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Letter
from

Leadership

L

As we celebrate our second year as‘bk :
B Corp and play a part in this inspiring

community of positive change makers,

it's great to take time to reflect 6n

the progress we’ve made. With 30%

of our team members now actively
participating in one or more of our
sustainability committees, we're

proud of the growing number of
people across our business who have
consciously contributed to this positive
impact. While we have experienced
significant growth over the last 12
months, | can confidently say-that

our commitment to sustainability has
remained at the core of our culture and
is a huge driver of pride in our people.

Our B Corp certification and
prioritisation of sustainability has
undoubtedly supported our ability to
attract and retain top talent as workers
increasingly look for employers who
demonstrate meaningful commitment
to ESG. It’s also strengthening our
credibility with our clients who all have

- sustainability at the forefront of their
_minds. Increasingly, they are in need

f partners who take responsibility for
ir supply chains, understand brand
' 'ability agendas and are able to

rmed perspectives on issues
 to advertising.

feelfing: more clear than
1e responsibility we hold for
improving our industry’s impact, the

’widé'r"'i ndustry landscape suggests
~ advertising agencies still lack the

knowledge and commitment needed
to be able to perform the role that is
required of them. This is evidenced

by AdNetZero’s latest research that
reports 88% of advertisers have set
NetZero targets, which is in stark
contrast to only 35% of agencies. With
the Corporate Sustainability Reporting
Directive coming in as EU legislation,
increased pressure on agencies is
inevitable. We want to lead the way and
be an example of an agency partner
that is prepared for this. Encouragingly,
there are positive signals of change.
The Global Media Sustainability

Framework was a big conversation at
Cannes Lions Festival of Creativity this
year, illustrating that leaders of our
industry understand and support the
need for progress. This context only
makes Born Social feel more certain
that the hard work we put into ‘growing
right’ is needed across all areas of
people, planet and profit.

Finally, it feels like a poighant time to be
writing our B Impact report, with the
new B Corp standards and what they
will mean for our industry’s B Corps as
a live topic on the news agenda. Until
now, B Corp standards have offered us
a flexible roadmap for improving our
sustainability. Over the last two years
we have been committed to consciously
contributing to sustainability within our
industry and beyond; with progressive
people benefits, giving ‘one day to the
world’ and driving collective action
with partners such as Green Screen,
AdNetZero, Change the Brief, Brixton
Finishing School and OnHand. But
now’s the time for more specific
requirements or even penalties.
Implementing compulsory benchmarks
will not only encourage positive action -
but also deter negative actions - making
them meaningful and change-making.
We are firm believers in deeds not
words. While we anticipate the new
standards will be more challenging to
meet, we are more than ready to seek
the opportunity for greater impact.

Certitied
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enwronmental pohcles and measurements 1n 2023 our BIA score sat at 95.7.
e Shortly after certification, Born Social Limited was acquired. And i in order to
retain ourB Corp. status we were reqwred to recertlfy under our new OWnershlp
- structure with a Transparent Assessment and a ‘Disclosure Report’ due 6 our
% : work in the alcohol industy. Thls process was completed in July 2024 and we
achleved an updated BIA score of 89 9. '

Born
S_oclal___

Category

August 2022 | August 2023 | August 2024 | Improvement

Governance 16.7 16.3

16.3 5 s

Workers 34.8 375

35.7 0.2 S

Community 261 27l

26.2 09 =

Environment 6.8 11.2

8.6

Customers 2.4 3.4

While very little changed with regards
~ to most of our policies and operations,
: changes to our governance and ofﬁoe
- premises impacted our scoring in
- ‘Misson Lock’, ‘Facility Improvements
with Landlord’ and Enwronmental

Purchasmg Policy’.

~Unrelated to our acquisiton, changes
- to our client base and % of revenue
donated impacted our pointsin -

Communlty and Customers. This has

: certlf“ catlon score a' d for. thls .e,asﬁxp,

2.8

Whﬂe we are dlsappol ted o

we are dehghted Importantly wéw

“resulted in a YoY reduction of BIA score.



~ full time
employees

FY24

Revenue

£5.89m £8.27m £10.89m
YoY Revenue 30% 41% 31%
EBITDA % 18% 16% 16%
Av. Headcount 66 89 104 i

i 'B()[‘:ni _
Social
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Consciously Contribute
- Committees & Goals

A OUr’,c‘onti’n»u'ous improvement in sustainability would not be possible without
o ’theienergy,“df'ivé and time of our Consciously Contribute Committees.

