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Welcome...
Be seen, be heard, be good

In last year's People, Purpose, Planet B Corp report we spoke about a volatile global
environment. So far, 2025 is proving that this was small potatoes!

We're witnessing the overthrow of an 80-year-old world order: NATO appears to be
under threat, while a UK government minister said in April that "Globalisation as
we've known it...has come to an end"”.

While we all accept that change is the new constant, few predicted threats to two
seemingly immutable certainties — transatlantic security and the global economy.

So, what can we do about it? The answer can be found in what the UK minister said
next: that strength and resilience depend on the ability to “build out” relationships.
Essentially, when others turn in, we must reach out.

Many in the world are doing just that. For every door that protectionism, suspicion
and self-interest slam shut, outreach, engagement and friendship open another. New
alliances and friendships are forming fast. Now is the time For positivity, not
pessimism.

It's here that we see diplomacy, B Corp and the PR industry completely align —
outward looking, positive and progressive. Now is the time to amplify purpose.

While change is startling, | believe the global community's adaptation to that change
is truly breathtaking. Nations, industries and individuals are standing up for what's
right. Milk & Honey's 2025 People, Purpose Planet report is one way that we make
our contribution — to be seen, to be heard and to be good.

Kirsty Leighton

Founder & Group CEO, Milk & Honey PR
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Our commitments

As part of our mission to be seen, be heard and be good, Milk & Honey's commitments to purpose are designed to deliver for people and the planet.

Connect with 250 Climate positive Maintain net zero Water positive Revenue base of a
diverse individuals by 2030 plastic targets by by 2030 minimum of 80%
by 2025 to empower 2030 sustainable

their careers in PR industries by 2030



Pledges and action

In 2020 we made five specific pledges around shared ownership, plastic neutrality, carbon clients, carbon neutrality and
volunteering — making significant progress through to 2025.

third by 2021

investment to
create a legal
structure
allowing staff co-
ownership.

people now co-
own 55% of the
business -
exceeding our
2020 pledge.

people now co-
own 55% of the
business,
exceeding our
2020 pledge.

Increase to 80%
by 2025.

2020 pledge 2021 progress 2022 progress Now and next
1. Increase team Significant As of May 2022, As of May 2023, 2024: 74% co- 2025 - 85% co-
ownership to a financial and time 50% of our 58% of our ownership. To ownership.

Maintain a high
level of staff
ownership.




2020 pledge

2021 progress 2022 progress Now and next
2. Report Reported 0% High carbon High carbon 0% revenue from 0% revenue from

percentage of
turnover from
high carbon
clients

revenue from
high carbon
clients.

client revenue
remains at 0%.
Our approach is
not a ban - we
may work with
clients seeking a
sustainable
transition.

client revenue
remains at 0%.
Our approach is
not a ban -we
may work with
clients seeking a
sustainable
transition.

high carbon
clients. Work in
2024/25 to
explore detailed
reporting.

high carbon
clients.




2020 pledge 2021 progress 2022 progress Now and next
3. Two days per In2021/22 we Qur people In the past year, In2023/24, 621 We have not hit

team member
for volunteering
and Fundraising

registered over
270 hours of
volunteer and

Fundraising time.

significantly
exceeded last
year's total to
register over 453
hours.

we have
exceeded last
year's total
registering over
541 volunteer
hours across our
global team.

volunteer hours.

Aim to increase
this by 20%.

the 24/25 target
to increase
volunteering
hours. In 25/26
we will be
looking at ways
to increase our
volunteering.




2020 pledge

2023 progress

2021 progress 2022 progress Now and next
4, Plastic Plastic neutral We have Following plastic In the next year, We maintain
neutrality certification maintained our neutrality Milk & Honey plastic neutrality.

gained from
rePurpose Global
in October 2020.

neutrality and are
now re-certifying
to ensure
continued
compliance.

certification in
2021 and 2022, in
2023 we are
working with a
new partner,
‘Plastic
Collective’. It will
advise on
minimising our
plastic usage,
while offsetting
currently
unavoidable
consumption, to

ensure neutrality.

supporks removal
of 3 tonnes of
ocean plastic.

In 2025/26 we're
looking at new
and expanded
plastic
partnerships.




