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Chairman's Statement

"l am delighted to report another year
of excellent performance by DS Smith.
We have delivered strong growth in
volumes, profits, margins and returns,

=

INn a market that is still tough.”

PERFORMANCE

I am delighted to report another year of
excellent performance by DS Smith. We
have delivered strong growth in volumes,
profits, margins and returns, in a market
thatis still tough.

| am particularly pleased with the way that
the business has continued to re-shape.
Since the acquisition of SCA Packaging in
July 2012, which transformed the business
into a genuinely pan-European business, the
principal focus has been onintegration and
the delivery of substantial synergies. With
that programme complete, over the last 12
months DS Smith has acquired businessesin
[taly, Spain, and in the high growth region of
south eastern Europe. These businesses are
focused on our core enterprise of recycled
packaging. We have also beeninvestingin
new sites, such as those for the plastics
business in both the US and Europe. At the
same time, some non-core businesses have
been disposed of, releasing capital that can
be deployed elsewhere.

While we have done this, we have continued
to deliver on our key performance indicators,
with our margin now at the top end of our
targetrange. | am delighted to confirm that
this medium-term target is now being raised
by 100 basis points, reflecting both the
performance of the business and also

our aspiration for the future.

DIVIDEND

The Board considers the dividend to be
animportant component of shareholder
returns and, as such, has a policy to deliver
aprogressive dividend, where dividend
cover is between 2.0 and 2.5 times, through
the cycle. For the year 2014/15, the Board
recommends a final dividend of 7.7 pence,
which together with the interim dividend
of 3.7 pence gives a total dividend for

the year of 11.4 pence per share (2013/14:
10.0 pence per share). This represents an
increase of 14 per cent on the prior year and
cover of 2.1 times in relation to earnings per
share (before amortisation and exceptional
items) (@djusted EPS), in line with our policy.

Looking back over the past five yearslam
particularly proud of the consistent growth
and returns to shareholders. Adjusted

EPS has grown atan average rate of 34

per cent each year, with the dividend per
share growing similarly at 29 per cent.

Total shareholderreturn

500
+343%
400
300
200 +93%
100
2010 2011 2012 2013 2014 2015
@ Dssmith @ FTSE 250 Index

Total shareholder return, which is a measure
combining growth in the share price with the
benefit of dividends, has grown 343 per cent,
considerably out-stripping the FTSE 250 at
93 per cent over the same five year period.

OUTLOOK

As usual, on behalf of the Board, I would

like to thank all my colleagues throughout
DS Smith for their dedication and hard work
over the past year. That commitment has
resulted in the great results for the year,
and the growth in market share that we are
seeing across our business. We see significant
opportunities for the businessin the coming
year and are confident of future success.

N s

Gareth Davis
Chairman

o See p 44 for more information
on Governance

dssmith.com
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At a Glance

-Xpanding our
‘ootprint and

leadership position.

DS Smith now operates across

32 countries and employs around

24,700 people, having acquired

businesses in Spain, Italy and in

south eastern Europe over the

last year. These actions are part

of our efforts to increase the .
scale and quality of the business .
in order to achieve our vision —

to become the leaderinrecycled

packaging for consumer goods.

® Plastics
® Packaging

KEY FINANCIAL HIGHLIGHTS
Operating profit (Em)! Return on capital employed (%)*

£335m 14.6%

335
307
249 I

12/13 13/14 14/15 12/13 13/14 14/15

1 Adjusted, before amortisation and exceptional items
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£3,820m

Revenue
2014/15

Number of corrugated
manufacturing sites
by region

9

Over
six billion
boxes sold
in 2014/15

32
countries
globally

OUR DIVISIONS:
Region Locations Our business
United Kingdom; United Kingdom We have 31 corrugated manufacturing sites,

11 recycling depots, one large and one small
paper mill and four design centres.

Western Europe:

Belgium, France, Netherlands and Spain

We have 34 corrugated manufacturing sites, one
recycling depot, one large and two small paper
mills and 10 design centres.

