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Reflections from our CEO

Our B Corp journey started as a collective effort dedicating their time every week to a cause
to make positive changes, motivated by our they care about. Individuals have sought
desire to walk the walk when it came to our out and initiated pro bono projects for some
values: purpose, pride, and kindness. truly inspirational organisations. And we've
taken a huge step in committing to a net zero
Two years later, this togetherness has only certification journey.
grown stronger. It's been inspiring to see the
team not just tick boxes, but proactively and As we evolve our definition of ‘being better’, it's
enthusiastically seek out ways to make this encouraging to see that B Corp is doing the
business better. In many different aspects. same. We hope the new standards will both
open the door for more businesses to strive
We've challenged ourselves, set increasingly towards this shared goal, while also holding
ambitious targets, and found little, unexpected people accountable to the highest social and
ways to make big differences. Volunteering environmental standards.

days have gone from a policy that was rarely

used to a regular occurrence — some team This is why we became a B Corp. To measure

members going as far as Calais, others our success not by how quickly we reach our
goals, but how far we can move the targets

= forwards each year.

Tonysr Zanefn

CEO of Estrella Ventures
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Why we're continuing our B _Corp'jQUrri_'ey %S

The reason we began our B Corp journey'in the first
place comes back to our sustainable marketing
ethos. The way we work is about building long-term
infrastructures that have a positive impact, rather
than choosing quick fixes that neglect people and

It's also why we've continued our B Corp journey.
Because it's not about achieving a ‘goal’ or
‘completing’ something. It's about continually
committing to drive positive impact long term, even

as our business and the world around us change.

B Corp gives us the framework and the motivation
to keep moving forwards in this effort. Now that the
standards have changed, we're even more proud to

be part of the B Corp community.

Impact Report

our r_e’_c;ériiﬁccéﬁqn; date has moved bac
because of it, but we're not seeing this a
We've been reading the new standards, attending
webinars to learn more about them, and conductmg
gap analyses to‘ﬁgure_-OUt yv-he_re. '\_‘/'ve‘ stack qugollnst e
them. ' 2 ah Sins

We're also not discouraged by the removél 6f the
points-based system. It means that our motivation to _- 2
meet the B Corp standards truly is rooted in our desire

to keep becoming a better business, rather than to

achieve a higher ‘score’.

We know we'll need to make some pretty significant
changes to our business to meet the new standards, :

but we're excited for this new challenge.

www.estrellaventures.com



Being B Corp feels like we've found a focus for the
true ethos of our business - do better and be better
for people and planet. It's a guide for our efforts, clear
standards to help us improve and a framework we

can implement in every aspect of our business.

The best part is that it’s led by our team, making it
truly central to everything we do.

A@/ %w{{ WA

Managing Director

Impact Report
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What being a B Corp means to us

We're really proud of what we've achieved in our first two
years as a B Corp. We've proven to ourselves that we can
make significant changes to how we work as a business,

which has given us the motivation to keep going!

As the heart and soul of this process, our team is

the place to look to see the impact of B Corp. Our

culture reflects our purpose more and more thanks to
them. From encouraging and joining one another on
volunteering trips, to ramping up individual development

and team-wide knowledge sharing.

However, culture was already one of our strongest
impact areas. That's why one of the biggest changes
we've made is focusing on our environmental impact.
B Corp made us realise how much more we could be

doing in this area.

As a small business, we're able to make big changes,
fast. But we also need help to make real, measurable
change. Partnering with Planet Mark to accelerate our
journey to net zero has been — and will be — one of the

most impactful catalysts on this journey.

www.estrellaventures.com
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What we've achieved this last year — a snapshot

N

0%

Z

rs gdicgtéd to pro categories of carbon : - employee satisfaction
‘mquetin_g projects* : emissions data being score in our bi-annual
S e collected — from electricity Workers Survey

to business travel

our 2024—25 financial year.

B Corp has become a daily reminder to look for
opportunities fo_ improve the business, help our

' commUhity, and challenge our perspeétives; :

~It's not jUst about recching'o goal anymore,

~ but questioning what impact we want EV — the
company and the team - to have on the world -

outside of us.

Hliew 5@]%0

Head of Content

Impact Report www.estrellaventures.com
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Our B Corp
verified score

and what comes next

We were very proud of our first certified impact score in 2024 - and planned to aim even higher this year! In our
last report, we said that we wanted to recertify with 115 points, with a big focus on increasing our points in the

‘Environment’ impact pillar.