2020 pledge 2021 progress

195 tonnes of
carbon from the
atmosphere.

eliminate over
649 tonnes of
carbon from the
atmosphere.

trees to avoid
putting close to
850 tonnes of
CO2e into the
atmosphere.

tonnes of CO2e.

2022 progress Now and next
5. Carbon Achieved and Maintained Maintained carbon Certified carbon We will build on
neutrality mainktained carbon neutrality neutrality — neutral —a our 16,000
carbon neutrality — growing our growing our fForest of over planted trees and
- planting 2,600 forest to over forest to 14,500 trees to 1,186 avoided
trees to eliminate 7,900 trees to over 11,670 avoid over 1,000 tonnes of CO2e

by continuing to
work with
Ecologi.
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"People First really means something at
Milk & Honey. It's a commitment that
every decision will always be considered
in terms of the impact it will have on
everyone who works here.”

Lewis Oakley
Senior Client Director and Head of Broadcast

People 1.
People, reward and co-ownership

People Reward
Qur people make us what and who we QOur people continue to grow — earning
are. In 2024/25 our global headcount 10 promotions in the past year,
skands at 31: alongside three pay rises. Pay is

calculated using industry benchmarks to

* Milk & Honey Group: five ensure compekitive salaries — and we

o Wik have made changes this year to remain
* US: three .
) aligned.

« Germany: five

= Singapore; one » Client assistant bands start at

= Five global consultants provide £27,000 (in line with Living Wage

support to our team Foundation rates - higher than
government rates)
» Client executive level bands start

at £28,000

Profit share when targets are met
Flexible working offer — with
19% working part time

Co-ownership

Milk & Honey ensures that our people
own the business they help to build. In
August 2021, we became an Employee
Ownership Trust (EOT). As of May 2025:

« 85% of our people now co-own
55% of the business

» One year of service brings

automatic EOT membership

Dividends of up to £3,600 can be

paid annually, tax free For the UK

team

EOT members are invited to an

annual agency conference




15% 27%

of our people of our global team
are aged identifies as
under 25 non-white




Diversity, equity, inclusion and belonging 2025

By Keaiana O'Rierdan
Milk & Honey — Senior Client Executive

In the past year, we've witnessed unprecedented attacks on DEl and the principles that underpin it.
We've seen many politicians, pundits and big business leaders row back on commitments to Fairness and
inclusion in the workplace.

Milk & Honey is doubling down on DEI commitments, because we believe that now, more than ever,
purpose driven businesses need to stand up and speak out.

DEl is not simply the right thing to de; it's the only sensible course of action For businesses Focused on
profit. Analysis from McKinsey, for example, shows that companies with the most gender diverse
executive teams are 25% more likely to enjoy above average profitability than those with the least. In
terms of ethnicity, companies with the strongest representation outperform those with the least by
36%.

We know this: diversity is strength. DEI attracts and retains talent; brings creativity For our clients; builds
confidence in our people; makes connections with communities; Forges trust wikh our stakeholders; and
makes us a more Flexible and resilient agency.

Milk & Honey is taking the opportunity to review and enhance its DEI commitments. As a learning
organisation, we're reaching out to explore fresh approaches and reset our own internal programmes —
to strengthen our DEI Foundation.

A DEI milestone — 250 to 2025

This year is a milestone for a project we started back in 2020 — 250
diverse candidates to 2025. The aim has been to open up opportunity
for careers in PR for people who traditionally Face barriers to entry.

While we Felt our 250 people target was ambitious at the time, we
have now reached well over 650 potential candidates to show them
how rewarding a career in PR can be. It has seen us kake on a non-
degree holding apprentice for bwo years; start our internship
programme; work with partner organisations to provide mentorship;
and give talks at schools, colleges, universities and a host of other
career events.

We're proud of what we have achieved but 250 to 2025 has also
shown us that there is so much more to do. In 2025/26 we are
working to develop a long-term programme to replace it — and
inspire more diverse candidates to consider a career in PR,




People podcasts Diversity disco

Milk & Honey has run its Untick the Box podcast series since In July 2024 we implemented our Diversity Disco meetings globally —
2022 to provide a platform For diverse voices in the PR industry. to Foster an open and aware agency culture, These sessions are

It's an initiative wholly conceived, developed and delivered by designed to give a space where people can share with, and learn from,
our people from the ground up rather than the top down — and their peers — sometimes showing us that lived experiences can be very
Fully supported by the agency. different, even when we all have so much in common.

