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INTRODUCTION

“ Being a successful and 
responsible business means 
we are able to benefit society 
and help Britain prosper.”

 Sir Winfried Bischoff, Chairman

Foreword
Anita Frew, 
Non-Executive Director,
Lloyds Banking Group and Chair, 
Responsible Business Steering Group.

I am delighted to Chair our 
Responsible Business Steering Group 
which is dedicated to ensuring that a 
responsible and sustainable approach 
to business is at the heart of all of our 
activities.

Lloyds Banking Group is a 
tremendously important institution 
for the prosperity and growth of the 
UK. Banks were originally founded to 
fund growth in industry and provide 
financial support for consumers and 
communities. Our customers and 
our commitment to the success of 
UK communities are central to our 
strategy and the way we do business. 
It is our responsibility to show the ways 
in which we make a sustained and 
positive contribution to the economy 
and society. 

Within the Group, this means playing 
our part in the UK’s economic recovery 
by continuing to give customers access 
to the finance they need. Our UK 
communities strategy focuses on three 
of the pathways to progress: education, 
employability and enterprise. This is 

supported by three pillars that define 
our ethics, standards and sustainable 
business practices. Our programmes 
include helping consumers’ financial 
literacy, as well as supporting and 
investing in the communities in which 
we operate. 

This Report describes the way in which 
we contribute to and fund the health 
of those communities, customers 
and businesses across the country. It 
demonstrates our work on financial 
inclusion and capability, our support 
and investment in the communities in 
which we operate. It also shows our 
progress on building our relationships 
with customers; improving our 
workplace environment for colleagues; 
supporting new and established 
enterprises across the UK; as well 
as our progress on minimising our 
environmental impact.

At Board level and across all of our 
businesses we are committed to 
ensuring that our responsible and 
consistent approach to the way we 
do business delivers success for the 
Group. We want to make a positive and 
lasting contribution to the prosperity 
of our customers, communities and the 
UK economy.

Lloyds Banking Group
2011 Responsible Business Report
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OVERVIEW OF LLOYDS BANKING GROUP

Who we are 
Lloyds Banking Group is a leading 
UK-based financial services group, 
providing a wide range of banking and 
financial services, primarily in the UK, 
to personal and corporate customers. 
Our main business activities are retail, 
commercial and corporate banking, 
general insurance and life pensions 
and investment provision.

The Group operates the UK’s largest 
retail bank and has a large and 
diversified customer base. Services 
are offered through a number of 
recognised brands including Lloyds 
TSB, Halifax, Bank of Scotland and 
Scottish Widows, as well as a range 
of distribution channels including the 
largest branch network in the UK.

Our Group structure as 
at end 2011
There are five main business areas 
within the Group:

Retail 47% of total Group income*
Retail operates the largest retail bank 
in the UK and is the leading provider 
of current accounts, savings, personal 
loans, credit cards and mortgages. 
It serves over 30 million customers 
through one of the largest branch 
and fee-free ATM networks in the 
UK. It is also a major distributor of 
general insurance and bancassurance 
products.

Wholesale 21% of total Group income*
The division comprises Wholesale 
Banking and Markets (WBM) and our 
Asset Finance business. The Wholesale 
Banking and Markets business serves 
corporates with turnover above 
£15 million.

Commercial 9% of total Group income*
Commercial serves in excess 
of a million small and medium-
sized enterprises and community 
organisations with a turnover of up to 
£15 million.

Wealth and International 10% of total 
Group income*
This division focuses on the private 
banking and asset management 
businesses of the Group, and operates 
the Group’s international business.

Insurance 13% of total Group income*
This division houses our Life, Pensions 
and Investments business, through 
which we have become a leading UK 
provider of bancassurance, home 
insurance and general insurance 
products.

*Excludes Group Operations, Central items 
and insurance claims.

Lloyds Banking Group
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Our approach to 
responsible banking
Our business model 
Our business model is designed 
around our distinctive capabilities in 
serving personal, commercial and 
corporate customers across the UK, 
with a focused range of banking, 
insurance, investment, debt financing 
and risk management products to 
meet customer needs.

In delivering these products to our 
customers, we capitalise on our strong 
customer relationships, our well-known 
and distinct brands, our broad multi-
channel distribution and our customer-
focused people. 

We have over 30 million customers 
and our customer leadership is driven 
by customer insight, tailored products 
and simpler services. As the largest 
retail bank in the UK, we want to meet 
all the financial needs of our customers 
and also help them to succeed 
financially. Only by successfully 
focusing on the needs of customers 
can we deliver long-term value to our 
shareholders.

There is a clear link between Lloyds 
Banking Group’s overarching business 
model and the issues covered in 
our Responsible Business Report. 
Our responsible business approach 
underpins our vision to be the best 
bank for our customers. 

Our business strategy focuses on four 
main areas:

•   Invest to be the best bank for 
customers and colleagues

•  Reshape our business portfolio to 
fit our assets, capabilities and risk 
appetite

•  Simplify the Group to be more agile 
in the delivery of our products and 
services

•  Strengthen our balance sheet and 
liquidity position

Our Responsible Business 
Strategy 
Our strategy was reviewed in 2011, and 
focuses on:

•  Putting customers first

•  Investing in communities

•  Becoming the best bank for 
colleagues

•  Working responsibly with other 
stakeholders

•  Reducing environmental impacts

We’ve used our code of business 
conduct to inform the structure of our 
reporting this year.

Our Responsible Business Strategy is 
aligned with the Group’s vision to be 
the best bank for our customers. 

Our work is also tied to the bank’s 
strategic goals to simplify the way 
we operate by ensuring that our 
products and services are simple and 
transparent. 

We want to build thriving communities 
in the UK, both with direct investment 
and by encouraging our colleagues to 
support communities with their skills 
and knowledge. This aim is supported 
by our extensive communities strategy 
that focuses on three of the pathways 
to progress within communities: 
education, employability and 
enterprise.

Many of the themes and issues 
explored in this Report ultimately help 
us to manage customer risks, or to 
find ways to better support customers 
– both of which help to achieve our 
goals.

Our values 
In 2011, we also reviewed our Group 
values to simplify them and align with 
the Group’s areas of focus. Our stated 
values relate to:

• Putting customers first

• Keeping it simple

• Making a difference together

Many of the issues described in this 
Report relate to one or more of these 
areas – although we specifically align 
our responsible business work to 
‘making a difference together’. 

Issues that affect our business 
The Group Community and 
Sustainable Business team in 
collaboration with the Responsible 
Business Steering Group have 
identified the issues that are most 
material to our business and our 
reporting, and have shaped our views 
on these issues (see page 43).
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LEADERSHIP ARTICLES
Lloyds Banking Group is an important institution for the prosperity and growth of 
the UK. Our customers and our commitment to the success of UK communities are 
central to the way we do business. As a responsible business, we are able to make a 
sustained and positive contribution to the economy and society. 

In the following pages our leaders talk about some of the key challenges facing the 
financial services industry as well as some of the things we are doing to champion 
the sector.

Increasing 
transparency
A discussion with 
António Horta-Osório
Page 6 

Supporting the UK’s 
economic recovery
An article by 
Stephen Pegge
Page 8 

Strengthening 
financial capability
An article by 
Alison Brittain
Page 10 

Lloyds Banking Group
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LEADERSHIP ARTICLES 

Increasing 
transparency

Introduction 
In January 2011, António Horta-
Osório joined Lloyds Banking Group 
as CEO from Santander. On his 
appointment, António set on a path 
to change the bank in difficult times. 
He undertook a full strategic review to 
inform the next stage of the Group’s 
development, resulting in a new vision 
and strategy which puts customers and 
communities at the heart of everything 
we do. 

António speaks with Matt Young, 
Corporate Affairs Director, about 
the new direction for Lloyds Banking 
Group.

Putting customers first
Matt. António, under your leadership 
the bank has a focused vision to be 
the best bank for customers and core 
values of ‘putting customers first, 
keeping things simple and making 
a difference together’. Taking each 
of these values in turn, how are you 
putting customers first?

António. To become the best bank for 
customers it is important that we put 
customers first in everything that we 
do. Let me give you three examples 
that are very important to me. 

By putting customers first I believe 
that it is important to do the right thing 
by taking leadership on correcting 
previous mistakes – as we did after the 
Payments Protection Insurance judicial 
review. We were the first UK bank to 
publicly address this. We considered 
the impact on our long-term reputation 
and on our customers and committed 
funds to deal with potential costs of 
affected customers.
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I am committed to continually 
improving the quality of our service 
for our customers. We have a Group-
wide team which focuses on putting 
the customer experience at the heart 
of dealing with complaints. Following 
substantial improvements made 
in 2011, we’re on track to achieve 
our target reduction to 1.3 banking 
complaints per 1,000 accounts by the 
end of this year. That will place us far 
ahead of our main competitors.

Our SME Charter has been created 
specifically to support small and 
medium-sized businesses and, in 2011, 
we increased our efforts to support 
small businesses, start-ups and the 
social enterprise sector. We often work 
with them at the early stages as these 
businesses are key to the growth of the 
UK economy and to the health of UK 
communities.

Keeping it simple
Matt. Banking can be a complex 
industry. How are you proposing to 
keep things simple across the Lloyds 
Banking Group?

António. Keeping it simple goes to the 
heart of what we are trying to do at the 
bank. Banks have developed a cost 
base that is too high and this means 
that they have to sell products and 
services that have become increasingly 
expensive and complex to bring in 
income above that cost base. My 
vision is to build a bank that has much 
simpler and transparent products 
for customers. To achieve this we 
have to put in place much simpler 
processes and procedures. This will 
create a bank that has a low cost base 
and is able to offer affordable good 
quality products and services to our 

customers in a sustainable way. It 
will also mean that our colleagues 
will work for an organisation that has 
simpler processes, making it a better 
place to work.

I also believe that keeping it simple is 
about being even more transparent 
as an organisation. Remuneration, 
understandably, continues to be a 
topic of public concern. I believe that 
rewarding colleagues appropriately at 
all levels, including senior executives, 
leads to strong sustainable growth. 
I think that rewards must reflect 
the work required to reshape the 
business to fit the new, challenging 
environment, and incentives must be 
aligned correctly to service and sales.

Making a difference 
together
Matt. You say that being the best 
bank for customers also means being 
the best bank for communities. How 
are you making a difference in UK 
communities?

António. This is also something that is 
very important to me. Our branches 
and our brands touch nearly every 
household and community in the UK 
and our success is directly linked to 
the health and well-being of those 
communities. We have committed that 
we will not close a branch if it is the last 
branch in the community. 

The work of the Lloyds TSB and 
Bank of Scotland Foundations 
helps to support some of the most 
disadvantaged communities and 
vulnerable people throughout the 
UK. Our UK communities strategy 
focuses on three of the pathways to 
progress: education, employability 

and enterprise. We have a financial 
education programme, Money for 
Life, that helps to provide important 
money management skills through 
community-based colleges across the 
country. 

We’re also supporting young people in 
the community: Lloyds Scholars helps 
those from lower-income households 
attend one of the country’s top 
universities while also gaining 
valuable work experience through our 
internship programme. The Lloyds 
Banking Group Social Entrepreneurs 
programme aims to support hundreds 
of social entrepreneurs either start 
up or scale up their social enterprise, 
providing jobs and helping to 
address social issues in the heart of 
communities.

These are just a few examples of how 
I hope we are making a difference 
together. 

Matt. Being the best bank for our 
customers is a bold vision. What 
difference will customers see over the 
next three years? 

António. We have created a clear 
vision for recovery, across the Group, 
to help restore trust and build 
confidence in the bank. I want us to be 
the best bank for our customers – this 
means being the best for individuals, 
families, businesses and communities. 
Our customers will see a strong 
and stable UK bank with simple, 
transparent and value-for-money 
products, great customer service 
and a bank that is making a visible 
difference to UK communities.

A discussion with António Horta-Osório, 
Chief Executive of Lloyds Banking Group.
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LEADERSHIP ARTICLES 

Supporting the UK’s 
economic recovery 

Supporting the UK’s 
economic recovery
The UK has been through a period 
of profound economic stress and, 
unlike previous shallower recessions, 
there has not been a strong bounce-
back. Two of the four engines of 
demand in the economy are unlikely 
to propel us: consumer spending is 
constrained by slow income growth, 
inflation and debt repayments, while 
government spending is under a tight 
rein. Therefore, it is investment and net 
exports that we will need to turn to in 
order to drive the economy. However, 
global economic uncertainty and weak 
domestic demand could hold these 
elements back.

I believe that the prosperity of small 
and medium-sized enterprises (SMEs) 
is vital to delivering growth within the 
UK economy and to the health of our 
communities. There are around 4.5 
million SMEs in the UK and we need 
to mobilise them to invest and make 
it easier for them to do business. At 
Lloyds Banking Group, our commercial 
team works with over one million 
SMEs and community organisations 
as banking partners. We support their 
conditions for growth by offering 
financing, networks, mentoring and 
other services. In 2011, we helped over 
100,000 new small businesses to start 
up and ran over 200 free customer-
networking events and we are on track 
to increase on those figures in 2012. 

The Lloyds TSB and Bank of Scotland 
Commercial teams support SMEs 
of all kinds at different stages in 
their development. This could be by 
helping a business from the outset, 
providing access to finance to develop 
new products or enter new markets, or 

Lloyds Banking Group
2011 Responsible Business Report
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helping an established family firm to 
manage succession. Our Lloyds TSB 
SME Charter was created specifically 
to support these businesses and 
over 300 of our colleagues already 
offer free volunteer mentoring to 
businesses.