102.8 Overall B Impact Score

10 2 @m» 80 Qualifies for B Corp Certification
]

@mmm» 50.9 Median Score for Ordinary Businesses

Workers
Environment G
Customers G

Community

Governance
Now that the standards don’t include a points system, We'll still be as ambitious as we would have been if the
we're reevaluating our approach. Our aim now is to points-based system remained, and we hope that the
maintain all the good things that helped us achieve rest of the B Corp community will be too.

our original score, and build upon them year on year,

so we're only ever improving.

Impact Report www.estrellaventures.com
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Looking back

(and alread)
across the
impact pillars

We're writing this impact report at a pivotal time in our B Corp

certification journey.

Although we'll be recertifying under the new standards, we've
been working towards targets set against the five impact pillars
of the previous standards: Governance, Workers, Environment,
Community, and Customers. As such, this report outlines our

plans to build upon these targets and prepare for recertification.

These targets feel really authentic to us. They're guided by the B
Corp standards, but ultimately reflect where we want to go as a
business. We're excited to share them, and even more excited to

start achieving them.

Impact Report
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Governance.

What we said we’'d do What we did

Make sustainability a whole team issue, increasing Over the last year, we've embedded sustainability into our
the number of EV team members involved in social structures and processes in myriad ways — bringing every
and environmental issues. EV team member on this journey.

For instance, every team member has become
responsible for recording their business travel — from
catching the train to clients’ offices, to flying abroad to
attend conferences. This is all part of our commitment to
measuring our carbon footprint, so that we can identify
where we're generating the most emissions and make
significant cuts.

This is just one example of how we've woven sustainability
into our operations, so that we have the structures in place

to support our longer-term climate goals.

_Prepare to achieve B Corp recertification. Our recertification deadline date has been pushed back

a year to account for the change in B Corp standards.

We view this extra year as an opportunity to strengthen
our B Corp commitments as much as possible. We've
started by completing a gap.analysis to see where :
we stack up against the new standards, and eredting
aroadmap to help us fill ony gaps ahead of our new
recertification date.

Increase uptake in our volunteerihg policy, e ‘When we wrote last year's impact report no one had
: encouraglng more EV team members to use used the|r paid volunteermg daysi in the 12 months

- their two pord volunteermg dcys e : 'k ~preV|ous Since publlshmg it in JuIy 2024 howeve
' ‘ : over horlf of EV team members hcrve elther used a

_ ImpactReport
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Our goals for the next 12 months

A | B

Publicly share our ESG commitments Clearly define who we do and don’t work with.
We talk a lot about the value of transparency in Last year, we formalised our commitment to working
communications. That's why, this year, we want to : with purpose-led brands by creating a brand-new
practice what we preach a whole lot more. We want ; mission statement. Over the next year, we want to

to publicly share our ESG targets, achievements, expand upon this by defining exactly what a purpose-
and shortcomings, so that we can a) hold ourselves led brand looks like to us — and what they don't look
accountable to the goals we've set and b) ‘hopefully like. With a clear-cut definition, we can make sure
inspire other businesses to communicate the we're investing our time and energy into brands that
environmental, social, and governance impact : we genuinely feel good about.

they’re making.

N

Review and update our responsible marketing
_principles

A lot has changed since we wrote our company
policy on ethical marketing — which covers everything

- from our GDPR responsibilities to how we ensure :
transparency. As we face new marketing challenges

~_and trends, now is the time for us to review and

; update the prihbiples we follow. For instance, we'll be
formolising our dos and don’ts for using Al internally
and within our clients’ marketing plans. We'll also be
creating a sustdinobility communications guide, so
that we can conﬁde'ntly"qdvise our clients without

greehwas‘hihg.

 ImpactReport




Worlkers.

What we said we'd do

Review and improve our parental leave policies, giving

our team members more flexibility and financial

stability as they start or expand their families.

Increase training budget uptake, encouraging each
- team member to develop their skill set and become

more confident in their role.

Lt

What we did

We've created a new parental leave policy, which
is currently being reviewed by legal experts and will

hopefully be in place soon.

Going beyond statutory leave policies isn't easy as
a small company, as we have to be realistic about
how much paid time off we can give to each team

member.

Nevertheless, improving our parental leave policy was
a priority for the entire team, and we're really proud to

have achieved this goal together!

