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STAND.

was founded on the
belief that comms can
bring about real change.
Rather than adjacent, it’s essential
to helping organisations achieve their
mission – whether that is to make
banking easier, our cities greener,
or to improve later life.

2012

The world has changed so much in the last
10 years, as has the way we communicate
and work. But the types of organisations we
work with, and the principles that guide us
remain the same. Our founding client was
a challenger bank, launched in the midst
of a financial crisis, and many of our clients
today seek to improve or progress established
sectors. The common theme ten years
on remains us and our clients striving for
something better.

Over the years certain areas have
emerged as cornerstones of our work
- we’re passionate about addressing
the inequality and information gap
in health, education and care. And
more recently we have built a strong
position at the nexus of sustainability
and innovation.
The way we work with organisations is
underpinned by a desire to be a true partner.
We’re keen to have a seat at the table with
decision makers, so we can align comms
activity with business objectives, rather than
be a supplier that delivers comms support. The
dropping of Agency from our identity marked
our move from supplier to consultant. We are
Stand. Full stop. We build brands using insight,
strategy, and creativity. Our approach has
always been guided by a deep understanding
of behaviour change principles - the idea that
if you can get people to think and feel about an
issue, a change in behaviour will follow.

In the last few years we’ve improved the way
we track our impact. We’ve moved away from
more surface level measurement of coverage,
clicks and circulation, towards tracking the
real-world impact of our work. We also expect
to be awarded B-Corp accreditation in the next
few months and in this, our first Impact Report,
we reflect on what we have helped our clients
achieve over the past decade.
We also look ahead to the next ten years, and
our plan for three areas of impact where we
believe comms can play a key role.

Laura Oliphant
Founder and Managing Director
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10 years, 10 key moments.
Called for the
uptake of smart
meters with Smart
Energy GB

Began our collaboration
with Safer Internet
Day, changing the
narrative around young
people’s online safety

Amplified the 60th
anniversary of the Duke
of Edinburgh’s Award
2014

With Dimensions,
helped the voices of
those with learning
disabilities and autism
be heard

2018
2017

2017

Shortlisted for
PR Week’s Best
Places to Work
2019
2021

2012
2015

2016

Launched a
challenger bank
in a financial
crisis

Embarked on our long-term
partnership with Anchor
to change the narrative
around later life

2017

Launched our first global
campaign, The Maiden
Factor, to fight for
girls’ access to education
across the world

Launched the British Board of
Film Classification’s latest age
guidelines, to empower young
people to view content that’s
right for them
Influenced the law on
probate fee increases
with Solicitors for the
Elderly

Shifting the dial.
We have witnessed a decade of change –
much of it inspiring, some of it daunting
and disheartening.
Many engrained inequalities and injustices
have been highlighted – from Black Lives
Matter to the #MeToo movement – with
oppressed voices feeling empowered to speak
out and demand better. Elsewhere, we’ve seen
historic taboos start to be broken down, from
mental health to miscarriage and menopause.
We’ve also ramped up the conversation on
loneliness, which increased drastically during
the pandemic.
But does a spotlight equal progress? And
can a taboo really be broken in a decade?
Some issues are so engrained, or have been
overlooked for so long, they’ve not evolved with
time.
Change starts by raising awareness and
sparking conversations, and we’ve been doing
that on issues that matter since our inception.
Not shying away from difficult subjects, or
accepting ‘that’s how it is’, we believe things
should be better for everyone, not the lucky few.

In 2018, government created an ‘Activity Passport’ for primary
school children, with a list of character-building activities.
However, there was no such list for teenagers. With fresh
research and a panel-approved Experience List, we set out to
remind teachers, parents and young people that The Duke of
Edinburgh’s Award equips young people with the skills needed
to succeed in life.

Measurement
The List secured 82 media hits and sparked constructive
debates around life skills for young people across national
and regional broadcast.

We’ve placed Clinical Partners within wider consumer
conversations around mental health, simultaneously elevating
the discussion around the subject of mental illness and
disorders. In parallel, we’ve increased brand recognition and
engagement within the neurodiverse community.

