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Six strengths of Rentokil Initial

Aleaderinour chosen
markets, generating
highreturns with good
growth opportunities

Rentokil is the world’s leading commercial
pest control company and our engine for
growth. Initial Hygiene is the global leader in
hygiene services. Initial Workwear is No. 2 in
Europe and the only player with scale across
the four big Continental markets.

Clear, differentiated
managementstrategy
to drive performance
and capital allocation

Our targeted strategies reflect each of our
operations’ ability to develop and grow.

We have an increasing focus on Growth and
Emerging markets. Disciplined Investment
in capital expenditure and M&A is focused
on the strengths and areas offering
sustainable growth and the best returns.

Highly cash generative

We are a highly cash generative business.
This supports our balance sheet and
enables us to fund our M&A pipeline,
implement a progressive dividend policy
and pay down debt. BBB rated.
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Proven management We arfe a people- and values-'based
t t. organisation. Our expert service teams are
eaim execu mg highly trained and equipped with the best
strategy atpace tools, supported by our strong innovation
pipeline. We have a proven M&A strategy,
targeting city and route density.

Clear plan to We understanq customer needs for erlwhanc.ed
d l. . d. . 1 health and hygiene standards and deliver high
.e !ver mi 's“"g e service levels across our diverse customer
digitrevenue growth base. We utilise six operational growth levers

focused on retention, upselling and organic
sales. We have a clear governance framework
and are committed to transparent reporting.
Further scope fOI.' We drive m_arglns by focusnr?g on increasing
ﬁt h d route density through organic and
Ppro. .gI.'OW than inorganic revenue growth. We are leaders
margin enhancement in commercialising innovation to deliver

competitive advantage in our customer
sectors. We operate a low-cost support
structure through shared back office and
efficient administration.
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2015 Financial highlights
(at CER)’

Revenue - ongoing operations
Up 6.5%

£1,813.9..

Adjusted operating profit?
- ongoing operations
Up 8.5%

Adjusted profit before tax?
Up 12.7%

£215.1..

Profit before tax
Up 7.0%

£174.7

Free cash flow?® (at AER)

£147.7

Dividend per share
Up 18.1%

2.93,

Basic adjusted EPS
Up 11.7%

8.99,

Unless otherwise stated references to ‘profit’ and ‘operating profit’

are for continuing businesses before amortisation and impairment of
intangible assets (excluding computer software) and restructuring costs
and one-off items that have had a significant impact on the results of
the Group. These costs have been separately identified as they are not
considered “business as usual” expenses and have a varying impact on
different businesses and reporting periods. References to ongoing
revenue and profit are for continuing operations excluding revenue from
disposed and closed businesses but includes revenue from
acquisitions. All references to profit are at CER unless stated otherwise.
" results at constant exchange rates have been translated at the full year
average exchange rates for the year ended 31 December 2014. £/$
average rates: FY 2015 1.5288; FY 2014 1.6465, £/€ average rates: FY
2015 1.3770; FY 2014 1.2438.

2 before amortisation and impairment of intangibles (excluding
computer software), restructuring costs and one-off items and

net interest credit from pensions.

3 cash flow before acquisitions, disposals, dividends and discontinued
operations.
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Our Business

Rentokil Initial ataglance

Rentokil Initialis a global
leader in the provision of route-
based services which protect

people and enhancelives.

Business revenue, by region

Bl 84.3% Pest Control
B 15.7% Plants

46.9% Workwear
26.7% Hygiene
22.0% Pest Control
2.9% Plants
1.6% Other

Rentokil Initial plc Annual Report 2015

Europe & LatAm

UK & Rest of World

O

W 42.4% Pest Control
Ml 38.7% Hygiene

11.4% Other

7.5%

Plants

MW 56.7% Pest Control
W 41.6% Hygiene
1.7% Other 9.7%

45.5% Hygiene
44.8% Pest Control
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Our Brands and Businesses

Pest Control

Rentokil Pest Control
is the world’s leading
commercial pest
control company.

Operating in 67 countries
including recent entries in
Guatemala and El Salvador.

We have leading market
positions in the UK, continental
Europe, Asia, Pacific and South
Africa, a number three position in
North America and a rapidly
expanding presence in Central
and Latin America.

Revenue

£791.3m

Adjusted operating profit

£151.5m

£791.3m

Hygiene

Initial Hygiene is the
world’s largest hygiene
services company.

We are market leader in
26 of our 43 countries
of operation.

We provide high-quality hygiene
products and services that
minimise risk of exposure to
bacteria and other infectious
micro-organisms.

Revenue

£457.9m

Adjusted operating profit

£4579m

Workwear

Initial Workwear is
the only company
with scale across the
four main continental
European markets of
France, Germany,
Belgium and the
Netherlands.

We specialise in the supply and
maintenance of garments, such

as workwear and personal protective
equipment, throughout Europe.

We also offer a specialist cleanroom
service for the pharmaceutical and
healthcare sectors.

