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Ongoing Revenue (at CER) @

Ongoing Operating Profit (at CER} ﬂ)

£3,063.5m £458.7m

+9.8% +19.5%

Free Cash Flow GD

£326.5m

107% cash flow conversion

Revenue {(at AER) Profit before tax (at AER)

£2,956.6m £3251m

+5.5% +41.5%

Lost time accident (LTA) 0

Total colleague retention m

0.38 84.4

2.6% -420bps

2021dividend payment

6.39

Total client retention @

85.3%

+80bps
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2021 2021
AEREm CERE™  Useo'metnc
Ongoing Revenue 29538 30635 Perfarmance of anlRuitg 60Erat 015 of tne Group {nchding acguisitions).

Revenue — d:sposed and ¢losed businesses

27

27

Excluding disoosed or ¢closed busitesses Presented at CER unless otherw se stated

Revenue 29566 3,066.2

Ongeing Operating Prafit 4415 AS8T Perfor~ance of cont nuing operat ©1s of t1e Group { ncluding acqu sitions).
Excluading discased or tlosed businesses Presented at CER aniess otherw'se stated.

Ongoing Pro”t — disposed and closed bus'nesses - -

Adjusted operating profit 4415 4a58.7

One-off tems and amort'sat on and imaai-ment of intang ble assets {95.0} {98.6}

Operating profit 3465 3604  Presented at CER unless otherwise stated.

Share of profit from associates before tax g1 89

Net ad;usted interest payabie a1d net interest ad;ustments {29.5) (303}

Proftt befare tax 325.1 338.7

One-off items. net interest adjustrents, and amortisation and "4 949

impai-ment of ntangible assets

Adjusted Proflt Bafore Tax 416.5 4336 Excludes certain items that could d stort t1e underlying trading performance.

Basic earnings pershare 14160 14 77p

Basic adjusted earmings persha-e 18.07p 18.81p

The content of this Annual Report reflects the views, opinions and status of the Company as at 3 March 2022.
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Reshaping our business
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Pages 15 and 16

Great Hygiene reset
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Page 43

Digitally charged Pest Control
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Page 38

Race to protect people

2,000 coileagues completed
the Race 1o Kigal to highight
the global fight against malaria
Page 68

We are reshaping
our business to serve
a changing world

In 2021, we continued to succeed in supporting our
customers, strengthening our services and extending our
reach, while maintaining industry-leading safety standards
and minimising our environmental impact. Today, we are
global leaders in both pest control and hygiene, markets that
have grown in importance as people’s expectations of health
and hygiene have changed, perhaps forever, because of the
COVID-19 pandemic. Qur Pest Control category has made
excellent progress this year, demonstrating a clear return to
growth, and in December, we announced our agreement to
acquire Terminix, creating what will be the clear No.1 player
in North America and globally.

In September, we announced the next evolution of our
RIGHT WAY plan from 1 January 2022: the creation of a new,
larger business, Hygiene & Wellbeing, combining our existing
Hygiene operations with our Ambius, Dental Hygiene and
Cleanroom operations; new Group medium-term targets;
and a revised regional structure. We believe this will create

a business fit to meet the changing needs of our customers.

We have an incredible team performing strongly tight across
our organisation. Together, we're confident about the future
and committed to achieving the demanding new financial
targets we've set ourselves for the medium term.

Andy Ransom
Chief Executive

QOver the following 14 pages wo talk
about our purpose and ambition

Qur Business at a Glance on page 16

Annual Rey



A global leader

]r 87 56

cauntries leading positions

Utstanding
growth industry

ﬁﬁﬁﬁﬁ |

Global pest control Expected to continue
market is worth to grow at

c.$22hn 4.5%-5%

per anaum over the medium term

Pest Control

The combination of excelient Pest Control
structural growth drivers, our own organic
growth levers such as innovation, digitaf
technology and sustainability, and the
continuation of our M&A programme, both
in North America and in the major global
Cities of the Future, means that, over the
next five years and beyond, we can
continue to strengthen our already leading
position in the global pest controf market.
We are growing organically, adding M&A
on top of this base, and enhancing net
operating margins through greater density.
Stuart ingall-Tombs

Chief Financial Officer

Our purpose and ambition

Rentokil Initial plc

Annual Report 2021
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The global pest control market continues to expand in
the wake of the COVID-19 crisis, and remains an essential
service in protecting public health. The industry’s key
market drivers have not weakened since the pandemic,
with every market, in every region, increasing its per-
capita spend on pest control services and products. New
research shows that the most important factors influencing
the decision-making process of commercial customers
when selecting a pest control provider inciude service
reliability, nnovation, digital solutions and sustainability,
all themes that play to our strengths. Pest Control remains
our main platform for medium-term growth as we push
deeper into key markets, target higher-growth customer
sectors and enter key emerging cities for future growth.
Based on our past performance and our expectations for
the future, we announced at our Capital Markets Day in
September a new medium-term Organic Revenue growth
target for Pest Controt of betweert 4.5% and 6.5% a year
from 2022.

fecaterast tiriiad ale
Annal Repe 2021
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be

for hygiene standards around the
world, we have created our

In response to rising expectations

Strategic Report

Hygiene & Wellbeing category to ¥

meet the future needs of our
customers — inside and cutside
the washroom.

Initial Hygiene is a global leader
in hygiene services, with 22
market-leading positions, and
top-three positions in 38 of its
67 markets.

We offer a wide range of
high-quality washroom products
and services to meet the needs
of our customers across the three
main sectors of hand hygiene, air
hygiene and in-cubicle hygiene.

New proprietary research we
have commissioned from 20
markets internationally shows
that the benchmark of what
constitutes good hygiene is
now set at a far higher level,
and that the drivers of growth
have changed significantly
since the pandemic.

In 2021, we announced a new
medium-term Organic Revenue
growth target for Hygiene &
Wellbeing of between 4% and
6% a year from 2022, We would
expect washroom services to
generate around 50% of that
growth through enhanced
washroom hygiene services,
such as no-touch and digital
products, and for the ather

50% to be generated from a
combination of premises hygiene
and enhanced environments
outside the washroom — such
as air-purification services — and
from extending our geographic
reach.

Read more about Hygiene on
pages 40 to 46

We believe our new
Hygiene & Wellbeing
category will create the
right business, at the right
time, to help our customers
keep their customers and
employees safe, in a less

safe world. -

Andy Ransom
Chiefl Executive

Rentokit Initial plc
Annual Report 2021
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pweighting
our medium-term

In February 2014, and for the first time in the
Company's history, we put in place Group medium-
term targets for revenue, profit and cash. Having
consistently beaten these targets in each successive
year, we increased them in 2017.

Our performance against these targets from 2017

to 2021 has remained strong and, given the new
medium-term organic targets we have announced
both for Pest Control and for Hygiene & Weillbeing,
Wwe are:once again revising our medium-term targets
upwards, to reflect our confidence and ambition for-
the future. These medium-term targets came into
force at the start of 2022.

@ Read more about our
financial performance
o pages 144 to 149

Rentokil Initial

Our purpose and ambition

6 Rentakil fmtal olg
At Rt 2021
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Previous New
targets targets The ¢charts below illustrate the substantial

value our aperating modcel has created in
Pest Controf since 2017 and demonstrate
our recovery from the impact of the
pandemic in 2020. The bar chart on the
feft shows that we have grown revenues
by 48% to 2021, a CAGR of 9.9%. Looking
at operating profit growth (adjusted profit
Group Group before interest, tax and amortisation) on

the right-hand side, this has risen by £126m
- % - % since 2017, a CAGR 07 10.7 Lo 2021,

Organic Revenue
growth

Substantial value creation FY2017 — FY2021

CAGR CAGR
Ongolng revenue £m 9.9% APBITA £m 10.7%
2500 400
Pest Control Pest Control 350

2000

5 6 5 .
4 - 1500 1722 250 268 279
' . 847 200
1000 150
500 100
50
0

207 2018 2019 2020 2021 2017 2018 2019 2020 2021

4-64

fel

Substantial value creation FY2017 — FY2021

CAGR CAGR
Ongolng revenue £m 10.2% APBITA £m 17.4%
1000 250
Hygiene Hygiene & Wellbeing o o
700
9 4-6 g
2-3% -6% a
400
300 .
200
100
a

2017 2018 2019 2020 202 2017 2018 2018 2020 2021

Ongoing Revenue
growth

5-8% 6-9%

{of which M&A c.2%-5%)
The charts above illustrate the valee created

in Hygiene & Wellbeing since 2017. The chart
Ongoing Cperating on the left-hand side shows that we have
Profit grown revenues by 48% 1o 2021, a CAGR of

10.2%. The bar chart on the right shows that

C.1 0% 1 0%+ operating pr_ofit has incrgase_d by 90% since
2017 (including the contribution from
disinfection services) with a compound
annual growth rate of 17.4%,

Free Cash Flow

c.90% c.90%

cash conversion cash conversion

Rentokil Inittal ple
Annual Rep 21 7
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Protecting people

Through our Hygiene services we play our

part by helping cur customers protect their
customers, enabling them to operate safely in

a changing and challenging envircnment. in 2021
Initial Hygiene was appointed Specialist Hygiene
Services Partner of the Australian Open Tennis
Tournament and London's The O2 arena.

Enhancing lives

As the world’s most popular music, entertainment
and leisure venue, The O2 arena welcomed
its first live audience in more than a year on
11 May 2021 for the BRIT Awards — part of the
government’s Event Research Programme.
Rentokil Initial was proud to be awarded a
Speciaiist Hygiene Services Partnership with
The 02, helping to provide enhanced health
and safety measures at the venue, including
instaliation of VIRUSKILLER™ air purification
technology, which is proven to kili 99.9999%
of viruses, including Corenavirus'.

Read more about
Air care on page 46

w

1 When independontly tested against Corcn-vrus BF2 {a surrogate
for Cororawvirus), Adenaovitaz, Influznza o @cla the umitwas foard
o kill 99.5959% of viruses on a single air &

. When independently tested against rofer: :racteria (Klebsielia
prneumaonmae. Mycobacterium tuborculos 5 Staphylococoas aureus

subsp. Aureus. Stréptocaccus Paeuma L. S epieooccus pyogenas,

Eschetichia colil, the unit was tound to kill 99 .2899%. of bacteria an
a single ail pass

/"

Product innovation
VIRUSKILLER™ is now being
sold to a range of customers
including car showrooms,
hotels. offices, venues and UK
embassies. VIRUSKILLER™ kilis
Coronavirus in the air’, and unlike
traditional air purifiers that can
‘trap’ airborne particles and
microbes, VIRUSKILLER™ also
decontaminates the air, by not
only trapping but also killing
airborne viruses, hacteria®

and fungi.

Live entertainment is a

truly special and inimitable
experience. We want to assure
spectators that by partnering
with Rentokil Initial, we are
working hard to provide the
safest experience possible

for fans to enjoy the best live
entertainment has to offer.
Liana Mellotte

Director, Global Partnerships,
AEG Europe (operator of The 02)

Remakiiln'tial 5x
Armnual Report 2021




Jany
o
=
o

=
C

o

=
&
©
5
@)
()]
£
=

@

o
Q)

<[

Rentowxd Intal pic
Annual Report 20219




Strategic Report

Continuing our journey as an Employer of Choice

Rentokil Initial aims to be a world-class Employer of Choice
— attracting, training and retaining great people from the
widest possible pool of talent. In 2021, we ran a global
diversity, equality and inciusion initiative for approximately
1,000 managers and leaders. The programme featured two
elements: ‘Include’, focusing on how to foster an inclusive
environment; and ‘Decide’, looking at bias and how to
mitigate it. Feedback was very positive and we will roll

out the programme further in 2022.

Driving ongoing improvements in colleague retention is

key to greater custorner retention and we were pleased

that retention across Sales and Service remained high

during the year, despite challenges from post-pandemic
employment shifts, Listening to colleagues is aiso part of our
culture, and in 2021 a record 91% of colleagues completed the
Your Voice Counts survey. Scores improved for many themes,
including Strategic Direction (+4% points), Collabaoration

{(+3% points), Line Manager Index (+3% points) and Diversity,
Equality and Inclusion (+3% points). The kguai Opportunities
guestion scored 10 percentage points ahead of the glabal
high-performance norm of leading companies.

Read more about our colleagues and cuiture
on pages 51to b4

Sustainability and innovation are at the
forefront. This is a global company that
feels like a famiiy.

R%w :)

Rentokil nitiat plc
Annual Report 2021
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Product innovation is second nature
to us. Among our many firsts in
recent years, we have been the first
to develop connected pest control
devices, the first to use carbon
dioxide in rodent control, and the
first to deploy LED lights for highly
effective and sustainable insect
control,

Innovation strengthens our

brand and cements our leadership
position in the pest control
industry, differentiating us from
our competitors, particularly in

the area of digital technology, and
giving us a first-mover advantage.

It also helps us provide an enthanced
service to customers, target key
growth sectors (such as rodents), digital
enhance our ability to up-sell technology
additional products and service
lines, and retain customers, In
addition, it lowers our operating
costs and enhances our
sustainability credentials.

® Read more at
rentokil-initial.com/our-services/
innovation

Rentokil has developed the
world’s leading digital pest control
platform, providing an unmatched
level of monitoring, reporting and
insight for our customers, who
face the risk of increased fines or
censure without effective pest
management and reporting. P

Leadership in
. P
{

Rentokil Intial pi¢
Annual Report 2021
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In 2021, we opened our new
Technology Centre in the UK
to provide a dedicated home for
the testing and validation of new
Initial Hygiene products. The facility
includes: environmental testing
{e.g. testing products at different
temperatures, humidity levels,
One of the key drivers of our growth UV Weatherlng, ?tc')’. functional
will be our digital ecosystem — the testing {e.g. service time, tamper
combination of digital hand-held resistance); and being able to carry
devices, remote monitoring, online out thousands of repetitive tasks
portals and data analysis. It's proven, . to ensure validation of sales and
robust and secure; it's responding to RS marketing claims. The new site will
customer needs; and it's achieving : i . .
high levels of customer satisfaction. also serve as a Hyglene Innovation
and Preduct Development Centre
as the testing of new products and
services is phased in through 2022.
The building achieved a BREEAM
Excellent rating for sustainability
performance.

digital ecosystem

Paul Donegan
Digital Innovation Director

Rentokil Initial plg
Annual Report 2021



Achieving our ambition through

M&A strategy and opportunity

' Pagt Control

© Bince 2016, we have acquired 245 businesses,

muastly in pest control with acquired revenues of

© around £350m, and the pipeline of opponunities in

both Growth and Emerging markets remains strong
as we continue to execute a proven strategy:

© We have the network, know-how and proven
acguisition model ~ and with a deep
understanding of density

@ Highly fragmented global pest control market,
and we remain the buyet of choice - ¢ 40,000
pest control companies globally with ¢.53% in
North America

@ Through Cities of the Future {our focused M&A
programme in emerging markets), we expect to
grow at higher rates in key cities where faster
urban growth is driving demand for pest coentrol
sarvices, Developing a presence in these cities
gives us a stronger base for future growth over the
next 10~20 years as we benefit from faster growth
in these markets relative to more mature locations

@ Torget Internal Rate of Return (IRRY: 12% in North
America and 13%-15% in the Rest of World

Hygiene & Wellbeing

We will apply the same proven, value-creating model
in Pest Control to our Hygiene & Wellbeing category,
with a focus on buliding our density acress our cities
and supporting extension areas defined as part of
our growth plans, including air care, surface hygiene,
safety and digital monitoring.

D M&A creates value through city-based density
building. Deal economics are generally better ~
prices and competition for target assets are lower
than in pest control

@ Expertise and systems in place

@ Proven ahility to drive margins through density
buitding

@ Significant global M&A pipeline is being built -
deal flow supportted by an emerging pipeline
of .80 targets

@ From 2022, we will target K25+ rever
per annum over the next five years and target
IRR a1 15%-20%

14 Rantokil Initial ple
Annual Report 2021




Acquisition of Terminix

In December 2021, we announced an
agreement under which Rentokil Initial
will acquire Terminix Global Holdings Inc.
(Terminix), the most recognised brand

in US termlte and pest management
setvices and how a singularly focused
pest management company, with a low
cost structure and strong balance sheet.

The cembination, which is conditional

on regulatory and shareholder approvals,
is expected to create significant value,
enhance long-term growth potential, be
highly cash generative and presenta
compelling industrial logic, supported by:

Increased scale and leadership
in the global pest control market

© Combined group will be the leading global
pest control company

© 4.9 million customers worldwide

®© Complementary strengths in Nerth American
residential and termite sectors and global
commercial pest control

@ Well positionad in an attractive global industry
with estimated annual growth at 4.5%-5%+
over the medium term

@ Adding ¢.84% to our Pest Control business
in revenue

© Significantly enhanced network and route
density

e

Substantially increased scale

in North America, providing an
enlarged platform for profitable
growth

© The world's largest pest control market —
highly competitive and fragmented, with
€.20,000 pest control companies

© Creates the pest control leader in North
America and adds ¢.$2.0bn pest control
revenues

© Additional scale will enable further investment
in people, service, quality, innovaticn, digital
technology & applications, and sustainability

@ New science and innovation centre planned

in the US focused on termite and residential

pest control

A complementary and synergistic
portfolio combination

© Strong operational and culturai fit, creating
significant synergy cpportunities

© Complementary service lines and geographic
footprint

© Our innovation and technology can be rolled
out to Terminix's 2. million pest control
customers

© Further differentiation from competition
through streng focus on people, customers
and ESG

© Attractive synergy potential — at least $150m
(£113m) annual net cost synergies by the third
full year post completion

o

An attractive financial profile

® Balance sheet strength to support growth

© Highly cash gencrative — combined pro ferma
FY2021Free Cash Flow of $0.7bn (£0.5bn)

® Creates a larger and more diversified North
America busingss

®© Limited integration risk — both companies
have strong M&A track recerd

© Ongoing commitment to streng,
complementary Hygiene & Wellbeing
business

© Our medium-term target growth rates,
commitment to our current progressive
dividend palicy, and investment grade
credit rating maintained




Our Business at a Glance

Two strong businesses, one unifying culture

Rentokil Initial is a global leader in the provision of route-based services that protect people and enhance
lives. We operate in 88 countries arcund the world, in more than 90 of the world’s 100 leading cities — from
Los Angeles to Amsterdam, and Shanghai to Auckland. As of 1 January 2022, we operate in, and will report
on going forwards, two restructured business categories, Pest Controi and Hygiene & Welibeing {which
combines our existing Hygiene operations with our Ambius, Dental Hygiene and Cleanroom operations),
accounting for 67% and 28% of Ongoing Revenue respectively, with the remainder in France Workwear
which operates alongside as a standalone business. We employed around 46,000 people in 2021,

Pest Control

Rentokif Pest Controf is the world’s leading
international commercial pest conirol
sarvice provider, offering the highest levels
of risk matnagement, reassurance and
raesponsiveness to customers.

Ongoing Revenue at CER:

£2,040.2n

+18.5%

Ongoing Revenue at
AER: £1953.7m

Qur purpose

Qur purpose is 1o protect people
and enhance lives, everywhere.
We protect people from

the dangers of pest-borne
disease and the risks of poor
hygiene. We enhance lives

with services that protect

the health and wellbeing of
pecple and the reputation

of our customers’ brands.

Rising standards of pubiic health,
stricter food safety legisiation
and the need to comply with
woarkplace safety regutations

are driving demand for our
service expertise

As g business, we aiso create
value for our shareholders
through our economic success.

16 Rentokll Initial plc
Annual Repart 2021

Cauntries operating in:

87

Market leader in:

56

Commercial customers with
aceess to myRentakil onling
customer portal:

over 98

Our values

Three core values underpin
everything we do.

Service We are passionate aboul
delivering excellent customer
service 1o every customer,

on time and as promised,

Relationships We value
leng-lasting retationships with
our colleagues and customers
and keep them informed about
changes that affect them.

We listen and act upon people’s
needs and concerns and are
honest and straightforward in
our conversations with them.

Teamwork Cur business is all
about great teamwork ~ getting
it right, for our colleagues and
customers.

Hygiene & Wellbeing

®

Initial Hygiene & Wellbeing offers a wide
range of services to meet today’s growing
expectations for hygiene, including our core
washroom services, specialist services in air
care and clinical-waste management, and
environment-enhancing services including
scenting, plants and air monitoring.

Ongoing Revenue at CER:

:848.6m

-8.3%

Cngoing Revenue at
AER: £829.9m

Our cuiture

Quir culture is characterised as
customer focused, commercial,
diverse, down to earth and
innovative. We have highty
engaged colleagues, willing 1o
g the extra mile, and & drive
within the business tc keep
improving, whether through
learning and development, the
roll-aut of innovations or the
introduction of industry-ieading
digital tools.

Our colleagues Our 46,000
colleagues work acrgss 88
countries and $ix regions with
22% in North America, and 35%
in Asia, our two largest regions
by headcount

Countries operating in:

67

Market leader in:

22

Subscription business
with muitiple growth
levers:

c.90«

Our RIGHT WAY plan

Our RIGHT WAY plan divides our
business into five geographic
regions and two core categories,
all operating on a low-cost,
single-country operating
structure. Since 2014, we have
consistently implemented

an effactive strategy at pace

and this has delivered consistent
progress against our financial
targets.

We are a strong and focused
business, operating in higher
growth markets, with improving
levels of arganic growth,
reduced capital intensity,

high levels of cash generation,
and a proven and successful
ME&A capability.
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Ongoing Revenue by region at CER

North America

¢1,365.7~

Asia & MENAT

£285.7

Europe (inc. Latin America)

«855.3m

+14.1% +3.5% +4.2%
UK & Sub-Saharan Africa
£359.5n
R IV t9.8%
Europe UK &
Cngoing Revenue North {inc. Latin Sub-Saharan Asia &
£m America America) Africa MENAT Pacific Total
Peast 1,2155 360.7 176.1 200.0 87.9 2,040.2
Hygiene & Wellbeing 150.2 324.4 183 .4 857 104.9 848.6
Workwear - 170.2 — - - 170.2
Total 1,365.7 855.3 358.5 285.7 192.8 3,063.5'

1. Total includes £4.5m of central & regional overheads.

Changes to our segmental structure from 1 January 2022

Old business structure New business structure

Pest Control Pest Control
Hygiene Hygiene & Wellbeing
Protect & Enhance

Comprising:

— Ambius

— Dental Services

— UK Property Care
— France Workwear —— 5 Workwear

Old regional structure
North America

Europe {inc. LATAM)

UK & Rest of World

{inc. Ireland & Baltics)

— Nordics, Poland, Caribbean
— Sub-Saharan Africa

Pacific

MNew regional structure

North America
Europe (inc. LATAM)

UK & Sub-Saharan Africa
(e, reland & Be hos)

- MENAT
Asia ——> Asia & MENAT

Rentokil Initial plc 17
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Q&A with Andy Ransom, Chief Executive

The right business at the right time to
meet the future needs of customers

' .We sald we would come out
of the pandemic stronger and
- more resilient, and we have.

- Our people delivered an.
outstand_ng year, growmg
“revenue, profit and cash ahead

" of our new medium-term growth .

;';targets. We also entered into
“a transaction: ‘which will make

" us the number one player in
“North America, the world’s

- largest pest control market. .

) Andy Ransom
Chief Executive

Rentokil Initial plc
Annual Repart 2021

All the questions
In this section
have heen posed
by investors over
the past year.

B

The COVID-19 pandemic has
continued to impact the world
in 2021. How has the Group
performed this year?

A

The Group's performance overall has been
exceptional in my view. We have delivered
excellent growth, including a high level of
argartic growth in our core businesses. We
have grown our profits at nearly 20% over the
last year as well as delivering a very high leve!
of cash conversion, and we have put that cash
to wark including 52 acquisitians acrass the
world. Undoubtedly, the key to our success in
2021 has been the remarkable performance of
our colleagues around the world, in particular
qur frantline colleagues, who have continued
to deliver for our customers, day in, day out,
despite the ongoing challenges that we have
all faced with respect to COVID-19.

At the height of the pandemic in 2020,

wae were able to pivot quickly into offering
additional services 1o customers in the
disinfection space, where our highly trained
colleagues would use their skills and highly
effective disinfection products to make piaces
of work and customer premises safe. In 2020,
these additional revenues represented £221m.
We said at the time these revenues would
deciine as we moved inte 2021 - as customers
no longer required the services, as other
competitors entered the space and as the
price for disinfection services dropped.

This has indeed occurred and disinfection
revenues in 2021 were £104m lower than

they were in 2020. Despite this significanthy
lower contribution in 2021, we nonetheless
grew our Company revenua by almost 10%,
nearty 15% if we exclude the impact of
disinfection.

Fird put me e on pagos 144 10 149



B

Innovation is a core component
of growth for the Group. Has the
pandemic caused any slowdown
ot delays to your programme?

A

Innevation in Rentokil Initial is more afa
philosophy, a state of mind ratherthan a
function or a department in the Company, and
in 2021 our people had to demonstrate a high
level of innovation, flexibility and creativity to
ensure that our customers received the very
best service natwithstanding the ongoing
chzllenges presented by the COVID-19 crisis.
During the year, we continued to make
excellent progress in connected techneologles
and our PestConnect service offering went
from strength te strength, growing by 58%, or
87,000 additional units in the field despite a
globa! shortage of printed circuit boards and
chips. We also made excelient progress with
the deployment of recent inncvations such

as Lumnia {our LED illuminated light trap
which uses less power than a conventional
blue lamp light trap and reduces carbon
emissions by 62%) where our sales were

up by 65% in the year.

Find out morc on pages 37 and 38 and
pages 55 to 57

aQ

The Company’s smaller, bolt-on M&A
strategy has worked very well for

the Group over the last few years.
Your transaction to acquire Terminix
seems a clear departure fram this.
Why this combination, and why now?

A

We have been explicitly targeting growth in the
highly attractive North America pest control
market for some years now. Approximately
50% of the world’s pest control market is in the
United States and it is a market that continues
to grow at around 4.5%—5% per annum. Qver
the last few years, we have heen highly
successful in building out our network of
city-based businesses in the U3, and
increasing the density of our operations in
those cities, bath by driving up our organic
growth but also by a senes of infill or bolt-on
acquisitions. To illustrate, in 2021 we executed
17 acquisitions in the US market. The
opportunity to join forces with Terminix — which
already enjoys a high level of city density
across over 300 locations in the country — was
simply too good to miss. Terminix is one of the
leading consumer brand names for residential
pest control and termite control in the United
States and is a highly complementary

Strategic Report L.

operation to Rentokil, where we are the glebal
leader in commercial pest control.

By bringing together these two businesses, we
helieve woe can become a clear glabal leader in
residential, termite and commercial pest
control, with each of us bringing our respective
strengths to the combined business. Rentokil
leads with techniology and innovation in
caommercial pest control and has a global
presance in nearly 90 countries around the
world. Terminix has an outstanding US
husiness focused on residential and termites
and by uniting the companies with a best of
breed approach (by which I mean creating a
singie managementteam from the best of both
companies and, for example, harmonising IT
systems and selecting the best from both
businesses) we believe we can become a
genuine global leader in our industry.

@ Find out more on pages 15 and 145

B

The Cempany hosted an in-depth
Capital Markets Day in September
focusing on Hygiene & Wellbeing.
Does the Terminix transaction alter
your focus on the newly enlarged
category?

A

Not at all. The Capital Markets Day in
September gave us a platformto showcase
what a strong, attractive business and
opportunity we have in the broadened
Hygiene & Wellbeing category. As the world
begins to come to terms with a post-pandemic
environment, people are increasingly focused
on providing safe environments in their
buildings: whether that may be an office
where employers are locking to reassure thelr
employees that it is safe to return to wark, or a
restaurant or hotel seeking to demonstrate to
their returning customers that their facilities
not only have clean surfaces but also that the
air in these buildings is clean and safe.

We already have a strong presence within
the washroom — through our traditional
Initial Washroom service business, as well

as in our Ambius business — but we also see
strong opportunities to grow our hygiene
service offering both outside the washroom,
by focusing oh new opportunities such as air
and by also expanding in new geographies,
and in 2020 we entered 20 new countries

in Hygiene around the world.

We indicated at the Capital Markets Day in
September that we believe we can grow this
category by 4.0% to 6.0% each year and that
we plan to invest further in the business,
both in terms of innovation and product

development, but also by investing in
acquisitions. We have said that we aim to
acquire £25m of additional revenues from new
businesses each year from 2022. The Terminix
dealin no way detracts from the opporiunities
we see in Hygiene & Wellbeing, particularly

a5 we see much of the oppoartunity in thig
categery as being In our existing gecgraphies,
all of which are outside of the United States
(the Terminix business is over 90% within the
US). So, while our North America teams will

be very busy for the next two te three years
integrating our respective pest control
businesses in the LS, our global teams will

be focused on the Hygiene & Wellbeing
opportunities in their markets as well as

of course pursuing other pest control
opportunities across the world.

Find out more on pages 43 to 46

B

Sustainability has taken a big step
up the agenda for shareholders

in recent years. Can you talk us
through your strategy here and
your key aims for the future?

A

In my 35 years in business, | have never seen
an issue rise to prominence so significantly, so
quickly and so comprehensively, as the urgent
need to take action te protect our planet.

At Rentokil Initial, rot only are we committed
to playing our role — and specifically we have
committed to achieving net zero emissions by
2040 because it is the right thing to do — but
wae also believe that by focusing on creating
sustainable preducts delivered through
sustainable operations from sustainable
premises, we can differentiate our service
offering from that of cur competitors and
therefore it becomes good business, as well
as being the appropriate and right thing to do.

We also see that by leading our industry in
sustainability, we make ourselves a more
attractive employer of chofce at a time when
the war for talent has never been maore intense.
| am satisfied with the level of overall progress
we are making on the sustainability agenda, but
there is no hiding from the fact that we will all
need to move much faster, think more deeply
and act more thoroughly in our responses te
this challenge, if we are 1o make the progress
over the next few years that we all need.

Find out morc on pages 49 1o 72

ekl o

Andy Ransom
Chief Executive
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Our ‘Big Six’ Challenges
Our strategic priorities

We regularly assess our strengths and weaknesses and examine the
opportunities and threats to our business gaing forward, In this sectian,
we give a brief overview of our ‘Big Six’ challenges, with links to further

details and financial metrics.

1

Employer of Choice/retention

Cur pecple are our biggest
competitive advaniage and the key
to profitable growth. Our challenge
is to be an Employer of Choice and
to drive ongoing improvements in
colleague retention which in turn
leads to greater customer retention.

Key actions taken in 2021

© Delivered the next phase in our iong-term
Employer of Choice programme by rolling
out a new diversity, equality and inclusion
upskilling initiative to approximately 1,000
managers and leaders.

® Colleague retention remained high at 84 4%,

although slightly behind 2020 levels, and
new job applications received through our
Careers portal increased by 52%. Qur i+
{our online universiy) training usage saw
recatd highs, with 4.3m training content
views and 500 pieces of new training
content created.

Priorities for 2022

© Deliver the next phase in our new diversity,
equality and inclusion programme (o
managers across the Group.

@ Maintain a high level of U+ training, helping
colleagues to develop a lasting career with
the Company.

© Focus on effective recruitment practices
and delivering even higher levels of
colieague retention.

bott our colicagues

Fid oLt more
I cenane - 5110 54

B
R FE
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Driving Organic Revenue
growth in Pest Control

Qur challenge is to drive sustainably
higher rates of organic growth
across the business, particulariy

in our key North America market.

Key actions taken in 2021

© North America was our best performing
region in 2021, growing revenues by 24.3%,
8.9% Qrganic.

© Group Pest Control revenues grew by 18.6%,

[8.1% Organic), despite Australia, New
Zealand, Malaysia and Indonesia operations
being materially impacted by lockdowns.
@ Revenues from data, product and service
innovations have continued to grow this
year. We increased our instaliation of
PestConnect units by 58% in 2021, with
235,000 units now in 13,000 customer
locations. By the end of the year, we had
sold more than 260,000 units of cur
Lumnia LED fly trap, with sales increasing
by 65% in the year.
© integration of pest control data into our
customear systems began in 2021, with
34 customers across six customer portals
now Benefiting from automatic access
to our data fromt their sites.

Priorities for 2022

& Maintain growth in North America,
consalidating our position in Pest Control
through the completion and integration
of our acquisition of Terminix, and intiation
of synergy cost savings programme,

@ Continue 10 deploy product and service
innovations and digital applications,
including further roll-out of PestConnect
towards our targeted goal of 25% of
commercial customers by 2026.

@ Ongoing development of sustainable,
nen-toxic and humane pest soiutions.

© Achieve higher medium-term target of
4.5%-6.5% Organic Revenue growth

@)
8.1%
arganic growth in 2021

@ Ford gut more or paacs 32 2o 39
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Building our Hygiene business

Our challenge is to build our global
Hygiene business intc a second
powerhouse alongside Pest Controt.
I response to the pandemic and the
growing importance of hygiene, we
announced the expansion of the
category into a larger Hygiene &
Wellbeing business. from

1January 2022,

Key actions taken in 2021

© Delivered 7.4% organic growth despite
ongoing challenges in a number of markets,
achieved through return to regular core
service proviston and growth from product
and service initiatives, including our Rapid
Smart Hygiene range and alr purification
offer, installing over 11,000 air purification
units into ustomer sites across 31 countries.

