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A letter from our

joint Managing Directors

This impact report comes at an interesting moment
for a purpose-led business like ours.

Purpose is under pressure. Headlines talk of an ESG
backlash, with reports of businesses rowing back
on their sustainability commitments. At the time of
writing, influential marketing figures at Cannes Lions
were declaring that “brand purpose is nonsense”.
At Kindred, we've certainly seen a shift in how
organisations approach purpose and the challenges
they face in acting on issues that matter. Research
we carried out last year identified what we've called
‘purpose paralysis’ — where fear of doing the wrong
thing holds brands back from doing anything at all.

But, for us, these aren’t reasons to dial back doing
good. They're reasons to double down. They make
the B Corp movement more important than ever.
Purpose may not be the buzzword it once was,

but jumping on a marketing bandwagon was never
the point. We're a B Corp because we believe that
business can and should have a positive impact
on people, communities and the planet. For us,
this belief is as strong today as it has ever been.
Our mission at Kindred is to tackle ‘purpose
paralysis’ head on, helping purpose-led businesses
move from hesitation to action.

We don't claim perfection. In the pages that follow,
you'll find an honest account of our performance
across people, governance, community and
environmental impact — our achievements, where
we fall short and the actions we’ll take to improve
over the coming year. We're committed to getting
better where we're weak and pushing our strengths
even further. Because being a purpose-led business
is baked into Kindred. It's an ongoing responsibility.

We'd like to take this opportunity to say thank
you to the Kindred team, who inspire us with their
creativity, commitment and kindness; and to our
clients who choose Kindred because they share
our belief that business can be a force for positive
change.

We hope you enjoy reading this year’s report.

e

Sharon Bange and Sinéad Gray




Our journey
to certification

Who we are

We are Kindred. The UK's leading purpose-led PR and
comms agency. We've made positive change our focus
for more than 25 years.

We believe positive change is serious business —
strong purpose and strong performance aren’t mutually
exclusive. We work with brands and organisations that
want to achieve both.

And we're serious about how we do it. We create
campaigns that have the power to improve the lives
of people, strengthen communities, boost business
performance and enhance the wellbeing of the world.

We work with businesses and organisations who have
an ambition to be a force for good. Companies that
recognise that sticking to your principles and making
a profit aren’t mutually exclusive. We're here to help
them achieve both.

Put simply, positive change delivers measurable
improvement. The improvement could make things
safer, greener, happier or healthier. It could seek to
make something more accessible or more empowering.
Or it could aim to reduce harm or remove barriers.

It may be measured by profit, sales, awareness or
reputation. Or by behaviour change or a shift in attitudes.

We believe that the world needs more positive change.
And that starts with us. That's wh y positive change runs
through everything we do, like a message through a stick
of rock. From how we work, to the clients we work with
and the campaigns we deliver. It can be seen in the way
we do business, too.

Our B Corp certification testifies to our commitment to
being a force for good both in the industry, and the wider
world. We believe we've set a new standard for agency
culture. One that's progressive and supportive, where
talented people can bring their whole selves to work,

do great work and create impactful results for clients.

Why we’re a B Corp

Our journey to certification started in March 2021,
when we first became aware of the B Corp movement,
its values and the rigorous certification process.

It seemed like a great way to benchmark all the
wonderful things that we were already doing as an
agency across commitments to our people and the
community in which we operate.

It felt like a natural progression for us; an externally
verified yard stick to measure our commitment to
the positive change we’'d delivered for more than
25 years.

While there are other models, awards and accreditations,
nothing else felt as rigorous, robust or all-encompassing
as B Corp. We became certified in July 2022, with a
score of 100.4. Going through recertification last

year was the obvious choice and a chance to double
down on our commitments to operate as an ethical,
responsible business serious about people and planet.



2. Our journey to certification

Our verified
B Corp score

To become B Corp certified, businesses must score

a minimum of 80 points. In July 2022, we were elated
to smash through the 80-point ceiling, scoring 100.4.
In July 2025, we recertified with a new and improved
score of 101.4.