Revenue

£384.0m

Adjusted operating profit

£51.5m

£3840m

Other

Ambius is a world-leading
interior landscaping business
which installs and services plant
and flower displays, replica
foliage, Christmas decorations
and ambient scenting for
commercial businesses.

Our UK Property Care
business provides damp
proofing, woodworm, property
preservation and wood rot
treatment services.

Revenue

£180.7m

Adjusted operating profit

£180.7m

Revenue and profit figures above represent ongoing revenue and ongoing profit from continuing operations and exclude revenue and profit from businesses
disposed and closed but includes revenue and profit from acquisitions (at CER). Adjusted operating profit is before central and divisional overheads.
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;‘2015 hasbeen ayear of further
progress at Rentokil Initial.”

John McAdam, Chairman
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Chairman's Introduction

Dear Fellow Shareholder

During 2015 we have
continued to execute our
differentiated strategy
todrive profitable growth
withboth focus and pace.
This strategy is centred on
delivering medium-term
improvements inrevenue
and profit and asustainable
improvementinfree
cashflow.

The differentiated quadrant-based strategy is working well, and we have
taken further steps in shifting our portfolio towards higher growth
businesses and geographies. The significant acquisition of Steritech
enhances the quality and scale of our presence in the key Growth market
in North America; whereas our Manage for Value quadrant now represents
just 3% of our revenue, down from 35% in 2013. We have continued to
experience challenging economic conditions and disappointing
performance in our businesses in France and Benelux, but have a clear
improvement plan being implemented. Further details can be found on
page 29. Overall, however, | am pleased to say that the business
continues to improve in quality and performance, and has a strong and
settled executive team in place to deliver the next phase of our strategy.

Based on the encouraging progress in 2015 and as a reflection of our
confidence for 2016, the Board is pleased to recommend a final dividend
of 2.06p per share, an increase of 13.1% year on year.

Alignment with Shareholders

As described in more detail in the Directors’ Remuneration Report on
page 64, we have reviewed our remuneration arrangements to simplify the
incentives for Executive Directors and to improve their alignment with the
interests of shareholders. We conducted a thorough consultation with
shareholders as part of this review and were pleased with the strong and
supportive engagement we received.

Board Changes

Although there have been no changes in the membership of the Board
this year, Peter Bamford will step down as a Non-executive Director at the
conclusion of the AGM on 11 May 2016 after nine years on the Board.

| would like to thank Peter for his significant contribution to the Company
over this period and to wish him the very best for the future. Board
succession will remain an important topic in 2016 and beyond as other
senior Board members step down. We will look to enhance the Board by
progressively adding new, diverse skills and experience, to reflect and
support the current and developing shape of the business, notably its
international scope and scale. To that end, as described in the Nomination
Committee section on page 62, we have expanded the membership of
that Committee to ensure that all Non-executive Directors contribute to
this important responsibility.

Our shareholders, customers and colleagues continue to give strong
support to Rentokil Initial and we thank them for their ongoing trust and
loyalty. We are fully cognisant of our fiduciary responsibility to all
shareholders and the need to act with the highest standards of integrity
and transparency. We remain committed and motivated to both as we
develop the business. If you are able to attend the AGM, | look forward to
seeing you in May. In the meantime we are keen to engage with
shareholders and other stakeholders and would welcome your feedback
on this Annual Report. Please e-mail investor@rentokil-initial.com and let
us know what you think.

People

In 2015 we have welcomed into Rentokil Initial new colleagues through
the many good businesses we have acquired and through the ongoing
process of improving the capability and efficiency of the group. We would
like to thank all our colleagues who have put in a huge effort over the last
year to meet the needs of our customers as well as helping to deliver our
strategy at pace. We continue to invest heavily in developing and
maintaining our colleagues’ expertise, and | was pleased to see impressive
colleague participation in learning and development programmes during
2015. Full details can be found on page 38 and in our 2015 Corporate
Responsibility Report.

Yours faithfully
e

John McAdam
Chairman
24 February 2016
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“We are confident of delivering
further value for shareholders
as we enter the Next Phase in
the execution of our strategy.”

Andy Ransom, Chief Executive
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Chief Executive’s Q&A

Your questions answered

Q. What are the key takeaways for investors from the
Company’s performancein 2015?

A. This year we have delivered ongoing revenue growth of 6.5%, profit
growth from ongoing operations of 8.5% and free cash flow of £147.7m.
We are particularly encouraged by the performance of our pest control

business which grew by 13.1% during the year, of which 4.6% was organic.

Our focus on cash has enabled us to accelerate our acquisition plans
during the year, particularly within Emerging and Growth markets.