€ Upweighted Grganic Revenua growth target
for the new category (excluding disinfection)
to medium-term Organic Revenue growth
of 4%-6% from 2022.

@ Acquired four new businesses to build
density and achieved significant momentum
in building our global M&A pipeline, now
with £.80 attractive targets. From 2022,
we will target £25m+ revenuas p.a. over the
next five years, targeting IRRs at 15%-20%.

Priorities for 2022

@ Executing our growth strategy within four
high-growth areas: inside the washroom,
digital leadership, international expansion
and cutside the washroom

7.4%

organic growth ir 2021

@ Find oLt moic on pages 40 to 46
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M&A execution

OQur challenge is to maintain a strong
pipeline of high-guality opportunities
and to integrate acquisitions quickly

and effectively.

Key actions taken in 2021

©Following a slowdown in M&A at the height
of the pandemic, our pipeline of deals
returned strongly, and we acguired 52 new
businesses in Pest Control and Hygiene
& Wellbeing.

© Acquisition of the Middle East’s |eading
independent pest control provider, Boecker
World Holding SAL, eperating (incluging
with joint venture partners and gssociates)
across the UAE, KSA, Jordan, Kuwait,
Lebanon, Nigeria and Qatar, and
doubling the scale of cur operations
in the Middle East.

@ Announcement in December of acquisition
of Terminix targeting the creation of the
global leader in Pest Contrel and the No.1
pest control company in North America.

O New M&A revenue targets set for Hygiene
& Wellbeing from 2022 (as above).

Priorities for 2022

@ Pursue high-quality pest contral companies
in Growth and Emerging markets, with
ongoing focus on building local density
in key Cities of the Future,

@ Continue to build Hygiene & Wellbeing M&A
pipeline, acquiring attractive businesses
with a focus on higher growth extension
areas (e.g. air care and surface hygiene),
and achieving targeted £25m+ per annum
of acquired revenues.

£495.5m

Totat consideration for M&A assets in 2021

c£250m

Target spend on M&A in 2022

PastConnect device growth {000s)

250
200
150
100
50

0 .
2020
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Creating value through
product and service
innovations and digital
applications

Our challenge is to drive further
organic growth through product
and service innovation and digital
applications.

ey actions taken in 2021

® Delivered a 65% increase in installations
of Lumnia LED Insect Light Traps, totalling
over 260,000 (2020:168,850).

© Launched Eradico globally — our new fully
recyclable, single-solution rodent control
unit which addresses 57 different needs
and market requirements.

@ Unveiled development of Crawl Connect,
our new connected device for crawling
insects and RADAR X, our multi-catch
mouse control unit for better efficacy
and reduced servicing.

® Became the first company to use data and
proprietary analysis tools, together with
third-party mapping, to assess resistance
to rodenticide in rodents and therefore
target alternative, effective solutions,

@ Further development of cur Rapid Smart
Hygiene range to enhance cost
effectiveness and scalability, with products
including taps, soap dispensers, toilet
sanitisers and cubicle availability lights.

Priorities for 2022
© Continue to develap key sector products
with potential for non-toxic solutions.

@ Drive sales growth in Lumnia products
anrd further roll-cut of PestConneact,

@ Complete technical sign off of Rapid Smart
range to align with PestConnect technology
and pilot products in the field, and
implement field trials of Crawl Connect.

© Further evolve digital activity, leveraging
current and new technology.

© Continue to actively market afr purification
products and services in key markets,
to drive enhanced customer take up.

Find out more on pages 37 1o 39
and page 45

- AR
el

£.235000

Annual growth of connected devices

(6]

Managing a
responsible business

Our challenge is to create a safe,
diverse and engaging workplace,
deliver customer service responsibly,
and support our communities and
environment effectively.

Progress against 2021 priorities
© Delivered strong levels of colieague safety,
training and retention in 2021,

© Commenced implementation of our plan
to achieve net zero emissions by the end
of 2040: eight work streams underway and
country teams now execuling their plans.

©14.9% reduction in emissions intensity index
since 2019, goed progress towards our
emissions target of 20% reduction by 2025
—we have begun to migrate our fleet,
with 177 ultra-low ernission vehicles and
renewable energy contracis introduced
for our properties around the world (Italy
is our first country cperation to use 100%
renewable electricity).

& 2,000 coticagues from around the world
campleted the Race to Kigali, our major
colleague-led initiative to support our
charity partner, Malaria No More.

Priorities for 2022
@ Maintain high levels of safety, training
and retenticn.

© Deliver environment improvement plans
inallregions.

14.9%

improvement in carbon emissions
per £m revenue since 2019

Find out more on pages 42 to 71
rentokil-initial.com/responsible-delivery
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Reasons to Invest

We believe that Rentokil Initial
represents a compelling, compounding
growth opportunity for investors

Rentokil Inftial is a strong, global business with leading positions in structural growth
markets. We believe there are excellent opportunities to consolidate cur positions in
existing markets, to enter new markets, and to lead the industry by investing in innovation
in products and services, alongside disciplined and accretive M&A. Our strategy, culture
of outperformance, and consistent, proven business madel, allow us to achieve strong and
sustainable value for our shareholders. We see the following as principal reasons to invest.

1

We are a leader in our chosen,
structural growth markets
in two major categories.

These generate high returns with
good opportunities for further growth.
Rentokil is the world's leading
commercial pest caontrol business,
whictt is our principal engine for
growth, and we believe our technical
expertise is unrivalled. Initial is the
largest hygiene services provider

in the world, aiming to grow market
share by focusing on quality of service, Choice, with a unigque
and drive management and back culture that supports
office synergies with other business sustainable growth.

lines.

As g service organisation. we
recognise that the commitment
and ability of our colleagues a
key to providing the highest levels
of service and a great customer
experience. SO we aim to be an
Employer of Choice, acknowledging
and rewarding effort, and offering
career progression.

@ Find out more
Foest Cantrol busimess on pages 32 1o 39
Hygiene business on pages 4010 46

( Y
e Find out more

KPis and ther lirk to strategy or pages 2410 27

Qur strcng record of growing Firarcal Review: or pages 144 16 149
revenue and profits generates Share price (o)

high returns, strong cash flow 08

and a strong credit rating. :gg

Since February 2014, we have 00

implemented an effective and consistent

[}
[+

G
strategy — called cur RIGHT WAY plan 200
— and this has brought consistent 1ae
progress towards our financial targets. ¢ Dot Bec Dec Bec Dec Dec Dac Dec Dec Dec
2012 21013 2014 2018 20% 01 2018 2018 2020 2021
A _J/

22 Rentokil Initial pic
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Our consistent performance
allows reinvestment in

our business, helping

to compound growth.

Our financial meodel creates

a virtuous circte, founded on
achieving organic growth while
conducting M&A to increase

our density, which correlates
directly to improved gross margins.
This, combined with our low-cost
operating model, brings strong
profitable growth and sustainable
free cash flow. We deploy this on
our financially disciplined M&A
programme and operational
investment, and into maintaining
our progressive dividend policy.

G} Find out more
Our Business Model on pages 28 and 29

Strategic Report oIt

(5

We have a fundamental
understanding of density.

This helps us consolidate our
positions in existing markets

and improve margins, In part by
focusing on increasing the density
cf our routes, whether through
organic activity or by acquisition.

m

(6]

We see considerable
opportunities for
broader growth.

We see further growth
opportunities through entering
new markets, from increased
innovation in products and
services, and by deploying
digital applications.

@ Find out more
Global growth drivers for Pest Control
e nays 33 and Hygiene on page 44

Ty Rentokil

[ —

Raramimanizions

N ervrame e, o e

b amiray  vae Meanmel Ruamsachiem Tew et
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Key Performance indicators

€ & & Very strong progress

00000

aun

Lost Time Accident {LTA) rate e2e

0.38

2.6% improvemaent an 2020
Q.32
0.39
0.53
Q63
058

LTA rate defined as number of Lost Time Accidents per
100,000 standard weorkng hours,

Warking Days Lest (WDL) rate - X ]

8.71

-3.0°: down on 2020

871
8.46
10.99
1477
11.65

WODL rate defined as number of Working Days Lost as
a tesult of LTAs per 100,000 standard working hours

@@ Strong progress & Gaod progress

Ensuring everyone goes home safe

Link to strategy

© As a servico grganisation, o people make
cur Company what itis

© Our prionty i+ ensuring CvCryone qoas
home safe

@ Health and safoty is the first agenda item i
all scnior management meetings (Including
Exccutive Leadorship Team and Boardj,

Link to remuneration

SBoh ITA and WDL rates are part of the
parsonal objectives of the Chief Executive
and have an impacl on the level of annual
bhorus achieved.

Commentary on performance

© 2021 was our best ever full-year
performance on LTA, and we delivered
waorld-class safety (LTA <1.0y in every region.

@ In WDL we delivered world-class safety
performance but were marginally behind
our ambitious target for 2021.

@ Very strong progress in deployment of our
Site Risk Assessment app in 2021, 2.2m
assessments were conducted using the
app, enhancing compliance and pre-job
safety for our colleagues.

. Employer of Choice

. Further work required

® Disappointing progress

© Operating during the COVID-19 pandemic
represented additional challenges for our
frontline colleagues, navigating frequently
changing public health restrictions and very
different arrangements implemented by
gaverrmments across the world.

@in 2021, there were no work-related fatalities
{2020:1). However, regrettably, four pecple
died in inciderts associated with our
activities including a pedestrian in South
Africa who unexpectediy ran across a
meotorway in front of one of our vehicles, &
colleague who suffered a heart attack while
at work, and two colleagues who died in
road traffic accidents on the way to or from
work, in France and Thailand respectively.

Sales colieague retention

82.9

-4 8% points

825
877
£85.3
821
73

Service colleague retention

82.4:

-4.5% points

824
369
861
851
760

Defined as total Sales and Service colleagues retained

N year as a percentage of Sales and Service headcount

at start of year.

2 Rentokil Initial pic
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Link to strategy

O We invest in training ard development to
ensure that our colleagues” expertiseis
urnvalied.

€ We recriil, appoirt and pramaote on merit,

© we listen 1o our colicagues via Your Voice
Caounts (YWC) surveys and act on fecdback
10 make Improvemaeints

@2y retaning our paoplic. we also retain and
build deeper relationships with ur
customats, which underpins our organic
growth.

Lirtk to remuneration

@ A Performarce Share Plar (PSP
performarce measure and meltdean
arrual borus personal cbjettives

Commentary on performance

© Tota! colleague retention remained solid in
2021 at 84.4%, although 4.2% points lower
than the prior year.

© This is a result of colleagues who joined the
business at the height of the pandemic and
employment uncertainty last year, leaving
the Company in 2021 as other sectors
recovered,

@ Service colieague retention fell by 4.5%
points 1o 82.4% and Sales colleague
retention fell by 4.8% points to 82.9%.

© Total colleague retentlon has gone
packwards in all regions with the Pacific
seeing the biggest fall at -7.4% points for
overall colleague retention, driven by a
-15.8% points drep in Sales retention and
a-7.5% points drop in Service retention.

© North America has alse seen a decline
in all three areas and Service Technician
retention has siipped beiow the 80% mark
for the rolling 12-manth peried, alongside
the Pacific and the UK.

© Europe and Asia have maintainad
an cutstanding colleague retentien
performance with full-year results in the high
80s or 90s, which is aspecially pleasing
given the landscape of the ‘Big Resignation’.
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Delivering outstanding customer service

State of Service (S¢S} - ¥4

92.9+

t3.5% points

92.9
89.4
972
9719
928

Defined as total number of service visils performed as a
percentage of total number of visits due.

Link to strategy
@ We are passianate about delivering

excellent service to every customer and
keeping our promises to them.

© Excellent service helps us retain customers

and bulld deeper relationsiips with them,

Commentary on performance
© Group Stale of Service rose by 3.5% points

10 92.9% in 2021 (2020: 89.4%), with ail
regions reporting higher scares on the prior
year. This reflects the return to more regular
service provision across our key categories
and regicns as restrictions implemented as
a result of the COVID-19 crisis eased across
our markets and as temporary customer
suspensions and closures reduced.

Keeping promises to customers

© North America was once again our highest
performing region at $7.2%, an increase of
0.7% points, closely followed by Europe at
86.4% (2020: 93.8%}, Pacific at 96.0% (2020:
G5 2%} UK & Rest of World at 93.6% (2020:
88.8%) and Asia at 91.2% {2020: 87.6%).

@ H2 2021 still saw disruption from public
health restrictions in a number of important
markets such as Australia, Malaysia,
Indonesia and New Zealand,

Customer Voice Counts {CVC) -2 L ]

451

+71 points
458
380°
44.5

a20
2017 440

Measured by the implementation of an average Net
Premoter Score across all branches, including in-year
acquisitions. CVC score represents the net balance of
those custarners promaoting our service, compared with
those neutral or not promaoting.

1. Bascd on both telephone and digital survey
channels.

2. Years prior to 2021 have been hased on
telephone surveys only. 2020 has been
recalibrated to include both telephone and
digital survey channels (which was introduced
for the first time during the pandemic)

Link to strategy
@ Our business medel depends on servicing

the necds of our customers in line with
internal high standards and to lovels agread
in contracts. Strong perloimance on CVC s
Iinked to retention and sale of addittonal
services {0 customaers. Measuring customer
satisfaction allows us to identify unhappy
customers, reduce customer attrition and
increasc revenuce, profit and cash,

Link to remunetration
® Improving Customer Voice Counts is one of

the performance conditions of the PSP,
which covers around 850 colleagues across
the Group.

Commentary en performance
© Cverall Net Promoter Score {NPS) for 2021

was 45.1(all regicons and categories), an
increase of 7.1 points on the prior year
but slightly down {-0.8 points) on 2019,

O Calis to cur customers in 2021 asked them

1o rate us on five service elements:
technician, complaint handling, customer
contact, product quality and documentation.

© Our categery analysis shows that Pest

Contrel is our highest rated category, at
52.8 points (an increase of 3.0 paints on
prior year), with most markets seeing
increases in scores with the exception of
North America {down 2.9 paints) and UK,
Ireland and Baltics (down 0.6 points).

@ Initlal Hygiene scored 43,7 points this year,
an increase of 20.1 points on 2020 and with
all regions achieving increases on the prior
year. Notable performances were delivered
from Europe (up 13.9 points) and Rest of
World (up 15.4 points).

© Our Ambius businesses received a
CvC score of 52.7 points, an increase
of 7.5 points on the prior year.

® Our lowest performing category was
Workwear, which received a negative CVC
score of -26.4 points. However, this was a
7.1 points improvement cn 2020.

Rentokil Initial ple
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Key Performance Indicators
continued

@ & €& Very strang prograss

&G Strong progress @

Goad progress 1 Further work required

- Retaining our customers

@ Disappointing progress

Customer retention

85.3x

10,8, pomnts
11
2020 845
8.2
858
887

Defined as total portfolio value of customers retained as
a percentage of opening portfolic.

Ongoing Revenue growth at CER

9.8%

2.8
5.8
86
123
13.9

Defined as revenue growth st CER from the conlinuing
operations of the Group including acquisibons, after
removing the effect of disposed or Closed businesses.

Revenue at AER

2021 2020 2019 2018 2017

2,956.6m £2803.3m £27041m £2,463.8m £2,404.6m

(BB (\3TH  (+38R}  (-25%  (+I0.9%
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Link to strategy

€ Customer retention is crucial to our

IGeg-tOnm suCeass.

© Bepelits incdude increased purchasing and
cross-scling; lower terminations, qreater
wilingness to accept price IN2renses:
positive customer recommendations;

Commentary on performarnce
@ Despite the angoing COVID-19 pandenmic,
overall customer retention increased by

@ Customer retention for UK and RoW feil very

slightly by 0.8% points to 85.5%; however,

custamer reviews of our UK businesses

on Trustpilot.com have returned to
pre-pandemic ‘world-class’ levels.

@ Asia customer retention increased by 2.4%
points to 80.9%, despite ongoing pandemic
related challenges across the region.

© In the Pacific, overall customer retention

of 2.2% points.

0.8% points to 85.3% (2020: 84.5%).

& n North America, we have seen little
change to customer termtination ratas,
which remain within normal ranges.
Customer retention for the region rase

by 1.2% points to 84 1%.

®©n Europe, customer retention rose by 0.8%

points to 87.5%.

Driving higher revenue

Medium-term firancial target: 6%-9% Ongoing Revenue growth (of which M&A is ¢ 2%

Link to strategy

O Wo aim to drive shareholdar value through
anving highet revenues from our core Pest
Confrol and Hygicne busingsses
from our Protect & Enhance businesses,
supported by M&A Investment.

for the region remained ahead of our
expectations, at 89.0%, an increase

Lirnk to remuneration

and afso

achueved,

© Revenue targets are one of the Company’s
poerformarce elements of the annual bonus
which covers the Excecutive Oirectors and
Managers actoss the Group ard they have
animpact on tne level of anneal bonus

Target and key activities

Performance

5% to 5% Ongoing Revenue
growih (of which M&A
15 ©.2%=5%)

9 8% growth ih Ongoing Revenue, demonsiranng the clear recovery
of our corc businesses despite continued challenges presented
by the ongoing COVID-15 pandemic in a number of our markets.

Ongoing Reveniue growth
in Pest Control

Supported by further
mementum in Hygrene

18.6% growth in Pest Contral, - 8.1% Qrganic, delivered thraugh further
improvements across ali regions

Progress
in 2021

& 2% growth in care Hygiene, +7.4% Organit, aided by return ta more
normalised tevels of regular senice provision as [ockdown restrictions
eased acCross many of our markets.

Improved performance
from Praotect & Enhance
businesses, ngluding
France Warkwear

5.6% growth in Protect & Enhance, +49% Organic, all foeur businesses
(France Worlawear, Ambius, UK Property Care and Dental Hygiene
Services) returning 1o Organic grawih.

Continued execution of M&A

Sustained progress in product
mnovation and capabihty

QOutstanding M&A in 2021, with 52 acquisitions - 48 Pest Control
acquisitions and four In Hygiene & Weltbeing - in 25 countries and
all regions inciuding 17 in North America, for a total congideration
of €435 51 Agreement announced 1 Cecember 2621 to avguire
Terminix Global Holdings, Inc_, significantly increasing our scale and
density, and enhanding our position in the US, the world's largest
pest control market.

aoe

Our proprietary, next generation pest contral innovations continue
o differentiate Rentokil and sel new standards of performancea in
support of cur customers. Dur pipeline of innowalions remains strong

with 50 projects underway and 17 patenl applicalions.

Qngoing development of digital
products and applications

L L)

FestConnect continues to provide our customers with a complete
remote pest detection solutn and fuil traceatility. Building on 2020's
growing demand, 2021 has seen further roll-put with ¢.87.000 devices
installed — a 5B% ncrease year on year — taking the total 1o ¢.235.000
units In £13,000 sites.




Ongaing Operating Protit growin at CER

19.5+

55

2018 10.4

ne
s
Defined as operating profit at CER from the conlnuing
operations of the Group including acquisitions, after
removing the effect of disposed or closed businesses,
Adjusted Ongoing Operating Profit is an 'adjusted’
measure and is presented befare amortisation and
impairment of intangible assets (excluding computer
softwara) and one-aff tems.

Operating Profit at AER

2021 2020 2019 2018 2017
£346.8m £2938m §£2656m £2455m £292.4m
(+17.9%)  (+10.6%) (+8.2%) (160%) (+25.8%)

Free Cash Flow conversion

107.3«

2021

107.3

s
986
942
870

Frea Cash Flow is measured as net cash fram
operaling activities, adjusted for cash flows rajated

to the purchase and sale of property, plant, equipment
and intangible fixed assets, and dividends received
from associates.

Strategic Report
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Achieving greater profitability

Medium-term financial target: Ongeing Operating Profit growth of 10%+

Link to strategy

© Our abjective is to deliver sustainable profit
growth by growing Group revenucs.

Link to remuneration

@ Profit targets are one of the Company's
perfanmance elements of the annual bonus

which covers the Executive Direclors and

managers across the Group and in

T B O B TR TR TR B DETEINY

Tpacts

Target and key activities

Performance

Progress
in 2021

Yedr-gn-year irmprovement in
Ongoing Operating Profit

19.5% growth in Gngeing Operating Profil, reflecting growth in all major

reporting countries. regions and categories. Statulery profit befare tax
up 41.5% to £325.1m (at AER).

Improverment in Nel Operating
Margin

Net Operating Margin of 15.0% (at CER). a 120 basis points
improvement on 2020, reflecting stronger trading, higher service
lavels and a continued significant focus on improving cash collections,
supported by £20.0m of revenue provision releasas and £12.0m of bad
debt provision releases from the prior year.

Improvement in Net Operating
Margin in Past Control

Pest Conlral Net Operating Margin improverneant of 210 basis points to
18.6% (at CER}.

Improvement in Net Operating
Margin in Hygiene

Hygiene Net Operating Margin of 21.0%. a 250 basis peints decline
on 2020, reflecting lower contribution from emergency one-ime
disinfection services during the year as COVID-19 restrictions eased.

o8

Progress towards 18% North
Arnerica margin target

North America Net Operaling Margin of 16.7%, reflecting incremental
return to more normalised trading, together with ongoing cost
nitiatives and benefits from IT enabled Best of Breed programme. We
remain on track to achieve our 18% margin target by the end of 2022

Above-the-line restructuring
costs malntained at or
pelow £10m

Restructunng costs of £10.2m at CER (202Q: £13.2m} conststed mainly
of costs associated with North America transformation programme,
together with integration costs of smaller acquisitions.

¥

- Delivering sustainable Free Cash Flow

Maodium-term financial target: Free Cash Flow conversion of €.90%

Link to strategy

@ We are a highly cash-generative business
and, after dividend and interest payments
have been made, we rejnvast our cash into
the business for future growth through
people, technology and M&A,

Link to remuneration

vib the Compatiy D
and profit targets.

@ Fice Cash Flow is a gateway target for the
annuat bonus, which covers the Exccutive
Directors and managers across the Group.
Failure to meet this target results in no
bonus being payable regardloss of how

Tatget and key activities

Performance

Progress
in 2021

Free Cash Flow conversion
target .80%

Free Cash Flow conversion of 107.3% in 2021, ahead of target 90%
for secand consecutive year. Increase principaily driven by £57.5m
increase 1in Adjusted Operating Profit {at AER} offset by higher capex
and one-off iterns.

Net debt

Cash spend on acquisitions of £4631m and dividend payments of
£138.7m contributing to underlying increase in net debt of £288 9m.
Favourable FX and other itemns of £19.5m primarly due to the
strengthening of sterling against the euro and US dollar, leading to
increase in net debt of £269.4m and closing net debt of £1,.284.7m.

Fully funded pansion scheme

The buy-out and wind-up of the Company’s pension plan will complete
In 2022. The Trustee agreed a pre-tax partial refund of surplus of £13m
paid in December 2020, with the balance of the refund of the surplus
of ¢.£18m expected to be paid on completion of the buy-out in Q4
2022

[-2-1 3

S&P credit rating

In December 2021, S&P affirmed the Group’s BBB rating. We remain
committed to maintaming a BBE \nvestment grade rating and are
confident of doing so.

oee
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Our Business Model

A cash-compounding subscription
with people at the top

model.

Qur people are at the heart of our business,
as we continue to protect public heaith and
ensure safe working environments around
the world. We help our people provide a
better service, this retains more customers,
to whom we sefl additional services, to
ultimately create shareholder value.

Thanks to our colleagues’ unwavering
commitment and dedication to our
customers around the world, the whee!
keeps turning. We refer to the wheel - gur
modei ~ as the machine. Each spoke is
related to the others and measured
consistently at Group, business, country and
branch level. By focusing on consistently
executing cur model, we comtinue to
succeed.

28 Rentokil Initial plc
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Density & dqital

Due to our decentralised geographic
approach — our businesses are grouped into
five strong reglons, with local-market
operations — our business model also provides
a natural resilience to fluctuations in market
dynamics in these individual markets, as well
as geopolitical and trade risks.

This simple decentralised approach features
single-country management teams operating
in 88 countries {with 90% of our revenues
derived from outside of the UK). Each country
team leads integrated, mufti-local and
multi-service operations, using combined
back-office functions underpinned by shared
systems and processes, such as route
optimisation and measurement of customer
satisfaction. All follow the business model
shown above.

G,,l

Qrgaiic
Revenue
growth

'!v
70,
K

High retention,

recurring revenues

We are a subscription-based business,
sarvicing over a million customers, from
the largest multinatisnal pharmacsutical,
industrial and food production companies
ta local shops, restauranis and homes.
Over 70% of revenues from customers are
protected by annual contract — c.64% of
Pest Control and ©.90% of Hygiene &
Wellbeing, generating 90%+ Free Cash
Flow. In most regions we are able to
increase prices in line with inflation, while
retaining high levels of customer retention.
with rates ¢.85%' in both businesses.

70%+

of revenues from
customers are protected
by annual contract

1. Five-year average



ESG

We have made a good start on our
Jjourney to net zero by 2040, Vehicle
migration to uitra-low emissions fleet

is underway with 177 vehicles, and
renewable energy contracts have
been introduced for our praperties
around the woerld, with ltaly our first
country operation to use 100% renewable
electricity. Approximately 750,000
fluorescent tubes have been removed
from the waste stream by using LED
lamps in our Lumnia LED fly urits and
we have also saved 10 tonnes of plastic
by changes in our packaging.

Find out more

Responsible Business on page 58

o5

Customers

Customer service

Qur Trusipilot review scores remain very
strong. In 2021, customers rated us with
five stars for Rentokil (90% of 5.5k
customer reviews rated us as ‘excellent’)
and Initial {6.5k reviews, over 90%
‘excellent’), Customer retention rose

by 0.8% points 1o 85.3%.

@ Find out more
Cur Stakeholders on page 30

Profit & margins

Profitable growth

Ongeing Operating Profit rose by 19.5%
to £458.7m, reflecting growth across all
major reporting countries, regions and
categories. In the UK, 38% of contact with
pest control prospects and customers in
2021 was via our digital channels. Our
chathots are becoming increasingly
popular, with 92% of sales enguiries
received via our chatbots coming from
new customers and with 56% of 1otal
chatbot interactions coming cutside of
‘nermal working hours'.

Strategic Report [N HE
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People

In 2021, we received 68,900 applications
through the Careers Portal, an increase
of 52% on last year and filing 12,200
vacancies, Caraert generated 15,000
applications via 64,000 social media job
shares. Our U+ online university saw 4.3m
training content vicws online and with
500 new courses created in-house. Total

colleague retention in 2021 remained high,

at 84.4%.

@Find out more
Responsible Business on page 51

Growth

Organic Revenue

We delivered an exceilent revenue
performance in 2021, demonstrating a
clear recovery of our core businesses
during the year. Excluding disinfection
services, arganic growthin our core
business was 7.5%, in excess of our
recently upweighted organic growth
guidance of 4%-5%.

@ Find out more

Business reviews on pages 32, 40 and 47

World-class safety

We achieved high levels of colleague
safety in 2021, achieving our farget Lost
Time Accident rate of 0.38 per 100,600
hours worked and with Working Days Lost
less than nine days per 100,000 hours
worked We were proud to have received a
Gold Award in 2021 from the Royal Society
for the Prevention of Accidents, one of the
most prestigious and recognised schemes
in the world with almost 2,000 entries
every year, nearly 50 countries and a
reach of over seven million employees.

Price

While cur businesses have experienced
some inflationary pressures on their cost
base throughout the year, these have
largely been passed on through annual
price increases [APIs) to customers, in line
with normal policy.

Capital allocation model & returns

Cash

We delivered excellent Free Cash Flow of
£326.5m (107.3% cash conversiony in 2021,
as aresult of continued strength in customer
collections and no material escalation in bad
debts or major insclvencies.

MEA

2021 was an outstanding year for M&A.
We acquired 52 new businesses — 48

in Pest Control and four in Hygiene &
Wellbeing in 25 countries, including 17

in North America, for a total consideration
of £495.5m.

Shareholder value

In 2021, we continued to deliver strong
returns for investors with our share price
rising by 15% and ahead of the FTSE 100
for the seventh consecutive year.

Reflecting the strength of our performance
in 2021, we increased our interim dividend
by 38% {versus 2019}, and recommended
a final dividend of 4.30p per share. This
equates to a full-year dividend of 6.39p
per share, an increase of 18.1% on the

prior year.

Rentokil Initial plc
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Our Stakeholders

Understanding expectations

Our husiness, its strategies, processes and our behaviour, are influenced by
the needs of our stakeholders. We recognise the importance of their views
and ensure we engage with them across the world to fully understand and

act upon their issues and concerns.

We have a broad range of stakeholders who
influence, or are affected by, cur day-to-day
activities, and have varying needs and
expectations. Our aim at Rentokil initial is to
develop and maintain positive and productive ]
relationships with them all.

As communicated in last year's Annual Report,
wa conducted g stakeholder-mapping exercise
in 2019 to ensure the groups we have identfied
as key stakeholders remained appropriate.
There were no significant changes to the
Group's businesses or operations which

merited a further review during 202G or 2021,

and the key stakeholders, as set out opposite,

are the same as last year. Following the
acquisition of Terminix Global Heldings, Inc.,
whiich is due to complete in 2022 subject to
regulatory and shareholder approvals, we wili
revisit this at the appropriate point given the
enhanced scale of our Group.

We also have other wider stakeholders, and
key partnerships ar business relationships,
such as with the general public, government
and regulators, and industry bodies. We
consider the envirpnmentin relation to all our
key stakeholder groups but include it principally
as part of our consideration and engagement
with communities. We approach stakeholder
engagement at a Group, country and local
level, to ensure all stakeholder groups have
access to information about our business

and activities, and can identify issues important
ta them,

Qur purpose, as set out on page 16, to protect
peopie and enhance lives, and our care vafues
of service, relationships and teamwork,
reaffirm the central importance of our
stakeholdars to cur business.

l
)
You can find details of how the Board receives
informaticon from our stakeholder groups,
with examples of the outcomes of this, in the
Corporate Governance Report, primarily on
pages 96 to 98. You can find mare information l
on our responsible business approach |
on pages 48 to 72 and in our separate
Responsible Business Report for 2021 ‘
on our website at rentokil-initial.com/
responsible-delivery. }
|
i
|
|
!
(
/
J
|
|
\

Colleagues by region

MNaorth America

.36
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We employ around 486,000 colieaguesin
88 countries. Qur colleagues are those who
are directly employed by us, which excludes
cortractors.

Key issues for stakeholder

© Health and safety

@ Training and career development
© Tools to do the job

@ Wellbeing

® Reward

© Culture and values

® Community support

Why we engage

We rely on the skills, experience and
commitment of our people to mest our
business goals.

Impact/vaiue created

We aim to be a world-class Employer

of Choice providing a safe working
environment and development eppartunities.
© Pay and benefits to colleagues

@ Training and development opportunities

Meathods of engagement
All employees are provided with information
on matters of concern to them in their work,
through reguiar briefing meetings and internal
publications. To inform employees of the
economic and financial factors affecting our
business, regular updates are posted on our
intranet and engagement events are hosted
by individual businesses such as canferences,
town halls and senior executive updates,
which provide briefings on specific areas of
the business. Other methods include:
@ Your Voice Counts employee survey every
two years and periodic puise surveys
@ Annual personal development reviews
and line manager iraining
@ The RIGHT WAY magazine published
online guarterly
@ Quarterly global internal update by
the Chief Executive
© Spealk Up ethics hotline
® Works councils including an EU Forum

Measurements

We measure our impact by monitaring our
total headcount, diversily, the amount of new
online training content made available and
onling learning views, the talent pipeline

of graduate schemes and apprenticesiiips,
and our Cora Culture Index [see page 51} We
also monitor external ratings, such as
Glassdoor.

84.4-

colleague retorbon,
oo from B2.67- i 2020

Our customers range from global food
producers 1o hotel chains, and industrial
goods businesses and restaurants to
individual residential customers.

Key issues for stakeholder

© Health, safety and sustainability
© Expertise and service quality

© Innovatlon

© Digital portals

© Transparency

© Quality assurance and insights
@ Cost

©Regulatory compliance

Why we engage

The Company’s purpose is to protect people
and enhance lives, and In a service indusiry
we succeed or fail by the quality of the service
we offer our customers.

Impact/value created

@ Brand value

@ Regulatory compliance {food safety,
health and safety, etc)

@ Sustainability

Methods of engagement

© Management of ongeing customer
relationships

© Customer satisfaction surveys/CVC (NPS)

@ Participation in industry forums and events,
such as the Glehal Food Safety Initiative
and thought leadership

@ Annual Report and industry-focused
publications

© Websites

@ Innovation showcase, e.q. visits to our
dedicated research, development and
training facility, the Power Centre

© Provision of training for customers’ staff

Measurements

We measure our impact by monitaring
our net gain and portfolo development,
operating margin and density, and
opportunity pipeline. We also monitor
customer satisfaction and external ratings
and measurements, such as Trustpilot.