Over the past three years, Untick the Box has attracted some Discos allow us to broach difficult subjects, share experiences, be

big names in the diversity space — including Sonia Brown MBE, curious and see different perspectives. With another Four discos
Sheeraz Gulsher, Dr Zareen Rochi Ahmed and Sabah Ahmedi — planned by the end of 2025, we have so Far explored:

on powerful topics — including Forging a career, building a

business and breaking down stereatypes. * Neurodiversity.

+ The grief process in different cultures.

As part of Milk & Honey's cngoing DEI review, plans are in place = Cultural sensitivities around Christmas.
to expand the Untick the Box series with a new podcast on * Socioeconomics and class.
mental health. + Inter-generationally sympathetic ways of working.

Supporting the next generation — Milk & Honey internship programme

By Madison Boyce
Milk & Honey — Client Executive

I joined Milk & Honey's PR internship programme just bwo days after graduating university, ak a time
when breaking into the industry Felt almost impossible. Most recruiters were asking for bwo years of
experience before even offering a foot in the door. Milk & Honey took a chance on me and | am so glad
they did!

From day one, | was exposed to the core elements of PR such as pitching, reporting, researching and |
even had the opportunity to be client-Facing — which quickly sharpened my communication and client
management skills, After just two months, | was offered a permanent role as a Client Assistant, and
more recently | was promoted to Client Executive. Being part of a small team of extremely talented
professionals has meant I've been able to learn and grow at a rapid pace. The progression has been
motivating and I'm developing across all areas of my career thanks to our internship programme.




THE
EARLY CAREERS

People 3.
Health, mental health and wellbeing

As a people First agency, nothing comes higher in our prieritisation than our
team's wellbeing. Happy people, happy clients, happy agency.

We're always looking For ways to improve the office experience. We have 10
Mental Health First Aiders across the business who are ready to step in and
provide on the ground mental health support, as and when it's needed.

We run monthly Diversity Discos addressing different elements of the lived
experience of our team. Most recently it was socioeconomic diversity within
the PR industry.

We're alse introducing an annual nature day - where we'll come together
and do an activity, such as beach cleaning or community gardening. This sits
alongside our ongoing velunkeering time — with everyone given 15 hours to
support causes that are close to their heart.

Further, work life balance is supported by our working patterns - where we
can choose to work from home for three days of the week, with this
augmented by bwo ‘Collaboration Days' that see everyone come into the
office on the same days to meet in person and enjoy the energy and buzz of
office life.



A supportive workplace

-

Milk & Honey understands that a supportive workplace is essential to the health of its people. Carrying this
forward in 2024,/25, we have maintained or re-committed to support a range of health issues. These include:

We are a signakory of the Menopause
Charter, committing to: recognise that
women need specific support; talk
openly, positively and respectfully
about the menopause; and actively
support women affected by the
mencpause.

We have signed to Working with
Cancer Pledge — to eliminate stigma
and insecurity For people with cancer
— and to build a supportive workplace
for those who are living with cancer,

MISCARRIAGE
ASSQCIATION
Tha arlack b bl

The Pregnancy Loss Pledge — to
show empathy and understanding
towards people and their partners
experiencing pregnancy loss.




People 4.

Nurturing careers, training and coaching

Nurturing careers

The Hive is a place to learn and a place to grow - calling on the expertise of our own people and external insight. Claire Soutar - a respected organisational trainer and
leadership coach - continues to work with us to deliver a programme of high-quality career development training. Subjects include Discovery Insights, the Management 101

series, Giving Feedback and Goals Setting, Unconscious Bias and Resilience.

In addition, Milk & Honey's training and development offering is designed to help personal and professional growth. Our offer includes:

« Personalised training plans

+ £1,000 training budget

= Anindustry qualification

» Mentors

= 360-degree feedback

* Training check-ins

# Structured and paid training plans for all interns

Growing moustaches for men’s health

Have you noticed an increasing number of men rocking moustaches in Movember? This isn't simply a
style choice — but a symbol of support For men's health.