We acquired 23 businesses (21 in Pest Control) in North America,
UK, Australia, Puerto Rico, the Dominican Republic, Germany, Korea,
South Africa, Poland, Colombia and Brazil, with combined annualised
revenues in the 12 months prior to acquisition of £158m. The total
combined consideration of these acquisitions, including deferred
consideration, was £386m. Through the larger acquisitions of Steritech,
Anderson and Oliver and smaller bolt-on deals in North America, we
continue to reinforce our presence as the third largest player in the
world’s largest pest control market. We will continue to acquire
businesses to infill locally, to build further density and grow margins,
particularly in Emerging and Growth markets.

Q. Can you update us on how your quadrants have
performed during the year?

A. We execute our strategy by grouping our business lines and
geographies into a four-quadrant matrix based upon growth potential and
profit contribution. This continued to work well for us in 2015. Revenue
growth in the Emerging (+14.0%) and Growth (+12.0%) quadrants was
strong with good performances from North America, UK, Germany, Latin
America, Asia and Pacific. Revenue in the Protect & Enhance quadrant
declined by 1.2%, largely driven by France and Benelux, with the Manage
for Value quadrant down 0.3% on the prior year. During the year we
closed our Austrian and Northern Ireland flat linen businesses and four
other non-core businesses, predominantly in the Manage for Value
quadrant. These, together with other businesses divested in 2014,
reduced revenue growth by 1.0%, resulting in total revenue growth

of 5.5%.

Q. What has driven your excellent cash flow
performancein2015?

A. \We are also pleased to report that restructuring costs were maintained
at under our £10m target for 2015, contributing to an increase in profit
before tax of 7.0%. Free cash flow from continuing operations amounted
to £147.7m, driven by continued strong operating cash flow, a reduction
in interest and tax payments and the proceeds from a beneficial
settlement of a legacy legal claim during the year.

Q. Are there any areas with which you are less pleased?
What could you do better?

A. While we have achieved much in 2015, we are less satisfied with some
areas of our performance. Despite an overall improvement in organic
growth from our core businesses, this is not as strong as we would have
liked and reflects primarily a continuation of the challenging economic
conditions in France and Benelux. On page 20 of the Strategy in Action
section of this report we provide an update on the actions we are currently
undertaking in our European workwear business to counter these
continuing market challenges.

Q. How are you creating value in Rentokil Initial?

A. First, we have developed a clear strategy for profitable growth

and are implementing that strategy at pace. As a brief reminder of the
RIGHT WAY plan, after many consecutive quarters of changes to

our operating model we set out a clear, fixed business model with five
geographic regions and three core business lines — all operating on a low
cost, single country operating structure. We established our differentiated
model with its four quadrants which we have used to align capital
allocation and prioritise our growth strategies. For the first time in the
Company’s history, we set out medium-term targets for revenue, profit
and cash. We have made very good progress towards them this year.
Details can be found on page 9 of this report.

Second, we are far more focused. In Pest Control we have strengthened
our position as global leaders through innovation, digital expertise and
acquisitions. In our Hygiene business we have addressed many years of
under-investment and now have the most complete and modern range

of hygiene products across the industry, ranging from stainless steel to
No-Touch to Colour. In our European workwear business, while we have
made good progress in parts of the business, including Germany and in
Cleanrooms, more work is needed — particularly in the challenging markets
of France and Benelux. Improving this business will be a key focus for the
Next Phase of the plan.

Finally, the use of our four-quadrant matrix and our capital allocation
discipline across the business has helped us to get the ‘biggest bang for
our investment buck’. Not only have we been very clear on the businesses
that we want to be in — we have completed 40 acquisitions over the last
two years in our Growth and Emerging markets — but we’ve been just as
clear on the businesses that we don’t want, with disposals of the Initial
Facilities business and other non-core businesses within our Manage for
Value quadrant. Probably the most profound change to the group over
the last two years is the fact that revenues in the Growth and Emerging
quadrants now account for approximately 60% — this was just over a third
of group revenues back in 2013 — and that the remaining businesses
within Manage for Value now account for just 3% of revenue. We have
significantly reshaped the portfolio and repositioned the group for
enhanced growth and performance for the long term.

Rentokil Initial plc Annual Report 2015



Chief Executive’s Q&A

Q. What caninvestors expect to see in the Next Phase
of the plan?

A. We have lots to go for in the Next Phase. We will continue the
migration of the portfolio into the faster growth markets and have also set
clear strategies for our three core businesses. We will drive continued
acceleration in Pest Control, it’s all about sales execution in Hygiene, and
in Workwear we want to create the quality champion of the industry.

We will exploit our digital expertise (which will be critical in the next phase)
and bring to market our pipeline of innovations. We remain focused on a
clear model of density-building and targeting local market share including
bolting on high-quality businesses through our proven M&A capability.
This will enhance margins and profitability. Sales and service productivity
remain a priority, of course, and we also plan to increase the pace of best
practice sharing across the group.