451

Custormor Voo Counts iCVC) score

ir 2021

¢ 130«
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nd out more

OLrtesporsile business appioach or pages 4810 72

£

soction 172(1) statement on page 72

Board engagement with stakeholders on pages 96 to 98

stakcholder) on pages 24 to 27

i
d
Our Key Performance Indicators (which are grouped by

rentokil-initial.com/responsible-delivery

Our shareholders range from global
investment funds and institutions based
primarily in the UK, North America and Eurcpe,
tc small private investors, who are often
current or former employees.

Key issues for stakeholder

© Growth in revenue (organic/M&A)} and profit

@ Cash flow and returns, e.g. dividends

© Brand and market leadership

© Innovation and digital differentiation

© Consistent execution of RIGHT WAY
strategy

©Environmental, social and governance
(ESG) performance

Why we engage

QOur investors are the owners of the business.
Continued access to capital is vital to our
long-term performance. We want our investors
and investment analysts to have a strong
understanding of our business, strategy

and performance, and we want to understand
their priorities.

Impact/value created

We alm to generate long-term profitable
growth to help deliver value far our
shareholders.

©lnternal rate of return

© Earnings per share

© Compounding model

©Dividends

© Free Cash Flow

Methods of engagement

@ Institutional investor meetings

@ Capital Markets Days

@ Investor roadshows

@ Annual General Meeting

@ Correspondence with retail shareholders
© Annual Report & Financial Statements

© Corporate website

© Results presentations

© Qur Responsible Business Report

Measurements
We measure our impact by menitoring our
share price and reviewing analyst notes on us.

414

of our total share registor wore reprasented
atinvestor meetings held in 2021

8

dedicated ESG sessions held
with investors in 2021

Qur communities are those who live in areas
where we work, such as local residents,
businesses, schools and charities.

Key issues for siakeholder

© Jobs and investment

@ Contribution to public health and
safe environment

© Environmental impact

Why we engage

We respect the communities in which we
operate and employ pecple, but we aiso
accept a wider responsibility to key
communities and environments around
the world,

Impact/value created
We partner with charities and community
initiatives in communities where we cperate
and aim to minimise our envirenmental
impacts.
@ Tax paid
® Charitable donations
@ Energy and fuel-derived emissions

(a negative impact which we reduce

or offset where possible)

Methods of engagement
© Employment of approximately 46,000
individuals
@ Sponsorship and colleague volunteering
© Partnerships with schools, colleges
and universities

Measurements

We monitor cur impact by measuring the
amecunt of charitable cash donations made
each year, our inclusion in ESG indices, and
our carbon emission ranking with the CDP.
Mare information can be found en cur
respansible business priorities of the
environment on pages 58 to 65, and
communities on pages 66 to 69 in the
Responsible Business section.

¢361,000

charitable doratons in 2021

¢200,000

raised by 2,000 colleagues
mn the Race to Kigah for
Malaria Mo More UK

Our suppliers range from major manufacturers
of key products and consumabies to our global
business, to suppliers of indirect goods and
services used to support our operations.
Products supplied include pest control bait,
paper, scaps and waste disposal units, while
indirect suppliers include technology services,
fleet vehicles and telecommunications.

Key issues for stakeholder

© Long-term engagement and innovation

@ Control of price increases and delivery
of cost savings

© Continuous improvement approach

@ High standards of product quality and
service delivery

© ESG matters, including human rights,
data protection and modern slavery

© Minimum environmental standards and
improvement plans

Why we engage

Qur major suppliers must share our corporate
standards and vaiues as these strategic
partnerships deliver significantly more value
to our business and our customers than
short-term deals.

Impact/value created

© Optimised supply chain from manufacturer
0 end customer

© Joint development of bespoke products
and service innovations

© Efficient sourcing of proprietary products
from global and local suppliers

Methods of engagement

The global procurement team manages

the relationships with major suppliers, with
senior management involvement where
appropriate. We carry out comprehensive
audits of ali critical suppliers, including factory
inspections, system reviews and E5G factors.
The supplier audit programme resumed in
2021 following the pandemic, employing

a combination of in-hcuse and third-party
auditors to overcome travel restrictions.

Measurements

We monitor our impact by measuring cur
monthty On Time In Full {OTIF) delivery metrics,
lead times, quality complaints, annual revenue
development, preduct innevations and pricing
management. We also track the scores from
supplier audits, ESG accreditations and suppliers
completing our in-house training on medern
slavery awareness.

65

increase of tumnia LED
insecthghttrazs devices
supplied i- 2021 over 2020
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Pest Control

Trading under the Rentokil brand, our pest control
specialists protect people and enhance lives by providing
pest control solutions that ensure public health and
protect the environment through energy efficient and
sustainable pest control services. We offer a complete
range of pest controt services and solutions for commercial
and residential propetties, from common pests such

as radenits, flies, stored product insects, biting insects
and birds to other kinds of wildiife. We have extensive
experience across a wide range of Industries and use
both preventative and responsive strategies to enhance
protection for our customers through holistic, integrated
pest management programmes.

Our unique selling points
e Global leader — we are No.1in 56 of our 87 markets

o Strong Employer of Choice programene — with
outstanding technical training, buiiding expertise
and careers

© Powerful brand — leading commercial pest control
brand in the world

e Core strength in attractive commercial sector

o Leaders in digital — connected devices, data, Al,
customer portal and apps

© Unmatched capabilities in innovation - with strong
pipeline of fools and expertise

o Disciplined M&A — highly fragmented market of
¢.40,000 companies, ¢.50% in North America

Ongoing Revenue at CER Ongoing Operating Profit at CER

£2,020.0m86%  £375.8m 334%

2o (2021

2020 EED LD
2018 1696.4 2018 3081

2018 15288 2018 2739

2017 1,365.0 2017 2454

Net Operating Margin at CER

18.69 +2100ps

Gon

Note: 2020 revenue and margin numbers have been
adjusted as a result of prior year restatements.
See page 149 for more detall,

3 Rentokil initial pic
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We are the world's leading commercial

pest contral company with an unrivalled
glebal position in a resilient and non-cyclical
industry characterised by strong long-term
structural growth drivers, which we present
in global market drivers below.

Our Pest Control business is a route-based
business where profit growth is driven

by a fundamental understanding of the
importance of density. We have strengthened
our position as giobal leaders in pest control
through increased organic growth and by
establishing stronger market positions,
through the introduction of innovative
products and services, acquisitions to build
scale and density, and cur determination to
bho an Employer of Clivice across our giobal
operations. The business has delivered a
seven-year CAGR of 14.4%.

The pest control market
and industry

The globkal pest control market s an attractive,
non-cyclical market worth some ¢.$22.0bn
per annum and continues to grow at ¢.4.5%

to 5% plus annually. Pest Contral is a largely
non-discretionary and essential service and
our medium-term growth opportunities are
strengthened post COVID-19. We have
increased confidence in our powerful platform
far growth, with every market in every region

Strategic Report _ v

increasing its per capita spend on pest control
picducls and services, leading us to set a new
organic growth target for our Pest Control
category of 4.5% to 6.5% p.a. over the medinm
term from 2022.

The primary function of the professional

pest contrel industry is to maintain hygienic
surroundings for customers which are free of
pests that could either damage commercial
Interests and reputation or endanger public
health.

Pest control cantracts typically specify

a certain level of preventative wark be
undertaken, such as the number of visits to
customer premises, while reaclive enquiries
for one-off jJobs 1equire quick and etticient
treatment for specific issues.

Competitors

The pest control market is highly fragmented
with an estimated 40,000 operators gicbally,
¢.20,000 of which are in North America. Key
imernational competitors of Rentokil include
Qrkin, Ecolab and Anticimex. Qver the last 12
manths there has been further M&A activity
across the sector with major players targeting
acquisitions in Growth and Emerging markets.
In addition, new technology solutions and
increased digital marketing are driving
inbound feads for national and smaller
independent operators.

In December 2021, we annannced an
agreement under which Rentokil Initia! will
acquire Terminix, to create the global leaderin
pest control, and the leader in the pesl control
business in North America, This transaction is
expected to complete in H2 of 2022.

Our customers

In 87 countries, businesses and homeowners
trust Renmtokil to sclve their pest problems
and prevent them from reoccurring. While

the residentlal market is important to Rentakil,
commercial pest control services account

for 75% of our total pest control revenue,

with rasidential pest control representing
approximately 25% — over 85% of this raming
from the US and Australia. Our key commercial
customer sectors include food and beverage
processing, hespitality, facilities managemant,
offices and administrative, and logistics and
warehousing. On a per capita basis, both the
US and Australia have much larger residential
markets for pest control than in Europe,
primarily because of the presence of termites
and wooden housing. Industries are
increasingly adopting a ‘zero tolerance’
attitude towards pests to protect their
customers and reputations, and as a result,
we continue to set new standards for service
excellence through market-leading technical
training, innovation and digital tools,

Global market drivers _ : ' :

Across the globe, pest control
management cantinues to thrive
post ¢risls and is an essential
service protecting public health,
driven by increasing populations.
urbanisation, globalisation and
changing demagraphics and
standards, with every region
growing its per capita spend

on pest control driven by global
trends influencing increased
demand. Stricter regulations and
technology developments are
important factars contributing to
future pest management growth.

fa]e]
q%ﬁ?pl Growing populatian

The global population s growing by
80 millicn people each year and is
forecast to reach S billion by 2050,
creating further demand from pest
proximity,

% Vector-borne diseases

More than 3.9 billion people in over
128 countries are at risk of contracting
dengue fever, with 96 million cases
estimated per year.

]
@ Climate change

By 2050, climate change is expected
to cause approximately 255,000
deaths each year from malnutrition,
malaria and other discases.

COVID-19 pandemic-driven trends

Pest brands people trust

Brands face a fundamental reordering
of priorities, with 53% of respondents
believing that trust in the company
that owns a brand is one of the rmost
important factors in the purchasing
decision {source: Edelman Trust
Barometer Report 2020).

Increased awareness

of pests as vectars

The pandemic has elevated
awareness of pest risks and the
potential of virus and disease
transfer to humans.

Urbanisation

By 2050, 68% of the population will
Iive In urban areas, {versus 55%in
2018), where pestissues are most
prevalent.

@ Rising standards

Increasing global convergence

and transparency in global hygiene
standards, particularly in emerging
markets, is fuelling demand for pest
contral services.

Q@ Rise of pest intolerance

Pest infestatians cost busingsses
¢.£5 8bn each year {source: The
Rentokil Report 2015).

Increasing focus on sustainability
Customers are secking safer pest
control through the use of lower toxic
solutions, including biclagical and
physical methods and better waste
management

o] Rising middle ciasses

160 millien more people join the
middle classes every year, with
increasing hygiene standards
and lower pesttolerance

L‘N)i) Increasing business
pressure

22% of facilities acress the global
food chain have some record of
nest activity at any given time which
carries significant reputational risk.

&Z@ Rise of pests

Global rat population set to increase
ta 7bn and increasing demand

for non-toxic solutions (source:

The Rentokil Report 2015)

Rising demand for remate
maonitoring solutions

Customers scught to minimise
physical interaction with service
providers curing the pandemic,
reqguesting a variety of technology
and sensors for the remote manitoring
of pests. In addition, customers are
demanding increased ransparency
of data from connected products
acrass their estate,
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Pest Control

Overview of
performance in 2021

Pest Control delivered a very strong
performance overall during the year,

with Ongoing Revenue growth of 18.6% to
£2,020m (8.1% organic) aided by an excellent
perfermance from cur North America business,
slightly offset by weaker performances from our
Australian, New Zealand, Malaysian and
Indonesian operations which were materially
impacted by lockdowns in H2. Despite some
labour shortages in H2 due to a nuimber of
colleagues either off work with CCVID-19 or
self-isclating, our Pest Control business in
North America was our best performing region,
growing revenues by 24.3% (8.9% organic).
Ongoing Revenue in our Growth and Emerging
markets grew by 19.2% and 14.5% respectively.

Ongoing Operating Profitincreased by 33.4%
as the business returned to organic growth,
supported from releases of bad debt and
revenue provisions. Net operating margins
increased by 210 basis points to 18.6%.

Growth markets

These markets include North America, the
UK and Ireland, Pacific, Germany, Benelux
and the Caribbean. They represent 87% of
total Pest Control Ongoing Revenue and 92%
of category Ongoing Qperating Profit and
have delivered a five-year revenue CAGR of
11.6%. Our Pest Control operations in these
markets grew by 19.2% in 2021,

?
|
|
|
i

In Ngrih America we nave seen goaod growth
in our residential Pest Control portfolio fwhich
represents 36% of our North America Pest
Control business), from acquisitions in 2020
and 2021, and continued marketing and sales
focus. Rasidential revenues grew by 31%in
2024, aided by a continuation of the working
from home business environment.

Our acquisition of Environmental Pest Service
(now part of Rentokil North America), which
completed at the end of December 2020, has
performed strongly and we are benefiting
from the business’ residential concentration
in three important markets: Florida, Georgia
and North Carolina.

QOur North America commercial Pest Control
business {(64% of cur Pest Control business)
grew by 21% in 2021, aided by good volumes
of work broadly across mast markets, and
improvements in bird and mosgquito work.
Our distribution business performed strongly
throughout the year and reflects the general
market recovery cf the pest services sector
and the continued high demand for fawn,
galf and turf products.

Trading conditions in our UK businesses,
which were significantly impactéed by
lockdowns in Q1 2021, improved significantly
from the second guarter and into H2 as a
result of continued progress with the UK's
vaccination programme and subseguent
easing of restrictions. Building on last year's
success, the rall-out of our PestConnect
product and service continued at pace during
2021 as we instailed more units across more

Growth market characteristics

North America is the world's largest pest
cortrol market representing ¢.50% of the
global market and estimated to ba worth
<. %11bn. Itis highly competitive and
fragmented, comprising five larger players
- Rollins, Terminix. Rentokil, Anticimex and
Ecolab — and mare thar 20,000 regioral

orlzcabn:

sndents Commercial pest
control is the fargest segment in Morth
America at ¢.45%. with residential
comprising ¢.35% and termites at ¢.207,
Market trends include av improving
housing market andg economy fusiirg
termite and commercial pest contral, ard
rsing demand for ant, bed bug and
mosguita control services.

Key market trends 0 Australia and New
Zealand are rising hygiene standards,
legislation and reqgutatior. ard free trads
agrecments vath China and Indla, which
wilt fuel export demands ard impact the
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pest and fumigation industry. Major players
here are Ecolab, Rollins and Anficimex,

Rontokilis a market leader i the UK.
Germany and Benelux, followed by a
number of businesses with scale to service
larger accounts and mary other smalier
providers. Leading European cperators
include Ecolab and Anticimex. Key valLe
drivers are salas capability, customer
retenton, upseling additional service hres
easing techrician productivity and
optimising business mix Pest pressures
irciude biting irsects, pigeons, roderts
and other smaill mammals. Main customer
segments are food marufactuning,
processing and retaif. pharetaceutizai,
industriai and manufact.nrg, hotels
offices ard residential

customer sites in the UK. Cur digital

Cannect strategy now covers around 1% of
ihe UK portfolio, with some 86,000 devices
Instailed across 6,779 sites by Decemberand
representing growth in site numbers of over
200% year-on-year.

Our Europe region has continued to
experience disrupticn from lockdowns and
intermittent restrictions throughout 2021,
Despite these ongoing challenges, our Pest
Control operations in Europe are
demonstrating good growth.

Cverall Pest Control in the Pacific region
performead robustly despite intermittent
lockdowns in Australia and ongeing tight
restrictions in New Zealand. Pacific Pest Control
grew by 10.3% in the year with commercial Pest
Control performing particularly weli, Caribbean
Pest Controt grew by 7.7% despite the region
continuing to be impacted by lower tourism.

Emerging markets

We have a strong and rapidly growing position in
the markets of Asia, Latin America. MENAT and
Central America, which combined represent a
strong platform for delivering sustainable,
nrofitable growth, They represent 13.1% of Group
Ongoing Reverue and 8.5% of Group Ongoing
Qperating Profit and have delivered a five-year
revenue CAGR of 17.4%.

Our Asta region has delivered an impiroving
performance in 2021 but real recovery has
been held back by difficult trading conditions
in Malaysia, Indonesia, Vietnam and Thailand
as a resuit of very restrictive lockdowns from
late Q2 and into H2. With fewer restrictions
and a higher vaccination rate, China has
performed considerably better, delivering
Pest Control growth of 18.2%.

Citles of the Future is our focused M&A
programme in Emerging markets, where
higher growth in big cities in the region is
dgriving demand for pest contral services.
Developing a Rentakil presence n these cities
gives us a stranger base for future growth over
the next 10-20 years as we benefit fror faster
growth In these markets relative to more
mature locations.

Growth through M&A

Acquisitions are a core part of our Pest Control
grawth strategy — they enable us to build
further scale and density, increase our
competitive positioning and improve our
ability to service customers. We have the
in-house capability 1o identify, evaluate and
execute acquisiticns at pace and have built a
long track record of successful delivery. Our
model for value-creating M&A is structured
around the disciplined evaluation of targets,
execution of detailed infegration programimes
and careful stewardship of new busingsses
under our ownership.

in 2021, we acquired 48 pest control
companies building on cur track record of
delivery. We acquired businesses in 24
countries including: Australia, Brazil, Chile,
China, Colombia, France, Lehanon, Norway,
Poland, Singapore, Spain, Taiwan, UAE and
the USA. Our pipeline of opportunities in both
Growth and Emerging markets is very strong
and we are confident of further delivery of
high-quality acguisitions in 2022
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Our strategy for pest control M&A is
predicated on continuing to target acquisitions
in key markets to build density, targeting
acquisitions in new countries and in mega and
large cities where we have identified strong
growth potential.

Growing demand despite
current market volatility

Many positive macro-economic trends
continue to drive growth in the pest control
industry. While the economic landscape is
challenging and many custorner graups have
been impacted by the pandemic, pest control
remains a critical service requirement for
both commercial and residential customers.
In addition, the pest control market continues
to consolidate, presenting strong M&A
opportunities for active industry participants,

The market Is highly fragmented with

the majority of pest control comparias
being made up of small, local businesses
Rentokil is & market leader and the most
recognisable and trusted brand. Pest
pressures include termites, mosquitoes,
ants, cockroaches, rodents and flying
insects. Cockroaches, carriers of diseases
such as salmonella and gastroentaritis are
high-risk pests in homes Main customer
segments are food processing, food retall
chains, industrial and manufaciuring, hotels
and resorts, and offices and residential.

These are fast-growing markets linked

to economic and social develzpment.
Growing population, rising middle class
aitd increased government regulation on
hygiene and sanitation are fuclling growth.
Market trends include strict regulations on
food safety, health and the environment,
the use of extranets to provide pest control
monitaring and perfornmance tracking for
customers, the use of mobile technologies
by pest control companies to enhance
service productivity and a nsing customer
demand for eco-friendly services and
products.

MNavigating the customer landscape to maximise
the opportunity in targeted growth and resilient
sectors, while protecting our position in more
vulnerable customer groups, will be critical as we
go forward. While our pest control offer is strong
and compelling, brand trust, differentiated
expert service delivery (including innovation),
and an increasing desire for digital customer
engagement solutions, are all areas in which

we will continue to focus and invest.

A strong tech partner

Technology and innovation influencing
customer decision-making
We offer our commercial customers the latest in technology and pest
insights to deliver the most effective pest control solutions to keep
them pest free and protected. In 2021, we commissioned a global
survey, asking 3,000 respondents in 10 countries 15 questions,

focusing on the key factors influencing our commercial customers’

decision-making process when selecting and waorking with

a pest controi provider and how important technology is as

part of this process.

We focused on six key sectors: food processing and manufacturing;
food logistics and warehousing; food retail;, non-food manufacturing;
hotels; and restaurants and leisure.

The survey allowed us to respond directly to customer requirements
and understand the importance they attribute to certain deciding
factors, including attitudes towards sustainabitity, technology and

competency. The majority of our commercial customers believe that

technology and innovation are important and are also helping them
to meet their own sustainability goals.

45

relieve that

74~ 75 81«

s&ic the ohility to
offor remote
monitoring of pests
is animpartant
deaiding factor

of respondents said

the abihty to dehvor

new innovatigas is
impartant whoen
selecting a pest
centrol provider

holiowe: thenr pest
central provicler
should reduce
pesticidles to support
their sustainabiiity
agenda

mirmising the
amount of chemicals
usixe 1s ane of the
top ways innovatian
helps delver better
pest contiol
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Pest Control

Our Pest Control strategy

Pest Controtis our core business line and our main engine for growth. Out strategy for Pest Contiol
1emains oan course as we transition from the pandemic to a post-COVID-18 worid.

Key strategic themes

Further growth by building on
out global lecadership, through
further expansion in Growth
{particularly North America)
and Emerging markets,

Batrr organically and through
ME&A,

Differentiation through our
innovation pipeline, with an
increasing focus or non-toxic
pest control sofutions.

Harpess the digital
oppottunity — using our chigital
expertise, including web,
apps, portals and servicos to
Iend digital past control,

The Nodbrand in pest control.

Continued M&A strategy to
expand the city footprint
andl density

Rentokil Initial plc
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Acquisitions are a core part of cur Pest Contrel

In North America, we will continue to leverage our
scaie and build market share through a balanced
programme combining organic initiatives {including
new producis and innovation, national accounts,
digital marketing, Employer of Choice and the

Best of Breed transformation programme} and
targeted M&A to build density.

Our culture of constant innavation drives our
success, with science at the heart of our approach
by our experts in our global innovation centre.

We have invested ¢.£20m across the world in

Peast Control R&D with 3,000 colleagues supporting
our inncvation agenda, and with over 50 partners
working with us to deliver best guality solutions

at pace. 100% of our pipeline solfutions gre being
developed to have a positive impact on
environmental performance,

Renlokil has developed the world's icading
technology ‘ecosystem’ for pest control, providing
an unmatched level of 24/7 monitoring, reporting
and insight for commercial customers whe face the
risk of increased fines and censure without
cffective pest management and reporting. We have
also begun to integrate our data automatically into
customers’ own internal reporting platforms.

Rentokil is the leading commercial pest control
brand in the world. We continue to focus on
buitding this brand through our ongoing fnvestment
in pecpie, service, innovatian, digital and
sustainability, and {o support our customers across
multiple sectots, including: high-dependency
customers such as food supplifers; employee
locations such as offices and manufacturing
facilities; and guest locations such as leisure,
hotels, education and food and bheverage.

growth strategy — they enable us te build further
scale and density and increase our competitive
positioning. We have the in-house capability

to identify. evaluate and execute acquisitions

at pace and have built a long track record of
successful delivery.

We will also aim 1o further develop our expertise in
ncw pest control sectors such as vector controf and
lake management.

Since 2077, we have launched a significant number

of praduct innovations, including RapidPro
rodenticide, RADAR and Autogate rodent units,
fiuorescent rodent tracking gel, Entotherm heat
rreatment for bed bugs, Lumnia LED electronic fly
traps and Multi-Mouse Riddance producis. We
ware the first 1o deploy connected pest control,
LED insect hght traps and to use COy in rodent
centrol.

We have made a long-term commitment to our
digital ecosystem, developing multiple generations
of systems and software over the last decade. Our
technology infrastructure includes: connected pest
control devices, colleague and customer apps, our
myRentokil online customer portal, Command
Centre and data mining and trend analysis.

Cur aim is to be recognised as the world's leading
expert pravider of pest control - leading in
innavation, digitat and sustainabitity.

We maintain our Citles of the Future focus where
we expect io grow al higher levels in key urban
areas and we target 13%+ IRR in Growth markets
{12%+ in North America) and 15%+ IRR in Emerging
markets. Qur pipeline of opportunities in both
Growth and Emerging markets remains strorng and
we are confident of further delivery of high-quality
acquisitions in 2022,



Pest Control growth in
a post-pandemic world

Despite the continuing impact from the
COVID-19 pandemic in 2021, our core strategy
remains on course.

The key companents to growth are:

@ increasing brand marketing activity in all
markets with a brand recognised as the
leader in pestcontral:

® enhancing digital communication platforms
through the customer Journey 1o engage
customers and convert opportunitios;

O continuing our successful M&A strategy
to expand and strengthen our footprnt:

@ owning the positicn of the world's most
sustainable pest control setvice company;

@implementing differentiated Innovation,
marketing and targeting activities built
on robust data and insights; and

@ expanding our digital pest control offer
and ncreasmg customer penstration,

On page 34 and over the followling pages,
we will provide more details about our four
key pillars for growth: brand strength and
cngagement; M&A; digital infrastructure
and capability; and innovation.

Brand strength

Rentokil is the leading cammercial pest control
trand in the world and a leading commercia!
brand in North America, Terminix, who we wil
acquire in 2022 subject to regulatory and
shareholder approval, is the most recognised
brand for termite and pest management in the
US, performing ¢.56,000 customer visits each
day from 375 locations across 47 states,

We continue to focus on building this brand
through our engoing investmant in people,
service, innovation, digital and sustainapility,
and to suppart aur customers across multiple
sectors, including: high-dependency
customers such as food suppliers; employee
locations such as offices and manufacturing
facilities; and guest locations such as feisure,
hotels, education and food and beverage.
Qur aim is to be recognised as the world's
leading expert provider of pest control —
leading in innovation, digital and sustainability.

We are driving our brand alignment effarts for
a unified, consistent globa! presence to build
trust and credibility, and effectively track and
measure our brand equity. This is through
central deployment of global campaigns

with supporting teolkits for local activation
via a wide range of communication channels
including cnline, social media, globatl and
national sales, third-party events and
webinars.

Digital infrastructure
and capability

Digttal innovaticn in pest control is necessary
to meet the needs of an evelving world.
Macro trends are increasing demand for
digital solutions and these include demand
for more remote monitaring solutions,

PestConnect is the world’s most advanced
digital system for pest contrel. It provides
our customers with a complete remote pest
detection solution and full traceability
24/7/365, We saw increased demand for the

Strategic Report L

productin 2021 with 87,000 uniis installed,

7 BB% year on-year increase. Since launch,
we have installed 235,000 PestConnect units
into 13,000 customer premises across the
world and we continue to expand our range of
connected devices. In H2 2021, the Company
set a new ambition for ¢.25% of its commercial
customers to be PestConnect customers

by 2026,

In addition, we have now begun to integrate
cur pest control data into the systems of cur
customers. The first customer systems
integration began in 2021 with 34 customers
across six customer portals now with
automatic access to our pest control data for
thelr sites, In their own systems, in the same
funual as therr other KPIs. This automated
164,000 work orders in 2021.

Rentokil has developed the world'’s leading
technology ‘ecosystem’ for pest control,
providing an unmatched level of 24/7
monitering, reporting and insight for our
commercial customers who face the risk of
increased fines and censure without effective
pest management and reporting.

We have made a long-term comrmitment to
our digital ecosystem, developing multiple
generations of systems and software over the
last decade. Today, we have a proven, robust,
scalable and secure global infrastructure in
place.

Since its launch in 2019, our conngcted
portfolic has grown by more than 4x and is
now ¢.10% of our portfolio. In addition, our
PestConnect Foor Plan app to manage
PestConnect at scale across customer sites
[providing technicians with paperless, on-site
real-time access to pest contral products on
customer sites) is now available in 34 markets.

Qur myRentokil online customer portal
provides secure 24/7 access to real-time
information that provides easy access to
documentation required for pest control,
including reviewing service recommendations
and respending te audits. Currently cver
Tmillion customer sites are using myRentokit
in 46 countries, with cver 98% of commercial
customers having access to myRentokil.

WE ARE...

Pest experts

<

Innovation
Innovation is in our CNA. We have a strong track record of developing
award-winning sclutions and services and have extended this to our
tnnovation in data-driven tech.

Regulatory and technical compliance
Qurin-house teams of requlatory and analytical experts have extensive
industry-leading global experience navigating the regulatory, legislative

and safety requirements.

Globkal centre for science and innovation
Our Technelogy Centre in the UK (the Power Centre) is one of the pest
industry’s largest centres for innovation, science and technology trairing.
Qur team of PhD scientists developing and testing innovative pest
control solutions are at the forefront of behaviour science and
observational research.

Training and skills
We have a strong culture of engagement and outstanding technical
training across our 20,000+ highly qualified and experienced
technicians.

Rentokil Initial pic
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Pest Control

Cammand Centre is our central information source of differentiation. Qur core innovation out across our markets giobally with further

hub containing data compiled from over 50 categories are stored product infestation, innovation due for the range in 2022, 1n 2021,

countries with over 20 billion records and rodents, and crawling and flying insects. and after four years of development and

populated with historic and current data to testing, we launched Eradico, our new Global

track pest trends and identify emerging risks. Rodents Bait Box. Find out more on page 39.

A total of 15 million messages were sent or Radent control accounts for c,$2,4bln of the )

received across our digital pest control global pest contral market anq commues_ fo A connected version ofthp system, called

network evary day in 2021, recorded on the graw at ¢.6.4% p.a. (source: Allreq Analytics). RADAR X a next ggnﬁrgt:on CQ2 cc_mnected

central Command Centre and stored on Recent new product innovations include mouse riddance unit, is in our pipeline for
Dual AutcGate Connect, Riddance Connect, future launch,

Google Cloud Platform.
cogle form Rodent Ceiling Trap {(a ceiling soiution for

rodent control in gaps above ceilings and
which provides indicator slerts t¢-a capture)
and our Multi-Mouse Riddance product {3
monitoring sensor that can be attached 1o
saveral live catch products for real-time
reporting, allowing for early technician
support).

Flylng insects

We have sold £.260,000 Lumnia solutions
across 61 countries since launch in 2017, with
2021 accounting for 35% of the sales voiume,
a year-on-year growth of 65%. Lumnia is the
world’s first range of illuminated fly traps to
use patented LED lighting tachinclogy rather

Innovation

Innovation is a core component of growth

and embedded within our cultural DNA, driven
by our goal to maintain our position as the
best pest control company in the world. We
encourage and empower all our celieagues to

innovate with the desire to improve customer than traditional fluorescent tubes.

ice. i i i In 2021, we | lexi Armaur, a range ) ' )
service. We deploy innovation cmsstently_ ) 2 : auﬁched Fiex f . Jo! Lumniz attracts, kils and encapsulates insects
targeted at key pest sectors and with potential of urique proprietary proofing solutians for Fvaienically — aliminating the risks of
for new non-toxic and sustainable solutions, sealing gaps. cracks and crevicesin and gitaminat)i,on and is sgitable for & wide
which are increasingly becoming an impartant around buildings. This range is being rolled c u

WE ARE...

Revolutionising
the pest industry

Our PestConnect intelligent pest menitoring range has grown four-fold
since launch in 2019, with 235,000 devices installed, and is now used
across ¢.10% of our commercial portfolio across a wide range of sectors,
Our UK sales strategy saw strong growth in 2021, with over 25% of new
contracts sofd inciuding PestConnect, and 70% signed on three-yaar
Contracts. For our customers, using our intelligent technology allows
them to monitor pests in real-time, while also reducing reliance on
rodenticide by up 16 40%, complementing their sustainability
programmes

Fisd out mare or page 37

10 25 404

partfalic switched target use of saving in
to PestCanrect PesiConect raelenticide use
contracts oy 2025

Please scan me!l

38 Rentokil nitial plc
Aannual Repart 2021



range of internal environments. It is also mare
anvironmentally friendly than traditional units,
reducing energy use and carbon emissions
by c.62%.

Our products include Lumnia Standard

{for offices, shops, food retailers), Lumnia
Compact (a lower energy consumption unit
for use in low risk areas) and Lumnia Ultimate
{which uses second generation lamps for
high-dependency customers). We have now
added to this range with Lumnia Colour
{offering customers a choice of coloured units
to match their interior décor) and Lumnia Slim.
In 2021, we launched our new Lumnia
Suspended model, designed to contro! flying
insects in high dependency locations. This
was approved for launch in 18 countries, with
all other markets available to launch in 2022,

Our future pipeline for launch inciudes our
new Lumnia Connect model, trialled during
2021, fitted with camera technology for better
risk management and greater audit trail
transparency, and Crawling Insect Connect,
which will be pesitioned in no-tolerance areas
in customer food processing sites to primarily
target moths and cockroaches.

Non-toxic solutions

Customer and requiatory requirements

are leading to an increasing demand for
innovative, non-toxic solutions in pest control.
Our aim is to become the leaders in

Strategic Report
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sustainable pest cantrol and to do this we
need to find better ways to exclude, remove,
destroy and monitor pests with the lowest
nossible impact on the environment. This
impact must be sustainable, taking intc
account the impact of the hardware we use,
consumables required and cost of service
to the environment. Sustainable innovations
are required both internally, where premises
require safer pest control from lower toxic
solutions using biolegical and physical
methods and lower waste management,
and externally, where we need to develop
and promote solutions and service cycles

to reduce our environmental footprint.