Being a B Corp is more than just a badge. It means
so much to us as a business, to our people and to
our clients.

101.4

101.4

Our B Corp
score breakdown

Governance 17.2

Workers 38.7

Community 21.2

Environment

-
o

Clients 17.6

Kindred’s overall impact score

80

Qualify for B Corp certification

50.9

Median score for non-B Corp certified businesses
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Our areas of focus
a. Governance

Our verified
B Corp score

17.2

This score recognises our solid purpose and how
we aim to manage the agency with consideration
for all our stakeholders.

What we set out to do in the last 12 months and why
We aimed to build on our governance score in
three ways:

« Embedding our business positioning — Positive
Change is Serious Business — and cementing our
position as a leading purpose communications
agency. We set out to be a thought leader and
committed to hosting events and sharing thought
leadership materials.

« Taking a clear stance on responsible Al usage for our
clients and our own ways of working. The impact of
Al can no longer be ignored and, as a responsible
business, we needed to set out a clear use policy
and provide training for our people.

e Continuing to build on what we’re doing well.

We recognise that there's a lot of things we do

well in this space, and keeping that going is vital to
maintaining or building on our score for governance
when it's time to recertify. We committed to
delivering regular State of the Nation presentations,
sharing monthly financial reporting, weekly full team

meetings, and quarterly management team meetings.

What we’'ve achieved in the last 12 months

Embedding our business positioning

We introduced our new agency positioning —

Positive Change is Serious Business — in 2023/24.

At the end of 2024, we launched our inaugural Building
a Better World report, designed to empower industry
leaders to activate purpose-led communications in their
organisations. The report looked at ‘the purpose gap’
between the issues UK consumers want businesses to
take action on, and what businesses are currently doing
to make positive change.

nd Purpose Paralysis:
finding your voice
in a polarised world



4. Our areas of focus — a. Governance

In 2025, the report explored ‘purpose paralysis’ to help
brands act on issues that matter in a polarised world.

We launched it at a panel event with communications
leaders. We also launched Purpose Storyteller — our offer
to help clients find their purpose and communicate it
honestly, authentically and, crucially, with clarity.”

We wanted to cement our position as the UK's leading
purpose-led communications agency, and we're thrilled
to have been awarded Purpose Agency of the Year at
the 2026 Purpose Awards — the only agency to win the
title three times.

Taking a clear stance on responsible Al usage

Use of Al in communications is growing — whether
that’'s through project management tools, for creative
endeavours, or to streamline admin tasks. As a business
that prides itself on operating ethically and sustainably,
how we use Al says a lot about us.

During the past 12 months, we created an Al policy

and use cases, trained the entire agency in how we do
and don’t use Al, and set up an Al champions taskforce

to help embed good behaviours across the business.

Al tools can’t replace critical thinking or accurately reflect
the human experience that's essential to compelling
communications campaigns, but they can be used to
enhance our creative processes, streamline research and
administrative tasks, and generate initial research and
insights that our team can then develop and refine.

Continuing to build on what we’'re doing well

We shared our financials with the whole business

three times last year as part of our State of the Nation
sessions. We continued to share monthly financials with
the business, held weekly team meetings and reqgular
staff forums. As part of our annual staff survey, 88% of
people agreed management keeps them informed about
important issues and changes (up from 77%),

and 88% said management is approachable and easy

to talk with.

What we're planning next

Over the next year, we’'ll:

Continue to publicly champion the need for greater

pay transparency — and that means walking the walk too.
We'll continue to publish our pay gaps data, annually
review and update our pay bands in line

with industry standards, and hold full agency pay reviews
twice a year.

We'll also build on what we're doing well — we'll continue
to deliver regular State of the Nation presentations,
monthly financial reporting, weekly full team meetings,
and quarterly management team meetings. We'll share a
schedule of this activity with the agency, so people know
what to expect from us and when.

