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thinking      2013 trends in corporate reporting

This is a very interesting time in corporate reporting. 
Many trends are in play, some of them seemingly 
contradictory. New media, new rules, diverse 
solutions, but still the familiar challenge of how 
best to communicate the vision and value of your 
organization, in order to make a definite impression 
on people who matter.

Opinions and approaches vary. This is good.

If you’re looking for precedent, it’s out there. A leader 
in your industry or sector is doing exactly what 
you’re thinking of. And that’s a great place to start.

If you’re looking for standards, they’re out there, 
too—evolving, taking shape and gaining traction 
slowly as leaders in the corporate world work toward 
delivering the more comprehensive and higher 
quality information stakeholders increasingly seek.

If you’re looking for the best approach for your 
organization to take, that involves balancing 
many competing factors, including budgets, what 
stakeholders expect and you need to achieve,  
and where you wish to stand among your chosen 
peer set.

Executive Summary
Our third annual review of 
Fortune 200 and other leading 
companies tracks the evolution 
of trends in corporate reporting. 
The vast majority of Fortune 
200 companies—77%, the same 
as in 2012—choose to use the 
annual report as an opportunity to 
communicate beyond the minimum 
financial requirements. Interactive 
online reports are popular, and use 
of high quality video is growing. 
Print remains a mainstay, although 
print runs and page counts will likely 
stay at low levels. More companies 
are issuing responsibility reports or 
including responsibility reporting 
in their annual reports. Integrated 
reporting has been embraced by 
leading US corporations. The use of 
tablets/smart phone apps remains in  
its infancy.
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by Michelle Marks

77% 
of the Fortune 200  
went beyond the 10-K. 

About the Author Michelle Marks is a founding Principal of the  
New York City-based design firm, Ideas On Purpose, and has worked on  
the strategy and design of corporate reports for two decades.

This report features the work we did for  
several of our clients: Stanley Black & Decker, 
Dominion Resources, Kellogg, Nielsen, Pfizer and 
United Technologies. It also features other good  
examples that we did not create. All examples  
are hyperlinked for your convenience.
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1. The interactive online report
Online reporting* among the Fortune 200 seems to have plateaued. 56 of these 
leading companies—including many icons of the business world such as Coca-
Cola, FedEx, Ford, GE, Goldman Sachs, Honeywell, IBM, Johnson & Johnson, 
Kellogg, News Corp., PepsiCo, Pfizer, United Technologies and Walmart— 
created a truly interactive site or microsite to accompany, augment or even 
replace a printed 2012 annual report or review. This is the same number as 
in the previous year. Pfizer, for example, has abandoned print altogether, 
preferring the communication impact of the online environment.

Incorporating social media, usually through the ability to share the report, is 
becoming a fairly standard practice. Interestingly, the SEC has begun to accept 
the use of social media as a vehicle for delivering certain required notifications 
or disclosures. Definitely a trend worth watching. 

Online reporting seems here to stay, and as communication in general 
continues to be increasingly web-focused, we expect it to increase over  
the long term. But just as there are multiple ways of approaching the annual,  
there is tremendous variety in how leaders are making use of the online  
medium today.

Responsive design a nascent trend  A few companies such as GE in 2011 and 
AT&T in 2012 have ventured into responsive design which allows a single web-
site to conform itself seamlessly to whatever device the user is using (tablet, 
phone, laptop). While this may be the future of site design, today its value is 
debatable for the online annual report.

Increasing use of video  A number of leaders are doing interesting things with 
original video. Honeywell, for example, created an all-video annual review, navi-
gable within and between sections. The video features continuing narration, 
primarily conducted by the CEO, mixed in with animated graphics and related 
content. Pfizer used a themed array of six video profiles of colleagues as the 
front-end experience and entry into their online 2012 annual review. Stanley 
Black & Decker used a video loop to texture its home page, and explored its 
progress in emerging markets with a set of four short films.

28% 
of the Fortune 200  
created an  
interactive site. 

Online reporting seems 
here to stay, and as 
communication in 
general continues to 
be increasingly web-
focused, we expect it 
to increase over the 
long term.