We continue ta expand and develop our
range of sustainable, non-toxic and humane
solutions across all pest types.

Global and national accounts

We have seen a strong performance this
year from globally managed customers,
particularly in the logistics, preperty and
facilities management sector, with total
revenue across all categories remaining
strong at £111.3m for the full year. Our
relationships with key partners — including
Kerry Ingredients, Mondelez, Scdexo, 155, JLL,
CBRE and a strategic online retailer — have
continued to develop in 2021 as we work
together in existing geographies and expand
intc new ones.

Continually
iInnovating

in 2021, we launched Eradico, our new Global Bait Box, an
inngvative, single-sotution, flexible, technology-enabled
rodent sotution, which addresses 57 different needs and
market requirements. Eradico is made from 100% recycled
polymer, derived entirely from the plastic parts of scrapped
cars and is 100% recyclable al the end of its life. '

Eradico was a finalist in the prestigious Plastics Recycling
Awards Eurcpe 2021, being recognised for innovation
driving the circular and sustainable use of plastics.

macle from recycled
pobymor from soanped cats

Eradico will lead to a diversion of ¢.377 tonnes of virgin
plastic annually from the Rentokil Initial supply chain,
reducing our energy and CC, impact.

g1

377 tonnes

of virgin plastic will be
diverted each year from our
supply chain diverted fram
Rentok:l Inttial supply chain

Demand for our core services in pest control
rebounded particularly in the fourth quarter
as customers settled into their new normalt
and returned to seeking high-quality,
compliant and consistent services across
theair global estates. We continue to make
good progress with new account wins across
a range of customer sectors. including the
pharmaceutical industry, IT, food processing
and logistics, and our pipeline of new business
cantinues to grow.

Outlook

The Pest Control business s performing

in line with our expectations, resulting

from arganic growth delivery and the flow
through of revenues from cur excellent M&A
performance in 2021. Although we will have
to contend with ongoing macro-economic
uncertainty, we expect Pest Control to deliver
good operational and financial progress in the
coming year.

'n line with our M&A strategy we will continue
to pursue high-quality Pest Control
acquisitions around the world. We also expect
to complete our acquisition of Terminix in H2,
becoming the leading pest control company
In cur largest market, North America.
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Hygiene

At Rentokl! Initial our Hygiene technicians provide hygiene
services to business environments to make them cleaner,
safer, healthier and more pleasant places in which to
operate. Establishing good hygiene practices throughout
an organisation reduces the risk of infection being passed
from person to person. As a result, fewer days are lost to
sickness, which transfates directly into real cost savings
and increased productivity. Trading under the Initial brand,
we offer the widest range of washroom hygiene services,
inciuding the provision and maintenance of products such
as air fresheners, sanitisers, feminine hygiene units, hand
dryers, paper and linen fowel dispensers, soap dispensers,
toilet paper dispensers and floor pratection mats. Our
two hygiene ranges, Signature and Reflection, offer a full
range of services and a consistent ook and feel across

a customer’s washroom.

Our unique selling points

© Global leader — No.1In 22 of the 87 markets
{top 3 in 38 markets); 20 new markets in last two years

© Recognised and trusted hygiene brand

¢ Award-winning product range

o Digital, connected devices and data expertise
shared with Pest Control

o Operational focus — postcode and product density,
shared cverhead

¢ Disciplined M&A — city-focused strategy building
geagraphic density

© Strong Employer of Choice programme —
outstanding engagement and training

Ongoing Revenue at CER Ongoing Operating Profit at CER

£673.4n 84% 141.2m 183%

{201 €734 (2021
2020 7350 2020
2019 5388 2018
2018 512.0 2018
2017 130 2017

Net Operating Margin at CER

21.09% 2500ps

2021
2020
2015
2018
2007
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Hygiene is a strong, complementary business
to Pest Conteal, Both businesses scrvice Lhe
same types of customer and share country
management, technology, infrastructure and
back-office services. They are route-based
businesses where profit growth is driven

by deep understanding of the importance

of density.

tnitial Hygiene has an unrivalled giobal
position in core hygiene services — eperating
in 67 markets and with 22 market-leading
positions {top three in 38). In addition. we have
entered into 20 new markets over the last two
years. Initial is the regional leader in Asia,
Pacific and the Caribbean, as well as the UK,

Margins are driven through postcode density
{the number of customers on & route), preduct
density {the number of preducts/service lines
in each customer premises), as well as shared
overheads with Pest Control {infrastruciure
and back office) and M&A [building further
geographic density).

The megatrends in the hygiene sector — and
the importance of being able to prevent the
spread of diseases, germs and bacteria — are
fuelling demand for our services [see global
market drivers and pandemic-driven trends
helow). Qver the past seven years, our core
Hygiene business has deiivered a CAGR of
6.9%, established a strong product range,

Strategic Report TR

launched the myilnitial customer portal for
enhanced customer insight and engagement
and has begun to acquire bolt-on businesses
to build scale and density. Hygiene's five-year
average Net Operating Margin is 16.2%,
excluding disinfection services.

Hygiene is the new
Pest Control

In September, we announced our intenticn

to create an enlarged category, Hygiene &
Weilbeing, in response to the pandemic

and increasing importance of hygiene and
wellbeing services — creating the right
business at the right time to meet the future
needs of our custemers. We firmly believe our
Hygiene business has the ability 1o become
the next Pest Control,

What gives us cenfidence are consistent
market growth drivers; a shared successful
operating model focused on people, services
and profit and a particular focus on density
oconomics; organic growth inside the
washroom; a shared commitment to innovation
and digital, organic growth outside the
washroom, in premises and wellbeing and
environment; and extending our footprint
organically and through M&A.

We have the operational modelin place; a
global footprint and a large existing customer

base; we have a proven innowvatinn capability
and digita! expertise; and, most importantly,
we have highly motivated people and a great
Initial brand. Over the medium term from 2022
we have set ourselves a target to deliver
4%—6% organic growth on the ¢nlarged
category (excluding disinfection).

Attractive and
growing market

Our Hygiene businesses aperate inan
attractive industry offering strong growth
opportunities as expectations around
standards of hygiene have increased post
pandemic. Like Pest Control, Hygiene is an
essential, non-discretionary business and
we believe its medium-term oppertunities
are enhanced hy rising demand for global
hygiene services.

Competitors

There are many routes to satisfy washroom
hygiene needs with competiters providing

a wide range of supply soluticns. Regional,
full-service companies provide service
soiutions, either direct or via cleaning
companies/facility management,
differentiating on services, products and
coverage. In several markets, washroom
requirements can be met by facilities
management or cleaning companies directly.

Global market dri\}ers :

While the COVID-19 crisis has
brought the short-term impact of
lockdowns, it has also brought
what we believe willbe a
longer-term change in attitudes
towards the importance and
percepticon of health, hygiene
and wellbeing, and hygiene has
moved from being viewed as a
hasic commodity to an essential
service,

50
ﬁﬁp Growing population

The global population is growing by
80 million p.a. and forecast to reach
9.1 bilhon by 2050, creating further
demand for hygiene services.

ey Growth in air
@ purification market

The air purification marketis
expected to grow at a CAGR of
42% 10 2025, to reach revenues
of c.$30bn, with Asla Pacific the
fastest-growing region and
contributing 41% of market share.

#Z  Growth in hand
sanitiser markat

Valued at $2.6bn in 2815 and
forecast 1o grow at a CAGR of 9.2%
to 2026, this growth is driven by
increasing health consciousness
among consurners and rising
incomes.

Initial Hygiene is a high-quality
business idealiy positioned to
capitalise on new growth
apportunities as the growing
impaortance of hand, surface and
air hygiene, tighter regulation,
higher standards and increased
usage of hygiene products and
sarvices rises around the warld.

Urbanisation

By 2050, 68% of the global population
will live in urban areas, (versus 55% 1n
2018), where hygiene and sanitation
issues are most prevalent.

" Increasing legislation

'lf@ﬂ driving improved hygiene
standards

This is particularly so in the food

industry, censidered to pose greater

nisks ta public health than non-food

sectors.

Gfﬂ] Rising middle classes

160 million people join the middle
classes every year, with increasing
hygiene standard expectauons and

a growing health consciousness
afforcled by more disposalle income.

5009? Rise of miltennial
i@\ population
This generation I1s highly focused on

health and wellbeing and vocal about
its importance.

COVID-19 pandemic-driven trends

Brand trust and expertise

In this unprecedented period of
extreme uncertainty and conflicting
information, customers seck greater
reassurance than ever from service
providers, with brand trust being
paramount.

Sustainability

In additian to the need to offer
effective COVID-19 protection and
significantly enhanced hygiene
solutions, there is also a related and
underpinning requirement to ensure
that all solutions are delivered in the
most sustainable way possible.

Air hygiene

Increased sensitivities around air
filtering, air purification and air
quality monitoring driven by stricter
regulations and standards are
presenting significant new
opportunities for air hygiene.

Legislation
The speed of onset and global

spread of COVID 19 fed to significant

local government and agéency
response, along with rapidly
evolving guidelines. A period of

legislative changes Is now expected.

Surface hygiene

COVID-19 has led to an explasion
of sensitivity around microbe
transmission paints and surfaces
being carriers of risk. This has led to
wide-s¢ale surface disinfection and
significantly enhanced cleaning
regimes and protocols.

Social distancing

This is expected to continue in many
countries for the foresecable future,
driving degrees of sustained or
permanent behavioural change.

Hand hygiene

Good hand hygiene has been
shown as one of the most basic yet
powerful ways in which individuals
can protect themselves from
COVID-19 and cther similar
diseases.
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Hygiette

COVID-19 and its impact on
global hygiene standards

Since the start of the COVID-19 crisis, we
have seen elevated standargs for healih and
hygiene, particularly in the workplace, and,

as a result, hygiene has arguably become one
of the most important business categories in
the world. Industry commentators believe this
heightened focus will not be a temparary blip,
rather a long-term change which will create
ongoing market opportunities from which

our business can benefit.

In addition to structural growth trends which
will support long-term growth of our Hygicne
category and which are essential for the
continued success and growth of our
business, our own commissioned research
study of 20,000 respondents in 20 key
markets (see paqge 43) has also identified new
trends, attitudes and behaviours towards
hygiene which are being compeounded by
pandermic-driven factors.

Hygiene markets

initial has a No.1 position in 22 countries,

a No.2 position in 13, and leading regional
market positions in the Pacific, Asia, and
Caribbean and the UK. Characteristics of
the global hygiene market differ by country,
with regional variances based on social and
legislative standards. For example, in countries
such as the UK and Australia, where there
Is tight legislation and very high standards
surrounding the disposal of sanitary waste,
the feminine hygiene market is particularly
important.

In Asia, air care and air quality are of
paramaunt importance to consumers, driving
high grewth in this sector. In Europe, there is
a strong focus on textiles; for example, roller
towels and floor care, such as dust mats.

In developing countries around the world.
where there is growing awareness concerning
sanitation, public health and hand wash
support is a key market sector,

Customers and
service culture

Our key Hygiene customer segments are
manufacturing, facilities management, offices
and administrative, hospitality, retail and
education. We achieve high customer
satisfaction levels and believe this is a key
competitive advantage. We have account
management processes in place for
contacting customers at least annually to
confirm service requirements are being met.
We use feedback fram our Customer Voice
Counts surveys to improve service levels and
every detractor score is followed up with a call
from an account or branch manager ta discuss
service Improvements.
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Overview of
performance in 2021

Our core Hygiene pusiness (excluding
disinfection) delivered a good performance

in 2021, returning to organic growth and aided
by return to more normalised levels of regular
service provision.

As with Pest Control, our operations in
Australia, New Zealand, indonesia and
Mataysla however, were held back by
significant challenges associated with angoing
lockdowns and movement restrictions.

We have acquired three small Hygiene
businesses this year, with annualised revenues
in the year prior to acquisition of £2.0m. Qur
M&A team continues to build & good pipaline
of high-quality hygiene assets, worth some
£80m.

in 2021, our core Hygiene business, excluding
disinfection, delivered an 8.2% increase in
Ongoing Revenue to £555.6m, 7.4% organic,
reflecting good performances in the UK,
Europe and Latin America.

The rapid depleyment of disinfection services
across 60 countries enabled the Company 1o
generate £221.4m of revenues in 2020
Customers who used our services (such as
offices, shops, schools, airports, emergency
vehicles and public transport) typically did so
to remain epen during lockdown cenditions

As lockdown conditions have generally
reguced around the world and our core
services have returned, customer
requirements for emergency disinfection
services have significantly decreased and
therefore, revenue from disinfection services
has tapered in ling with our expectations lo
£117.8m (H1: £98 3m, H2: £19.5m), a decling of
£103.6m on 2020. We anticipate disinfection
revenues in 2022 of around £10m to £20m,
as services further unwind.

Hygiene Cngoing Revenue and Cngoing
Operating Profit fell by 8.4% and 18.3%
respectively in 2021. Net Operating Margins
also fall by 250 hasis poirts 10 21.0%,
reflecting reduced revenues from disinfection.

Regional performance

Hygiene operates acrass all five regions with
Ongoing Revenue in Europe acceounting for
33% and UK and Sub-Saharan Africa 31%.
Pacific, Asia and North America are the
smallest and emerging regions by revenue,
accounting for 14%, 12% and 10% respectively.
In North America, Hygiene sales focus is now
girected primarily towards air disinfection,
including our VIRUSKILLER™ product.

Qur overall performance in 2021 has also
been positively impacted by the recovery
of our other commercial businesses: Brand
Standards, which was significantly impacted
in 2020 by temporary customer closures in
the quick serve restaurant secter, returned
to more regular trading with €.95% of
customers by the end of 2021.

Jur Hygiene operations in Eurepe (excluding
disinfection) grew by 4.2% in 2021 with most
growth generated in HTas we lapped the
impact from lockdowns in H1 2020. Sales
campaigns during the year have focused on
customers’ return 1o work, school and venues
and we have also expanded our product and
service range te include air hygiene. Full
recovery of our Hygiene operations remains
dependent on employee return 1o the office
and higher tourism, particularly in southern
Europe.

In 2021, we developed and launched our
Hygiene 360 propaosition, which expands

our service offenng outside of the traditional
washreom environment to inciude surface
and air hyglene solutions as a response to the
pandemic. To support its roll-out, we have
trained 100% of our Hygiene sales colleagues
10 a single, consistent standard that enables
them to speak as experts in building a hygiene
offering with customers. Te complement this,
we also developed, tested and commenced
deployment of our Hygiene Inspection Tool,
which guides sales people through a
prafessional site hygiene survey and provides
our customers with insight into the current
status of the hygiene programmes on their
premises.

Our UK Hygiene businesses performed
strengly throughout the year, achieving record
levels of revenue growth in cur Medical
operations {up £21.3m) and record levels

of profitability in our Washroom Hygiene
busingss (Up £24.2m), driven by strong arganic
performances and the full-year performance
of the integrated Cannon Hygiene business.

In the Pacific, core service provision is
recovering well, although H2 saw some
weakening in service levels due to temporary
site closures, Portfolio growth has been
strong. however, with customers responding
positively to our Air Hygiene proposition (a
major source of growth) and our hand sanitiser
portfolio has largely been maintained.

In Asia, Hygiene continued to feel the impact
of the ongoing pandemic and leckdowns in
2021, with temporary customer suspensions
peaking at 7.9% in August but falling 1o 2.8%
by the year end as our markets recovered and
our ability to service customers improved.
Emergency disinfection services were broadly
similar in H1 and H2, providing a hedge to
disruption of regular core service provision,
Following the launch of VIRUSKILLER™ in H1,
the region has made good progress with its air
hygiene service offering, generating £1.6min
revenues across Malaysia, Hong Kong,
Singapore and Indonesia.
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WE ARE...

Expanding outside
the wasnroom

The Global Hygiene Reset
In 2021, we commissioned a major survey in 20 key markets, with a total
of 20,000 respondents, to examine the impact of the COVID-19
pandemic on attitudes and behaviours towards hygiene and how it has
impacted on mental heaith and wellbeing, employee and organisaticnal
expectations as well as hygiene awareness.

Our research findings explored how people worldwide have adepted
stringent hygiene practices as a result of the pandemic to keep
themselves and others safe. Not only have attitudes shifted, but so
have expectations. The penchmark of ‘good’ hygiene is far higher than
itused to be, and is expected to continue.

The pandemic has profoundly changed attitudes and behaviours

662 71 72

of people say they have of respondents are novy of peopte, when thinking
changed their hygiene more fearful of the spread aboutindoar air guality, ate
behaviours of germs via the surfaces more concerned about the
they touch spread of germs via the air

they breathe
47

of people would leave
a pubhc venue if it did
o not appear to have
.. good hygiene measures
’ inplace

84

of people who waork think
itis important that their
omployer priotitises
crenting a safo and hygienic
warkplace

Please -
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Capitalising on an evolving
hygiene landscape

Qur suiccess in growing our Hyglene category
in a post-COVID world will be dependent on:

O being the experts in hyglene and wellbeing
- through service, product innovation and
sales capability;

O having a compelling proposition to capture
growth in each of the three key areas of
washroom, prentises and environment;

Q creating differentiated propositions, such
as our Rapid range of hygiene products;

Stargeting sales growth in sectors less
impacted by the pandemic (e.g. logistics,
food. health and education),

© geographic expansion through organic
growth and M&A,;

© replicating the proven, repeatable, low-cost
operating model thatis Pest Controf;

@ investing in our brand in order to be
recagnised in all our markets as the global
leader;

@ leading sustainable provision of hygiene
and wellbeing services; and

©investing in digital infrastructure to capture
future opportunities.

Growth opportunities

We see four main oppoertunities for growth
for our Hygiene category. They are:

@ Inside the Washroem — which are high-risk
areas for COVID-19 and other viruses.

We offer a complete range of innovative
products and services for creating safer
washrooms, particularly no-touch, 1o avoid
cross-infection.

© Digital leadership - we continue to develop
digital products for enhanced services
combined with greater reparting and insight
through customer portals and apps.

@ International expansion — we plan to enter
new markets in both established and
Emerging markets.

© Qutside the Washroom — expanding into
additional hand hygiene preducts and
services, surface hygiene and disinfection
services.
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Hygiene

Qur Hygiene & Wellheing strategy

Cur strategy is to deliver continued growth through a combination of strong operational focus and targeted
ME&A to build city density. Central to this is the delivery of excellent custamer service, product innovation,
service line extensions and improvements to productivity through digital products and applications.

Key strategic themes

Foecus on operational
exccution - build margins
threugh postcode and
product density.

Offer a compleie product
range to avoid cross-
infection Insido the
Washroom.

Take our Hygienc scivices
averywhere — expanding
Quiside the Washroom.

opportunity, developing
digital innovations to
address customer needs
and increase productivity.

Geographic expansion
—through organic actions.

Geographic expansion —
through targetcad,

city-based M&A to build
dersity ard grow profits.

Rentokilinitial plc
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With typical growth levels at ¢.GDP, our focus in our
core Hygiene business has bheen on operational
excellence. We aim to achieve this through the
commitment of our people and the respect we have
earned over the years for our brand and reputation.
Creating a high-quality customer service culture
and offering the best product ranges and delivering
our services, on time and In full, is core to our value
proposition.

Washrooms are high-risk areas for viruses: they are
small spaces, with smooth surfaces and high levels
af raffic. Gur services Inside the Washroom provide
a range of innovative products for creating safer
environments, including hand hygiene (soaps and
dryers), air care {purification and scenting), in-cubicle
(femining hygiene units), no-touch products and
digital hygiene services.

From a relatively low interest sector, hygiene is

now one of the waorld's most impartant, presenting
opportunities for us 1o expand Outside the Washroom
into high-growth areas.

Premises Hygiene — The COVID-19 pandemic is
creating greater customer need for premises hygiene
solutions 35 well 35 evolving societal expectations,
We provide products in multiple environments,
including offices, kitchens and reception areas,
leveraging our expertise intc air purification,
disinfection, mats, hand sanitisers and dispensers,
and surface hygiene.

The global smart washrooms market is estimated to
deliver an 11.5% CAGR to 2027, reaching & value of
some $6.5bn (source: Grand View Research, August
2020), We continue to develop digital products for
enhanced services combined with greater reporting
and insight. We helieve the pandemic will provide a
springboard for increased digital hygiene services
and are taking our digital expertise from Pest Control
and expanding into Hygiene.

&7 countries and we aim to increase the reach and
density of our footprint in new markets through
leveraging our brand and expertise, starting with core
nygiene service provisicn Inside the Washroom, and
then extending inte Premises Hygiene and Enhanced
Envirenments.

city density and supporting extension areas that we
have defined as part of cur growth plans. M&A in
Hygiene & Wellbeing has similar characieristics and
the same disciplined approach as Pest Controi and
creates value through city-based density building.
The economics of hygiene M&A are generally better,
asset prices are cheaper than pest control and
competition for targets is less fierce.

Qur M&A focus in Hygiene & Wellbeing is on building

Margins are driven through postcode density (the
number of customers on a routel, product density
(the number of products/service lines in each
customer premises), as well as shared overheads
with Past Contral finfrastructure and back office)
and M&A (building further geographic density).
Analysis of our current footprint supported by the
right sales incentives and selling methods will drive
behaviours that will lead to improved density.

Customer sectors range from public sector (schools,
government buildings) and facilities management
through to hotels, bars and restaurants, industrials
and retail.

At our Capital Markets Day in 2021 we stated that
¢.50% of qur new 4%—~6% medium-term crganic
growth target would be delivered thraugh the Inside
the Washroom sector.

There is a growing regquirement for mature markets
to improve occupant experience in Enhanced
Epvironments [see page 46). Opportunities include
increasing global awareness of the health impact of
poor indgor air quality — exploiting opporiunities such
as premium scenting; increasing reguiation and focus
on sustainable waste management - leveraging our
core expertise for fast deployment into new markets
in respanse to the waste management requiremeint
created by the pandemic; and demand for healthy
buildings — focusing on plants, biophilic design and
large projects expertise t¢ enhance public spaces.

Increased regulations and the threat of fines and
reputational damage may prompt early take-up of
digital applicatiens in hygiene, as it has done in pest
control. Qur connected hygiene sclutions currently
comprise digital taps and soap dispensers, hand wash
and footfall monitoring and air care. Gur mylnitial
online reporting platfarm provides transparency of
service, including signature capture, service history
and details, dates of visits and reporting facilities.

Our strategy is to expand in five key areas — North &
Latin America, Europe, Middle East and North Africa,
building on our existing customer relationships and
routes in Pest Control and targeting North America,
using our existing Ambius and Pest Caontrol
businesses.

We have the necessary expertise and systems in
place and a proven ability to drive margins through
density building. Momentum is growing as we build

a significant glcbal M&A pipeline, now with ¢.80
attractive targets. We will also be open 10 the
potental for larger transactions, should these become
available. From 2022, we will target £25m+ revenues
p.a. over the next five years, targeting IRR at
15%-20%



Inside the Washroom

Washrooms are potentially higher-risk areas
for COVID-19 and other viruses and no-touch
washrooms are the most effective way to
avoid cruss-contamination, particutarly within
cubicle settings. Toilet paper dispensers that
seal away paper until use, no-touch feminine
hygiene units and tellet seat cleaners all
prevent cross-contamination. Our Signature
Range of washroom products have
antimicrobial surfaces which helps reduce
cross-contamination, as do our no touch
auto-lift lids on bins and auto dispense of
paper towels and soaps. Air care quality is
also an important indicator of washroom
cleanliness, with air purification units providing
an ongoing method of removing potentially
harmful pathogens from the air. The greater
awareness of cubigie and washroom hygiene
i5 providing more oppoertunities for new
products and services for inside washrooms;
expanding into new services for existing
custemers (e.g. Alr Hygiene and Digital
Washrooms Hygiene); new sales ¢channels
for existing Washroom customers through
the use of technology; satisfying demand for
new more sustainable services, and range
extensions, We are launching a new
Rapid>Smarthygiene high-end range of
washroom progucts in 2022 and further
innovation is planned in air purification for the
washroom,

Digital leadership

The COVID-19 pandemic has provided a
springboard for increased digital hygiene
services and we are taking our digital
expertise from Pest Control and expanding

it into Hygiene. Increased standards and
regulations and the threat of fines and
reputational damage drove early take-up of
digital pest contrel services and we anticipate
the same trend will occur within Hygiene.

Digital products

In 2020, we launched our first range of digital
no-touch products, which includes taps, scap
dispensers, hand wash monitering and cubicle
sanitisers. Digital monitoring of consumables
enables mere efficient washroom operations
at lower cost, with a reduced environmenial
impact and offering a better guest experience.
We are expanding our Rapid>Smart Hygiene
range inte new customers and regions, with
customner trials currently under way in offices,
retail malls, airports, leisure facilities and
tourist attractions across five countries,

Digital sales and service toels

Our digital sales and service tocls are also
increasing productivity and are being used to
build customer awareness of Initial's multiple
product offerings. Cur online Hygiene
customer portal, mylnitial, is being developed
to highlight the full spectrum of Hygiene
solutions on its home page and is now used
in 18 countries. In addition, we now track sales
leads per driver on a monthly basis and the
current average across the Hygiene category
is 1.89 leads per technician per menth, up from
1.29 last year, with UK colleagues performing
particularly well, averaging 4.12 leads.

Strategic Repart i o

Our smartphone field service app.
ServiceTrak, also improves productivity and
leads to better colleague retention, higher
gross margins achieved through greater
selvice productivity and cost savings, and
more professional service delivery. Across 33
countries (2020: 30), our technicians used the
app to record 7.3 million service visits — for
example, start time, services performed,
customer recommendaticns, customer
signatures and end time. New for this year, we
have recelved over 1.63 million responses to
cur digital customer satisfaction surveys, with
an average score of 4.88 out of 5 in Hygiene.

International expansion

We believe Hygiene has a strong growth
opportunity through M&A, replicating the
successful Pest Control model, which has
similar characteristics, and we have set
ourselves a target of generating £25m+
revenues per annum.

Our M&A focus in Hygiene is on building our
density across our cities and supporting
extension areas that we have defined as part
of our grawth plans, including air care, surface
hygiene, safety and digital monitoring, The
Hygiene economics are gencrally better —
prices and competition for assets are lower
and we have a proven ability to drive margins
through density building.

While the pandemic has slowed M&A progress
again this year, we acquired four specialist
hygiene businesses in Australia and the USA.
The Boecker acquisition in the Middle East in
2021 has provided a further platform for new
hygiene service market growth with
cperations in the Middie East including
Lebanon and United Arab Emirates.

WE ARE...

(Giving customers
information at
their fingertips

mylnitial is our bigger and better customer portal, enabling customers
in 18 countries to self-serve, accessing service visit reports and carrying
out a contract overview; and provides early warning sighs of issues,
logging of service requests and bespoke reporting.

It Is making it easier for custemers to do business with us, should
benefit customer retention and frees up people resource 10 focus
on the right things.

Please
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Hyglene

Outside the Washroom

From a relatively low interest sector, hygiene
has now become one of the world’s most
important, presenting opporiunities for us

10 expand outside of the washroom into
high-growth areas including air care, air
enhancement and purification, sustainable
waste management, products and expertise
tc enhance public spaces and buildings,
route-based service extensions (such as first
aid) and digital products and applications.
Expanding Hygiene into new areas such as
indoor air and surface hygiene for multiple
locations from offices to retail; specialist
hygiene services (such as medica! waste
remaoval), new service lines; and the alignment
of hygiene with the importance of welibeing.

Air care

Alr care is a particular focus for the Group
The globkal air care market s estimated to
reach revenues of mare than $90bn by

2025 and is expected to deliver a 42%

CAGR to 2025 (source: Arizton Advisory ang
intefligence, July 2G020). There is no safe level
of airborne pollutants and, accerding 1o the
World Heath Organization, 68% of all diseases
are related to air pollution. Evidence showed
that COVID-1% is transmitted predominantly
through the air ~ by people 1afking and
breathing out large droplets and smaller
particles called aerosols. Therefore, efforts
are increasing to prevent transmission by
improving ventilation or installing rigerously
tested air purifiers. Gur current air care
product range features alr purification, air
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sterilisation and air scenting products. In 2020,
we launched two important new air filttation
products: Inspire Air?2 and VIRUSKILLER™

Air Purifier. When independently tested
against Coronavirus DF2 (a surrogate for
Corenavirus), Adenovirus, Influenza and Polio,
VIRUSKILLER™ was found to kill 29.9999% of
viruses on a single air pass. To date we have
nstalied over 13,800 air purification units into
customer sites across 40 countries, generaling
€.£9m of revenues.

We have been actively marketing
VIRUSKILLER™ across all regions in 2021, and
are seeing rising levels of customer interest
and particularly encouraging progress in ltaly,
Spain, Hong Kong, Singapore and the UK.
VIRUSKILLER™ is mow sold to a range of
customers including car showrooms, hotels,
offices, venues and UK embassiés, Initial
Hygiene was appointed Specialist Hygiene
Services Partner of London’'s The 02 arena,
with the installation of VIRUSKILLER™ central
to the agreement, and we successfully
installed the units in time for this year's BRIT
Awards. As part of the agreement, we also
instalied a range of washroom preducts and
services for visitors to the venue.

Enhanced Environments

The impact of the global pandemic has
catalysed a shift in glopal mindset where
health is a priority — not just avoiding being
sick, but proactively being well in @ halistic
sense. The global corporate wellness market
is set to grow at 7% CAGR to 2028 (source:

s
1
l

Grandview research 2021) as people search
for a healthier lifestyle across work, home

and leisure. Our Enhanced Environments
businesses, (the nar-washroom part of the
new Hygiene & Wellbeing category) improve
the occupant experience throughout
premises. They bring together Ambius plants
and scenting, Dental Hygiene and Cleanroom
services (which moved from Protect &
Enhance category on 1January 2022). Growth
opportunities include increased awareness of
the health impact of poor air quality, increasing
regulation and focus on sustainable waste
management and demand for hreaithy
buildings.

Qutlook

Qur newly enlarged Hygiene & Wellbeing
category has made a good start to the year
and we are seeing continuing momentumt
in core service provision in our markets.
Although we will lap strong disinfection
revenues in Hland will have to contend
with ongaing macro-economic uncertainty,
we expect Hygiene & Welibeing to detiver
good progress in the coming year.

We have made good progress in building
a pipeline of attractive Hyglehe acquisition
opportunities and remain committed

to acquiring annual revenues of £25m+
from 2022.

WE ARE...

Advanced air safety

Providing spectator safety at the Australian Open
As the Official Hygiene Partner of the Australian Open 2022,
Rentokil Initial installed 7¢ VIRWSKILLER™ air purifiers in
indoor spaces and 800 hand sanitisers and antibacterial wipc
stations around the tennis precinct. The bhest-in-class
VIRUSKILLER'Y air purification technology deployed 1o
provider cleaner air for patrons is shown to kill 99.9999% of
Coronavirus in the air’ and is an Australian-firsi for a major
international sporting event. More than just an air purifier,

VIRUSKILLER™ is also a filtration and decontamination device
that safely disinfects indoor air, providing real-time protection
from airborne viruses and bacteria.”

1. Wi1en independantly tested against Co snavisus DF2
(@ s4°ragate far Co-o1ay “us), Adenoviras, 11fiuesza and Po o the Jnit
was found to kil 99 899%% o v 'uses 01 8 5INg e aiIr pass

2 Whenindesendently tested aga 151 -efere e Sacteia (K ebsielia
pnew—oniae, Mycobacte um tube <ilosis, Stanhylococcas aureus subsp.
BAyreus, Streptocaccas preumaide, Streptococcus ayogenes, Escienciiaco ),
the urit was ‘ound to ki 99.5995% of bactera on a single alr pass
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Protect & Enhance

Overview of performance
in 2021

Foliowing a challenging 2020 for Protect &
Enhance, caused by significant disruption
from the COVID-1% crisis, 2021 has seen
considerable trading improvement across the
businesses as restrictions were eased across
mast of our territories, offices once again
opened up, and the hospitality sector
welcomed back customers.

Our UK Property Care business alse benefited
from the bueyant recovery in the residential
housing market which continued throughout
2021 and the partial recovery in the
commergial property sector,

Qur Protect & Enhance category represents
11.9% of Group Ongoing Revenue and 7.7% of
Ongaing Operating Profit. In 2021, Ongeing
Revenue and Ongoing Cperating Profit
increased by 5.6% and 36.8% respectively,
with all four businesses returning to erganic
growth from Q2. Net Qperating Margins rose
by 270 basis points to 11.8%.

Workwear

Approximately half of category revenue

is generated from our France Workwear
husiness, which specialises primarily irn the
supply and laundering of workwear, uniforms,
cleanroom garments and persanal protective
wear. The business generated Ongoing
Revenue growth of 1.9% to £178.1m, of which
1.9% was organic growth, reversing the
declines it experienced in 2020 caused

by the impaci of COVID-19 lockdowns.

in France, lockdowns began to ease in May
2021 with fewer restrictions 0n restaurants
and as a result, we have seen an Improving
performance from our Worlkwear business.
While this is encouraging, as-used volumes
(where the customer only pays for specific
garments laundered) are still behind
pre-COVID tevels, impacted by ongaing
temporary CUstomer sUspensions in Hiand
reduced tourism in France in H2.