Measurement
We’ve increased brand recognition and engagement among
key audiences through 99 pieces of coverage across national,
regional and trade publications (online, print and broadcast),
seen by an estimated 438m. Our social media strategy has
helped Clinical Partners build meaningful relationships with
high-profile neurodivergent influencers and organisations,
some of whom now work directly with the brand to champion
better outcomes for the neurodivergent community.
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Anchor, England’s largest not-for-profit provider of care and housing
for people in later life, is an unwavering champion of older people.
Through our longstanding collaboration, we’ve been relentlessly
calling for better and positioning Anchor as the go-to authority on
the issues that matter to older people.
By grounding our work in sector and audience insight, and aligning
with strategic business priorities, we call for change on urgent issues
with a solutions-focused approach. We’ve successfully championed
later life wellbeing and intergenerational interaction, encouraged
the nation to reimagine how we think about, value and plan for later
life, and have increased respect for the often-overlooked social care
sector.
When the social care sector was plunged into crisis during the
pandemic, we worked to counterbalance the relentless negative
news agenda, maintain morale, and reassure and unite the nation.

Standing up 4 Sitting Down
Award-winning campaign Standing up 4 Sitting Down saw Anchor
secure a more inclusive high street for older people.
Anchor’s insight identified lack of seating as a key factor deterring
older people from getting out, increasing loneliness and isolation –
and that it was getting worse. Independent research confirmed the
severity of the issue. Our campaign called for retailers to increase
available seating, for mutual benefit. A panel of experts backed our
recommendations for change, including Living Streets; RTPI; WHO;
United For All Ages; and older people themselves.
Crucially, Standing Up 4 Sitting Down was developed with longevity
in mind. This has allowed us to call for change on a long term basis,
ensuring the needs of older people are being recognised and met
on a community and national level.

Measurement

Measurement

• Over 1,610 pieces of coverage in a single year

• 249 pieces of coverage

• During the pandemic:

• 209,149,320 people reached

• 24% increase in web traffic
• 21,000+ enquiries for social care roles
• Post-pandemic, 49% of the UK had a higher opinion
of the social care sector than before the pandemic,
placing it on the same pedestal as the NHS

• Retailers including Morrison’s committing to providing
more than 2,500 chairs across the country
• Featured in CIPR book on property comms as an
example of best practice
• Won Best Media Relations Award (CIPR Awards)
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Raising the standard.
It’s been a decade of increasing competition,
regulation and scrutiny for many sectors. Amidst an
increasingly complex landscape, many organisations
have struggled to keep up with the pace of change, let
alone stay ahead of the curve.
Seeing this challenge as an opportunity, we’ve focused
on working with organisations who are dedicated
to upping the standards in their sector – whether
that’s greater professionalism, breaking into a market
dominated by big names, seeking to meet the needs
of underrepresented groups, or establishing the real
purpose of a business. By raising the bar and making
this the norm, it’s our belief this will result in long-term,
tangible change for the benefit of individuals and
institutions.

Our campaigning led to
a U-turn in government
plans to increase probate
fees – saving consumers
up to £20,000

When we first started working with the Grounds
Management Association, the sector was facing
a crisis: it needed to attract a new generation of
grounds managers to survive. Following extensive
insight, we helped find the ‘why’ and understand
what the challenges and opportunities were for the
organisation. This informed the organisation’s rename,
repositioning and rebranding, and positioned the
membership body as a leader in the sector. Since
then, we’ve launched numerous campaigns. In the
middle of the pandemic, we launched the Back to
Play report, making the case for the sector at a time
when everyone was missing sport over the years. PostCovid, we launched #GroundsWeek, an annual week
celebrating grounds staff, reaching beyond the sector
to draw attention to how varied and fulfilling grounds
management is.