Financial security 
and growth for small 
businesses
Financial certainty is critical for any 
young or growing business. Yet 
financing and investment for SMEs 
is sometimes perceived by business 
owners to be difficult. We have to 
ensure SMEs are aware of all of the 
different sources of finance available 
to them. In 2011, the Group exceeded 
the lending goal to small businesses 
set by our sector. Lloyds Banking 
Group Commercial is continuing this 
positive net lending in 2012, as we 
have committed to at least £12 billion 
of gross lending to small businesses 
within our core commercial business 
– and crucially to continue to grow 
our lending on a net basis even in a 
market that continues to see a net fall.

Equity investment for SMEs can also 
be tough, often because the amount 
of funding required is considered a 
relatively small investment for private 
equity houses. We were a cornerstone 
investor in the UK’s new Business 
Growth Fund, set up to fill a perceived 
gap in the availability of long-term 
equity growth capital for businesses 
requiring between £2 million and 
£10 million. This investment is in 
the form of equity capital and is 
complemented by loans and trade 
finance. 

We also work with the UK Business 
Angels Association, which supports 
early stage investment in the UK.

I believe that the social sector, 
including charities and social 
enterprise, will continue to play 
an important part in the fabric of 
UK business and society. Social 
enterprises – businesses that provide 
both a social and financial return – 
are now growing faster than SMEs 
and contribute around £24 billion 
GVA (Gross Value Added) to the UK 
economy1. Recent Social Enterprise 
UK data shows that there are currently 
68,000 social enterprises in the UK, 
with an average annual turnover of 
£240,000 in 20112.

In 2011, Lloyds Banking Group 
committed to invest £50 million in 
Big Society Capital, an independent 
financial institution that has been 
established to invest in social 
businesses. This funding provides 
permanent equity for Big Society 
Capital which is a prominent vehicle 
for the UK’s social investment market. 
We also announced a partnership with 
the School for Social Entrepreneurs 
to help entrepreneurs from all 
backgrounds create or develop their 
own businesses.

Working towards a low-
carbon economy
As the largest UK retail bank, we 
are in a strong position to influence 
young businesses to manage both the 
risks and benefits created by a low-
carbon economy. The Group has 600 
business and environment managers, 
trained on a programme developed 
in association with the University 

of Cambridge Programme for 
Sustainable Leadership, who can offer 
support and guidance on the risks, 
issues and opportunities presented by 
the sustainability agenda.

We are active members of The Prince 
of Wales Corporate Leaders Group on 
Climate Change and also a member 
of the Business in the Community’s 
Environment Leadership Team, part 
of The Prince’s Mayday Network, 
which supports SMEs to reduce 
environmental impacts. This group 
of leading company executives 
champion and play an active part in 
addressing the challenges of climate 
change and sustainable development. 

I firmly believe that SMEs are a critical 
engine for growth in the UK. New 
forms of enterprise are emerging that 
bring opportunity and dynamism to 
the market. But, ultimately, the ability 
of an SME to contribute to economic 
growth depends on the strengths of 
its management and the quality and 
accessibility of its network of trusted 
advisers. I am proud of our local 
presence throughout the UK, meaning 
we can support these organisations on 
a daily basis, as a long-term banking 
partner, and help them to develop and 
grow long into the future. 

1.  Data is from the Annual Survey of Small Businesses UK 
(aggregated data 2005-2007). 

2.  Source: http://www.socialenterprise.org.uk/uploads/
editor/files/Publications/Fightback_Britain.pdf

An article by Stephen Pegge, 
Director of SME Markets.

Lloyds Banking Group
2011 Responsible Business Report
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Strengthening 
fi nancial capability 
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Financial capability
There is little doubt that we find 
ourselves in challenging economic 
times. This period of economic 
hardship puts Britain’s levels 
of financial literacy under the 
microscope. 

At times like this, I think we have to 
start with financial education. Money 
touches on so many aspects of our 
lives and becoming financially capable 
is a core life skill that can improve the 
way people live. It is as relevant to 
those who have enough money as to 
those who lack sufficient means. 

In 2011, the Lloyds Banking Group 
‘Money for Life’ programme hosted 
a series of conferences across the 
UK that brought together leaders 
in education and communities. At 
these events, experts debated the 
importance of financial capability. 
This means helping people to acquire 
knowledge, skills and confidence, so 
that they can make the right decisions 
to make their lives better. 

We need to focus on both the benefits 
to the individual and to society as a 
whole, if we are to encourage people 
to become financially capable. A 
community that is financially capable 
is more likely to be economically 
successful, because there will be fewer 
pressures within the community. It 
helps to avoid the more invisible and 
far-reaching consequences of bad 
financial decisions – like anxiety and 
stress, family breakdowns, increased 
crime or lack of access to education. 

Understanding the issue
The challenge that we now face – as 
a bank and in the UK – is how to raise 
levels of financial capability in the UK. 
The first step is to acknowledge that 
there is a problem – and this can be a 
big challenge when speaking about 
money management. How many of us 
can honestly put our hand up and say 
that we are ‘good’ at managing our 
money? That we always make the right 
decisions? That we each have a robust 
financial strategy for whatever we 
encounter in the future? 

If your answer is yes, then you 
represent a fairly small percentage 
of the population: you’re likely to be 
an adult, educated, economically 
self-sufficient and with a support 
network. When people in this 
minority encounter financial difficulty 
or fall upon hard times – through 
redundancy, illness, or divorce, for 
example – they tend to know when to 
raise the white flag and where to go for 
help: to family, the bank, an employee 
helpline or the Citizen’s Advice Bureau. 
Chances are they will be able to find 
the help they need.

But this is not the case for everyone 
in the UK. A barrier to improving 
financial capability is that people are 
often unaware of where to receive 
advice – they may not have the support 
network of friends and family, they may 
not actively seek advice, or they may 
receive misleading advice. 

Our approach 
So what can we as a bank do to 
address these issues? 

For a start, we must ensure that we 
provide good quality literature in 
branches and on our websites to 
help our customers understand our 
products and services. But providing 
information alone is not enough, 
because – as revealed during our 
community discussions – a bank is 
not always the first place to which 
people turn for advice or information. 
We need to do more to really embed 
financial capability in communities. I 
believe that it is the right thing to do. 

Our ‘Money for Life’ programme works 
within communities to make people 
more financially capable. Money for 
Life equips community champions, 
who are already respected in their 
local area, with the knowledge, skills 
and confidence to offer the right 
financial education. They are also 
tasked with raising awareness of the 
importance of financial capability 
and reaching out to individuals in 
communities who may avoid seeking 
help or don’t know who to turn to. 

Our goal, through this programme, is 
to make a difference to communities 
for the long-term. Ultimately, we want 
to play our part in building a more 
financially capable Britain.

An article by Alison Brittain, Group Director, 
Retail Division of Lloyds Banking Group.
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PROGRESS REPORT
The 2011 Responsible Business Report presents an overview of Lloyds Banking 
Group’s performance in relation to its economic, environmental and social 
activity, aligned to its Responsible Business Strategy.

Doing more 
to put our 
customers first
Page 14 

Doing more to be 
the best bank for 
our colleagues
Page 22 

Doing more to 
invest in our 
communities
Page 28 

Doing more to reduce 
our environmental 
impact 
Page 32 

Doing more to work 
responsibly with our 
stakeholders
Page 36 
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DOING MORE… 
TO PUT OUR 
CUSTOMERS 
FIRST 
Our aim is to put our customers first. This 
means thinking about customers first in 
everything we do, understanding and 
anticipating their needs, and delivering on our 
promises. 

This approach is core to the success of our 
business strategy, so that we build strong and 
long-term relationships with our customers.

Overview of 2011
In 2011, we made great progress with 
a number of notable product launches 
and had a significant reduction in 
customer complaints. We also made 
system and process improvements. 
Our focus has been on supporting 
our customers and the UK economic 
recovery. 

Putting our customers first increasingly 
drives our key business decisions. 
This is demonstrated by the position 
we took on Payment Protection 
Insurance (PPI) (see page 17). Doing 
the right thing for customers also 
means committing to our communities 
– we have publicly stated that we 
will not close a branch if it is the last 
in the community. We have made 
a commitment to keep our branch 
network at the same level for the next 
three years (excluding Verde1).

1.  Verde relates to the EU mandated sale of 632 retail 
branches from our existing network. 

2. Excluding PPI.

Customer satisfaction
We want to be recognised as the best 
bank for customers and we regularly 
measure customer satisfaction. 
The Net Promoter Score (NPS) is an 
industry-wide metric that rates the 
likelihood of customers recommending 
us to others. We use it to track overall 
customer satisfaction. 

 

In 2011, our high street brands 
achieved their highest ever NPS scores, 
with the Group-wide score rising from 
38 in 2010, to 44 in 2011. 

Customer complaints
As the largest Retail Bank in the UK, 
measuring ‘FSA reportable banking 
complaints per 1,000 customer 
accounts’ allows us to benchmark our 
progress within the Financial Services 
industry.

 

We have invested in our complaint 
systems and processes, introducing 
initiatives like ‘Phone a Friend’, a 
helpdesk for our colleagues who may 
need to consult a more experienced 
person for advice in resolving 
customer complaints (see page 16). 
During 2011, our FSA reportable 
banking complaints decreased over 
the year – to 1.5 complaints per 1,000 
accounts. This was a reduction of 0.6 
from the second half of 2010. These 
figures exclude PPI complaints.

IN THIS SECTION… 
We will review our progress on:

Responding to our customers’ 
needs
Listening to and supporting our 
customers 

Customer complaints 
Resolving complaints more 
efficiently

Supporting the UK’s economy 
Exceeding our business lending 
commitments 

Customer lending 
Supporting homebuyers in the UK

Protecting customers’ finances 
Detecting and preventing financial 
crime

Enhancing access to financial 
services 
Helping the financially excluded

Lloyds Banking Group
2011 Responsible Business Report

Customer Satisfaction %
(Net Promoter Score) 

38

2010

44

2011

Customer Complaints 
(FSA Complaints2 per 1,000 a/c) 

2.4

H1 2010

2.1

H2 2010

1.7

H1 2011

1.5

H2 2011

Key performance indicators
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To be the best bank for our customers 
we must provide the right services, 
products and support to meet our 
customers’ needs. 

Listening to customers 
During each month in 2011, we 
contacted over 80,000 customers 
to receive feedback and customer 
insights. We listened carefully to what 
they told us – both the good and the 
bad – and used the insights to make 
necessary changes. 

We have made some significant 
changes based on the feedback we 
received:

•  we re-designed our Switcher 
Service, for customers who want to 
change banks. This was in response 
to customers experiencing problems 
with their standing orders or direct 
debits when switching. We now 
offer an industry-leading account 
switching service which Defaqto 
awarded a 4* rating. We are the only 
bank in the industry to be credited 
with this rating.

•  in 2011, we tested different opening 
hours and ways of reducing queues 
in selected branches. Our Banking 
Made Easier initiative will roll out the 
lessons learnt from this pilot to over 
1,000 branches in 2012.

We support our 
customers in difficult 
times
Personal customers
We have a team of around 2,000 
colleagues who help customers with 
their financial problems. In 2011 there 
were 7.5 million interactions with 
customers where colleagues assessed 
their financial health and helped them 
through their financial difficulties. We 
have a number of processes in place 
to help people in financial difficulty, 
supported by policies, training 
and systems focused on moving 
our customers back to mainstream 
banking. 

We also have a specialist team that 
uses a range of services to help 
customers who are having difficulties 
– from advice about managing a bank 
account, to achievable repayment 
plans and full refinance. In 2011, 
420,000 customers were offered help 
and advice by this team before their 
accounts fell into significant arrears. 

This support is making a difference. 
87 per cent of customers that fell into 
arrears had a ‘positive outcome’ within 
three months – they either cleared their 
arrears or agreed a repayment plan. 
From these positive outcomes, 95 per 
cent returned their accounts to order.

Business customers
Within our Commercial and Corporate 
divisions we have dedicated teams 
of more than 1,000 experts to help 
business customers facing financial 
difficulties. 216 of these colleagues 
focus on supporting SMEs.

These teams form our Business 
Support Unit (BSU). The role of the BSU 
team is to work with each customer to 
try to resolve their issues, restore their 
business to a financially viable position 
and facilitate a business turnaround.

A number of options and channels 
can be used, such as advice on how to 
develop and implement turnaround 
strategies, or potential restructuring of 
debt and forbearance. 

Since 2009, our BSU teams have helped 
restructure the financial support for 
around 10,000 businesses, protecting 
more than 250,000 UK jobs. 

RESPONDING TO OUR CUSTOMERS’ NEEDS

Lloyds Banking Group
2011 Responsible Business Report
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CUSTOMER COMPLAINTS

To achieve our goal of being the best 
bank for customers, we must put the 
customer experience at the heart of 
dealing with complaints. 

Each complaint can be a potentially 
stressful time for our customers, due 
to the issue itself and the need to 
contact us to resolve it. 

As a responsible organisation our 
focus is to:

1.  Reduce complaints by listening and 
responding to our customers’ needs

2.  Give our colleagues the training, 
tools and support to handle 
complaints professionally and 
promptly

Acting on customer 
feedback 
We proactively use customer feedback 
to reduce complaints. We have set up 
a Group-wide team that focuses on 
listening to customers and making 
improvements to remove the cause of 
customers’ complaints. 

Our bill payments system is an 
example of where we identified an 
opportunity to improve the customer 
experience. We previously received 
approximately 1,000 complaints each 
month about incorrectly handled bill 
payment requests. 

Following an investigation 
in December 2011, we made 
improvements to our IT systems and 
processes and also trained colleagues. 
Early indications are that payments 
are being processed correctly, which 
reduces the number of complaints we 
receive. We are tracking our progress 
and have a specific NPS score relating 
to complaints. 

Training our colleagues
In 2011, we provided specialist 
complaint handling training to 40,000 
front-line colleagues in branches and 
telephony centres. 

We are the first financial services 
organisation to roll out an externally 
accredited complaint handling 
qualification. This is available to 
everyone who works in Customer 
Services.