We'll continue to monitor, review and evolve our Al
policies in line with the changing landscape, ensuring
we're acting responsibly and ethically with our usage
of Al

We'll continue to cement our positioning as the UK’s
leading purpose-led agency.



Our areas of focus
b. People

Our verified
B Corp score

38.7

Most companies would agree that looking after their
people makes good business sense — a happy team helps
people do their best work, keeping clients satisfied and
delivering commercial growth. But, for us, being a great

place to work is about so much more than our bottom line.

Our mission to create positive change throughout
everything we do means setting the standard for a
progressive business. We believe that by being responsible
and forward-thinking, we're part of a cultural shift in how
businesses enable their employees to thrive, contributing
to a better society. We want our employees to feel like they
are thriving at work and be proud of how we do business.

We operate in permanent beta, providing multiple
opportunities for our employees to tell us what they think
and suggest how we grow. We listen and act on what

they tell us, evolving our policies and practices. Here are
some of the things our people told us in our January 2026
employee survey:

“We've really built on our
positioning in recent years

and stick pretty close to this
cause — trying to find as many
opportunities to talk about it
(and walk the walk) as possible.”

We believe that being a great employer means going
beyond the basics of fair pay and a token benefits package.
We want people to bring their whole selves to work and

we recognise that how we operate as a business is integral
to this.

“I've always admired how SLT
bring staff on the agency’s
journey with them, things
aren’t just reported from

top down. The agency feels
cohesively built, and like
every person plays a part in
its success.”

“Kindred makes good,
morally-led choices in a
world where it'd be easy not
to, and always seems to be
at the forefront of positive
change conversations.”

“Kindred is a very supportive place
and there is a strong culture of looking
out for each other and making sure
everyone is alright. People care about

other people here, which makes it a
great environment to work in.”

The support we give our people to thrive and do their best
work spans four key areas:

e Financial support and fair pay

e Health, wellness and safety

e Career development

« Company engagement and job satisfaction



4. Our areas of focus — b. People

Financial support
and fair pay

What we set out to do in the last 12 months and why
Fairness and transparency are the cornerstones of our
remuneration structure. We benchmark pay bands against
multiple sources of industry data, update and share them
with our people annually and all employee pay is in line
with these bands. We review all employees’ pay twice a
year, in October and March.

We're a certified London Living Wage Employer and, in
addition to fair pay, we offer a matched pension scheme,
paid sabbatical after three years’ service, private medical
insurance, and bonus schemes for all (including a new
business bonus of 5% of first year fees, and a recruitment
incentive bonus).

What we’'ve achieved in the last 12 months

« Every March, we review and adjust our pay
bands against multiple industry benchmark sources.
We published the new bands internally as part of an
all-agency meeting. This year, the bottom of every
single pay band increased to reflect rising costs
and industry standards.

* In line with our Living Wage Employer status,
we adjusted our entry level pay in accordance
with the rise in London Living Wage.

« We review all employees’ pay twice a year, and in the
past 12 months, we used our pay rise budget tactically
based on need and merit. 55% of our employees
received a pay rise (compared to 48% last year).

« We offer hybrid and flexible working, with core hours
and three days remote-first and two days office-first.
We ensure all employees have the tech kit they need
for their home and office set up, and breakfast is
provided on office-first days.

« We've put in place a hardship loan scheme that's
interest-free — enabling those who need additional
support due to the rising cost of living to put in a
request on a case-by-case basis.

* We brought forward January pay for those who
wanted it, and offer bespoke financial help to those
who need it.

We've offered free annual flu jabs since the pandemic,
free eye tests, have a Cycle to Work scheme, offer
interest-free season ticket loans, private medical
insurance from day one, and give an annual anniversary
gift and prizes for Change Maker of the Month

(our employee of the month programme) and Year.

To celebrate B Corp month in March, we gifted everyone
£50 to spend with a B Corp of their choice. We continue
to listen to our people on benefit suggestions and review
these annually.