- Fdrm(-:-_d'ofpassionate volunteers from across the whole business, we have

_ three committees working towards achieving our Environmental, Sustainability
'band Governance goals. They have the power to make an enormous impact, not
Vonly on Born Social, but the planet, industry, and the community.

LCUrrentIy, about 30% of our team belong to a Committee, and this year we
~ wanted to make sure we shared some of their stories of
conscious contributions....

&C}%epreg taaon

Make adver*hsmg
more representatlve

Creating an mclus:ve workplace
promoting representation in ou

- Dehver x4 Inclu3|on For
awareness and educate our tea

| Buﬂdasystemt tra
’ ‘repr‘esenta Vi




‘V"i'Bklmpact Report 2024 ‘ Seot‘iejnjé ) .

Consczously Contribute
Commlttees & Goals

ronment & | Ethics &
Eé‘Jétamabﬂlfy | community
Positively impact our Be responsibly |
planet progressive e
Become Carbon Neutral & promote Create a progressive workp‘lace an‘ds .
sustainability in our work - o ! promote positive community |mpac’c """

Drive engagement in our Volunteerlng

Embed Change the Brief to lead _?

7 by example and change behaviour policy & conscious contrlbutlon W|th
through our work ’ focuson communlty o

O Build a system to track the sustainab’le L 4 Support pr‘omotlon of Iocal & P
work we make foreclemts . . - & o . ¢ sustalnable suppllers after partnershlps L

_> Use measurements to target 4
: reductions in our emissions ready to .
offset & remove our emissions
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: ‘thlevmg net zero by 2030 remains
. oup ambltlous tayrget and balancing
~our strong commercial and headcount
_ growth with reducing emissions will
idohtin,l”.le to be a challenge. This year we
- worked with our building landlord to
“move the whole building to renewable
~ energy and make improvements with
:fkho'\)\i waste is managed to optimise
fora hlgher % of recycling. We also
made the decision to start exploring
offsettmg and settled on partnering
with Patch to offset 100% of our CO2
emissions going forward.

As we built out our approach to reduce
emissions across the agency there were
two elements we wanted to ensure we
had covered. Action 1, achieving best
practice across the industry and being

as input into broader initiatives outside

of Born Social. Becoming members

of Ad Net Zero in February 2024 has
. supported those objectlves unlocked

a framework to support our Net Zero
~ ambitions and ensured we're holding
~ ourselves to the highest standards
across the whole advertising industry.

able to both learn from our peers as well

, ;Gr‘een Screen across the year‘ ;

Action 2 in AdNetZero action plan

is focused on reducing emissions

from advertising production. When it
comes to Production at Born Social,
there has been a steep rise in our own
capabilities and scale that has had to
match brands expectations of what
production can achieve on social. As it
became clear just how rapidly this area
was scaling, we had to ask ourselves the
question of how we deliver this part of
our product in a sustainable way. We

- partnered with Green Screen - a social

enterprise helping reduce the carbon
emissions and environmental impacts

of the film, TV and advertising industry.

Each productlon has a Green Steward

~ on set to support the enwr‘onmentaly
initiatives and more broadly educate

both our internal team but also external

stakeholders on how to run producticinzv. .
|n a sustamable way. In total we

collaborated on 20 productlons Wlth

| | I

L CO2e reduced by our:

team through their
sustainable actions
using OnHand

ey L < T#g

reduction in CO2e per
person (2.86t > 2.66t l
per employee)

trees planted
through OnHand
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~ One year on from relaunching our One

~ Day to the World volunteering policy,
~and barther‘ing with the amazing app

OnHand we're really proud of the

- icontrlbutlons our team have already

. ‘made ‘

~ One _Of the reasons we chose to
ntroduce OnHand was the holistic
'kpk'oach they have to making an

- impact; not only does the the tool give
'eam members a way to volunteer
heir time flexibly, it also has tonnes of
- sustainable missions to take on from
reducing your water use, to how to
have a sustainable Christmas! We've
collectively completed over 174
missions in the app and taken over
120kg of CO2e out of the atmosphere
with these small daily actions.

joyful to watch our team get giving,
with over 200 hours volunteered in

~ Crisis and the Trussell Trust and closeh
“ to home with individuals visiting their

When it comes to community, it's been
the last twelve months to charities like

old schools to talk about their careers

L vy we wor

& inspire the next generation or
through mentoring young talent with
partners like Brixton Finishing School.

We've also managed to bring people
together through giving with a couple
of events like our Card Making evening
for Cards for Bravery - an incredible
charity who'll send your cards of hope
and light onto seriously ill children in
hospital and our Big Food Shop for
Hackney Food Bank during B Corp
Month where we put together a
shopping list of donations for our team
to gather. ‘ .