Stanley Black & Decker’s 2012 Year in 
Review is its inaugural combined report. 
The report features a homepage video 
plus four videos highligthing ermerging 
market stories.

Honeywell created a video-based 
annual report complete with an interac-
tive menu for all content.

AT&T created a rich annual report web 
site complete with videos and embraced 
the social experience. This site is 
responsively designed, so the format 
adapts to mobile, tablet or desktop.

*	 For the purposes of this paper an ”online 
report” is defined as web-native pages/mod-
ule or microsite. This does not include PDFs 
and PDF viewers, which are merely digital 
presentations of materials designed for print.
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ITW’s proprietary 80/20 business process has been 
integral to our success for nearly 30 years. Simply 
put, 80/20 focuses our businesses on the 20 percent 
of customers that generate 80 percent of revenues. 
We structure our businesses around serving and 
growing our relationships with these key customers—
and finding and developing relationships with new 
customers who are just like them. The focus that 
this process brings also allows us to structure our 
businesses to serve our key customers in a highly 
efficient manner, resulting in industry leading 
margins and strong free operating cash flow.

80/20 has been in a constant state of evolution and 
development within ITW since the mid-1980s. From 
the United States to the Czech Republic to China, 
our businesses continuously experiment with and 
develop new approaches to applying our 80/20 
principles. ITW’s 80/20 business process drives 
profitable growth and strong returns on capital.
We have yet to encounter an alternative operating 
process in an industrial manufacturing environment 
that has the ability to produce results that come 
anywhere close. 

A key component of our 2012-2017 enterprise 
strategy is a renewed commitment to maximizing 
our capabilities in the practice of our 80/20 business 
process throughout the company. As we move 
forward, we are making the investments necessary 
to ensure that 80/20 remains a strong driver of ITW’s 
competitive advantage for many years to come. 

FINDING THE SWEET SPOT

80/20 
BUSINESS PROCESS “ Our construction tool business 

is a great example of 80/20  
in action. 80/20 helped us 
identify our key products for  
our key customers, and these 
innovative products are now a 
thriving part of our business.  
An added benefit was our  
ability to integrate multiple 
manufacturing processes to 
improve our overall profitability.” 
JIM PUPURA
Business Unit Manager
Paslode, United States

80/20 BUSINESS 
PROCESS

ITW’S DIFFERENTIATED BUSINESS MODEL: LEVERAGING OUR UNIQUE CORE CAPABILITIES

DECENTRALIZED 
ENTREPRENEURIAL 
CULTURE

SUSTAINABLE 
DIFFERENTIATION 
THROUGH 
INNOVATION

8 2012 ANNUAL REPORT

ITW’s very first products—invented around 100 
years ago—were new types of machines for making 
gears and washers that solved customer problems 
no other company had been able to master. Since 
then, customer-focused innovation has fueled 
decades of profitable growth at ITW. Ideas like the 
Hi-Cone beverage carrier, the capless fuel fill system 
for automobiles, and the Paslode cordless nailer—to 
name just a few—have provided meaningful solutions 
to our customers’ major problems and, in a number 
of cases, transformed entire industries. Today 
ITW’s business model remains squarely centered 
on constantly seeking ways to deliver value-added 
solutions to our key (“80”) customers. In 2012, ITW 
was issued 1,267 new patents and we currently hold 
a portfolio of nearly 12,000 active patents.

At ITW, innovation is “80/20 enabled”—the fact 
that our businesses focus on a relative handful of 
major customer relationships allows them to develop 
deep knowledge and insight around their largest 
customers’ pain points. These key customer insights 
are the fuel that drives customer-focused innovation 
at ITW.  