Phone a Friend
Our Phone a Friend (PAF) initiative 
supports our front-line colleagues to 
deliver a first-class complaints service 
for our customers. We know that it 
is not always possible to provide an 
answer to a complaint immediately. 
In these cases, our PAF team offers 
expert guidance to our colleagues to 
help them resolve the complaint while 
the customer is still in the branch or 
on the telephone. If this isn’t possible, 
the complaint will be handled by our 
PAF team until resolution, offering our 
customer a named contact.

We now have PAF teams in place 
across all the key areas of our business, 
including our branch network and 
telephony centres. 

We also have extended the opening 
hours of these specialist teams so they 
are available around the clock to help 
customers receive the right outcome, 
faster.



Payment Protection 
Insurance
In May 2011, following a High Court 
judicial review of the FSA’s rules on 
handling PPI complaints, we became 
the first major bank to set aside funds 
to cover the cost of potential PPI 
compensation, setting aside a total of 
£3.2 billion.

Our immediate focus was to provide 
certainty for customers with complaints 
on hold pending the review’s outcome, 
and we successfully completed this by 
the FSA’s August 2011 deadline.

To help us achieve our commitment to 
investigate and manage all customer 
queries to a fair outcome, and within 
FSA timescales, we increased our PPI 
operation and significantly improved 
the efficiency of the complaints 
process. This has allowed us to process 
over 30 times more complaints each 
day compared to the start of 2011.

We will continue to work closely 
with the FSA in 2012 to make further 
improvements to our PPI complaints 
process where needed and ensure 
we have set aside sufficient funds to 
compensate customers.

Our performance in 
2011

Strong results have been reported1. 
Over 90 per cent of customer 
complaints are now resolved at the 
point at which the issue is raised. A 
further testament to the improvement 
is the reduction in the number of 
cases overturned by the Financial 
Ombudsman Service from 2 in 5 in 
2010 to 1 in 5 in 2011.

Our customers are also telling us that 
they are seeing an improvement in the 
way we handle their complaints. Our 
complaints Net Promoter Score has 
increased by 16 points in the branches. 

Our main measure (see page 14) to 
track complaints is now the number of 
FSA reportable banking complaints 
received per 1,000 accounts. In 2011, 
we successfully reduced the number of 
complaints to 1.5 per 1,000. 

We have committed to improving 
this performance further by reducing 
banking complaints to just 1.3 per 
1,000 in 2012.

1.  This does not include complaints concerning Payment 
Protection Insurance. PPI is a specific industry-wide 
Insurance-related issue rather than complaints from our 
daily interaction with our customers.
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FSA Reportable Complaints

366,975

2010

280,542

2011
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SUPPORTING THE UK’S ECONOMY

Banks play a crucial role in the 
UK economy by providing access 
to funds and products which 
stimulate enterprise and trade for 
UK businesses. Small and Medium 
Enterprises (SMEs), in particular, need 
support and credit to weather the 
current financial conditions.

Supporting SMEs
We serve over one million SMEs 
across Lloyds Banking Group. During 
2011, we worked closely with external 
stakeholders and the UK Government 
to support growth in this sector. Our 
initiatives included:

•  simplifying our charges by 
introducing the UK’s first range of 
Monthly Price Plans. Customers 
can pay a simple, fixed, monthly fee 
to cover their day-to-day banking 
transactions.

•  a programme of 200 nationwide 
seminars offering expert guidance 
and support on starting up, 
employment, exporting, bidding for 
London 2012 contracts, sustainability 
and finance.

•  offering 18 months free day-to-
day banking for start-ups and six 
months free day-to-day banking for 
switchers. 

•  active participation in the Business 
Finance Taskforce set up by the 
banking trade association BBA, 
and the delivery of 17 measures to 
improve customer relationships, 
ensure better access to finance and 
promote a better understanding of 
the industry. 

Exceeding our 
commitments 
In February 2011, the UK Government 
announced plans (Project Merlin) 
to ensure that businesses had 
access to affordable credit. Under 
these plans, Lloyds Banking Group, 
along with HSBC, Barclays, RBS and 
Santander, committed to a number 
of objectives. This included the 
amount of available credit we would 
provide to businesses – particularly 
small businesses – and promoting 
transparency of executive pay.

During 2011, we exceeded our full 
year contribution to the ‘Merlin’ 
lending commitments. We provided 
£45.3 billion of committed gross 
lending to UK businesses, of which 
£12.5 billion went to SMEs.

Supporting enterprise
We believe that encouraging 
enterprise is key to supporting both 
the recovery of the UK economy and 
our vision to be the best bank for 
customers.

Our SME Charter was launched at the 
end of 2009 and included three-year 
commitments. The Charter committed 
to help 300,000 start-ups from January 
2010 to December 2012. Since its 
launch, we have supported around 
230,000 start-ups and are currently 
ahead of our 2012 target.

In 2012 we will make at least 
£12 billion of gross lending available 
to SMEs and meet our SME Charter 
objective to create 300,000 start-
ups by the end of 2012. We will also 
run a further programme of 200 
nationwide seminars to provide insight 
and information in order to help our 
small business customers continue to 
develop and grow their businesses.

London 2012
Lloyds Banking Group Commercial 
pledged £1 billion to help businesses 
make the most of the opportunities 
presented by the London 2012 
Olympic & Paralympic Games. We 
have now supported one in three of all 
businesses who have won contracts for 
the Games. 

In addition to direct financial support, 
we have provided customers and 
businesses with free practical 
resources including a ‘Winning 
Business Guide’, a ‘Games Time 
Ready Guide’ and access to dedicated 
support through local relationship 
managers.

SME Start-ups

106,000

2010

124,000

2011
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CUSTOMER LENDING

We recognise the economic climate 
over the last few years has made it 
harder for people to move house or to 
buy their first home.

This is an important issue for the 
UK economy and for many of our 
customers. We need to find the 
balance between providing funding 
to meet our customers’ needs and 
lending responsibly.

Supporting homebuyers
For many people, buying a first home 
is a key milestone in life. Supporting 
first-time buyers is core to ensuring a 
healthy housing market.

As a responsible lender we don’t 
normally advance more than 90 per 
cent of a property value. However, to 
help first-time buyers who often find 
saving for a deposit a challenge, we 
have introduced a number of products 
to help.

For example, in 2011 we extended our 
Lloyds TSB ‘Lend a Hand’ mortgage 
scheme, where local authorities can 
guarantee applications; in a similar way 
to family or friends. This means that 
customers can purchase a property 
with only a 5 per cent deposit. 

Our Halifax brand is a leading lender 
in the affordable housing sector. 
They have a dedicated product range 
designed for borrowers who want 
shared equity or shared ownership 
schemes. 

We also support key government 
initiatives, including the Homeowner 
Mortgage Support Scheme, Mortgage 
Rescue Scheme and Support for 
Mortgage Interest Scheme. 

Improving our processes
In 2011, we completed the roll-out 
of our mortgage IT platform to our 
Lloyds TSB branches. The system 
was already in use in our Halifax and 
Bank of Scotland branches. It was 
successfully rolled out to 800 Lloyds 
TSB mortgage advisers across England 
& Wales. This investment has improved 
our mortgage customer service and an 
initial mortgage promise can now be 
given in approximately 15 minutes. 

Our performance in 2011 
•  We provided £28 billion of new 

mortgages in 2011 – a market share 
of around 20 per cent of gross new 
residential mortgage lending. 

•  We advanced more than £5.6 billion 
of new lending to first-time buyers in 
2011.

•  We provided approximately 24 per 
cent by value of all first-time buyer 
business in the market during 2011. 

 

In 2011, we increased the number of 
first-time buyers we helped to own 
their first home. 

Lloyds Banking Group
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Mortgages to First-Time Buyers

50,000

2010

52,000

2011
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PROTECTING CUSTOMERS’ FINANCES 

Financial crime is, at the very least, 
an inconvenience for our customers. 
At its full extent, activities like money 
laundering can facilitate organised 
crime and terrorism. To be the best 
bank for customers we consistently 
look for innovative ways to stop 
financial crime.

Governance
Financial crime and money laundering 
risks are managed under a risk 
management framework, which runs 
across every one of our operations. 
Details of operational risk management 
can be found in our Annual Report 
and Accounts (p167) http://www.
lloydsbankinggroup.com/media/pdfs/
investors/2012/2011_LBG_RandA.pdf

Preventing fraud
We take protecting our customers and 
their assets extremely seriously and 
invest in activities to detect, prevent 
and deter fraud. 

Detect – We deploy advanced systems 
that work behind the scenes to 
detect suspicious activity so we can 
contact customers to clarify unusual 
transactions.

Prevent – We use the latest 
technologies to counter increasingly 
sophisticated ‘e-crime’ attacks to help 
us identify and protect customers 
whose computers may have been 
compromised by fraudsters.

Deter – To ensure we are an 
unattractive target for fraudsters we 
have a programme of investment in 
multilayer defences. We have a range 
of measures to prevent us doing 
business with individuals who have a 
history or association with fraud and 
financial crime.

Anti-money laundering
We have processes to check the 
identity of customers and use 
various tools to monitor the validity 
of transactions that they make and 
receive. Our investment in the latest 
transaction monitoring software 
helps us to identify potential money 
laundering activity. Similarly, we 
continue to enhance the technology 
we use that helps us manage 
relationships and products that require 
closer scrutiny, such as accounts for 
Correspondent Banks, Politically 
Exposed Persons or those subject to 
international sanctions.

Raising awareness 
•  Our websites include information 

that helps customers identify and 
avoid common types of fraud.

•  We are a National Strategic Partner 
of the charity ‘Crimestoppers’ and 
support their campaigns to raise 
awareness of new threats. 

•  We work with the National Fraud 
Authority and others on campaigns 
to address issues of identity theft. 

Training employees
•  Our Code of Business Conduct sets 

out minimum standards of behaviour 
expected of colleagues. This Code is 
supported by detailed policies and 
procedures on specific elements 
including fraud, data protection, 
anti-money laundering and counter-
terrorist financing.

•  Policies and procedures are brought 
to life with regular training using 
multiple channels such as DVD, 
e-learning and online tests.

•  We have a zero-tolerance approach 
to internal bribery and fraud. 

•  Last year, we delivered anti-money 
laundering training for over 103,000 
colleagues.

•  Our whistle-blowing helpline is 
for colleagues to speak out if they 
suspect any wrongdoing. In 2011, 
180 contacts were recorded by 
the helpline. Every incident was 
reviewed, investigated and resolved 
with appropriate action.

•  We work closely with an 
independent charity, Public Concern 
at Work, to ensure that our approach 
and systems continue to work 
effectively.

Our performance in 2011

 

In 2011, we reduced total fraud losses 
by 20 per cent compared with 2010. 
This was a further improvement on the 
33 per cent reduction from 2009 to 
2010. 

Year on Year % Reduction
in Fraud Loss

33

2010

20

2011
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ENHANCING ACCESS TO FINANCIAL SERVICES 

We are committed to tackling 
financial exclusion by making banking 
services as accessible as possible to 
everyone. Without a bank account, 
many everyday tasks such as receiving 
payments or paying bills are more 
difficult and more expensive. 

Making banking 
accessible
One of the challenges faced by banks 
is how to help ‘hard to reach’ sections 
of the community access banking 
services. Halifax is taking a leading role 
in addressing this challenge through 
our prisoner bank account programme. 
Working in partnership with the 
National Offender Management 
Service (NOMS), the charity UNLOCK 
and 30 prisons across the UK, Halifax 
will provide bank accounts to around 
3,000 people leaving prison in 2012. 
Previous work by NOMS and UNLOCK 
has shown that having access to 
banking facilities helps reformed 
offenders resettle back into the 
community and avoid reverting to 
crime.

Engaging our customers 
We are increasing accessibility to our 
services through multiple channels. 
Customers can contact us by:

•  using one of our 2,900 branches

•  contacting our 24/7 telephone 
banking service

•  logging on and joining our 8.3 million 
active internet users 

•  using mobile banking. Launched in 
2011, 1.5 million customers now use 
this channel

In 2011, we increased the use of social 
media:

•  10,000 followers on Twitter

•  800,000 views/visits on Facebook 
and YouTube

Basic bank accounts
Basic bank accounts are simple 
accounts that allow customers to 
receive wages or benefits and pay bills 
by direct debit and standing order. 
They provide an important first step on 
the banking ladder, without the risk of 
going overdrawn.

We are the UK’s largest provider of 
basic bank accounts, with 4.3 million 
accounts. These are offered through 
our high street brands – Lloyds TSB, 
Bank of Scotland and Halifax. In 2011 
we opened around 250,000 new basic 
bank accounts.

In addition we helped move around 
70,000 customers from a basic bank 
account to a fully featured current 
account during 2011, demonstrating 
our commitment to meeting our 
customers’ needs and moving them 
through the banking cycle.

Banking in deprived 
areas 
Financial exclusion is a common issue 
in low income areas. We recognise the 
importance of making our services 
accessible to those in most need of 

them. We assess the number of ATMs 
and branches and the amount of 
lending we do in the most deprived 
areas of the UK.

We operate basic bank accounts for 
367,650 customers living in the most 
deprived1 areas of the UK and we are 
working closely with charities in these 
areas to help reduce financial exclusion 
among local residents. 

 Total number 
of basic bank 

accounts

Number living 
in deprived 

area

Lloyds TSB 784,790 75,674

Halifax 3,070,477 279,001

Bank of 
Scotland

458,475 12,975

Total 4,313,742 367,650

As of December 2011, we had around 
25,000 active small business customers 
in the most deprived areas of the UK. 
Our loan facilities for these businesses 
increased to £470 million compared to 
£414 million as of December 2010.

In 2011 we launched a new financial 
education programme called Money 
for Life that aims to improve money 
management skills in communities 
across the UK (see page 30).

