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‘Evolving from a group of companies...
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...to a global Group

Holcim
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Sustainable development is a key element of our
vision and mission

= Sustainable development is a core
element of the vision and mission of
Holcim

= Our mission is to be the world’s most
respected and attractive company in
our industry — creating value for all
our stakeholders.
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‘Activities enhancing our SD reputation

before 1998

A Group of
companies with
many local
enviranmental and
social initiatives

Human Resources
and Training
Committee

1999

Creation of
Environment
Committee,

Member of the
WRBCSD & initator
of the Cement
Sustainability
Initiative

z;:;'., ‘World Business Council for

Sustairable evelopment

Battelle report

2001

t\Holcim

One global brand
Holcim

Launch Agenda for
Action

2002

Corporate environ-

mental policy

1st Corporate
Sustainable
Development Report

Policy on the use of
alternative fuels
and raw materials

m T,

W signatory of the
UN Global
Compact

B Partnership with
GTZ

2003
@
Bier

Creation of SD
Steering Committee

W pisi

Policy on corporate
social responsibility

Stakeholder relations

Policy on fair
competition

olcimfoundation

2004 C 2005

Code of
conduct

Cement
Sustainability
Initiative interim
report

2nd Corporate
Sustainable
Development
Report

2010

Reduce our global
average specific
net CO, emission:
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Focused activities to lead the way

t\Holcimfoundation

for sustainable construction

. 1

Target issues for sustainable construction

= Quantum change and = Ethical standards and social equity = Ecological quality and
TRl = Contextual response and aesthetic ~ €Nergy conservation
= Economic performance and impact

compatibility

. I . B . B . B

t?—Iolcimawards t\I-Iolcimfforurbn Project seed funding Publications/Exhibitions
for sustainable construction or sustainable construction
Regional / global Discuss and promote Recognition and Technical
competition for construction-related encouragement: competence,;
construction projects solutions enabling execution disseminate and
multiply best practices

. B . 2 . 2

Leading the way in sustainable construction

olcim
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Approaches analyzing the reputation of Holcim

A
External 0 .-g
recognition ETH B E L
FTSE4Good meMsEn F T
Activities on Employee satisfaction surveys (26%), local stakeholder
GC level dialogues (86%) and community advisory panels (42%)
Activities on Global stakeholder Global stakeholder
Group level dialogue dialogue
E
t\ Suryey arT_o:lg CdOs, Holcim Global Brand Best Préiflisn Brand
Holcim Journaists an Management Study  perceptj@#®achieved
analysts
Analysis of media coverage
>
2001 2002 2003 2004 2005 2006 2007
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Internal and external perception of Holcim’s
commitment to SD

fully agree
e

] 4__
Internal perception |p»
= Good opportunities ul 4 -
different Group = Perceived as Swiss
worldwide presence.

1+ Some doubts on
Source: 2003 survey among Ser|ou§ness of SD
CEOs, journalists and analysts | commitment.
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Issues raised at the 15t corporate stakeholder
dialogue end of 2003

= Appraisal of Holcim's SD Commitment and Approach

» Holcim’s current SD approach is honest, transparent and
down-to-earth

» Clear performance targets on priorities and reporting on
achievement levels as well as addressing weaknesses

= White spots:

» Code of Conduct
» Biodiversity policy
» SD potentials on the market side (product differentiation)

= Energy and Climate Change

» Holcim should promote a visionary goal to curb absolute
CO, emissions
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Holcim measures Customer Satisfaction and Loyalty as
part of its global research efforts

= Holcim has set its goal to become the preferred premium
brand for cement in all its markets and measures therefore
regularly satisfaction and loyalty among cement customers
and influencers of cement purchases

= |n 2005 Holcim completed its first worldwide standardized
measurement which encompassed more than 12'000
Interviews in 31 countries

= The study was conducted as a market survey (including
Holcim's and its competitor's customers) by an independent
research agency

= The results are used to calculate an index which is part of
Holcim's global performance management system

E Holcim 10
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FACNielsen
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Cacnielsen | winning Brands HO[Clm Brand Equity Index — Relative Ranking
- Leading brand in 11 countries (out of 31 countries)
o - Some countries with no.2 position have only 2 market participants

- Leading position is not automatically equal with high absolute brand equity
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Holcim rank

Rank 2
Rank 3
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{ACNlelsen THE ESSENTIAL LINK

Differentiation

Awareness

(FACNielsen | Winning Brands - Market Example:
Brand Relationship

Average word
Recommenders 29% i \ mouth ff >

Ensuring brand

459 loyalty
Preferrers 26% Average
------------------------------------------------------------------ CUStomer
loyalty
Dependables 26%
' Ensuring brand
> performance
Regulars customer
.................................. retention

Considerers
- Very stron
Trialists y 9
customer
.................................. conversion

0
Awareness n 93

| Top of Mind Awareness = Spontaneous Awareness ] Aided Awareness

A VNU BUSINESS © 2005 ACNielsen
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Clients expect SD commitment from Holcim

= |n five key markets, Holcim also assessed in in-depth studies
the influence of its Corporate Social Responsibility and
Sustainable Development programs on the brand

= The results show that Corporate Social Responsibility and
Sustainable Development have an impact on selection of
cement suppliers

= Although in general the industry seems to perform low on the
questions of "is a socially responsible company" and "is
active to environmental issues”, Holcim performs mostly as a
leader in these fields among the surveyed groups

E Holcim s
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Reputation through compliance and accountabllity

= Reputation hinges on the management's reliability

Code of Conduct and the reliance on our own integrity

Fair competition and the VCCE implementation

OHS record and the ,Passion for Safety” initiative

SD commitment and maintaining external recognition

1

ETHIBEL

FTSE4Good

Our goal: We want to be the most respected company

o
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Possible guestions for discussion

= How do you rate the way Holcim is dealing with
reputation?

= What is missing?

= What would you do to become the most respected
company in our industry as well as the preferred
premium brand?

t Holcim 5
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