
Building a                 
             e business

Sustainability report 
Taking a closer look at what we’ve achieved

2013

sustainable



Our customers

Our people

Our environment

Our community

Operating responsibly  

Looking forward

Summary
Setting the scene

Standard Life is a long-term business. We look after 
savings and investments for around 6 million 
customers worldwide whilst supporting a further 16 
million customers through our joint ventures. We 
take this responsibility to our customers – and 
our responsibilities to wider society – very 
seriously.

Sustainability runs through every aspect 
of our business. From the products and 
services we offer and the approach we 
take to investing on our clients’ behalf, 
to the environmental and community 
impact of our operations, we take 
a long term view of the risks 
and opportunities facing us. 
This helps us to secure a 
sustainable, prosperous 
future for our business and 
to meet the needs of all 
those who rely on us to 
do the right thing.
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To manage our sustainability strategy and objectives effectively, 
we break down our activity into 5 themes: customers, people, 
communities, environment and operating responsibly. This report 
shows our progress and achievements against these themes in 
2013 and uses specific measures and key performance indicators 
(KPIs) to demonstrate our progress.

We believe that listening to what our customers, our people, 
our shareholders, and local and national governments tell us, 
and taking action, is a major part of what makes a business 
sustainable. Listening, and acting on insight, is a theme you’ll see 
running right through this report - from improving our customer 
experience, to responding to our people’s desire for improved 
technology and our community focus on employability, which 
governments and communities around the world tell us is a vital 
issue at the current time.

We’ve achieved a lot in 2013 and we continue to make progress. 
Focusing on sustainability helps us build a stronger, more 
successful business and we know there is more that we can do. 
We have set stretching ambitions for our business over the coming 
years and we’ll continue to report our progress against these 
objectives regularly.
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Measurement 
Standard Life has been included in the Dow Jones Sustainability Index (DJSI) World for the 
third consecutive year and in the DJSI Europe for the fourth consecutive year. These indices 
rank, by industry sector, the top 10% and 20% respectively of sustainable companies. We 
have also obtained our best score ever with 76%. The survey highlights where we are doing 
well and where improvements can be made to ensure we are exhibiting leading sustainability 
practices. We are also a member of the FTSE4Good Index. This demonstrates sustainability 
is integral to our business and we are driving the sustainability agenda forward.
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We offer a variety of products and services, designed to help 
our many millions of customers plan for their future.

We’ve been in business since 1825, 
so we have learned quite a lot about 
being sustainable. We believe our 
longevity comes from a strong 
desire to do the right thing – for our 
customers, our people and wider 
society. The world never stops 
changing and we want to help ensure 
that we’ll be around for generations 
to come and to keep looking after 
our customers. Our overall aim is to 
operate in ways that will help secure 
a long term, prosperous future for 
our business.

Because sustainability covers so many 
areas, our strategy is defined in five simple 
themes. This helps us show where and 
how the programmes and activities we do 
across the group fit into a particular theme 
and, therefore, the overall strategy. Each 
theme has one or more Key Performance 
Indicators (KPI) which we use to formally 
measure how we are doing in each area. 

Wherever you see this orange icon it 
indicates the measure is a KPI. Our KPIs 
are assured by independent experts – PwC 
– to provide rigour and validation for the 
sustainability work that we do. You can 
find out more about how this works and 
what PwC look for using the link below.

Assets under administration  

£244.2bn

World wide tax contributions 

£870 million

8,500

We have around

6 million We’ve been in 
business for 

Setting the scene

employees

We have

customers

188years

KPI assurance document

customers through 
our joint ventures

supporting a further  

16 million

KPI

http://www.standardlife.com/static/docs/2014/sustainability-kpi.pdf
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We operate in a very competitive market, and understanding customers is paramount in 
being able to provide the types of products and services that they need. When it comes to 

doing this, companies in our sector have traditionally focused on understanding things 
like demographics, how much money people have or their attitudes to risk. While it’s 

important to know these things, we believe that it’s just as important to know how 
customers think and feel.