This is still a work in progress, but we're really proud

to say that teorﬁ members across every department
have undertaken external training in the pas't yea"r. This
hasn't always been in the form of a course, either. For
instance, our Senlor CRM Strategy Manager Muyombo
flew to Boston to cttend HubSpot's Inbound 2024

“conference!

Unsurprlsmgly, this has led to some fOntCIStIC resuIts

for our cllents too. For mstqnce by trommg OUI’

DIgItCIl Account Manqger in paid search omd socml : -

odvert:smg, we were oble to qchleve over 1 OOO 000




Our goals for the next 12 months:

AV

Review our hiring processes in line with
JEDI principles.

We know that we'll likely need to hire new team
members and contractors in the coming year — and
our hiring processes need to reflect the fair and
inclusive place of work we aspire to be. That's why
we'll be working with our HR consultant to make

sure we're promoting justice, equality, diversity,

and inclusion (JEDI) in our recruitment processes

- from the way we write our job descriptions, to the
channels we use to promote them. We know we have

knowledge gaps in this area that we need to fill, and

this will be an important first step.

Impact Report
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AV

Deepen our practical understanding of JEDI.

We have some big gaps in our understanding of JEDI
principles and how to apply these. These gaps don't
just show up during the recruitment process, but also
when communicating internally and externally, and
making strategic business decisions. So, over the next
year we'll be focusing on closing these gaps through
JEDI training. Our Managing Director Aby will begin

by finding a suitable training programme for herself,
before identifying the areas that need more specialist
training across the rest of the business.

A\

Continuously make EV an even better place
to work.

We're a small team of people who genuinely get on
well, so creating a positive workplace culture has
always come naturally to us! However, we know that
we dlso need processes in place to keep assessing

and improving our culture — especially as we grow.

That's why we plan to launch an anonymous
employee satisfaction survey at least once a year,
and using the data we collect to make positive, team-
led changes across the organisation. As we develop
our understanding of JEDI, we'll also be incorporating
related questions into these surveys. This will hopefully
give our team the chance to be open and honest

about how valued and included they feel.

www.estrellaventures.com



I love working at EV because | still get
to live my values between 9-5. If | want

to take an hour out to volunteer, | can.

If I have an idea for how we could
operate more sustainably, | explore it.
It's an environment where everyone is

genuinely able to act with purpose.

@fw Cwitig

Content Writer

| feel incredibly fortunate to work at EV. I've
had countless opportunities to grow, both
professionally and personally. It's amazing to
be part of a company where your contributions
are genuinely valued and where there’s a real

commitment to supporting your development.

WW o [Laguseghn

Senior CRM Strategy Manager
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Envirorment,

What we said we'd do What we did
Set targets for reducing our carbon footprint with When we set this target last year, we were perhaps a
Planet Mark. little naive! We underestimated how long it would take

for us to measure our carbon footprint, which we need

to do before we can set about reducing it.

While we've not managed to set targets yet, we are in

the process of collecting our Scopes 1, 2, and 3 data.

This is a process that we need to get right, so that we
can use credible data to set our sustainability targets
in the future.

Improve our environmental impact score, such as As we'll be recertifying under the new B Corp

by creating more policies to help us operate more standards, we haven't been focused on achieving a
~sustainably. : set ‘score’. Yet this doesn’'t mean we've been any less

ambitious in our attempt to operate more sustainably.

Our biggest achievement in this area is by becoming
a member of the Planet Mark Net Zero Certification
Programme. This formalises our commitment to
making meaningful progress towards net zero by
2050 or sooner, which we know is gbing to 'requiire

a big internal transformation ~ from setting tqrvgéts

for reducing our carbon emissions, to educatmg the £

team on how to achieve them

| Reevaluate our IT donation and recycling policies. - since setting this target last year, we haven't heéd'ea

to recycle cuny of our electronlc woste Nevertheles

= '.Compony

_ ImpactReport



Our goals for the next 12 months

A

Get closer to measuring our full carbon footprint

We want to make measurable reductions across
our carbon footprint — but we need to calculate it
first! We're currently working with Planet Mark to do
this, and have been busy collecting and submitting
our consumption data across nine Scope 1, 2, and 3

categories.

Our goal for this year is to complete this journey, so
that we can start setting targets for reducing our
carbon output. We hope to share these targets publicly
too, so that we can inspire other small, service-led

businesses to make their own positive impact.