1.  In this Report we have used the British Bankers 
Association (BBA) definition to determine deprived 
areas. The 5 per cent of postcode sectors equating to 
the 2 per cent most deprived electoral wards in Great 
Britain.

Lloyds Banking Group
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DOING MORE… 
TO BE THE BEST 
BANK FOR OUR 
COLLEAGUES 
To be the best bank for our customers, we 
recognise that we must also become the best 
bank for our colleagues. It is through their 
work that our customers will see the changes 
we are making.

Lloyds Banking Group
2011 Responsible Business Report

Overview of 2011
We launched our new colleague survey 
reflecting our desire to gather honest 
and open feedback. This provides an 
excellent framework to capture and 
measure our colleagues’ opinions, 
views and concerns.

During 2011 we launched a new 
gender strategy aimed at developing 
female talent across the business. 
Initiatives to support the strategy 
included coaching and nurturing 
talent through a new Diversity 
Network called ‘Breakthrough’, 
designed to help women reach their 
full potential. Also the introduction of 
a career development programme 
for colleagues from ethnic minority 
backgrounds; enabling those with 
potential to achieve their first senior 
management role. This programme 
supports our ethnic diversity strategy.

Additionally last year, we sponsored 
research on the career aspirations of 
graduates with disabilities; helping the 
Group to become more inclusive when 
recruiting future graduate intakes.

In 2011, we launched our Learning 
Academies to nurture individuals’ 
talents. The Academies are a one-
stop shop for colleagues to plan their 
careers with the Group and gain access 
to learning resources.

The health and well-being of our 
colleagues is of paramount importance 
to us. In 2011, we ran Group-wide 
campaigns to raise awareness on key 
topics such as fire safety and work life 
balance.

Governance
Impacts on our colleagues are 
managed under different governance 
structures but, ultimately, report into 
our Group Executive Committee (GEC). 
Our programmes include: 

•  the new colleague feedback survey 
managed by our Group Corporate 
Affairs teams with regular updates 
and recommendations to the GEC

•  our yearly diversity initiatives are 
agreed by GEC and a member of 
GEC sponsors each programme

•  nurturing talent is the responsibility 
of our human resources business 
unit as well as the Group’s well-being 
initiatives 

•  health, safety and fire safety are 
managed by our Group property 
division

Key performance 
indicators 

 

A key focus for our gender strategy 
is the percentage make-up of female 
board members – an aspirational goal 
of 25 per cent by 2015.

IN THIS SECTION… 
We will review our progress on:

Listening to our colleagues
Capturing and acting on feedback

Diversity and Inclusion
Building an inclusive organisation 

Nurturing individuals’ talents
Building capability and career 
planning

Recognising our colleagues’ 
contributions
How we reward our colleagues

Well-being and safety
Providing a safe working 
environment

Average % Female Board Members

7.9

2010

10.9

2011



23

Being the best bank for our colleagues 
means that we must listen and act 
upon feedback they give us, in 
order to drive improvement in our 
performance.

Central to colleague satisfaction is the 
need for us to build trust, and provide 
an empowering working environment 
through open and honest exchange of 
views.

We realise, too, that a business with 
inspired and satisfied colleagues 
has a really positive impact on our 
customers’ experience.

Colleague survey
Our HR framework includes a 
mechanism for colleagues to regularly 
feed back their views with their line 
managers, as well as through other 
channels. 

In 2011, we launched a new colleague 
survey for the whole Group. This 
represented a significant milestone 
for Lloyds Banking Group and reflects 
our desire to gather honest and open 
feedback from colleagues across the 
business.

The survey is completed anonymously 
online. The results generate two 
separate scores:

Employee Engagement Index (EEI) – 
this index shows the extent to which 
colleagues are satisfied, proud and 
advocates of Lloyds Banking Group as 
a place to work.

Performance Excellence Index 
(PEI) – this index shows how strongly 
colleagues believe the Group 
is committed to delivering, and 
continuously improving, high-quality 
products and services to customers.

At a macro level, the results are 
presented to the Group Executive 
Committee and indicate common 
trends across the whole Group to help 
shape our policies and procedures. At 
a micro level, results are shared with 
team leaders so they can build action 
plans specific to their team’s needs.

Our performance in 2011
The survey uses a proven engagement 
model which allows us to benchmark 
our results against the UK norm. 
In future years, we will be able to 
compare improvement across Group 
performance over time. 

Our Performance Excellence Index 
score of 69 shows nearly three 
quarters of colleagues believe their 
work gives them a sense of personal 
accomplishment; almost 9 out of 10 
colleagues say they receive recognition 
for good performance. 

Our Employee Engagement Index 
score of 52 indicates the need to 
do more to engender trust in the 
leadership team and confidence in the 
future of the organisation.

As a result of this feedback, our senior 
team are visiting our sites to talk with 
colleagues and listen to their concerns.

We have regular communications 
channels to update colleagues on the 
changes that have been implemented 
as a result of their direct feedback. 

 

LISTENING TO OUR COLLEAGUES
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Staff Engagement Score %
- - - - - UK Industry Average

52

EEI 2011

69

PEI 2011

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 61 63
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DIVERSITY AND INCLUSION

We want to have a business that 
reflects the diversity of the world 
in which we live. We have policies, 
support networks and development 
programmes to help create a diverse 
workforce and also to protect 
people who may be vulnerable to 
discrimination.

We aim to be an inclusive organisation 
and our diversity programmes are 
championed by senior leaders within 
our business including: 

•  Gender – Truett Tate1, Managing 
Director, Wholesale

•  Disability – Mark Fisher, Group 
Operations Director 

•  Ethnic diversity – Angie Risley, Group 
HR Director

•  Sexual Orientation – John Maltby, 
Group Director, Commercial

Colleague diversity 
networks
We provide support and budget for 
our four diversity networks, called: 

•  Breakthrough – Network for Women 

•  Access – Disability Network 

•  GEM – Group Ethnic Minority 
Network

•  RAINBOW – Lesbian, Gay, Bisexual 
and Transgender Network

These networks provide specialist 
support and development 
opportunities for colleagues.

The following are just some of the 
diversity and inclusion areas we focus on.

Gender equality
In 2011, we completed research on 
the progression of women in Lloyds 
Banking Group. These findings 
supported the launch of a new gender 
programme, aimed at developing a 
pipeline of female talent. Activities 
include:

•  a Senior Manager Women’s Leaders 
Forum, who meet quarterly, and 
are able to take part in executive 
coaching and a leadership 
programme;

•  an accelerated Board attainment 
programme;

•  an optimising leadership 
effectiveness programme. 

Sir Winfried Bischoff, Lloyds Banking 
Group Chairman, champions gender 
equality. He is a founding member of 
the 30% Club, a group of chairmen who 
are committed to bringing more women 
to the Board. He is also an advisory 
council member of the FTSE 100 Cross-
Company Mentoring Scheme. 

Disability 
In 2011, over 3,500 colleagues 
used the workplace reasonable 
adjustment process. We also 
sponsored the first ever UK research 
into the career aspirations of disabled 
undergraduates. This has also changed 
our approach to graduate recruitment.

Our disability network, ‘Access’, has 
750 members. The network provides:

• a mentoring scheme 

• newsletters 

• local and national events

•  an assistive technology user group 
which advises on IT changes to 
ensure disabled colleagues’ needs 
are considered

Ethnic diversity
In 2011, we launched a career 
development programme, which 
supports colleagues from ethnic 
minority backgrounds who have the 
potential to achieve management 
positions. We ran six programmes 
and every delegate said they would 
recommend the course to others.

Sexual orientation
We received a number of awards in the 
Stonewall 2011 Top 100 employers for 
lesbian, gay and bisexual people – top 
private sector employer, top Scottish 
employer, Rainbow Network received 
a ‘star performer’ accolade and runner 
up overall, which exceeded our target 
of top 5 for 2011. We were also a joint 
sponsor of the London Lesbian and 
Gay Film Festival and took part in over 
10 local Pride events across the UK.

Our performance
DIVERSITY DATA 2010 2011

Gender 

% of total colleagues 
that are female

59.5% 59.5%

Female managers 42.7% 42.9%

Female senior 
managers 

26.1% 26.2%

Disability 

% of colleagues who say 
they have a disability

1.7% 1.7%

Ethnic Background 

% of colleagues from an 
ethnic minority

6.3% 6.6%

Ethnic minority 
managers 

5.4% 5.7%

Ethnic minority senior 
managers

2.5% 2.7%

Sexual Orientation 

% of colleagues 
who say they are lesbian, 
gay or bisexual

0.6% 0.7%

The ratio of senior managers from an 
ethnic background as well as women in 
senior management has improved. This 
percentage can reflect a significant 
number increase across 103,000 
colleagues.

A key focus for the Group is to increase 
the representation of women on the 
Board to 25 per cent by 2015. 

1.  In 2012, Ed Smith, Managing Director Operations, has 
taken over from Truett Tate as the executive champion 
for our gender initiatives. 
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NURTURING INDIVIDUALS’ TALENTS

Nurturing talent means developing 
the skills and knowledge of colleagues 
across the Group. This is important to 
our strategy of being the best bank 
for customers. Our colleagues need 
the right capabilities to provide the 
excellent customer services we need 
to deliver.

Integration training
In 2011, we completed the integration 
of our technology systems following 
the acquisition of HBOS by Lloyds TSB. 
Colleagues from across the Group 
had to be trained on new systems and 
processes across all of our branches 
and operational sites. During the 
Integration programme a total of 
around 800,000 hours of training 
were delivered to ensure a successful 
transfer.

Launch of Academies
We also offer our colleagues a learning 
Academy – effectively, a one-stop shop 
for all Learning and Development. 
The Academies give colleagues the 
opportunity to take ownership of 
their careers. By visiting their online 
Academy colleagues can:

•  self-assess their capabilities through 
the ‘Plan Your Development’ tool

•  diagnose development needs and 
choose flexible ways to learn

•  receive a clear, simple access route 
for learning 

•  gain access to professional 
qualifications

In 2011, we launched 12 Academies 
giving nearly 100,000 colleagues 
access to these benefits.

Each Academy has a consistent 
format, with content tailored to the 
needs of the colleagues within a 
particular division or function. It offers 
a customised approach to learning as 
the curriculum covers the knowledge, 
skills and behaviours needed to be 
effective in a particular role. This 
means that colleagues can focus 
their development to enable career 
progression.

Developing leaders
During 2011, we delivered a high-
profile Executive Leadership 
Programme and the Executive 
Development Programme. 

•  The Leadership Programme focuses 
on strategic thinking. It was taught 
by world-class experts and members 
of Lloyds Banking Group’s Executive 
Board. It was attended by 42 senior 
leaders.

•  The Development Programme is 
designed for high potential first line 
executives and is an important part 
of our strategy to nurture individuals’ 
talents and deepen our talent 
pipeline.

During 2011, approximately 2,500 
managers attended internal 
and external Group leadership 
development programmes, in addition 
to our own talent programmes; we also 
launched 360 degree feedback to the 
top three layers in the organisation. 

Our performance in 2011

 

A key indicator for our investment in 
training is the average formal learning 
days per Full Time Equivalent (FTE). 
It clearly demonstrates the impact on 
our colleagues rather than an overall 
financial measure. 

In the last three years we have seen a 
significant improvement from 2.9 days 
to 6.9 days. However, our preparations 
for Integration in 2009 and 2010 would 
have affected this metric.

In 2011, we significantly overhauled 
our core leadership development 
programmes to align our leadership 
development strategy to our new 
business strategy and vision to be 
the best bank for customers. The 
programmes will be launched in 2012.

Average Formal Learning Days per FTE

2.9

2009

5.4

2010

6.9

2011
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RECOGNISING OUR COLLEAGUES’ CONTRIBUTIONS

Remuneration continues to be an 
important issue for our stakeholders 
and the Group. We recognise how 
important it is to get the right balance 
between reward and performance 
and believe that recognising 
colleagues appropriately at all levels, 
including senior executives, leads to 
strong sustainable growth.

Remuneration 
Committee
The Remuneration Committee, 
chaired by Independent Director 
Anthony Watson, is responsible for 
overseeing the Group’s arrangements 
and compliance with the FSA’s 
Remuneration Code. It comprises at 
least six Board members including 
the chairman. Following the Group’s 
Strategic Review the Committee 
undertook a further review of executive 
remuneration and the meaningful 
measures to assess performance in 
2012.

Remuneration in 2011
The graphs below show a comparison 
between the Group’s total Bonus 
scheme awards versus the Group’s 
Profit before tax on a combined 
business basis.

Awards are around 30 per cent lower 
than the previous year. The bonuses 
paid averaged less than £3,900 per 
colleague and more than half of the 
bonuses were paid in shares.

All bonuses above £2,000 are subject 
to deferral and adjustment. Our current 
shareholders who may not have been 
shareholders at the time the income 
from PPI products was received have 
been affected by the provision in 
2011. The Board therefore, on the 
recommendation of the Remuneration 
Committee, decided that the provision 
should also impact the awards to our 
senior executives.

Executive remuneration
The Group’s Annual Report (see 
pages 187 to 204) provides detailed 
information on our approach to 
executive remuneration. This details 
our approach to top executive 
remuneration by long and short-
term incentives, salary, pensions and 
benefits.

Annual incentives for Executive 
Directors and the Group Executive 
Committee are approximately 50 per 
cent lower against a 2010 like-for-like 
basis.

Employee pensions
Pensions form an important element of 
colleagues’ remuneration and reward. 
Across the Group, we have 359,310 
members of our pension schemes 
with a current active membership 
of 106,352. We provide pensions 
for 74,326 existing pensioners with 
another 178,632 entitled to draw 
pension in the future.

The Group is committed to supporting 
our defined benefit pension schemes 
and have taken steps to ensure they 
remain financially sustainable over 
the longer term. This is a very positive 
commitment from the Group when 
many companies are closing their 
schemes to existing members. 