As previously noted, from 1 January 2022
France Workwear will be reported as a
standalone business and wili be run separately
fram our Hygiene operations i France, which
will now be reporied within the new Hygiene &
Wellbeing category.

Creating award-winning
installations

The 2022 International Plamiscape Awards were held in Florida in
January, and the US Ambius team brought home 17 awards, including
four Gold awards for client installations in 2021in North America. The

awards are the premium industry awards, recognising outsianding

achievements in interior plantscape design, installation, creativity,

renovation and innovation. Ambius are experts in building the right
interior environment for businessas with growing operations in Europe
and North America, South Africa, Australia, New Zealand and Malaysia.

' Pleasa

e
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Ambius

Ambius opeiates in 17 countries and has No.l
positions in eight of its markets (including in
the US, Canada, Australia and New Zealand}.
Its product offering is broadly consistent
across the world and includes interior
landscaping, Christmas decorations and
premium scenting. The US business comprises
¢.55% of 1otal Ambius revenues. Key customer
segments are offices, facilities management,
hospitality, food and non-food retalil, leisure,
healthcare and education.

Qur products and services in Ambius have

a strong (ink with health and welibeing, and
service quality, expertise and customer
retention metrics are high. Our strategic focus
Is on higher-margin green {living) walls and
premium scenting, expanding and explaiting
international agreements and driving lead
generation through digital applications.

Qur Ambius business performed well, growing
contract portfolio strongly in H2 as the
challenge to make office spaces suitably
appealing for emplayee return stimulated
demand for our praducts and services.
Qperations returned to pre-pandemic trading
levels, delivering growth of B8.5% on the prior
year with Ongoing Revenue and Ongoing
Operating Prafit increasing by 7.3% and 83.0%.
This reflects the discretionary nature of its
products and services during the year.

Property Care

Qur Property Care business is based in the
UK. Services include dry rot and woodworm
treatment and damp proofing. We have a
leading position in the industry and have
developed a strong operational capability
with certified teams undertaking work it
commercial properties and social housing.

The business has an excellent reputatian for
customer service and a loyal customer Dase.
Trading is directly impacted by the health

of the UK property market. The business
parformed welt in 2021, with revenues
benefiting from strong domestic customer
demand in the UK residential housing market
and signs of recovery in the commercial
property market, and with profits enhanced
by a number of syslems, process, productivity
and pricing Initiatives implemented In 2020.
While the business is relatively small, it
generated revenues of £24.1m in 2021.

Dental Services

Medentex is headguartered in Germany

and specialises in the professional and
compliant recycling and disposal of denta!
waste, It provides waste separating products
to customers in Germany, Netherands,
Sweden, Norway, UK and the US. itis a small,
profitable business with revenues of £12.8m.
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Responsible Business
Putting our purpose into action

For Rentokil Initial, being a responsible and sustainable business means helping
colleagues to have safe and fulfilling work lives, supporting customers by developing
and delivering innovative products and services, and benefiting society and the
environment by acting in the most responsibly effective manner.

Q&A with Andy Ransom,
Chief Executive

Safety and people start every
management meeting in Rentokil
Initial, so how would you sum up
the progress in 20217

A

This year we delivered a very high level

of colleague safety with a record low Lost
Time Accident rate of 0.38 per 100,000
hours worked and Working Days Lost of
B.71- both at world-ctass standards and
this was reflected in the Company receiving
8 Gold Award from the Royal Society for the
Prevention of Accidents.

Rentokil Initial is committed to being a

world-class Employer of Choice — attracting,

training and retaining great pecple from the
widest possible pool of talent.

In 2021, the Company deployed a global
diversity, equality and inclusion upskilling
initiative to 1,000 managers and leaders.
The programme featured two elements:
'Include’ where sessions focused on how
to foster an inclusive enviranment, and
‘Decide’ which focused on bias and how
to mitigate it. Feedback has been very
positive, and this upskiiling programme
will roll cut further in 2022,

Training colleagues, so that they are able
to build their career with us and deliver

a better performance for customers, isa
very important part of our strategy and our
in-house 'university’ U+ created more than
500 pieces of training content in the year
and colleagues undertook more than 4.3m
pieces of training content views,

Listening to colleagues is also part of our
culture and in 2021 our Your Voice Counts

survey was completed by a record 91%

of colleagues, Scores were compared
with the pre-pandemic 2019 survey and
showed improvements across many themes
including: Strategic Direction (+4%);
Collaboration (+3%); Line Manager Index
143%); and Diversity, Equality and Inclusion
{+3%}, while the question about equal
oppaortunities was scored by colleagues at
10% above the glotal high-performance
norm of leading companies.

o]

A year ago, you announced the
Company’s ambition and plan to
achieve net zero carbon emissions
by 2040. How did year one go?

A

We made good progress in 2021 as we
began to implement our plan. Cur eight
workstreams are underway and our country
teams have developed and begun to
axecute their plans. We have & multi-local
operating model, and our environmental
ambitions will be delivered through the
same multi-local approach and teams.
Just to give one example, the availability
of ultra-low emission vehicles (ULEVS})

is different by market, but from our
market-by-market analysis we can see
progress being made over the last 12
months in the supply chain, with 177
ULEVs now in our fleet, particulatly in

the UK and parts of Europe. This gives us
more confidence in the delivery of the
vehicle-kased element of cur 2040 target
{see Our 'Big Six’ Challenges on page 20).

The most impertant part of our programme
to get right in 2021 was to engage with our
colleagues about our plan and goals, and
so | was particularly pleased tc see the
response in our all-colleague survey that
85% of colleagues agreed that when asked

‘The Company is making the right decisions
to ensure we operate sustainably’ and with
just 3% disagreeing.

We remain 100% committed to ocur net zero
by 2040 target.

B

Are colleagues actively
encouraged to support charities
in Rentokil Initial?

A

Yes, absolutely. | find it hugely engaging
to actively suppert charities — through my
own work with Street League and Malaria
No More UK — and | know colieagues
across the Rentokil Initial world do too.
That's why we set up Rentekil Initial Cares,
using unclaimed dividends to match those
maonies raised by colleagues and to support
charities and those in need in line with aur
purpose of protecting people and
enhancing lives.

In 2021, arcund 2,000 coileagues
participated in a virtual team race, the

Race to Kigali, to raise funds for malaria
eradication — it was our largest ever charity
event and the response from colleagues
was outstanding. We also supported many
local initlatives by colleagues in our
branches around the world. In addition, we
ceontinue to support charities which protect
biodiversity and rainforests, and promote
public health in Asia (see pages 66 and 67).

I'd like 10 1ake this oppertunity to thank afl
Rentokil initial colleagues who supported
their communities and charities in 2021.

bl e

Andy Ransem
Chief Executive
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Responsible Business
continued

Colleagues
and culture
See pages
51t0 54

Service and
innovation for
customers
Sze pages
55057

Environment
TCFD reportsee
pages 5810 65

Communities
See pages
66 to 69

Health and safety

0.38

Lost Time Accidernt Rate
0 2021{0.39 10 2020)

Customer satisfaction

451

our Group-wide Nat
Promater Score of
custarns sausfactionr

— up by 71cn pria- year

Targets

20%

target reduction in
kilogrammes of emissions
per £m of revenues by
2025. Net zero by 2040

Charitable donations

£361,000

(2020: £184,000),
excludes donations
in kind

Independent accreditation

We aim to positively engage and support all independent analysis of our
ESG activities and continue to receive high relative scores and ratings.

Dow Jones Sustainability
Index (DJ1SI)

4% improvementin our score to
69% (65% 2020 & 2019). DJSI
Europe and DJSI World members

Vigeo Eiris (VE)}

3rd out of 103 companies in our
sector and 66th in the overall
assessment of all 4,963 companies

Carbon Disclosure Project

Improved positioning te C rating

(2020: D}

Further information

@.ﬁ.,u -

MSC1

Training

500

pigces of trainirg content
created in house in 2021
Record U+ usage — 4 3
mifflon content views for
the year (3.2min 2020)

Trustpilot scere

90+

E-star Trusipilol rev.evs
far Rentokil and titial

— with c.12 000 reviews
and over 90« “excoient’

Carbon efficlency

14,9

carbon emissions
reduction per £m of
revenue since 2019,
Ontrack 1o meet target

Community events

£200,000

raised by 2,000
colleagues in the Race to
Kigali for Malaria

No More UK

AA ESG rating maintained

ISS ESG

Sustainalytics

Open Corporation
10th out of their 100 leading
companies listing

Prime rating (with a decile rank
of 1indicating a high relative
£SG performance) maintained

Low ESG Risk rating maintained

@Compaw pohcizs rentokil-initial.com/responsible-delivery/policies

@ Gon

Board diversity

37.5%

of Board members were
female: 25°% of Rontokil
Inthial's Board is ethrically
dwerse

Website visitars

15.4«

Increass n Pest markar
el enquries in 2021
cormpared v 2020 anc
U 4.5%. 01 total sessicne

Waste reduction

10tonnes

of waste packaging
remaved from six
products including
RADAR units

Pandemic support

£2.Bm

worth of PPE donated to
hospitals in Indig in 2021

Talent pipeline

52%

£8 900 apphcatiors
through the Careers
Portal. up 52% on 2020,
Sy e
330+ graduates in 2021

e
T 200 v

PestConneact

87,000

units nstalled in 2021,

Recycling

200,000+

Hygienc units refurbished
in France and ltaly over
four years

Rl Cares donations
supported a wide range
of charities in 2021,
inciuding Angels
Qrphanage, Malaria No
More UK and Cool Earth

Responsible business priorities

Our responsible business pricrities are aligned with
those of our key stakeholders (see page 30) and
driven by the Chief Executive who has Board
accountabllity for responsible business delivery,

as well as engagement with ocur wider stakeholder

groups.

Further details about our Board engagement can be
found in the section 172(1) statement an page 72 and
inthe Corporate Governance Report on page 96,

Our responsible business priorities are: Colleagues
and culiure, Service and innovation for customers,
Envirpnment, and Communities. Governance and
transparency also continue to remain central to our
respansible business approach, as setout inthe
Corporate Governance Repart.

- rentokil-initial.com/responsible-delivery

+ Pay Report: rentokil-initial.com/responsible-delivery/gender-pay-gap-report

Mooerr Slavery Statemert rentokil-initial.com/responsible-delivery/modern-slavery-statement
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Colleagues and culture

A culture of high performance

commercial, diverse, down to earth and
innovative.

Underpinning everything we do Is our 'One
Rentokil Initial' culture, We have a one team
mentality with a common purpose and set of
values, focused on delivering a great customer
experience, As you can see below, our culture
is characterised as customer focused,

Rentokil initial is committed to being a
warld-class Employer of Choice. We employ
¢.46,000 colleagues in 88 countries — an
increase from c.44,500 in 2020. Over four
years we have increased our headcount by
around 10,000 colleagues (average headcount
basis including agency colleagues).

Detalls of how the Beard of Directors mehitors
and assesses culture can be foundin the
Corporate Governance Reporton page 81,

2021 culture survey

five themes remain strong — all within the 80%
to 90% score range. The strongest cultural
characteristic is ‘Diverse’ with a score of 86%
see below).

We measure our culture independently
within our all-colleague survey which takes
place every two years. Each of the five
cuitural themes (outlined below) has
guestions aligned, measured and an overall
score obtained which we manitor over time.
This was measured in 2017, 2019 and 2021

— providing insight into how the Company’s
culture has developed over time. Despite the
global pandemic, the scores for each of the

81

The overall Core Culture
Index score for 2021
Finally, we take an average of 12 core
questions to provide a Core Culture Index
score. The overali Core Culture Index score
for 2021 was 81% (+1% versus 2019 and 2%
versus 2017) showing encouraging
survey-on-survey improvements.

Our culture model

Qur culture model includes our
purpese and values, and five core
culture themes.

Qur purpose
Protecting People.
Enhancing Lives,

Qur culture themes

&)‘E’n'arﬁc:ms.h'lp‘i W«

Customer focused Commercial Diverse Down to earth Innovative

Firstly, we're a service
company. We strive to
meet cur customers’
needs and our people
go the extra mile to do
s0. We worlk hard to
suppoft our customers
and each other. When

them right, fast.

80

things go wreng, we put

We employ and
incentivise smart people
to help the Company
grow by making good
decisicns that benefit
our customers, We
constantly seek out

new opportunities fot
growth and ways to
work more effectively.

Cultural survey scores for 2021

81

We want our workforce
to reflect the diverse
customers we serve,
We value evaryone’s
talents and abilities,
and strive to attract,
recruit and retain the
best people from the
widest possible pool
of talent.

86:

We don't like big egos.
People who succeed
with us are friendly,
comfortable in their own
skin, straightforward,
seek to improve, with
practical ideas and
experiences, and they
acknowledge the
contribution of others.

80«
- f’s’"‘
r s

LI
.
[

We use the latest
advancements to build
an innovation pipeline
that sets us apart from
the competition.

We embrace digital
technologies that help
create new products and
make us more efficient.

83
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Responsible Business
continued

Keepinig our colleagues safe

Nothing is more impaortant in Rentaki! tritiat
than ensuring everyone goes home safe at the
end of their working day. Health and safety
{HE&S) is the first item on the agenda at every
management meeting including the Executive
Leadership Team and Board meetings.

Qur safety performance has improved
cansistently — with our LTA rate improving from
2.061n 2008 to 0.38 in 2021~ the lowest LTA
rate ever achieved by the Group.

2008
LTA rate: 2.06
WDL rate: 50.84

» @

Our key health and safety initiatives in 2021
included:

© Reviewing all Group Safety, Health and
Environment {SHE) policies, consolidating
information and creating an H&S policy
framewor, including:

- H&S policy statement

~ H&S management standard
— H&S operational standards
- H&S guidance documents

= Regional/Country H&S management
systems

2014
Our LTA rate is <1
for the first time!

& Site Risk Assessment (SRA} app: live now
and being rolled out across the Group.
2.2 million SRAs were completed in the
app in 2021,

The safety performance targets we set at the
end of the previous year were achieved in
2021in relaticn 1o Lost Time Accidents and
was narrowly missed in relation to Working
Days Lost. Both maintained their world-class
standards. Regrettably, we had four non-work
related fatalities across the Group: three road
traffic accidents and one heart attack.

2021
LTArate: 0.38
WDOL rate: 8.71

59y Performance Indicators 2021 2020 2018 2018 2017
Lost Time Accidents {LTAY 0.38 0.39 0.53 0.63 Q.58
Working Days Lost (WDL)’ 8mM 8.46 10.99 1477 1.65

1. The LTA rate is calculated as the number of Lost Time Accidents (injuries and illnesses) per 100,000 hours worked.
2. The WDL rate is calculated as the number of working days that colleagues could not work because of Lost Time Accidents (injuries and llinesses) per 100,000
hours worked.

Your Voice Counts

Listening 1o the opinions of our colleagues will
always be an important part of our cuiture.

In 2021, we undertaok Yaur Voice Counts
{YVC), a global, canfidential survey providing
every colleague with the oppaortunity to give
feedback on workplace culture, leadership,
customer focus, development and line
manager petformance,

With a record high response rate of 91%,

we maintained high levels of colleague
engagement (80%) and colleague enablement
(83%), and 25 questions saw improvements in
thelr scores over pre-pandemic 2018 levels,

Stwong improvements were made with
colleagues feeling informed about news
concerning the Company and the Company's
overall strategic girection (both by +4%). We
were particllarly proud to note our scores for
equal opportunities scored 10% higher than
the global high-performance norm of leading
companies. Areas of focus moving forward
include further recognition and greater
coaching by managers.

More than 3,000 senior leaders and local
managers received a dedicated report

to engage their teams with comparisons

1o giobal and country norms, and
survey-on-survey trend and 1o take actions.

52 Rentokil Initial plc
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Key line manager behavicurs over time

In 2015, "coaching from
my manager” scored 82
iti= now 73.

2017

My manager provides clear and
reqular feedback on my
performance

My manager s good at
recognising my performance
wihen | do a good job

My manager coaches meinmy
development

|
|
[ 2015
|
l
|
|

758

76 .
78

2021

2019

2021 results

] Company has a clear sense of direction: +4%
[>] My manager keeps me informed. +4%

® Teols and equipment 1o do my job well: +4%
© Collabaration: +3%

@ Line Manager index: +3%

© Treated with respect as an individual: +3%

Note: all scores as versus YVC survey in 2019,
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Diversity, equality and |

Rentokil Init’al is a diverse organisation by its
nature, operating in 88 countries and with DE&I in Rentokil Initial
mare than 40 languages.

We strive to ersure that our Iocal businesses O O
reflect the countries, markets and th %%,

ities in which they opera . .
zfen;:;L;r:':ttleeniflirov:n"l;m wryergm'e:e and-to . Rentokil initial was placad in our 2021 Your Voice
ryone's view 44thin the first FTSE Women ‘ | Counts survey. stated

is heard, everyone’s contribution matters, and

averyone has equal opportunities 1o succeed Leaders Revicw in the FTSE thazthey clo et fecl ‘

' 100 rankings for women on we Preciude men aned
Qur new workplace strategy through to 2024 tboards and senior leadership waomen from having
places even greater emphasis on wider £ qual opprat tunibies to
diversity where everyone, regardiess of 11 047 succeed in Rentokil Initial
gender identity, race, colour, nationality, o
agoe, soxual orientalivn, phiysical ability or 29% (2e4)

- collcagues are female
background, can build a long-term career ¢ ° ’

of our senior Icaders
with the Company and reach thelr potentiai,

(Executive Leadership

In support of this strateqy, this year the Tear acdtnen diect repors) 34,984
Company deployed a global diversity, equaity Are Women (2025, 307 ) {76%)

and inclusion (DE&} upskilling initiative to colleagues are maic
managers and leaders across the Company.

The programme featured twe elements: 200

‘Inctude’, where sessions focused on how te /O 37. 5%

foster an inclusive environment, and ‘Decide’, of our senior leaders are of Board Directors are
which focused on bias and how to mitigate it. defined or self-identify as female {50% 1n 2020)
In 2021, 1,000 leaders engaged in this people of colour which is

programme and, with highly positive feedback, consistent with last year

plans are in place to roll this cut further in (s At 3 Decemoer 20210

2022, with the intention to ensure all line
managers have received the training.

In June 2021, we reviewed and updated our
Group Diversity, Equality & Inclusion Pelicy to
further strengthen our focus on equality. This
policy is published internally on our intranet
and externally on the Rentokil Initial corporate
website,

A e ¥
Diversity survey

In addition to the new upskilling programme, our first
dedicated diversity survey was carried out in 2021
among 1,800 managers.

Key questions at or above the high-performance (HP)
company norm included:

© My manager treats all colleagues fairly, regardless of
their backgrounds; 11% above HP norm

@1 am given cpportunities to grow and develop in my
current role: 8% above HP norm

o | feel like | really beleng at this company: 6% above
! HP norm

@ My opirions matter: 4% above HP norm

@1 am treated with respect as an individual: in line with
the HP norm at 91%

Age: Across most questions, scores were higher by age.
The average score for under 30s was 75% favourable
versus 87% favourable for colleagues in their 50s.

Social mobility: Whether co/leagues had been to
university or not, there were very similar scores for the
questions around ‘opportunities to grow and develop in
my current role’ and ‘equal opportunities’. The average
of all questions for those with or without a university
education showed just 1% difference.

Fairness: 97% of colleagues respended favourably
or neutrally to the question ‘my manager treats all
colleagues fairly, regardless of their backgrounds”.

Rentokii Initiat ple
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Responsible Business
continued

fn 2021, our U+ courses were viewed

4.3 million times {3.2 million in 2020, a 34%
Increase), and more than 500 new pieces
of learning content (videos, courses, elc.}
were ¢reated by our in-house content
development team.

This equates to an average of 107 content
views per colleague throughout 2021, up from
79 views per colleague in 2020 {an increase
of 268%) with each colleague completing a

U+ training course on average every two
working days during 2021

Qur investment in talent development is
showing strong returns, both for individuais
and the Company overall, with 82% of the
participants in our global talent pools prior
to 2021 having been promoted to more
senior roles since 2017, Qur 2021 talent
pools already have a promotion rate of
48% despite participants only being in

the programme for bess than a year.

In 2021, we also teak part in the UK
government's Kickstart Scheme in our
corporate head office, The Kickstari Scheme is
aimed at people aged 16—24 who are currently
claiming Universal Credit and are at risk of
long-term unemployment. We had 12 people
join us for work experience as part of this
scheme. 50% of those who took part were
offerad either permanent or centract roles
with Rentokil Initial on completing the scheme,
and a further 25% were able to find permanent
empiocyment in other organisations as a resuit
of their placement and job experience with
Rentoki! initial.

During 2021, we have continued to provide
employment and development opportunities
to young people, employing over 350
apprentices and over 330 graduates across
our UK business.

4.3million

Views of U+ comtentin 2021,
up by 34%

Colleague Support Fund

With the outhreak of the COVID-19 pandemic
creating many challengés for cur colleagues
and their families, in 2020 we estatlished

a Coileague Suppart Fund of ¢ £450,000

1o aid those within the Group In countries
where government suppeort schemes were
insufficient for the severe difficulties they
faced.

This was created using funds from Rl Cares
together with a voluntary salary waiver by the
Chief Executive of 65% of his Q2 2020 salary
(having already waived 35% as part of the
Company's response ta the pandemic),
together with salary or Director’s fee waivers

by several of the Board and & number of senior

managers.

In 2021, the fund continued to be used to
support colleagues, principally in India,
Indonesia and Vietnam, taking the jotal
funds commitied to around £375,000.

In 2021, the Company also shipped PPE
worth €.£2.5m toIndis to support the
COVID-19 retief effort ~ including coveralls,
face masks, gloves, hand soap and sanitiser
with dispensers. The PPE was sent to around
500 haspitals across the country.

375,000

Funds used to support
coifeagues to date. in particular
reed of support due to the
jpandemic

B4 Rentokil Initial pic
Annual Report 2021

s L

Lord Bilimeoria
[N SINEERE TE S




Strateglc Repart ' [ - r

Service and innovation for customers
Leading in innovation and digital

Innovaticn is an integral part of our culture.
New projects are mainly develeped in-house,
either by our Science & Innovation team or as
a resuit of insights gained from our businesses
around the world. Other projects are initiated
as a collaboration with external partners

who bring their cown specialised expertise

10 & project. Qur partners engage with our
scientific and lechinical teams to turn ideas
into new and exciting solutions to meet
customer needs now and in the future.

We have an established system in place to
enable colleagues from across the business
to approach our Marketing & Innovation {(M&I)
team with innovative concept ideas. The M&|
team then works alongside these colleagues
to help bring promising proposals to life.
Currently, we have a pipeling of around 50
projects in process - all are sustainable,
non-toxic or digital.

This year, we submitted a new rodenticide
formulation for approval, containing 50%
reduced active ingredient. This would
substantially reduce the environmental
exposure to the main chemical used in rodent
control, which remains the largest sector of the
pest cantrol business. We have also identified,
by warking with a large custemer in the UK,
how PestConnect can reduce the use of
rodenticide bait by up to 40%.

investing in a sustainable future

The Power Centre is our industry-leading centre for science and innovation. We focus
on four main areas: Non-toxic, Moniter and detection, Sustainable, and Digital.

Non-toxic

In commercial pest cortrol the use of
chemicals is not our first thought. Before

R R A LA RS B A SR AR A R
premises and consder barners, such as
proofing and exclusion materna’s under doors
o1 in gaps rextto pipes. that might solve the
post problem. We then have arange of
non-toxic solutiens. stch as the usc of heat
treatments rather than rad tonal choemicals,
for the cantrol of bed bugs and insocts.

© 2021 saw the introduction of a new system
to track chemical usage across our
operations, now in place in 14 countries and
in the implementation stages in six more.
This will enable us to better understand the
chemicals we use most, and how best to
reduce the most environmentally damaging
of thermn.

© The new non-toxic Rat Riddance Connect
sits within our family of digitally connected
rodent control sofutions for indoor pest
control. [tis part of Rentokil's award winning
PestCornect system, which includes
RADAR Connect, a further non-toxic rodent
control solution.

© We have also begun an exciting new
innovation project to bring to market a new
non-toxic redent control unit with the cuter
structure made from recycted polymer,
Throughout 2021, we took this from idea to
successful preof of concept, and signed a
10-year exclusive deal including licensing
and development agreements with a
third-party supplier. In 2022, we will focus
on testing and field trials.

Non-toxic
» Bioctechnology
» Lures
P Heat
?» Precfing/Exclusion

Monitor and
detection
» Beam-break technology
} Scent detection
» Presence detection

Sustainable

» Recyclable materia
» Resistance testing
b Lifetime use

o
i

. !-ﬂ!ﬂ[! ;

Protect your business frbm
the nuisance of birds

Rentokit

Digital
» Cameras

» Remcte management
» Data

® Birds, such as gulls, geese, pigeons angd
starlings, can spread disease with their
droppings, damage buildings and
equipment, create health and safety risks,
and give customers, staff and the general
public a bad impression of a business.
Launched in 2021, Rentoki! Intelligent Bird
Scaring is an effective and non-toxic device
that has been designed to deter birds
without harm, 24/7, and can be controlled
and monitored remately via atablet or
smartphone app. The device has an
intelligent built-in listening system that
recognises different bird species and
identifies the best scare tool from a broad
range of sounds to deter each of them.

Rentokil Initiat plc
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Sustainable
Ronoknirit al offers o range of services thay
sUpport our custaMmors’ own sustairalyiiny
prog emmes. Foriratance.

@ Following the successful launch of Lumnia,
the world’s first range of LED-based insect
controf units, in 2021, Rentokil Initial
continued to build on this innovation with
the launch of Lumnia Suspended. This
celling-suspended unit is specially designed
for use in industriat facilities that have a
zero-tolerance requirement for pests, and
offers significantly reduced running and
energy cost savings compared with
traditional units. By the end of 2021, in total,
260,000+ Lumnia units had been sold since
launch in 2017 across 60+ countries.

© After successful trials last year, we were
pleased to launch Eradico in 2021, our first
global bait box and our first hardware
product made entirely from recycled
polymer, meaning we expect to use 377
tonnes less of virgin plastic each yearin the
Rentokil initial supply chain. This new bait
box meets all required local legisiation and
has improved functionality over traditional
madels. The single multi-functional unit
<an be used in avansty of lacations and
climates and can be used as a connected or
non-connected unit. We were delighted to
see Eradico nominated as a finalist for the
Plastics Recycling Awards Europe 2021,
recognising the innovation in sustainability.

<5

377tonnes

5 af virgem asne cack yoar |
ths— Q:-mcku IrastaLpel, char
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62%

Lu URIE] LED Inmp; save up

COMpas eflwﬂh flLorescent bulb
tubios

750,000

flLorescent tues —which use
met oty — renoved from the
waste stresr, by usirg LED
lamps tratlastthico yoa $
(errsus ong year for the tules)

\Ir
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PianetMark

Monitor and detection
PesiConmect provides a reat-time, eaily

wAaln' ng systom for tho menncring anc contol
of oderts, This cigutal coracted pes!
managemoenrt system offers 247 offochive
maoniloring and fast contra of rodzrt posts
savIng customears time and mancy deadig

Wit VCostly nfestaioss Qur mnovative system
L2es on toxic and higaly targeted tieatmeris
that vty reduce the roderticds impazton
wild ife

PestConnect

As atthe end of 2021, there were more

than 235,000 PestConnect units installed

in €.13,000 sites across the globe (2020:
150,000+ units). This unit complies with the
Campaign for Responsible Rodenticide Use
(CRRU) and can enable customers to reduce
their use of rodenticide by up to 40%.

In 2021, Rentok! and our partner, Vodafone,
began to pilot the use of rich media and Al

to enhance pest control services. This pilot
solution revolutionises the way we can monitor
and diagnose pest issues by directly tracking
rodent activity, uncovering behaviours
through data and analytics, and giving our
technicians a new level of insight.

We have a range of new connected devices
in development including Crawl Connect
for crawling ingects ahd Lumnia Connect
for flying insects, plus new rodent devices.

,.4‘ THINK

agn for Responsibir Podrntgide Use




Digital

Rentok! Initial uses digital technclogy to
impprove the colleagua exporicrce, arhance
services and reporting transparency for

customers. and improve operational officieacy,

Ourwoskioros is enasled with smastphono
toctnolegy and a wide range of apps to
mptove efficiency.

ServiceTrak — cur smartphone field service
app improves preductivity and leads to a more
professional service. This is available across
33 countries with our technicians using the
app to record over 7 million service visits in
2021 —for example, start time, services
performed, customer recommendations,
custamer signatures and end time. In additren,
we have received over 1.6 million responses to
our digital customer satisfaction survays, with
an average score of 4.88 out of 5in Hygiene.

Customer Site Risk Assessment (SRA) app
= has been rolled out to 35 markets where
2.2 million surveys were submitted in 2021,
This has enabled us to remove the use of
paper in our risk assessment process.

Command Centre — brings together the data
from our Internet of Things devices in the field
with .15 millicn records processed each day.
Cloud-based data storage and our own
visualisation toals ensure that we can support
customers with the highest standard of pest
control data analysis.

Continued investment

New Technology Centre

Tho contn -

Strategic Report
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Customer back office automation —we have
begun to take the next step in customer
management by integrating our myRentokil
system data automatically into customers’ own
systems, This is now live with 34 customers,
and successfully automated 164,000 work
orders in 2021.
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Qur rew digital floor plan ap;is
nawy e in 34 markets.,

Digital Hygiene — in 2021, manufacturing was
moved in-house to Dudley Industries in the UK
and design components changed 1o enable

a better cost and scalability. The products
passed Wi-Fi security and CE approval for
Europe. Eight Digital Hygiene products will
now be aligning to the PestConnect-based
technology infrastructure in 2022,
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Environment

Our journey to net zero

Our journey 1o net Zero emissions is not enly the right thing to do for society, but iLis also the right thing for our business. All of our stakeholders
support our environmental ambitions. Over the last 10 years, we have met our targets for 10% {2011-1B) and a further 20% (2016-19) carbon
efficiency improvements and, in 2020, we committed to achieving net zerc emissions from our operations by the end of 20440, Our 2021 TCFD
report can be found gver the following pages including governance, strategy, execuling our strategy, risks, opportunities and metrics.

Our Task Force on Climate-related Financial Disclosures (TCFD}

We are pleased to share our disclosures in
response to the recommendations of the
TCFD. One of our main priorities over the last
year was to commence the implementation,
embedding and tracking of progress against
our plan to achieve net zero by the end of
2040, This has included implementing
country-level operational-based environment
plans around our eight specialist workstreams.

1

Governance

The Remtokil Initial Board has responsibility
for aversight of the long-term climate change
strategy of the Group, including considering
climate-related issues, investments,
opportunities and risks.

In 2021, & Safety, Health and Environment
update was the first item an every Board
agenda. The Board held separate sessions
to discuss and analyse different aspects of
our approach to the environment, including

a progress update on Rentokii Initial's jourhey
to net zero against the key milestones in cur
transition plan. In addition, regional operating
plans, presented t¢ the Board through the
year, included their environmental priorities
and actions.

Both the Audit Committee and the Board
received a paper outlining the accounting
considerations regarding climate change

TCFD index

Governance Describe the Board's oversight of climate-related risks and oppartunities

Describe management's role in assessing and managing climate-related

risks and epportunities.

Strategy
identfied.

Describe the impact of climate-related risks and opportunities on the
Organisation’s businesses, strategy and financial planning.

Describe the climate-refated risks and opportunitias the organisstion has

reporting, following a detailed review, across
the Group. During the year, the Board held an
innovation day that included new sustainable
products and also discussed the investment
and environmentai criteria of the new
Technology Centre, opened in 2021

Our Chief Executive (CEO) has overall
responsibility for environmental, social and
governance (ESG) maiters and our
onerationally focused response to the risks
and opportunities of climate change. However,
our Directors bring a variety of skills and
experience as set out an pages 84 and 85.

Responsibility for the delivery of our climate
change plans is integrated into roles and
responsibilities of senior managers, including:
marketing and Innovation, supply chain, legal
and compliance, communications, and in
particular our country and regional managing
directors. The CEQ’s monthly performance
reviews with each regional leadership team
includes progress against their ESG plans.

The Group’s Executive Leadership Team (ELT)
and Senior Leadership Forum {SLF) meetings
have Environment (following Safety and
People) on every agenda. The vehicle
emissions intensity for the 20 largest
operations have been presented to the ELT
and SLF monthly, for the last three years. This
tracks the vehicle fuel efficiency performance
for each country against the prior year, per
thousand litres of fuei used, per million of
revenue in local currency.

Cur Group Risk Committee considers the risk
framework, including key and emerging risks.
In 2020, the Committee assessed that the risk
profile had increased around climate-related
risks, including local extreme weather events
and potential changes 10 legislation. This led
ta initial work being undertaken in 2021
around climate-related scenaric analysis,
details on pages 62 to 64. This Committee
sits within our goverhance framewaork as set
outon page 90.