Crisis

sustainableor
volunteering actions
completed

30 Days to
the World
given
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Building a workplace where our
team can thrive both personally and
‘professionally remains a core part of
our people strategy This year has been
: about scaling our approach to meet our
- - growing headcount. We've grown our
¢ number of Mental Health First Aiders
_inline with our commitment to have
~one forevery 10 people in the business
- ;-’erjsuri‘n_g they span all departments
~and layers of seniority. They continue
to ’be a valued support system and use
their monthly Wellbeing Circle to share
_ insights to constantly monitor and look
after our team’s wellbeing.

tTinte

of our team are Mental
Health First Aiders

We can’t mention wellbeing without
talking about the role flexibility plays.

Return To Office with many businesses
mandating full-time office working
again in the last twelve months, we've
stood stubbornly steadfast in our

Balancing the growth of the business,
having a healthy & happy team and
producing our best work continues to
be the heart of our people strategy.
It’s a delicate balance to hit all of the
: 7 time, and we don’t always manage it core hours, hybrid working and the
<« successfully but our burnout prevention optlon to work from anywhere Iooks
. tactics like our Wellbeing Budgets after our team’s wellbeing, builds an
to support physical & mental health,
_ additional Recharge Day on top of healthy work life balance and unlocks
_ holiday allowances and our Company our best work. The busmess case for
~ Switch Off between Christmas and New  flexible working remains stronger than
Year continue to support. ever in our unhumble opmlon -

The Way We Work

Despite so much discourse around the - k

approach. Passionate that operating

{
4
{
}
|

inclusive environment, promotesa o

A

5

( Section4)

Five new progressive policies bolstered our people handbook this year, .
from a Trans Inclusion policy to support a transitioning team member to

an enhanced approach to Carer’s Leave to make life that little bit easier

for those with caring responsibilities. Policies are only useful if you
actually use them though..., so our People Team have introduced a nyew, i
onboarding session covering all of our Progressive Policies to bring new
team members up to speed with everything that’s avallable to them. Thls
makes sure our policies go beyond the page. :

1 Wellbeing Cirdes'_‘
& MHFA

22, 9 O O We’I‘Ibeing pomtSSpen




~ Coordinator in our Studio team, and
Sunny as a Social Media Executive in
UPSMM ?teér_n. Here’s how it’s going
forthem:

% [t gave me first hand experience and
 skills I needed to set me up and get
Started as a Production Coordinator. *

- Semira

One of my personal highlights so

far has been being integrated into
the team and being able to work on
the all-new electric Capri campaign

- featuring Eric Cantona. 99

- Sunny

Vith the success of year one, 2024

'ffér;récéiving over 300 applications
res, really!) We found the incredible

Ve Grow

Here’s how it’s been for them so far:

¢ There are so many highlights during
this scheme. The team rotation was

amazing - it is the best way to get
into marketing. You get to work with
different departments, working with

_ lots of different people, getting to
know different workflows, which is
just what I was after when I applied
for the scheme because now I have a

clear career path. 99

- Tanya

¢ One thing the trainee scheme
has taught me is how to own my
creativity and not be afraid to share
my ideas...At Born, no one is judged
on where you come from but what }
you can bring to the table. 99 \ o

- Tyrese
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- Tocreate inclusive, representative and effective advertising it's vital that
' ,: 0ur"ihdu's’tr'y is made up of diverse talent. This year we have continued to
' FocUSe‘d heavily on increasing the diversity of our team and also improving our
. ‘measur‘ement and reporting. With our team growing steadily we measure our
. ;‘dnversuty blannually and this year we began tracking our ethnicity pay gap. It
o reflects what we knew, which is that we lack ethnic diversity across our most
~ senior r‘oles Over the next 12 months we want to set an ambitious target of
' 'ducmg this to <15%. While increasing representation is important, creating an
mcluswe environment is essential to retaining and developing diverse talent. We
continue to run Born Reviews every 6 months, measuring sense of inclusion, paired
with opt-in Inclusion Checkins to collect more in depth feedback and ideas for
. 'lmpr‘ovmg cultural inclusion at Born Somal '

Total Diversity

36" &

9%

. Disability

of team reporting 1 or more diverse characteristic;

Ethnic minority / LGTBQIA+ / Disability

. 37%
. Ethnic
minority

. State
. school
- educated

; fw-v e - s e e

.