New joiners to the Group are 
automatically enrolled in the Group’s 
defined contribution scheme, ‘Your 
Tomorrow’, which was launched in 
July 2010 and which was awarded 
the National Association of Pension 
Funds’ Pension Quality Mark Plus 
accreditation. 

Awards
We believe that it is important to 
reward our colleagues not only in 
financial terms. Our sponsorship 
of London 2012 has enabled us 
to recognise the contribution 
of colleagues at work and in the 
community.

Making a Difference 
Awards
The Making a Difference Awards 
recognise our colleagues who are 
doing more for our communities both 
in and outside work. Over 200 award 
winners received a contribution from 
the Group for their chosen charities. 
The Group also donated £20 for every 
nomination received to our charity of 
the year, totalling £23,280 for Save the 
Children. In total the Group donated 
almost £100,000 through these awards 
to charities and local communities on 
behalf of our winners. 

Go for Gold
Our ‘Go for Gold’ quarterly recognition 
programme acknowledges the 
difference colleagues have made 
every day through their actions and 
behaviours to bring our values to life, 
and deliver success for our business. 
In 2011, 258 colleagues have been 
recognised through receiving tickets to 
the London 2012 Games.

Total Employee Bonuses  £m

491

2009

533

2010

361

2011

Profit (loss) Before Tax – £m
Combined Business Basis 

2009

-6,300

2010

2,212

2011

2,685
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WELL-BEING AND SAFETY 

The Group places great emphasis 
on managing Health and Safety 
standards and ensures that robust 
processes and procedures are in 
place. The health and well-being 
of our colleagues is of paramount 
importance.

Well-being
Well-being is not just about physical 
health and fitness, it’s broader than that 
– it’s about our ability to feel positive 
about life. Lloyds Banking Group takes 
its responsibilities as an employer 
very seriously and we offer a variety 
of support, information and services 
based on elements of physical health, 
work, social interactions and finance, as 
these all play a part in our employees’ 
overall personal well-being. Examples 
of this support are:

•  providing a working environment 
consistent with our values

•  listening to colleagues through our 
engagement survey and developing 
action plans that address concerns

•  access to relevant training, 
development and line manager 
support to ensure colleagues know 
what is expected of them in their role

•  through working with professional 
suppliers, including First Assist, 
Validium, Bupa, Serco and Equiniti, 
providing colleagues with access to 
the right support and advice in times 
of need 

Work life balance
We help our colleagues achieve a 
positive balance between their work 
and home lives by providing an 
opportunity to work flexibly.

Our Flexible Working Policy gives all 
colleagues the opportunity to apply for 
a temporary or permanent change of 
working pattern, at any stage of their 
career, and regardless of their personal 
reasons for making the request. Over 
30 per cent of our colleagues across 
the Group now work flexibly.

Health and Safety 
We have a detailed Health and Safety 
policy that is available for colleagues 
to access on the Group’s internal 
interchange site. 

The Health and Safety policy is owned 
by the Group’s Property Director who 
has specific responsibilities to the 
Board for:

• governance

• provision of adequate resource

• compliance reporting

Within Group Property there is 
a dedicated team of Health and 
Safety specialists to manage these 
responsibilities.

In 2011 the team ran several campaigns 
to raise awareness among colleagues 
including: winter safety, fire safety, and 
accident reporting and prevention. We 
were awarded the Royal Society for 
the Prevention of Accidents (ROSPA) 
Silver Award for our approach and 
commitment to managing health and 
safety.

It is mandatory for every employee to 
complete an annual online course and 
be tested on our Health, Safety and 
Fire procedures.

Reportable accidents
The awareness campaigns undertaken 
in 2011 have provided a more robust 
understanding of the need and 
process to report accidents, leading to 
an increase in reportable accidents.

Lloyds Banking Group
2011 Responsible Business Report

Group Accident Rates 2009 2010 2011

Total recorded accidents involving injury 4,184 3,210 3,931

Slips, Trips & Falls (including members of public) 613 609 787

Total Riddor (reportable accidents) across the Group 292 235 254

Riddor – Reporting of Injuries, Diseases and Dangerous Occurrences Regulations
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DOING MORE… 
TO INVEST IN OUR 
COMMUNITIES 
Through our brands and branches we touch 
every community in the UK. The health and 
well-being of communities is directly linked to 
the success of our business. We recognise that 
if we are to be the best bank for our customers 
we must also aim to be the best bank for 
communities.

Lloyds Banking Group
2011 Responsible Business Report

Overview 2011
In 2011, we launched our innovative 
Lloyds Scholars Programme. This 
supports students from below-
average-income families, to attend 
some of the best universities in the 
country.

We ran a series of events and activities 
to raise funds for our Charity of the 
Year, Save the Children. We raised 
£1.4 million from the fundraising and 
generosity of our colleagues.

Our ‘Money for Life’ programme rolled 
out financial training to educators 
and community groups across the 
UK, with the aim of helping people 
become more financially capable. Its 
‘train the trainer’ approach provides 
our community partners with a strong 
legacy.

Over 16,000 colleagues took part in 
our colleague volunteering scheme 
and we were the largest company 
participant in Give and Gain day – the 
UK’s largest single day of volunteering.

The Group donated almost 
£30 million to Lloyds TSB Foundations 
and the Bank of Scotland Foundation 
to support charities working in some of 
the most disadvantaged communities 
in the UK.

Key Performance 
Indicator

 

The graph above shows a trend of 
increasing funding to our community 
programmes and charitable donations. 
These totals do not include the cost of 
social banking to the Group.

In 2011 we increased our investment 
by over 10 per cent from 2010 when 
we were recognised by the London 
Benchmarking Group as the biggest 
corporate investor in UK communities.

IN THIS SECTION… 
We will review our progress on:

Community investment
How much we invest in local 
communities

New local community programmes
Introducing new community 
programmes

Providing financial education
A social issue core to our business 

Colleague engagement
How our colleagues get involved

Community Investment £m

74

2009

76

2010

85

2011
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In 2011, we invested over £85 million 
in UK communities, including support 
for financial capability, higher 
education and sports for young 
people. 

A significant amount of our investment 
was directly to the Lloyds TSB 
Foundations and the Bank of Scotland 
Foundation. 

The Lloyds TSB 
Foundations and 
the Bank of Scotland 
Foundation
2011 was the 25th anniversary of the 
Lloyds TSB Foundations. Since their 
creation and the launch of the Bank 
of Scotland Foundation in 2010 we 
have provided more than £510 million, 
enabling the independently run 
Foundations to support thousands of 
charities across the UK. Almost 
£30 million of this total was invested in 
2011. 

The Foundations use their knowledge 
and expertise to direct funds where 
they are most needed, disbursing 
grants to local, regional and national 
charities that operate at the heart of 
communities.

The Foundations also operate a 
Matched Giving Scheme, allowing 
Group colleagues in the UK to claim 
up to £1,000, doubled from 2010, in 
matched giving each year. This funding 
provides much needed help for the 
charities they are supporting. Over 
6,200 applications were made in 2011, 
totalling £2.3 million in matched giving 
for charity. 

Charity of the Year 
Our Charity of the Year for 2011 and 
continuing into 2012 is Save the 
Children. Colleagues from across 
the Group have raised £1.4 million 
including Matched Giving in 2011. 
This significantly exceeded our initial 
fundraising target of £1 million. 
This is enough to support up to 46 
Families and Schools Together (FAST) 
programmes in our local communities.

FAST is proven to support parents to 
engage in their child’s education – 85 
per cent of a child’s success at school 
depends on the type of support their 
parents/guardians provide at home.

Over the eight-week programme each 
session focuses on parents/guardians 
and children having fun, and exercises 
in listening and learning to talk to 
one another. This re-enforces family 
bonds, creating a supportive network 
between parents/guardians, the school 
and their community. Teachers report 
a 10 per cent improvement in reading, 
writing and maths among children 
enrolled on the FAST programme after 
just eight weeks.

Our performance in 2011

 

The graph above shows how 
our Matched Giving colleague 
contributions have increased over the 
last three years. 

The increase in allowance per applicant 
and greater awareness of the scheme 
contributed to the increase in 2011.

COMMUNITY INVESTMENT

Lloyds Banking Group
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Matched Giving –  £m
Colleague Contribution 

2.12

2009

2.46

2010

3.39

2011
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NEW LOCAL COMMUNITY PROGRAMMES

In developing new community 
programmes and investing more 
in existing programmes we ensure 
that these initiatives are relevant, 
transformational and sustainable.

Lloyds Scholars
In 2011 we introduced our flagship 
higher education and social mobility 
programme, Lloyds Scholars, 
which supports and encourages 
young people from lower-income 
households, to attend some of the UK’s 
top universities.

As well as providing financial support, 
the Lloyds Scholars programme gives 
Scholars the opportunity to gain 
the skills employers are looking for, 
through paid internships, workshops 
and access to mentors who are all 
senior managers within Lloyds Banking 
Group. The Scholars further develop 
their skills and contribute to their local 
community by completing 100 hours 
of volunteering and community work 
each year.

Lloyds Scholars was successfully 
piloted with 30 students attending 
the universities of Bristol and Sheffield 
in the 2011/12 academic year. A 
further four universities will join the 
programme in 2012, with scholarships 
offered to 15 students each year at 
each participating university.

More than 80 per cent of Scholars think 
the programme will help them improve 
their future employability and almost 
80 per cent say they are benefiting 
from the opportunity to learn new skills 
and experiences. Three quarters say 
they have enjoyed learning from their 
contact with Lloyds Banking Group 
employees and many have found the 
contact with other Scholars and sense 
of community really beneficial.

Money for Life 
programme
The Further Education sector has 
historically lacked support from the 
private sector, which usually focuses 
on schools and universities. Yet it is 
a sizable sector and a vital engine 
for social mobility, with more than 
three million learners across a broad 
demographic. The adult and work-
based learning sector, which adds 
millions more learners into the mix, is 
also underserved, with charities and 
community organisations delivering 
learning in formal and non-formal 
settings.

Recently both sectors have been 
subject to cuts, with many learners 
facing the additional pressure of a 
changing welfare system. 

Our response has been to invest 
£4 million into Money for Life. We have 
established robust partnerships with 
leading skills organisations in England, 
Scotland, Wales and Northern Ireland 
to develop a cohesive UK-wide 
financial capability programme that 
delivers much needed skills to UK 
communities. 

Following a series of focus groups in 
2010, Money for Life created two Open 
College Network-accredited financial 

capability training programmes called 
Teach Me and Teach Others. We are 
providing 1,400 free training places 
that enable teachers and community 
workers to become more confident to 
deliver financial education within their 
communities.

Participants complete an independent 
survey before and after receiving 
training to enable us to evaluate 
the impact of the programme and 
ultimately ensure that Money for Life 
remains successful.

Around 1,000 people were surveyed in 
2011, indicating the following: 

Teach Me: 
•  those ‘strongly agreeing’ that they 

know where to access financial 
information and guidance has risen 
from 13 per cent to 52 per cent. 

Teach Others: 
•  those agreeing that they know a 

range of methods for developing 
adult financial capability has risen 
from 20 per cent to 92 per cent.

We have additionally launched the 
Money for Life Challenge, a new 
national competition that provides 
small grants for 16-24 year olds. 
The funds enable students to run 
innovative and educational money 
management projects with the goal 
of improving the financial capability of 
their communities. 
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COLLEAGUE ENGAGEMENT

Colleagues from across the Group 
have told us that they want to support 
their local communities. In developing 
our community programmes, we have 
ensured that colleagues have the 
opportunity to become involved. Our 
community programmes would not 
be able to make a lasting impact on 
communities without the support of 
our colleagues.

Money for Life programme
We already train teachers and 
community groups on financial 
education. Now, we are also training 
our colleagues to teach financial 
education. So far over one hundred 
bank managers have completed 
Teach Others and are volunteering in 
communities across the UK, equating 
to 2,000+ hours of engagement. We 
currently have a waiting list of over 150 
colleagues looking to get involved in 
the next intake. 

Lloyds Scholars
The success of the Lloyds Scholars 
programme owes a lot to the 
enthusiasm and support shown by 
our colleagues in endorsing and 
embracing the initiative. Employees 
have volunteered in their hundreds to 
become assessors at the recruitment 
stage, mentors throughout the 
Scholars’ time at the university and as 
line managers for summer internships.

Employee volunteering
Our Day to Make a Difference 
volunteering programme enables 
colleagues to spend one day a 
year volunteering for a charity or 
community project of their choice. 
With 103,000 colleagues in the Group, 
this programme can have a real impact 
among local communities across the 
UK. Colleagues are able to use their 
skills and enthusiasm for a good cause 
without losing a day’s pay or holiday 
allowance.

Give & Gain Day
Business in the Community’s Give & 
Gain Day is the UK’s largest single day 
of volunteering. Over the last three 
years Lloyds Banking Group has been 
the largest company participant. In 
2011 over 2,000 colleagues took part. 
We also announced our sponsorship 
of Give & Gain Day for the next three 
years. 

National School Sport Week
In the build-up and excitement of 
the London 2012 Games we are 
encouraging young people to do more 
sport. Our community programme 
provides resources to schools to plan 
activities leading up to and during the 
week. In 2011, over 4 million young 
people and over 2,400 colleagues took 
part.

Our performance in 2011

In 2011, over 16,000 colleagues 
volunteered. This more than doubled 
the number of volunteers from the 
previous year of 7,300. The increase 
was achieved by campaigns to raise 
awareness across the Group.