Q. What'’s therole of Emerging markets for future value
creation in Rentokil Initial?

A. Rentokil Initial has an unmatched geographic footprint across the
Emerging markets from Asia to parts of Africa and Central and South
America. However, the scale of these businesses remains relatively small
at less than 10% of group revenue, while the future opportunity there
remains as large as ever. Structural changes in Emerging markets such as
population growth, in particular a rapidly growing, urbanised middle class
demanding higher standards, and the associated development of hygiene
and food safety regulation, all point towards increasing future demand for
pest and hygiene services. Our services thrive on density; some of the
most highly concentrated urban areas are in Emerging markets such as
Latin America and China. We have an excellent team in place and we will
continue to grow our Emerging businesses, focusing on key target urban
areas and using the power of our brands and international reputation.

Q. Towards the end of the year the Company completed
its major acquisition of Steritech. What was your
rationale for the deal and how is the integration of the
business going?

A. For some time we have been pursuing a growth strategy in North
America, the world’s largest pest control market (roughly 50% of the global
market), with Steritech at the top of our target list. Steritech was the last
remaining independent business with national scale in the US and is also
the market leader in the provision of brand standards auditing services.
The acquisition strengthens our position as the number three pest control
business in North America and also makes us the third largest player in
Canada. This is a transformational deal for our North American pest
control business, providing us with the opportunity to accelerate revenue
growth and significantly enhance margins. While it’s early days in the
integration process we’re absolutely on track —it’s a super business with a
top-class team delivering a world-class service to customers and a strong
cultural fit with our own organisation.
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Three months into our ownership the integration of Steritech is proceeding
well and we are on course to deliver our commitments for 2016. All integration
work streams are now underway. Progress includes the development of
detailed work plans for ‘add-on’ services into the Steritech portfolio (such
as fumigation and termite control) and the identification of route density
opportunities. In addition, we have developed a combined Regional &
National Accounts programme and put in place a roadmap for the migration
and application of a new IT infrastructure. A back office rationalisation
programme is underway, focused on removing duplicate activities. Steritech
exited 2015 with an annualised profit run-rate of $20m, representing good
progress towards our $25m to $30m target for the coming year.

Q. Given this size of the deal, should we expect you to
scaleback on M&A over the coming months or are you
still committed to pursuing additional in-fill
acquisitions?

A. Clearly we remain committed to our BBB rating. However acquisitions
will remain a core part of our differentiated strategy and our primary focus
is on Emerging and Growth markets and Pest Control in particular. So,
yes, we will continue to look for new acquisitions. We target city-focused
deals to build presence and density and over the past two years we've
successfully acquired 53 businesses with annualised revenues of £224m.
However, M&A is an opportunistic activity and while there may be some
years when we meet or exceed our target spend of £50m there may well
be others in which we spend less. In terms of target areas, the Emerging
and Growth markets are a top priority, particularly Latin America, China
and India and of course, North America.

[kl

Andy Ransom
Chief Executive Officer
24 February 2016
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I  Achieved ambitions
Progress Towards . —

Good progress

Medium-Term Targets — Limited progress
|

Progress in Year Two Target and Key Activities

Medium-term target: mid-single-digit revenue growth

___ Ongoing* revenue growth of 6.5%

__ Organic revenue growth of 1.8% (2.6% excluding France and Benelux)
__ Good organic growth across most markets

_ Revenue decline in France and Benelux
___ Strong growth in Pest Control of 13.1% (4.6% organic)
___ 23 companies acquired adding £158m of annualised revenues, principally in Pest Control

in Emerging and Growth quadrants

___ Stronger performance from North American business, up 16.8% (2.7% organic)
__ Launched new digital presence in 21 markets. Organic traffic up 47% in Pest Control

and enquiries up 24%
__ Improvements in customer retention at 85.2% (2014: 84.3%)

__ Further launch of new products including PestConnect, HygieneConnect and AutoGate

Medium-term target: high-single-digit profit growth
__ Ongoing* operating profit growth of 8.5%

_ Further £3.8m reduction in central and regional overheads (£14.6m reduction in two years).
Restructuring costs maintained at under £10m

__ Divestments of loss-making Austrian and Northern Ireland flat linen businesses and four

non-core businesses predominantly in Manage for Value quadrant
Benelux — operationally stable, returned to profit but revenue and margins remain a challenge

France — decline in revenue and profit reflecting difficult market conditions

Medium-term target: free cash flow of £100m+ per annum
___ £147.7m free cash flow in 2015 well in excess of target — target now raised to £110m+ for 2016

and £120m+ for 2017

___ Capital expenditure maintained at below £200m (2015: £181.4m)
___ Investment in IT maintained at £20m

*Ongoing revenue and profit metrics exclude the financial performance of disposed and closed businesses but include results from acquisitions

Rentokil Initial plc Annual Report 2015
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Our Markets

We areleadersin our chosen markets

Rentokil is the
world’s leading
commercial
pest control
company.

Pest control

The commercial pest control market is worth

c. £4.8bn p.a. and the total pest control market
is worth c¢. £10bn.

Pest control is a highly defensive industry and
offers sustainable, long-term growth prospects.
[t covers a vast array of pests, some unique to
certain countries or climates, while others (such
as rodents) are present in every country around
the world.

