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A little bit about us...



We plan, create and manage
corporate websites, apps and
social channels

A e
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Helping companies to

with,
and their
audience so they can build
stronger, trusted connections
with the people that matter
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Real world experience

700 | 2000 B 6 | 250K

Website International International Organisations
clients clients offices in our Al
database

Real world expertise

Communicate Magazine CFA Awards 2015

Anglo American won two awards for the website we had worked with them on. The first award was for ‘Best
Corporate Website' and the second was for ‘Best Online Annual Report'. The judges were impressed with the
way the website engaged a diverse groups of stakeholders, delivering relevant content to both the group and
regional areas. One judge said, “The results are inspiring. They show what a strong website can achieve”

¥ @investis JNVESTIS
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Digital and the
communication mix...
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with the financial
community
é

Investment analysts & Shareholders &
financial community Investors

=\ D@
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Raising awareness with a broader
multi-stakeholder audience

Investment analysts & Shareholders &
financial community Investors

Y @investis JINVESTIS
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Effective communication is vital
across traditional & digital channels

)3
‘ i ; ioioi

4

Meeting face to Reaching out Connecting
face through the media online

YWainvestis  INVESTIS



Think digital...

Y @investis

12

JINVESTIS



13

The corporate website
is the traditional focus
of a company’s digital
comms

yd
g 0000 T
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But everyone's
talking about
mobile and social

channels...

investis JNVESTIS




So, is the corporate
website dead?

Y @invest
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S0, 1s the corporate
website dead?

Y @investis
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Institutional investors continue
to use IR websites for research

84% of institutional investors use the IR website as part
of their research process.

&
STOR R amioNS WESS
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The quality of a cormpany website
continues to i177f/uence attitudes
to the investment proposition

Significantly Some

\

23%
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And it plays a key
part during events

19
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the year's major
communication event

Results \ ~nnual
Day Report

WMMmmm‘num

OCT NOV DEC JAN FEB MAR APR MAY JUN JUL AUG SEP

SOURCE: INVESTIS 1Q ANALYTICS DATA FOR IR SECTION OF UK SMALL CAP COMPANY OVER 12 MONTHS Y @investis JINVESTIS
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A week before results

=i ' Investment & banks

} Financial services

Media

- Competitors 15
} Government

&  Legal firms

@
l.--1
1 I
One week bhefore
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The day before results
anticipation builds

== ' Investment & banks
} Financial services

E} Government

-'l ll
& Legal firms e I .

One week before One day before
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Onresults day m

=i ' Investment & banks
Financial services
- Media

- Competitors

m Government

& Legal firms

23
15
1’5 || | I |
-l- Il l

One week before One day before Results day
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Who's using the corporate
website during the IPO process

Law Pricing announcement

B Government _
W Competitors -'.?:31::‘-..

Media
W Financial services
B Investment & banks

Public listing
_

@investis JNVESTIS

Announcement day




How eftective is your
corporate website?

Y @investis
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indices

countries

Criteria

in last 12 months
companies in total

the digital corporate comms benchmark

Y @investis JINVESTIS
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IBEX 35:47%

Social Website Content Multimedia Usability Mobile

LI
IBEX 35 scored Q1 2015

¥ @investis INVESTIS



Overall Global Scores

INDEX SCORE DATE SCORED
oo . e aquos
OMXH 25 63% Q12015
DOW JONES 58% Q12015
FTSE 100 58% Q12015
OMXS 30 56% Q32014
S&P 100 55% Q12015
NYSE US 100 55% Q12015
Euronext 100 54% Q12015
OMXC 20 53% Q12015
SMI EXPANDED 49% Q42014
NASDAQ 100 48% Q12015
ATX 20 48% Q12015
IBEX 35 47% Q12015
MDAX 46% Q4 2014
OBX 44% Q42014
FTSE 250 43% Q42014
MICEX/RTS 38% Q42014
WIG 30 36% Q32014
es20 0 3% Q205
UKIPOs 32% Q12015
TA-25 28% Q42014

The Investis Quarterly (IQ) benchmarking service (Q2 2014 — Q1 2015). Y @investis JINVESTIS



Top 5 Performers IBEX 35

1. Iberdrola 2. Repsol 3. ArcelorMittal

A

'IBERDROLA { = RERrOL ' ) — ArcelorMittal

AT U | PO STANABUTY| RS T00W | SIATEIOLDER 0 WESTORS | eS| ST |

BERDROLA GROUP ; .
Repsol obtiene.unbeneficio de

i ®
1.399 millones de euros Infroducing USIBOR
s ool

s nota now brand ofcar.Lis a new brand o

FOLLOW US ON.

