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In the UK, Railway Children has played a particular role in
both raising awareness and improving community services.
This also extends to shaping policy and practice to support
young runaways. This led to the development of the Reach
model, designed to help young people before, during and
after episodes of running away.
The Reach model brings together seven distinct
elements that encompass both prevention
and support. These range from preventative
education working in partnership with schools,
youth clubs and social care residential homes to
return interviews with missing persons to try and
identify the reasons that they run away. Practical
services include a local helpline available at all
times and emergency, safe accommodation,
along with dedicated street workers to introduce
the services to vulnerable young people. One-toone casework and support work for individuals
and their families complete the holistic approach
of the Reach model.
To evaluate the effectiveness of the Reach
model, Railway Children commissioned an
independent researcher to work with SAFE@
LAST in South Yorkshire, users of the model.
They investigated the impact of support in
reducing and preventing risk, and also the
potential savings this achieved. During the
evaluation period, SAFE@LAST received 1,641
referrals (95% from the police) for support for
young people running away or going missing.

100,000

children run away from
home every year.

The support of the Reach model was validated
by key workers as both reducing the risk of
young people running away and minimising
concerns about the risks of being on the street,
such as personal safety and sexual exploitation.
Overall, the research showed that for every
£1 invested through SAFE@LAST, there was a
saving of £1.85 in public spending.
Railway Children launched the Reach Report and
presented the findings in London to MPs and
stakeholders in the children’s sector earlier this
year. The charity is hoping that the government
will commit to a national action plan that
recognises the risks faced by the 100,000
children who run away every year – and the
cost effectiveness of an early response.

£1.85

saved in public spending for
every £1.00 invested through
SAFE@LAST

“Before, me and my mum used to
actually hate each other and then
(the key worker] would come out and
start talking to us and helping us
understand how we felt…It’s made
us a lot better.”
Young person who was at high risk of running away

TROUBLED WATERS
A billion people a year rely on the sea
for their daily food source. In another
10 to 20 years, millions more will
depend on this same resource. At the
current fishing rate, there will be far
less ocean life to sustain a much higher
world population. Technology has
accelerated, increasing the commercial
fishing industry's ability to locate and
harvest vast amounts of fish stock. The
techniques employed are often cruel
and indiscriminate: long lines and drift
nets are amongst the most insidious
killers of sea life. They snare everything
that falls within their path from sea
lions and dolphins to rare basking
sharks and even endangered whales.
The practice of shark finning (removing
the fins for food) has skyrocketed
and the World Wildlife Federation
estimates that up to 100 million sharks
are killed every year.
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Alongside this, the pollution of our
ocean waters is destroying marine
habitats, threatening the very
existence of many species. Bound up
in this cycle are the vast quantities
of krill, tiny planktonic crustaceans,
that provide a vital link in the global
food chain to feed some of the largest
and smallest creatures in the sea.
Eliminating any of these food sources
creates devastating consequences.
The effects of climate change have
already been well documented with
unusually high sea temperatures
destroying coral reefs and vast
numbers of fish. The tsunami, that hit
Asia in late 2004, had a devastating
effect on the lives of the people of
the area and again highlighted the
need to protect and preserve the
marine environment. All the evidence
suggests that the impact was much
worse where the healthy mangroves
and coral reefs – natural defences –
had been destroyed or degraded by
irresponsible coastal development
for industry or tourism.

In February 2005, the Kyoto Agreement
came in effect with a commitment to
reduce green-house gas emissions to
less than that of 1990; bringing global
pollution down 5.2% by 2012. It is
hoped that this will help to reverse, or
at least halt, the damage done to date.
During the summer of 2006, a joint
report from the United Nations
Environment Program (UNEP) and the
World Conservation Union (IUCN) called
on governments to take swift and wideranging actions to conserve the world’s
entire marine environment amid fears
that humankind’s exploitation of the
deep seas and open oceans is rapidly
passing the point of no return. “Well
over 60% of the marine world and its
rich biodiversity, found beyond the
limits of national jurisdiction, is

vulnerable and at increasing risk,” said
Ibrahim Thiaw, Acting Director General
of IUCN. “Governments must urgently
develop the guidelines, rules and actions
needed to bridge this gulf. Otherwise
we stand to lose and to irrevocably
damage unique wildlife and critical
ecosystems, many of which moderate
our very existence on the planet.”
In 2007, the Intergovernmental Panel on
Climate Change reported unequivocal
warming of the climate system, causing
rising sea levels and water temperatures
with devastating effects on the marine
environment.

Whilst this confirms what biologists and
environmentalist have been saying for
many years now, this focus on raising
the public’s awareness of the impact
and effect that fisheries, pollution and
global climate change are having on the
marine world can only bring about
positive change. It is not the politicians
who drive the agenda for preserving and
conserving the planet, but rather the
people – knowing that we all have the
ability to make a difference by the
actions we take every day.
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LOOKING TOWARDS
THE FUTURE

I ask you to support this campaign generously.
The Oratory in Oxford and the memory of
Cardinal Newman are riches in the life of the
church here. The aims of the campaign are precise
and worthy. Please do support it.//

//

PRESERVING AND ENHANCING THE
CHURCH AND ORATORY FOR PRESENT
AND FUTURE GENERATIONS

Archbishop Vincent Nichols
Patron, Reafﬁrmation & Renewal Campaign

Building preservation work on the exterior
of the church has been undertaken in the very
recent past which means that the structure
of the building itself is in good shape. There
is, however, a growing need both to restore
and preserve the internal fabric of the church
and the Oratory buildings and, at the same
time, to improve the facilities that the Oratory
needs for its thriving congregation.
		
There are a number of key priorities
that would help achieve this, whilst also
bringing some harmony to the Oratory site
that has developed in a rather piecemeal
manner over the years:

The expansion of Oxford University
on the Radcliffe Infirmary site, adjacent
to the church, will give the Oratory and its
religious, cultural and educational activities,
a more prominent place in the city. The
city planners have already been informally
approached on the basis of outline plans and
have indicated their approval. The Historic
Churches Committee of the Archdiocese of
Birmingham, the statutory planning authority
for Catholic churches, has given consent for
the interior decoration of the church.
The Reaffirmation & Renewal Campaign
has been launched to raise £5 million to fund
the first stage of a development programme
– the redecoration of the church which was
that will cost in excess of this. The first stage
built in 1875 and restoration of the marble,
should cover the redecoration of the church,
stonework and stencilling of the original
new accommodation, a library, the building
Victorian design plus the inclusion of modern
of a chapel to a usable stage (but not
lighting and sound systems
completion of its internal decoration which
– the development of the liturgical and
awaits the second phase of development), a
musical tradition through proper rehearsal contribution towards an endowment fund
facilities for the choir, appropriate storage for the maintenance of the buildings as well as
the continuation of the musical tradition.
for the vast library of liturgical music and
The development programme
a capital fund to ensure the continuation
will need to be phased for both logistical
of this uplifting musical heritage
and ﬁnancial reasons. The second stage
– improved and expanded living quarters
to complete the chapel and provide further
to house the brethren of the Oratory and
capital funding will be resourced by a future
library facilities for the unique collection
campaign. It is hoped that legacies will help
of over 10,000 theological works, manuscripts
to fund the development programme at
and parish records, some dating back to
both stages.
the sixteenth century
–

adding a smaller chapel for Masses and
baptisms to the main body of the church
along with a small enclosed cloister - garden.
The congregation and wider Oxford public
connected with the Oratory have been
canvassed about the proposals and their
response has been enthusiastic and supportive.