There are c. 40,000 pest control companies
worldwide, of which about half are in North
America. Industry consolidation is an ongoing
market dynamic.

Around the world
|

Global pest control
market is expected to
reach $18bn by 2019

lsbn

bn

North America is the
world’s largest pest
control market and
worth ¢. $8bn

Customer segments

Principal pest control customer segments
include high dependency, food processing
and pharmaceutical, offices, hospitality,

retail, healthcare, education and residential

#E
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Initial Hygiene

is the world’s
leading hygiene
services business.

Hygiene

The hygiene services market offers good
growth opportunities as organisations demand
increasing standards of hygiene —hand
hygiene, air hygiene and a professional feminine
hygiene service.

Margin growth is driven by density of customers
by location, what we call ‘postcode density’,
and by the number of serviced products by
customer, or ‘customer penetration’.

Hand washing
|

45% of people
worldwide believe
washing hands regularly
is the most effective
way to protect against
catching colds and flu

—
[]

More productivity from
better hand hygiene —
the typical office
worker’s hands come
into contact with

10m bacteria per day

According to research
from 17 studies, the
simple act of hand
washing will reduce
the risk of a stomach
bug by 47%

Initial Workwear
isthesecond
largest provider
of workwear

in Europe.

Workwear

The European workwear market (including
general workwear, cleanroom, flat linen and
personal protective equipment) is valued at

c. €4.7bn. With a compound annual growth rate
of 2% it is expected to reach €5.3bn by 2020.

Industry and trade services sectors comprise
35% of the market while hotels, restaurants,
caterers and healthcare comprise 50%
(principally flat linen). The cleanrooms market is
valued at €625m, of which €250m is laundry
related, and is growing at 5%-7% p.a.

Laundries
|

Initial Workwear
operates 51 laundries
and performs 125m
washes each year

Garments

Initial Workwear has
approximately 15m
garments in circulation
and provides laundering
services to over 1.5m
individual wearers
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Our Markets

What dynamics are shaping our markets?

World population 66% of the world’s
isexpectedtogrow [B:0/iliol il

to 8bn by 2025 (3bn in 1960) ll've l'n urban areas
by 2050 (54% currently)

P\

Changes in age distribution and rising middle classes This raises the transmission
(in Asia and Latin America in particular) - rising demand risk of infectious diseases.
in healthcare, housing and food production sectors. (Source: UN)

Global warming Increased economic activity
P re becoming more endemic.
Glejgsalavfan:i;:g is I?aad(i)ng (teo Ioenggr and employment leVEIs

breeding seasons, while fewer
harsh winters are maintaining
pest populations.

2016 GDP growth forecasts for ‘High Income’ countries
(USA, UK, Europe) are +2.4% and ‘Developing’ countries +5.2%.
(Source: World Bank)

Environmental +504%
standards +z.4%

Growing demand for sustainable
products and services.

Regulatory Increased Increasedrisks
standards reputational risk to public health

Customers facing increased laws, Organisations are acting to reduce the Mosquito-transmitted Dengue fever,
regulations, codes of practice and risk of reputational damage (through Zika virus, Chikungunya, West Nile
enforcement burden, require higher social media and other channels) for virus, and the spread of the influenza
standards of pest control and hygiene. instance, the potential impact of poor virus. In 2015 there were 120,836
hygiene in food retail. cases of Dengue
fever in Malaysia,
up 11%.

4“\\

120,836

Dengue fever cases in Malaysia

Rentokil Initial plc Annual Report 2015
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Our Business Model

How we create shareholder value
]

What we offer Whatwedo

Rentokil offers a complete
range of pest control services,
from rodents to flying and
crawling insects, to other forms

1

L We train, develop and equip
of wildlife management. our people with the best skills
Different countries have their individual challenges from and tools to offer Outstanding

snakes in South Africa to termites in North America. Our global
technical centre provides effective and innovative solutions

for pest control with a specific emphasis placed on health,
safety and protection of the environment.

Initial Hygiene provides

a dedicated and expert hygiene
service. It offers the widest range
of washroom hygiene services
including the provision and
maintenance of products.

These include air fresheners, sanitisers, feminine hygiene units,
hand dryers, paper and linen towel dispensers, soap dispensers,
toilet paper dispensers and floor protection mats. This is a
complementary business to Pest Control with a compatible
operational model and a strong profit contribution.

Initial Workwear specialises
in the supply and laundering
of workwear, uniforms,
cleanroom uniforms and
protective equipment.

We support some of Europe’s largest hospitality and industrial
organisations to ensure that their employees have the right
workwear to support safe and effective working. This business is
a good complementary fit with Hygiene, benefiting from a shared
brand, linked service and integrated route-based operations.

Rentokil Initial plc Annual Report 2015

customer service.

We develop, procure and
manufacture products
that we sell, rent or apply
for customers.

