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ABSTRACT

The current chapter explains the conceptual model outlined in this manuscript: 
how we arrived to our original Integrated Reporting <IR> Prototype 
Framework. Finally, we seek to demonstrate that the information from the 
framework is mostly disclosed in corporate annual reports, and that there is 
interest for integrated reporting adoption. The IR elements from our prototype 
framework resulted from accountancy profession expertise (ICAEW, IFAC, 
FEE, and others) International Integrated Reporting Committee (IIRC) 
Guidelines, IFRS-IASB standards with impact on both financial and non-
financial information, social audit standards (SA8000 and AA1000), or 
disclosure requirements set up by a Directive of the European Union.

INTRODUCTION

During the next paragraphs, we shall explain each research area and the 
distribution of the 43 questions from our questionnaire. However, we should 
mention first that the number of the questions is the ones from the questionnaire 
and the way in which they are grouped in areas of interest does not correspond 
to the order they appear in the questionnaire (Appendix 5). This order was 
applied based on the fact that it would provide a plus of comprehensiveness 
from the respondent’s side.
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Conceptual Model

IIRC itself proposed for consultation their Framework perspective on 
the interaction with other reports: “The IR process is intended to be applied 
continuously to all relevant reports and communications, in addition to the 
preparation of an integrated report. The integrated report may include links to 
other reports and communications, e.g., financial statements and sustainability 
reports” (IIRC, 2013a, p. 2). We extended this vision on IR by formulating 
seven questions that fall under the category of interaction between financial 
and non-financial information; IR versus other reports:

Q2: Do you believe that nowadays it is enough for a company to comply with 
requirements on financial information?

This particular question is based on GRI comments made to the IIRC 
draft consultation framework that mention that financial information is not 
sufficient for conveying all the relevant information needed in decision-making 
processes (especially for investors).

Q5: Do you consider that current Annual Financial Reports issued by global 
corporations are too long, too complex, and ambiguous?

Q6: Can IR reduce complexity and ambiguity in reporting?

The formulation of the above inquiries (Q5 and Q6) comes from Farrar 
(2011) assumption that complexity and extended reports should be avoided 
and integrated reports used instead.

Q7: Are standalone IR reports the only way of practicing integrated reporting?

According to IFAC, IR practice can mean both having a standalone 
integrated report, or transforming previous reports (e.g., the annual report) 
into an integrated one (from the comment letter sent by IFAC to the IIRC 
Consultation Framework). The same approach is taken by ICAEW, with the 
specification to have interactions between the integrated report and the other 
reports (comment letter to the IIRC Consultation Framework).

The next three questions (Q8, Q9, and Q10) are introduced by the ACCA 
comments for the IIRC Consultation Framework: “IR initiative offers a 
significant opportunity for the quality of corporate reporting to be improved 
by giving to investors and others a more complete view of the entity and 
its prospects over a longer time frame than is usually covered in traditional 
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