/Spreading the light of God
through prayer, symbolised by
the lighting of candles.
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02 The Madonna and Child
/
is the centrepiece of the popular
nativity setting.
03 The traditional nativity crib
/
forms a focal point for Christmas
celebrations.
04 Sunday congregations
/
celebrate Mass throughout
the day.

/ArchbishopVincent Nichols
has given his support to the
campaign.
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Chairman’s introduction

In good shape for
the new decade
Lord Sharman of Redlynch OBE
Chairman

Dear Shareholder

It is traditional for the Chairman to close his statement by formally thanking employees.
This year, however, I think it’s more appropriate to begin by saying that our strong results
for 2009 are due to the extraordinary efforts made by the executive team and our people
throughout the Aviva group.
A strong, single brand name is essential for us to compete effectively in the global
insurance marketplace so the launch of the Aviva name worldwide in 2009 was fundamental.
This was just one of a number of key deliverables during the year including: a successful partial
sale of our Dutch business, Delta Lloyd, and the distribution of monies to our policyholders
from the UK inherited estate.
In a year of ‘business as usual’, these would have been great achievements, so I am
extremely proud that, through 2009’s adverse conditions, at Aviva we have remained strong,
resolute and on track. 2010 is unlikely to be any easier but we’re now in an even better
position to take advantage of new opportunities, and of achieving our vision for ‘One Aviva,
Twice the Value’.

Read more on the
inherited estate
reattribution

4 10 – 13
Read more about
our Dutch IPO
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Dividend

I am pleased to announce that the final dividend for 2009 will be 15 pence, bringing the
total dividend to 24 pence. This follows our decision last year to reduce the dividend to
a sustainable level, from which Aviva can grow over time. Our dividend policy remains
unchanged and the final dividend cover of 1.8 times remains within the 1.5 to 2.0 times
target range, which is based on IFRS operating earnings after tax.
Changes to the Board

I would like to thank Philip Scott, who retired from his role as chief financial officer (CFO) at
the end of 2009 with an impressive 36 years’ service with Aviva. With his knowledge of the
insurance industry, he has successfully navigated us through some difficult market conditions.
In February 2010, we welcomed Patrick Regan as our new CFO. He joined us from Willis Group
Holdings in the US where he was group chief operating officer and CFO.
We further strengthened our Board with the appointment of Andrea Moneta, chief
executive of Aviva Europe, Middle East and Africa, in September 2009. Other Board changes
include: the retirement after nearly ten years of our senior independent non-executive director,
Wim Dik; the resignation of Nikesh Arora, due to relocation to the United States; the
appointment of new independent non-executive directors, Leslie Van de Walle, former chief
executive officer of Rexam plc, who joined us in May 2009 and, from January 2010, Michael
Hawker, who was previously chief executive and managing director of Insurance Australia Group.
Looking forward

As a realist, I am sure that 2010 will not be an easy year for the financial markets but there may
be some cause for optimism as the year progresses. I am particularly pleased at how well we
have reorganised the business and are ready to take full advantage of the upturn when it arrives.

Lord Sharman of Redlynch OBE
Chairman

Read more about our
Board members
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MAJORING ON MANTAS
The World Conservation Union (IUCN)
currently lists manta rays (Manta
birostris) as ‘near threatened’. It’s
known that several populations around
the world are severely depleted, but
not enough scientific work has been
carried out to properly assess this
species as a whole. Almost nothing is
known about their population ecology,
use of critical habitat, movements or
reproduction, all of which are
important in order to accurately assess
the state of the species. What is clear
are some of the threats that mantas
face: drift nets and long lines entangle
and kill mantas, mainly as a by-catch
of the intended target fisheries; in the
Philippines, Mexico and Indonesia,
manta fisheries have decimated
local populations.
SOSF is already at the forefront of
manta ray research with the funding
of three major projects. Dr Robert
Rubin (marine ecology specialist and
Professor of Biology at the Santa Rosa
Community College in California) has
carried out pioneering fieldwork
into the population dynamics of manta
rays off the coast of Mexico. Across
the other side of the world, in
Mozambique, Andrea Marshall is
conducting a five-year research project
among the manta rays along this
African coastline, with a particular
focus on the philopatry (the tendency
for an animal to return to or stay in a
particular locality). The third project
is underway in the Maldives, which
also draws on and collaborates with
the research already undertaken to
help provide a much bigger body of
knowledge about the manta ray and
its habitat.

Andrea Marshall,
project leader in
Mozambique

Mozambique
SOSF is funding a five-year project to
enable Andrea Marshall to carry out
an in-depth study of the biology and
behavior of the manta rays. As part
of her PhD thesis for the University of
Queensland, her research efforts have
already provided a platform to set up a
larger research group in the area, which
is helping to combat illegal shark fishing
off the coast of Mozambique.
Her team is forging new ground working
with local tourism officials and maritime
officers to initiate change in Mozambique.
As a result of hunting and war, large land
animals are scarce in this country. This
costs the country millions in lost tourism
revenue each year as it is bypassed by the
‘safari circuit’. However, Mozambique
may have one of the largest populations
of mantas and whale sharks in the world,
presenting a major addition to ecotourism
in southern Africa and a point of
difference for Mozambique itself.
These massive fish are now the focus
of a growing tourism industry in the
south of the country, providing muchneeded employment to the Mozambican
people. The Manta Ray & Whale Shark
Research Group is conducting worldleading research on the ecology and
conservation of mantas and whale
sharks. Their scientific programs
examine issues directly related to both
the continued survival of these species,
and the promotion of a sustainable
tourism industry.
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Andrea and her team also continue to
use this data to put pressure on illegal
shark fishing activities and promote
their conservation worldwide. With the
help of the new SOSF-dedicated
research boat, they have been able to
assist local government officials in
banning and confiscating local longlines and gill nets, which unsustainably
kill hundreds of sharks and rays
(including mantas) each month.
Continued efforts have also seen the
Mozambican Manta Ray Identification
Database rise to 515 individuals. It
remains the largest and most in-depth,
scientifically recorded manta databases
in the world. Re-sighting events are
common but new individuals are still
regularly sighted. Five years of detailed
research has additionally shed light on
many aspects of their reproductive
biology and behavior previously unknown
for this species.
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Acoustic tagging equipment and listening
stations sponsored by SOSF enable
Andrea to examine how individual manta
rays use critical habitats, like cleaning
stations, along the coastline. This part of
the program is to be expanded in future
years to ensure eco-tourism is expanded
responsibly along this coastline with
minimal impact to the manta rays.
The collection of genetic samples of
the entire local manta population is
additionally underway. Cutting edge
genetic research in conjunction with
researchers at the University of
Queensland is planned which will
primarily focus on the relatedness of
this local population (something that
has not been attempted before in
mantas). With the assistance of SOSF,
Andrea is also conducting comparative
research and collecting genetics
samples in Mexico, Japan, Yap,
Thailand, Indonesia and Australia.
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What is the Net Promoter Score?
The Net Promoter Score (NPS) is a discipline and a metric to improve the customer
experience. Jointly developed by Bain Consulting and Satmetrix in 2003, it measures
a customer’s willingness to recommend a company’s products or services to his or her
friends and colleagues. This is a proxy for a more basic question, “Have we treated
you in a manner that is worthy of your loyalty?”
Measuring customer ‘satisfaction’ as companies have traditionally done is no longer
enough. Research shows a low correlation between satisfied customers and customer
behaviour (for example, staying longer, buying more). Satisfaction tends to be about
rational factors such as price and features, whereas ‘recommendation’ goes beyond
this , engaging the emotions. For customers to recommend, they also have to feel
good about the way they are treated by the company: that the company cares about
them, listens to them and values their business.
NPS is particularly important for Aviva because it connects to our own brand promise
and global ambition to be the most recommended company in our chosen markets.
It is also in tune with today’s increasingly peer-to-peer world of recommendations,
fuelled by new technology and against a background where the financial crisis has
catapulted trust and willingness to recommend into the spotlight. Moreover, it is even
more important to reinforce the loyalty of our existing customers during difficult
economic recessionary times.
In addition, NPS focuses attention and is a tougher measure since you are asking people
to put their own reputation on the line when they recommend. Gone are the days
of seeing customer satisfaction scores in the 90s; with NPS, you can see poor scores
more easily as the measure stretches from -100 to +100. To illustrate the point, while
our UK general insurance business in 2009 was routinely showing satisfaction scores
of over 90%, the NPS survey told a different story: that the business was behind
the market average benchmark. Front-line managers can grasp the idea of increasing
the number of promoters and reducing the number of detractors more readily
than the idea of raising the ‘customer satisfaction index’.
The NPS adds an important dimension to the business financials, by adding a ‘sentiment
index’ to the numbers we report, showing whether we are making money by making
customers smile or frown. In other words whether we are making ‘good profits’ – or ‘bad
profits’, which, simply put, are short-term profits at the expense of customer goodwill.
NPS is much more than just a ‘score’; used well, it is a discipline by which companies
grow profitably by focusing on their customers. As Christine Johnson of Progressive
Insurance says, “The real value of NPS is the cultural shift to an intense focus on holding
ourselves accountable to our customers”. Companies that fail either to gain traction
around NPS or don’t see their scores improve typically do so because they do not go
beyond the metric. The best data and insight in the world has no value if you do
nothing with it.
Companies that use NPS to its full potential have gone beyond measuring the
Net Promoter Score to embedding the Net Promoter System. The characteristics
of success are:
— data