DACH &
Northern Europe:

Austria, Denmark, Finland, Germany,
Norway, Sweden and Switzerland

We have 47 corrugated manufacturing sites,
two large paper mills and 11 design centres.

Central Europe

Bosnia, Bulgaria, Croatia, Czech Republic,
Estonia, Hungary, Italy, Latvia, Lithuania,

We have 65 corrugated sites, three paper mills,

& Italy: five recycling sites and five design centres.
Macedonia, Poland, Romania, Serbia,
Slovakia and Slovenia

Plastics: Belgium, Bulgaria, Croatia, France, Our flexible plastic packaging business has 10

Germany, New Zealand, Poland,
Slovakia, Spain, Thailand, United
Kingdom and the United States

manufacturing sites globally, while our rigid plastic
packaging business has 14 manufacturing sites in Europe.

dssmith.com
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Chief Executive's Q&A

We are leading change

nackaging solutions.

Miles Roberts
Group Chief Executive

Annual Report & Accounts 2015

Dy providing iInnovative

You joined DS Smith as CEO in May
2010 - over five years ago. What
has been achieved in that time?

The business has changed a great deal
over the last five years, but there remains
plenty of opportunities and a lot more to do.

At the time I joined, DS Smith was principally
an Anglo-French business, with substantial
paper mills, a large business in office
products supply and margins of 4.5 per cent.
I set out a simple strategy, focused on our
customers, to design and manufacture
recycled packaging with the high quality,
service and innovation that customers
want. The goal of that strategy was to
improve our financial performance and

the consistency of our returns.

This idea was summed up in the key pillars
of our strategy - to delight our customers,
torealise the potential of our people, to
double the size and profitability of the
business, and to lead the way in recycling.

Five years on, we have done a huge amount.
We have made a number of acquisitions,

so that the corrugated business is now
genuinely pan-European, in 27 countries.
We have also disposed of parts of the
business that did not fit. In financial terms,
since 2009/10 we have doubled revenues,
close to doubled our 2010 margins and
nearly tripled our earnings per share.

We have achieved this by winning market
share, whichis the most significant test of
whether you offer an attractive proposition
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to customers. We have invested in employee
programmes to engage everyone in the
organisation. We have also invested in

our recycling business as well as our own
corporate sustainability.

o See p 20 for more about our key
performance indicators

Does that mean that everything
is done?

DS Smithisleading change in the industry,
not just within our own organisation. The
changes are driven by our customers and
their customers’ changing needs, which

we see as continuing to evolve, so | believe
thereis a great deal further forward for

DS Smith to travel, as we continue to invest
in our business.

The business is cash generative, which
means that we have choices on how to
invest for further growth. We are investing
significantly in our plants and adding

new technology to produce high quality
packaging, for example display units. We
are investinginrolling out design centres
across Europe so that all our customers
have a centre within easy reach where we
candevelop innovative solutions for them.

In Europe, while we have a network of
plants that broadly cover the full region,
there are areas where we would like a
greater presence.

Thereis also the challenge of integrating
the businesses we have acquired recently
— Andopackin Spain, for example, and the
Duropack businesses in south eastern
Europe. Making the acquisitionis just the
start — we then bring in our ways of working,
our innovation, links to our design centres
—in order to make the acquired businesses
as successful as possible.

Is bigger always betterin
the corrugated industry?

The scale of DS Smith gives us some
clear advantages versus our competitors.
First, we are able to offer solutions to
large customers across Europe. That is

something that can only be achieved with

a pan-European manufacturing network
like ours. Large pan-European customers
are realising that it is more efficient for
them to have only a small number of
corrugated suppliers rather than many,
because we can offer consistency and
quality that is otherwise difficult to achieve.

Second, we have the size to be able to
investin innovation and research, with
the benefit shared across the business.
For example, we have invested substantially
inthe quality of the paper we manufacture,
to allow us to build the best possible
corrugated boxes. | believe that, in the
case of DS Smith, scale and quality of
business therefore go hand-in-hand.