En BBVA nos estamos transformando
para hacerte la vida mas facil y cambiar
lo que tu banco significa para ti

BCE

I 64%

29
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Many companies still haven't
embraced digitals’ unique
opportunities & challenges

B 1BEX 35 S PSI20 W DAX 30

74%
(0)
64% i 1%
56%
48% 51% 47%
4% 46%
36% 359
% 33%
29%
9 15
6

Content Usability Mobile Multimedia Social Media Overall
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Despite the relative maturity of
digital comms, content remains a

challenge for many
B 1BEX 35 ] PSI 20 L IPo
e
62% 64% 64% 63%

58%

About Us IR Governance Media CSR Careers

Y @investis JINVESTIS



ANNUAL REPORT.
THE FOCUS OF

MANY COMPANY'S
CORPORATE

32
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ANNUAL REPORT.

33

Designed for print.
Reproduced online.

Y @invest

is JINVESTIS



An online report microsite

or just a PDF.

or integrated
)y company

nce Products Innovation and Technology Sustainability Investor Relations Media Jobs & Careers » ";ﬂ select country

CUSTOMERS

JOURNALISTS

INVESTORS

SUPPLIERS

JOB SEEKERS

 world » | BN [ BN B )
o o -’_-
02 +) - Saipem: € 12.92 ( ) - Eni: Milan: € 16.46 ( + 0.00 + ) - Eni: New York: $ 42.02 ( + 3.02 + ) - Saipem: € 12.92 ( ) - Eni:
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ONE  GROUP RESTRUCTURNG 60

Developing

Y @investis
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But on/ine reporis generate very
little web traffic

Online reports get just 2% of website traffic.

ONLINE REPORTS
WEBSITE
TRAFFIC .

"

w
=]
e~
w0
Z
D
%
%
(7
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The report microsite lifecycle

- but soon forgotten.

e
6000 ....................................................
SO0 |

SOURCE: INVESTIS 1Q ANALYTICS DATA FOR SMALL CAP COMPANY OVER 12 MONTHS Y @investis ANVESTIS
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So how do you
encourage readership of
key narrative?

Y @investis JINVESTIS
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The embedded report is
a great solution

About aluminium  Products  Our future

Annual Reporting

Creating a global winner

Key developments »»  Key figures »

A NEW KIND
OF INDUSTRIAL | "
COMPANY ‘

Letter to shareholders »

GE'S MISSION ISTO
INVENT THE NEXT

Y @investis JINVESTIS



Increased readership across the

entire year - peaking at events.

LU e
. Report site visits over year.
Embeded report.
B0 il |l e
3 0 O 0 i —— e
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the corporate
website...

Y @investis
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Effective communication...

...Imeets the needs of both the company and its audience.

Y @investis JINVESTIS



Accurate
information
Timely
publication

Y @investis
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Promote
Investment case
Contextualise
change

Accurate
information
Timely
publication

/

Regulatory
requirements

Y @investis
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Promote
Investment case
Contextualise
change

Accurate
information
Timely
publication

Comms priorities

\

/

Regulatory
requirements

Y @investis
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Value

the business
Assess

the opportunity

JINVESTIS



46

Promote Value
investment case the business
Contextualise Comms priorities Audience needs Assess
change the opportunity

\ /

/

Accurate Peer
information digital landscape
i Regulatory Emerging

Timely requirements -
publication digital trends

Y @investis JNVESTIS
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Promote Value
investment case the business
Contextualise Assess
change the opportunity
Accurate Peer
information digital landscape
Timely Emerging
publication digital trends

¥ @investis INVESTIS



Influence opinion and drive behavior

Prioritizing

With apologies to Maslow

Avoid regulatory sanction



Influence opinion and drive behavior

Prioritizing

With apologies to Maslow

Meet audience expectations

Promote investment case Value the business

Contextualize change Assess the opportunity

Meet regulatory requirements

Avoid regulatory sanction



Six areas for

Y @investis
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Themes

We've identified 6 key areas in which investors and analysts want more
from companies and how you can use digital to deliver them:

Strategy & Business Market Performance & Webcasting Sustainability
business model context context KPI's

Achieve your aims and satisfy your audience

Weinvestis  |[NVESTIS



Strategy & Business model

Why?