– the bedrock – which means having the right infrastructure in place to regularly
collect, analyse and report on customer feedback
— visible and strong executive leadership that drives cross-functional involvement,
and where CEOs and leadership teams treat creating more promoters and fewer
detractors as mission-critical
— using NPS to ‘close the loop’ every day with unhappy customers and fixing problems
there and then
— systematically driving change based on NPS data and ‘driver analysis’ to improve
the end-to-end customer experience
— understanding,

and acting on, the connections between customer NPS and employee
NPS; put simply, you can’t create customer advocates with a workforce of detractors.
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Aviva and the Net Promoter Discipline

runnymede gallery
artist in residence
current exhibitions
exhibition calendar
contact

Gary Rogers working in his studio

	Gary Rogers is the manager and artist-in-residence
at Runnymede Gallery
“My work is bringing the subconscious into the conscious,
exploring different mediums to pursue this. In a world where
anything can be everything and everything is anything,
sometimes the image is given to me fully formed and
sometimes it is held in the canvas, wood or paper just
waiting to be revealed.
	As artist-in-residence and curator at the Runnymede Gallery,
I am grateful for the opportunity I have been given to work
in this amazing Lutyens building, with its timeless air of
contemporary and stylish design. The artists exhibiting
with me here work in an infinite number of mediums,
including metal, glass, oils, papiermaché, scrap, willow,
acrylic, handmade paper, canvas, wood. What we all have
in common is a passion for discovery, and for letting our art
speak for itself. I hope the exhibitions reflect this.”

Artwork title

Click to enlarge
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UK

A leader in our
home market
From 1 January 2010 we have brought
together the Aviva UK life and general
insurance businesses, creating a new
organisation led by one chief executive
officer. In 2009, in addition to completing
the rebranding to Aviva, both businesses
have continued their extensive transformation
programmes, which will make significant
improvements to customer service, and they
have delivered combined cost savings of
£450 million, a year ahead of plan.
Strategy

The core strategies for the UK business are:
— to leverage our extensive distribution
network and customer base to increase
profits in a mature but evolving marketplace;
— to maintain market leadership through
balanced distribution and broad product
mix, improved customer retention and the
simplification of processes, services and costs.
Aviva UK

Total sales were £14,261 million in 2009,
down 24% on 2008. IFRS operating profit
for the year decreased 15% to £1,165 million
reflecting the impact of lower premiums and
lower investment returns. For full details of our
financial reporting visit www.aviva.com/reports.
The rebrand to Aviva in the UK took place on
1 June 2009. Our successful advertising
campaigns, highlighting Aviva’s products and
services and encouraging customers to ‘get
the Aviva deal’, have increased recognition
and awareness of the Aviva brand significantly.

UK long-term and savings business
Market environment

During 2009 the overall long-term savings market declined by 17%.
This contraction, for the second consecutive year, was primarily driven
by falls in the pension and bond markets as lower consumer confidence,
limited salary increases and higher unemployment reduced customers’
propensity to save and invest for the future. Specific regulatory events,
such as the cessation of sales of single premium creditor business, also
impacted the market. Despite this, we have maintained a disciplined
focus on profitability, significantly improving our new business margin
Peace of mind at a difficult time

Paul* and his family have been through
a really difficult time during the last year.
In May his wife died of breast cancer,
leaving him to look after their two
young children on his own. After she
was diagnosed as terminally-ill, her main
concern was that the family she was
leaving behind would be financially OK.
Paul was determined to give her the
peace of mind that she needed and
also to make sure that, should anything
subsequently happen to him, their
children would be well provided for.
He wrote to say thank you for the
support that we gave him: “Your staff
throughout that time were incredibly
courteous and professional, and that
really helped her. When we spoke to
some other companies during that time
you’d have thought she had just broken
a nail – not had a critical illness. Thank
you for everything.”
* Pseudonym

Visit Aviva at
www.aviva.com

Mark Hodges screen
grab to be supplied

Listen to Mark Hodges discuss our
year in our new online review
View video here
www.aviva.com/2009review

UK floods
For information on how Aviva helped
customers affected by the floods
To find out more visit
www.aviva.com/2009review

Our commitment
To treat customers as human
beings rather than policy holders

12
Aviva plc
Annual Review 2009

UK continued

Performance

In the UK life market, Aviva has built a leading position
across a broad product range. We have gained competitive
advantage through our financial strength, product
development and taking actions to simplify the business
making it easier for customers.
We delivered new propositions recognising consumer
needs, including offering 12-months free life cover to new
parents, the launch of a With-Profit Guaranteed bond and
recently re-opening our Wrap and Sipp platforms to new
business. Our innovative Simplified Life protection product
continues to go from strength to strength with a 147%
increase in new applications compared to 2008, whilst our
market-leading individual annuity pricing capability attained
record new business volumes for this product in the fourth
quarter of 2009.
As a result of our major simplification and efficiency
initiatives, designed to better meet customer needs, we
have outsourced the administration of almost three million
policies to industry experts: Swiss Re, Scottish Friendly and
International Financial Data Services. We have decommissioned
over 300 IT systems, delivered a more flexible cost base and
made £100 million of annualised cost savings.
We have continued to invest in our e-commerce offerings
with the launch of further new propositions to help our
customers and distribution partners. ‘Customer Portal’ and
‘Aviva for Advisers’ provide secure on-line access to over
4.5 million policies, enabling customers and advisers to
manage their Aviva Life products quickly and easily at a time
convenient to them. We were also the first in the industry to
offer a virtual online guide as part of our innovative ‘Pension
Tracker’, making it possible for almost 1.5 million customers
to manage their Aviva pension plans online. This approach
contributed to Aviva winning the Personal Finance ‘Pension
Provider of the Year’ award voted for by customers and
judged on proposition quality, brand, service and sustainability.
Throughout 2009 our commitment to deliver service
excellence has driven improved satisfaction and advocacy
results. By listening to and understanding what matters most
to our customers and distributors, we can ensure they have
a better service experience.