3

We market, sell and
provideretained services
to customers.

4

We innovate, creating
products and services
of the future.
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Why we’re different

Corporate Governance

Financial Statements

RIGHT PEOPLE

Our colleagues as experts

Rentokil Initial employs 31,442 experts and
invests in training and development to ensure
their know-how is unrivalled. We choose
people who live our values of Service,
Relationships and Teamwork. Experience is
less important in some roles as we provide the
best training in our industries. Learning and
development is delivered primarily through U+,
our in-house university, as well as through on
the job training. In 2015 we created nearly 600
courses and videos internally around topics
such as sales, technical and operations for our
businesses. We also undertake dedicated

RIGHT THINGS

Industry leadership

Rentokil is the global and brand leader in
commercial pest control. We gain leverage
through our business model founded on the
best people, tools and training in the industry.
Our training programmes focus on safety,
service, technical excellence and innovation to
generate future growth. Since 2012 we have
acquired 68 businesses, principally in
Emerging and Growth markets.

Initial Hygiene is the world’s leading hygiene
services brand. Our focus is on product and
service quality to sell more services per
customer; targeting higher-margin customers

RIGHT WAY

Additional Information

management development programmes and
have begun to offer our customers access to
some of our own training programmes.

In the UK our Technical Academy is designed
to deliver professional industry-accredited
training to service colleagues through
coordinated training courses, Technical
Performance Assessment training and support
through the Technical Field Consultant
network. In 2015 our UK operations delivered
over 3,250 days of technical training in pest
control, hygiene services and property care.

and increasing retention. We achieve high
customer satisfaction levels and believe this is
a key competitive advantage.

Initial Workwear is the No. 2 player in the
European workwear market and the only
operation with scale across the four big
Continental markets. We are creating a
business that has clear market differentiation
through the highest level of product and
service quality, thus driving greater customer
satisfaction and in turn generating improved
revenue and margins.

Strong regional business and lean, multi-business operations

We have five strong geographic regions:
North America, Europe, UK & Rest of World,
Asia and Pacific. Rentokil Initial has unrivalled
expertise in the delivery of its route-based
business model. We have a clear operating
model — single-country management teams
leading integrated, multi-service operations.
Common back office functions, systems and
processes leverage our strong expertise in
running route-based businesses such as
route optimisation and measurement of
customer satisfaction. We are also one of the
largest users of Google Apps, Hangouts and
social media.

Central functions are kept lean, providing
focused Centres of Excellence, group
governance and sharing best practice to
support our regional businesses and their
customers. Underpinning it all is a ‘One
Rentokil Initial” culture — a ‘one team’ mentality
with a common set of values and promises to
our colleagues and customers, delivering great
customer experience and shareholder value.

Rentokil Initial plc Annual Report 2015
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Our Differentiated Strategy

We use a quadrant analysis tool for capital allocation and operational
management. We group our businesses by geography and business line
into a four-box growth potential and profit contribution matrix. Using this
approach we are able to introduce different growth levers to maximise
impact, and apply differential investment hurdle rates.

By way of illustration, the strategies we need to deploy to grow in

Brazil are very different to what we need to do to manage our businesses
in Spain and Greece. We review quadrant composition annually,

looking carefully at business performance and developments in the
economic environment.

Our four quadrants

Emerging

Building a platform for future success

8% of group revenue, 7% of group profit

Geographies

Asia, Latin America, Central
America, Middle East, Kenya,
Mozambique and Fiji.

Strategy and M&A

Build leading market positions in
cities offering best opportunities
for Pest Control and Hygiene.

In M&A, pest control-led market
entry, focus on strong local
management capabilities, adding
bolt-ons for density. Internal Rate
of Return (IRR): ~15%.

Performance in Phase One

A growing presence in
higher-GDP markets to drive
stronger organic growth. Eight
new territories of operation,
including Latin America, securing

Manage for Value

leading positions through
city-focused acquisitions. India
operations now profitable, losses
in China reduced, enhanced
sales capability in Malaysia.

11 acquisitions with annualised
revenues prior to purchase

of £21m.

Focus for the Next Phase
Accelerate revenue and profit
growth through scale — city and
route density - and focus on
sales. Selective entry into new
geographies where opportunities
arise. Use brand strength to
target international customers.
Pursue pipeline of attractive M&A
opportunities.

Reducing exposure to low-growth, low-margin business

3% of group revenue, 3% of group profit

Geographies

Pest Control, Hygiene and Plants
in Southern Europe. Ambius (in
smaller markets), Hong Kong (IT
Hygiene), Taiwan (Pest Control),
Indonesia (Cleaning).

Strategy and M&A

Focus on customer retention,
cost management, service
productivity and efficiency.
Opportunistic M&A, acquiring
bolt-ons for density (requires high
IRR: ~30%). Divest sub-scale
and unprofitable businesses.

* October 2013 to December 2015.