An Environment Action Plan Coordinating
Group, consisting of three members of the ELT
and specialists from the eight workstreams,
meet on a quartery basis to review progress.
We have created working parties around some
of the key areas of our approach, including:

® Sustainable Mobility Forum — sharing of
best practice, providing updates on electric
vehicle readiness and product deployment
strategies; and

© Sustainable Plastics Forum —a
Company-wide body working to implement
plans to reduce the usage of virgin plastic
products throughout our business, it sharés
ideas and knowledge beoth internally and
with suppliers.

Engagement with our key stakeholders,
particularly colleagues, customers, suppliers,
shareholders and analysts, about cur
environmental plan, progress and targets
continued throughout 2021 and we welcome
opportunities to discuss and review.

Risk Management, page 73; Governance, page 83 and 92;
Audit Committee Report, pages 104 and 106

Governance, page 92; Audit Comﬁee Report, page 10, T

Our ‘Big Six’ Challenges, page 21

TCFD, pages 6210 64

TCFD, pages 59 to 64; Risk Management, page 78,
Audit Committee Report, page 107

Describe the resilience of the Organisation’s strategy. taking into consideration

different cimate-related scenanos.

Strateqy. page 59; Executing our strategy, pages 60 to 64

Risk

management climate-related risks.

Describe the Organisation’s processes for managing cimate-related risks.

Descobe how processes for identifying, assessing and managing chmate-

Describe the Organisation’s processes for identifying and assessing

TCFD, pages 62 to 64; Risk Management, page 78

Risk Management, page 78; Governance, page 92, -

Audit Committee Report, page 106; TCFD, pages 62 ta 64,
See infographics on pages 59 and 60

related risks are integrated intc the Organisation’s overall nsk management.

Risk Management, pages 74 and 78

Metrics and
targets

Disctose Scope 1, Scope 2, and, if apprapriate. Scope 3 greenhouse gas

Disclose the metrics used by the Organisalion 10 assess chimate related risks
and cpportunities in ine with its strategy and risk management process

Metrics and targets, page 65

(GHG) emissions and the related nisks.

Describe the targets used by thae Organisation {6 manage climate-related
risks and opportunities and performance against targets.
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Metrics and targets, page 65

page 21

Qur transition ta et zera, page 60; Our 'Big Six’ Challenges,
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Strategy

n 2020, we developed a business-wide
cperational approach to environmental
sustainability and 2021 saw us begin to
execute against our new plan. This is fully
aligned with our business plan and
operations, has clear deliverables, and is one
of the ways in which we deliver with impact
out social purpose of Protecting People and
Enhancing Lives.

We believe that our goal to be at net zero
emissions from our operations by the end of
2040 is beld and stretching, given we operate
in B8 countries, including mary Emerging
markets. We believe this will unlock a new
level of energy and innovation as we seek to
establish the Company as the leader in
environmental sustainability in its industry,

Our Environment Action Plan, which will be
delivered through our country operations, is
bulit on three pillars: Sustainable Solutions,
Sustainable Operations and Sustainable
Workplace; with eight workstreams
underpinning them, specific actions and
individual short to medium-term targets.

Strategic Report '

Our net zero plan is underpinned by
a robust commitment to stakeholder
engagement which will ensure, in
particular, that our colleagues are
involved, informed and given the
opportunity ta put forward their
own Iideas.

For the first time in 2021, questions
around our environment activities were
included in the Your Voice Counts
gll-colleague survey, giving us a better
understanding of the views of our
colleagues on our commitments and
efforts towards our climate targets.
These questions found that, after the
first year of executing our plan, among
our colleagues:

85

agreed thal the Company delivers
products and services responsibly
and sustainably”

85

agreed that the Company is
making the right decisions to
ensure we operate as an
enviranmentally friendiy business”

78

agreed the Company is committed
to reducing carbon emissions from
its operations”

*With just 3% disagreeing

Qverarching
long-term goal

e

Three pillars of
specific global
action and individual
short to medium-
term targets

o

Eight workstreams

- managing risks and
opportunities with the
local operations

Executed
throughout
all global operations

—

Ametica

Further activity specific

to Individual territorles

but all supporting the >
cverarching geal

<Zi
) : <
87
Sustainable
solutions

Rentokil tnitial will have net zero carbon emissions
from its operations by the end of 2040

[}

Sustainable
operations

Individual local and regional activities

. Suétéin_able_
workplace

Creating value for
our stakeholders:

- Customers
— Colleagues

—>» Suppliers
and partners

—3» Sharehoclders

— Communities

Rentokil Initia! plc
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Executing our strategy

Our pathway to net zero by the end of 2040
includes a number of milestones along the
way. Key elements of the plan include our
transition to a fow-emission fieet, the
reduction in our energy emissions through

the transition to renewable property electricity,
and reduction in emissions from the use of
chemicals, each of which are underway,

and are detalled below,

Transitioning to an ultra-low emissions fleet
The implementation of pur strategy to
transition our cutrent fleet of internal
combustion engine (ICE) vehicles to vitra-low
emission vehicles (ULEVs) is gaining
momentum. We now have a range of ULEVs
across our fleet including electric vehicles
(EVS), plug-in hybrid EVs, non-plug-in hybrids,
e-matorbikes, hybrid motorbikes and e-trikes.
157 ULEVs were delivered in 2021 (total now
177), with our businesses in Europe and the UK
leading the way.

One of our key transitional risks is access to
suitable low emission vehicles. Battery electric
vehicles remain our primary focus, secondly

Illustration: our transition to net zero

2021

Sustainable operations

Mobility

- Sustainable workplace

' Prpperties
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First coumry. with Tully
Tenewable electricity

plug-in hybrids and then, where technology is
not readily available or not yet cost effective,
non-plug-in hybrid products will be used to
reduce our CO, emissions, We have also
considered the reputational transitional nsk
of not having a more sustainable fleet.

Although the EV market has good product
coverage for cars, and increasingly small vans,
we anticipate from 2023 larger electric battery
vans will have better capability and we are also
lopking at hydrogen vehicles as an aiternative,
as they become viable. In 2021, we aiso
commenced a pilot of natural gas vehicles,
giving us further options for ULEV fleet
vehicles.

In addition to our transition to ULEVS, we have
a number of regional initiatives to implement
telematics on our vehicles, delivering major
benefits in vehicle emissions, driver behaviour
and route management, We have also
completed implementation of Solight boxes on
trucks, which provide a 15% weight reduction.

© EV cars are becoming cost effective in
many markets

®© Small-mid size vans available in certain
regions; however, larger EVS have some
wayio go

2025

ot

2030

c.1 00%

© Battery technology is continuing to Improve
range in all segments

@ Charging infrastructure still requires major
development

© Hydrogen being analysed (2025--2030)

© Our immediate target is to achieve 10%
ULEV giobal fieet by 2025

@ To reach c.100% in the UK and EU by 2030

Renewable electricity for our properties
Qur approach to reducing our emissions from
purchased electricity is to introduce green
energy or renewable tariffs for our owned
buildings, with the focus on our top 20
countries (accounting for over 85% of our
global electricity consumption), Three of these
operations have already begun to transition.
ftaly is our first country to he 100% renewable,
In Australia. our main Sydney and Melbourne
branches use fully renewable electricity, and
our operation in the UK is st over 90%
renewable electricity. In countries where
renewable opporiunities are extramely limited,
due to energy supply arrangements and/or
cosl. our short-term focus is on reducing
energy consumption through on-site options
such as solar.

and Europe

fleet ULEV

Renewable electricity
in major markets

of properties
renewable energy

2040
Net zero
achieved



As an example, this has been the approach we
have taken for cur new buildings in the UK,
where our newly built Technology Centre uses
phetovoltaic roof panels and, at cur head
office in Crawley, we have introduced solar
panels on the roof as well as e-charging points
in the car park.

As well as focusing on energy efficiency at cur
larger facilities, we are also prioritising energy
savings that we can make at a local level.
These include installation of LEC lighting in
branches and warehouses, and new systems
to switch off lights, heating and air
conditioning, with motion senscrs to switch off
autematically.

Ourimmediate target is to have 5-10 major
markets use {00% renewable electricity by
2025 and we currently estimate transitioning
¢.90% of properties by 2030.

Reducing our use of chemicals

Included in our pathway to net zerc is not
only our approach to reduce emissions

from our proepetties and fleet, but also the
emissions frem fumigation services provided
10 customers, 2021 saw the Introduction of

a hew system 1o track our chemical usage
across our top 20 operating countries
{equating to 90% of Group Ongeoing Revenue}.
This greater analysis will enable us to target
reductions in those chemicals that have the
greatest environmental impact.

We currently estimate that, due to developing
new more sustainable solutions for use in
fumigation, we will have reduced emissions
from fumigation by 70% by 2030. We believe
we are leading the pest control industry in
targeting these allernatives, which are often
safer to use as well as less carbon-intensive.
See page 65 for further details.

Other initiatives

Reducing our waste

Rentokil Initial is committed to reducing its
envirenmental impact from waste and is
continuing to make steps in this area. All our
regions have begun to implement action plans
1o reduce, recycle or reform waste materials
that would have previously been destined for
landfiil.

In 2021, in Neorth America we appointed a
single waste management provider to drive
improvements across our property partfolio.
There are now 136 locaticns covered with 18%
of overall waste reported. Total recycled
velumes have reached 71% in Europe,
including battery recycling reaching 50%.

We have also established a Sustainable
Plastics Forum to menitor cur usage of virgin
plastics and initiate proposals to reduce our
consumption. Following suggestions by
colleagues on how to reduce our use of
product packaging, sc far, we have reduced

Strategic Repart

Uruguay

Entering the Pest Contrel market in 2019 and
adding Hygiene in 2020, our businessin
Uruguay today has around 135 colieagues
servicing shipping, retail and healthcare
companies.

In 2021, the team launched a new electyic
fleet of three-wheel vehicles plus two
four-wheeled light trucks representing
arcund 30% of their fleet. Not only will this
change see substantially reduced emissians

and maintenance costs compared to
motorcycles, but feedback from cur
technicians has been excellent as they
expect to be more efficient; they can travel
comfortably In the rain and carry more
equipment with them.

The new fleet has been quite an attraction
in Montevideo, attracting much admiration
from passers-by!

71

Recycled volumes have reached
71% in Europe, including battery
recycling reaching 50%, and 43%
in the Pacific

10tonnes

We've reduced our plastic
packaging by 10 tonnes annually

200,000

hiygiene units refurbished over
the tast four years 1n France and
Italy

aur plastic packaging by 10 tonnes annually.

In the last, each individual RADAR pest control
unit would be packaged in plastic, but today
they are supplied in batches of 10 in a box.

in 2021, our France Workwear facilities made
strides in arganising waste to minimise the
amount being sent to landfill, while increasing
our cooperation with our suppliers to ensure
sustainable waste treatment. Secend-hand
textile items that still meet quality standards
are retained to be rented. Those garments,
along with flat linens, that cannot be retained
are recycled, making Rentokil Initial the only
company in the industry in France to achieve
this. In 2021, 435 tonnes (96%) of textiles were
recycled.

Working with suppliers

In 2021, we established new standards 1o
apply to all cur global suppliers, ensuring

they all meet comprehensive requirements

for accreditaticn, performance tracking and
sustainability improvement plans. Heading into
2022, we lock to ensure that all of our criticat
suppliers have environmental improvement
plans in place.

In additien to reducing our emissions and
waste produced by our operation, our
industry-leading centre for science and
innovation, the Power Centre, has 100%
of projects withirs the innovation pipeline
as sustainable.

Rentokil Initial plc 61
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Climate-related risk
management

Climate-related risks are identified and
analysed by our operationai and functiona!
teams. Far example, cur supply chain and
procurement teams identify risks relating

to the resilience of supply and access to
materials, whiie our country and regufatory
teams identify risks related to new laws and
regulations, such as city-based low emission
zones and associated access charging for
commercial vehicles,

Risks and opportunities are discussed at the
relevant Boards — Category Boards for Fest
Control and Hygiene & Wellbeing, as well

as the Executive Leadership Tearm, Audit
Committee, and the Board of Directors.

There are two broad areas of climate-related
risk:

1. Extreme local weather conditions,
presenting potential health and safaty
hazards to our ¢olieagueés.

2. Legislation and changing expectations,
requiring the business o aiter its methads

of operation.

LONG-TERM

CLIMATE RISK

SHORT-TERM MEDRIM-TERM

Physical Climate Risk Assessment

This year, Rentokil initial commissioned an
external specialist organisation Verisk
Maplecroft to conduct a Physical Chmate Risk
Assessment as a pilct to help the Company

to understand the inherent risk profile, based
on two Metropolitan Statistical Areas (MSAs)
in North America (New York and Las Angeles).
as well as specific reviews of each of the 33
facility locations located within them.

Impact of climate change

January
R f
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The results reinforced the Company’s own
analysis that the risk 1o the wider business was
localised and unlikely to be material at a Group
level, with most properties and customer
bases not being at direct risk. i found thatthe
majarity of risk, such as the increased threat

of heat stress, would reguire the Company to
provide mitigations in support of colleagues

in the field. We plan to buiid on this analysis in
future years (see mitigation ¢ase study below).

The study

This study adopted a data-driven approach to
identify and analyse the most material physical
climate risks facing our operations in the two
areas and how those risks may manifest
differently under threg emissions scenarfos
through to 2100. The physical risk survey was
conducted across 16 climate risk areas, both
acute and chronic.

Acute risks are typically high magnitude/
severity events that occur over & short period
of time, including:

© Coastal flopd hazard

@ Extratropical cyclone hazard

© Flood hazard

@ Severe storm hazard

@ Tropical storm and cyclone hazard

D 'Wildfire hazard

Chronic hazards are those that typically occur
over a prolonged period of time, including:

® Climate change exposure

® Cooling degree days {current and future
climata)

@ Drought hazard

© Heating degree days (current and future
chmate}

@ Heat stress [current and future climate}

©@Sealevel rise

© Water stress

Fiooding along the River At
«ngulfed strects and hom.

Augqust
Over a million homes in the Soutie
The stonim travelied up the

() to subway stations #
ded in New Yark.

December

sper Typhoon Raiin the: Philippines /-
ia resulted in many of our cofle g es
being affected.

ol
hil

Cur approach to risk management is co
i mare detail from page 73.

Scenarios for each MSA

The study identified risks and how those risks
may manifest differently under emissions
scenarios: RCP2.6, RCP4.5 and RCP8.5.
These RCPs [Representative Concentration
Pathways) represent three potential
trajectories of global emissions set by the
IPCC. The pathways describe different climate
futures, based on how aggressively the world
maves to reduce emissians. The data provided
was broken down for each MSA and 33 facility
locations. See further details opposite.

The safety of our colleagues bas always been
our first priority. Recognising these increased
local operational risks will ensure that cur
colleagues always remain safe when carrying
out their roles. This pilot climate scenario
reportis part of our work to gain a greater
understanding and consideration of climate
risks.

In addition to this external study, an internal
Climate Change report analysing the potentiai
risks [o the wider Company was produced in
2021, This study found ‘minimal to moderate’
risk to the Company as an ongoing venture,
with any potential effects having fittle
disrupticn to our global cperaticns.

The disaggregated ‘multi-locai’ nature of
our operations makes it difficult for a single
climate event to pose a material threat to the
Company. Qur two central warehouses (the
only iccations nearing material value), in the
UK and Belgium, were determined not to be
at any major risk of environmental damage,
and emergency plans are in place should
any unpredictable events occur.

Mitigating heat stress

The risk of extreme heat events is
projected ¢ become more frequent and
intense under all emissions scenarios
{see page 63). We already operate in
parts of the world where extreme heat
is commoh at cerlain times of the year.
Forinstance, in the Middle East, during
the summer months, all field colleagues
are scheduled not te work outside
between noon and 2pm and training is
provided to all colleagues on staying
healthy during the summer {rehydrating,
sun proteciion, etc.). In Australia, we are
currently intraducing warkwear uniforms
made of hghter weight fabrics that have
specialist cooling technology.
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In the New York—Newark-Jersey City MSA it
was found that under all emissions scenarios
annual precipitation is expected 1¢ increase,
as is the proportion falling in extreme
events. This will amplify localised flood risk,
with culverts, sewers and basements
becoming more prone to localised flash
flooding and therefore increasingly
hazardous. Increases in sea level in the
region (see chart) are projected to bhe among

llustration: Los Angeles

Los Angeles-Long Beach-Angheim Sea Level Rise {in cm)
0
50 d

50 /
40 /

30

Heat stress

Increasing rates of heat stress
expose employees to health risks,
can lead to additional operational
costs, and may prempt regulatoery
changes in the long term

Days on which extreme temperatures
occur are projected to almost double
under all scenarios by 2045

Water stress

Shortage of water supply can have
broader implications and long-term
trends such as population rise are
likely to drive greater water stress

Though not significant, drought
length increases under all emissions
scenarios, as does heatwave
duraticn, suggesting water resources
could be placed under additional
strain

Coastal flood

Ceastal inundation can cause
significant damage to properties
and transport infrastructure

Sea level rise of up to 32cm by 2045
increases potential for more frequent
and severe coastal flooding

rising sea levels. These factors also present

the highest in the nation, suggesting densely
populated, low-lying coastal communities will
be increasingly vulnerable to coastal erosion
and inundation during high tides and storms.
Establishing systems and protocels to be put

a risk to the general ability to carry out our
services in the local areas, should water
levels rise sufficiently to disrupt or domage
local infrastructure in these areas.

in place in the event of a sudden increased
floed risk will likely become important in
maintaining safety standards heading into the
future, both in the New York MSA and other
regions that face increased precipitation or

Key risk issues

Implications for Rentokil Initial
operations

Climate change cutlock

Heat stress

increasing rates of heat stress
expose employees to health risks,
can lead to additional operational
costs, and may prompt regulatory
changes in the long term

Days on which extreme temperatures
occur are projected to aimost double
under all scenarios by 2045

e
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In the Los Angeles—Long Beach—Anaheim
MSA, extreme heat events are projected to
become more frequent and intense under all
emissions scenarios. Wildfire risks are likely
1o be amplified as higher temperatures,
longer heatwaves and shifting rainfall
patterns increase regional aridity. Larger and
more frequent wildfires have the potential to
affect larger areas. The greater risk is that of
increased heat stress, as a result of higher

Drought Shert-term aridity can compound Drought length falls under all
long-term trends such as emissions scenarios, but heatwave
popuiation rise that drive water duration is projected to increase from
stress 20.4 days to almost 85 days in 2045

under RCP8.5

Water stress  Shortage of water supply can have  Theough not significant, drought

broader implications and long-term
trends such as population rise are
likely to drive greater water stress

length is projected to decrease under
all emissions scenarios, but heatwave
duration could quadruple under

RCP8.5

temperature scenarios. The dangers posed
by unventilated work areas are already taken
into consideration when conducting health
and safety surveys before each job, due 10
the nature of some pest control treatments.
Expanding this to include heat risk would be
possible within the existing health and safety
systems we have in place. The demands on
air-conditioning both for vehicles and
properties could rise.

As 2021 has clearly shown, the increased
temperature in already dry areas presents

a serious risk of local wildfire outbreaks

that represent a significant threat to public
health including colleagues and customer
residences, while the associated smoke can
cause widespread and prolonged episodes
of poor air quality that can negatively impact
public heaith.

Rentokil Initial plc
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Responsible Business
continued

Financial impacts of climate-related risks
In 2021, both the Audit Committee and the
Board received a paper outlining the
accounting considerations regarding climate
change repoerting, following a detailed review
across the Group. This included:

@ our current understanding of the impacts
of climate change;

O the dynamic of the Rentokil initial business
model presenting higher or lower impact
risks;

© the applicable accounting standards; and

D how we have tied these impacts to the
materiality of the business, its assets and
liabilities.

These findings were used to establish any
adjustments required and what reporting is
necessary in our Financial Statements for 2021
under a 1.5-2.0-degree celsius pathway.

In addition, each element of the Company's
commitment to reach net zero by 2040 was
evaluated, to identify if any of these items
were expected 1o be materially impacted

in a negative of pasitive way by weather,
legisiative, socielal or revenue/cost changes.

Although our goal to reach & fully electric fleet
would represent a sigrificant impact on cost

if undertaken fully in the shert term, our
commitment to phase this tramsition in over
the next two decades enables us 1o take
advantage of new and improved technologies,
as well as falling costs for ultra-low emission
vehicles, Over this time frame, the costis

no longer deemed significant beyond the
standard existing replacement of vehicle
costs.

Overail, the conclusion of the review was that,
while there will undoubtedly be impacts on the
Company, the highly disaggregated nature

of the operations of the Group significantly
reduces the risk profile of the business toa
impacts from weather-related changes.

We have considered the impact of climate
change on the Financial Statements and

we have concluded that there is no material
impact. See Basis of Preparation on page 155,

The changes necessary to achieve net zero
will not have a materiaily adverse impact
on the cash flows of the Group and indeed,
warmer climates may present some
oppartunities. Societal and legislative
impacts are not felt to have a materiai
impact on any one segment,

@ For further detalls see Risks ang
Uricertainlies on pages 73179 0 7 -
viabuily statement g~ page 80.
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Environmental legislation and changing
expectations of customers and society
Our Physical Climate Risk Assessment
identified the possibility of increased or
changed legislation arcund the eflects of
climate change both in the fields of worker
safely and property malntenance. Rentokil
Initial will continue to monitor any such
changes to ensure we continue to remain fully
compliant with alf iocal, regiconai and national
regulations. This risk is uniikely to be material
at a Group level.

5]

Climate-related opportunities

This year, as part of our wider review of the
impacts of climate change we also looked at
the opportunities for our business.

Pests are more of a burden in warmer climates
and therefore, the impact of climate change is
a factor in the growth of pest management.

Warmer temperatures mean longer breeding
seasons and lower mortality rates during the
milder winters. Along with growing
urbanisation, this will drive more infestations.
More volatiiity in temperatures and
precipitation also has the potential to change
the pest mix and demand for pest controi over
the medium to long term.

With market-leading positions in pest control,
hygiene and weilbeing around the globe,
Rentokil Initial can play an impertant role in
helping customers to mitigate the effects of
global warming on their businesses and on
public health.

The tiger mosquito has heen one
of the fastest-spreading animal
species over the last two
decades. This is the mosquito

that brought Chikungunya
disease to Haly in 2007

J The Company is already seeing the impact of
warmer temperatures. For instance, increased
survival rates of mosquitoes and other insects
in southern Europe, and rising concerns akout
vector-borne diseases. In the US, we are also
seeing an increase in mesquitoc populations
being repotted due to increasing amounts

of standing water following more severe
hurricanes and storms.

One of the best examples is the Asian tiger
masquito. The native range of this mosquito
is throughout the tropics of Southeast Agia,
the Pacific and Indian Ocean Islands, narth
through China and Japan, and west to
Madagascat.

However, the tiger mosguito has been one of
the fastest-spreading animal species over the
last two decades. To date, it has spread to at
least 28 countries outside its native range
around the globe. This is the mosquito that
brought Chikungunys disease to italy in 2007,

As with mosquitoes, flies thrive in warmer
climates. According to the WHO publication.
‘Public Health Significance of Urban Pests’,
clhmate change may have & significant
impact en {ly populations. A statement by
the WHQ, using predicted valuas for warmer
temperatures, forecasts a potential increase
in fiy populations of 244% by 2080, compared
with current levels. If this were to occur,
concomitant increases in fly-borne diseases
would be expected.

@ See Service and innavation far
custamers or page 55 for further
infarmatior about our suistainable
mnovations. designed ta meet the needs
of our customers and their cwn
sustainabihty ambitions.

|
|

244,

A statement by the WHO, using
predicted values for warmer
termperatures, forécasts a
potential increase jn fly
populations of 244% by 2080
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Metrics and targets

For over 15 years, we have published our
emissions data and we continue to improve
the quality of cur environmenta! reporting.
To further improve and extend our reporling
we will be introducing a new technology
platform in 2022 to capture the wide range
of safety, health and environmental data.

The Company first set an emissions target

in 2012 of a 10% reduction in our emissians
intensity index by 2016, which was achieved
in 2015. Then using 2015 data as the baseline
it set a five-year emissions target 1o achieve
a 20% reduction in this intensity index by the
end of 2020, which we achieved a year early.

In 2020, the Board set a new target to reduce
the emissions intensity index by a further 20%
by the end of 2025 (using 2019 data as the
baseline). As of the end of 2021 this index

had reduced by 14.4% and, once the impact

of our renewable contracts are included, this
increases to a 14.9% reduction, since 2019.
Our absolute emissions figures have increased
in 2021 reflecting the 52 acquisitions made
this year, which has contributed to an increase
in fuel usage. In addition, as our data capture
becomes more robust we have included
emissions from aviation fuel used in
large-scale vector control aircraft in the USA,

Our emissions are derived from the use of
energy in our preperties and vehicles and
through e use of chemicals in fumigation
projects. Our abselute values of tonnes of CO,
are reported using UK government conversion
factors for greenhouse gas reporting and
International Energy Agency conversion
factors for non-UK electricity.

The Task Force on Climate-related Financial
Disclosures (TCFD) recommendations set an
important framework for understanding and
analysing climate-related 7isks, and we are
cemmitted to regular, transparent reperting
to help communicate and track cur progress.
The information set out on pages 58 to 65 in
this Annual Report and Acceunts 2021 aims
to provide key climate-related information
and cross-references to where additional
information can be found. In this context,

we have considered our ‘comply or explain’
obligation under the UK’s Financial Conduct
Authority's Listing Rules, and confirm that we
have made disclosures cansistent with the
TCFD recommendations.

Fumigation-derived CO, emission

Several of cur operations provide fumigation
services that use sulphuryl fluoride (SF) as
the fumigant.

Firstly, guarantine fumigation of items such
as machinery which are being shipped
internationally and where the use of SF

is specified as a requirement by certain
destination countries to prevent the spread
of invasive pests, and secondly, for the
control of termites in buildings and other
pests, e.g. in food precessing facilities.

Strategic Report oo s T :

Index of CO, emissions per £m revenue
2021
75.05

2018 2017
87.04 100

2020
75.36

2019
8775

Intensity indicator

The indax of CO, emissions is calculated as an index of kilagrammes per €m revenue on a constant
exchange rate (CER) basis, providing an accurate like-for-like performance compariscn, remeving the
variables of currency, divestments ancl acquisitions.

Absolute values of energy and fuel-derived emissions

— tonnes of CO, emissions

Type of scope 2021 2020 2019 2018 2017
Total Scope 1 184,438 170,655 176,599 160,024 164,745
Total Scope 2 15,622 15,581 17.289 16,604 17.638
Total Scope 3 48,289 43,262 44,094 40,270 39,916
Total outside scope 7,299 5,787 5122 5,238 5,084
Total — all scopes and outside scope 255,648 235285 243,104 222136 227383
Total Scope 2 market-based emission

reduction {1,292) 0 0] o] o]
Total — all scopes and outside scopes

{once market-based emissions

deducted) 254,356 235285 243104 222136 227383

Scape 1 - emissions fram our vehicles and the operation of our facilities, with the majority of emissions
derived from the use of petroi and diesel across our fleet, with a small amount of gas, fuel oil and LPG.
For the first time Scope 1 also includes emissions from aviation fuel used in large-scale vaector contral
aircraft in North America {covering 2019-2021).

Scope 2 — emissions are derived from the purchase of electricity, reperted using location-based emission
factors. For the first time we are able to include reductions from our first renewable energy electricity
contracts. See page 60 for details

Scope 3 - Transmission & Distribution (T&D) and Well to Tank (WTT). This year we have started a
programme which will begin te measure Scope 3 data In mare detail and enhance future reporting.

See our Responsible Business Report for more details.

Total outslde scope — biogenic emissions.

Total — all scopes and outside scopes — consolidation of all the above scopes with ne emissions deducted
for renewables, to allow for direct comparisons across the five years

Market-based emissions (deductions) — emissions deducted under the renewable electricity contracts
we have implemented in the UK, Italy and Australia

UK and global energy consumption
In 2021, UK emissions accounted for 23,822 tonnes of CO, {2020: 25,056) representing 9.3% of
global emissions. Global energy consumption was 859,199 MWh with the UK representing €.7%.

Total energy (MWh) Energy 2021 Energy 2020 Energy 2019

UK and UK and UK and
Source of energy Group offshore Grouo o*fshore Group offshore
Scope | — energy consumed
from combustion of fuel or
the operaticn of a facility 811,963 77601 744402 82,350 760,926 81,529
Scope 2 — energy consumed
resulting from the purchase
of electricity 47,236 5,377 47366 4194 51522 4,438
Total 859,199 82,978 791,768 86,544 812,448 85562

Total energy — includes all activities for which the Company is responsible, as detalled in Scope 1and 2.
The energy consumption is calculated using electricity purchased {(kWh) and fuel volumes converted to
kwh using the UK government GHG Conversion Factors for Company Reporting, presented in MWh.

CQO, emissions from the use of SF were
792,744 tonnes in 2021(2020: 814,700
tonnes'; 2019: 548,449 tonnes; 2018:

363,339 tonnes; 2017: 481,390 tonnes).

Although a number of fumigation orders
scheduled to take place in 2020 were
delayed to 2021 as a result of COVID-19
restrictions, this year's reduction was
delivered through transitioning away from
SF usage in our established markets and
those where local regulations and customer
demands make it possible.

The most notable success of this strategy
was reductions in SF usage of nearly 40% in
both France and Germany during 2021. This
was achieved principally through switching
away from fumigaticns to chemical-free heat
treatments. The Company continues io
target a 70% reduction in fumigation-related
CO, emission equivalents by the end of
2030 and the full transition to net zero by
2040.

1. Cur 2020 reported figure has increased as
a result of an acquisition where its usage had
not been included in the previcusly reported
2020 data.

Rentokil Initial plc
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Responsible Business
continued

Communities

Living our vaiues

Qur appreach to chatitable and community
support is in line with our core social purpose
—10 Protect People and Enhance Lives. We
afso aim to make a meaningful contribution

1o the local ecenomy and to support
communities in which we operate. In 2021,
we were proud to sae the ongoing efforts of
our colleagues, demonstrating our values and
culture in support of thelr local communities
and charities.

Rentokil Initial Cares is our charity and
community programme which works alongside
colleagues’ own efforts locally, as well as
national and global initiatives. It supports
charitles and good causes which have
significant impact in many parts of the world,
such as protecting families from the threat of
maiaria in Africa (see page 68, Malaria No
More UK and reducing deforestation in the
Pacific and Africa (see page 67, Cool Earthi.

This innovative programme was launched in
2019 and uses the Company's unclaimed
shares and dividends to support our partner
charities with a network of local ambassadors
coordinating and championing the
programme.

Better Futures is our community health and
hygiene education programme in Asia. First
launched in 2013, to date more than 27,000
people have participated in its educational
events. In 2021, the Better Futures team,
while continuing with their ongoing education
initiatives, chose to provide direct support
to two orphanages in Bangalore, India. The
denation of £2,000 helped to provide food
and safety for the most vulnerable children
in their community, while also assisting the
wider equcation programmes for women

27,000:

people since 2013 have participated
in Better Futures, our community
healih and hygiene education
programme in Asia

:361,000

charitable cash donations in 2021
(including matched donations)
(£184,000 in 2020)

£2.5m

worth of PPE was donated to
hospitals across India in response
to the COVIDA19 crisis

66 Rentoki Initial plc
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Steptomber

181 colleagues in Australia completed
41,081,291 steps and raised $35,000,
supporting people with cerebral palsy.

Hometown Heroes

A month of activities by colleagues
in the US supporting their local
public sector workers. 96 teams of
colleagues supported more than
3,200 ‘Hometawn Heroes’ with gift
packs and donated services.

and chitdren that the orphanages undertake. [
Additionally, support was given to a child

safety charity in Taiwan, a medical facility in i
Thailand and a support centre for the disabled

in Indonegsia among other areas,

Charitable cash donations in 2021{inciuding
matched donations) amounted to £361,000
(£184,000in 2020) ~ this excludes the
provision of value-in-king and managemen?
time, as well as colleague-geherated
donations and efforts, which have both been
particulariy significant this year with the Race
to Kigali ([see page 68) among other initiatives
that have been spearheaded by our
colleagues. Our Community Involvement
Policy sets out our principles for positive
engagement.

international charities, Rentokil Initial also
supperts colleagues and communities with
disaster relief. Like many across Europe,

we were shocked at the devastatian caused
by the local flooding that took place in and
around the river Rhine in 2021 While we
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As well as supporting local, national and }
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Hoddesdon Round Table Pedalo
Challenge

Intrepid colleague Steven Willis entered
the Guinness World Records by travelling
128 mifes aiong the River Thames.ina
pedale, for Mudlarks, a Hertford-based
charity which supports adults and young
people with learning disabilities.