A

Focus on protecting nature — not just reducing

carbon!

While we plan to set ambitious targets for reducing
our carbon emissions, we also recognise that
minimising harm isn't going far enough. We also
want to do what we can to protect and preserve local

environments.

One of the ways we plan to do this is by creating a
litter picking rota. This aim of this will be to encourage
a few team members to take an hour of their day

at least once a month to tidy up the local area -
whether it's while having a meeting outdoors or just
taking a break with a good podcast. This impact
might be small, but we hope it'll get our team thinking

about the changes they can make in just an hour.

Impact Report
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AV

Consider the environmental impact of our
marketing services

We might not manufacture products or have a huge
supply chain — but even digital marketing has an
environmental impact. Over the next year, we want to
get as close as we can to understanding the carbon
emissions attached to our most popular marketing
deliverables — from social posts to downloadable
brochures. This is going to be a real challenge, but we

hope it'll encourage us to think even more carefully

about the marketing we put out into the world.

www.estrellaventures.com



Being joint sustainability lead over the past year
has become a really meaningful part of my role
at EV. It's incredibly rewarding to help shape an
environment where | can live out my own values
and empower others to do the same. I'm proud
of the progress we're making as a team and

excited about what's to come over the next year.

Daw HopAerzop

Head of Design

A big target for us in the next few years is to

increase our work with purpose-led businesses.
We're focusing our own marketing on aligning
with companies with like-minded values and
aspirations. All with the aim of creating strong

and impactful partnerships that deliver real,

purpose-led value.

B

‘ Head of Operations



: pcxld volunteermg dqys they have, to get out of the
ofﬁce do somethlng fulhlhng, and support the local :
: communlty

Aim to deliver up to 5% of our working hours to pro
bono activities.

Research community-focused training opportunities
for the team, so that we can better educate them on

equality, diversity, and inclusion.

Impact Report

What we did

Not only have more team members used their paid
volunteering days, but we've also noticed something

fantastic: our team members are now volunteering.

outside of work more regularly, too! ;

As an example, our‘Hedd of Operations, Lucy,
started volunteering with by using her
paid volunteering days. Now, she often volunteers :
at Migrateful cooking classes during her evenings.

We absolutely love hearing Lucy'’s stories from her

. evenings with Migrateful, plus seeing pictures of all

the delicious food she gets to eat!

We'll continue to be transparent about the fact that
this is a difficult torget’ for us to achieve, but one that

we continue to strive towards.

One key step we've taken to help us get closer
towards our 5% target is formalising our pro bono
offering. We created a dedicated webpage to
promote our services, and have also formed a
partnership with . We've been able to work
on some wonderful pro bono projects, such as for our
non-profit partner, , local radio station

, and regenerative scheme, Guacamayo.

Truthfully, we haven’'t made any progress towards
this goal. We've encouraged our team to access the
courses and webinars available to them via SEEDL, but

we haven't made any of this training mandatory just yet.

However, we have spent time digesting the JEDI impact
area of the new B Corp standards, and will be using

it as our framework moving forward. We've also set
targets for the next 12 months to reflect what we've
learnt, and are committed to getting them over the line

meaningfully and authentically.

www.estrellaventures.com
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Our goals for the next 12 months

AV

Share our sustainability knowledge with our
community

As marketers, we know what it takes to communicate
effectively. We therefore have an opportunity to
disseminate what we learn about sustainability and
social issues in a way that resonates with — and drives

action among — our community.

One thing we plan to do over the next 12 months is
release another edition of , a collection
of essays spotlighting business leaders. This edition
will focus primarily on those who have been able to
scale purpose-led businesses, with practical tips

and takeaways for fellow CEOs and founders to take

forward on their journey.

A

Review our pro bono targets — so that we can
achieve them

We've said above that we'll be continuing to work
towards our target of delivering 5% of our salaried
hours to pro bono projects. This is true, but we are
likely to review this over the next year, and create a

more staggered approach to one day hitting 5%.

Our reason for this is that, when a goal feels
unattainable, we're less likely to put our all into
achieving it. So, what we plan to do is analyse the
percentage of hours that we've been able to donate
to pro bono projects consistently. Then, we can set
targets based around making more incremental

improvements.