Our target is to have 22,000 colleagues 
volunteering during 2012. To meet this 
target we will:

•  deepen relationships with local 
charities and community groups to 
seek opportunities for colleagues

•  commit dedicated resources to 
raise awareness and deliver flexible 
volunteering options for colleagues

•  build a ‘one stop’ process to make 
it simple for our colleagues to easily 
take part

Colleague Volunteers

600

7300

20102009

16000

2011
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DOING MORE… 
TO REDUCE OUR 
ENVIRONMENTAL 
IMPACT 
The UK Government has ambitious targets to 
work towards a low-carbon economy. As a major 
British business, we can make an impact by 
reducing our emissions. We also deliver products 
and services that contribute to, and invest in, a 
low-carbon economy. 

Climate change poses both risks and 
opportunities for the bank and our customers. 
Our goal is to be industry-leading in how we 
manage our environmental impact.

Lloyds Banking Group
2011 Responsible Business Report

Highlights of 2011
As the UK shifts towards a low-carbon 
economy we will look to develop our 
services and products to support our 
customers.

We continue to embed environmental 
risk in our everyday business decision-
making processes. In 2011, our system 
for screening environmental risks in 
lending transactions went live and now 
assesses 600-700 transactions each 
month.

Our environmental action plan is 
making good progress against our 
long-term 2020 reduction targets. We 
have significantly reduced the amount 
of waste we produce and the amount 
of paper that we use. Our overall 
carbon emissions reduced by over 
6 per cent against our baseline year 
(2009). 

Governance
Our environmental action plan is 
overseen by the Environmental 
Steering Group, which reports to the 
Responsible Business Steering Group 
(see page 41).

Several working groups manage the 
different aspects of our environmental 
action plan and provide updates to the 
Environmental Steering Group. 

Our performance in 2011
Renewable energy finance – 
indirect impacts
We provide affordable finance for 
renewable energy projects. This helps 
society reduce its reliance on fossil 
fuels and is also a growth product for 
the Group.

 

In 2011, we committed to fund 18 
renewable energy deals, totalling 
£571 million. These are capable of 
generating 2,160 MW.

Carbon emissions – direct 
impact
A key indicator of our progress is the 
reduction in our CO2 emissions, as 
displayed here: 

CO2 Emissions 2009 2010 2011

Total UK CO2 
emissions

449207 425996 421568

Scope 1 emissions 76387 60302 57179

Scope 2 emissions 343693 324007 321698

Scope 3 emissions 29127 41687 42691

We have improved the accuracy of energy 
data for the 2010 reporting year, replacing 
estimates with actual data. We have also 
changed our method for reporting car 
travel data in 2011. This impacts our scope 3 
emissions. 

Our ‘No Travel Week’ policy – 
encouraging colleagues not to travel 
for one week each month – will make 
a significant reduction in overall 
emissions. 

IN THIS SECTION… 
We will review our progress on:

Supporting the Green Economy
Seizing opportunities

Managing environmental risk in 
lending
Embedding environmental risk

Running an efficient business
Managing our business impacts

Renewable Energy Finance £m

2009

95
217

2010

571

2011
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The green economy is one that results 
in improved human well-being and 
social justice, whilst significantly 
reducing environmental risks. It is 
much talked about and is very relevant 
in the current economic climate. 

At a practical level a green economy 
is driven by investments to reduce 
carbon emissions, improve 
efficiencies and prevent loss of our 
natural resources. To achieve this, 
policy makers and business must 
work together strategically to take 
immediate and long-term action 
to address the global sustainability 
megatrends that will impact our future; 
at the same time we need to create 
‘real’ opportunities for the provision 
of low-carbon products, services 
and green technologies in a socially 
inclusive way.

Business is starting to recognise 
the huge benefits a shift to a green 
economy will bring. The global low-
carbon market is estimated to be worth 
more than £3 trillion and projected 
to reach £4 trillion by 20151 as more 
economies invest in low-carbon 
technologies. In the UK the sector 
is still at an early stage – estimated 
to be worth around £116 billion and 
employing almost a million people.

Seizing the opportunities
To be the best bank for customers we 
recognise our role in financing the 
UK’s green economy and therefore 
strive to lead our industry. We work in 
collaboration with others, to provide 
the right products and services that 
support the transition to a low-carbon, 
more resource-efficient economy 
which ultimately will lead to the 
creation of more green jobs. 

Practical examples of action 
during 2011 include:
•  We committed to fund 18 renewable 

energy deals, totalling £571 million. 
These are capable of generating 
2,160 MW.

•  Our asset management arm Scottish 
Widows Investment Partnership 
(SWIP) is one of the largest asset 
management companies in the UK. 
SWIP manages a series of specialist 
ethical and environmental funds 
worth £470 million. 

•  We have developed a small-
scale renewable product for our 
Commercial customers (turnover 
up to £15 million) and are currently 
designing a similar small-scale 
product to our Mid Markets 
customers.

•  Our Lex Autolease brand provides 
strategic Fleet Consultancy services. 
We have industry experts that have 
carried out over 400 consultations 
since 2005 to deliver cleaner fleets 
for our customers. 

•  Lloyds Bank Corporate Markets (a 
trading division of Lloyds Banking 
Group) has taken a leadership role in 
the Green Deal Finance Company, 
which will be a key mechanism for 
enabling the UK’s clean tech and 
energy organisations, including some 
of our corporate banking customers, 
to play their part in supporting the 
global environmental agenda. 

•  We are part of the Cambridge 
Programme for Sustainable 
Leadership, Banking and 
Environment Initiative. The group 
brings together leading international 
banks dedicated to working with their 
clients to redirect capital away from 
environmentally damaging activities 
towards sustainable, low-carbon 
growth. 

•  We are an active member of Business 
in the Community’s Environment 
Leadership Team, part of The Prince’s 
Mayday Network, which supports 
small and medium-sized businesses 
to reduce their environmental 
impacts.

1.  Source: http://www.guardian.co.uk/environment/2012/
may/16/britain-greening-economy-rio-20 

SUPPORTING THE GREEN ECONOMY

Lloyds Banking Group
2011 Responsible Business Report
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MANAGING ENVIRONMENTAL RISK IN LENDING 

We provide credit to businesses 
of all sizes both in the UK and 
selected international locations. As 
a responsible provider of credit it is 
important that we understand and 
assess the potential impact of these 
decisions on the environment. 

Our Credit Risk policy clearly outlines 
the Group’s approach and risk 
appetite. As part of the policy all 
business loans must be assessed 
for material environmental risks. We 
have a dedicated team that provides 
expert support in the credit decision-
making process, ensuring we take a 
consistent approach to identifying, 
assessing, mitigating and reporting 
environmental risks.

Environmental Risk 
Screening
In summer 2011, we implemented 
an electronic environmental risk-
screening tool (ERST) to replace our 
previous risk assessment process. 
It is now the primary mechanism 
for environmental risk assessment 
and uses risk weightings derived 
from industry sector data and the 
geographical location of security 
situated in the UK. Our specialised 
Environmental Risk team focuses its 
time on considering those transactions 
that are identified as having potentially 
heightened environmental risks. Each 
is dealt with on a case-by-case basis.

Since its introduction the ERST 
system has handled in excess of 6,100 
individual cases – approximately 600-
700 each month.

Working with 
stakeholders
The Environmental Risk team also 
works closely with our internal 
customer-facing teams as well as 
our external stakeholders to raise 
awareness of environmental risk. 
This informs the improvement of our 
environmental policies. Their work 
includes:

•  participating in industry-wide 
forums and discussion groups on 
environmental risk, such as the 
NGO Forum and the International 
Chamber of Commerce’s Energy and 
Environment Committee.

•  working with external environmental 
consultants to develop sector-
specific environmental briefings. 
These briefings flag key issues to our 
customer-facing teams.

•  working with external legal 
advisers to develop a range of 
environmental legislative briefings. 
This knowledge helps our business 
customers understand environmental 
legislation. 

•  managing the Group’s membership 
of the Equator Principles, including 
taking part in the 2011 Equator 
Principles strategic review.

Equator Principles
We are a signatory of the Equator 
Principles – a framework that manages 
environmental and social risk in project 
finance transactions. The Principles 
support our approach to assessing 
and managing risk in this area and 
are applicable to project finance 
transactions above US$ 10 million. 
Project finance is often used to fund 
the development and construction 
of major infrastructure and industrial 
projects. 

We have a robust, Group-wide 
approach to assess, monitor and report 
Equator Principles transactions. The 
Principles are included in our training 
for all lending officers, with more 
in-depth training for those working 
directly in project finance. 

Our performance in 2011 
Equator Principles
For the full data set relating to the 
Equator Principles please see table 
below.

Project finance transactions are rated 
as A, B or C depending on their level of 
environmental and social impacts. ‘A’ 
indicates a significant impact and ‘C’ is 
a minimal impact. 

The number of transactions reported 
under the Equator Principles increased 
from 18 to 25 from 2010 to 2011. We 
made no loans to category ‘A’ project 
finance transactions in either year.

Status of Projects by Industry

Renewables Infrastructure Energy & Utilities Total

Completed 16 4 5 25

In Progress 5 3 1 9

Not Completed 2 4 0 6

23 11 6 40
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RUNNING AN EFFICIENT BUSINESS 

Since the publication of our last 
report, the world population has risen 
above 7 billion. We are living in an age 
of unprecedented demands on natural 
resources. Sustainable businesses 
must lead by example and find 
ways to reduce their impact on the 
environment as well as use resources 
more efficiently.

Environmental 
action plan
In 2010, we launched our 
environmental action plan called 
‘Smart and Responsible’. Its aim is 
to reduce our environmental impact 
across 7 key ‘pillars’. The programme 
sets challenging short, medium and 
long-term goals, with the objective of 
reducing our environmental impact 
significantly by 2020. See dashboard 
below for our progress.

In October 2011 we introduced a 
simplified waste service that will enable 
us to achieve recycling rates of 90 
per cent for office and general waste. 
We also started our ‘No Travel Week’ 
policy which will make a significant 

reduction to our Business Travel in the 
next reporting period.

Engaging our colleagues
We need our colleagues to actively 
support our goals if our environmental 
plan is to succeed. We have a 
‘sustainability network’ of volunteers 
from across the Group which is run 
by our colleagues and has executive 
sponsorship. The size of the network 
has increased year on year – at the 
end of 2011, it had around 950 
members, an increase of 450 from our 
last Responsibility Report. Many of 
the network’s members are actively 
involved in managing the delivery of 
elements of our plan. 

Regulatory commitments
The CRC Energy Efficiency Scheme 
(formerly known as the Carbon 
Reduction Commitment) was 
introduced in 2010 and we fully expect 
that further legislation will follow. 
As a participant, we are required to 
report our annual energy use to the UK 

Government’s Environment Agency. 
We purchase allowances for our energy 
consumption, based on the CO2 we 
emit. A CRC Performance league 
table is produced each year by the 
Environmental Agency to benchmark 
the performance of UK companies. The 
first table, published in 2011, ranked 
Lloyds Banking Group at 566.

In 2011, we met our target to achieve 
the Carbon Trust Standard for our 
entire UK operation. We have also 
been awarded the ‘Carbon Saver’ gold 
certification from Carbon Saver Ltd 
for our track record of year-on-year 
emissions reduction 

Collaborating with 
stakeholders
We need to work with other businesses 
and NGOs to truly make a significant 
difference. We proactively identify 
opportunities to collaborate with 
external partners to drive positive 
environmental change. Please read 
more in our engaging stakeholder 
section of the Report (see page 40). 

Smart & Responsible: Our Environmental Action Plan
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2020 Target Progress to 2020 Target 2010 2011

30% reduction in energy consumption
(Target excludes IT Data Centres and 
the use of Oil as a fuel.)

740 GWh 733 GWh

20% reduction in paper consumption 32,035 
tonnes

29,981 
tonnes

20% reduction in our business travel 412 million 
km

382 million 
km

92% of waste diverted from landfill 63.5% 
diverted 
from landfill

58% 
diverted 
from landfill

20% reduction in water consumption 1,209,462 m3 1,171,441 m3

By 2020, less than 20% of waste from our 
construction projects will go to landfill 
and 20% of the m2 floor area of our estate 
will be environmentally accredited.

In 2011 we put in place the systems to 
measure progress against our 2020 targets. 
We will report our progress from 2012.

By 2020 we will achieve an average 
utilisation of 90% in WORKwise locations 
with 15 people to every 10 desks.

In 2011 we revised our 2020 target for 
WORKwise. We will begin reporting against 
this revised aim from 2012.

5.5% 30%

6.5% 20%

7.3% 20%

58% 92%

9.3% 20%
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DOING MORE… 
TO WORK 
RESPONSIBLY 
WITH OUR 
STAKEHOLDERS 
We recognise that our stakeholders play a crucial role in 
how we deliver on our Responsible Business Strategy. 
We don’t have all the answers to the challenges we face 
and we, therefore, need to engage stakeholder groups 
who are the ‘experts by experience’.

We seek to create and maintain two-way communication 
and open dialogue with our diverse range of 
stakeholders, through consultation and a collaborative 
approach. 

We have already outlined interaction with two of our key 
stakeholder groups: customers and colleagues.

Lloyds Banking Group
2011 Responsible Business Report

Stakeholder overview
The UK Government is a priority 
stakeholder for the Group. In 2011, our 
Government Relations team focused 
on the numerous political debates 
regarding the future of the banking 
industry. At a Group level, this helped 
us to assess the impact of regulatory 
risks and opportunities facing the 
business.

We have also worked to develop 
stakeholder relationships with 
elected politicians. This enhances our 
understanding of what is important to 
the communities they represent; and 
enables us to build on our community 
investment programmes. 

In order to create the best products 
and services for our customers, we 
choose our suppliers carefully, and 
we collaborate closely with them (see 
page 38).

We work in partnership with a range 
of other stakeholder groups to pool 
resources and expertise to tackle 
economic, social and environmental 
challenges. These include financial 
service providers, corporations, 
charities, community groups and NGOs.