It’s led us to some ground-breaking pieces of work. During 2013, we 
commissioned research to help us understand more deeply how our customers 

– and people in general – feel about saving for the long term. This research 
helped us understand that emotions and positive information are 

important in building a strong and lasting customer relationship. It can 
help us develop products and services that allow customers to make 

informed savings decisions and be more confident about their 
financial futures. And we think the principles behind this research 

can inform the approaches taken across our whole industry.

We continue to work towards building better customer 
relationships.

You can read our ‘Saving in mind’ report online at 
http://www.standardlife.com/media/business_reports.html

It’s important that we understand the broad types of customers that we 
have and, potentially, want to have in the future. 

One type of insight we’ve used to inform the way we build customer relationships is a concept called 
‘Personas’ – pen portraits of our customer groups. They ensure that the needs of different types of customers 
can be easily understood when we are designing or reviewing the experiences we create. This type of insight 
is a powerful tool to help us shape our activities across the group, and will help ensure we deliver tailored and 
targeted experiences to our customers.

In 2013 we also launched our Financial Inertia programme in Canada – educational 
tools to help people reach their long-term savings and investment objectives. We 
commissioned research that showed over 40% of Canadians are concerned about 
their finances, but that life goals, behaviours and values can hold many back from 
taking action. The tools available at www.financial-inertia.com can help people 
understand more clearly what might be holding them back, and how they can make 
long-term saving fit more easily into their lives.

We have set up a group-wide working party to build a consistent approach to customer measurement and 
segmentation – which includes members of our UK, European, Canadian and Asia and Emerging Markets 
businesses. They look at the aspects of customer measurement and insight that can be shared across the 
business as well as sharing best practice and building a more comprehensive view of our customers around 
the world.

We brought 
in a dedicated 
manager to look 
after customer 
insight for our 
Asia and Emerging 
Markets business

Our customers

http://www.standardlife.com/media/business_reports.html
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Are we thinking differently?
To build more meaningful and lasting 
customer relationships, we’ve been 
working to find out how we can better 
communicate with our customers. 
The approach is simple: test and 
learn the types of communications 
and engagement activities so that we 
can produce quicker, more regular 
communications to improve customer 
engagement across our group.

We also established a digital retailing 
department in our UK business, 
tasked with creating an integrated 
online offering to our customers 
that’s driven by their needs and the 
evolution of digital servicing. The 
team is delivering improvements to 
our online channels and producing 
analysis and insight into customer’s 
digital requirements too. The insight 
has informed our decision-making 
and will ensure the right changes 
are prioritised to drive our future 
activities in this area.

On average, 
260,000 
customers 
a month 
contact us

In 2013 we worked to improve how we measure and understand the experiences that we deliver to our
customers. We continue to measure customer complaints and their causes, which gives us a
clear idea of what we can do to put things right.

We have established new measures to help us clearly understand how our customers feel about
their experiences with us. Across our businesses in the UK, Canada, and Asia and Emerging
Markets, Net Promoter Score (NPS) is a measure we’re using to tell us how likely people would be to
recommend us. We use NPS and a number of other measures alongside our ‘voice of the customer’
insight to plan and prioritise changes we can make to improve these experiences.

We will continue to build our insight of our customers in 2014 and, importantly, take action
as a result.

5,979
2012 UK customer 
complaints

Doing the right thing
Our aim for many years has been to have our customers at the heart of what we do. Since 2009, we have used 
the guidelines of ‘Treating Customers Fairly’ – a set of guiding principles for UK financial services companies 
– as a minimum requirement in our approach to customer service. These principles aim to improve integrity 
in the way companies do business, helping customers fully understand the products they buy and reduce the 
sale of ones that are unsuitable for them. We’ve continued to invest in improving our customer processes so 
that we can exceed our minimum requirements. 

In 2013, we strengthened this commitment by creating a new policy. Our new Conduct Risk policy shows our 
clear commitment to the culture of our business – everything from our people, processes, leadership style and 
systems – delivering “fair customer outcomes” at all times.

5,785
2013 UK customer complaints

KPI
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Inter I used Lync 
screensharing 
continuously 
thoughout the 
project which meant 
less travel across 
buildings and a huge 
time saving

Digital Workplace Programme – this 
programme is upgrading all desktops 
across the company to a single 
standard (Windows 7 Enterprise). The 
programme has also launched new 
collaboration tools to help our people 
work together better. By the end of 2013, 
the Programme had identified over 750 

applications that were no longer 
needed once the new, single 

desktop and office suite 
were in place.