Rentokil Initial plc Annual Report 2015

Summary of performance

in Phase One

Major reduction in exposure to
this quadrant over past two
years, going from 35% of group
revenues to just 3%. Exit from
Initial Facilities, Austrian Products,
Spanish Medical and flat linen
operations in Northern Ireland
and Austria. Improved business
moved into Protect & Enhance.

Focus for the Next Phase
Continue to execute country
plans targeting productivity,
density, cost management
and retention.

Growth

Delivering margin improvement through scale and density

52% of group revenue, 53% of group profit

Geographies

North America, UK, Germany,
Baltics, Caribbean,

France (Pest Control), Italy,
Nordics (Pest Control), South
Africa (Pest Control), Australia,
New Zealand and Ireland.

Strategy and M&A

Grow market share and develop
existing customers, in-fill locally to
drive organic and acquisitive
growth. In M&A, extend
geographic reach into new cities
and build out sub-scale regions.
IRR: >15%.

Performance in Phase One
Our pest control business is now
No.3 in North America. Strong
performance in UK driven by

Protect &Enhance

product and service innovation.
Strengthening performance in
Pacific Pest Control. Robust
performance in Germany, aided
by growth in Cleanrooms.

34 acquisitions with annualised
revenues of £205m.

Focus for the Next Phase
Enhance margins through density
and market share, leverage
position in North America and UK
to drive national accounts.
Ongoing focus on product and
service innovation, technology
improvements and web
development programme.
Capitalise on strong M&A
pipeline, North America in
particular.

Lower-growth European markets remain challenging

37% of group revenue, 37% of group profit

Geographies

France (Hygiene and Workwear),

Benelux, Nordics (Hygiene), CEE,
Ireland (Medical) and South Africa
(Hygiene).

Strategy and M&A

Focus on customer retention,
profit and cash. In M&A,
consolidate regional and local
strengths, acquire new capabilities
in adjacent service areas.

Above average IRR: 20%

Performance in Phase One
Higher cash flow performance
reflecting reductions in capex and

restructuring costs. Businesses
in France and Benelux remain
challenged.

Focus for the Next Phase
Execute Workwear Quality
Programme to drive quality of
product and service. Execute
country-specific action plans for
France and Benelux given
ongoing market challenges.
Maintain focus on productivity,
route density, retention and
up-selling, and development of
new services.
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Our Operational Growth Levers

At Rentokil Initial the drive for growth is being delivered through our
differentiated plan for each quadrant, referred to earlier on the previous
page. However, in addition, the businesses utilise six revenue growth
levers to drive performance.

First, we target our offer appropriately, ensuring we are providing the
right offer to the right customers but also that we are masters of our
markets, adapting our thinking to local needs. Second, we deliver sales
effectiveness in both building the sales pipeline and through sales
priliance. Finally, we drive retention and growth through delivery

of outstanding customer service, account management and

service differentiation.

Targeting our offer

Whereto Play

Mastering
our Markets

Sales Effectiveness

Building the
Pipeline

Sales
Brilliance

Retention & Growth

Delivering
our Promise

Engaging our
Customers

More about our growthlevers

Over the next several pages, we describe some of our growth initiatives
including the development of new innovations including PestConnect and
HygieneConnect, how we can respond to the growing threat from
mosquitoes and our recent acquisition of Steritech.

¥ N

Steritech

growth drivers

Steritech
go to page 22

Mosquito control
go to page 23

PestConnect
go to page 24

HygieneConnect
go to page 25
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Strategy in Action

Pest Control

Strategy inaction
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£

Digital Leadership Innovation PestConnect

We invest in technology to This year we launched a new In 2015 PestConnect (our
drive short-term growth and monitoring and control service remote monitoring system for
long-term differentiation. In in Malaysia to protect people rodents) was launched in five
2015 we put our web platform  from dangerous diseases (such  countries with roll-out planned
into 23 markets, resulting in as dengue fever) transmitted by ~ for a further 10 countries in

a 13% increase in web mosquitoes. A similar service 2016, including the UK. It has
enquiries. In the UK 65% has also been launched in Brazil resulted in a 10%-20% uplift in
of new business has been to help protect against the the value of customer contracts
generated from digital Aedes mosquito, associated for those customers using the
channels. with the rapidly increasing product.

threat posed by the Zika virus.
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AutoGate Rodent
Monitoring Unit
AutoGate uses sensors and
a barrier to protect poisoned
bait from non-target species
until activated. Created to
address changes in
European legislation on use
of anticoagulant rodenticide
products, it is particularly
effective in areas where
these products have been
most restricted. It will be
launched across north
Europe in 2016.
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Strategy in Action

Revenue +13.1%
revenue

£791.3..

Operating profit +14.2%

£151.5.. 44~

Operating margin*

19.1-

*pre central and regional overheads

Wehavean
unrivalled global
leadership
position
complemented
further by

the Steritech
acquisition.

We have strong positions in growing markets
across the world and a strong M&A pipeline
enabling us to infill locally and build density,
particularly in Emerging and Growth markets.