What we're planning next

We're committed to building on our successes in

this space:

« We'll review and adjust our pay bands in line with
industry averages and Living Wage rises annually.

« We'll continue to review all employees’ pay twice
a year.

« We'll continue to review and update our benefits
package, taking suggestions from our people for
things they'd like to see included.

. §
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4. Our areas of focus — b. People

Health, wellness
and safety

What we set out to do in the last 12 months and why
We wanted to keep our reputation as a safe, sustainable
place to work, where health and wellbeing is promoted
and supported.

Our mental health programme, Kindhead, encompasses
both prevention and crisis — the former helps to
champion the continued wellbeing of our people

and encourage an open culture to talk about this
without stigma, and the latter aims to provide support
if an employee’s mental health deteriorates for
whatever reason.

Two important elements of Kindhead are:

» Mental Health Action Plans: templates and guidance
for individuals who wish to disclose health conditions and
work with their line managers to manage them effectively
alongside their work.

» Breathing Space Policy: in addition to standard paid
sick leave, Kindred’s Breathing Space Policy allows each
employee up to 10 consecutive working days’ paid leave
if they need time off during a period of crisis.

As part of our prevention strand and broader training
programme, and to promote a supportive working
environment in which all colleagues can thrive,

we planned two full days of external training for line
managers on how to manage teams with different
neurodiverse needs, aligning with our equality,
diversity and inclusion commitments.

What we’'ve achieved in the last 12 months

We revisit our Kindhead offer annually. Last year, we not
only committed to continuing our annual Wellness Fund
for every employee, we increased it from £150 to £250
per person, as well as the additional fund of the same
value for expectant parents, as part of our

Path to Parenthood Policy. We trained two new mental
health first aiders so 10% of our team are trained.

We're proud of our continued commitment to supporting
the mental wellbeing of our team.

Our employee survey in Q1 of 2026 found:
» 88% of our people said Kindred takes mental
health seriously.
» 88% of our people said they feel like they could
talk to someone at work or ask for help if they
were experiencing mental health challenges.

We continue to have a cross-agency team championing
health and wellness in the agency, sponsored by a
member of senior management. This year, we've:

» Had one non-alcohol based social event per quarter
— including lunch in the office and subsidised trips to
cultural exhibitions.

* Raised over £2,000 for Mind when a team of 13 took
on a 21km charity trek around Derwentwater in the
Lake District in September 2025.

» Continued with our Wellbeing Hour benefit — one hour
per week for staff to use for something that will help
their wellbeing.

 Reminded our clients and our people to adhere to our
Deep Work Wednesday — one ‘'no meeting afternoon’
per week, when people can focus on
deep work without interruptions.

We believe workplace policies should reflect the

realities of people’s lives, including the difficult moments.
Since 2022, we've offered additional paid compassionate
leave for employees affected by miscarriage or pregnancy
loss, including partners, as part of our Path to Parenthood
Policy. This year, we recognised a need to take that
support further by introducing a dedicated Pregnancy
Loss Policy, designed to provide clearer guidance,
practical support and greater flexibility for those affected.

The policy includes paid leave, phased return-to-work
support, flexibility around workload and wellbeing check-
ins, alongside guidance for managers on how to respond
appropriately and compassionately. The policy was
shaped by lived experience and informed by guidance
and research from organisations including the Miscarriage
Association and Tommy's. We've chosen to make the
policy publicly available in the hope it may be useful to
other organisations looking to strengthen support for
employees experiencing pregnancy loss.

Read the policy here.

What we're planning next

Kindhead will continue to evolve in the next year as

we continue to implement our Mental Health at Work
Commitments across the six standards, including more
reqular reporting on how we're showing up for our people.
We're training an additional mental health first aider.

We'll also refresh our resources, checking elements such
as language, and signpost to these on a reqgular basis to
make sure they're being utilised by line managers and
staff who might need them.