We aim to help all of our employees reach their potential, by 
giving them the best environment in which to work.

Through our group-wide employee 
engagement survey, InterAction, 
our people told us in 2012 that our 
technology did not enable them to 
do their job as well as they could. 
As a result of this feedback – and as 
supplier support for our old desktop 
systems was to be phased out – we 
set up a number of projects in 2013 
to enhance the tools and systems 
our people use.

People Change Programme – replaces our current, multiple HR systems 
with one system. This allows us a single view of our people’s data in one 
place, facilitating better management information and talent management. 
The project is rolling out across the group in phases into 2014.

We carried out an employee survey 
‘temperature check’ during the year 
and we asked our people to rate the 
question “the technology and systems 
we are investing in across the group are 
starting to make a positive difference”. The 
temperature check was carried out before all 
enhancements were complete.  

41.5% of people felt that the investments we’ve 
made in technology and systems are starting to 
make a positive difference. 34.4% answered neutral 
and 24.1% were unfavourable.

Compared to the question asked in the last full survey, 
we’ve seen a shift in views towards neutral, which 
helps us see that the investment we are making is having 
a positive impact. We asked this question in the third 
engagement survey (carried out in January 2014) and we 
will use these results - which we hope will demonstrate 
continued improvement - to monitor our progress.

Action

We showcased 
the progress 
with our 
People Change 
Programme at the 
Oracle Openworld 
conference

Speed of 
login is much 
faster - what 
a difference

“ “
“

“

Windows 7

Lync

Sharepoint

KPI
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Leadership
We understand that strong, 
inspiring leaders are key to 
developing and engaging our 
people. We’ve continued to 
run two talent management 
programmes: Emerging Leaders 
Development Support (ELDS) 
and Accelerated Development 
Support (ADS). These 
programmes are designed to 
identify, nurture and maintain 
a steady flow of future talent 
across the group.

Succession planning
Our aim is to minimise business 
risk and ensure continuity by 
ensuring we have contingency 
plans in place for all critical 
roles. We define a critical role 
as approved (a status required 
by relevant regulators) and/or 
crucial to the achievement of 
our business objectives.

Graduates and interns
Graduates help to support our future growth. We continue to 
put a focus on the structured development of our graduate 
population through our graduate and award-winning internship 
programmes. Our group-wide graduate programme continues 
to cover a wide variety of disciplines, including finance, 
actuarial and IT, and we’ve increased our number of cross-
group moves, including international placements during 2013. 
To strengthen our global capability for this population we 
began recruitment activity in Montreal, Boston and Hong Kong.

Creating a balance
A great example of collaboration 
between Standard Life and its UK 
Employee Association, VIVO, was a 
survey conducted with members of the 
group’s senior population, to explore 
feedback on the long hours that some 
were felt to be working. VIVO felt 
it was necessary to do something 
about this and designed the survey 
in partnership with our health and 
safety and people teams. 

The results were presented to our 
chief executive and executive team. 
We’re actively working together to 
address any issues raised through 
the feedback. Our executive team 
also asked that all future findings 
and actions from this survey are 
presented back to them. We will 
ensure that actions are aligned 
with our wellbeing activities. 

of the leaders who have been 
through the ELDS programme since 
it began in 2010 are still with the 
company and continue to develop.

Of the critical roles 
we have in our 
organisation...

58%
have a 
‘ready now’     
successor

96%
have a 
contingency 
successor

89%
have a successor 
ready between 
now and two 
years  

Our employee association, VIVO, is 
recognised as a leading consultation 
and information body by independent 
specialist Involvement and 
Participation Association (IPA)

Vivo

80%

Bridge

KPI
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Wellbeing
We took part in the Global Corporate Challenge 
again in 2013 – our second year. The Challenge is 
a worldwide get-fit and motivational initiative for 
corporations. Our allocated places were all taken in 
the first day and we made excellent progress against 
our 2012 results.

Diversity
Our Women’s Development Network, 
launched in 2011, has continued to 
grow and now has over 380 members. 
It’s a self-managed network, sponsored 
by two senior executive members (one 
female and one male). The Network is 
open to all employees and runs regular 
workshops and networking sessions. 
Over the year, 90% of its members 
attended at least one event. 