Long-term and savings sales £m
09

9,963

08

13,343

07

14,548

06

13,812

05

10,345

Long-term and savings operating profit £m
MCEV*

IFRS

09

787
672
883

08
751
07

822
723

06

744
629

05

589
327

* On a MCEV basis from 2007. Prior years presented on an EEV basis.

Outlook

We expect the market to remain challenging in the short term
as the impact of the recession continues to influence demand
for investment and savings products. Longer term, major
regulatory changes including the Retail Distribution Review
and Solvency II will be implemented. Our strategies will enable
us to exploit the opportunities emerging in our market as we
continue to build on our e-commerce and service capability
and product and distribution breadth.
Read more about the Retail Distribution
Review and Solvency II
www.fsa.gov.uk

1. Source: Association of British Insurers (ABI)

Fair reattribution payments

Following the announcement in May 2009 of a new, more
flexible offer – and the subsequent FSA and High Court
approval in September – the reattribution of our inherited
estate completed on 1 October. Our objective was always to
create a reattribution that was fair to both shareholders and
policyholders, making sure that customers had a choice of
whether they wished to accept the offer, depending on their
personal circumstances. As a result, over 87% of eligible
policyholders voted during the election process, with 96%
of these voting in favour of the offer. By the end of 2009,
the majority of the £471 million reattribution payment
had been distributed to those policyholders who
accepted the offer.
Fair play
We are paying out £471 million
to policyholders

From a small not-for-profit organisation funding just
five projects, in less than 10 years, the Save Our Seas
Foundation (SOSF) has grown to become a major player
in the fight to save the world’s oceans and the wealth
of marine life they contain.
During that time the SOSF has provided financial and,
equally important, practical assistance to over 150 marine
research and conservation projects spread around the
world. Most conspicuous has been a programme focusing
on the understanding and protection of the largest shark
species; not only are these top predators believed to
play a key role in the balance of marine ecosystems,
but the population collapse of many sharks has been
the most severe of any group of marine animals. Further,
these iconic species are of immense public interest and
so serve to promote public understanding of the ongoing
wholesale destruction of both fragile marine habitats
and the fish stocks they support.
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There have been some extraordinary discoveries along
the way, and a wealth of knowledge gained and shared,
with scientists and the wider public, about both the
charismatic marine creatures concerned and their role
in the oceans. In addition, the passion and commitment
of individual project leaders has been outstanding, and
has translated into a mission to tell their story to as
wide an audience as possible.
Their role in raising awareness of vital conservation
issues has been supported by the award-winning SOSF
camera team, capturing in HD (high-definition video)
amazing animals and fascinating behaviours – often in
hard-to-access locations or little explored environments
– so that other people can see and experience the wonder
for themselves. Linked to all this has been an innovative
programme to educate children – future consumers and
policymakers – about the nature and importance of our
oceans, and the very real threats to our marine ecosystems.
It is vital that both future and present stakeholders
understand and care about these issues, so that they
can play a part in preserving the ocean’s fragile health.

THE SATW 5-STEP PROGRAMME
The 5-Step Programme is at the heart of
how SATW works with and helps students
at its adopted schools. Typically, this
includes an activity under each of the

Career development workshops/seminars
• CV writing
• Appropriate behaviour in the workplace
• What to expect at an interview
• Completing application forms
• Language training

five steps, but the list is not exhaustive
and various aspects can be adapted to
fit the needs of a particular school.

Work experience
• Either with C&W
and/or clients

ADOPTING
A SCHOOL
SATW has made huge progress
since first partnering with Lilian
Baylis Technology School in 2005.
It now includes schools throughout
Europe and in 2010 we adopted with
our first school in the US, Chicago
International Charter School.

CICS:
OUR FIRST PARTNER
OUTSIDE EUROPE
In 2010, Chicago International Charter
School (CICS) in the U.S. became the
first SATW school to be adopted outside
Europe and the SATW partnership
is already proving popular with the
students. CICS has approximately
9,250 students enrolled across its
sixteen neighbourhood campuses.
The mission of Chicago International
is to provide, through innovation and
choice, an attractive and rigorous
college-preparatory education that
meets the needs of today’s students.
Chicago International expects the
best of every student and, in turn,
provides the support each student
needs to achieve their best. With a full
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K-12 continuum, students come from
diverse ethnic backgrounds and often
financially challenged households.
There were over 100 applicants for
the SATW programme and the school
helped select a group of 20 from the
Northtown Academy Campus. At the
launch day in October 2010, C&W
volunteers helped excited teams
prepare presentations to promote ‘the
hidden gems’ of their neighbourhoods.
The winners hosted a tour in January
2011 that included an art gallery visit,
sampling the cuisine in Chinatown
and finished with ice-skating in
Millennium Park. A panel discussion
and lunch at C&W’s downtown office
in May culminated in a tour of the
Chicago History Museum; many of
these students rarely leave their
own neighbourhoods so exploring all
that Chicago has to offer is a must
before venturing outside the US.

Donate through the SATW website www.satwdonate.org

The charity’s long-term goal is to
adopt a school in each city where
C&W has an office. Company
volunteers can facilitate programmes
to encourage the students to reach
their full personal and professional
potential, and also talk about their
own experiences to demonstrate how
desire, determination and perseverance
are the keys to achieving any goal.
In selecting schools for adoption, the
Trustees carefully review proposals
put forward by the SATW Country
Champion, so that all chosen schools
meet specific criteria, such as having
a high proportion of students who have
limited opportunities due to social,
domestic or financial circumstances.
Ten schools or organisations are
currently supported by SATW
in the following countries:

Social activity
• Sports/adventure activities
• Team building events
County visit
• A visit to a country
that a student has
not been to before
to experience a
different culture.

Cultural activity preparation
• Research or project
planning for a country visit

Belgium
The Athénée Royal d’Ixelles (previously
Madeleine Jacquemotte), Ixelles.

Poland
The Special Educational
Centre, Wegorzewo

Created in the 1950s, the school
accommodated only female pupils.
Following some unrest at the school, it
was renamed Athénée Royale d’Ixelles
in order to give it a fresh start. The
school currently has 52 teachers
and 370 students from families with
financial constraints or generally
disadvantages backgrounds.

This primary, secondary and vocational
school for handicapped children
accommodates 160 children aged
7 - 25. The students come from the
poor Mazury administrative area,
where unemployment is high.

Located in East Anatolia, the Province
of Tuncel has a mainly ethnic
population and is one of the poorest
areas in Turkey. SATW co-operates
with the Director of Education of
the city to choose and enable seven
students to attend its programme.

Portugal
Associação Protectora das Florinhas
da Rua, Lisbon, Portugal

United Kingdom
Lilian Baylis Technology School,
Lambeth, South London

Florinhas da Rua (street flowers)
was established in 1917. Today, it is
home to children of both sexes from
dysfunctional families, usually referred
by the courts for their own protection,
and also a halfway house for teenagers
aged 16+. Florinhas da Rua cares for 23
children and young adults, aged 9 -18.

