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This is an ongoing process that is discussed at senior management 
level and requires the approval of our Executive Committee. We 
regularly monitor the progress we’ve made in delivering on our 
value-creating topics and whether they are still relevant. 

The IIRC framework  
became our compass. 

 

When it comes to measuring value, corporate reporting tends to 
focus on financial profit for shareholders. But how do you quanti-
fy social and environmental impact? Over the years, we found that 
there was no single standard. The options were vast and we need-
ed guidance, a clearly defined framework. 

After careful research, we opted for the framework of the 
International Integrated Reporting Council (IIRC) because of its 
simplicity and scope. Integrated reporting required us to inte grate 
the principles of the framework in our annual report, which at 
the time was mainly guided by the International Financial Re-
porting Standards (IFRS). Two different reporting frameworks 
had to work together and complement each other. Ultimately, we 
got our Executive Committee and finance team on board and we 
have had their backing ever since. And so the IIRC framework 
became our compass for reporting and has led our organisation 
to a greater depth of integrated thinking.

Our 2015 Annual Report was the first step on our journey 
of integrated reporting, disclosing both financial and non-finan-
cial results. We have meanwhile taken this further by embracing 
a new guideline, the Framework for Impact Statements, developed 
by the Impact Institute. The framework allows us to measure and 
report on integrated profits and losses, providing us with addi-
tional information about the value we create or destroy. Central 
to our impact statements is the concept of integrated profit & loss, 
a tool that helps us quantify and monetise our social, environmen-
tal and financial impact. Building on various pilot projects carried 
out since 2014, we applied this methodology to the bank as  
a whole in our 2018 Impact Report (see abn.com/2HZCPDy). We 
are the first bank in the world to have gone down this route and 
to have published an impact report based on this framework. 

Monetising impacts helps 
decision-makers. 

 

Quantifying our impact has provided us with insight into the val-
ue we create. This comprehensive, data-driven information has 
given senior management the tool they need to make operating 
decisions and to steer on impact based on multi-capitals and  
multi-stakeholders. Monetising impacts helps decision-makers.

While our goal is to achieve positive impact, we should not 
close our eyes to the fact that we, like any other company, also 
have negative impacts. The challenge now is to maximise posi tive 
impact while minimising the negative impact of our activities. 

We have made great strides, but we’re not there yet. The 
next step is to further develop and refine our reporting standards 
and frameworks for the value and impact we create. At the same 
time, it is important that we join forces with other companies to 
develop a uniform, comparable reporting approach. We have  
already teamed up with a host of partners, such as the Impact 
Institute. The framework for impact reporting they developed is 
now being used by many organisations. Collaboration and a wil-
lingness to learn from one another will help us all in our quest to 
create maximum value for generations to come.
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It is difficult to imagine today that only four  
years ago, in 2015, creating long-term  
value – let alone measuring, reporting and 
steering on it – was a revolutionary concept  
in the financial industry. A world that was  
used to measuring business performance in 
terms of profit and loss only. That year, we  
published our first integrated report. It was  
the outcome of a shift in mindset and how  
we viewed our role as a bank, and a growing 
awareness of the power integrated thinking  
and reporting has in that mindset shift. 
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We have come a long way since then. Our 2017 report was the first 
in the world to receive assurance from an assurance provider (EY) 
based on the International Integrated Reporting framework. This 
year, we published our first Impact Report, which highlights the 
value we create in terms of our impact on all capitals, for all stake-
holders. Not in isolation, but as part of our integrated report and 
firmly rooted in integrated thinking as a means to an end – the goal 
being to create value going forward. 

In order to do so, we need to have an understanding of the 
kind of long-term value we – a bank – are looking to create, and 
for whom. These days, we seek to generate value for multiple 
internal and external stakeholders. At ABN AMRO, our stake-
holders are our clients, employees, investors and society as a 
whole. The challenge is to balance their various interests. 

At the same time, we have come to realise that value comes 
in different shapes and sizes. That impact is driven by more than 
financial considerations alone and that capital takes different 
forms: aside from financial, there’s human, intellectual, social, 
natural and manufactured capital. 

Identifying long-term value drivers  
through engagement

The process of defining which factors drive long-term value for 
the bank was a long one, and we’re still working on it. Guiding us 
in these efforts is our purpose, �Banking for better, for generations 
to come�. Our purpose-led strategy was launched in 2018 and our 
integrated thinking and reporting, including the importance we 
attach to long-term value creation for all our stakeholders, has 
significantly influenced this strategy. 

We engage regularly with our stakeholders through surveys, 
conferences, seminars and special stakeholder dialogues to gauge 
their expectations and to identify the areas in which we believe 
we can create the most value as a bank. Based on their input as 
well as media analyses, trend reports, peer disclosures, big data 
and reporting requirements, we developed our Value Creation 
Model and defined nine �value-creating topics� where we make 
the greatest difference. While covering all aspects of our 
organisation’s performance, they reflect the growing importance 
of sustainability, which is at the heart of our strategy. 
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