It's all part of a global campaign led by the Movember Foundation — where participants grow
moustaches throughout the month to raise awareness and spark conversations around the often taboo
subject of men's wellbeing. Key cause areas are prostate cancer, testicular cancer and mental health. w

Milk & Honey PR has supported this campaign every year since 2023, Leaning Fully into the message M n v E M B E H c n M
“hawve fun doing good”, we help increase awareness, participation and donations For the Foundation in "

the DACH region. From organising live televised activities at sports events to coordinating media
interviews, we support Movember in its mission to change the Face of men's health — literally!

b,
d 1T]




Training spotlight

Real world Al

Artificial Intelligence (Al) has arrived so quickly and so completely that it can be a
confusing and Fast-moving environment For our people and clients alike. We know that
there are variations in people’s understanding and uptake of Al technologies — and
our aim is to ensure that nobody is left behind.

As part of a wider training programme overseen by our ‘NU' Al and emerging
technologies division, we held a comprehensive Al session in February 2025, Led by
recognised Al pioneer and expert, Andrew Bruce Smith, we journeyed from the very
beginning of Al through to the rapidly evolving technologies coming onto the market
(seemingly daily). Subjects included:

» Al Fundamentals.

Seven real world Al use cases.
» Prompt techniques.

+ Copywrite considerations.

+ Practical applications.

+ Ethical considerations.

-

Further sessions are rolling out throughout 2025 so that our people and clients stay
ahead of the curve.

Training spotlight

PRCA Foundation Course

As part of an ongoing commitment to help our people grow, we actively encourage
team members to take part in PRCA led training courses. The foundation certificate
course is a great opportunity For our junior team members to get a solid grounding in
PR - and build their careers. Here's what our stellar Client Exec, Madison Boyce has to
say:

“Coming from a background in marketing, Milk & Honey has really supported my
transition inte PR, They have even enrolled me in the PRCA Foundation
Certificate, which I'm currently working through. it's been incredibly valuable while FOU NDATIO N

I've been learning on the job, I've loved gaining the theory and principles behind
what I'm doing, as | always like to understand the “why" behind my work. CE RTI F.CATE

"“So Far, I've covered areas like ethics in PR, an introduction to the industry and
learning how to be persuasive. Once I've completed the course, I'm planning to
share a refresher with the team to pass on some of the insights i've gained. it's
made me Feel like my development really matters to the team and it's been such a e
motivating part of my time here.” Madison Boyce - Client Executive & ‘.' 5




Training spotlight

The DMI diploma and digital excellence

Milk & Honey has committed to digital excellence - with world-class training that
supports our people’s skills development and their ability to deliver For our clients.

In 2024/25, we have taken this Forward with our digital team working to elevate digital
marketing skills by undertaking the Digital Marketing Institute’s (DMI) Professional
Diploma in Digital Marketing. The programme connects our people to a global network
of over 300,000 industry professionals.

The DM Diploma provides experts who deliver cutting-edge training programmes
alongside leaders From the world’s blue-chip companies such as Google, Meta, IBM and
Hubspot - to name a Few. Overseen by a Global Industry Advisory Council (GIAC),
learning is relevant and ahead of an ever-evolving digital marketing landscape. The 12-
manth course covers everything from Al-powered digital marketing expertise to
building brand awareness and driving engagement. The team is loving this exposure to
digital skills and knowledge as they explore subjects that include driving traffic and
visibility, crafting effective email campaigns, optimising data-driven decisions,
elevating web and ecommerce experiences, strategy and professional effectiveness.

As the digital landscape continues to evolve at pace alongside client expectations, we
also recognise thak non-digital specialists need a solid grounding in digital techniques
too = with a series of digital training sessions to strengthen the wider global team's
confidence and consistency across key areas of digital communications, These sessions
have included all aspects of digital Fundamentals - from platForm best practices to
content repurposing, to design to analytics and on toe paid media.

Each session builds on the last, with homeweork and hands-on tasks helping to reinforce
learning and apply new skills. The team showed great enthusiasm throughout,
engaging actively during sessions, asking thoughtful questions and producing some
impressive outputs - particularly in the newsletter creation and copywriting tasks. It's
really encouraging to see execs taking ownership of their learning, embracing
feedback and bringing their own ideas and tone of voice to client work.