‘For the investor it can be difficult to decipber a clear company strategy
from all the media pundits out there. A good IRO needs to work closely with
management, particularly the CEQ, to understand this and to articulate the
strategy to investors with data and benchmarking to back it up’

Sell-side Analyst : European Investor Perception Study 2015, IR Magazine

Y @investis
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how companies are IBEX 35
responding online 51%

The Investis Quarterly (IQ) benchmarking service (Q1 2015)

¥ @investis INVESTIS




Conocer Repsol Responsabilidad Corporativa

rRap

Perfil de compafiia Vision de futuro
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Themes

We've identified 6 key areas in which investors and analysts want more
from companies and how you can use digital to deliver them:

Strategy & Business Market Performance & Webcasting Sustainability
business model context context KPTI's

Achieve your aims and satisfy your audience

Wainvestis  INVESTIS



Make it easy for investors to understand the nuts and bolts of your
business - the ‘who we are’ and ‘what we do’ from locations and history to
product mix and customer segmentation.

It's a key component of every prospectus, but many of the recent IPO’s
provide only a superficial explanation online.

Why?

‘Iwould like more

‘Mode and speed of delivery are irrelevant without sound : : .,
operational information

content and breadth of information’

Sell-side Analyst : European Investor Perception Study 2015, IR Magazine

Y ainvestis INVESTIS



bow companies are
responding online

The Investis Quarterly (IQ) benchmarking service (Q1 2015)
Y @investis JINVESTIS




A

THROUGH SUC
OR. IN THE UK.

vhesion
Daring

OUR VISION HISTORY

GDF Suez E&P UK | 1997 - 2015

‘SOUTHERN NORTH SEA _1

CENTRAL NORTH SEA :