The school has around 600 students,
aged 11-16, from one of the most
deprived areas of South London.
LBTS is, however, an award-winning
school that prides itself on helping
its students achieve their maximum
potential despite their domestic,
social or financial circumstances.

Romania
The Cojasca Vocational School

TRACKS, Bradford

Czech Republic
The Special School for Children
with Hearing Difficulties, Prague.
Established in 1929, this school
accommodates 60 children aged
from 3 to 18 years. It is owned and
operated by the Municipality of Prague,
providing support for deaf children and
children with hearing disabilities, from
families with limited financial means.
Hungary
The Belvarosi Tanoda Foundation
Secondary School, Budapest
This secondary and technical secondary
school provides education for students
aged 16-25, who have previously
dropped out of other Hungarian
secondary schools. Currently the
school has more than 100 students
and about 15 staff members.

Turkey
Tunceli schools

Cojasca is a small town with a
mainly minority ethnic population,
located 30km from Bucharest. The
population is very poor and the living
conditions are difficult. Established
in 1920, this vocational school hosts
120 students aged 15 - 19, from
underprivileged families in the area.

TRACKS was established in 2006 as a
pupil-referral unit for young people with
severe levels of anxiety and complex
emotional difficulties that have hindered
attendance at mainstream schools. The
TRACKS unit offers a multi-professional
approach for up to 15 students who
come from disadvantaged backgrounds.

Donate through the SATW website www.satwdonate.org
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Welcome

Our brand personality
— Accessible
— Strong
— Vibrant
— Simple
— Modern
— Aspirational

Forming futures
That’s what we do, and our new visual
identity will help communicate this
bold proposition in a memorable and
dynamic way.
I hope you’re as excited about the
new identity for the Guildford College
Group as I am. The first thing you’ll
notice is our new logo — a vibrant,
liquid, three-dimensional ‘form’. We
have created a multicoloured version
for the Group which references all
our colleges. Each individual college
then has its own unique logo and
colour scheme but is part of an overall
brand family which gives it strength
and support. By adding extra colours
to the Group version we have also
future-proofed our identity for any
possible additions to the group.
The new identity will help us create
a stronger, more consistent image
in order to be able to gain new
accreditations, and help inspire
both students and staff, we see it
as an opportunity to move forward
with more purpose and direction.

This vibrant and modern look will also
encourage more students to choose
the Guildford group of colleges for
their studies.
Our identity is what will make us stand
out from the crowd and is what makes
us different. Its consistent use will help
us develop our personality — strong,
simple, modern, aspirational, and for
everyone.
The application of the design is
intended to reflect our culture, values
and personality. They will be instantly
recognisable as belonging to Guildford
College Group.
Our new identity is a valuable asset
to our colleges and we need to protect
it and help it grow. I hope this toolkit
provides you with guidance as well
as inspiration to create exciting work
and develop the Guildford College
Group brand even further.
Clive Cooke
Principal

David Schofield on

Thought leadership
The start of 2012 has
been an eventful one,
both in the continuing
support from all of you for
Street to School projects,
but also in some of the
strands of the advocacy
work that we have been
involved in.

As most of you will already know, I believe very
strongly that the role a business has to play in
communities is not just about providing funds
for community projects. We do this willingly
but there is no coffer deep enough to be able
to do everything. What we can also do is use
our passion, talent and especially the voice
that we have – joining together with others in
positions of influence and authority to ensure that
governments and other influencers are aware of
the issues that need addressing. But more than
that, by initiating the research that identifies
practical and straightforward ways to protect and
support street connected children there can be no
denying this urgent call for action.
The Aviva-sponsored UN report about street
children, produced in conjunction with the
Consortium for Street Children (CSC) was
published in March and presented by the High
Commissioner for Human Rights to the UN Human
Rights Council. It was also debated in the UK
by the All Party Parliamentary Group on Street
Children where on Aviva’s behalf, I reiterated the
need for all sectors to team up to de-stigmatise
these children and act on the recommendations in
the report.
What is clear from the study is that more work
is needed to fully understand the needs of street
children – and how to help them – and the
only way of doing this is to let them have
their say. I’m excited that this is such a
comprehensive and practical study and that
through Street to School we are already
implementing projects that will allow street
children to shape their own futures. Here’s
the link if you’d like to read the full report:
http://www.ohchr.org/
Documents/Issues/Children/Study/
OHCHRBrochureStreetChildren.pdf
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We were very much involved with International
Day for Street Children again this year. What an
incredible platform worldwide for us to make sure
that people hear the voices of these children. And
what better way to do this than through their
own stories: elsewhere in this edition of Brighter
Futures you can read about the documentary film
we commissioned and launched on the day. If you
haven’t had a chance to watch it yet, please do.
It makes me so proud of Aviva and it’s a great
one to send to family and friends to show what
you are part of (http://www.aviva.com/corporateresponsibility/street-to-school/) - the messages
it conveys are all the more powerful for being
spoken by children from around the world.
We have also commissioned a piece of in-depth
participatory research (Passport 2012), which is
being undertaken in Italy, Canada, India and the
UK, to find out from the children themselves how
well the projects we fund are working for them –
and what could make them even more effective.
The study is led by Dr Sarah Thomas de Benitez,
the author of the UN report, who is working
collaboratively with our partner charities in each
location, alongside local researchers. The findings
are due at the end of the year.
Moments of clarity on
how to turn goodwill
into action are rare. I
believe this study is one
of those rare moments
for our agenda with
street children and I
hope together we can
seize it.

Dr Najat Maala M’Jid, United Nations Special
Rapporteur on the sale of children, child
prostitution and child pornography, speaking
about the UN report at the International Day for
Street Children:

“The study findings are of
primary importance, giving
a better understanding
of the connections to the
street, of the root causes,
highlighting the importance
of holistic child protection
systems, easily accessible
to street children without
discrimination.”
Dr Najat Maala M’Jid
United Nations Special Rapporteur

David Schofield
Group Head of Corporate Responsibility
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C&W TEAM REACHES
KILIMANJARO
SUMMIT
“The sheer will and determination
of the team was extraordinary
and I congratulate them all.”
Harry Farthing, Managing Partner, Italy 2010

The prize for the most adventurous fundraising feat for SATW
over the last year must surely go to the adventurous team
who defied the elements to conquer the highest mountain
in Africa. A team of 13 representing 8 different C&W
countries, succeeded in reaching the summit of Kilimanjaro
in August 2010. The expedition lasted for eight days and
culminated in probably the most physically challenging
day that most of the team had ever experienced. The team
climbed to 5,895 metres over 8 hours and then descended
down to 3,100 metres - a climb that took 17 hours in total.
The team had to overcome problems of acclimatisation
which involved headaches, sickness and extreme cold.
Harry Farthing, the then Managing Partner of C&W
Italian operations who led the climb said: “A 100%
success rate for a group summit attempt on Kilimanjaro
is rare. The sheer will and determination of the team
was extraordinary and I congratulate them all.”
The trek was led by British climber, Rhys Jones, who
reached the summit of Mount Everest on his 20th birthday
to claim a world record as the youngest ‘Seven Summiteer’
(ie summitting the seven highest continental peaks). Rhys
climbed with Harry Farthing on his Everest climb in 2006,
which he undertook to launch SATW at an international level.
In total the team raised over £70,000 through sponsorship and
donations from clients and colleagues which are being used
to support SATW projects in Africa as well as projects in the
participants’ own countries such as the new sports centre
in Abruzzo.

