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OUR MAJOR BRANDS
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SUSTAINABILITY AT IAG

Social sustainability:
thriving in a thriving community

Environmental sustainability: 
managing a key risk

Operational sustainability: 
making sure we have the right people to deliver our promise

Financial sustainability: 
adequate return on capital
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THE VALUE OF ENGAGMENT
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Reference: Heskett, Sasser, Schiesinger.  The service profit chain 1997
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INSUREPINK 
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BUS SAFETY
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ENGAGEMENT AND RETENTION

Mobility Engaged Enrolled Disenchanted Disengaged 

No plans to leave 

 

51% 35% 23% 15% 

Not looking but 
would consider 
another offer 

39% 49% 48% 33% 

Actively looking 
for another job 

4% 8% 17% 28% 

Have plans to 
leave 

 

2% 4% 7% 15% 

 

Source: 2007 Towers Perrin Global Workforce Study
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ENGAGEMENT AT IAG

• Organisations with engagement levels above 60% are described as “Best 

Employers”. On average, such organisations have higher return for shareholders 

and high levels of customer service.

• Engagement across IAG Australia has increased from 56% in 2006 to 61% 2007
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OUR PEOPLE

The response of our people to the Newcastle storms shows the value of engagement
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IAG’S PURPOSE AND VALUES

Delivery underpinned by 
core values of:

Integrity

Transparency

Teamwork

Meritocracy

Social responsibility
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THE COST OF CLIMATE CHANGE

Top 20 Insurance Industry Losses

August 2007
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* Based on an estimate of IAG market penetration and claims as at 8/8/07
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