 

We launched a new network for our 
Lesbian, Gay, Bisexual and Transgender 
(LGBT) employees in 2013. We ran 
a group-wide campaign to promote 
the launch and to encourage people 
to join. The network offers members 
information, support and advice as 
well as networking opportunities right 
across the group. 

Our talent pipeline 
continues to show a 
healthy male/female 
mix with 58%

females joining our 
graduate programme 
in 2013

Figures are as of December 2013

Standard Life came 9 out 
of 1,200 organisations 
that took part

We burned off 

69,063,312 
calories

Our people walked 

1,712,879,750 
steps

During 2013, we also delivered other 
activities to help raise awareness of 
diversity in the workplace including 
mandatory diversity training, a new 
group-wide employee intranet site, 
and champions representing all our 
businesses.

Our Women’s Development Network 
received a “Highly Commended” 
award at the 2013 European 
Diversity Awards.

67%
of our people are now more 
aware of Standard Life’s 
commitment to well-being and 
the health of its employees



Our customers

Our people

Our environment
Our community

Operating responsibly  

Looking forward

Our customers

Our people

Our community

Operating responsibly  

Looking forward

Our environment

Setting the scene Setting the scene

Summary Summary

Sustainability report 2013   17  16  Sustainability report 2013

In 2013 we looked further at how behavioural 
change can help to reduce our carbon footprint. 

31% of pledges were 
to walk to work

30% of pledges were 
to use public transport

85%     of our people 
who made a Green Travel 
Week pledge said that 
they completed it

How did we engage our people? 
We ran a campaign asking our people to pledge 
to make a change to the way they travel. We had a 
great response and we shared the stories people 
told us about their pledges to inspire more to get 
involved.

Green Travel Week 
Our first group-wide Green Travel Week aimed 
to get our whole company thinking about the 
difference they could make – whether travelling as 
part of their role or simply commuting to work. Only 
business critical flights could take place during 
Green Travel Week, and the whole executive team 
committed to being grounded for the week.

Greener travel
As our business continues to expand 
globally, the challenge to reduce 
our carbon footprint grows. To be 
successful in all our markets, it’s 
important that our people – when 
necessary – travel to different parts 
of the group, to build relationships to 
deliver our business objectives. This 
can mean a large amount of air travel 
for our people.

Tools for greener working
The technology we provide for our people plays 
a big role in the amount of business travel we 
do. The collaboration tools we’ve put in place as 
part of our Digital Workplace Programme have 
helped our people do business with colleagues 
across our different territories, often without 
having to leave their desks. During Green Travel 
Week, our technology experts were on hand to 
provide support to anyone using collaboration 
tools for the first time.
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Making a lasting change
Behavioural change means more 
than a one-off exercise. Doing this 
successfully means a long term change 
in the way people approach business 
travel, so getting the right insight helps 
us make this work more meaningful. 
As part of our Green Travel Week we 
took part in a piece of research with an 
organisation called Global Action Plan. 
Global Action Plan interviewed some 
of our most frequent travellers to find 
out more about their travel habits. This 
work, alongside the feedback from our 
Green Travel Week, gave us valuable 
insight to think about how we can 
influence behavioural change in the 
future.

During Green 
Travel Week 
cyclists could 
have their bikes 
serviced for 
free in two of 
our Edinburgh 
buildings

When it comes to lowering our carbon footprint, it’s not just travelling to our different premises that makes a 
difference – it’s also how we manage the premises themselves. 

One of our biggest environmental investments in 2013 was a programme to replace the cooling system in our 
head office building, which is used to air-condition the building in the summer and cool the communications 
equipment rooms all year round. The work to complete the upgrade is due to finish in early 2014 and the new 
system will, we believe, have a big impact on the CO2 emissions we produce. The estimates show the new 
cooling system will half the CO2 emissions of our previous cooling system and save us around £90,000 on our 
energy bills in the first year.

And across all of our buildings, we’ve upgraded the management systems that control machinery and equipment 
and report any alarm situation. It’s given us a great opportunity to identify the changes we could make to improve 
how efficiently we operate these systems, which can help us reduce our carbon emissions further.