Owerall, the sessions Foster a stronger digital mindset across the team, while also
encouraging collaboration between PR and Digital. The momentum built throughout
the series has sparked a real shift in how we think and work digitally throughout the
agency. We've built Foundational skills and ignited a sense of ownership and ambition
that will drive ever more creative digital work.

“We work to develop our people’s professional growth and development - using
industry recognised benchmarks. As part of this commitment, we devote time and
resource to help them become qualified marketing professionals - to gain the
Digital Marketing Institute's global standard digital marketing diploma.” Hannah
Williams - Digital Client Director



Training spotlight

PR training in Germany

As part of her professional development, our very own client director, Patzy Heun
participated in a one-day training at the EntrePReneur Summit in Wiirzburg, organised
by the DPRG. The workshop Focused on client acquisition in times of economic
uncertainty — a challenge increasingly relevant across the PR and communications
landscape.

The event brought together a diverse group of professionals, including participants
From public affairs, PR agencies, freelancers and Founders of independent
consultancies. Through keynotes, interactive workshops and peer exchange, the
programme provided both strategic input and actionable tools For growing client
relationships.

Led by guest speaker and moderator Prof. Dr. Michael Burker — a seasoned PR agency
Founder and current professor of marketing and communication at Landshut University
of Applied Sciences - the day covered topics such as: paths to organic growth;
alternative acquisition strategies ; creative outreach formats; pro bono work and
research-based content.

A highlight of the training was a team-based exercise where participants designed and
pitched their own client acquisition initiatives - resulting in fresh, creative ideas and
lively discussions. In addition to gaining valuable insights, Patzy connected with
industry peers from across Germany, many of whom are planning to continue the
exchange in Munich. The training offered a strong mix of inspiration, practical
relevance, and professional networking.

Vertriebgstrategien fiir
PR-Unternehmer*innen

EntrePReneur Summit

Wiirzburg, 3. April 2025
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"Purpose is the fuel that fires Milk &

Honey. We know that PR has the power

to make a positive impact - and every
day, we harness expertise, technologies
| and innovation to build a better world."

Manuel Huttl
Milk & Honey CEO Germany

-
“fs-

Transparency, consistency and progress

By Meilin Wong — Milk & Honey CEO Singapore

Environmental, Social and Governance (ESC) reporting requirements have come a very long way in
a very short time. Accompanying legislation in many regions has transformed it from optional extra
to requlatory necessity.

While some see this as a burden, we see ESG as a powerful purpose framework and a
communications opportunity, Effective ESG reporting achieves a variety of aims. It will, For
example:

+ Ensure a business accurately monitors Factors such resource use to drive efficiencies.

+ Put hard data behind environmental claims to avoid greenwashing and greenhushing.

= Attract investment — research from EY shows that 98% of investors base decisions on ESG
performance.

+ Build trust in stakeholders, including customers.

IF businesses are to realise these benefits, it's critical that ESG action is accompanied by effective
communications. Milk & Honey's imPACT division works with clients to deliver this effectiveness —
to engage with key audiences and demonstrate performance.

The key is to be completely transparent and consistent — and importantly — demonsktrate
meaningful progress over time.
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Purpose 2.

DE&I — & Al

By Sanjiv Winayak — Milk & Honey Head of Al

cial Intelligence (Al). While one of the other most talked about and polarising subjects in the world is DE&IL We're bringing them together within eur 'NU — Al and

One of the most talked about and polarising subjects in the world is Ar
emerging technologies’ division.

We believe that Al can bring real benefits to the world — but only when it comes with strong ethical guard rails. It has seen us explore some of these ethical benefits in the past year — with a Focus on how generative Al can help to create a
more inclusive workplace. This is prime Milk & Honey real estate as we believe that diversity and inclusion is our strength.

While Al headlines often centre around disruption, we've witnessed its remarkable power as an equaliser for those team members with diverse cognitive processing styles, including dyslexia and ADHD.