When you talk about “leading
change” in the industry, what
does that mean?

We put our customers at the heart of our
operation and focus on whatis important
to them and delivers value for them.
Corrugated boxes fulfilarole far wider than
just transit. Packaging touches many points
in the supply chain - soitisimportant how
easily it works on our customers' packaging
lines, how it can be used to maximise the
transitlogistics, and then, at the end, how
the packaging helps our customers sell more
too, by presenting the product in a way that
attracts the attention of the consumer and
is easy to shop. Good retail-ready packaging
(packaging thatis used in a store) can save
the retailers money too - by reducing
shelf-stacking time.

At DS Smith we think that this whole
supply cycleisimportant, and that to
make packaging that fulfils the needs

of our customer, you need the skills to
addressall these areas, in innovation,
design and manufacturing. This s a big
change for the industry and we are proud
to lead this change in becoming more
customer focused.

See p 18 for more about how we
analyse the supply cycle

OUR VALUES

Cx

Be caring

We take pride in what we do and
care about our customers, our
people and the world around us.

Be challenging

We are not afraid to challenge each
other and ourselves constructively
to find a better way forward.

Be trusted

We can always be trusted
to deliver on our promises.

Be responsive

We seek new ideas and
understanding and are quick
toreact to opportunities.

N

Be tenacious
We get things done.

dssmith.com
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Chief Executive's Q&A continued

Why are you changing your return
on sales target in your financial
key performance indicators (KPIs)?

This year we have delivered areturnon
sales margin of 8.8 per cent, near the top
of ourrange of 7 to 9 per cent. The Board
now believes we can achieve an additional
100 basis points, in the medium-term.
This increase reflects two changes to our
business. Firstis the quality of our whole
offering, from innovation, design and
manufacture, adding more value across
the whole supply chain for our customers.
Second is the scale of our business, which
means, among other things, that the costs
and benefits of innovation, research and
design are shared.

o See p 20 for more about our KPIs

Consumer behaviour has changed
significantly over the last few
years, with more products bought
on-line for example. Is this an
opportunity or a threat to DS Smith?

We see the changing consumer and retail
trends as an opportunity. More and more
is expected of the humble corrugated box
and packaging now needs to be adaptable
to different retail environments from
supermarkets, a convenience store, a
discounter, to an on-line distributor. Each
has slightly different requirements, which
means complexity. We provide solutions
for these challenges. We have teams

who work on smart designs for each
format, and these solutions are shared
throughout the organisation. That gives
us a commercial advantage.

See p 11 for more about packaging
fordifferentretail channels

Annual Report & Accounts 2015

The returns for shareholders have
been excellent over the last five
years - how has the business’s
success benefited employees?

Employees are our key asset. We have
made health and safety a top priority and
have seena 46 per centdrop in ourlost-time
accidentrate over the last five years. We
have a programme called OWN IT!that aims
to help our employees understand how
their own targets and actions contribute
to the performance of the business as a
whole. At the same time we encourage
share ownership among our employees,
and in 2014 launched an award-winning
SAYE scheme across 23 countries.

| am also proud of the work that DS Smith
is undertaking, through our Charitable
Foundation, to reach out to both new
employees and potential employees. In
thelast 12 months we have entered into

a partnership with Nestlé in its Alliance 4
YOUth programme — to give opportunities
to young people across Europe to get that
all-important first job or work experience.
We are now also entering our third year of
sponsoring 17 and 18-year-olds interested
in engineering, through the Arkwright
Scholarship programme.

What does the circular
economy mean to DS Smith?

We are proud to be the largest recycler of
paper and corrugated board in the UK, and
with a substantial position in that market
in Europe. Not only is it a good business,
but it provides an essential service to the
economy, as there are not enough trees
for paper only to be made from new fibre.
As well as providing an essential, reliable
collection service for our customers, we
will work with them to make sure that they
are recovering all their used paper and
corrugated board, rather than sending it to
landfill. That makes sense for them, for us,
and is a benefit to the whole environment.