 

“ I see innovation everywhere— 
innovation with a lot of passion,  
encouragement and support.”
YUN (“DAISY”) ZHENG
Director, Human Resources
ITW Automotive, China

CUSTOMER INSIGHTS AT WORK

SUSTAINABLE 
DIFFERENTIATION 
THROUGH 
INNOVATION 

“  When I began here as an engineer,  
I helped roll out a new line of Vulcan 
ranges, analyzing and tweaking the  
design based on feedback from our 
customers and assembly people.  
Everyone at ITW is encouraged to  
share ideas and input—not just the 
engineers. In fact, our innovations  
often result from listening. These  
ranges have broad popularity with 
customers in their market segment,  
and I’m proud of that.”
RASHAD NELSON
Assistant Branch Manager
Hobart Service, United States

ITW’S DIFFERENTIATED BUSINESS MODEL: LEVERAGING OUR UNIQUE CORE CAPABILITIES

80/20 BUSINESS 
PROCESS

DECENTRALIZED 
ENTREPRENEURIAL 
CULTURE

SUSTAINABLE 
DIFFERENTIATION 
THROUGH 
INNOVATION

9ILLINOIS TOOL WORKS INC.

2. The evolving use of print  
Print is still the most common vehicle for annual reporting. For the most 
part, even companies with sophisticated, media-rich online reports still 
issue a print version. Print has distinct advantages, beyond its historic 
familiarity among target audiences. It’s something you give or send to 
people, and that provides a certain amount of control in how you get your 
message out. Digital media still relies on the reader to come to you. You 
have to get traffic to the website, and that means marketing of some kind 
to get full value from the effort, such as with a teaser printed piece and 
other vehicles.

The 10-K wrap remains a relatively popular approach in print. The 10-K 
and proxy themselves are beginning to receive more design attention, 
with stronger and cleaner layouts, clearer typographic hierarchies and 
more impactful charts and graphs that align better with the presentation 
of the annual report itself. This makes for a better and more engaging 
read, and can make these related and interdependent communications a 
more cohesive set.

The summary report or year in review is chosen by many leading compa-
nies who otherwise may not communicate widely about broad corporate 
strategies in a holistic way beyond their corporate website. For some, it 
can function as a default corporate brochure. Separating the narrative 
from the detailed financials creates numerous possibilities to connect 
with investors and other stakeholders. The use of the summary approach 
among the Fortune 200 has declined slightly, from 10% to 8.5%, which is 
still greater than in preceding years. 

DRIVING
OUR PERFORMANCE
ILLINOIS TOOL WORKS INC. 2012 ANNUAL REPORT

80
20

Our 2020 Vision is creating shared value  
for everyone our brands touch around the 
world—from our consumers and customers 
to our shareowners and the communities 
we proudly serve.
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2012 ANNUAL review

Coca-Cola produced an annual review 
in print and a rich online version with an 
interactive 10-K.

Illinois Tool Works produced a suite 
of 2012 reports all designed together to 
create a cohesive presentation.

Kellogg produced a suite of designed 
materials including a print annual report 
with a designed 10-K, a fact card, web-
site and analyst meeting banners and 
graphics.

Nielsen produced a summary report 
year in review and a designed proxy 
statement to create a cohesive document 
suite. Enhancing the proxy statement 
with typography, design and infographics 
makes important information more 
accessible for shareholders.
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In 2012, we at Kellogg 
Company continued to 
execute a strategy based on 
our fundamental strengths, 
including our expanding family 
of megabrands, strong global 
opportunities, a powerful 
pipeline of product innovations, 
and people across the globe 
that can put all of these assets 
to work. As we move forward 
into 2013, we are executing our 
strategy across four tracks.

FOCUS 
ON FROZEN

Kellogg has a leading 
share in most regions and 
a very strong geographic 
footprint on which to 
build. This gives us great 
opportunities to drive 
incremental growth in 
developed markets, 
and particularly strong 
opportunities in emerging 
markets, where cereal 
is quickly becoming 
recognized as a fast, 
convenient, affordable  
and enjoyable food source.

From a handful of 
convenience foods in 
the 1990s through our 
acquisition of Pringles in 
2012, we’ve become a 
leading snacks player. This 
gives us an exceptional 
platform on which to drive 
growth in both established 
and developing markets, 
and on which to build a 
global snacks business 
that already accounts for 
more than $6 billion a year.