Measurement
We’ve changed perceptions of the sector and
the organisation and helped to inspire, recruit,
and develop a new generation of volunteers and
professionals. Our blanket national coverage,
including in The Guardian, ITV, BBC Sport, The
Telegraph, The Times, and iNews, means we
reached sports fans across the nation, as well as
securing support from major sport clubs on social
media. We’ve maximised the influence of the
GMA in sport decision-making through working
with national governing bodies on our campaigns,
while reaching over 500 million people over the
course of our work together.
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During a time of significant transformation in the financial services sector,
we worked with independent, alternative investment management
company Pollen Street Capital to evolve its positioning and amplify the
firm’s leading role in accelerating progress across the industry.
We undertook an intensive insight phase to develop an in-depth narrative,
positioning, values, and tone of voice for Pollen Street Capital that felt
authentic and accurately portrayed the opportunities its expertise and
portfolio of financial services companies can provide.

Measurement
We have carved out a powerful position for Pollen Street Capital,
supported by a narrative that articulates how the firm and its
portfolio are uniquely poised to unlock the opportunities presented
by changes in technology, regulation, and market fluctuations.
ESG is a key pillar within Pollen Street Capital’s investment strategy
and we have positioned the company as an expert on ethical
investing, building its foundations as a key industry thought leader
through strong relationships with media that will continue to grow
over time.
Armed with authentic and powerful positioning, our integrated
communications strategy amplifies key messages to ensure the
right investors, industry leaders, and influencers take notice.
Through our targeted press office activities, we’ve reached
a combined audience of over 26m in 18 months.
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Changing hearts and minds.
As important as it is to speak out against
injustices and raise awareness of overlooked
issues, words only go so far. Behaviour change
has always been the heart of our approach.
Going one step further – identifying solutions,
getting key audiences on board, and creating
an actionable ask for them – is crucial in
achieving tangible change.
Whether we’re calling on individuals or
institutions to enact change, our work has
often focused on hard-to-reach and hard-toconvince groups – believing that this is where
we can make the most impact. We’ve learnt
from experience that it’s imperative to meet
them where they are, with a collaborative and
solutions-focused approach.
Though change is never an easy process,
there are reasons to be optimistic. Across the
past decade there has been a notable shift –
individuals are increasingly empowered, keen
to rally against injustices, and have embraced
the power of their voice and collective action.
And engrained institutional processes have had
to adapt overnight, showing that fundamental
change really is possible.
Our work with family offices and private banks to
examine the purpose of wealth and the impact
of philanthropy – moving from ‘giving’ to ‘impact’
- also gives us hope that purpose can be found
wherever you look.

We launched the BBFC’s updated Classification Guidelines and
new brand positioning to create a national conversation about
being empowered to choose the right content. The launch of
the new age rating symbols provided a compelling opportunity
to explore the need for young people to have the choice and
chance to choose what’s right for them and avoid what’s not.

Measurement
Our story was seen by over 13m people and the hashtag
reached 126,000 people in one day.

With charity Re-engage, we raised awareness of the country’s
overlooked loneliness epidemic amongst those aged 75 and over
and encouraged action.

Measurement
Our #powerofcontact campaign secured widespread coverage
and celebrity support, an increase in volunteers, more older
people being supported, and significant funds raised.

198,000 people watched our
video for Ovarian Cancer
Action, highlighting the
symptoms of ovarian cancer
STAND.

The UK Safer Internet Centre (UKSIC) coordinates the UK’s annual Safer Internet Day,
a global advocacy day encouraging safe and responsible technology use for children and
young people.
Through an integrated press office, we have positioned Safer Internet Day as a day to raise
awareness and open up conversations between children, young people, parents, carers,
and guardians on safe internet use and online safety education.
Over the last five years, we have continued to cement the UK Safer Internet Centre’s position
as experts in internet safety and ensured their work, resources, and advice empower
children and young people beyond just a single day. We’ve explored themes
in online consent, relationships online, internet identities, fake news and most recently
online game play.
We’ve developed and refined UKSIC’s key messages, vision, and values year on year,
adapting with each theme and call to action, while consistently competing with an
unpredictable and competitive news agenda.
We are now turning our focus towards sustaining momentum across the year rather than
solely focusing around Safer Internet Day, to help maximise impact and call for a long-term,
permanent change.