Looking at the past year,
what are you most proud of?

I am proud of how the business balance
has delivered another good set of financial
results, despite difficult economic conditions.
That has come from excellent work by

our commercial teams throughout the
organisation, working to design and
manufacture the best packaging possible.
We have further developed the shape

of the business with both acquisitions and
disposals, and invested in our own assets
and network at the same time. This has all
been delivered thanks to our employees
each one of whom takes responsibility for
delivering their part of our plan each year
—lam grateful to them all.

a View our ‘Supply Cycle Thinking’
at www.dssmith.com/company/
who-we-are/supply-cycle-strategists



Packaging in a Changing Market

Packaqging is more relevant
than ever

Packaging performs a number of functions in the retail environment and supply chain.

Well designed, attractive packaging is essential to ensure product availability,
identification and accessibility, as more buying decisions are made in-store.

We provide insight, innovation, design and manufacturing expertise to produce
packaging that fulfils the requirements of the changing market.

Our market insights
ps  Consumer behaviour and the retail environment
p10. Requirements for packaging

p12  \\e create innovative solutions
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Consumer behaviour and
the retall environment
are changing.

Consumers are changing the way that they shop. Well designed packaging is essential to driving sales
in this environment.

They are now making more frequent shopping trips, for
example an estimated 55 per cent of consumers now go » Good packaging will be easily identifiable in the back-of-
grocery shopping three or more times per week. Consumers store, driving on-shelf availability.

most commonly don't have a detailed shopping list, instead
choosing while in the store. While the economy is recovering,
shoppers remain very cost conscious. It is expected that large
stores will become lessimportant while discount, convenience  * Attractive packaging is importantin driving brand visibility
and on-line retailers grow. For example, convenience, discount and in-store purchasing decisions.

and on-line retailers are forecast to grow from 31 per cent to
43 per cent of the UK market by 2020.

» Well designed packaging makes the product easy toidentify
and to pick from the shelf.

» Display packaging is commonly used to support promotions.

UK Channel share
q—

N~

@ Superstores ® Supermarkets @ Convenience @ Discount @ Online ® Other

Channel specific
solutions for
increased complexity

Source:1GD
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Requirements for
packaging are changing.

Packaging iS no |Oﬂg€|’ unitsin order to maximise availability. Discounters require
; . very high quality packaging, with a single unit containing
one-size-fits-all. arange of brand variants, in order to maximise efficiency

in stacking shelves.
Packaging needs to fulfil its purpose of transporting g

and protecting its product. It also needs to drive availability, Forany branded product, its presentation at the retailer
accessibility and visibility in a range of store settings - large is key, so packaging must support and enhance the brand
store, convenience store, discounters, plus picking for on-line proposition. Retail-ready packaging achieves this through
delivery and wholesale distributors. the quality of materials and printing, the interaction

between the primary product and the outer packaging,
and the prominence of the brand logo.

Supermarkets require large unit sizes to deal with the volume
being purchased, while convenience stores require narrow

Discounters - high quality
Supermarkets -large box displays packagingrequired, often with
required forvolume . different variantsin one box

Convenience - small format
packagingrequired to give range
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We create innovative

solutions for changing

customer needs.

on our insight, innovation, design and

for either a quarter or a half-sized pallet. The construction is
modular, allowing for different size displays while keeping the
construction simple. This makes it ideal for a range of store
sizes while reducing costs for the manufacturer. The display
is a highly attractive unit which complements the branding
of the primary product — the bars of chocolate — matching
the colours and supporting the quality of the brand.

PPy

l -
ST L LLLEL

DS Smith provides solutions based (“I\

manufacturing expertise. Our overall g = SPORT| ...

aim is to create packaging that reduces A ' -

costs, drives sales and manages risk. o PR

Forexample, for Ritter Sport chocolate, we have designed a 7 ) e

display case that can be automatically filled and stacked, rather

than stacked and assembled by hand, and can be configured H r : e
== =

dssmith.com
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Our Business Model

\We create value by bringing
together a collection of skills,
all centred around the design
and manufacture of packaging.