WEST OF SHETLANDS I




2 WE ARE DIVERSE

NAMED ON TOP
CORPORATIONS
FOR
WOMEN'S BUSINESS
ENTERPRISES

:kﬁ"b

At WE ARE GROWING

ESTABLISHED I886
IN ATLANTA BY CREATOR,

JOHN PEMBERTON

DAILY AVERAGE SERVINGS

Coca-cola

- OF CONSECUTIVE

. INCREASES

<2 WE ARE GLOBAL

f;/ OF THE WORLD'S POPULATION
J) RECOGNIZEOUR RED & WHITE LOGO

- VIA: BUSINESS INSIDER
EN ASSOCIATED  WERERECOGNIZED
H HAPPI SS
IN I'ACY CUCA -COLA MEANS L
susreiness | AL UABLE
BRAND

J\\

S HAPP!
INMANDARIN

% WE ARE DIVERSE

FOR
MULTICULTURAL
BUSINESS
OPPORTUNITIES

RANKED
ATOP
ORGANIZATION

NAMED ON TOP RANM

IKED FOR
CORPORATIONS ’" ’—

WOMEN'S BUSINESS
ENTERPRISES

AT
Fh':[.[![/_lr}m[! OPPORTUNITIES

Tt WE ARE GROWING I

LISHED 1886
ITA BY CREATOR,
EMBERTON

F_',— -

53 YEARS
OF CONSECUTIVE
ANNUAL DIVIDEND
INCREASES

) BILLION-DOLLAR

" PORTFOLIO
We pride Ives on our finest asset:
OUR PEOPLE [ ucerovreone 4

POO0 RANKED AMONG THE WORLD'S
VIPLOYERS

et ‘ WITH MORE THAN 700,000
F SYSTEM EMPLOYEES |NCLUD|NG
,2014 OUR BOTTLING PARTNERS

4 < YE

/\_)f\_l

OUR BRANDS [ o3

ANNUAL DIVIDEND

D a NI O r SPARKLING BEVERAGES, JUICES AND
GE JUICE DRINKS, AND READY-TO-DRINK
PROVID FF‘ OF TEAS AND COFFEES GLOBALLY

GLOBAL REACH [ oo ovmeen 4

THE COCA-COLA OUR OPERATIONAL REACH ENCOMPASSES
COMPANY IS +200 COUNTRIES WORLDW

THE WORLD'S ACROSS 6 OPERATING REGIONS
L ((3) EURASIA & AFRICA, EUROPE, LATIN AMERICA,

BEV iJ) NORTH AMERICA, PACIFIC AND BOTTLING

FINANCIAL STRENGTH

[
DISTRIBUTION SYSTEM



Iberdrola

(@ NoOTICE - Outlook 2014-2016

» #JUSTZCHALLENGE

The challenge starts NINE MONTHS 2015 RESULTS INFOGRAPHIC [FDF] | GUIDANCE 2015 [PDF] | RESULTS PRESENTATION [PDF] | CAPITAL MARKET DAY

read more 2
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IBERDROLA 2015

read more Nine months reSUItS

GUIDANCE 2015

Good performance of Regulated businesses allow us to
confirm Guidance for the year and the achievement of
2016 Outlook a year in advance

Year end business Evolution Guidance 2015 vs year end 2014
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Themes

We've identified 6 key areas in which investors and analysts want more
from companies and how you can use digital to deliver them:

Strategy & Business Market Performance & Webcasting Sustainability
business model context context KPTI's

Achieve your aims and satisfy your audience

Weinvestis  |[NVESTIS



Market context

Why?

‘Background information and plenty of data around markets
the company is involved with are so useful’

Sell-side Analyst : European Investor Perception Study 2015, IR Magazine

Woeinvestis INVESTIS



bhow companies are
responding online

IBEX 35 DAX 30
43% 44%
PSI20
30%

The Investis Quarterly (IQ) benchmarking service (Q1 2015)
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Emerging markets

Orverell, the long-term outhook for many emerging markets remains bright given the ongeing structural transformation of economic
tems. With income levels rising. consumer spending, particularly in Asis, positioned on an upward trajectcs

However, although a boon for many commeodity-importing countries, low oil prices pose major revenue challenges for the world's large-

commeodity exporters. In combinstion with exchange-rate depreciation. this trend could grow into infistionary pressures and

corresponding capital movements. For example, Brazil's economy has stalled in the face of falling energy revenue and a less-ambitious

reform agenda. Russia. meanwhile, has fellen into & deep re ion due to in part declning od revenues and severe exchange rate

depreciation

Althcugh a net beneficiary of low oil prices, China is encing slower growth, though st more sustainsble levels as its economy

matures. With a necessary reduction in excess capacity in real estate and parts of manufacturing, and with a challenging process of

rebalancing the banking system, cyclical forces will represent a noticesble drag on short-term growth. Policy reform and solid

fundamentals support medium-term growth.

India recently started unlocking its potential and is now on its way to becoming the fastest growing large emerging market—an

achievement widely credited to the new government’s business-friendly policy reforms.

World economy continues acceleration

2014 GDP, Billions real (2010) U.S. Dollars 2015-2025 CAGR (%)

$2,000

Y @investis
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BP

bp BP: GBp 443.15 #(+1.8) USD 40.55 #(+0.02)*

L

BP Global | BP Worldwide

About BP Products and services Sustainability Investors Press Careers Gulf of Mexico restoration

Statistical Review of World Energy

The BP Statistical Review of World Energy shows how major
changes in energy production and consumption last year
affected prices, the global fuel mix, and carbon dioxide
emissions

Find out more >
Energy charting tool

Six remarkable facts from 2014 >

Natural gas: the fuel of the future »

Statistical
Review 2015
webcast >

BP Sustainability Report 2014 - /- UK customers: : VA —
download the new report or read 7 ! PizzaExpress i ; Data types (¢
online in full > promotion > R . 7 ‘ § I
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Themes

We've identified 6 key areas in which investors and analysts want more
from companies and how you can use digital to deliver them:

Strategy & Business Market Performance Webcasting Sustainability
business model context context & KPI's

Achieve your aims and satisfy your audience

Weinvestis  |[NVESTIS



Performance & KPI's

Key earnings ratios and other performance metrics are core to
understanding how a company is actually performing.

Providing this data in excel files and visualizing complex data makes it
easier for your main stakeholders to identify the elements most important
to them.