Measurement
The total potential reach resulting from coverage over the last five years totals
1.1 billion. In 2022 we secured 588 pieces of coverage, 86 of which were national,
and 537 broadcast hits.
In 2022 over half (54%) of young people in the UK heard about Safer Internet Day,
and 80% now feel more confident about what to do if they are worried about
something online.
Crucially, 41% of teachers said that Safer Internet Day 2022 led to disclosures about
potential safeguarding issues online., and 67% of parents and carers of people age
8-17 talked to their child about using the internet safely.
2022 saw the highest ever coverage and supporter numbers, demonstrating the
extended interest of changemakers in addressing internet safety.

STAND.

The next 10 years –
Three compelling opportunities
Sustainnovation

Addressing the
inequality gap

Cultural shift
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Sustainnovation.
The last decade was the hottest we’ve had for 125,000 years and it is now
considered unequivocal that human influence is to blame. Modelling has
shown the extreme weather events we’ve witnessed over the past ten years
can be attributed at least in part to human-driven climate change. And
these same tools allow us to predict with some accuracy what will happen
if we continue down this perilous path..
At Stand, we believe climate change is the moral challenge of our time.
We also believe, unapologetically, in the power of strategic communications
to influence the ingrained behaviour of humans and communities,
corporations and economies. And we’ve never shied away from a challenge.
Since our launch a decade ago, we’ve chosen to partner with the people,
businesses and organisations that are confronting the climate crisis head
on. We’ve launched new recycling schemes, supported the rollout of electric
transport systems, and introduced new energy systems to businesses and
consumers. We’ve seen first-hand the friction and resistance that comes
with disrupting the status quo, but we’ve also witnessed the power of
collaboration and communication to influence behaviour, shift narratives,
and inspire collective hope and action.
Sustainability communications was always part of our DNA, but now we are
choosing to wear it on our sleeve. In 2021, we launched ‘Sustainnovation’,
a new specialist team to support the ambitions of organisations and
businesses creating a more sustainable future through innovation. We are
proud to be working with the industry titans that are paving the way to
net-zero; and the start-ups you haven’t heard of yet. Ultimately, we believe
curiosity and ideas are the capital that will power and fund the green
transition in the decade to come. We are a team of impatient optimists
always looking ahead, but our earliest commitment still stands – by
challenging the way people think, feel and act, together we’ll create
lasting change.

We put Smart Energy GB on the nation’s radar by showing the
very real need for smart meters. By highlighting the broken state
of the energy system through research and thought leadership,
we positioned smart meters as a key solution.

Measurement
145 hits across TV, radio, national, consumer and regional
press, print and online

We’ve overhauled Balance Power’s vision, mission and
positioning, and have threaded the brand’s new key messages
through all communications. We have also placed Balance
Power within wider consumer and industry conversations
around the energy transition and net zero.

Measurement
We’ve increased brand recognition and engagement among
key audiences / stakeholders through 45 pieces of coverage
in national, regional and trade publications, seen by an
estimated 4.2m, and received 43k organic impressions and
1.7k organic engagements on social media.

Sustainnovation
noun [U]
The nexus between sustainability and
innovation. Sustainnovation is about
finding and accepting a new way.
STAND.

Sustainnovation.
eXXpedition is a not-for-profit running pioneering all-women
voyages, investigating causes of, and solutions to, ocean plastic
pollution. We helped secure press coverage for the launch of
their most ambitious voyage yet, a two-year mission around the
world, that set out to change the narrative on plastics in
the ocean.

Measurement
In-depth features and lengthy broadcast discussions on
the urgent issue, across national media

In 2021, we helped rebrand Mitsubishi HC Capital’s European
mobility business, launching MHC Mobility. Our internal comms
programme helped bring together employees from across nine
countries, and our external comms strategy is beginning to build
external recognition for its vision of powering the future
of movement.