OUR BUSINESS MODEL

INSIGHT

PACKAGING
O ——~

PAPER

MANUFACTURE @ @% INNOVATION
CORRUGATED PLASTICS

RECYCLING

Balance of our combined
businesses! (million tonnes)
Corrugated packaging is our
primary output:

Corrugated
Packaging

Corrugated Paper
Manufacture 24

Fibre Sourcing/
Recycling

DESIGN

1 Proformabasedon2014/15 sales volumes, plus the estimated full-year effect of acquired businesses (Andopack and Duropack), less the Nantes mill disposal.

Annual Report & Accounts 2015
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Our business model is focused
on packaging. We bring insight
and innovation, and use this to
design the optimum packaging
for our customers' supply chains,

and manufacture it to the
highest standard.

OUR BUSINESSES

Corrugated
Packaging

DS Smith designs and
manufactures corrugated
packaging. We focus
particularly on packaging
for fast-moving consumer
goods, such as grocery
products, which need large
volumes of high quality
packaging to complement
branded products with
requirements changing
frequently.

The remainder of our
business is for industrial
products, other consumer
products and other uses,
such as packaging for
on-line deliveries. Industrial
packagingis often very high
precision and involves
complex designs.

To support the production of high quality
corrugated packaging, we manufacture
paper and in turn have arecycling business
to source fibre for this activity. We design
and manufacture specialised paper grades
to produce the best packaging possible.

We also design and manufacture certain types
of speciality plastic packaging, in particular
plastic bags and taps for bag-in-box packaging
andrigid crates for bottled liquids.

@a Recycling

We source used paper and old
corrugated cases (OCC) from
bothretailers and traders.
The fibreis principally used
by our own paper mills to
make recycled paper, with
the remainder sold to other
paper manufacturersin both
Europe and globally. We also
offer a full recycling service
to cover other materials such
as glass and metals, which we
thenrecycle in partnership
with subcontractors.

DS Smithis different to other
recyclate collectors because
we do not operate landfill
sites — our sole focusison
recycling, with a target of
helping our customers
achieve zero waste. In
2014/15, we expanded our
operations by taking our
ownership of Italmaceri to
100 per cent. The acquisition
of Duropack on 31 May 2015
has furtherincreased our
recycling capabilities in
south eastern Europe.

if.'1 Paper

DS Smith manufactures
recycled paper, principally
corrugated case material
(CCM) or testliner, which is
the paper used to make
corrugated board. We also
make some other grades

of paper, such as core board
and plasterboard liner. The
majority of the CCM that we
make is used by our own
packaging business, with the
remainder sold externally.
All other grades are sold
externally. The acquisition
of Duropack on 31 May 2015
has added a further two
testliner mills, both in

south eastern Europe.

Unless otherwise specified, all data
regarding our operations, including sites,
volumes and employee numbers include
the Duropack business, acquired on

31 May 2015.

NN Plastic
@_—%.3) Packaging
|

DS Smith has two parts
toits plastics business:

Flexible packaging

and dispensing

DS Smith designs and
manufactures plastic

bags and taps and fitments
for use in bag-in-box
packaging for liquids.

Our products are used for
transportation of beverages,
concentrates, chemicals and
pharmaceuticals. Bag-and-
tap solutions can be used
forindustrial containers,

for dispensing beverages
inrestaurants or as an
end-product, such asawine
box. Our flexible packaging
business operates globally.