Why?

‘More transparency: we want color that’s not in written
releases’

Sell-side Analyst : European Investor Perception Study 2015, IR Magazine

W @investis  INVESTIS



Performance
& KPI's

bhow companies are
responding online

DAX 30
61%
IBEX 35
47%
PSI 20

33%

The Investis Quartetly (IQ) benchmarking service (Q1 2015)
Y @investis JINVESTIS
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 GRUPO CATALANA OCCIDENTE 70

Catalana PRESS CORPORATE RESPONSIBILITY GROUP BRANDS
Occidente

o | T

Investors Investors

Catalana Occidente Group increased
by 14.8% Attributable profit to 219.3
M€

|

Calendar

02/02/2016
Iberian conference - B. Santander -
Madrid
29/10/2015
of the results of
IR App

29/10/2015
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Anglo American

(

@ AngleAmerican

— MENU INVESTORS FINANCIAL RESULTS CENTRE

RESULTS HIGHLIGHTS

Preliminary Results 2014

HOME GROUP WEESITES

PRELIMINARY RESULTS

Anglo American announces significant operational improvements amid

sharply lower commodity prices. o
* Read the results highlights

Delivered on all major commitments for 2014 — operational performance,
project delivery and portfolio restructuring targ

Strong operational performance across every business (4% production

Read the press release

increase on Cu Eq. basis) View the presentation slides

Group underlying EBIT of $4.9 billion, a 25% decrease due to sharply
weaker commodity prices ($2.4 billion underlying EBIT impact), partially View the webcast

offset by weaker producer country curre s ($1 3 billion positive impact
to underlying EBIT) and increased production and sales volumes.

price-driven impairments of $3 9 billion, including $3 5 billion at Minas-
Rio.

Net debt of $12.9 billion as at 31 December 2014 (2013: $10.7 billion), INTERIM RESULTS

with $15 1 billion of liquidity; $1 7 billion of bonds maturing in 2015 and

Special items after tax and non-controlling interest include commodity
E Watch the video

Read the transcript

$1.6 billion maturing in 2016.

INVESTOR DAY

open PDF do y yo Y yad Adobe Reader.

AngloAmerican Mining for social value in Botswana. Philippe Mellier (chief exec, @
, debeersgroup) on the partnership. #Botswana2015 https://t co/N2La8HB8el 5 R

Site map Privacy & cookie policy Contact us

Accessibility Terms and conditions Sign up for aleris

MacBook Pro

439.70  14:0323 Nov 2015 | LSE GBp -6.80 W

¥
HONRRAE
al



Themes

We've identified 6 key areas in which investors and analysts want more
from companies and how you can use digital to deliver them:

Strategy & Business Market Performance & Webcasting Sustainability
business model context context KPTI's

Achieve your aims and satisfy your audience

Wainvestis  INVESTIS



Webcasting

Why?

‘Webcasts are extremly
helpful, especially when
you compare how much
time we used to spend
travelling’

‘Webcasts are very useful when investors haven't got time to
leave their desks. I wish more small and mid-cap companies
would do them, though'

Sell-side Analyst : European Investor Perception Study 2015, IR
Magazine

W @investis  INVESTIS



webcasting

IBEX 35

46%
PSI20

35%

The percentage of companies using audio
webcasting for earnings

Investis IQ Special Report: Results Webcasting (2015)

¥ @investis INVESTIS




webcasting

IBEX 35
239% DAX 30

17%

PSI 20
0% .l M.

The percentage of companies using video
webcasting for earnings

Investis IQ Special Report: Results Webcasting (2015)

¥ @investis INVESTIS




Themes

We've identified 6 key areas in which investors and analysts want more
from companies and how you can use digital to deliver them:

Strategy & Business Market Performance &  Webcasting  Sustainability
business model context context KPI's

Achieve your aims and satisfy your audience

Weinvestis  |[NVESTIS



Sustainability

Why?

It's in its infancy, but we're starting to hear about it

‘I think they pay lip service to it. The government regulations
force most companies to do something but I think many of them
would rather just be making lots of money'.

Sell-side Analyst : European Investor Perception Study 2015, IR
Magazine

‘Sustainability

communication has become

much better.’