Governance 
We have a diverse range of 
stakeholders and the governance of 
these relationships is managed by the 
business area most suited to work with 
that stakeholder. For example, our 
retail division manages the personal 
customer experience, and therefore 
manages how we engage with our 
customers. 

Our existing reporting, policy and risk 
management governance structures 
mean that any significant issues or 
decisions relating to stakeholders can 
be escalated, as appropriate, to the 
relevant Divisional Leadership meeting; 
to the GEC or to the Board.

Key Performance 
Indicators 
We recognise the impact we can have 
on other businesses during difficult 
financial conditions if we do not pay our 
suppliers on time.

We are a signatory of the Prompt 
Payments code that ensures we are 
transparent on the number of payments 
we make, total spend and the time to 
pay. For full details see page 38.

IN THIS SECTION… 
We will review our progress on:

Engaging Government
Following and informing legislation

Engaging with our suppliers
Working in collaboration for our 
customers

Employee relations
Listening and consulting

Stakeholder engagement
Summary of other stakeholders

Average Time to Pay (Days)

28.33

2009

27.21

2010

28.66

2011
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As a UK-based company, in a highly 
regulated sector, we work closely 
with Government to understand the 
legislative framework and governance 
of our industry. Our size and expertise 
also means we have a responsibility to 
support the Government and inform 
the debate on key issues that impact 
our customers.

As a result of the recapitalisation of the 
banking sector, the Government, as at 
31st December 2011, held a 40.2 per 
cent stake in Lloyds Banking Group. 
The holding is managed by the United 
Kingdom Financial Investments (UKFI) 
on behalf of HM Treasury.

Parliamentary and 
regulatory inquiries
During 2011 multiple parliamentary 
and regulatory inquiries into the 
financial services took place, including 
various Treasury Select Committees 
(such as the ‘inquiry into competition 
and choice’ in the banking sector); 
the Public Accounts Committee; the 
Lords Economic Affairs, as well as the 
Independent Commission on Banking 
(ICB). 

Work by the ICB is likely to bring 
changes for Lloyds Banking Group 
in the future. Proposals published in 
2011 recommended the ring-fencing 
of retail and SME services from 
investment offerings, although there 
is still uncertainty on the detail of the 
ICB’s recommendations, which we 
hope to have more clarity on in 2012.

The different business areas consult 
with each other to develop agreed 
Group-wide positions on key policy 
areas. Many of these consultations 
relate to reducing risks and increasing 
transparency in banking, which 
ultimately enhances customers’ trust in 
the sector. 

Examples include:

•  Carbon Reduction Commitment 
(CRC) Energy Efficiency Scheme 
which is aimed at providing a direct 
financial incentive for the Group to 
reduce its use of energy and make 
savings on energy costs. The CRC 
effectively acts as a tax on energy-
related carbon emissions. 

•  Capital Requirements Directive which 
introduces a supervisory framework 
in the EU relating to banking laws.

•  EU Deposit Guarantee Schemes – the 
establishment of a pre-paid fund to 
refund depositors if a deposit-taking 
institution fails.

•  Retail Distribution Review which aims 
to establish a resilient, effective and 
attractive retail investment market 
that consumers can have trust and 
confidence in. 

Informing the debate
We provide insight to politicians 
on a variety of topics based on our 
extensive economic and consumer 
research as well as our products and 
services. We do this in a number 
of ways, including a monthly UK 
economic insight report which is sent 
to all MP, MEPS and Parliamentary 
briefings (written and face-to-face) on 
issues such as housing and savings.

It is Lloyds Banking Group’s policy not 
to make political donations (as defined 
in Companies Act 2006). The Group 
did not knowingly make any political 
donations in 2011.

ENGAGING GOVERNMENT

Lloyds Banking Group
2011 Responsible Business Report

CASE STUDY: 
THE GREEN DEAL
During 2011 Lloyds Banking 
Group consulted with the 
Department of Energy and 
Climate Change (DECC) to 
influence and help shape policy 
for the Government Green Deal. 
The policy, which comes into 
force late autumn 2012, will create 
an opportunity for every home in 
the UK to access funding for the 
installation of energy efficiency 
measures and low-carbon 
technologies. 

We also actively participated 
in the leadership committee of 
the Green Deal Network which 
brought together a range of 
industries to look at issues such 
as awareness and finance of the 
Green Deal to drive behaviour 
change.

Recognising our role in financing 
the UK’s green economy, Lloyds 
Bank Corporate Markets has 
taken a leadership role in the 
Green Deal Finance Company; 
which will be a key mechanism for 
our corporate banking customers 
to play their part in supporting 
the global environmental agenda. 
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ENGAGING WITH OUR SUPPLIERS

Our suppliers are very important to 
Lloyds Banking Group as they enable 
us to provide the best products and 
services to our customers.

We aim to build strong, collaborative 
relationships with our suppliers and 
engage in regular dialogue to help 
them understand the environment in 
which we operate and to ensure our 
needs, and those of our customers, 
are effectively met. This enables us to 
drive continuous improvement and 
innovation in our supply chain and to 
effectively manage risk.

We consider our suppliers’ 
social, ethical and environmental 
performance as a standard part 
of our sourcing process – both in 
selecting our preferred suppliers 
and in assessing their continued 
suitability. As part of our due diligence 
process we assess that our significant 
suppliers comply with legal and other 
requirements or restrictions relating to 
child labour, forced or bonded labour.

Prompt Payment Code
We are a signatory to the UK 
Government-sponsored Prompt 
Payment Code. The Code endeavours 
to ensure that companies:

1. Pay suppliers on time

2.  Give clear guidance to suppliers on 
how to be paid effectively

3.  Encourage similar good practice 
amongst suppliers

Our performance in 2011
During 2011 we paid around 370,000 
invoices to around 15,600 suppliers. 
The average time to pay was 28.7 days.

In 2011 we provided a great 
opportunity to involve a number of key 
suppliers and external partners in our 
work on disability with our customers. 

This includes engaging suppliers to 
make alternative formats available for 
statements and seeking solutions for 
visually impaired customers to use 
ATMs in addition to the Braille key pads 
that are already provided. Looking to 
the future, as we replace our ATMs, 
headset jacks will be implemented, 
providing privacy for those customers 
who need it. 

Suppliers have also provided their 
expertise and know-how to improve 
the experience of staff by assisting us 
to implement and administer a simpler, 
faster process for assessing the needs 
of our disabled staff and for providing 
them with the right adjustments to their 
workplace environment.

At the end of 2011 we launched an 
improvement programme to look 
more broadly at Supplier Management 
across Lloyds Banking Group. The 
programme is aligned to the Group 
goal to be the best bank for customers. 

The activities below are some of the 
key elements of this programme.

•  We will continue to deliver on our 
Prompt Payment Code commitments.

•  We will engage our key preferred 
suppliers to ensure that they have a 
deep understanding of our needs 
and those of our customers.

•  We will launch a Voice of Supplier 
survey. This will enable us to gather 
honest and open feedback from 
suppliers around how they view 
Lloyds Banking Group and what areas 
they think we need to work on to 
improve. 

•  We will support our colleagues 
involved in Supplier Management 
by providing clearer guidance and 
training around how best to work with 
our suppliers.

Payment of Suppliers 2009 2010 2011

Number of payments 763,917 576,940 369,510

Average time to pay (days) 28.33 27.21 28.66

Number / amount of compensation payments for late 
settlement

NIL NIL NIL
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EMPLOYEE RELATIONS 

Trade unions provide a variety 
of services to protect the rights 
and interests of their members. 
We recognise the importance 
of colleagues having access to 
independent advice and guidance. 
Unions also play an important role in 
representing the collective employee 
view on significant changes to our 
organisation.

Over the last three years our 
organisation has experienced 
significant change as HBOS and 
Lloyds TSB came together as Lloyds 
Banking Group. We have worked 
particularly closely with the unions 
on the harmonisation of employment 
terms and conditions across the new 
Group as well as the restructuring of 
our business.

We believe that mutual respect and 
a strong working relationship with 
the unions supports good employee 
relations throughout the business 
and leads to higher colleague 
engagement. We make every effort to 
involve unions at an early stage in any 
proposed change, often in advance 
of the prescribed legal consultation 
timescales of 30 days (where more 
than 20 redundancies are proposed) 
and 90 days (where more than 100 
redundancies are proposed).

The Employee Relations (ER) function 
is responsible for managing the 
relationship with the trade unions. 
ER has representatives in each division 
of the business, to ensure that there 
is an effective working relationship 
between the unions and individual 
business units. There is also a Group 
ER function, to provide direction at a 
strategic level.

Trade unions
We have agreements with four trade 
unions who collectively negotiate 
and consult on behalf of a large 
percentage of colleagues in the Group. 
Approximately 70 per cent of our 
colleagues belong to one of the unions 
listed below.

• Accord

• GMB 

• Lloyds Trade Union (LTU) 

• Unite

The unions have collective 
bargaining rights on a broad range 
of employment-related issues. These 
rights are broader than the legally 
defined minimum rights in statutory 
recognition situations. 

We will continue to work in partnership 
with Accord, GMB, LTU and Unite 
on significant changes to the Group, 
notably:

•  transformational programmes that 
will change the way our colleagues 
work 

•  the EC mandated branch divestment 
(Verde) of potentially 632 branches 



40 Lloyds Banking Group
2011 Responsible Business Report

STAKEHOLDER ENGAGEMENT

Focus area Who we engage with How we engage Examples of outcomes

Doing more to 
put our 
customers first

Customers Customer feedback and 
surveys

•  Based on customer feedback, we changed some of 
our services, making it easier for customers to switch 
accounts or to complain (see page 15).

Government and 
regulators (UK and 
Europe)

Dialogue and ongoing 
engagement

•  We’ve continued to help SMEs through involvement with 
Government initiatives like Project Merlin (see page 18).

•  We’re also engaging with UK and European government 
to reduce the sector’s exposure to risks (see page 37).

Doing more to 
be the best 
bank 
for our 
colleagues

Colleagues Employee engagement 
survey, ongoing dialogue 
with managers

•  Outcomes from the survey were generally positive – a 
resulting action has led to leadership teams engaging 
directly with local teams (see page 23).

Trade unions Ongoing dialogue •  We have worked closely with four trade unions 
(Accord, GMB, LTU and Unite) on the harmonisation of 
employment terms and conditions across the new Group, 
as well as the restructuring of our business (see page 39).

Doing more 
to invest in our 
communities

Charities and 
community groups

Benchmarking / feedback 
and evaluation process

•  We increased our community investment by over 10% 
from 2010 (see page 29).

Colleagues Diverse local and Group-wide 
communications

Ongoing volunteering 
opportunities communicated 
via a dedicated website

•  Over 2,000 colleagues participated in Give & Gain Day – 
the UK’s largest single day of volunteering (see page 31).

Doing more 
to reduce our 
environmental 
impact 

Networks and 
forums 

Active participation both 
at working group and 
leadership level

•  Low-carbon catering and transport procurement 
cross sector compacts were developed as a result of 
participation in the Prince of Wales’s UK Corporate 
Leaders Group on Climate Change. 

•  SWIP is a signatory member of the UN Principles for 
Responsible Investment.

Doing more 
to work 
responsibly 
with other 
stakeholders

Government and 
regulators

Monthly UK economic 
insight report to MPs and 
Parliamentary briefings 
(written and oral) on 
issues such as housing 
and savings

Dialogue with UK and EU 
decision makers on issues 
relevant to other areas of 
our strategy

•  Consulted with Department of Energy & Climate Change 
independently and through participation in the Green 
Deal Network, to influence and help shape proposed 
Green Deal Policy.

•  Lloyds Bank Corporate Markets has taken a leadership 
role in the Green Deal Finance Company (see page 37).

Investors Face-to-face meetings and 
dialogue, over 400 equity 
investor meetings held with 
institutional shareholders

•  Investor feedback requested a more detailed 
understanding of the Group. This has been provided 
through meetings with key senior executives in addition 
to those held with the Group CEO and financial director. 
We also moved to quarterly reporting and provide 
constant and frequent updates. 

Suppliers Relationship management •  We collaborated with our travel management company 
to introduce our ‘No Travel Week’ policy – this strongly 
encourages colleagues to use alternatives to travel, e.g. 
video conferencing.

• IT systems updated to support No Travel Week.

Private Shareholders Meetings and face-to-face 
dialogue

•  The Group’s annual general meeting provides an 
opportunity for shareholders to meet the Group’s 
Directors and hear about the strategy of the Group.

As a highly regulated business, we’re required to respond and engage on some issues – but we equally recognise the 
essential role that feedback from customers and colleagues plays as we work towards being the best bank for customers. 

As a large organisation with several operating brands, we have a range of diverse mechanisms for stakeholder engagement 
in place across the group. Here we show some illustrations of how engaging with stakeholders has helped us to do more – 
although there are many more examples contained elsewhere in the Report.
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GOVERNANCE 

Structure of the Group 
Following the conclusion of the 
Strategic Review in 2011, Lloyds 
Banking Group retained its divisional 
structure but was reorganised into 
12 business divisions and functions. 
Each has a specific role and is either a 
customer-focused business area or a 
support function. 

The five customer-focused divisions 
(see page 2) manage the customer 
experience and the methods we use 
to communicate with our customers, 
referred to as channels. For example, 
the Retail division is responsible for our 
personal account customers and the 
branches, telephony and internet used 
by customers. 

An overview for each of these divisions 
can be read in the Annual Report (see 
pages 54-83). Each division undertakes 
work for multiple Lloyds Banking 
Group brands. 

Group Executive 
The Group Executive Committee (GEC) 
is chaired by the Chief Executive. The 
Director of each division is either a 
member of or attends the GEC. It is a 
delivery route from divisional to Group 
level for updates on progress and key 
decisions. In turn, GEC will escalate key 
issues and decisions to the Board. 

There are also four Committees 
which are chaired and attended 
by Board members which focus on 
Remuneration, Governance, Risk and 
Audit. 