The London Marathon

Three colleagues completed the London
Marathon in 2021, raising more than
£8,000 for Cool Earth, Malaria No Mare
UK and Get Kids Going

colleagues were harmed during the floods,
many had their homes and vehicles damaged.
Qur German team was quick to respond,
setting up an internal task force to ensure

the safety of our colleagues.

Offers of support came from across the
business. We have 3150 supported colleagues
in Asia who lost homes and possessions
following the Super Typhoon Rai and donated
PPE worth ¢.£2.5m to hospitals across india in
response o the COVID-19 crisis in the country.
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Our partnership with Cool Earth: Protecting biodiversity

7021 marks the fourth year lhat Rentokil
Initial has supported the climate change
charity, Cool Earth, working to protect
endangered rainforests. Since 2018, by
working with the local in-forest communities,

we have supported the protection of over
42,000 hectares of rainforest, consisting

of 20,224,222 trees. We have supperted
sanitation and water projects in Papua New
Guinea, established sustainable local

Supporting local anct ingdigenous
people in their work to protect over
800 acres of rainforest, preventng
the release of the equivalent to
228.280 tonnes of carban.

Rentokil Initial partners with Cool
Earth, backing the people of
Wabumari in Papua New Guinga in
thelr fight against deforestation.

businesses in Mozambique and provided
medical supplies during the COVIDA19 crisis
to communities in Camercon.

Investing in sanitation projects,
providing community members in
Watumari access ta training and skill
building to build toilets and waste
systems that are resistant to flooding.

—@ @

Supporting women in the community
to grow a sustainable income by
producing and selling coconut oil

at local markets.

' N

A

Through its partnership with Cool
Earih, Rentokil Initial is working
towards the most urgent of the UN's
Sustainable Development Goals.

- w;&

O

Funding the installation of sevan
9,000 iitre ranwater-harvesting tanks
to provide clean drinking water
dunng droughts.

~

Rentokil Initial extends its community
support to back people in
Mozambigue and Cameraon in their
efforts to halt deforestation.

Community members in Cameroon
estabiishing cocoa and fruit tree
nurseries with new sustainable and
profitable agriculiural technigues

Funding 20 beekeepers in
Mozambigque to provide them with
technical skills for honey harvest and
a sustainahle way of earning a living.

Supporting Coof Earth’s biodiversity
officers in Wabumar to help
comimunity membaers keep an eye
on the wildl.fe that shares their forest

&

834 households received food
support in Camercon. Much needecd
health supplies wore delivered
including 5,000 face masks. 500
sanitary pads and 5,000 bottles of
hand sanitiser. 300 children received
free malaria testing and instant
treatment.

24 handwash faciiity stations across
eight villages in Papua New Guinea
have been built with 2,649 people
having access to clean, drinking
water as well as COVID-19
information.

A 4

¢ &

Woark is underway to establish forest
conservation programme activitics in
Papua New Guinea with training for
forest guides and research assistants
to set up forest health and carbon
plots to moniter and survey plants.

In Cameroon, 15 cormmunity
rainforest education and control
groups have been formed.

Ten community tree nurseries out
of a target of 20 have heen
established so far

W

Supporting communities in the
rainforests of Papua New Guinea
and Cameraan, the custedians of
over 42,000 hectares of rainfarest,
20,224,222 trees and over 8 millian
tannes of carben stores.
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Responsible Business
continued

Making Malaria No More, Qur largest fundraising event: Race to Kigali

Since 2010, Rentokil Initial has supported
Malaria No More UK in its mission to fight the
deadly global disease malaria, raising around
£500,000. This year, we were plessed to
undertake our biggest-ever charity event,
the Race to Kigali.

It was inspiring to see more than 2 000
colleagues from arcund the world, in teams
of 20, join the Race to Kigall — covering the
distance from our UK HQ to Kigali, proposed

The Mighty Turtle
Malaysia

m‘ ey ‘. .“

Sole Survivors
North America

Team MBIO INGWE
Philippines
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venue for the Commaonwealth Heads of
Governiment Summit, from running and

walking 1o horse riding and rock climbing,

coming together, not only for a fantastic
cause, but to have some fun and engage
in & bit of exercise.

The initiative raised more than £200,000
10 help the ongoing fight against malaria,
including funding frem the RI Cares fund,
making it our most successful fundraising

The RAISA

- Tartan Outlaws
atland and Northern Irejand

event. The funds raised witl be used to
support awarcness, prevention and treatment
programmes in Zambia and Kenya, as well as
the Draw the Line campaign, which werks to
inspire young people to call on world leaders
to work to end the threat from malaria within

a generaton,

In it for the BuzzI!
Scotland



Turn Back Covid
Indonesia

Hall of Fame

Thank you to all our

104 amazing teams
GoFAR {Indonesia)

Turn Back Covid {Indonesia)
Skeptical Technical

ROW Kings of Kigali

The Rita Road Fit Fat

& Elderly Dream Team
UNCANNY WARRIORS!
Team MBIC INGWE
Hygiene Maniac

Tartan Outlaws

Rod Hot Chitti Steppers10
Steps to Kigal

Teen Squad (Indonesia)
Colombia

Team Carpe Diem

The Speed Racers

in it for the Buzz!!

Simply the Pest

Sydney Swifts
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Aussies Against Mozzies
“The Road to No Malaria”
by Walking Heads

Kigali Wanderers

HR Hornets

KICKIN'IT TO KIGAU
Cragonflies

Vikings Have More Fun
The Producers
NOsquitos

Maozzie Smashers
European Dream Team
Run ta Afica
TrackersontheDOG

ON TIME IN FULL

Team Singapore

GREAT WALL-kers of CHINA
Pest Efforts

Mot Fast, Just Furious
Globsatrotters

Narthern Walkers
THY_Walker

The Simon Mwago Striders
We need more bikers
Danish Dynamite

Sweden Red Viking

Europe Unlocked

Ren to kill Malaria

The Mighty Turtle

Narthern Lights

The RAISA

MENAT Mirages

Don't stop me now
Woncderful Indonesia

RNA Roadrunners

ROar

Brazil Vector Pest Busters lil
Team IMBARAGA
F¥STAYHEALTHY
Athleticism Anonymous
9000km — So that's 0006km
Downunder?

Sweden Green Walkers
Ready Steady Graw

GREAT WALL-kers of CHINA

Hong Kong

TAIWAN NO. 1

Sole Survivars

Slow Patrol

Brazil Vector Pest Busters
Brazil Vector Pest Busters Il
Twisted Blister
RIHK-5ales

RIHK — Alliance

Pirates of the Caribbean
| Love You 9000c
MarchdHealth

Rentokil Racers

CR Liga Team

Healthy Hunter

The HR Globetrotters
Battleship Branch
HKPCOPS

Ticos Against Malaria
Love from the Heartland
Titans

Kita Boleh

Ini Kigah Lah!

Team HAKUNA MATATA
Azteca Runners
Musang King

RIHK —Finance
#LUASKAN KUASAMU
Sunda Empire
Marnigu Power
HCORE

Maya Runmners
Mosquirix
Yogyakarta

Hyrule QA Warrors
Cikarang RICI

The Fab xb

RICO 515

Glutton

HR Power

ES The Roadrunner
Pancla

Happy Feet

HR Team

Walkers
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Responsible Business
continued

Governance, trust and transparency

Governance and policies

We ensure our responsible business

priorities are part of our overall governance
arrangements, the cornerstone of which is

the Code of Conduct {availlabie in 16 local
languages and supported by training
programmes). The Code of Conduct sets

aut a fundamental commitment to comply
with all legal requirements that apply, and to
operate with high ethical standards. It outlines
responsibilities to colleagues, customers and
the business, and highiights our determination
tc establish our values of service, relationships
and teamwork, and a culture of integrity,
everywhere within the business.

We have a rigorous policy framework for each
of our key sustainability priority areas. We
review policies periodically to ensure they
meet current best practice and legislative
needs and our technical and safety standards
and practices often exceed local regulatory
requirements. By establishing clear policies
and procedures in areas such as ethical
conduct, human rights, data security and
suppliers, and by reporting openiy on our
progress, we can reduce tisks to our busingss
and our customers.

Our Supplier Code is designed to ensure aur
suppliers’ standards align with cur Code of
Conduct. Availatle on our website in 18
languages, it autlines the standards and
controls we expect within their operations.
Since March 2419, we have required all
critical suppliers and major local suppliers

lo acknowledge receaipt of, and compliance
with, the Supplier Code. In 2021, it was
updated and re-issued to expand the remit of
the environmental section and include new
sections on quality of products or services,
Zero tolerance on tax evasion and protecting
personal data. We inspect tangible aspects of
the Supplier Code, such as safety standards,
during periodic audits of critical and major
suppliers.

During the year we also launched a supplier
Speak Up service and encourage all supplier
employees or other stakeholders te report
genuine concerns over malpractice, ilegal
acts or failures to comply with recognised
standards of ethical behaviour that they
observe at any peint within our global supply
chain.

A full list of our key policies is available on our
website. We monitar our impact using the
performance metrics summarised overleaf and
shown in this Responsible Business section.

Management and compliance

Adherence to corporate policies and the Code
of Conduct is reinforced by an annual Letter of
Assurance, signed by senior management to
confirm that they personally, and thase they
are responsible for, are aware of and
understand what is required of them, and have
complied with it. They must provide details of
any areas of non-camipliance or uncertainty.

Manitored by the Company's Group General
Counsel and internal Audit team, adherence
is supported by mandatory training on the
U+ learning platform,
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A review of the piocess is provided (o the
Audit Committee each year. The Internal
Audit team afso manages the confidential
independent whistleblowing reporting
channel, Speak Up (sec page 110 of the Audit
Committee Report). The Chief Executive has
Board responsibility for our responsible
business approach, including climate-retated
issues.

tnformation security

As with all organisations, the scale and
complexity of cyber attacks on the business

is increasing, and we continue to identify,
maiitor and mitigate the risk this presents (see
eages 77 and 78). Despite repeated attempted
attacks (including several sericus attempts

in 2027, the business has not had a matenal
breach in the last three years. In 2021, we
invested in the security 100ls and services

we need to support the longer-term move to
hybrid and home warking, as well as managing
the rising threat from malware (especially
ransomware), and increased the protection for
our online web presence and digital services.
Rentokil Initial holds the 150 27001 Certificate
for Information Security Management, audited
by the British Standards institution (B3}, for
the design, development and hosting of digital
pest control servicas for remote monitoring,
analysis and reporting for our global
customers.

We maintain our investment in T security to
ensure the cyber resilience of systemis and
services stays at an appropriate level, and
that we continually monitor and improve our
cyber resilience. We run penetration testing
exercises to test our detection and response
capability and an information security
awarenass programme is helping reduce
security incidents. in 2021, this included
phishing simulation exercises over nine
separate campaigns to an audience of
approximately 13,500 colleagues per
simulation, as well as workshaps and online
training packages. Improvements 1o our email
security capabiiity were also extended to
enable our core user populations to identify
high-risk emails and improve technical
resilience 1o phishing attacks. information
security training programmes run at feast
annually for critical roles.

The IT security team briefs the Board directly
at least annually and whenever pperations
secyrity nisk requires escalation, as well as
reporting via the Group Risk Committee
quarterly, We also monitor external ratings
using the Assessment of Business Cyher Risk
framework provided by the US Chamber of
Commerce, and benchmark our cyber security
wherever possibie. We want 1o ensure we are
doing the right things for our business and
customers to he able to operate securely and
safely. The Group has a cyber risk insurance
policy in place.

Data privacy

We have a global data protection compliance
programme based on the requirements of
the EU General Data Protection Regulation
{GDPR) and equivalent requlations globally.
We require all our businesses to sign and
abide by the terms of an inter-company data

|
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transfer agreement that incorporates €U
standard model clauses. This demonstrates all
businesses take privacy serfously. Our Group
Data Protection Officer has established a
glohal privacy network and all countries have
assigned local privacy officers and/for privacy
charmplions to support the programme. We
provide them with support and guidance
through regular newsletters, meetings, training
and access to updated data protection
compliance resources. in addition, all local
ptivacy officers have bgen issued a
comprehensive Data Protection Handbocok

ta use in day-to-day compliance activities,

The main operational controls and compliance
framework are underpinned by tools, systems,
policies and processes,. We implement privacy
and data-management considerations fr
project and contract governance mechanisms,
A privacy notice is available in 19 languages
and over 50% of colleagues have completed
hasic data protection training, made availabie
in 43 different languages. Since
implementation, we have alse provided
functional training for teams such as
marketing, HR, sales and [T, supplemented

by support ahd guidance from the nelwork

of ¢.60 local privacy officers and over 200
privacy champions.

The Group Data Protection Officer reports any
identified data protection risks, gaps and
requirements via the Group General Counsel
to the Group Risk Committee and the Audit
Committee a5 well as periodic update to the
Executive Leadership Team. We have created
measures to assess the compliance status

of countries and regions, based on data
protection programime activities and risk levels
associated with local regulatory requitements,
enforcement action and breaches.

Tax

Our tax sirategy 1 aligned with our wider
business strategy, which we believe creates
aresponsible and sustainable tax strategy
that will enhance long-term shareholder value.
We will consider tax as part of every significant
business transaction. When considering tax
Issues, we will always try to protect the
Group's reputation and adhere to its Code

of Conduct. We aim to meet all our legal
obligations, filing all required tax returns
accurately and on time, and paying the correct
amount of tax when due. We aim to deai with
HMRC and other tax authorities in an open
and coliaborative manner, aimed at reaching
agreement on tax issues in good time, and
minirmising the risk of disputes arising. We will
not undertake transactions where the sole
purpose is 1o create a greater tax benefit than
that intended by the relevant legislation. We
aim to comply with bath the spirit ana letter of
the law on tax matters, and will not establish
comeanies in tax havens if there is no
substantive economic reason to do so.

We operate appropriate tax risk governance
processes, overseen by the Audit Commitiee
and the Board. Our tax strateqy applies to all
Group business, sets out our approach to tax,
and can be found on our website. Cur Board
reviews our tax strategy annually,
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Non-financial information statement

Below is an everview of our approach to environmental matters, colieagues, social matters, human rights, and anti-corruption and anti-bribery.
You cah find further details throughout this Responsible Business section on pages 49 to 72. You will find details of our business model on pages
28 and 29, and our principal risks are on pages 74 1o 79. Qur key policies are published on our website at rentekil-initial.com/responsible-delivery.

Enabling THE RIGHT PEQOPLE to do THE RIGHT THINGS in THE RIGHT WAY

Outcomes of policles and
Qur approach and key policles impacts of activities Maore information

Environmentalmatters.' T R R T R TR T e R T R CRREI B

00, , Our Code of Conduct states that aII cur colleagues must ccnduct then 14.9% reduction in the See page 58
work in a way that complies with envircnmental laws and minimises any emissions index since 2019, for more
adverse effect on the environment. Qur Environmental Policy sets out We mitigate our carbon infformaticn on
our commitment to carrying out our business in an environmentally emissions through our environmental
responsible way. partnership with Cool Earth. Malters,

0%, Our colleagues are at the heart of our business. Our Code of Conduct We aim to be an Employer Colleagues are

10| sets out our Group standards and applies to everyone at Rentokil Initial. of Choice and our c.46,000  one of our key
It includes sections on health and safety, equality and fairness. human colleagues are integral to stakeholders,
rights and protecting personal information. our business model {see as setout on
There is nothing more important in Rentokil initial than ensuring everyone P3¢ 28). page 30.
goes home safe at the end of their working day. Cur approach to making 0.38 Lost Time Accident Qur colieagues
sure this happens is set out in our Code of Conduct and our Health and rate in 2021. and culture are
Safety Policy. 8.71 Warking Days Lost described on
We aim to be an inclusive employer and have a wide range of policies, rate in 2021. pages 5110 54.
includ.ing our Group Diversity, Equality & Inclusion Pollcy, Dignity at Work 599 6t our senior
and Rights of Employees. management are female.

“Soclal matters . . U Tn T R e R e o

29, Qur purpose Is to protect people and enhance lives and, as well as making  £360,000 donated to charity Read more
a meaningful contribution to the economy, we aim to support communities  in 2021 {excludes donations  about cur
where we operate, Our Community Involvement Policy sets out our in kind). engagement
principles for positive engagement and our commitment to support with the
colleagues’ efforts to raise funds for gocd causes through a matched- communities
giving scheme. The Code of Conduct alsc contains a section on where we
respecting the world we work in. operate on

page 66.

Raspect for humarl rights -

We support the nghts of all people as setoutin the Universal Dec\arauon No human-rights violations ~ Read more

of Human Rights. Our Human Rights Policy cutlines the human rights were identified in 2021, about our Cede
principles that reinforce colleagues’ expected behaviour in respecting We publish a Modern cof Conduct and
the human tights of colleagues and business partners. We may cperate Slavery Statement each Supplier Code
i countties with potential buman rights issues, but we would not tolerate year, which Is available on page 70.
any connection with abuse, on our website.

As detailed in our Code of Conduct and cur Supplier Code, we will employ
only individuals who are warking of their own free will, and we have a zero

tolerance approach to child labour, bonded labour or ather forms of slavery
in any part of our business or thelr suppllers

Anti-corrupﬁon and antl-brlbery

@ We expectour colleagues 10 mamtam the h|ghest standards of conduct ¢.36,500 Core Corporate Read about .

and act with integrity at all times. Anti-bribery and corruption palicy and Compliance training courses our Board
controls are addressed within the Code of Conduct and a separate were completed by overseeing
Anti-Bribery Policy, and these are reinforced by mandatory online training,  colleagues in 2021, with a governance
reviews and supplier audits, tracking registers, and our ethics reporting 96% completion rate overall, and compliance
system, Speak Up. There were no fines, on page 102.

penalties or settlements for
corruption reported in 2021,

@ The icons used abeove correspond to our stakeholder groups as set out on pages 30 and 21,

00
Colieagues Customers ‘,,fﬁ@': Shareholders @Communities @Suppllers
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Responsible Business
continued

s172(1) statement

The aim of section 172(1) of the Companies Act 2006 is to try to ensure a comprehensive understanding of a
company’s key relationships with a broad range of interested groups, such as employees, suppliers and customers,
and a proper consideration of external perspectives which wifl, ultimately, bring success over the fong term,

This statement intends to set out how our Board of Directors, both individually and collectively, have had regard

to these factors when undertaking their duties during 2021,

Pages 3110 95 in the Corporate Governance
Report also form part of this statement, and is
incorporated by reference into the Strategic
Report. It sets out the Board's activities and
principal decisions in 2021 and details the
Board's consideration of the factors set out
in section 172(1 in making those decisicns.

Qur stakeholders

We identify our key stakeholders as
colleagues, customers, shareholders,
communities and suppliers, We consider

the environment to be strongly related to
communities and often consider them
together. However, we recognise that the
environment also affects our customers and
suppliers snd is of increasing importance

1o aur cafleagues and sharsholders. In
discharging their section 172(1) duties,

the Board has had regard to these key
stakeholders, although some factors may have
been more refevant than others. The Board
also gave appropriate regard to other factors
or interested parties relevant to each decision
being made where applicable; for example,
regulators, industry bodies and ather
business relationships.

Read more about engaging
with stakeholders
© Our stakeholders on page 30 — an overview
of our key stakeholders and how we
measure the impact of our engagement

© Board engagement on pages 96 to 98 — the
appreach taken by the Board to understand
and engage with our key stakeholders

@ Our responsible business pricrities on
pages 511to 54 and 66 te 689 - details of qur
commitment 1o acting responsibly and the
impact on our colleagues and communities
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Qur responsible business

We are aware that there are potential
incidences where our impact can be regative
as well as positive; for example, as a result of
the chemicals we use and the greenhouse gas
emissions involved in providing services to
our customers. We do not want the economic
value of our business to be at a high
environmental or societal cost. Our
environmental strategy focuses on the
operational risks and opportunities that we
have identified and is embedded within our
operating model as a multi-local, route-based
business. We have also published the key
activities to achieve net zero carbon emissians
from our operations by the end of 2040 and
are engaging with suppiiers and developing
innovative technology as part of this.

Our reputation is paramount o the success of
our business, as we rely on the satisfaction of
our customers and the continued investment
of shareholders. Our cuiture model includes
our purpose and values, along with our five
core cuiture themes: customer focused,
commercial, diverse, down 1c earth and
innovative. We continue to monitor our culture,
recognising the important role it plays in
underpinning the business’ sustainable
long-term success. We have a comprehensive
set of policies and pracedures in place to
ensure high standards of professional business
conduct, including the adherence t¢ our Code
of Conduct. We strive to act fairly between
shiareholders of the Company at all times,

Read more about being

arosponsle noninn

© Culture on pages 51 and 89 — details of our
culture model and how the Board monitors
culture and helps set the tone from the fop

@ Our responsible business priarities on
pages 58 to 65 - details of our commitment
to acting responsibly, setting out our
environmental strategy and our focus on
service and innhovation

@ Q& A with our Chief Executive on pages 18
and 19 — answers to key questions about the
Group posed by investars in 2021
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Qur strategic priorities

The Beard aims to act in line with the
Company's purpose of protecting peaple and
ennancing lives while creating long-term value
for our sharchoelders through our economic
success. The Board agenda is set to ensure
that key strategic priorities are considered
throughout the year and the Board reviews
and approves the long-term direction of the
business at its annual strategy day. Sufficient
informaticn is provided by management to the
Board in order that it may make an informed
decision on any impact to stakeholders and
have appropriate regard to their interests.
Details of how our Board operates and the
way it reaches decisions, including the matters
discussed and debated during the year can be
found in the Corperate Governance Report.

When considering the needs of relevant
stakeholder groups, conflicting requirements
inevitably arise and we aim to make
judgements that serve the long-term interests
of the stakeholders. We acknowledge that
not evary decision the Board makes will
necessarily resull in 3 positive outcome for

all stakehotders. However, by considering
key stakeholder groups and aligning our
activities with our strategic plan, as well as the
Company'’s culture and values, we aim to act
fairly, transparently and in the best interests
of the Company aver the long term.

In making their decisions and choices, and

in setting policies and strategy, our Directors
also consider any associated risks when
discharging thelr duties. Maintaining effective
systems of risk management and internal
control, reviewing and mitigating our principal
risks and identifying emerging risks ali help
underpin the Group’s overall strategy and
allow the Board 1o have regard to factors that
could affect stakehoider relationships and
their impact on guriong-term success,

Read more about strategic
decision making
© Our 'Big Six’ Challenges on pages 20 and 21
— an overview of our strategic priorities
® Board focus in 2021 on pages 91to 93 —an
overview of key areas considered by the
Board during the year and thelr outcomes

@ Principal decistons of the Board on pages
94 and 95 - detailed examples of the
principal decisions taken by the Board
during the year, the stakeholder
cansiderations and impacts

@ Risks and uncertainties on pages 73 to 79
— the approach to identifying and managing
the Group's principal risks



Risks and Uncertainties

Strategic Report L M

Managing risk and uncertainty
within our business

Accurate identification, assessment and management of key risks is
embedded in our processes and ensures appropriate actions to support

our strategic objectives.

Risk management approach

The Group’s overall risk management
approach, described here and on page 108
15 designed to provide reasanable, but not
absolute, assurance at all ievels of the Group
that risks are being properly identified and
effectively managed. This includes the
provision of appropriate mechanisms to
ensure thatissues and concerns relating
torisk can be escalated up through the
organisation effectively and cenfidentially.

The Board has oversight of the Group's
operations to ensure that internat controls

are in place and operating effectively. This is
achieved by reviewing the effectiveness of the
risk management processes and managing
the evolving risk environment as it approves
the Group’s overall strategy. Key compeonents
of the Board risk management process are:

® annual presentation and approval of risk
process by the Audit Committee;

© review of Group Risk Committee minutes
by the Audit Committee; and

@ annual presentation and approva! of the
Group Strategy.

Management is responsible for effective
operation of the internal controls and
execution of the agread risk mitigation plans,
Key components of the risk management
process by management are;

© identification and management of risk
integrated into day-to-day operations by
local and regional operational management;

@ maintenance of a central risk register
periodically reviewed with changes tracked;

® emerging risks and potential mitigations
reviewed at quarterly Group Risk Committee
meetings; and

@ deep dives on specific or emerging risks
at senior management meetings.

The risk management process was
strengthened during 2021 by adding
additional review of the risk register, inclusion
of categories in the register and the
introduction of deep dive sessions on specific
or emerging risk topics at senior management
meetings, e.g. Demaographics — Gen Z Rising,
Climate Change and Environmenta!
Sustainability and Cyber Risk. An additional
Audit Committee meeting was added in May
each year.

The Board is satisfied that, through the
processes set out above, itis able to
effectively identify and manage risks. The
Board is further satisfied that the respensible
managers have the necessary skills and
expertise to ensure that the relevant risk
management process and control systems
are in place and fully operative.

The Board relies on the assurances provided
through the pericdic reports presented 1o the
Beoard and Audit Committee.

Using the process set out above, the Board
believes that it has undertaken a robust
assessment of the emerging and principal
risks which threaten the Implementation of
the strategy and the long-term viability of
the Group and is satisfied that appropriate
mitigation plans are in place.

The Group's business model remained broadly
the same in 2021 as in previous years. It
Incorporates a number of elements that
moderate the risk profile of the Company.

@ Low capital intensity and high portfalio
retention rates: cur categories exhibit strong
defensive qualities, as density and
efficiency gains are reflected in margin
growth.

© Local market operations: the limited
dependency on cross-barder flows of
npeople or products reduces the impact of
geopolitical risks, and foreign exchange risk
is muted since revenue s earned and costs
are incurred in local currency, and there is
natural resilience to fluctuations in market
dynamics in individual markets and
geopelitical and trade risks due to our local
market operations.

@ Clear and simple geographic model: our
decentralised model has single-country
management teams leading integrated
operations with combined back office
functions underpinned by shared systems.

Changes in risk profile of the
Company in 2021

The impact of COVID-1% on the economy
has reduced as vaccination rates rise, and

governments' desire to impose lockdowns
reduces.

While some sectors are stlll affected, and
sporadic local lockdowns occur, the overall
levels of service suspension have reduced
during 2021; however, we continue to monitor
the ongoing impact of COVID-19 within the
principal risks. The proposed acquisition

of Terminix has been considered and
incorporated into our principafl risks.

We continue to moniter existing and emerging
risks regularly in both the Audit Committee
(see pages 103 to 110) and the Group Risk
Committee (see page 90), and take mitigating
action as appropriate.

Areas where the risk profile of the business
has imaroved in 2021include:

@ continuity of senior managementin roles,
maintaining corporate knowledge and
experience;

@ continued rell-out of our target financial
and operational systems across the globe,
combined with data analytics via our
Command Centre platform;

@ continued investment and standardisation
in technical infrastructure to mitigate the risk
of a successful cyber attack;

@ continued strong cash flow giving financial
headroom to continue to acquire businesses
with good strategic fit;

@ performing a detailed risk assessment
seeking to clarify the impact of climate
change on our financial statements;

@ refreshed and simplified corporate policies
and improvement to compliance training
programme; and

©regular menitering and adjustment for
expected credit losses.

Areas where our risk profile has increased
in 2021include:

@ reduction in colleague retention and
increased time to recruit;

® increasing and fluctuating inflationary
pressures;
@ increased volume of cyber attacks; and

@ integration risk In relation to
acquisitions — both effective execution
of integration plans and ensuring swift
IT integration.

Identified risks

The principal risks most relevant to the Group
are described in the table on pages 751079,
together with mitigating actions.

Full details of our financial risks can be found
in Note C1 on pages 181 and 182. The exact
financial impact of ocne or more of our principal
risks materialising will depend on the precise
operational impact of the rigk, its interaction
with other risks and whether mitigating actions
are successful in reducing the overall financial
impact. The Group is expcsed to other risks
and uncertainties related to environmental,
political, sacial, economic and employment
factors in the territories in which we operate.
Additional risks and uncertainties not
presently known 1o management or deemed
to be of lower materiality may, if they manifest
themseives, have an adverse impact en the
Group's growth, profitability, cash flow and/or
net assets.
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Risks and Uncertainties
continued

© Oversight via Audit Commitiee and Board meetings
© Approval of risk process annually

@ Review aof Group Risk Committee minutes

© Review of Group strategy annually

@ Coordinate risk identification, reporting and
governance activity via a central risk register
updated twice a year

© Assessment and categorisation of risk

© Group mitigating actions

© Define/review Group policies and procedures
annually

@ Group Strategy definition annually

® Monitoring via regional monthly performance
reviews

© Consolidation and assessment of country risks
© Regional mitigation actions

@ Regional operational priorities definition

@ Functional risk identification and assessment
@ Monthly performance review process

© Review and assessment of local risks
© Country fevel mitigating actions
© Monitoring via manthly business unit reviews

internal audits — Campliance verification

Emerging risk - Identification and escalation

© Local risk identification as part of day-to-day
operations

@ Local mitigating actions as part of day-to-day
operations

':T:Pﬁnc_iéal risks by category _. i

Péopl_e__

Strategic - Financial - Operational

© Failure to integrate acquisitions and ) @Failure to grow our business profitably © Breaches of laws or regulations
execute disposals from continuing in a changing macro-economic © Failure to ensure business continuity
business environment in case of a material incident

© Failure to mitigate against financial
market risks

& Failure to develop products and
services that are tailored and relevant
to local markets and market conditions

@ Fraud, financial crime and loss or
unintended release of personal data

© Safety, heaith and the envirenment
{SHE)

@ Find out more or page 144 12 149 %
[ © Failure to deliver consistently high

@ Find oLt more on pages 12216
levels of service to the satisfaction
of cur custamers

Fird cut more on pages 24 12 27

|
|
i
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Strategic Repart

@ Low

Strategic

> Medium @ High @ Stable @ increasing & Decreasing

Failure to integrate acauisitions and execute disposals
from continuing business

The Company has a strategy that includes growth by acquisition, and acqguired 52 new
Businesses in 2021, These companies necd to be mtograted quickly and cfflcwentiy
Lex mimirrsse potental mact o e ae g o st e e ninling bl

Impact should the risk materialise

If the Company fails to successiully integrate acquisitions into its existing organisational
structures, fails to deliver the revenue and profit targets, or fails to deliver expected synergy
savings, the business may not achieve the expected financial and operaticnal benefils which
may adversely impact growth, profitability and cash flow.

Business disposals also have to be managed efficiently to minimise risk to the businesses being

disposed and the residual business.

Mitigating actions

© Integration plans considered by the Investment Committee as part of the acquisition approval
process. Integration activities and progress discussed during monthly performance reviews.

© Dedicated project teams established for the largest acquisitions and demergers with clear
deliverables over three menths, six months and one year. Project team in place for the preposed
acquisition of Terminix.

© Tried and tested induction programme for the first 100 days for all acquisitions.

© Continuity of management/leadership in acquired companies, where possible.

@ Use of transaction structures including deferred consideration to mitigate deal risk.

@ Group departments involved with acquisitions to drive integration plans and compliance with
Group standards, especially when entering new geographies,

@ Formal post-acquisition review of every acquisition by Investment Committee against original
business plan within 18—24 months; Beard pest-investment review of acquisitions in aggregate
every six months; Internal Audit review of acquisitions In new geographies within 12-18 months.

© Board oversight of acquisitions involving new countries, new business lines, or above a defined
financial threshoid.

Failure to develop products and services that are tailored
and relevant to focal markets and market conditions

We operate across markets that are at different stages in the economic cycle, at varying
stages of market developmenrt and have diffcrent levels of market attractiveness. We must be
sufficiently agile to develop and deliver products and services that meet local market reeds.

Impact should the risk matertalise
If we are net able to adapt to local business and consumer needs, our existing customers may
choose not to renew contracts, of seek reductions in prices. This negatively impacts our ability
to maintain or increase margins and cash flow.
Examples include:
® We must adapt to changes to the regulatory envirenment that may ban certain products
or service models from being used, such as permanent rodent baiting.
© We need to respond 10 the expectations from customers and the wider populace for us
to reduce our own environmental impact and support our customers in reducing their
environmental impact.
© We need to develop products that are networked and capable of being monitared in realtime,
ar react to competitor technology developments that are disruptive to the market.

Mitigating actions

@ Acquisition of targets with specific capabilities that address future changes in our markets

@ Investment Committee to ensure targeted investment in innovation to meet market and
requlatory needs.

© Categery Boards for Pest Control and Hygiene & Welibeing categories overseeing the roll-cut
of Innovations at pace across our regional businesses.

@ Continued investment in digital platforms 1o support Sates and Service frontiine colleagues.

© Group KPIs for innovation at a customer and colleague level to monitor progress.

© Further develop our range of sustainable, non-toxic and humane pest control solutions.

Find out more
€ - G OurBig Six’ Challenges or pages 20 ard 21
O Koy Performance Indicators on pages 24 to 27

Overall risk level £

Trend &

Terminix transaction increases the scale
of this risk, but extensive mitigation plans
in place. Otherwise stable trend.

