USE DIAGRAMS TO HELP WITH CLARITY

Qur strategy and business model

Our strategy of broadening and deepening our customer relationships sits at the centre of
our business model. Our business creates value for shareholders, by delivering for customers,
society and our people.

Read more +

External environment

Governance

Our purpose To use the power of communications to make a better world
Our goal A growing BT: to deliver sustainable profitable revenue growth
Our strategy Broaden and deepen our customer relationships

Invest for
growth

Transform
our costs

Deliver superior
customer service

Leading
global
companies

TV and
content

UK business
markets

Mobility and
future voice




TAYBURN Brands & Reputations.

PROVIDE MORE DETAIL ON CLICK THROUGH

Inputs

Financial strength

@ Our people

@ Networks & physical
assets

@ Research &

development

Stakeholders &
relationships

e Natural resources

External environment

Governance

Our purpose

Our goal
Our strategy
Our culture
Our values

Risks

Outputs

@ Skills & expertise
@ Products & services

@ Innovation

9 Waste & emissions

Qutcomes

Group performance &
KPls

Line of business
performance

Our brand strength
Societal benefits

e Environmental
benefits



TAYBURN Brands & Reputations.

DIVISIONAL DETAIL WITH READ MORE
Lines of business

Our business is structured to best serve our customers — responding to their needs and
delivering value to them. We have five customer-facing lines of business: BT Global Services,
BT Business, BT Consumer, BT Wholesale and Openreach. They are supported by our internal

service unit, BT Technology, Service & Operations.

>

e

BT Global Services BT Business BT Consumer
We are a global market leader for managed BT Business provides communications and IT We are the largest provider of consumer
networked IT services. services in the UK and the Republic of Ireland.  fixed-voice and broadband services in the UK.
Read more + Read more + Read more +

Tommy Flowerg

BT Wholesale Openreach BT Technology, Service & Operations
BT Wholesale provides services in Great Openreach provides the vital infrastructure BT TSO is our internal service unit that is



TAYBURN Brands & Reputations.

GOVERNANCE DETAIL

Our leadership

Board of Directors Operating Committee

The Board is responsible for the group’s strategy and for overseeing the group’s performance, and
delegates day-to-day responsibility to executive management. But there are a number of matters
reserved to the Board.

Sir Michael Rake

Appointed to the Board as Chairman in
September 2007. A British national, age 67. Sir
Michael has financial, risk, and international
business and professional services expertise
gained during his time at KPMG from 1974 to
2007 where he was senior partner in the UK
from 1998 and international chairman from
2002. He was knighted in 2007.

Gavin Patterson + Tony Chanmugam




TAYBURN Brands & Reputations.

TIMELINE

Investing for the future
« building on a history of

innovation

Developing and investing in new technologies, attracting and keeping the best people,
leading markets and competing freely: innovation drives everything we do and has since we
started in 1846. These stories highlight some of our more recent achievements following our
stock market listing in 1984. :

>
1984-2012
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EMBEDDED VIDEO IS USED TO SUPPORT STORIES

2014-2015

| -

& View video transcript = View video transcript

The Transmission, Futures and Innovation Technology team, With millions of customers to support, getting the right

based at Adastral Park, were instrumental in setting the record engineer, with the right skills, to the right location, at the right
for the fastest data transmission speed over an operational time, can be a major challenge. To dispense with the enormous
optical fibre link. Dr. Kevin Smith, who has been with BT for 25 amounts of paperwork each job used to generate, we created
years, explains the innovation behind his team's achievement our Openreach Next-Generation Field Apps.

and the benefits it can bring to our network and our customers.

Peop Stow
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CLEARLINKS TO ALTERNATIVE INFO SOURCES

Want to read more? Connectwithus ¥ F in

4 View our full Annual Report 2015

BT Annual Report Summary 2015

http://www.btplc.com/Sharesandperformance/Annualreportandreview/2015summary/
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REPORTING
EXCELLENCE IN EUROPE




INTEGRATED REPORTING - THE BENEFITS EMERGE

IR is a journey and it will take more than one reporting cycle to get
there. As businesses start to use IR as a tool to better understand
the connections between key resources and relationships that
contribute to their success, and as a result make more informed

decisions, the real value of integrated thinking and the integrated
report will be realized.

Paul Druckman, CEO
International Integrated Reporting Council



THE BENEFITS OF INTEGRATED REPORTING

Provides a better understanding of value creation
 Improves what is measured

* Improves management information and decision-making
* Provides a new approach to stakeholder relations

« Connects departments and broadens perspectives

» Builds stronger relationships with providers of financial capital



A PHASED APPROACH BY THE CROWN ESTATE

In the first year we outlined our business model and identified the
material issues that impact our performance.

In the second year we looked more deeply at our markets and
improved our understanding of the resources and relationships
that sustain our business and contribute to our success.

In 2015, in our third integrated report, we have focused on
developing robust measurement indicators and exploring the
broader impact of what we do and how we can inspire change



Annual Report and Accounts THECROWN
2015 v ESTATE
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INTEGRATION AND THE FTSE 250

Go-Ahead Annual Report 2015

Go-Ahead

»»»»» ort and Accounts

for the year ended 27 June 2015




SUSTAINABILITY REPORTING WIDENS ITS SCOPE

Microsoft 2015 Citizenship Report

Contents

@ Select Performance Highlights

a Our Company 5

Our Business

Citizenship Governance
Stakeholder Engagement
Citizenship Materiality Assessment

About This Report

e Ethical Business Conduct
and Governance 12

Our Approach

Commitment to Ethics and
Standards of Business Conduct

Corporate Governance
Public Policy Engagement
FY15 Progress and FY16 Goals

e Our People 20

Our Approach
Compensation and Benefits
Diversity and Inclusion
Training and Development

Employee Wellness and Occupational
Health and Safety

FY15 Progress and FY16 Goals

Empowering Communities 31
Our Approach

Microsoft YouthSpark

Technology for Good

Humanitarian and Disaster Response
Employee Giving and Volunteerism
FY15 Progress and FY16 Goals

o Human Rights 39

Our Approach
Privacy and Data Security
Global Network Initiative

Working to Protect the Rights
of Vulnerable Populations

Accessible Technology
FY15 Progress and FY16 Goals

Responsible Sourcing
and Manufacturing 47

Our Approach

Social and Environmental Accountability

in Our Device and Supply Chain Group
Responsible Sourcing of Raw Materials

Responsible Sourcing With
Indirect Suppliers

FY15 Progress and FY16 Goals

B® Microsoft

o Environmental

Sustainability 58
Our Approach

Products

Our Business Practices

Water and Waste

Partnerships

FY15 Progress and FY16 Goals

http://www.microsoft.com/about/corporatecitizenship/en-us/transparencyhub/

citizenship-reporting/
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TIME FOR YOUR
QUESTIONS!
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