“Kindred takes mental
health seriously. There's
loads in place to support
people and the wider team
understand it."

“From a wellbeing perspective,
Kindred is the most positive

place that | have worked. There
Is genuine care about mental

health of employees and things
that are accessible to support
mental health.”
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4. Our areas of focus — b. People

Career
development

Kindred runs a training programme called KINDergarten.

Now in its third year, the annual programme is designed
to celebrate curiosity, inspire continuous learning and
provide our team with future-fit skills.

The offering is built on three pillars:

Embed - setting new joiners up for success,
and providing everyone with support and
refreshers on Kindred’s tools and processes.

Upskill - helping people hone their professional
armoury and acquire new skills.

Inspire - sparking creativity and offering new
perspectives on communications and the wider world.

What we set out to do in the last 12 months and why
We believe training should adapt and respond to the
new working world and skills gaps. Since its launch we
have captured post-session feedback and run an annual
training survey to ensure we update and modify our

offering and the team get as much from the programme

as possible.

What we learnt:

* They wanted fewer but more impactful sessions which

supported not just their own development, but their
peers and those they line manage.

« There was a need to further tailor our training offering

to specific levels and need states — in response,

we launched a ringfenced personal training fund to
pave the way for training that addresses specific
needs or aspirations.

» People wanted more external trainers to bring in

outside expertise and experiences.

What we’'ve achieved in the last 12 months

Taking on board the ‘less is more’ feedback, KINDergarten
delivered 20 training masterclasses across the year —

four fewer than 2024/25. On average, team members
typically attended 10 sessions, with many of these being
tailored to specific levels or need states.

The programme included six external-led training
sessions and, to make it easier for people to manage their
time, we reintroduced ‘Lunch and Learn’ (an initiative we
ran a few years back with the added bonus that lunch is
on Kindred). In total, Kindred spent £15,000 to deliver the
programme.

Highlights from the year include:

» Al training — a half day workshop for everyone to learn
how to craft the perfect prompts to spark a different
way of thinking.

e Kindred’s Creative Academy — an internal training
programme to supercharge creative thinking across
the business.

 How to have tricky conversations with clients — led by
Nespresso’s Head of Corporate Communications.

What we're planning next

« Our annual training programme is in place for 2025/26
under the same three pillars. Through this, we’ll deliver
a curated programme of tailored training sessions.

« Building on our ‘Lunch and Learn’ sessions, we're
exploring other times we can run training to help
people come together and disconnect from their
to-do lists

« We have committed to ensuring a minimum of 40%
of our training programme will be run by external
trainers.

 We have committed to keeping our ringfenced
personal training fund to pave the way for training
that addresses specific needs or aspirations.

12



4. Our areas of focus — b. People

Company engagement
and job satisfaction

What we set out to do in the last 12 months and why
We run an anonymous employee survey annually and
have done so for the last four years. This helps us to

understand what we're doing well, what we can learn
and what we could do differently in the future. It's an

open and honest space for feedback and comments,
and agency management is scored on a variety of areas.
We report the results to the whole agency.

What we’ve achieved in the last 12 months
We had 100% completion of the last employee survey,
which took place in January 2026.

Some key highlights include:
« 96% agree management shows appreciation for
good work and extra effort (up from 80% in 2025).
- 83% feel they make a difference here (up from 80%
in 2025).
« 96% are proud to tell others they work here
(up from 95% in 2025).

“I'm very proud to work at Kindred and to deliver the kinds
of campaigns we do and for the range of clients we do
them for — it's a great agency and has a fab team sitting
behind all this work. | love celebrating what the team
collectively achieves and being able to shout about it

with pride is a really fulfilling part of the job.”

In addition to the employee survey which shows how
people feel, we also track the makeup of our people via
our annual EDI report, published on the Kindred website
annually in Q1. This year’s report showed:

- We're 73% female and 27% male (down from
31% last year).