Our 2013 carbon footprint is 
32,796 tonnes CO2e

Since 2012 our like-for-like carbon 
footprint has fallen by 1.5%

Our company cycling club offered to buddy 
up with new cyclists, providing invaluable 
advice

We believe that the more awareness we have of our environmental 
impact, the more scope we have to make positive changes.  

With this in mind, we have incorporated our Hong Kong office 
emissions data into our carbon footprint for 2013 onwards, 

as this is an expanding part of our business.  In addition, the 
class of travel affects the environmental impact - the higher 

the class, the greater the emissions - and so we have taken 
this into account within our carbon calculations. 

CO2 equivalent includes carbon dioxide and two 
other relevant green house gases 

We were featured in the Climate Disclosure Leadership Index, run by the Climate Disclosure Project 
(formerly Carbon Disclosure Project). It’s a key measure of how businesses disclose climate change 
information. It highlights FTSE 350 companies that are leading the way in managing this – in how they 
measure their emissions, manage their data, and understand the risks and opportunities that come with 
climate change issues.

This does not include our Hong Kong emissions

KPI
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Employability
To us, employability is about working to help improve the opportunities that people 
are afforded in society. We’ve built up a great deal of experience in addressing this 
issue, and it was the focus of our community activity during the year.

Spotlight on Edinburgh Guarantee
We’ve been seeing increasing numbers of 
young people leaving school without clear 
career prospects in the communities around 
us. The Edinburgh Guarantee programme is 
a partnership between local businesses and 
The City of Edinburgh Council, and it’s helped 
build up important interest in creating career 
opportunities for school leavers. It provides 
a real chance to start a meaningful career 
through paid work experience and a chance of 
a permanent job. As part of our company wide 
commitment, the young people who work with us 
are paid the UK Living Wage.

Since the programme started in 2012, we’ve led 
the way in showing how our industry can play its 
part. It’s also helped us discover a huge amount 
of talent for our business and enhanced the 
diversity of our workforce. 

young people have 
taken up placements 
since 2012

54

young people 
graduated from our 
most recent 2013 
intake

15

of this 15 are 
now permanent 
employees

10
and one of our managers completed a 
secondment at Edinburgh City Council 
to support this work

We’re a large employer with over 8,500 employees around the world. 
This carries with it a big responsibility: to our people, their families and 
the wider communities where we operate.

Employability is not an issue that one company can fix. In 2013 we have been working as sector 
champions for the Edinburgh Guarantee programme, sharing learning and best practice with others in 
our sector. We have also taken opportunities to share best practice and learning across other sectors 
such as retail. 

We’ve started this work in Edinburgh, but its principles are universal. We’re looking to get involved with 
similar initiatives in other parts of our business.

In total, in 2013 Standard Life has 
contributed£1.56mto communities

Standard Life 
Investments recruited 
seven young people 
on an Investment 
apprenticeship as part of 
their ‘Investment 2020’ 
initiative

We made a £65,000 donation to 
the ‘Tomorrow’s People’ charity 
to provide work skills to 60 of the 
most disadvantaged young people 
living in Kent, UK

In Canada, we donated CAD$10,000 
to the Working Skills Centre and 12 
of our employees volunteered too, 
offering practical skills and advice 
to people from disadvantaged 
backgrounds seeking employment

We donated 
CAD$10,000 
each to the Le 
Boulot Vers 
and Fondation 
Ressources-
Jeunesse

KPI
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A bright future for young people 
in Canada   
For many years, Big Brothers Big 
Sisters of Canada (BBBSC) has been 
developing mentoring programmes 
for children and teenagers. 
They’ve helped make a positive 
difference to the lives and career 
prospects of over 40,000 young 
people in Canada – teaching them 
the importance of giving back, of 
staying in school, and of respecting 
family, peers and community. Our 
Canadian business has raised 
almost CAD$1m for BBBSC since 
2009 – and in 2013 we renewed our 
support. This will help them keep 
recruiting volunteer Big Brothers 
and Big Sisters.