Writing quickly and confidently is often taken For granted in business, yet poses a significant barrier to entry for many. By providing access to Al tools like Copilot and Grammarly across our teams, we're effectively bridging these gaps and
unlocking hidden potential. These and other technologies empower our team to contribute ideas more confidently, regardless of traditional communication challenges.

We believe that innovation should be used to strengthen both our culture and our impact, ensuring that ne one is left behind. This commitment to accessibility is our vital contribution to ensuring a more equitable Future For our people as
well as the organisations and communities that we serve.







B Corp doing good — the B Way

In 202425 we have worked with B Corp to help share the message that business can— and must
— be a force for good.

Milk & Honey PR is proud to support B Lab Germany with pro bono PR support.

We delivered a crash course in how PR works, shared best B Corp practices (and the way to get
certified) through case studies from Bonduelle and BearingPoint, and crafted a media-ready press
release. We also helped refine a blog post to make the B message even bolder.

During B Corp Month, we sent out a release to amplify the movement and joined the Munich
meetup to soak up insights, brainstorm new story angles and connect with Fellow purpose-driven
brands. Big things are brewing — including upcoming campaigns with velleyball star Lovisa

Lippmann.

Pu rpose 3. To date, Purpose Academy has: helped 24 charities; across 5
continents, In H1 2024 we supported:
WIder purpose « Fast London, a London based charity For young people
« Cool Earth, an NGO that supports people affected by
PLIFFIOSE' Academy climate change

Clean Break Theatre, a women's only theatre company
Jennifer Alworthy Career and Fertility Coaching
Acceler8, a youth disability charity

Breaking Barriers, a refugee support charity

We know that many purpose led organisations aren’t always
able to access professional PR expertise, Milk & Honey has
committed to help these charities and not-For-profits tell their
stories — and realise their life-enhancing aims more effectively
than ever before.

L]

Our pro bono Purpose Academy provides the training they need In H2 2024 we supported:

to help achieve their life-changing goals. The programme Wild Tomorrow, a canservation charity which is.
consists of monthly workshops across a range of PR and digital headquartered in New York
disciplines along with bi-monthly 1-2-1 communications clinics.

Tanio, a community arts charity from Wales

Boys in Mind, a men’s mental health charity based in
England

Charmaghz, a mobile children’s library operating in
AFghanistan

Set, a creative arts organisation that champions affordable
artist space in London

Challenge Africa, a sustainable development charity
operating in Kenya

]

The aim is to upskill a charity's in-house teams, strengthen their
PR capabilities and support their own powerful campaigns.




Better
Business Act

We are proud to be one of the 3,000 UK firms in the
Better Business Act coalition = that campaign for
changes to company law to empower all directors
to align the interests of people, planet and profit in
their decision making.

In advance of Better Business Day on 11 June 2025,
we're working with the Better Business Act to
organise a visit with our local MP, Marsha de
Cordova, with purpose-led businesses, to elevate
the narrative around the contribution purpose-led
business can make.,

Women in Green
Business

Milk & Honey CEQ and Founder, Kirsty Leighton, was named
Communications Professional of the Year 2024 at the Women
in Green Business Awards, Women in Green Business is an
organisation that celebrates the huge impact that women in
business have on a sustainable future — and stand up against
the under-representation of women in the fight against
climate change.

“Some awards are special and this one really means
something — recognising women’s critical role in making
the world a better place and the work that we do at Milk &
Honey to progress that aim. There are many, many
exceptional women working in green business and awards
like these recognise their contribution. It also gives more
women the confidence they need to take their rightFful
place as leaders — so we are seen and heard as we build
better businesses.” Kirsty Leighton — Milk & Honey CEO and
Founder

The route
> to better
business

Bu

Women in

4 1TE
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Fundraising - Santa Run

In December 2024, five of our UK team members donned red suits,
beards and trainers to take part in the Santa in the City Run — to spread
peace and goodwill. Together, they raised £900 For Plan International.

“The Santa Run last Christmas was a really special experience for me
in many ways. | was able to do good For myself and for others, all
while growing closer with my colleagues in the Milk & Honey Hive"
Oliver Henn — Milk & Honey Digital Client Manager
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"Milk & Honey's focus on the planet was
one of the reasons | came to work here.
Our refusal to partner with high carbon
clients, support for organisations that
genuinely strive for positive change and
engagement in the B Corp community
demonstrate our commitment to deliver
to the UN's global goals - and create a
more sustainable future."