Gender pay gap:

Ethnicity pay gap:

2024:21%

£45,829

'Average ethnic salary

£568,310

Average white salary

2022
- 11.5%

2023
6%

2024
10%

in favour of men

Average
female salary:

. £49.617

Average
male salary:

j=
SR S %
of the Upper Quartile is female l[‘“ :
-

|

of ter Ie

Female
Management:

2022

Gender
64%

Female

32%
Male

1% 2.5% 2023
Gender Prefer

fluid or not to say 2024
non binary '

Under 24

Prefer not
to say




We Grow

~ Where we spend our money remains to take advantage of GreenPerk to . With over 4,000 plant-based meals

- p’ar‘amouht‘i‘n o‘:uf" B :Corfp ‘COmmitment. offset our CO2 emissions. In the last [ served to our team in the last year
Our supplier preference policy is the six months we’ve also introduced . alone! There s still much to do to

. ‘fdriv‘ing"fohce’in this approach ensuring  UberGreen to ensure any taxi travel consciously contribute in the way
k'iwe seleot elther‘ local, minority-owned is in electric vehicles, it’s early days we grow, but we feel confident that

, }for enVIr'onmentaIIy friendly suppliers - but we’'re committed to reducing our - our approach to where we invest our
_even better if they re aII three! travel impact however we can! ~ budgetsis the key to balancmg people
' o k planet and profit.

-
-

e re 'proud to have worked with some  As per our commitment made in P ;

'nderful minority-owned suppliers 2021 when first certifyingas B Corp \\ /

{o] ou,r workplace this year, from we continue to cater only vegan and o o

. LGBTQ+ breweries like Proud to female- vegetarian food at company events to :

.thed coffee co'Girls Who Grind. As  reduce our carbon footprint.

‘well as local favourites like Brick Lane ‘
Bookshop for our library and book club
buys and female-owned The Proof for
our celebration bakes.

Source

From an environmental impact
perspective, reducing our travel
emissions continues to be hugely
important as our team grows and our
work gets more global. Our travel
policy continues to guide our decisions
~around who and how frequently we
~travel to balance our environmental

. impact, and when we do need to our
. par‘tner‘sh:p W|th TraveIPerk allows us
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;Jn uence

‘ (Day ofer Brixton leshlng School, Inclusion Forums

As eVer, the last twelve months
~have been about us finding ways
~ toinfluence & lead our industry
. forward when it comes to inclusion &
ffdlversrty It’s no secret that there is
- sttll enormous work to do to build an
nd/ustry that ensures talent from any
_background can grow and thrive, so
‘rwe‘are hugely eager to play our role in
‘Ieadmg that work. Finding partners
- with shared values that we want to
invest time and resource into has been
a key strategy in helping to shape a
more inclusive industry.

This year, we joined the Day of Wrk -
an initiative that sets out to demystify

‘ the barriers to entry by representing
¢ diverse talent in the industry.
‘ Along with five other agencies, OK
COOL, Iris, Leo Burnett, Mother
. and Accenture Song we’ve shared
~authentic day-in-the-life stories from
‘our team on Day of Wrk’s platform
and in all of our job posts, to help

our illusive industry, by breaking down

= for contemporary issues throug
o lmpactful sessmns that |nolude

give young people a more detailed
understanding of what a job role
entails, and build their confidence to

apply.

Our work with Brixton Finishing
School continues as we enter our
third year of partnering with the youth
transformation agency that offers free
training to under-represented talents
between the age of 16-24 to help
prepare them for a role in marketing.
Through them, we’ve delivered
training sessions to upskill in soc1a|
strategy, complete 1-1 mentorlng

~ and supported with CV and interview

preparation to help get the students

~app||cat|on ready'

,"And finally, eduoatlng our team on aII
; thlngs inclusion remams a prnortty We

do this through our Inclusmn Forums

‘which seek to morease knowledge:a d

empathy across the whole compan '

- be done to build an inclusive industry

exposure to lived experience and self
reflection. This year, we’ve covered
the value of working class talent in
our industry, partnering with Arts
Emergency to share their expertise
on the subject and how to build an
inclusive environment for our trainee
scheme, partnering with Commercial
Break to bring their lived experience
to discuss.