Our business in fast-
growing economies1 
reached approximately 
$2 billion in 2012—up 
140% since 2001. Whether 
through organic growth, 
acquisitions and joint 
ventures, or cross selling 
opportunities created by 
the acquisition of Pringles, 
our company now has 
exceptional opportunities 
to expand across regions 
with highly favorable 
demographics, from 
central and Eastern Europe, 
to Latin America, and to the 
Middle East and Asia.
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OUR BRaNdS  
aNd BRaNd BUildiNg

From wholesome snacks to leading cereals 
to convenient and healthful frozen meals, our 
brands are now beloved by consumers in 
more than 180 countries. Today, our greatest 
ambition is to spread that love even farther, as 
we leverage our relationships and collective 
know-how to bring our brands to emerging 
markets. As a result, we will continue to make 
significant investment in our brands to drive 
growth now and in the future.

iNNOvatiNg OUR Way tO 
SUStaiNaBlE gROWth 

Competing successfully means delivering 
ideas that resonate with consumers across 
the globe. That’s why we’ve accelerated our 
pace of innovation over the past few years. 
Going forward, our innovation pipeline will 
be a clear advantage, enabling us to quickly 
introduce our best ideas in region after region 
while adapting them to local tastes and 
customs wherever they hit the shelves. 

(1) Latin America, Asia ex. Japan, South Africa, Mediterranean and Russia. 
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We have a frozen food 
business in North America 
that generates $1 billion in 
revenues. This business 
is focused on the growing 
and on-trend Frozen 
Breakfast, Frozen Veggie, 
and Natural/Organic 
Frozen Meals segments 
of the broader category. 
As you might imagine, 
our businesses have also 
been growing very quickly 
driven by the introduction 
of value-added, innovative 
new products, such as 
new Thick and Fluffy Eggo 
waffles and Special K 
Flatbread Sandwiches. The 
only question remaining 
is how far we can expand 
this exciting business.

®

Nielsen Holdings, N.V.

PROXY
STATEMENT
Annual Meeting of Shareholders

May 7, 2013

9:00 a.m. (Eastern Time)

SummArY of ProxY InformATIon

2013 Proxy Statement ii Nielsen Holdings N.V.

Proxy votIng MethodS

Shareholders holding shares of our common stock at the close of business in new York on April 9, 2013 may vote their 
shares by proxy through the Internet, by telephone or by mail or by attending the Annual meeting online. Shareholders may 
also submit their proxy cards in person in Amsterdam, the netherlands on the day of the Annual meeting. for shares held 
through a bank, broker or other nominee, shareholders may vote by submitting voting instructions to the bank, broker or 
other nominee. To reduce our administrative and postage costs, we ask that shareholders vote through the Internet or by 
telephone, both of which are available 24 hours a day, seven days a week. Shareholders may revoke their proxies at the times 
and in the manners described on page xx of the Proxy Statement.

If you are a shareholder of record or hold shares through a broker, bank or other nominee and are voting by proxy  
through the Internet, by telephone or by mail, your vote must be received by 11:59 p.m. (Eastern Time) on May 6, 2013  
to be counted.

If you hold shares through Nielsen’s 401(k) plan, trusteed by Fidelity Management Trust Company, your vote  
must be received by 11:59 p.m. Eastern Time on May 2, 2013. Those votes cannot be changed or revoked after  
that time, and those shares cannot be voted in person at the Annual Meeting.

To VoTe bY ProxY:

by Internet

•   Go to the website  
www.proxyvote.com  
and follow the instructions,  
24 hours a day, seven  
days a week.

•   You will need the 12-digit 
Control number included 
on your proxy card in order 
to vote online.

by MAIl

•   mark your selections on the 
enclosed proxy card.

•   Date and sign your name 
exactly as it appears on your 
proxy card.

•   mail the proxy card in the 
postage-paid envelope that 
will be provided to you.

YOuR vOTE IS IMPORTANT.  ThANk YOu FOR vOTINg.

by telePhone

•   from a touch-tone phone, 
dial 1-800-690-6903 
and follow the recorded 
instructions, 24 hours a 
day, seven days a week.

•   You will need the 12-digit 
Control number included 
on your proxy card in order 
to vote by telephone.

Notice of Annual Meeting of Shareholders

TIME 9:00 a.m. (Eastern Time) on Tuesday, May 7, 2013.