Measurement
In the first six months staff engagement increased by 12%,
with 82% of employees feeling positive about the impact of a
combined brand on their business and roles within it. We’ve
secured media coverage with key trade titles such as Fleet
News and Fleet Europe, with page views to the corporate
website increasing by 160% in six months from launch.

We’ve worked with EV fleet and battery storage specialist Zenobē
since 2018, building the brand from the ground up. By working
closely with the founders to develop unique messaging, we’ve
defined the company’s ‘why’ and helped Zenobē stand out
amongst competitors, becoming a thought leader in the sector.
Our strategy has been to talk about the bigger issues, such as
how government policy was hindering the UK’s switch to green
energy and how to overcome the barriers associated with fleet
electrification. By responding to the news agenda and working
with Zenobē’s in-house team to deliver digital campaigns
aligning with relevant industry events such as COP26, we
positioned batteries and EVs as the solution to the problems we
would face in getting to net zero – and Zenobē as a key leader in
the space.

Measurement
Zenobē has more than doubled over the last two years,
attracting huge funding and leading the way against
competitors backed by energy giants like EDF. As a result of
our press office, it’s not only become a go-to for journalists
on topics relating to battery storage and fleet electrification
– with 256 pieces of coverage in the last year, including
feature pieces in national targets such as The Times, the FT,
Bloomberg, and Reuters – but also for potential investors and
customers, driving business growth.
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Addressing the inequality gap.
Government’s Levelling Up white paper, published in February 2022, argues
that wellbeing is “intrinsically linked” to human capital, which is vital for the
“economic and social wellbeing of people and places”.
But the progress that’s been made in the last decade is brought into sharp
contrast when we examine the myriad of challenges we face today.
It’s hard to know where to look first.
The pandemic, not quite the ‘Great Leveller’ it was tipped to be, plunged
120million people into extreme poverty. Compared to the general
population, young, old, disabled, homeless, and ethnic minority groups
were more adversely affected. The pandemic also exacerbated pre-existing
inequalities in the labour market, education, gender, wealth and health.
We are also in the midst of a cost of living crisis – with the Office for Budget
Responsibility warning we are facing the biggest fall in living standards…
since records began” almost 70 years ago.
If the last 10 years have taught us anything, it’s that anything is possible. By
harnessing what we’ve learnt, and by embracing the positive progress that’s
been made on a global scale, there is a genuine opportunity to speak out
against inequalities and enact meaningful change.
we look to the increased focus on philanthropy and ESG as a source
of optimism, and a driver for change. By championing an increasing
commitment to both, we can secure more funding from corporates to enact
social change and address inequalities, putting valuable resource to good
use. This can also be seen in areas like health, where technology and data is
increasing access to services and support, for underrepresented groups.
It’s crucial to acknowledge and act on, the inequality crisis on an individual
as well as institutional level. By combining these forces, we can create a
powerful call for better. We must capture the shift in community support
and brand activism we saw during the pandemic to prove every action,
however small, can bring about positive change.

Peripartum cardiomyopathy (PPCM) is a rare and potentially
fatal heart condition, which affects pregnant women and new
mums. Given how poorly understood the condition is, particularly
compared to other heart conditions, many expectant mothers
slip through the net when it comes to diagnosis and end up
with a diminished functioning to the heart, if not a more fatal
outcome.
To tackle this, our national campaign with Cardiomyopathy
UK set out to increase understanding of the condition and its
symptoms among healthcare professionals, new and expectant
mums and their families, so they can receive the vital support
they need to avoid potentially fatal repercussions.

Measurement
The campaign reached over 5.5m people through media. The
campaign video, supported by influencers, was seen 50,000
times, with 96k impressions on Twitter and 65k impressions
on Facebook and Instagram. Three bloggers also developed
and shared content to their combined follower base of over
42K on Instagram and Twitter.