Rigid packaging

We design and manufacture
rigid plastic packaging
products for the transit

of beverages, healthcare
products, automotive
products and in retail. This
business operates in Europe.

dssmith.com
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Our Business Model continued

@ Corrugated Packaging

27 countries across Europe

Consultancy servicesin
Europe, Asia and the US

177 manufacturing sites
30 design centres

¢. 3.3 million tonnes of
corrugated packaging
per annum

€. 19,400 employees

£6 million investment in
research and development
2014/15

HOW WE CREATE VALUE

We seek to help our customers reduce

their costs, sell more, and manage their risk.
We are able to do this through our skills in
innovation, design and manufacture, and
insight into consumer behaviour in the retail
environment. We are able toinvestin the
skills necessary to deliver this due to our
scale, and we offer our solutions on a
pan-European basis.

We work with our customers, analysing
every point where packaging interacts with
their activities, and considering how it might
be optimised. For example, we optimise

the box strength for stackinginalorry,

and optimise the design for speed on the
packing line, on to how easily it can be
opened and displayed once in store. We also
look at how packaging works best once on
aretailer's shelf, in order to drive sales and
improve the handling costs for the retailer.
Once aboxis used, it then needs to be easily
recycled, and the journey begins again.

Annual Report & Accounts 2015

To achieve this, we employ a range of skills.
We start with analysing what the customer
needs from the packaging in terms of
physical performance across the supply
chain, and we design suitable packaging
based on that specification. Our paper
business works in close collaboration with
our corrugated packaging business to
develop high performance paper that best
suits the needs of the packaging designers
and the manufacturing process. We also
work with our customers and supply our
own insight on how packaging can maximise
sales by maximising availability within store,
through brand visibility and ease of use.

We describe this approach as “Supply
Cycle Thinking”,

o See p 18 for more on supply cycle thinking

Our scale gives us a commercial advantage
and allows us to deliver this quality of
service sustainably. Our ability to provide
pan-European solutions, via our extensive

manufacturing base, is a key differentiator
compared to many competitors. We work
with leading FMCG and industrial customers
to supply packaging to their own network
of factories, with guarantees for service
and quality that apply across the business.
For example, our customers know that the
packaging for their branded product will
bein precisely the correct specified colour,
whetherit has been manufacturedin the
UK, Spain, Sweden or Romania. This is all
part of our strategic commitment to delight
our customers.

Our scale also allows us toinvest inresearch,
innovation and design, for example our
network of design centres. The benefitand
costs are then shared across the business.
We are therefore able to offer a high
standard of product while maintaining
competitive pricing. This is key to our
success with customers, as demonstrated
by our consistent volume growth ahead of
market growth.

o8

More Sales
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@a Recycling

Operates in Croatia, France,
Germany, Italy, Macedonia,
Netherlands, Poland, Serbia
and the UK

17 depots and 24 offices

¢. 5.4 million tonnes fibre
collected per annum

€. 900 employees

#1 market share for
collection of OCC in the UK

HOW WE CREATE VALUE

Our core business is the collection of

used materials, principally OCCand other
fibre, providing arecycling service to our
customers. In addition, we offer arange
of value-added services, such as recycling
and environmental audits and consultancy
to help customers manage their materials
most efficiently, with the aim of achieving
zero waste. This is not only a worthwhile
environmental target; it typically means
that better value can be achieved on the
used fibre, though developing systems

to maximise recovery and segregation,

as appropriate.

The recycling business is profitable
independent of the other elements of
the DS Smith business. We buy the fibre
we collect, typically with reference to the
market price of fibre, adjusted to reflect
the collection service provided. The fibre
isaggregated and sorted, and then used
in DS Smith's paper mills or sold to third
party mills or exporters.

Ourrecycling business supports our paper
operations by providing them with the fibre
required, with a consistent and well defined
quality, which in turn enables our paper
mills to produce paper with precisely the
performance characteristics required by the
packaging business. Our recycling business

also supports our corrugated packaging
business by helping retailers get best
value from their used corrugated material,
driving the use of corrugated packaging
over other packaging materials.

ir.1 Paper

Five large mills in Germany,
Italy, Netherlands and the UK

Five small mills in Bulgaria,
Croatia, France and the UK

Sales offices in Belgium,
France, Italy and the UK

¢. 2.4 million tonnes CCM
perannum

¢. 380 thousand tonnes
other paper per annum

¢. 2,300 employees

HOW WE CREATE VALUE

Our paper business is an essential partner
to our packaging business. We seek to
integrate the businesses as much as
practicable, with the paper operations
focused on producing the paper required
by packaging, to the correct quality standard
and consistency. The majority of our testliner
is used by the DS Smith packaging business.
The remainder of our testliner and all our
other grades of paper are sold externally.
We seek to compete on the quality of our
product, while our scale and efficiency
means that we remain cost competitive.