PLACE You may attend our Annual Meeting in person at the offices of Clifford Chance, LLP at
Droogbak 1A in Amsterdam, the Netherlands. You must bring the admission ticket
included with your proxy card and photo identification to gain entrance to the Annual
Meeting in Amsterdam. Nielsen directors and members of management will attend the
Annual Meeting via live webcast. You will also be able to attend the Annual Meeting
online, vote your shares electronically and ask your questions and discuss matters of
relevance during the meeting by visiting www.virtualshareholdermeeting.com/NLSN. You
will need the 12-digit control number included on your proxy card to enter the meeting.

ITEMS OF BUSINESS 1 To (a) discuss the annual report of the Board of Directors required by Dutch law
for the year ended December 31, 2012, (b) adopt our Dutch statutory annual
accounts for the year ended December 31, 2012 and (c) authorize the preparation
of our Dutch statutory annual accounts and the annual report of the Board of
Directors required by Dutch law, both for the year ending December 31, 2013, in the
English language;

2 To discharge the members of the Board of Directors from liability pursuant to
Dutch law in respect of the exercise of their duties during the year ended
December 31, 2012;

3 To elect the Executive and the Non-Executive Directors of the Board of Directors as
listed herein;

4 To ratify the appointment of Ernst & Young LLP as our independent registered
public accounting firm for the year ending December 31, 2013;

5 To appoint Ernst & Young Accountants LLP as our auditor who will audit our
Dutch statutory annual accounts for the year ending December 31, 2013;

6 To approve the Amended and Restated Nielsen Holdings 2010 Stock Incentive
Plan;

7 To approve the extension of the authority of the Board of Directors to repurchase
up to 10% of our issued share capital (including depositary receipts issued for our
shares) until November 7, 2014 on the open market, through privately negotiated
transactions or in one or more self tender offers for a price per share (or depositary
receipt) not less than the nominal value of a share and not higher than 110% of the
most recently available (as of the time of repurchase) price of a share (or
depositary receipt) on any securities exchange where our shares (or depositary
receipts) are traded;

8 To approve in a non-binding, advisory vote the compensation of our named
executive officers as disclosed in the Proxy Statement pursuant to the rules of the
Securities and Exchange Commission; and

9 To consider such other business as may properly come before the Annual Meeting
and any adjournments or postponements thereof.

2013 Proxy Statement Nielsen Holdings N.V.
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3. Responsibility reporting
Responsibility reporting is clearly considered vitally important to a vast 
majority of today’s leading corporations. It may be framed in different ways—as 
sustainability, corporate social responsibility (CSR), corporate citizenship, or 
environmental, social and governance (ESG)—and not quite half the Fortune 
200 issue formal, annual or biannual responsibility reports, but the belief in 
the utility and necessity of responsibility reporting has been widely embraced. 
Many companies see it as tied to both revenue growth and competitive 
advantage—in the marketplace, in hiring and in retention. For the long term, 
these issues are clearly important to the health of the company. 

Understanding of responsibility reporting and its relationship to financial 
reporting is evolving. (We wrote previously about it here.) It has become fairly 
standard to include some responsibility content in a traditional annual report or 
review even if no separate piece is produced. However, at nearly all companies 
the support system for sustainability reporting pales in comparison to long-
established financial reporting systems.

Our research found that 96 of the Fortune 200 created a responsibility report or 
integrated report, with most of these using the GRI reporting framework. That 
is a slight increase from 94 reports the previous year. Of the rest, 70 companies 
featured responsibility information on their corporate website. This leaves a 
sizable minority that do not seem to be addressing the various issues around 
corporate citizenship, sustainability and environmental impact in a formal way. 

Leaders in responsibility reporting are using the web to its full advantage, 
creating robust sites that support corporate strategies and goals. Often we 
see a summary or highlights piece in print, with far more robust content online. 
Some excellent examples include Ford, GE, Qualcomm, Starbucks and others 
shown below. 

96 
of the Fortune 200
created responsibility 
reports or integrated 
reports, two more than 
in 2012.

41% 
of CEOs plan to focus 
more on nonfinancial 
reporting.
Source: PwC, 16th Annual Global CEO Survey, 
January 2013.

Xerox’s 2012 Global Citizenship Report 
consists of a robust website and PDF 
download center with separate PDFs 
focused on aspects of its responsibility 
reporting, making information more 
accessible for the user.