8
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The triumphant team on top of the world
Harry Farthing (Italy)
James Meikle (Italy)
Lamberto Agostini (Italy)
Nicholas Jordan (France)
Rob Travers (Spain)
Gregory Lemarche (Belgium)
Boris Schneider (Germany)
Carlos Oliveira (Portugal)
Konstantin Lebedev (Russia)
Simon O’Reilly (UK)
Liz Bunce (UK)
Will Cooper (UK)
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Corporate responsibility

Stakeholder engagement
A core element of CR is to engage with key
stakeholders across the business regarding
the issues. Such engagement includes the
following groups:

Oyster Creek Texas

— the investment community – through
regular meetings with shareholders and
analysts and in response to specific queries
— lenders – through the application of social
and environmental standards, such as the
Equator Principles
— our employees – through regular
structured HS&E meetings and more
informal communications through the
intranet, CEO briefings and the Company
magazine interconnect

HUBCO Pakistan

— key suppliers – through the application
of the Code and our procurement policy
to the tendering process, and through
monitoring of construction projects to
ensure that social and environmental
provisions are met
— regulators – through meetings and
information sharing initiatives, such as
the Joint Environment Programme with
the UK Environment Agency
— the local community – through the
environmental and social impact
assessment process carried out during the
development of new assets, and through
ongoing community engagement activities
Compliance with the Equator Principles is
becoming an increasingly important aspect
of project development. These principles
are a benchmark for lenders regarding the
management of social and environmental
issues in project financing. They require the
social and environmental impacts of major
projects to be assessed and managed
according to internationally recognised
standards. They cover a range of issues
including corruption, workers’ rights,
resettlement, indigenous peoples and
cultural heritage, as well as environmental
issues such as pollution control. In 2009 the
Executive Management Team, and key staff
members involved in project development
and financing, were provided with specific
training on the Equator Principles. Corporate
guidance has also been developed and
distributed to Business Development teams.
www

www.equator-principles.com

Regulations – key developments
in climate change legislation
As indicated above, climate change
represents one of the key CR issues for
International Power. As such, our monitoring
of, engagement in, and response to climate
change legislation is critical to our business.
Although the speed of development of such
regulation varies throughout the regions
in which we operate, we will always ensure
that we are actively engaged in advocating
the Company’s position during any
legislative process.
The development of environmental
regulation in our core regions continues to
change rapidly, and a brief summary of the
position as at 8 March 2010 is set out below.
North America
In the US, our assets in New England
participate in a regional carbon reduction
scheme, the Regional Greenhouse Gas
Initiative (RGGI). This programme sets carbon
reduction levels for 10 state areas in the
northeast US and requires credits be obtained
for any carbon emissions. Due to the
economic downturn and a shift to lower
emitting natural gas fuels, the price of credits
has remained quite low, with recent auction
prices clearing in the US$2 per ton range.
A more comprehensive, federal carbon
legislation effort has stalled despite strong
momentum during 2009. The Clean Energy
and Security Act (Waxman/Markey Bill),
that proposed the introduction of a cap and
trade scheme for CO2 emissions was passed
by the House of Representatives in June,
but was never voted on in the Senate. With
Congressional elections approaching in late
2010, it is unlikely Senators will be receptive
to a vote on such major legislation during
2010. However, the US Environmental
Protection Agency (EPA) has taken steps
towards regulating carbon, which could
bypass Congressional activity. The EPA’s 2009
Endangerment Finding for greenhouses
gases now allows it to declare CO2 a pollutant,
and therefore to impose carbon emission
regulations. The Greenhouse Gas Regulation
proposal released by the EPA in September
2009 would impose best available control
technologies on all new or renovated power
stations. The extent of the EPA’s authority,
however, has been subject to question and
recent announcements by the EPA have put
off any specific action on carbon regulation
until 2011. The EPA has also proposed more
stringent ozone, oxides of nitrogen (NOx)
and oxides of sulphur (SOx) rules, although
these are also unlikely to be introduced this
year. We were an active participant in the
Federal carbon legislative process in 2009
and will continue to work with industry
groups, Generators for Affordable Power

Talking to Tom
An interview with Tom Merilion,
Film maker, Serious Pictures

We talked to Tom about making the Aviva
film for International Day for Street Children
and asked him how different was this to
filming commercials?
New technologies – cameras being so portable
and able to film in low light – make it easier
to travel with a very small crew and shoot a
seemingly big production. And being more
hands on is very fulfilling.
The first time I worked in this way was with View
for a Nation, a healthcare charity dedicated to
providing universal access to glasses. I filmed their
first project in Rwanda and it really resonated with
me – I felt I’d (almost) found what I wanted to do.
(You can watch Tom’s film at http://tommerilion.
co.uk/vision-for-a-nation.)

You’ve created a film of five minutes to tell
these stories: how much footage did you
actually shoot?

Was it hard to be both the interviewer
and the cameraman?
Yes, and sometimes the stories really hit
home. I’m glad we started at Covenant House
in New York. The kids are a lot older and
are obviously used to telling their stories as
part of their counselling. The first morning,
I simply sat down and said I’m just going to
ask you to tell me your story and I’ll be sitting
behind the camera. And Jacquie started, “My
life wasn’t easy. From foster care to the rapes
to the miscarriages”, and I thought I am not
qualified to ask her any more questions.
But you don’t really have time to reflect on
these horrific stories. I only got emotional
about three weeks later when I sat down
to watch the edits with my wife and my
children. But, when you’re shooting, there
is a level of professional detachment; you’re
doing a job and you want to capture these
moments that are what the film’s all about.

25 hours. My editor worked out that at 25 frames
a second that’s 2,250,000 frames in total. It
sounds a lot but you have to interview everybody
who is put in front of you and you know that
you’ll have to lose some in the cut. In addition
to the main film, I’ve also made a 90-second cut
down (now that was difficult) to be shown at the
National Theatre in London, as part of Aviva’s NT
Live sponsorship, and five minute films for each of
the charities.
10
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Tom Merilion has been making films for more than twenty
years. He has directed over forty music videos for artists such
as Tanita Tikaram and Rod Stewart and filmed commercials for
the likes of Sainsburys, BT, Coca Cola, Smirnoff and Vodafone.
His stills photography has both been exhibited and published
in the national press.

What was the schedule like for this?
We did everything apart from Ireland in two weeks. Because of the tight schedule, we carried
everything on to the planes with us – you couldn’t risk anything going astray which would have
been a nightmare.
So we were in New York for Monday, Tuesday and Wednesday before flying onto San Salvador on
Thursday. We shot in San Salvador on Friday, Saturday and Sunday and then we had the longest
trip to India, flying five hours from San Salvador back to New York and 14 hours on to New
Delhi. We were there for three days, then overnight four flights: New Delhi to Mumbai; Mumbai
to Nairobi; Nairobi to Mwanza in Tanzania. Then we had a day off relaxing by a lake, which we
needed as the flights weren’t long enough for you sleep on. So then three days in Mwanza and
back to London. We filmed in Ireland two weeks later.

What was most memorable for you?
When we were filming the lad who lives under
the tarpaulin with his family in New Delhi. I got
there at about 4.30am. There are four or five
siblings living with their parents and, although the
situation is awful, the dynamic in the morning is
exactly the same as in my house: shouting at the
kids to get up, Mum saying “What about your
cup of tea?” as Dad heads off to work in a hurry;
the baby crying until it’s fed. I felt completely
privileged just being with them; that closeness,
completely ignoring me and just getting on with
it. It was magic.