Buy-side Analyst

Y @investis

JINVESTIS



IBEX 35

The average score of company sustainability content
on IR/corporate website.

The Investis Quarterly (IQ) benchmarking service (Q1 2015)
Y @investis JINVESTIS
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Arcelor Mittal

2014 Repori 3 cture

3 Products that create sustainable infrastructure

With the twin challenges of climate change and a growing world population, our long-term prosperity will depend on high-
quality construction, energy and transport infrastructure that's sustainable to produce, flexible to use, and endlessly
recyclable. This is especially important for the world’s cities, which will house nearly of the population by 2050.

3 Produds that create sustainable infrastructure
Why is this important to us?

)

Progress fo date

\

proaches are needed. Innovation, infra; e and enterprise
challenges we need to address along th

"...effective,
efficient
and easier
to recycle."
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Use digital to...

Add depth to your strategy
Provide context for your business and markets

Demonstrate transparency & consistency

Show sustainability as an opportunity not threat

Y @investis JINVESTIS



Changing

Y @investis
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Changing expectations

We've identified 6 mega trends that we think are shaping the future of
digital communications.

Multi-device ‘Me' centric @ Seamless cross
optimisation experience channel journey

Authentically @ Dialogue ‘ Engaged
Q human

Meet audience expectations

YWainvesis  INVESTIS



Multi-device optimisation

Connecting the experience across laptop, tablet,
phone, wearable and console.

From laptops to
smartphones and tablets
your audience is always
connected.

YWeinvestis [NVESTIS
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1 111 5 visits to corporate websites
are from a smartphone or tablet

Y @investis JINVESTIS



Visits to corporate websites

continue to rise driven by mobile.

Percentage increase in corporate website visits

BOU  rmmm o411
70% |— Mobile visits
60% +68 %

A Y 4. Y A W
50% |—
40% b AN N N
30% |
20% Mol o

Overall visits

10% — +5%
0% T L L1 1 L1 W\ A
10% |— N . ' ' Desktop visits
-20% ettt ettt en s \ ..°'.‘ .........................................

30% .
W
Mar13 May13 Jull3 Sepl3 Nov13 Janl4 Marl4 Mayl4 Jull4 Sepl4 Novi4 Janl5 Marl5
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Mobile

ARE A LEADING BRANDI
SINESS IN GB, IRELAND & FRA

Adapts and stretches Stripped down Super-slick experience
to provide a great user content and super-  with content available
experience for every screen efficient navigation  online and off

Y @investis JINVESTIS
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The percentage of companies with
amobile friendly solution has
improved greatly in the last year

55%
34%
20% o
% 110 1% & z
y v @QUely |
= E é = S
IBEX 35 PSI 20 DAX 30

Y @investis JINVESTIS
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‘Me'’ centric experience

What I want - searched, aggregated and curated,
how I want it, when I want it.




Flipboard

Content curration based solely on your individual
interests, allowing you to read articles on or offline.
VWhat you want to read, when you want to read it.

Me ril‘s Style Gaming (UK Edition)
t
A s

JI..MU L
Film (UK Edition) "%

»



BG Group

BG Group have developed
an interactive navigation
bar which allows users to
choose which countries,
categories and content

ALL DATES ALL COUNTRIES ALL CATEGORIES ALL CONTENT ALL KEYWORDS

Diversifying LNG strategies BG Group commits

. : and suppl BG Group completes sale of international initia
Th@y are IHTGFGSTGd 1M J[O b@ e ig_ym i TN 0 e QCLNG pipeline . tackle climate chan
BG GROUP ABOUT US WHERE WE WORK SUSTAINABILITY INVESTORS MEDIA CAR

pinned to the home page.

This navigation experience
centers around the specific
needs of the user, making
content easy to find and

Increasing Indigenous
Oil and Gas majors call for ; people’s participation in the
carbon pricing workforce in Australia

1 June 2015 28 May 2015

digest.
Queensland Premier and
Minister dedicate QCLNG
Train 1 Q1 2015 Results infographic Q12015 Results Tral
15 May 2015 8 May 2015 8 May 2015
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Seamless cross channel journey

Website, microsite, app, Twitter, Facebook, LinkedIn etc.




Anglo American B oo omeen

dtilize all channels Ty S
avallable to them
DOSting a wide variety
of content to engage,
inspire & inform their

O You like best?