Walmart’s 2013 Global Responsibility 
Report website is a rich interactive 
site featuring a wide range of content 
including video messages and interactive 
charts. 

Kroger created a 2013 Sustainability 
Report website featuring an overview 
video and animation. A complete PDF of 
all content is also available for download.
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4. Integrated reporting
The integrated report, combining required financial reporting with 
responsibility reporting, has been adopted by a few leaders, including 
Southwest, Verizon, Pfizer and United Technologies. Full integration, as 
promoted by the International Integrated Reporting Committee (IIRC), is still 
rare in the US, but there is a push from academia to mandate integrated 
reporting and the move to establish standards continues apace.

While combined reporting is becoming more common, only six of the 
Fortune 200 (and seven of the S&P 500) issued what might be called truly 
integrated reports in 2012—a slight decline from last year that can be 
accounted for by one integrated reporter falling out of the top 200 and 
another undergoing a major restructuring. There is nothing to indicate 
that this trend has actually stalled for good; we’ll have to wait to see what 
happens with the 2013 reporting year to have a better sense of where this 
is moving. It is notable that all integrated reporters are making use of the 
web with an interactive component to their reports, sometimes as the  
lead vehicle.

The push toward integrated reporting also includes certain forward-looking 
stock exchanges and investor groups. For example, NASDAQ is currently 
collaborating with the Investor Network on Climate Change to develop 
universal environmental, social and governance (ESG) reporting standards 
that are likely to be adopted by stock exchanges all over the world.

Southwest embraced integrated report-
ing by publishing its “One Report.” 
The content is accessible both online 
and through PDFs. A “Build Your Own 
Report” PDF builder enables users to 
select only the sections they are inter-
ested in for download. 

United Technologies’ 2012 integrated Annual Report consists 
of a traditional printed report as well as a robust website. Traffic 
is driven to the report through persistent promotion on both the 
corporation’s homepage and the IR landing page.

owning…

collaboration
potential
trust
impact
well-being
Watch and learn how Pfizer 
colleagues are owning 
our achievements.

only @ pfizer.com/annualAnnual Review 2012

Pfizer’s 2012 Annual Review is an online-only integrated  
report complete with videos and a full GRI index. Pfizer  
produced a postcard site promotion to mail with the 10-K and  
proxy statement.
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5. Apps
The recent innovation of using  
tablet/smartphone apps for 
reporting continues to attract 
interest among trendsetters here 
in the US—but once again in very 
small numbers. That being said, 
American Electric Power added an 
iPad version of its robust integrated 
report. We will be watching this 
nascent trend closely in 2013. 

Nielsen evolved and updated its investor 
relations app that delivers corporate 
reports, the latest news, rich media and 
original content. The annual report is 
included, but the focus is on broader 
investor communications.

American Electric Power created an 
app for its 2013 Corporate Accountability 
Report featuring an interactive overview 
of its integrated report.

There is no question, effective corporate reporting is a critical tool.  
And, in this social media age, the influence of stakeholders is growing.

Looking at the spectrum of reporting, we see a great diversity of formats and 
channels and expect that to persist. Today, there are many ways of doing year-
end reports, all of them legitimate, and to reach an ever-more-fractured audience 
many companies opt to pursue more than one strategy. 

Each company’s situation is unique. As a corporate communicator or investor 
relations leader, you need to determine what kind of reporting, in what mix of 
media, serves your company and stakeholders best. 

Annual reporting remains what it has always been: a strategic communication 
opportunity to set the terms for the ongoing, necessary conversation with 
shareholders and stakeholders. The annual report or review—in print, online or 
both—offers a potent vehicle for your company to tell its story, clarify its point of 
view and purpose, and engage all key stakeholders in a meaningful way.

Ideas On Purpose applies strategic thinking and storytelling across the 
spectrum of communications design to build our clients’ brands, change 
perceptions and enhance their reputation. We have deep expertise in 
corporate reports in print and online—annual reports, responsibility reports 
and integrated reports. Learn more at ideasonpurpose.com   

ideas on purpose
307 seventh avenue
suite 701
new york, ny 10001
212 366 6355 ph
ideasonpurpose.com