11
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Don’t pollute and
don’t waste water
Clean water is close to our hearts at Save Our Seas
Foundation. Think about what you put down the drain.
Chemicals from cleaning products and shampoos take years to
break down affecting the balance of the marine environment.
Chemicals from cleaning products have been found in breast
milk and in fish, proof that they are getting into the food
chain. Chemicals that we put on our gardens or farmlands
will also eventually get to our water courses. Every time we
turn on the tap, a huge amount of energy has been used to
heat, clean and get water safely to our homes.
 Use household cleaning
products that biodegrade.
There are loads of ideas on
the internet for completely
natural and effective
homemade cleaning products
that don’t harm the
environment. If that’s too
much like hard work, switch
to the ranges of eco-friendly
products available at your
local store.
 Always use the minimum
amount of detergent required.

 Take showers instead of baths.
 Install water-saving shower
heads.
 Make sure that your toilet is
water efficient.
 Try steaming vegetables
instead of boiling (its
healthier too).
 Look for information about
the water efficiency when
purchasing washing machines
or dishwashers.

What did you
do yesterday?
Every thing we do affects the environment. Where
we go, what we eat, what we wear, even just sitting
browsing the internet or watching TV.

What did you do yesterday?
Did you make any unnecessary
journeys in your car? Did you leave
the TV or computer on standby all
night? Did you use a tumble dryer?
Did you stay in the shower and
extra few minutes to wake yourself
up or leave the tap running whilst
you brushed your teeth? Did you
clean the bathroom and use lots
of bleach to make sure it was
extra clean?

You can reduce your own personal
impact on the environment by
taking a moment to think about
the things you do every day –
and then changing them ever so
slightly. Even small changes
can make a big difference, not
only to the environment but to
your pocket as well. It soon
snowballs and acting in a more
environmentally responsible
way becomes second nature.

Why not start by following some
of the simple tips in this booklet.
Then you can begin encouraging
your friends and family.

Try it, it’s contagious!

“My experience of working
on community projects in
Romania was a tremendous
landmark for my personal
development.”
This is Corina Licea from Bucharest,
Romania who is enjoying discovering
London – its people, parks and
theatres – while she’s seconded
to the Quantum team in Europe
as HR change manager.

Culture
Coltura
Cultura
Culture
Kultura

Together we’re
building a winning
culture

Being part of something special
You always wanted to work for an
international company with ambitious
plans but worried that you would get
‘lost’ within large organisations. So
being valued as an individual within
Aviva is really important.
You’re ambitious too and it’s great
to work for a business that believes
in the strengths of its people and
their ability to contribute to change
but also takes its social responsibilities
seriously. You really do believe that
you are recognised for what you do
and, in return, want to do your very
best to make things happen.
Recognise yourself?

Q: How does Aviva’s culture
make a difference to you?
A: Our culture still allows people to learn
new things and push their limits. It hasn’t
been easy to move countries and roles
but I have learnt a lot about myself.
Q: How does the employee
promise help you day to day?
A: For me, it is important to know the
company is so strongly focused on being
fair to employees.
Q: What are your views on the way
we support our local community?
A: I believe this helps Aviva live up
to its promise for prosperity and peace
of mind in real life, not just for clients.
Q: How do we recognise you?
A: I feel recognised not just by being
treated fairly every day, but by being
respected and part of a great team.

Rethink
the future!
Pollution. Drought. Floods. Hurricanes.
Global warming.
Every thing we do affects our planet and
the environment: where we go, what we eat,
what we wear, even just sitting browsing
the internet or watching TV. By rethinking,
re-using and recycling, you can make sure that
today’s resources are still yours tomorrow.
It’s not hard – even small changes will help
to make a difference. Try some of these simple
tips: you’ll be amazed how easy it is!
Get your friends and family involved.
The more people that change, the
bigger the difference.

Switch
it off!
Using electricity has a huge
impact on the planet: every time
you switch on a light or surf the
internet, you create pollution.

 Don’t leave lights on all over the house.
 Don’t leave your PC, stereo or TV in your
room on standby.
 Put on a sweatshirt instead of turning up
the heating – if you close the curtains
you’ll keep out the cold.
 Use a fan instead of air conditioning to
stay cool – if you close the curtains during
the day your room stays cooler.
 When boiling a kettle only boil as much
water as you need at the time.

Street to School

Our success stories

Contact details

AVIVA – Street to School | 15
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Count Every Child
In Indonesia, 47% of children under five years old are
unregistered. Vitally, without a birth certificate, these
children technically do not exist. They can be prevented
from enrolment at school or accessing medical treatment
which leaves children extremely vulnerable and open to
both exploitation and, potentially, child trafficking

Nur lives with her parents, elder brother and three sisters in the
kampong behind the market, where her mother peels onions.
Since her father, a rubbish collector, became ill, the family cannot
afford to send her to school and she earns money singing and
busking on Jakarta’s buses. She also looks after her sisters, the
youngest of whom is three-years-old. Sometimes she goes to a
drop-in centre where she can study.

“I got caught in one regular [police] operation…
they asked me why I was working (busking) on
the street. I said that my father was ill… I was
crying and asking them to send me home. My
parents could not help me as they do not have a
Jakarta ID so I stayed in prison for nine days
with the homeless and prostitutes.”
Nur, aged 12, from Kampung Tengah, Jakarta

As awful as Nur’s story is, it is unfortunately
typical of the many thousands of children and
young people in Indonesia who are without a
birth certificate.
Despite a law introduced in 2006 by the
government making registration of deaths and
births compulsory, there are countless legacy
issues involved in getting there. Indonesia’s
government is committed to helping street
children and appreciates the additional capacity
it is getting to tackle issues inherent in the state
and local government.
We are working with Plan, a global international
development agency that aims to improve the
future of the world’s poorest children, and the
Indonesian Ministry of Social Affairs on a twoyear project in five areas of Jakarta. A key part
of the project is to raise awareness about the
importance of birth registration among the
3,500 families children live and work on the
streets, aiming to register at least 1,500 of these
children. Providing enhanced advocacy for those
street children who have no voice, because of
this lack of identity, is also a crucial part of this.
Since the launch of the Catat Setiap Anak
(Count Every Child) campaign in the summer
of 2012, there has been a host of activities. A
series of start-up workshops, involving staff from
shelters and other organisations working with
street children, helped both gain their trust and
recognise the core problems with the current
scheme. It was also useful in identifying local
street children who should participate in the
project. Similar workshops with government
officials played a part in both informing and
gaining commitment to the campaign objectives.

The launch was widely reported in the
Indonesian media. Nearly 350 people took part
in the workshops and meetings to map out the
issues. The take-up for the initial survey was
encouraging with 700 children and 567 parents
taking part; 40+ follow-up in-depth interviews
were conducted.
Findings from the survey and local engagement
highlighted a number of fundamental issues.
Vitally, 23% of parents had not heard about
registration and there was a general lack of
understanding about the value of a birth
certificate with only 12% considering it a
must-have. The biggest challenge is the lack
of required documentation both for the
children themselves but also for the parents,
who often have no marriage certificates and/
or Jakarta residence ID cards. Additionally, the
legal cost and complexity of the process are
likely to hamper progress. We have already
reached agreement with the local government
for funding of court payment for each street
child registration. This is a significant step in
underpinning the success of the ongoing project.