Bl by e Pospla B Blieens

audiences.

Facebook is used
in a highly effective
manner with posts
requiring audience
participation.

Anglo American

Anglo American gloAn an - Jun 9
v #TriviaTuesday: Your de can only view this tweet because of
#copper cooling systems, like the one pictured here.

@ Anglo American

For centuries, iron has been the hidden might behind our daily lives. And
that won't be changing anytime soon. See how iron ore shapes the world
around us. http://l.ctx.ly/r/z7ik

Like - Comment - Share




YouTube is used for inform
audiences on a range of topics from
corporate story telling to outreach
projects and CSR.

Complex content is simplified
through the use of video allowing
stakeholders to digest information in
an easy and engaging manner.

Thinking differently to achieve results at our Rustenburg
base metal refinery - Anglo American

Sustainability

We've promised to create sustainable value that makes a real difference for all our stakeholders. See how we're making a difference that lasts.

Climate change and energy HIV and AIDS — Anglo Operational excellence — Water — Anglo American
usage - Anglo American American Anglo American by angloamerican

by angloamerican by angloamerican by angloamerican 287 views * 2 months ago
23 views - 5days ago 176 views = 2 months ago 321 views = 2 months ago
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Authentic human interaction

The humanised corporation.




Featured Story
Chevron's Top
Technical Minds

et the

Chevron excel at revealing
the people benind the
corporation. Their human
energy stories allows
people to meet the

aths | Chevron fellows  whose
¥ " vizionary work is helping
to shape the future of
energy.

Chevron



S1emens

A
J

:
41y
[
)

o
-
S
o
(%]
(@)
£

‘\?,'

<.
=

e




Dialogue
Responsive, meaningful conversations
with the corporation and its people.

99



FairTrade

In-depth & engaging content on this [ '
website covers a series of topical -
ISSues from the treatment of farmers O

& \/\/OfkerS J[O the rea| pﬂce 0 ]c gO‘ d FAIRTRADE WHAT IS FAIRTRADE? BUYING FAIRTRADE FARMERS AND WORKER

CONTACT US MEDIA CENTRE SCHOOLS SHOP F£

GOLD

Gold is a symbol of love, power and wealth the world-over. But look behind the glitz and the reality is
not so glamorous.

_ FARMERS AND

A TN T -

WURKERS /

PEOPLE ARE AT THE HEART OF FAIRTRADE

Choose from a product below to learn more about the challenges faced b
key sectors and how choosing Fairtrade products can change lives.

Did you know that there are over 1.5 million farmers and workers spread a
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Unilever TED talks

Unilever joined forces with global
non-profit organization TED to create a
platform for sharing inspiring stories and
making sustainable living commonplace.

=D @Unilever

‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘

Visitpage  View image

¥ @investis INVESTIS

A\rchives - Greyston
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Engaged
A rich experience that uses media to
increase understanding and entertain.




Beauty of Brewing

Bringing in different elements to the page at
different times




GE Website

WYSE 4 27.35 +0.1|

0000060 B

GE 1Q'15 EARNINGS

LEARN MORE —

y
|
z2"2 \* :
Tier4-Locomotive fBlbine § &0 N& N : LEAP Engine s

vestor Relations

Stock Information

Charts, dividend histary, quotes, historica

Financial Reporting = Events
Financiol Statements, Annual Reports, Upcoming and past events,

its, SEC filings, ¥-9C filings,

The GE websiteis a
fantastic example of

an engaging corporate
website that uses mixed
media to tell it's corporate
story. Embedded videos
and eye-catching images
capture the audience
attentions and offer an

in depth insight into the
workings of the company
and the product they sell.
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Moving towards digital
excellence

Y @investis JINVESTIS
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Tella better story

o

Y @investis JINVESTIS
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Tell a better story
across devices of all sizes

B

Y @investis JINVESTIS
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Tell a better story

across devices of all sizes
through the digital channels
that matter to your audience.

- D

@investis JNVESTIS
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questions ?

If you have any additional questions
please contact Davide Mastrosimone

WWW investis.es avide.mastrosimone@investis.com D +
' ' g david ' @i ‘ Q 346756198 48

Y @investis JINVESTIS



