Revealed:

the nine secrets of integrated reporting success
Merging ESG considerations in your core business
strategy is known as integrated thinking. An integrated
report is the outcome of integrated thinking. The report
shows how your company’s strategy, governance,
performance and prospects create value over the short,
medium and long term.

respond to stakeholder expectations
clarify your business strategy

The benefits
of integrated
reporting

enhance ESG ratings and credibility
break-down internal silos
reduce duplication in reporting efforts

The nine secrets of integrated reporting
A good materiality assessment
is the foundation of integrated
reporting. It aims to uncover
the non-financial risks and
opportunities most important
(i.e. material) to your business
and stakeholders.

Going digital (an online PDF, a
reporting microsite, or both) will help
you reach a broader audience, allows
you to offer more engaging content
(e.g. interactive infographics or video),
and will give you data-driven insights
into how your report is actually being
read. It also saves printing costs and is
better for the environment.

Understanding how people
actually read reports is key. Most
will dip in and out (only 12 percent
read cover-to-cover), which means
each section should stand on its
own merits. Prioritise your report’s
navigation, agree on the messages
you want readers to take away,
and keep it short – technical
content should be moved to fact
sheets on the website.

Your integrated report
should be useful throughout
the year. It should be the
first place you refer people
to when they’re looking for
more company information,
while design assets – like
infographics, icons and case
studies – should be reused
in investor presentations,
social media, workshops
and web content.

1. Do a
materiality
assessment

2. Get buy-in
through a planning
workshop

9. Go digital

Integrated reporting is
becoming mainstream,
with adopters across 64
countries (IIRC). But the
process can be confusing,
even overwhelming. So
we’ve identified nine
simple steps to help you
get started.

8. Serve your
readers

7. Design for
recurring value

Readers are time-poor, and social media has
helped to shorten attention spans. Your integrated
report must capture and hold their interest.
Storytelling is one solution. Put yourselves in the
shoes of the reader. What will appeal to them?
What are they looking for when they read your
report? What might they be pleasantly surprised
by? What might distract or annoy them?

A planning workshop to kickstart
the integrated reporting process
is essential. Use the opportunity
to gather a wide range of internal
views, encourage ownership,
review best-practice examples,
and explore the themes and
priorities of the report.

3. Build a
value creation
model

4. Adopt the
TCFD

6. Tell your
story

5. Avoid vague
language

Few companies succeed in
explaining the different kinds
of value they create for
stakeholders. The value
creation model is the answer.
This infographic will also
provide you with a snapshot of
your business model that can
be reused in other channels.

Adopting the
recommendations of the Task
Force on Climate-related
Financial Disclosures (TCFD)
should be a priority in your
integrated report. The TCFD is
the best way to give
investors, lenders and
insurance companies the
information they need to
assess your climate-related
risks and opportunities.

Cliché-ridden language, especially
greenwashing, will seriously impact your
credibility. Write in plain English, use the
active voice, avoid jargon and marketing
spin, and only make a claim when you
have evidence to support it.
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BWD has produced more than 300 corporate reports for clients around the world. To
receive an obligation-free proposal that outlines exactly how we can help you achieve
your goals, please contact us at luke@bwdstrategic.com or visit our website:
www.bwdstrategic.com