700 children
took part in the
initial survey
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Group chief executive’s review

A year of
significant progress
Andrew Moss
Group chief executive

Progress
Creating a global brand has been the most visible
sign of ‘One Aviva’ so far. We’re working hard to
ensure it’s much more than a name change.
We’re making progress towards delivering
‘Twice the Value’ – improving the way we serve
our customers, increasing our efficiency,
focusing on profitability, removing cost from
the business and delivering strong results.

Regions
— Successful rebrand to Aviva in the UK
— Integrating 12 of our businesses in Europe
— Life assurance portfolio outperforms market
in North America
— Expanded customer reach in Asia Pacific
through new bancassurance deals
— Improved investment and earnings
performance for Aviva Investors

Highlights
— Improved financial strength with IGD
solvency more than doubled in 2009
— Successful partial sale of Delta Lloyd
in the Netherlands for £1 billion
— Sale of Australian life business
— £471 million paid to policyholders
from reattribution of inherited estate
Read more about our
regional performance

4 10 – 26

I’m pleased with our progress this year. It has been a year
of strong financial performance and delivery against our
strategic plans. I’m proud of the way my team has performed
and I’m confident that by remaining focused on our strategy
we will make further progress in 2010.
Aviva has delivered a strong return to profit with IFRS total profit after
tax at £1,315 million. On an MCEV basis, which takes into account the
long-term nature of life insurance business, the total profit after tax
was £2,935 million compared to a loss of £7,707 million in 2008. This
rebound in total profits reflects the combined effects of a recovery in
equity markets, together with our disciplined business management
and cost control. Operating profit is 12% lower at £2,022 million on
an IFRS basis and up 3% on an MCEV basis to £3,483 million.
We have strengthened Aviva’s capital position substantially over
the past year and IGD solvency surplus, the buffer we hold above our
liabilities, has more than doubled to £4.5 billion reflecting some bold
capital management initiatives and a recovery in investment markets.
We have made excellent progress in the delivery of our strategy,
including our move to a single brand, the IPO of our Dutch business,
the reattribution of the inherited estate in the UK and the restructuring
of our cost base.
In driving Aviva forward, we will retain our disciplined approach.
We expect the external environment to remain unpredictable for some
time but are encouraged that we saw the first signs of an improved
appetite to save among our customers in the final quarter of last year.
We will continue to deliver against the strategy that has helped us
to navigate the global economic crisis so successfully. We will maximise
the value of being a single, global group, as we aim to deliver a consistently
positive experience for our 53 million customers around the world.
For more information
on our strategy
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Q.

Group chief executive’s review continued

How has Aviva performed
throughout a difficult 2009?

Like all financial services companies,
we have been affected adversely, both
by market volatility and understandable
customer caution. However, the business
has stood up well. This is due, in part, to
our global diversity, having both life and
general insurance operations and also
because of the decisive action we have
taken through the strategy put in place
two years ago.
Several months into 2010, we have
made great progress in transforming our
UK business under one team. We are also
starting to see positive results from the
creation of our ‘one Europe’ operating
model. In North America, the life market
has been really challenged and it’s good
to see that coming back. In Asia Pacific,
despite customers being cautious, we
have continued to grow our business,
particularly in China and South Korea.
Aviva Investors’ investment performance
has radically improved along with
solid earnings.

Q.

How financially strong is Aviva?

We’ve seen a marked improvement in
our capital position. Focusing on costs
in order to improve margins has meant
that, whilst we have seen volumes drop,
we still reported a resilient operating
profit and a strong balance sheet. We
have worldwide sales of £45 billion and
£379 billion of funds under management.
We are managing our financial risks
prudently and skilfully.

Q.

Why did you cut your dividend
mid-year?

In light of Aviva’s lower IFRS operating
earnings, the continuing economic
uncertainty and our desire to retain
flexibility, we felt it was the right decision
to make. So in spite of it being a tough
decision, we believe it was the right one.

Q.

Do you remain committed to
your ‘One Aviva, Twice the
Value’ strategy?

We have made good progress towards
our target this year. If you compare
earnings per share of 37.8 pence in 2009
with those of 2008 (a loss of 36.8 pence),
it’s a great improvement.
In the past 12 months we’ve
increased the pace of transformation and
restructured our portfolio, giving us new
opportunities to redeploy capital to
support profitable growth.
Our senior management team is
committed to this target and it remains
our focus in 2010.

Q.

How is your business changing?

In 2008 we initiated a programme to
create a simplified and more modern
way of doing business to improve
efficiency and reflect customers’
preference to do business online;
we’ve invested in new technology
and streamlined our processes.
This fundamental change in the
way we operate means our business
is now fit for the future, with improved
capacity and productivity. We have
reduced our costs by £500 million and
Aviva has 19% fewer employees than
two years ago.
What’s really pleasing is that during
this period our customer satisfaction
has improved, with nearly 70% of our
businesses at or above the local market
benchmark and 50% are in the
upper quartile.

Q.

What are you most proud
of in 2009?

I’m most proud of our people: their
dedication and resilience over the past
year has been incredible. They’ve
remained focused on what we’re here
for – delivering prosperity and peace
of mind to our customers – and have
done a great job.
I’ve already talked about our
financial strength and the strategically
significant achievements in our business.
However, none of this could have been
done without the hard work of all of
our people around the world.

Q.

“We have made
good progress
towards our
target this year”

Looking forward – how would
you sum up your priorities
for 2010?

There’s no question that the economic
climate remains uncertain: 2010 is still
challenging but I’m confident we have
the right team, strategy and commitment
to make it another successful year.
We will continue to deliver our strategy,
maintain our capital strength and focus
on the profitable growth of our company.
53 million customers place their
business with us. That’s a great
responsibility and we will be working
harder than ever in 2010 to continue
to earn their trust and attract new
customers to Aviva.

Andrew Moss
Group chief executive

Listen to Andrew discuss our
year in our new online review
Watch video here
www.aviva.com/2009review

Read about what our
regions have been doing

4 10 – 26
See the financial
summary statements

4 30 – 35

“We regularly talk about
what we are working
on and what we have
accomplished.”
This is Molly Ricketts who is kept busy
as director of sales support for Aviva
USA Life & Annuity but she can’t
sit still for long so relaxing means
exploring New York or shopping.
Q: What one thing do you think
makes a good team work better?
A: With good communication and
a willingness to help, work gets done
much more efficiently and also builds
team morale.
Team
Squadra
Equipo
Équipe
Zaspól

Together we’re
creating a
winning team

Supporting one another
It’s really liberating when you first realise
that you’re an essential part of your team.
The knowledge that your colleagues
rely on your skills, in the same way
that you depend on them for support,
is a real confidence booster. We’re all
different but that’s what makes our
team stronger.
You love the fact that you are able to
speak openly and can talk about all sorts
of issues. Your team are interested in
what you have to say. You all work hard
but also have fun together which makes
such a difference to the working day.
Recognise yourself?

Q: How do you find the right balance
between the individuals in your team?
A: If you take the time to get to know
each individual, you learn how best to
communicate and work with each person.
Q: Tell us something we should
know about your team.
A: Everyone is willing to help, even when
it isn’t necessarily their responsibility.
Q: How do we recognise you?
A: My team does a great job of
recognising everyone’s accomplishments.
Not only does everyone make a point of
saying thank you, but also takes the time
to make sure we feel appreciated.