We are facing the biggest
fall in living standards…
since records began
OBR, 2022
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Addressing the inequality gap.
Following a challenging few years for the arts and
film industry, and for people with learning disabilities,
we raised awareness of the Oska Bright Film Festival,
to call for greater representation and opportunity in
the arts and film industries.

Measurement
Through an integrated comms approach, we
secured support from high profile stakeholders,
and reached 87.3m people through media
coverage.

Since day one, we’ve offered pro bono support across
the board – from discussing people’s right to die, to
championing English produce. Most recently, we
worked with Charity Auditory Verbal UK. There are
7,200 deaf children under five in the UK who are set
to face a lifetime of disadvantage if unsupported.
Auditory Verbal UK provides a specialist programme
to enable deaf children to learn to listen and speak as
well as their hearing peers. On a Pro Bono basis, we
set out to raise their profile and highlight the need for
further funding, so more families with deaf children
can benefit from transformative support.

Islington, the most densely populated
borough in the country, is one of stark
contrasts, with the highest level of child
poverty in London and rents that account for
an average of 70% of gross earnings, with deep
rooted inequalities that have been further
exacerbated by the pandemic, such as wealth,
health, housing, education and crime.

Measurement
Over the course of several projects, built
from research, insight and focus groups, our
work with Islington has helped the Council
to engage in a two-way conversation with
residents, while building out a refreshed
narrative and clear set of messages, helping
the Council work towards its overall aim of
achieving fairness in the borough, while
ensuring residents feel championed by the
variety of different initiatives led by the
Council.
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Cultural shift.
We are at a turning point when it comes to how we think about culture – as
a colleague, as a business and as a customer. Accelerated by the pandemic,
we now expect more from our employers and the suppliers and brands we
support than ever before.
A fascinating interplay has emerged, and we see this becoming a central
focus in the coming years. The combined force of customer scrutiny and
empowered employees means that businesses can no longer afford to pay
lip service to culture and purpose. They must have a strong and identifiable
culture that they live and breathe, which matches their external brand.

Half of UK workers are considering a job
move – with more than half of young
workers considering a change
Ipsos, Feb 2022

• 9-day fortnight for all
colleagues, with salaries
staying at 100%
• Life assurance and private
health cover
• 50 days volunteering time

More than ever before, people are choosing brands and services that match
their evolving values, in the same way that we look at more than just salary
when choosing where to work.

60% of consumers want brands
to take a stand on social issues

With people making more informed, ethical choices than ever, failure
to address brand culture risks losing valuable customers, employees
and talent. In a climate where the Great Resignation will roll on for the
foreseeable future (half of UK workers are considering a job move) and
loyalty is on the decline, brand culture has arguably become the most
business-critical priority.

Barron’s, 2022

Stand was founded on a relationship with a trusted client, and since then
we’ve always strived to work with like-minded organisations that match
our culture and values. We are partners who understand and respect each
other, working alongside to achieve a strategic and effective shift in culture
and purpose.

Leading by example

• 16 days pro bono time
• Salary benchmarking
• Introduced a Head of Culture
• Only work with trusted
suppliers

87% of consumers have purchased
products because a company advocated
for an issue they cared about

• Only work with like-minded
clients

Cone Communication

We know first-hand that a good culture is good for business. People want
to work with, and support businesses that have a similar value set to theirs.
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This anniversary is also an opportunity to acknowledge that
people have always been at the heart of what we do. Whilst
how, where and who we work with is constantly shifting,
what remains unchanged is our commitment to bring out
the best in each other and those we work with.
Thank you to each colleague, client and partner for their
support over the past ten years, and here’s to the next ten.
If you’re interested in finding out more about our approach,
or in speaking to our team, we’d love to hear from you.

standagency.com
@standsnaps

@standsays

Stand

STAND.