Challenges

Our key challenges are to accelerate organic
growth and to compete in online lead
generation, especially in our largest market
of North America.

Priorities for the Next Phase -
‘Acceleration’
We plan to deliver continued acceleration through:

e deployment of new products and services
from our innovation pipeline;

e roll-out of our performance-enhancing web
presence;

e our leadership in the ‘Internet-of-Things’ for
pest control, for example monitoring devices
and risk-based reporting through extranets/
apps;

e leverage of our North America position and
growth in Emerging markets; and

e continued M&A programme to build density.

Percentage of group

Percentage of group
operating profit*

48

Progress update

During Phase One of the execution of our
strategy, we have launched performance-
enhancing websites in 20 markets and have
developed a strong proprietary innovation
pipeline including PestConnect remote
monitoring, AutoGate and myRentokil

(see page 24 for infographic case study on
PestConnect). Further, we have expanded
our global reach through the acquisition of
43 pest control companies, including the
major acquisition of Steritech.

Market

We are the world’s largest commercial pest
control company and have 15% of the global
commercial market and are continuing to
increase our international presence through a
combination of organic growth and targeted
acquisitions. For further information on the pest
control market, please see page 10.

Customers

In over 67 countries businesses and
homeowners trust Rentokil to solve their pest
problems and prevent them from reoccurring.
Commercial customers account for
approximately 80% of revenue and include food
processing, food service and food retail sectors,
largely as a result of their regulatory requirements
for pest control services.

Residential pest control represents approximately
20% of business revenue with over 75% of this
coming from the US and Australia. On a per
capita basis both countries have much larger
residential markets for pest control than in
Europe, primarily because of the presence of
termites. In Europe residential pest control tends
to be typically around 10% of business revenue.

Our engine for growth

Rentokil is the world’s leading commercial
pest control business providing the
highest levels of risk management,
reassurance and responsiveness to
customers. Over recent years we have
broadened our geographic presence
through acquisitions in North, Central
and Latin America, Africa, Asia and the
Middle East.

Why choose Rentokil?

Our USPs are our global reach, service
quality, brand strength, expertise of
people, innovation, management
information systems and digital capability.

Outlook

Pest control is a highly resilient industry and
offers sustainable, long-term growth prospects.
We are well placed to take advantage of major
growth drivers which include: the convergence
of international standards (particularly in the
food industry); the drive for consistency from
multi-nationals; rising expectations from
consumers driving companies to invest in
brand protection; and growing demand in
developing markets.

Pest control benefits from exposure to higher
GDP growth territories, principally within the
Growth and Emerging markets and these will
remain our primary focus for investment. In 2016
we will continue to build our business in North
America and central to this will be the successful
integration of recent acquisitions including
Steritech. In addition, we will accelerate
deployment of new products and services,
increase digitalisation of our services, complete
the roll-out of our enhanced global web presence
and seek additional M&A opportunities.
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Hygiene

+19.9-.

Strategy inaction

-
(

+50

Rising Levels of
Customer Satisfaction
Following the launch of our
Signature and Reflection
ranges, Hygiene Customer
Voice Counts (CVC) scores
rose 5.7% in 2014. In 2015
we launched a full range of
No-Touch products meeting
consumer demand to touch
fewer washroom products,
thereby reducing risks from
cross infection. CVC scores
rose by 19.9% in 2015.
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Signature Success

The Signature Colour range has
proven particularly popular in
France which now accounts for
50% of total Colour sales and
which has doubled the number
of service lines per customer.
15% of total Signature sales
have come from new products
launched in the last year,
No-Touch in particular.

Roll-out of
HygieneConnect
HygieneConnect is the world’s
first integrated wireless
monitoring and display system
designed to raise hand washing
compliance. In 2015 60% of
customers using the system
reported a 50% improvement

in hand washing compliance.
Please see our HygieneConnect
infographic on page 25 for further
details.

Operational Best
Practice

In 2015 we implemented
country action plans focused
on delivering operational best
practice in our operations.

In Indonesia we targeted
premium hotels and offices
on specific routes in Jakarta
with structured hygiene
surveys to build relationships.
This contributed to a 10%
increase in portfolio and
higher local density.
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Revenue +2.6%
revenue

£457.9..

Operating profit +1.2%

Operating margin*

19.6-

*pre central and regional overheads

Initial Hygiene
istheglobal
leader in hygiene
services and
marketleader
in26 ofits43
countries of
operation.

Challenges

These are differentiating our offer through
service and innovation, gaining share and
building density to enhance margins.

Priorities for the Next Phase -
‘Execute Now’

Our ‘Execute Now’ growth strategy aims to
leverage our strengths by:

e building on the power of our hygiene brand
and market positions;

e selling our new product ranges including
Reflection, Signature, Colour, No-Touch and
Premium Scenting;

e |eading on innovation through ‘Internet-of-
Things’, for example 