Learning skills for the world of work

The Hong Kong Society for the Protection 
of Children promotes the care, education 
and social development of children and 
families in local communities. In 2013 
we worked with them to provide work-
shops for high school students, helping 
to prepare them for employment. These 
included interview skills, career planning 
and team projects.

We also partnered with a local university 
to run a project for students to prepare 
a business proposal for us. The project 
was designed to test and develop their 
problem-solving abilities, based on 
real-life business examples. We had 
employees from all different levels of 
our company getting involved, including 
senior management.

In September, hundreds of BBBSC mentors and their mentees attended The Big Concert, an 
event we organised for them with the Orchestre Symphonique de Montréal (OSM). This provided 
a unique opportunity to celebrate three anniversaries – the 80th, 100th and 180th anniversaries 
of the OSM, Big Brothers Big Sisters and Standard Life Canada respectively. Through this concert 
we helped to raise over CAD$107,000 for the Big Brothers Big Sisters programme.

We also continued to support other important 
initiatives in the communities in which we operate – 
across the UK and further afield

was raised to help 
victims of Typhoon 
Haiyan in the Philippines

£34,481

£652,275
raised for our 
charity partners

This includes fundraising by our 
people and company contributions 

This includes fundraising by our 
people and company contributions 
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Donating our time to good causes
As an alternative to traditional 
volunteering initiatives, we 
piloted a new way to help 
organisations by donating the 
skills and expertise we use at 
work. We’ve achieved some good 
results already. For example, 
we’ve helped companies develop 
risk and control frameworks, 
reviewed business plans and 
provided valuable input to their 
boards. We started this work in 
2013 with our finance team, and 
we’re looking to do more of this 
in different business areas across 
our group.98

work 
experience 
placements

6,858
5
additional  
paid leave 
for spouses 
and partners 
of service 
personnel

Total number 
of Standard 
Life hours 
donated to 
support the 
community

Standard Life and the Armed Forces
Serving personnel and their families face particular 
challenges, such as being deployed overseas. We signed the 
UK Armed Forces Corporate Covenant – an initiative set up 
to support serving members of the Armed Forces, and their 
families, in the workplace. We also announced that we would 
be improving our special leave policy for UK employees – 
offering up to five days additional paid leave, and allowing 
temporary changes to working patterns for spouses and 
partners of Service personnel deployed overseas. This 
complements what we offer employees who are also 
Reservists – people who volunteer to serve alongside the 
Regular Forces. They’re allowed an additional two weeks paid 
leave to take part in their training.

Through the Standard Life Charitable Trust (an independent
charity set up by Standard Life in 2009) we also helped to
launch a new money guidance service for Armed Forces
personnel. MoneyForce introduces a structured financial 
education training programme into all Armed Forces basic 
training for the first time. This is supported by
the website – www.moneyforce.org.uk – which offers help on 
a wide variety of money-related matters including budgeting,
banking and managing debt.

days
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http://www.moneyforce.org.uk
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Investments
We consider ESG risks across our investment process. We believe that companies with sound governance 
and environmental practices are likely to enjoy comparative advantage over the long term to those that 
don’t. 

Where possible, we use our influence to encourage best practice to help protect and enhance the value of 
our customers’ investments. We do this through a programme of regular engagement with companies to 
encourage greater transparency and accountability and compliance with UK and international codes of best 
practice on ESG issues. In 2013, we have asked many companies’ boards about their values and behaviours 
and how they ensure the “tone from the top” is communicated effectively throughout their organisations.

Voting is the primary way we can exercise our clients’ rights as shareholders. It can be an effective way for 
boards of companies to be held to account, with a view to further engagement if needed. We publish full 
records of our voting, including a short explanation of our voting decisions at

http://www.standardlifeinvestments.com/governance_and_stewardship/index.html

We’re using our influence to drive sustainability forward with 
our suppliers and through the investments we make for our 
customers.

Supply chain
In 2013 we began an important piece of work with a cross-section of our key suppliers, 
which included sending a pilot questionnaire to find out more about their approach to social 
compliance and diversity, sustainability, and health and safety issues. The responses to the 
questionnaire helped give us a more detailed picture of the policies, processes and structures 
our suppliers have in place to meet their Environmental, Social and Governance (ESG) 
responsibilities. This work has helped to foster stronger relationships across our supply chain 
that we aim to build on in 2014 and beyond.