‘Big Six’ challenges €}

Changes 2021 versus 2020
OAdditi‘onal resources provided to the US
ARl chred oG

L] Tumm\x acqulsmon agreed

=St =

Performance measures to monitor risk
@ Integiation plans (30 days. 100 days, 1yeatr)
@ Raviews of integraticn plans for specific
large acquisitions
@ Post-acquisition review completions
@ Post-nvestment review by the Board
Totrgned Y parinimnes ol peshnoe

Overall risk level i3

Trend &

No significant changes resulting
in a stable trend.

‘Big Six’ challenges €

Changes 2021 versus 2020

@ Introduction of Hygiene & Wellbeing
category

© Expanding inio high-growth arcas includirg
air care and route-based service extensions

@ Increased penetration of digital
technologios on customer sites

O Growth in use of digital platforms by
customers

@ Reorganisalion of M&! function to ensure
focus or innovation

@ Increased usc of data analytics via our
Command Centre platform to provide
business insight

Performance measures to monitor risk

@ Sales growth for key innovations

@ Percontage of salesievenue from
innovation

@ Number of sites with digital solutions

@ Porcentage of commercial customers
1egistered for digital platfoims

© Percentage of colleagues utilising digital
applications

Rentokil Initial ple
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Risks and Uncertainties
continued

8 low  Medum @ High & Stable & Increasing © Decreasing

Financial

Failure to grow our business profitably in a changing
macro-economic environment

The Company's twe core categorics {Post Control and Hygiene & Wellbeing since January
2022) operate in a global macro-ceonomic environmert that is subject to uncertainty and
volatility.

impact should the risk materialise
Changes in the macro-economic environment could have a number of different impacts on the
ability of the business to grow praofitably, to sustain recruitment and to deliver against targets.

Exampies inciude:

@ Recession and economic stowdow it some of our ey markets.

@ Ongoing impact of COVID-19 on some customer sectors and local lockdowns.

© Low-growth economies with inherent cost inflation, where the Company has weak pricing
power may make it difficult to maintain profitability.

@ Growing market presence of multinationat competitors may increase the cost of acquisitions
and drive down prices, impacting profitability.

@ Shift to greater proportion of key accounts in some markets may drive down prices and make
it difficuft to maintain profitability.

@ Political instability and civil unrest in some markets may cause Jacalised revenue reductions.

@ Legislation (including climate change legisiation), regulation or seciety expectation limits our
‘licence to operate’.

O Inflatignary pressures drive cast higher but uncertainty on the longevity of these increases;
customers may not accept price increases.

Mitigsting actions

® Regular review of our capital allocation madel which is differentiated by line of business to
ensure that scarce resources are directed to countries and businesses with the most attractive
praspects.

®© Working with governments and regulators on implementation of new regulations.

® Low-cost operating model, focused IT investment, incentives to deliver efficient operations
and back office process alignment and standardisatien programme.

© International Key Accounts team developing business with multinational customers to take
advantage of the unigue global capabilities and new Hygiene & Wellbeing offerings.

@ A regicnally focused defined pricing programme to drive profitabiiity on existing portfelio,
build insight, and ensure profitable growth from new business and mnovations

© Group Procurement team tasked 1o deliver economies of scale while ensuring robust supply
chain.

@ Regular monitoring and adjustment of expected credit losses to ensure appropriate levels
of provisioning.

®© Tools (e.g. Adobe Sign) to facilitate and automate contract execution and renewal on Group
standard terms and conditions.

Failure to mitigate against financial market risks

Qui business s exposed 1o Toreign oxcharge nisk, intarest rate risk. quidity risk, countorparty
risk and settlement risk,

Impact should the risk materialise

If any of the above risks materialise, this may have a negative impact on profitability, cash flow

and financial statements, and may negatively impact financial ratios and credit ratings,

impacting our ability to raise funds for acquisitions.

Mitigating actions

© Financing policy in place to ensure that the Campany has sufficient financial headroom to
finance operations and boli-on acquisitiens. Commitment 10 target credit rating of BBB.

© Treasury policies that limit the use of foreign exchange and interest rate gerivatives, set imits for
financial counterparty exposure, govern how financing is raised in bank and other detst capital
markels and provide rules around Treasury-related matters at pperaling company leve!,

© Monthly Treasury Committee to report and monitor financiai covenants and rating agency
metrics and compliance with Treasury pelicies.

& Monitoring the impact of exchange rate movements on non-GBF prefits and net debt.

© Cash pooling and debt financing arrangement to match, as far as possible, currency availability/
demand across berders.

© Revolving credit facility (RCF).
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Overall tisk level <7

Trend &

Agdditional risk in relation to inflation has
been balanced by the reduced risk from
COVID-18 resulting in an overall stable
trend.

‘Big Six’ challenges €3 £

Changes 2021 versus 2020

© North America business now accounts

fandd oot Chagjoing vea 2 Lo oqn CER

4>

© Furiher supply chain resdience through
expanding local supply chains

& Introduction of combined Hygene &
Wellbeing category ard additional

sere o e
@ Reguiar review of inflation pressures
ab oo atlovel

@ Implemertatior of a comprehensive
Oetehity ot ban E

@ Responsibility for monitoring pricing
decisions allocated ta specific regional
colicagues

D Thematic audit reviow of dehtors

T i e

Performance measures to monitor risk

D Group Ongoing Revenue growh,

st by e e e, @

© Group Organic Revenue groswvth.
sty by antae gy

O Rovenue contribution from acquisitiors

© Group Orgoing Operatirg Profit @

D Group Net Operating Margin

© Free Cash Flow conversion @

Q Net capital expenditure

® Customer retention

Overali risk level @

Trend &

No significant changes resufting
in a stable trend.

‘Big Six’ challenges (3

Changes 2021 versus 2020

@ Updated Treasury policies

@ Externa audit of Treasury function
compl=ted

Performance measures to monitor risk

© Liquicity headraam atths year end of
£785m

@ Countarparty rategs anowe A-

D Monthly 1ohorting aga'nst Fatir gs metnes
ard financiai covenants

© No unhedged fareign e.charge positicrs
abose £500%: fired interost 580z arg
matchirg currency of ret debl to urderlyirg
profitability

@ Moriter ng of amounts cuistardirg against
courterparty creoht rmits
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Operational

Breaches of laws or regulations (including tax, competition
and anti-trust laws)

As aresponsible company we aim to comply with all laws and regulations that apply ta our
businesses across the globe.

Impact should the risk materialise

Failure to comply with local laws covering bribery and corruption, anti-competitive practice,
employment {aw, data privacy, health and safety, or financial and tax reporting requirements
may result in fines or withdrawal of licence to operate, which could adversely impact growth,
profitability and cash flow.

The Company operates across many different tax jurisdictions and is subject to periodic tax
audits which sometimes challenge the basis on which local tax has been calculated and/or
withheld. Successful challenges by local tax authorities may have an adverse impact un
profitabllity and cash flow.

Mitigating actions

@ Group Legal invelvement in all acquisitions.

@ Tax strategy re-issued and approved by the Board annually.

© All significant tax planning opportunities have to be pre-agreed with the Group Tax Director
and Chief Financial Officer with independent tax advice taken where necessary.

@ Regular review of tax exposures.

© Group authority schedule in place and regularly reviewed.

© Group and local policies in place and regularly reviewed.

© Reguirement to report breaches in controts and/or laws to the Group General Counsel and the
Director of Internal Audit & Risk. Follow-up by Groug General Counsel of any significant
requlatory breach in any country.

© Mandatory training an Code of Conduct and other core compliance tepics, to instil a bighly

principled cufture of ethical behaviour, completion rates reported to senior management monthiy.

@ All major business transactions or internal reorganisations are subject to a rigorous internal
and external review.

Failure to ensure business continuity in case

of a material incident
The business needs to have resilience to ensure husinass can cantinuc if impacted

by salorasleve nte 2 ayler attack hutiosneg o) oranm

Impact should the risk materialise
Failure to service cur customers may affect our ability to retain those customers and damage
the Company’s reputation. This may negatively impact growth, profitability and cash flow.

Examples of incidents that could impact our abllity to service customers include:

@ A significant cyer attack or [T failure which impacts our ability to plan efficient routing,
ar ability to involice, and is not recovered quickdy.

@ Fire, flood or ¢limate event impacting our premises preventing goods frem being availabie
to enable cur technicians to service our customers.

@ Industrial action by colleagues.

Mitigating actions

@ Ali countries and units maintain and regularly review business continuity plans, with local plans
to service from alternative locaticrs if required,

@ The majority of key data and applications are located in regional data centres with enhanced
backup capability.

© Specific tools deployed to data centres to detect and prevent spreading of cyber attacks.

@ IT disaster recovery plans for regional data centres.

@ Data encryption and implementation of AirWatch on devices and mabile phones.

© Ongaing user education awareness programmes.

@ Annual penetration testing on all systems to test external firewalls and address any identified
weaknesses.

© annual inspections of key sites by insurers, on a rotating basis, to identify potential risks.

© Proactive engagement with union representatives.

Overall risk level @

Trend &G

Focus on policy refresh, compliance
training and increased visibility, and
reporting of audit issues has resulted
in a decreasing trend.

‘Big Six’ challenges 3

Changes 2021 versus 2020

® Enhance audit issue reporting ard
manitoring to drive timely resolution
A e e et Terh oo need itk o
intraduction of a specific tool to record
and ‘|

© Email reminders to senior colleagues for
mandatory enline training completior

@ Reviow and refresh of corporate policies to
include owners. review dates, location of
documents and a register to track charges

@ Group authority schedule vpdated and
distnbutcd

e e ety

Performance measures to monitor risk

@ Contral monitoring of material litigation.
quarterly reporting from all countries

© Regular review of tax exposures and the
status of tax audits by the Audit Committee

© Completion rate for mandatory Ut training
maodules. e g Code of Conductand
competition lave

@ Monthly manitoring and reporting of audit
issues 10 exccutive maragement

Overall risk level #:

Trend §

As globalincident volumes of cyber
attacks continue to trend upward we have
assessed the trend for this risk

as increasing.

‘Big Six' challenges § & QO

Changes 2021 versus 2020

@ Regular patching programeme for all key
applications

© Doployment of anti-ransomware software
1o

© Enhanced collzaguc training programmces

@ Additional resources added to the IT
security team

© Refreshed and reissued Procurement and
Stock & Warehouse Management Policies

@ Widcr use of autemated IT software for
system data and settings, e.g. scanning tool
or risk assessment software

© New policy of isolating dovices where
potertial high-risk security alarms are
detected

odata Terties

Performance measures to monitor risk

© Number of serious IT incidents and time
taken to respond

© Maijor Incdent Review actians

© Actions arising from |T security
self-assessments

© External testing ard benchmarking of
oo 1T = Z“?

©IT specific nsk register focused on
assessing, monitoring and tracking 1T
related nsk

R TT ARSI NI AT
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Risks and Uncertainties
continued

® Low

Operational

- Medium

® High & Stable @ Increasing & Decreasing

Fraud, financial crime and loss or unintended release
of personal data

Collusion betwoen Individuals, bothintermal and external, could resultin fracd if internal
canirols are net in place and working cffectively. The busingss holds personal data on
colleagues. some customers and supplicrs: unintended loss or rolease of such data may result
in criminal sanclions,

Impact should the risk materialise

Loss of parsonal data of custamers, suppliers or calleagues could, if significant, result in
regulatory intervention which may result in substantial fines and damage 10 the Company’s
reputation.

Theft of Company assets including property, customer or colleague information, or
misstatement of financial or other records via deliberate action by colleagues or third parties
may constitute fraud and result in financial foss to the business, damage ta the Company’s
reputation and/or fines by regulatars,

Mitigating actions

© Ongoing programme to ensure all businesses are compliant with data privacy requirements.

© Dedicated data privacy teamn, plus local privacy officers and privacy champions networks.

© Mandatory online training by ali senior colleagues for the Code of Conduct, preventing
anti-competitive practice, preventing bribery and cerruption, securing information and
pratecting privacy, avoiding conflicts of interest and preventing insider trading.

@ Roll-out of Corporate Criminal Offence policy and training.

© Complisnce with Code of Conduct and other key policies affirmed by the annual Letter
of Assurance by all senior management.

@ Standardised financial control framework operating in all iocations,

© Confidential Speak Up hotline and email address, monitored and followed up by Internal Audit.

© Significant frauds investigated by Internal Audit and lessons learned widely shared,

© User security awareness guidance and policies refreshed and reissued.

© Updated policies on devicas and the provision of Citrix-only access combined with giobal
patching programmes.

© Deployment of anti-ransomware to our data centres.

Safety, health and the environment (SHE)

The Company has an cbiigation to ensure that colleagues, customers and other stakeholdors
remain safe, that the working environment is not detnmental to health and that we are aware
of and mirimisc any adverse impact on the environment.

impact should the risk materialise
The Company operates in hazardous environments and situations, for example:

@ Use of paisons and fumigants in Pest Cantrol.

© Driving to and wortking at customers’ premises.

© Working at height,

© Exposure to needlestick injury/bio-hazards fram medical waste,

Non-compliance with internal policies or industry reguiations could lead to personal injury,
substantial fines or penalties including withdrawal of licenceas to operate, and reputational demage.

Enviranmental risks may arise from former activities at sites currently operated by the Company
or acquired by the Company. Legislation and changing expectations, requiring the business to
alter its methods of eperation.

Mitigating actions

© Robust SHE policies supplemented by the SHE Galden Rules and technical policies address
higher risk and requlated activities.

@ SHE officers appointed in all jurisdictions, supported by dedicated central SHE tearn.

® Mandatory training of all relevant colleagues in safe working practices.

© Focus on implementation of Group fumigation standards in all new acquisitions.

© SHE considered as the first item at ali Board and senior management meetings, review
of standardised SHE KPls.

@ Formal review of accidents and circulation of tessons leared (e.g. Safety Moments videas).

© Strategy to further develop environmenally friendly approaches, e.g. lower pest control
chemical use, recycling of hygiene units, roll out use of electric vehicles, alternative fumigants.

Rentokil Initial plc
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Querall risk leve! @

Trend

No significant changes and enhanced
monitoring of system access resulting
in a stable trend.

‘Big Six” challenges €3 &

Changes 2021 versus 2020

@ Biarnual review of key financial controis

with nor-compliance tracked and meritored

@ Inciusion of Corporate Criminal Offence

policy in anrual Letler of Assurance

@ Roview, and refresh of corporate policies

el e Yotesendates and a

register to tiack changes

& Email reminders o $emior colleagues for

mandatery online traming completion

@ Colleague education progiamme on 1T

general controls

© Refroshed and roissued Procurement and

Stock & Warchouse Management pohcics

1T genaral controls project to ensure the

intearity of the data ard processcs

@ Group-wide roview of privileged access

T al I sl 2ot

D Wobsites reviewcd and coolies/banncrs

updated to ensure compliance with data
protection laws

Performance measures to monitor risk

® Completion rate for mandatory U+ training

modules

© Data privacy programme roll-out and

implementation
O Speak Up investigations and remediation
© Key financial controls pass rates
@ Periadic review of IT sccess for critical
applications

Overall risk level
Trend @

No significant changes resulting
in a stable trend.

*Big Six’ challenges O @

Changes 2021 versus 2020

€ Roll-out of digital site risk asscssmert
application whichis cither ve o in pilat in
mare than 40 markats

© Updated and simplified the Minimum
Fumigaton Managemen® Standards and
Mirimium Operatioral Fumigation Stardards

® Document for sub-cortractors has been
ncorpotatad nto e Mirmum Fumigatior
Standards

Performance measures to monitor risk

O Lost Time Accidzrt rate @

S working Days Lost rate @

© Total ermissions and em ssions intensity

© Energy Lsage

@ Compliarce rates for mandatary U+ trairirg



Strategic Report

Operational

Failure to deliver consistently high levels of service to the

satisfaction of our customers

Our husiness made! depends on servicing the recds of our customers in line with intcinal

high standards and to levels agread in contracts.

Impact should the risk materialise

If cur cperatives are not sufficiently qualified, or do not have the right skills, or we fail te innovate
successfully, this may negatively impact our ability to acquire or retain customers, adversely

impacting growth, profitability and cash flow.

Industrial action in key operations could result in diminished customer service levels; if
prolonged, it could damage the Company’s reputation and ability to secure or renew contracts.

In markets where overall employment rates are tigh, and/or our business is growing fast fovrr
organically or via acquisition, we may have difficulty altiacling and retaining key management

of the right capability and the nght calibre of aperational personnel.

Changes in the global job market following the COVID-19 pandemic, resulting in difficulty in
recruiting and retaining colleagues at all levels of the organisaticn, may impact our ability to

service our customers to the highest standards.

Major digital change programmes could disrupt aur ability to deliver high levels of service to

our customers,

Extreme weather could cause disruption to local operations and may impact colleague health

and safety.

Mitigating actions
© HR development processes, including Employer of Choice programme.,

@ Regular tracking of customer satisfaction and the perception by both customers and

non-customers of Rentckil Initial, benchmarked against competitors.

@ Dedicated Operations Excellence team to drive superior customer service and safe working
practices, and to establish key metrics, combined with a strong focus on safety by supervisors

and frontline staff.

@ Incentives for Sales and Service staff aligned closely with strategic priorities, based on

delivering improved customer service levels,

@ Oversight of key industrial relations matters by Group HR Director and regular review by the

Chief Executive for countries where industrial relations risk is elevated.

© HR lead recruitment initiatives, including recruit ahead, benchmarked pay plans, global careers

and recruitment websites.

© Regular review of major IT programmes by the Chief information Officer and IT Investment
Committee to ensure sufficient allocation of rescurces with a quarterly IT risk meeting to ensure

cversight of IT transformation plans.
® Local business continuity plans.

Overall risk level ¢

Trend &3

Changes in the global job market have
resulted in reductions to colleague
retention and increased time to recruit,
resulting in an increasing trend.

‘Big Six’ challenges §} &

Changes 2021 versus 2020

9 34% increase In Us learning

© Contirucd deployment of iT programmes

Snthe wolioonins

© Commence roll-out of the new diversity,
equality and inclusion programme to
leaders, managers and colleagues

© Completion of blannual Your Voice Counts
colleague survey

© Launch of Carger+, our new internal job
referral platform

© Using remote and virtual hiring to recruit
candidates quickly and cost-effectively.
such as 100% virtual recruitment for our
2021 Corporate Graduate Scheme

© Embedding IT risk review process across
the regions o ensurc delivery of digital
changc programmes

Performance measures to monitor risk

© Sales and Service colleague retention @

@ The number of online training courses
be g clewvaioed

D U+ learning views

© State of Service @

© Customer satisfaction {Customer Voice
Counts) @

© Customer retention @

WEefg lét'g_jfi_hd:furthgr informa :on'

Principal risk

Key sections

Failure to integrate acquisitions and execute disposals from continuing
business

Our ‘Big Six’ Challenges, pages 20 and 21

Failure to develop products and services that are tailored and relevant
to local markets and market conditions

Innovation in Pest Control, pages 12 and 38
Qur 'Big Six’ Challenges, pages 20 and 2%
Service and innovation for customers, page 55

Failure to grow cur business profitably in a changing macro-economic
environment

Our Business Model, pages 28 and 29
Colleague and Shareholder KPIs, pages 24 to 27
M&A execution, pages 14 and 21

Our journey to net zero, page 58

Failure to mitigate against financial market risks

Note C1 Financial risk management, pages 181and 182

Breaches of laws or regulations {including tax, competition and
anti-trust laws)

Governance, trust and transparency, page 70

Failure to ensure business continuity in case of a material incident

Information security, page 70

Fraud, financial erime and loss or unintended release of personat data

Data privacy, page 70
Board menitoring and oversight, page 102
Our responsible business approach, pages 49 tc 72

Safety, health and the environment (SHE)

Key Performance indicators, pages 24 to 27
Keeping cur colleagues safe, page 52
Environment, page 58

Failure to deliver consistently high levels of service to the satisfaction
of our customers

Service and innovation for customers, page 55
Colleague and Customer KPIs, pages 24 to 26
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Viability Statement

In accardance with provision 31 of the
Corporate Governance Code, the Directors
have assessed the viability of the Group,
taking account of the Group's current financial
position, the latest three year strategic plan,
and the potential impact of our principal risks
described on pages 75 to 79. Based on this
assessment, the Directors confirm that they
have a reasonable expeciation that the Group
will be able to continue in operation and meet
its liabllities as they fall due over the period to
31 December 2024,

The business model of the Group is focused
on the delivery of services to customers

at their premises. These are professional,
and aften highly technical services, where
customers have a need that we ¢an help
resolve. While these ‘needs’ are subject to
some seasonality and macroeconomic cycles,
overall they are highly stable and growing

at GDP rates or faster. The drivers of this
growth are key to the Group's prospects.,
Population growth, growth of the ‘middle class’
and urbanisation around the world bring
growing numbers of hiumans closer together,
increasing the need for hygiene, as seenin
the pandemic, and for contro! of pests where
sources of food are mare available. Finally,
while climate change will undoubtedly have
some adverse impacts on the Group, the
disaggregated nature of our services at
customer locations materially reduces

our physical risks. Finally, the change in
environment will likely bring upsides as pest
breeding seasons are longer, mortality rates
are lower and Infestations are able to move
inte markets whers they historically could not
survive, Overall, the combination of business
maodel and macroeconomic factors suggests
that recent growth trends should continue
faoraseeably in line with Gur medivm-term
targets.

Period of assessment

Although the Directors have no reason to
believe that the Group will not be viable over
a longer time frame. because of the degree
af uncertainty, the period over which the
Directors have a reasonable expectation as
10 the Group's viability is the three-year period
1o 31 December 2024, Having considered
whether the assessmeint period should be
extended, itis the view of the Directors that
a three-year period is still appropriate as it is
consistent with the histarical periods in the
budgeting and strategic planning process.
Three years s also aligned with the typica)
duration of both the customer and supplier
contract periods entered imo by the Group.

Strategic planning process

The budget and longer-term plan have been
prepared in line with the Group’s strategy as
descriped in detail in the Strategic Report
(pages 1to 79 and 144 to 149). The Board
reviews the Group's performance monthly
and depending on the external environment
and its potential impact on the Group's latest
full-year forecast and strategic plan, will model
a number of scenarios.

Viability assessment

In making their assessment, the Directors have
considered the current position of the Group
and have undertaken a robust evaluation of
the pringipal risks, in particular the ones that
could impact on the liguidity, sclvency and
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viability of the Group. The Directors have
taken account of the Group's liquidity position
and the Group’s ability to raise finance and
deploy capital. The results consider the
availability and likely effectiveness of the
mitigating actions that could be taken to avaic
of raduce the impact or cccurrence of the
identified underlying risks.

Mitigating actions that were identified as part
of the viabllity assessment in previous years
and which were found to be effective during
the pandermic, include securing additional
liquidity, deferring sharehelder distributions,
pausing M&A activity, reducing planned
capital expenditure, use of recognised 1ax
payment deferral mechanisms and actively
managing the cost base of the Group. Shou'd
these measures be insufficient then the Group
would consider raising equity: however, that
has not been required to date.

Although the review considered all the
emerging and principal risks identified by the
Group, the focus was also on how other global
events, like the COVID-19 pandemic, could
impact the Group's future financial
performance and its cash generation under
different scenarios. As a result, severe but
plausible downside sensitivities were applied
to the three-year plan approved by the Board
These were informed by the Group’s
expernence during 2020.

The three-year plan is most sensitive to

the reduction in revenue due 1o customer
suspensions over extended durations. With
that in mind, the Directors have chosen
scenarios reflecting the principal risks to
stress test the three year plan for the following
downside scenarios:

® Revenue reduces by 30% against the
budget for six months of 2022. This scenario
is significantly worse than the customer
suspensions experienced during the first
half of 2020 that peaked at siightly below
30% for one month only.
Risks. failure to grow business profitably.
customer satisfaction, development of
seraces and products. business contmuity
and M&A integration.

© A prolonged downturn where revenue
reduces by 30% for each of the three years
in the model.
Risks: failure to grow business profitably,
customier satisfaction, deve'opment of
services and products, business cortiruity
ard ME&A integration.

© A significant one-off charge of £200m either
in the form of a number of bank failures, the
break fee we would have to pay if we cancel
the Merger Agreement with Terminix under
cartain circumstances, or as a resultof a
major fine.
Risks: business continuity. financial markets.
fra=d, financiat cime. SHE, and breaches of
laws ard regulations,

We have also considered two joint scenarios
of the above: 1) the six-month scenario and
bank losses; and 2) the three-year scenario
and bank losses. Reverse stress tests were
considered invalving bank losses or fine af
»21% of Global Revenues (GDPR capped at 4%;
competition breach at 10%), or a 42% downturn
in Global Revenues for existing headroom to

te fully used. If we assumed no mitigating
actlivities as described above this would pbe
18% for three years.

The impact of the scenarios has been
modelled to test projected liquidity headroom
over the three-year viability period. In each

of the individual and joint scenarios the
Group continues to retain sufficient liquidity
headroom with the mitigating actions it can
deploy. In the scenario of a significant one-off
charge of £200m, this could be managed
using ordinary liquidity management
processes.

In the three year period of the viability
statement, the Group has one debt maturity in
November 2024 when its €400m bond falls
due. As at 31 December 2021, the Group had
total undrawn committed facilities 6f E550m
and unrestricted cash, met of overdrafts of
£235m giving the Group combined headroom
of £785m.

In addition to its committed headreom the
Group also has a £200m accordion linked

to its revolving credit facilty (RCF), a £1bn
Commercial Paper Programme and a number
of uncommitted, undrawn overdrafi facilities
amounting to ¢.£80m.

Throughout 2021, the Group maintained its
fong-term (BBB with a Stable cutiook) and
short-term [A-2) credit ratings, which S&P
Global reaffirmed on 9 June 2021. In
September 2021, the Group amended its RCF
and ook the opportunity to permanently
remave financial covenants from the facility.
Further, there are ne covenants outside the
RCF facility.

The combination of a strong investment
grade creditrating, the RCF banks’ willingness
1o remove financial covenants, the flexibility
the Group has to make materiat reductions in
its cash cutflows, which was demonstrated
during 2020, and the fact that the Group

has continued to generate cash provide the
Directors with confidence that the Group
could raise additional debt finance if required.

The gecgraphical spread of the Group's
operations helps minimise the risk of sericus
business interruption. Furthermere, the Group
is not reliant on one particular group of ¢lients
or sectors.

On 14 December 2021, the Group announced
that it had signed a definitive agreement o
acquire Terminix Global Holdings. Inc. subject
to regulatory clearance and approval by
shareholders of both companies. The deal

is anticipated to close during 2022. The
Directors have considered the fully funded
nature of the deal, the existing headroom

of both entities and the projected financial
performance of the combined entity and
have concluded that this transaclion does
not change the assessment of viability as
outlined above.

Based on this assessment and having carefully
considered the Group's current standing,

debt servicing and the risks and uncertainties
referred 1o above, in line with the UK
Corporate Governance Code, the Directors
have a reasonable expectation that the Group
will be able to continue in operation and meet
its liabilities as they fall due over the three-year
period ending 31 December 2024,
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Chairman’s Introduction to Governance

_ 'Effectlve governance is about
‘the right behaviours; clarity of

thought and rigour in approach.
“In 2021, the Board helped ‘
‘reposition the businessto apply

_its purpose to exciting new
-post-pandemic opportumﬂes
in Hygiene & Wellbeing and,
in the Terminix deal, to delwer
for stakeholders at new scale

' _m North Amenca.

Richard Solomons
Chairman
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Dear Shareholder

As the effects of the COVID-19 pandemic
started to recede in 2021, Rentokil Initial has,
with the support of our colleagues, skilfully
navigated the ongoing uncertainties across
different parts of the world, such as global
supply chain shortages, growing challenges
in recruiting and retaining frontline colleagues
and further lockdowns and restrictions in
some markets in our Asia and Pacific regions.
The Group continues to perform well and | am
pleased that the Board has been able to
recommend a final dividend of 4.30p for 2021.

The pandemic appears to have had a
cansiderable and ongeing impact on hygiene
atiitludes and behaviours, and on customer
preferences. | attended our Capital Markets
Day In Seplember 2021, where we $8t oul why
we believe Hygiene is the new Pest Control,
presented our new Hygiene & Wellbeing
division, which from January 2022 pufls
together our many capabilities in this area,
and set out new medium-term performance
targets for the Group. We believe this updated
structure will be simpler for stakeholders and
drive greater opportunities for the business.
s also of course fully in line with our purpose
of protecting people and enhancing lives.

Board meetings continued to be held virtually
in the first half of the year, but | was delighted
to resume in-perscnt meetings in June and for
our Board members to meet each otherin
person again (remarkably, in Cathy Turner's
case, for the first time after more than a year
art the Board).

As set outin this report, we reviewsad our
Board calendar in early 2021to ensure a broad
range of topics were covered, adding several
thought-proveking sessions across topics
fram internal operational risks and controls
on chemicals usage to sustainability, and
from evaluating growth markets of the future
to responding to the impact of external
regulatory and societal shifts on our business
and workforce. Due to the ongoing
restrictions, management often still had to
present virtually, and while our hybrid-style
meetings work well we have also taken the
opportunity to reinforce our Board
engagement activities by individual Board
members joining a wider range of colleague
groups than previcusly managed.

The planned Board visit to North America,
originally due to take place in 2020, was once
again postponed, but we instead had a highly
successful visit 10 our French business in
November, compining it with our annual
in-depth strategic review. it is intended that
the Board will now visit North America in 2022,

A brief gverview of key areas considered
is set out below with the following pages
providing more detall on our Board's
composition, corperate governance
arrangements, processes and activities
during 2021, together with our Board
Committee reports.



Our RIGHT WAY plan

The Board censidered the priorities of the
Group throughout the year, with particular
focus on the next evolution of our RIGHT WAY
plan. The Board was pleased {o suppert a
range of changes, including the creation of a
Hygiene & Wellbeing category, designed 1o
make cur business fit for the post-pandemic
future and ready to grasp the many organic
and M&A growth opportunities that cur
markets will present. We considered how

best to present this at our Capital Markets Day,
alongside a re-emphasis of the ongoing
strength of our leading global positicn in

pest control and sharing our new Group
medium-term targets for revenue, profit

and cash.

Key topics on the Board agenda reflected

the ongoing importance of service quality,
Innovation and digital. Product innovation is
embedded in our business’ DNA and digital
will be one of the key drivers of future growth.
With this in mind, the Board held & special
innovation day in June with key members

of our Marketing & Innovation team on this
critical area of differentiation from competitors.

Mergers and acquisitions

The Board was pleased to see the Group
return to its usual M&A pace in 2021,
completing a remarkable 52 deals in the year
across 25 countries globally, including four
new territories. The acquisition in August 2021
of Boecker World Holding SAL, a leading
operator in the Middle East, complements cur
existing positions in the Gulf and elsewhere.
The Board held a special Cities of the Future
session 1n 2021, looking at target cities in
emerging markets anticipated to deliver higher
growth levels over the next few decades. Our
route-based businesses have customer and
product density at the heart of their success,
50 continuing to prioritise our positions in the
fastest-growing urban areas of the future will
be key te delivering tonger-term high
performance.

As a Board, a consideratsle amount of our time
and focus was spent evaluating the proposed
acquisition of Terminix Global Holdings, Inc.
{Terminix). Itis clearly a very significant move
for the Company, and one which is firmiy in
line with our declared growth strategy. The
combination of our strengths with those of
Terminix will improve our position enormously
in the world’s largest pest control market. We
considered the results of an extensive due
diligence process, which included my own trip
to meet with Terminix’s Chairman and CEC

In North America. The Board has conducted
periodic reviews of the competitive dynamic
in our key markets ever a number of years.
After detailed advice and full consideration

of the strategic impact and opportunity this
transaction represents, as well as potential
risks, the Board was fully supportive and we
announced the signing of the Merger
Agreement in December.

e Corporate Governance

The Board naturally remains highly engaged
on this critical transaction, actively overseeing
the intense management activity required over
the coming weeks and months. Full detalls will
be provided to shareholders in due course
with the provision of a Circular and Prospectus
ahead of a general meeting where we will

be seeking shareholder approval for the
acquisition (as well as equivalent SEC
documenlalion for Terminix's shareholders
whose approval is also required). Following
receipt of sharehelder approvals and the
necessary regulatory consents to complete
the transaction, the Beard's focus will quickly
shift to oversight of execution of the detailed
integration plans that are already under active
developmeant, so that we can deliver on the
exciting. strategic opportunity that this
transaction represents.

Sustainability, culture and
engagement

We continue to consider, measure and report
on the environmental, social and governance
{ESG) aspects of cur business. Qur wark
during 2021 has confirmed how strongly all
three elements are embedded across the
business, and how aligned many of their
objectives are with cur purpose and
operational excellence agenda. From
world-beating safety practices and results, to
externaf recognition for efforts on diversity or
the quality and transparency of our external
reperting, the Board has been encouraged
by, and strongly supportive of, the focus and
drive in these important areas. They offer an
additional lens through which to assess the
quality of Rentokil Initial’s business and
management, and perfermance versus
competitors.

The biennial Your Vaice Counts (YVC) global
employee engagement survey was conducted
during 2021 with a record 91% of our
colleagues providing responses. 25 out of 42
scores have improved since the last survey i