Lola Carter
Milk & Honey Senior Client Manager

Planet 1.
Carbon and plastic

Carbon - Ecologi

We work with Ecologi - a global organisation that provides impactful and practical responses to climate change. Since we started working with Ecologi,
we have been certified as carbon neutral and have:

3N

-
16,000 1,186+ Global projects
Trees planted around the world Avoided over 1,186 tonnes of CO2e going Contributed to clean energy projects:
into the atmosphere — equivalent to a From the Amazon to Chile and Colombia,
petrol-powered passenger car driving for India to Indonesia and Thailand to Tamil

-
' caps »
i. 5 over 3 million kilometres Madu



Carbon disclosure

We will never work with organisations that harm people or the planet. To ensure we keep to this commitment, our Board monitors high-carbon clients. While we
maintain a 0% high-carbon client portfolio, we would be willing to work with organisations genuinely committed to sustainable transition.

Revenue by sector
Charity

8%

Consumer & Leisure Financial

22% 13%

GreenTech Healthcare

2% 7%

Professional Services Technology

2% 42%




Clients by sector
B2B

4%

Consumer & Leisure

34%

GreenTech

5%

Professional Services

1%

Charity

11%

Financial

9%

Healthcare

5%

Technology

31%
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Scope emissions progress

In the past year we have been working to better understand our Scope 1, 2 and 3 emissions performance. In 2024/25, Scope 1 emissions = 0.0 tonnes; Scope 2 =
0.6 tonnes and Scope 3 = 19.9 tonnes. Scope 3 refers to emissions not directly related to Milk & Honey, but those of its suppliers and customers. The figure is
obviously quite high when compared with Scopes 1 and 2 but still well within norms For a business of our size. It's information we'll be acting on in 2025/26 as we

look at reducing our up and down stream emissions performance.

Terra Carta

Plastic neutrality
Terra Carta is a voluntary roadmap of ambitious but practical
action — a recovery plan For nature, people, and planet. We
continue to adopt our own Terra Carta commitments and
support clients to adopt these within their own business
models.

Milk & Honey works to ensure its plastic neutrality. Over the
past eight years, we have worked with a number of partners
to ensure our responsible plastic use. Last year, For example,
we contributed to the removal and recycling of 3 tonnes of
ocean plastic. In 2025/26 we're looking at new and expanded
plastic partnerships.

SUPPORTER OF THE

TERRA
CARTA

For Nature, People & Planet




The global goals

We work to further the UN's Sustainable Development Goals — designed to support people across the planet. We have a specific focus on:

GOOD HEALTH DECENT WORK AND
AND WELL-BEING ECONOMIC GROWTH
GOAL3 GOAL 5 GOALS
Good health and wellbeing Gender equality Decent work and economic growth
Action: Action: Action:
We have now trained 10 team members as Globally, our work with Plan International UK We ensure comprehensive training provision so
Mental Health First Aiders to watch For early supports the rights and opportunities of girls that our people can grow both professionally
warning signs, listen to our team’s concerns and and women across the globe. In the UK we have and personally — and build their careers.
act as a gateway to specialised support. We've a 100% Female board, while the average salary
also introduced a library of useful resources, for women is higher than the average salary for
including comprehensive, free healthcare men.
provision.

I REDUCED 1 CLIMATE
INEQUALITIES ACTION
Y
-—
e O 5
v
GOAL 10 GOAL12 & 13
Reduced inequalities Responsible consumption and production and
;i climate action
Action:
Action:

Our Facus on diversity and inclusion works to
eliminate inequality. Internally, we have a range of
initiatives such as our Diversity Discos and Untick the
Box podcasts. Externally, our 250 to 2025 initiative has
significantly exceeded its abjectives. We are now
developing an ambitious programme to take us to
2030 as part of a wider review of our DEl work.

Our work with partners helps to ensure that Milk &
Honey remains plastic and carbon neutral. To date, we
have planted a Forest of around 16,000 trees to
reduce over 1,000 tonnes of CO2e and are looking into
new plastic partnerships. This year we have rolled out
work on our Scope 1, 2 and 3 emissions performance.
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