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One integrated information set

The credit crunch has been another 
reminder that statutory financial 
statements alone may not provide 
sufficient insight into business activity  
and performance.

Demanding market conditions have 
focused attention on companies’  
ability to explain their business 
models, the key relationships that 
they rely on, and how remuneration 
structures influence corporate 
behaviour and risk taking. The 
effectiveness of governance 
over these areas has also been 
questioned – particularly around risk 
and the alignment of strategy, key 

performance indicators (KPIs)  
and remuneration.

As the economy begins to recover, 
the ability to present a joined-up 
picture around these issues will be 
increasingly important to investors’ 
assessment of the quality of 
management and governance and 
the longer-term prospects of the 
company. To deliver this joined up 
view of the business, we believe it 
is time for companies to develop an 
integrated information set with a clear 
line of sight between management 
information, board reporting and 
external communications.

The model set out here is grounded 
in years of PricewaterhouseCoopers 
research and work with investors 
and companies. It highlights the  
scope of the information set that we 
believe companies need to have at  
their disposal if they are to be on top  
of the dynamics of modern business 
and in a position to rebuild trust in 
business after so much economic 
uncertainty. 

This model provides a logical structure 
that will support the complexity of 
business today and the needs of key 
stakeholders. It also has the flexibility 
to adapt to future challenges.

One information set

What picture should reporting present?
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“It’s time for an integrated information set with a clear line of sight between 
management information, board reporting and external communications”



Key questions for consideration

Blogs, twitters and the new media environment in general have turned the brick walls of corporate offices into 
glass. Gone are the days when different images of a company, and its performance, could be conveyed to different 
audiences and management could control how and when information was distributed. 

In this environment key stakeholders will increasingly be in a position to form a view, perhaps wrongly, of whether the 
quality, breadth and depth of companies’ reporting is indicative of a conscious decision by management or reflects 
the challenges they face internally in pulling the information together. To consider how effective your reporting is and 
how aligned it is with your internal reporting, ask yourself the following questions:

How should companies respond?

External Reporting

What does your reporting say about you?•	

Strategy, risks, remuneration and performance – is •	
your reporting clear and aligned?

What non-financial and contextual information •	
supports your financials? Does this information 
include quantified data?

Who controls your company’s story – you, the •	
competition, the media?

What is the role of the Annual Report?•	

Are the messages in your Annual Report consistent •	
with your other communication channels?

Internal Reporting

What is the breadth of information made available •	
to your board for enabling effective oversight?

Do you have the right information in the right •	
dimensions/lens at the right time to run the 
business?

Is too much time spent producing the numbers •	
rather than gaining real insight?

Do you have transparency and clear accountability •	
for performance measures?

Do you trust the numbers when you first see them?•	

Research, practical guides and good practice

For over a decade, PricewaterhouseCoopers has invested 
significant resources in understanding the information 
needs of preparers and users, the economic benefits 
of transparency, along with current and best reporting 
practices worldwide. 

Our focus has been on aligning the interests of those who 
report on performance with those who use the information 
to make critical investment decisions. 

Based on our research we understand what effective 
reporting looks like and can provide practical insights into 
the critical building blocks of one integrated information 
set and effective corporate reporting.

To help make your reporting more accessible and effective 
we would encourage you to visit www.corporatereporting.
com for all our research, practical guides to reporting and 
insights into good reporting practice. For hard copies 
email info@corporatereporting.com

Rebuilding trust

What does your reporting say about your 
organisation?  Fool 
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12th Annual Global CEO Survey
Redefining success
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Corporate reporting 
Is it what investment professionals expect?

International survey of investors’ and analysts’ views on the 
information that companies provide
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EFFECTIVE

    

An illustration for business climate change 
and greenhouse gas emissions reporting

Typico plc

Greenhouse Gas 
Emissions Report
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This publication has been prepared for general guidance on matters of interest only, and does not constitute professional advice. You should 
not act upon the information contained in this publication without obtaining specific professional advice. No representation or warranty (express 
or implied) is given as to the accuracy or completeness of the information contained in this publication, and, to the extent permitted by law, 
PricewaterhouseCoopers LLP, its members, employees and agents do not accept or assume any liability, responsibility or duty of care for any 
consequences of you or anyone else acting, or refraining to act, in reliance on the information contained in this publication or for any decision  
based on it. 

© 2009 PricewaterhouseCoopers LLP. All rights reserved. “PricewaterhouseCoopers” refers to PricewaterhouseCoopers LLP (a limited liability 
partnership in the United Kingdom) or, as the context requires, the PricewaterhouseCoopers global network or other member firms of the network, 
each of which is a separate and independent legal entity.
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