Impact Report
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AV

Educate ourselves on accessibility in marketing

Our marketing services can't be truly purpose-

led if they're not accessible. We know we have
some knowledge gaps when it comes to baking
accessibility principles into our marketing, so one of
our key targets for the next year (and beyond) is to

educate ourselves better.

We're going to start by making sure that each
department - strategy, design, content, digital, and
account management — undertakes accessibility
training related to their specialism. Once we have a

deeper understanding of what we don’'t know, we'll be

sure to expand upon this target.

www.estrellaventures.com
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- Customers.

What we said we'd do

Give our team better visibility over the positive impact

of their work by doing quarterly round-ups of our

customer results.

To continue building a client list of purpose-led
people.

Lt

What we did

After setting this target, we decided that once a
quarter wasn't enough! So, we've launched a monthly
meeting that’'s dedicated to giving everyone visibility

over the team’s achievements.

These meetings are a chance for the team to find
out what's going on across the business, so that
everyone’s involved in each other's successes and

challenges.

We love working with genuinely great people, so this

target feels really authentic to us. But that’s not to say
that putting purpose over profit is an easy thing for us
to do, especially as a growing business.

We've made some tough decisions about who we do
and don’t work with over the past year, and are proud
of the client base we've formed.

We trust EV to support us to optimise, evolve

and execute our marketing strategy in this

challenging industry. The team really understood

Dopwgge Cwevag

Head of Marketing
at Cocoon Bioscience

what we wanted — despite the language barrier,
and despite not being specific to biotech — and

we get a great output from them.




Our goals for the next 12 months:

A

Refresh our client onboarding processes.

We want to make sure that our clients are confident in
us from the moment we start working together. A core
part of this is guiding them through an onboarding
process that answers all of their questions, and helps
us uncover everything we need to deliver the best

possible service to them.

We're going to start this process by asking our existing
customers to complete satisfaction surveys at least
twice a year. This will hopefully help us to better
understand any areas for improvement, so that we

can work on them from the very beginning.

A\

Help organisations to communicate their
sustainability action.

We always say that as marketers, we can’t change

the world — but we can work with those who can. This
is why we love working with purpose-led companies,
and why we've been exploring even more ways for us

to help amplify their missions.

Currently, we're developing a consultancy service to
help organisations communicate their sustainability
action authentically and transparently. We hope
that this will have a long-term ripple effect; the more
businesses that communicate their sustainability
targets, action, and challenges, the more businesses
that will be inspired to join in!

Impact Report
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Evaluate how we use Al in marketing.

As we see a proliferation of Al marketing tools, it's
becoming even more important for us to learn how
to use them - judiciously and responsibly. We'll never
be the kind of organisation that uses Al to cut corners
if it doesn’t serve our clients and their goals, but we
do need to embrace new tools to keep providing the
best value for money. We already have an employee
policy for Al use, which we'll continue to review

and strengthen as Al technologies (like agentic Al)

continue to evolve.

We'll also be looking at how we can use the Al tools
available to us via platforms like HubSpot, so that we
can better tailor the features to our clients.
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Working with EV on the Halti rebrand
has been a great experience|..| We're

EV is a strong brand and marketing

company that has put Elifinty on the map.

thrilled with the new brand direction They have helped train and build our CRM

and confident it will resonate with our solution to deliver valuable sales and

global customers while staying true to marketing processes internally. | would

our legacy. highly recommmend EV to anyone looking

to build a brand or market their services.

@lﬁ/ﬂﬂ/{ﬂ’(@ 7/\} 1}0{&%

Category Manager
at Company of Animals

M%/%’VW (Q'VZ\/'V

CEO at Elifinty
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Closing thoughts
from team Estrella Ventures

Writing this impact report has been a great reflective

exercise for us. Of course, we often take time to reflect

- from analysing the results we achieve for our clients,

to discussing last quarter’s financials with the team.
But we often forget to reflect on the non-tangibles.
The steps we've taken and the changes we've made
to make Estrella Ventures a more environmentally,
community, and team-focused place to work.

As we wrote in our leadership letter, we're excited

for the evolution of B Corp and what this means for

the entire community. We didn't become a B Corp

Impact Report

to stay the same, and we're ready for the challenge
that meeting the new standards will pose. Next year’s
targets are already much more ambitious than last
year's, which we see as a testament to our team'’s
willingness to keep being better.

As always, thank you to our wonderful team members,
clients, and the rest of the B Corp community for

continuing to hold us accountable
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