Responsible Business 
Governance
Sir Winfried Bischoff, Chairman of 
Lloyds Banking Group, has overall 
Board responsibility for Corporate 
Responsibility.

We established a new Responsible 
Business Steering Group in 2011. The 
group is chaired by Anita Frew, a non-
executive Board member, and attended 
by senior executives from each of the 
divisions within the Group. 

In 2011 the membership was:

• Anita Frew, Non-Executive Director

•  Matt Young, Director, Group 
Corporate Affairs

•  Eva Eisenschimmel, Managing 
Director, Customers, Brands, Digital 
and Telephone Banking

•  Stephen Pegge, Director, SME 
Markets in Commercial

• Paul Baker, Director, Group Property

• Kate Guthrie, HR Director, Insurance

•  Philip Grant, Managing Director, UK 
Wealth

•  Paul Turner, Group Community & 
Sustainable Business Director

The Steering Group meets every two 
months and is responsible for setting 
the strategy and tracking progress. 
The Steering Group consults with and 
provides reports to the Board and 
the Group Executive Committee on 
our Environmental and Community 
programmes. In 2012 we have engaged 
an external independent panel of 
experts and opinion formers to provide 
thought leadership and challenge to the 
Steering Group. 

In 2011, prior to the new Responsible 
Business Steering Group (RBSG), 
the Environmental Steering Group 
consulted with Board and GEC directly. 
The Environmental Steering Group 
remains in place, focusing on key 
decisions, risks and issues relating 
to climate change and the Group’s 
Environmental Action Plan. The Steering 
Group is chaired by Paul Turner, the 
Group’s Community and Sustainable 
Business Director who is also a member 
of the Responsible Business Steering 
Group. There is also an Environmental 
Working Group that updates the 
Environmental Steering Group on 
progress and challenges.

The working groups and steering 
groups covering other programmes 
and initiatives like diversity and 
inclusion and financial education 
report on strategy and progress to the 
Responsible Business Steering Group 
throughout the year.

Group 
Executive

Committee

Responsible Business 
Steering Group

Lloyds Banking Group Board

Environmental 
Steering 
Group

Financial 
Education/
Inclusion

Charity of 
the Year 
Steering 
Group

Codes of 
Business 

and Personal 
Responsibility

Diversity 
and Inclusion 

Team

Group Chief 
Executive

Remuneration 
Committee

Nomination & 
Governance 
Committee

Risk
Committee

Audit
Committee

Lloyds Banking Group Board

Group 
Executive

Committee

Independent 
Expert Panel
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KEY TARGET TABLE

We have reported a number of key performance indicators, aims and ambitions throughout the 2011 Responsible Business 
Report. Listed below is a selection of key targets for 2012 and beyond. We will report achievement against these targets and 
any further targets in the 2012 Responsible Business Report.

 Key Targets Progress 

Doing more to put our 
customers first.

To reduce FSA reportable banking 
complaints per 1,000 accounts to 1.3 by 
the end of 2012 (excludes PPI). 

To provide at least £12 billion of gross lending 
in 2012 to small businesses within our core 
commercial business.

•  During 2011, our FSA reportable 
banking complaints decreased over 
the year – to 1.5 complaints per 1,000 
(excludes PPI).

Doing more to be the best 
bank for our colleagues.

To increase female representation on the 
Board to 25% by 2015.

•  Average female representation has 
increased from 7.9% in 2010 to 10.9% in 
2011.

Doing more to invest in our 
communities.

To achieve 22,000 colleagues volunteering 
during 2012. 

•  In 2011, 16,000 colleagues have 
participated in volunteering initiatives.

Doing more to reduce our 
environmental impact.

To reduce our core energy consumption
by 30% by 2020 against a 2009 baseline 
(target excludes IT Data Centres and the 
use of Oil as a fuel).

To reduce CO2 emissions from business 
travel by 20% by 2020 against a 2010 
baseline.

•  Energy: Interim 2011 target of 5.25% 
exceeded. Energy consumption reduced 
by 5.54% against 2009 baseline.

•  Travel: Interim 2011 target of 2% 
exceeded. Travel CO2 emissions 
reduced by 2.4% against 2010 baseline.
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ABOUT THIS REPORT

External assurance of 
this Report
Lloyds Banking Group commissioned 
the Centre for Sustainability & 
Excellence (CSE) to provide external 
assurance and commentary and to 
undertake a third-party Application 
Level Assessment against the 
requirements of the Global Reporting 
Initiative (GRI) G3.1 Guidelines on this 
2011 Responsible Business Report. 

CSE is a global advisory network of 
specialists, advising and coaching 
corporations and governments around 
the world that seek to improve their 
corporate responsibility performance 
with practical solutions. Please view 
www.lloydsbankinggroup-cr.com for 
full assurance statement.

GRI Application Level 
check
The 2011 Responsible Business Report 
presents an overview of Lloyds Banking 
Group’s performance in relation to its 
economic, environmental and social 
activity, aligned to its Responsible 
Business Strategy.

Lloyds Banking Group has self-
declared the 2011 Responsible 
Business Report to be an Application 
Level B+.

CSE has checked and confirms that 
the 2011 Lloyds Banking Group 
has satisfactorily applied the GRI 
Reporting Framework, as specified by 
G3 Guidelines. The 2011 Responsible 
Business Report meets the 
requirements of the GRI G3 Version 3.1 
Application Level B+. 

Independent verification 
of environmental data
Lloyds Banking Group commissioned 
RPS Group plc to undertake an 
independent verification of its 
environmental data. This was for the 
reporting period 1 October 2010 to 
30 September 2011. Please view 
www.lloydsbankinggroup-cr.com 
for the full assurance statement.

Material issues that affect our business 
The Group Community & Sustainable Business team worked with external 
sustainability experts to identify the issues that are most material to our 
business and our reporting. The results from this work have shaped our 
views on these issues and also informed the balance of coverage included 
within this Report.

The work has given us a clear view on the relevant issues that are of concern 
to different stakeholders. The way we prioritise these issues is reflected 
in the matrix below, with all these issues covered within our Responsible 
Business Report. Greater focus is given to the issues highlighted in the 
green boxes, showing the most critical issues for our stakeholders in 2011.

The scope of this annual report is our UK operations (as over 90 per cent 
of the Group’s income is generated in the UK) and includes performance 
data for the 2011 calendar year. Our previous Report was published in the 
summer of 2011 and covered the 2010 calendar year.

We continue to utilise the benefits provided by the international Global 
Reporting Initiative (GRI) and since our 2010 Report, where we first 
introduced GRI, we have no significant changes in the scope and boundary 
to report on. Additional spotlight reports on Financial Inclusion and Climate 
and Environment are also issued each year, to allow better insight into more 
specific areas of our operations.

In 2011 we continue to identify challenges and opportunities related to our 
responsibilities through established frameworks and systems in order to 
ensure that key issues are managed consistently.

Materiality Matrix
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businesses 

Customer care

Financial stability

Government 
support

Increasing 
transparency

Risk management

Engaging 
employees

Financial crime 
and anti-money 
laundering

Colleague 
engagement

Innovative 
products and 
servicesWork life 

balance

Employee 
care

Community 
investment

Learning and 
development

Financial 
inclusion

Pensions

Corporate 
governance

Diversity and inclusion

Health and safety

Cost effi ciency

Recapitalisation Responsible 
investment

Regulatory 
environment

Well-being

Employee reward

Internet 
and mobile 
banking

Supplier 
relationships

Responsible 
business 
management

Governance and 
management

Union membership

Supporting savers

Equator 
principles

Environmental
responsibility

London 2012 
partnership

Corporate 
responsibility 
governance
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GRI ALIGNMENT

Level of disclosure
     Fully reported        Partially reported   

Strategy and 
analysis 

Page or 
reference

Level of 
disclosure

1.1 1
1.2 1, 3, 6, 8, 10
Organizational profile
2.1 2
2.2 2
2.3 2
2.4 2, 48
2.5 2
2.6 2, 37
2.7 2
2.8 2, 45 and Annual Reports and 

Accounts
2.9 1
2.10 24, 26, 27, 35
Report parameters
3.1 43
3.2 43
3.3 43
3.4 48
3.5 1, 3, 48
3.6 43
3.7 43
3.8 43
3.9 32, 35, 43
3.10 There are no re-statements of 

information
3.11 There are no significant changes 

from previous reporting periods
3.12 44
3.13 43
Governance, commitments, and engagement
4.1 41 and Annual Reports 

and Accounts
4.2 41 and Annual Reports 

and Accounts
4.3 41 and Annual Reports 

and Accounts
4.4 22, 23, 40 and Annual Reports 

and Accounts
4.5 26 and Annual Reports 

and Accounts
4.6 20, 37, 41 and Annual Reports 

and Accounts
4.7 22, 24, 41 and Annual Reports 

and Accounts
4.8 3, 6, 8, 10, 26
4.9 41
4.10 41 and Annual Reports 

and Accounts
4.11 3, 8, 20, 21, 32, 34, 41, 43
4.12 18, 33, 34, 36, 38, 41
4.13 8, 18, 24, 33
4.14 40
4.15 3, 40, 43
4.16 15, 16, 21, 23, 30, 33, 37, 38, 39, 43
4.17 1, 3, 6, 8, 9, 10, 15, 16, 18, 19, 20, 21, 

23, 24, 25, 30, 33, 34, 35, 37, 38, 40

Strategy and 
analysis 

Page or 
reference

Level of 
disclosure

Economic performance indicators
EC1 2, 28, 29, 30, 45 and Annual 

Reports and Accounts
EC2 32, 33, 34, 35
EC3 24, 25, 26, 27
EC4 37
EC8 10, 18, 26, 29, 30, 31
EC9 1, 6, 15, 18, 30, 31, 32, 33, 34, 

35, 40
Environmental performance indicators
EN1 35
EN2 35, 45
EN3 32, 35, 45
EN4 32, 35, 45
EN6 32, 33
EN7 32, 33, 34, 35
EN8 35, 45
EN12 33
EN16 32, 45
EN17 32, 35, 45
EN18 35
EN21 35, 45
EN22 35, 45
EN23 NA
EN26 33, 34, 35
Labor practices indicators
LA1 25, 45
LA4 39
LA5 39
LA7 27
LA10 15, 16, 25
LA11 25
LA12 25
LA13 22, 24, 41, 45
LA14 26
Human rights indicators
HR1 38, 40
HR4 24
HR6 38, 41
HR7 38, 41
HR10 38
Social performance indicators
SO1 18, 29, 30
SO2 20 and Annual Reports 

and Accounts
SO3 20
SO4 20
SO6 37
Product responsibility indicators
PR1 14, 16, 17, 20, 34
PR3 3, 15, 20
PR5 14, 15, 16, 17
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DATA TABLE

Financial performance 2010 2011

Cost:income ratio 46.6% 50.3%

Core tier 1 capital ratio 10.2% 10.8%

Earnings per share -0.5p - 4.1p

Economic and social impact 2010 2011

Total new lending extended to businesses and homeowners during the year £79 billion £73 billion

New lending to SMEs £11 billion £12.5 billion 

First-time buyers helped 50,000 52,000

Salaries paid to employees £3,787 million £3,784 million

Money contributed to the financial advice sector £12.5 million £14.8 million

Average time to pay suppliers (days) 27.2 28.66

Total amount invested in communities across the UK £76 million £85 million

Total amount donated to the Group’s charitable Foundations £29 million £29 million 

Funds raised by colleagues for the Charity of the Year £1.3 million £1.4 million

Employees receiving Matched Giving for fundraising and volunteering 4,663 6,200

Number of volunteers during the year 7,337 16,000

Environmental data 2010 2011

Total UK greenhouse gas emissions 425,996 421,568

Total Scope 1 emissions 60,302 57,179

Total Scope 2 emissions 324,007 321,698

Total Scope 3 emissions 41,687 42,691

Direct energy consumption by source – Gas 232 GWh 232 GWh

Direct energy consumption by source – Oil in litres 948,764 litres 656,024 litres

Indirect energy consumption by source – Electricity 622 GWh 617 GWh

Property-related CO2 emissions 369,048 365,986

Business travel CO2 emissions 56,948 55,582

Tonnes CO2 per £million income 17.8 19.6

Tonnes CO2 per FTE 3.8 4.1

Water use (m3) 1,209,462 1,171,441

Water use m3 per FTE 10.9 11.4

Total tonnes waste 32,423 25,315

% waste recycled 63.5% 58%

Total tonnes waste per FTE 0.3 0.2

Total tonnes paper used 32,035 29,881

% paper from sustainable sources 100% 100%

Tonnes paper per FTE 0.3 0.3

People data 2010 2011

Number of UK employees (average over the year) FTE 111,334 103,122

Previous colleague engagement score 80 n/a

New for 2011 – EEI – Employee Engagement Index n/a 52

New for 2011 – PEI – Performance Excellence Index n/a 69

Average number of days’ formal learning per FTE 5.4 6.9

% of total employees that are female 59.5% 59.5%

Female managers 42.7% 42.9%

Female senior managers 26.1% 26.2%

% of employees from an ethnic minority 6.3% 6.6%

Ethnic minority managers 5.4% 5.7%

Ethnic minority senior managers 2.5% 2.7%

% of colleagues who say they have a disability 1.7% 1.7%

% of colleagues who say they are lesbian, gay or bisexual 0.6% 0.7%



Contact us
We would like to hear from you. Please get 
in touch with any feedback and queries at 

the following address:

Community and 
Sustainable Business

Group Corporate Affairs
Lloyds Banking Group

25 Gresham Street
London

EC2V 7HN

You can also send an email to 
Responsible.business@lloydsbanking.com

This Report is available in 
alternative formats on request.

This Report is printed on 9 Lives 55 Silk 
and was printed by an FSC- and ISO 

14001-certified printer.