We undertake joint research and development
of paperin collaboration with our packaging

operations to achieve the optimal result.

We have increased our production of papers
particularly suited to high quality packaging,
such as white-top grades.

At the same time, the paper mills are highly
focused on their operational excellence.

We have a"LEAN team" programme of
highly skilled engineers who work with all
the sitesin turn to ensure that best practice
is shared and implemented. This ensures we
maximise profitability by minimising costs.

Y
@g Plastic Packaging
|

24 manufacturing sites in
Europe, New Zealand,
Thailand and the US

Sales offices in Belgium,
France, UK and the US

Head office in the US
c. 2,100 employees

HOW WE CREATE VALUE

Specialist plastic packaging solutions

are designed in close collaboration with
customers and frequently include
intellectual property. The design of taps
and fitments for liquids are often specific
to the type of liquid, in order to optimise
filling and dispensing. We own hundreds of
patents covering our designs and products.
Once we have a design that fulfils our
customers' reguirements, we are able to
manufacture on a large scale and distribute
the product globally, as the productis light
and readily transportable. Our rigid plastic
products are manufactured in Europe for
the European market, in scale operations
principally focused in Bulgaria and Slovakia.
Our flexible plastic products are manufactured
in New Zealand, Thailand and the US and
are distributed globally.

dssmith.com
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Supply Cycle Thinking

DS Smithisasupply
cycle strategist.

‘Supply chain’ only tells half

the story and misses the bigger
picture. For everything that
goes one way in the chain,
something moves the other
way too. It's a Supply Cycle.
Traceability, emissions... the biggest
challenges of a supply chain are actually
circular. When you start thinking about

the whole cycle, you're seeing the whole
picture. Your thinking becomes more

joined-up. More efficient, More integrated.

DRIVEN BY INNOVATION

We're driven by anticipating and solving
our customers' problems. By using our
expertise from design to production

and supply to recycling, we can offer high
quality, innovative solutions and great
service thatlooks at the whole of their
packaging needs, not just one part.

We call this Supply Cycle Thinking,
itisaunified approach for every area of
our business and it makes our customers'
lives easier by creating simplicity in
otherwise complicated supply chains.

Annual Report & Accounts 2015

OUR CUSTOMER SUPPLY CYCLE

Transport
cost
reductions

Faster
packing
lines

More
recycling

Logistics
provider

Regional
distribution
centres

Find out more about our Supply
Cycleon-line

supply-cycle-strategists

www.dssmith.com/company/who-we-are/
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Our Vision and Strategy

Our vision Is to become the

STRATEGIC GOALS

To delight our
customers

We do this by:
» Deliveringonall
our commitments

» Furtherimproving
our quality standards

 Drivinginnovation

* Building industry-leading
customer services

How we have delivered

in 2014/15:

* 17 new orrefurbished
design centres opened

» Mondelez "Star” supplier

* Nestlé Germany top-20
supplier (for the second
year running)

» Packaging design awards,
including three Worldstar
awards, 12 Starpack
awards, two UK packaging
awards and two German
packaging awards

Torealise the
potential of our people

|
We do this by:

Creatinga place where
people are proud to work
and give their best

Building a common culture

Ensuring the safety of all

How we have delivered
in2014/15:

13 per centreductionin
accident frequency rate

15 per cent reduction
in lost-time accidents

182 sites with no
lost-time accidents

Two industry awards
for ourinternational
Sharesave Plan