There remains enormous work still to

that attracts and retains diverse talent
- we're not stopping now.
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Our first year as a B Corp involved heavy focus on our own business operations.
“Going into our second year, a goal of ours was to start co-impacting with
Eour{’clients.Fear'of greenwashing amongst brands is at an all time high so we

: ;fr'ecog'nised the responsibility we have as a B Corp and an agency partner to

3 suppor‘t our clients Wlth this challenge. We launched two initiatives with this

objectlve in mmd =

GHIIIIGE
Change the Brief RLLIANCE

learning and acting together to directly address the challenge of the climate

crisis by promoting sustainability. Through our pér‘t_nership we now have access
to an on demand learning programme and community, offering insights and |
expert advice at a category level on how we can adapt our work to promote
more sustainable choices and behaviours in line with a zero-carbon world.

#ChangeTheBrief Alliance is a partnership between agencies and their clients,

Sustainability
Series

The Sustainability Series invites our clients from sustalnablhty and procurement -
teams to co-host a Lunch & Learn presentatlon The sessmns

—> Upskill the agency on the issues of sustainability affectingour!cylyients v

—> Educate ourselves on our client’s sustainability goals

Inspire work that promotes socially and envwonmentally sustamab|e
messaging and consumer behaviour.

b Management Waste Management Waste
Green Uber Green Uber Green Uber Gre: .
1 Supply Chainiisakedissi®pply Chai
o Dffset & Offset
|l Shoot 55 All§
Vider T bUt we’re "rainir

laini > Clier

AD o committed to  cru
nt peducing our fanag

i han 5 Charl 5

NE' I : two big " environmental o
3 ber impact en Ul

in ¢ 5 ipply {
s Lo NET ZERO
oSS 2030
rainu, icr
ange Chan|
nt We e Manage,
lange the Brief Change the Brief Chang
¢ Waste Management Waste Manager
r Green Uber Green Uber Green Uber
. oy pply Chain Supply Chain Supply Chai
Sustalnabl lll}) Remove Offset & Remove Offset & Re

(I Best Pre mncc \uosx \[I Shools} ml

briefs




R s
clusion, Diversity &
glepresentaaon Goals

Delivery of company wide Inclusion
Forums to education on issues of diversity
and inclusion

4x per year

Implement system for tracking
representative work

6 tracked campaigns

e et

3 Sustainable Operations Goals | KPI Ownership qf Inclusior}, Diversity &‘ Fgll calendar of events
| il . Representation Consciously Contribute with events recognised
Calendar content
~ Improve B Corp points by +5 90+ BIA
| ; : - Successfully deliver Born Ready trainee 100+ applications
i Repor‘t'car‘bon footprint and deliver Impact Report + 9ffset scheme, yeayr' 2 Y 2 traincleoo?trainees
reduction plan 100% carbon emissions

Launch Sustainability Series with clients to 4 x events

learn about client sustainability agendas :
Collect and report team diversity data 40% of team to report
biannually 1 or more diverse KPI

characteristics

Embed Change the Brief as a partner and
adopt practices in our client work

6 tracked campaigns

~ Improve sustainable supplier management Improved system in
~tracking & reporting place

Track and promote work with
environmental sustainability messaging
and/or gold standard Green Screen

productions

6 tracked campaigns

i R

Born
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glve to support our goals and culture

Incluszon Dlversuy&
Representatlon ‘

Essi Nurminen (Chair),' Nimisha':: o
Mistry, Kelsey Black, Rhiana Good,
~ Paddy Smith, Ollie Irwin, Laura '
| ~ Taylor, Eva Norrington, Juanjo Vega
| - Aneeqa Virji, OscarOshea Fay :
| Davenport LeilaRay, Olivia Fabrls =
Sam O’Kitchen, Shaznay Barker,
Sofiya Anwar, Yoann Collaud Lucy
Edgerely

Environment &
Sustamablllty

: :
| D'an Jarrett (Chair), Dom Maingar.d, '
. SaffKelly, Will Menko, Akvile
Rudzevice, Eva Norrington

Born
Social

Kate ngham (Chalr) Sophte >
" Stream Nimisha Mlstry, Jess Barker,
Emlly W|II|ams Mary Klngcott Eva
NorrlngtonrAIeesha Ruprah, Yasmln,;-
~ Kalia, Ruby Fard Joanna Bradley, ‘
: '}'Oscar €y Shea

'-_Mental Health Ftrst
Alders

Juanjo Vega_, Ma'ry Heimsath,
Sophie Stream, Matt Tallant, Upi
Savania, Georgina Halliday, Emily
Simou, Kelsey Black, Kate Higham,
Liam Shanahan, Steph Ross, Eva
Norrlngton Ben Tyson. .

An'addltlonal thank you to the team who helped
produce our annual report: .

"Jess Barker Judy erght Tanya Tang, Natahe V1ner, Ah Cheng, Yasmln Kalla