We are developing a wider Supply Chain Diversity and Sustainability Programme, which will be 
rolled out in 2014. We are planning activities to encourage areas of the business to work with 
and offer help to more local suppliers, particularly Small to Medium Enterprises (SMEs), as part 
of a strategic aim to diversify our supplier base. To help encourage this further, we have also 
created a Supplier Diversity and Inclusion Code of Conduct which will be launched in 2014.
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Total number of 
ESG engagements

Total number of 
shareholder voting 
activities 1,939
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Legislation and 
government policy
There are a number of laws, 
regulations and government 
policies that impact on the way 
we do business and we need 
to be well-positioned to meet 
all their requirements. Some 
of these activities are ongoing, 
but they form part of our overall 
strategy.

Auto enrolment
The UK government introduced 
regulations on 1 October 
2012 to help improve 
workplace saving. We believe a 
successful implementation and 
development of auto enrolment 
is critical to the future prosperity 
and economic security of the 
UK.  As the largest provider of 
private workplace pensions in 
the UK, we have a key role to 
play. So far, we have enrolled 
over 220,000 people across 
250 pension schemes with an 
average opt-out rate (where 
people decide not to pay into a 
pension) of less than 10%.

Risk management
Our risk management strategy 
plays a big role in helping us 
generate long term value for our 
customers, our shareholders, 
and our business. We’ve 
designed it to make sure that 
we can expect a good return 
from the risks involved in the 
business decisions we make. 
Our Enterprise Risk Management 
(ERM) framework supports 
this by enabling risks to be 
identified, assessed, controlled 
and monitored holistically, 
objectively and consistently in 
line with our risk appetite. 

Anti-bribery and corruption 
Our employees should feel 
supported to raise concerns 
in confidence, about possible 
wrongdoing in financial 
reporting, potential bribery 
and corruption, or other 
matters. We have a dedicated, 
independent Speak Up 
helpline they can call and any 
issues raised are followed up 
and investigated. We have 
conflicts of interest, anti-
bribery and anti-financial 
crime policies and online 
training available across the 

company to help our staff 
understand their role 

when it comes to 
these issues.

Corporate governance
We are committed to the 
highest standards of 
corporate governance and 
ethical behaviour in directing 
the group’s affairs and its 
accountability to shareholders. 
Our board directors believe 
these are key to managing 
our business effectively and 
delivering shareholder value 
over the long term. All our 
directors see the UK Corporate 
Governance Code as an 
important tool in supporting 
how we deliver the group’s 
strategy and as an opportunity 
to drive and support effective 
behaviours at the Board and 
across the group.  
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Solvency 2
The Solvency 2 Directive aims to 
improve risk and capital management 
across all insurance companies. It 
has an impact on our business, and 
it’s relevant to our sustainability 
strategy. We have an ongoing 
programme to deliver Solvency 2 that 
has several objectives:
• to optimise the regulatory capital 

position of Standard Life
• enhance the risk based decision-making 

culture within Standard Life
• improve operational efficiency within 

Standard Life
• deliver timely and insightful finance, 

risk and capital reporting.

We have built a strong set of 
relationships across legislative and 
regulatory bodies in the UK and 
in Europe to ensure that we have 
had an active voice during the 
development of Solvency 2.

Good governance



Our customers

Our people

Our environment

Our community

Operating responsibly  

Looking forward

Summary

Our customers

Our people

Our environment

Our community

Operating responsibly  

Summary

Looking forward

Setting the scene Setting the scene

30  Sustainability report 2013 Sustainability report 2013   31  

We’re an 
industry leader 
in the Dow Jones 
Sustainability 
Index

We’re renowned 
for employability 
leadership

We’re sector 
leaders in 
managing 
talent and 
diversity

Being 
sustainable 
is integral to 
our company 
purpose

We’re a trusted, 
long-term 
partner for our 
customers

We have a 
reputation as 
a responsible, 
long-term 
investor

We’re pleased with the progress 
we’ve made this year.  To ensure 
we remain focused, we have also 
set out our ambitions for the next 
three years.

leadership 
Sustainability



You can keep up to date with all our sustainability news online at: 
www.standardlife.com/sustainability
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