Appendix.
Positive change has been in our DNA from day one. However,
the comms industry has been notoriously poor at tracking its
impact beyond the traditional reach metrics. Going forwards,
we’ve put in a new measurement framework for our client
work that ladders up to the bigger picture impact we are
helping to bring about.
As part of our application to become a B Corporation (pending
certification) we have taken a holistic look at our business and

how we continue to raise the bar for our employees and wider
community. So, in addition to better measurement of the
impact of our work, we’re also improving our tracking of key
internal metrics.
To meet B Corp requirements, below is a table of data
spanning governance, employees, community, environment
and customers.

This is our first full impact report, which we intend to repeat
yearly, showing where we’re doing well and where there’s
room for improvement. Operationally, our priority areas for
focus during the next year are DE&I, establishing benchmark
metrics for environment data, increasing the number of our
suppliers that are B Corporations, and decreasing our paper
output by 50% and a reduction in travel through embracing
new working patterns.

Measurement area

2019

2020

2021

Note

% paid over living wage

85%

100%

100%

% receiving a bonus

-

100%

100%

We rewarded our first bonus in financial year 2020/2021

% receiving private health cover

-

-

100%

Private health introduced 30th Sept 2021

% receiving wellness bounty

100%

100%

100%

Average no. of sick days per person

3

1

1.4

No. external training sessions attended

-

36

151

We began formally tracking all training in October 2021

No. training sessions delivered by colleagues

-

12

40

We began formally tracking all training in October 2021

% of colleagues engaging in training

100%

100%

100%

We began formally tracking all training in October 2021

% promoted

25%

50%

58%

OUR TEAM
Financial Security

Wellbeing

Career development

Engagement & Satisfaction

CDE&I

Policy enhancements

Enhanced maternity leave was introduced in March 2021

Employee retention rate

91%

64%

79%

% of employees who say they enjoy their job

-

-

88% (rated 7/10 or higher)

We started recording employee satisfaction in March 2021

% of employees who say they are being developed

-

-

88% (rated 7/10 or higher)

We started recording employee satisfaction in March 2021

% of employees who say they feel proud to work at Stand

-

-

88% (rated 7/10 or higher)

We started recording employee satisfaction in March 2021

No. culture workplace awards shortlisted for

-

-

1

Shortlisted for PR Week’s Best Places to Work Awards for the support provided during Covid-19

% of female

100%

95%

95%

% of colleagues who feel we are taking positive steps to improve diversity and inclusion

-

76%

89%

This year the average (taken from AIA Pulse survey) is 76%
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Measurement area

2019

2020

2021

Note

Number of internships run

3

1

6

During the pandemic in 2020, our internship programme was limited, but in
2021 we had 6 interns, and offered 4 permanent roles

% of interns hired permanently

-

-

67%

We hired 3 interns permanently

No. of Pro-bono hours

-

28 days

16 days

We offer up to four days of pro bono support to organisations

No. of suppliers who are B Corps

0

0

1

We are working towards increasing the number of B Corp suppliers by 10% this
year

Community: Volunteering

% of employees volunteering

0%

13%

21%

We have improved our policy so that each team member has 2.5 days of volunteering time to offer

Environment

Recycling

In Sept 2020 we moved into a serviced office that manages the recycling. We
work with them to promote better practices with other tenants

Water conservation

Rainwater is collected which is used in the toilets. This provides about 10% of the
water usage

Paper

We continue to use less paper by using double sided printing, and will be
tracking our usage of paper going forwards – committing to reducing our paper
output by 50% from 2020-2024, and by reducing our travel by embracing hybrid
working

COMMUNITY & ENVIRONMENT
Community: Economic Impact

Measurement area

2019-20

2020-21

2021-22

Note

No. of clients

28

28

26

Number of clients decreased but average value of work increased

% of non-for-profit

64%

53%

35%

Our work with not for profits has decreased proportionately as we’ve taken on
more purpose-led work with businesses, however, the level of income and number of charity clients has remained similar

% of Purpose driven organisations (not for profit and business)

-

66%

68%

% of clients who would recommend us

-

91%

100%

% of clients satisfied with our level of service

-

83%

87%

OUR CUSTOMERS
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