» Kindred is 65% white, 11% mixed ethnic groups,

12% Asian and 12% Black — our most diverse ethnic
mix since we started tracking our data six years ago.

« 8% of our people identify as LGBTQ+, which is slightly
higher than the national average.

* 11% of our people state they have a physical or mental
disability, and 35% have a mental health condition.

Of those, 88% feel comfortable talking about it
at work.

« 73% of our people are state school educated (up from
62% last year) and 12% grammar school educated —
meaning we have fewer privately educated staff than
ever before.

This year, we were proud to once again submit our
ethnicity and gender pay gap data to PRWeek as part
of its annual pay gap report. Unfortunately, we were
one of just 12 agencies to have done this for the fifth
year running.

In May, we were awarded a high commendation for
‘Best Approach to Diversity and Inclusion’ at the
PRWeek People and Places Awards, following being
awarded Best Team Approach to Diversity, Equity &
Inclusion at the PRCA Awards.

What we're planning next

While our 2026 EDI report has already been published,
we'll again submit our data to PRWeek for its annual
reporting and will encourage others to do the same,
calling out those who don’t, while also offering support
and counsel to them, if approached.

In addition to continuing with good practices we repeat
every year around monitoring and reporting on our data,
inclusive recruitment, pay equity and equal opportunities,
there are several new commitments we’ve outlined in our
EDI strategy for the next year, including:

» Retaining the level 2 Disability Confident standard.

* Relaunching Kindred'’s Culture Club — offering
subsidised visits to galleries, exhibitions and cinema
trips as a group to broaden our perspectives.

« Launching a new inclusive language guide to help
our people feel more confident in communicating
with or about minority groups.

We'll be developing a new three-year EDI strategy
towards the end of this year, setting new objectives,
reviewing what's worked to date, and outlining where
we need to double down on our efforts to be a more
inclusive, diverse place to work.”
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Our areas of focus
c. Communities

What we set out to do in the last 12 months and why

Our focus has been improving opportunities for those
from underrepresented backgrounds (those who are
non-university educated and/or from global majority
backgrounds in particular) to access the communications
industry. As an SME, we're realistic about what we can
achieve, and need to balance our ambitions with what’'s
practical, while delivering these opportunities in a
meaningful and sustainable way.

Beyond that, we're keen to use our time and resources
to give back — whether that’'s through raising money
for charities close to our hearts, or volunteering our
time and skills to causes we're passionate about.

What we've achieved in the last 12 months

* In 2024 we launched our internship programme,
working with Creative Access, a social enterprise
providing career-long access, opportunities, support
and training for people from underrepresented
backgrounds, to recruit people for our six-month
London Living Wage paid internship. Last year,
we welcomed our second intern as part of the
programme.

e Over the years, we've welcomed T-level students

at Kindred as part of their 45-day industry placement.

In summer 2025, after completing her four-month
industry placement with us as part of her T-level
qualification, Deborah joined us as a permanent
member of our team as our Finance & Admin
Assistant.

* |In addition, we've delivered talks to T-level students
about the world of work in an agency, and to teachers
about how to work with businesses more closely
on industry placements for their students.

« Connecting with others in the industry to create
opportunities is important to us. Several people
at Kindred are members of Bloom, a professional
network for women in communications, and this year,
one of our Account Executives was accepted onto
the Bloom mentoring scheme.

« We commit to charity events across the year and, in
the past 12 months, we’ve held a group charity walk
in the Lakes and we completed our annual ‘March
Miles’ activity; a collective challenge which started
in lockdown asking colleagues to walk, run and cycle
to achieve a virtual distance. This year, we set out to

cover 1,491 miles, mirroring he length of The Heysen
Trail. Having smashed our goal, we made a charitable
donation to Fair Shot — a social enterprise café
providing hands-on training, employer coaching and
paid job opportunities to young adults with learning
disabilities.

To mark Kindred’s B Corp Birthday in 2025 (just after
recertification), we organised for the agency to come
together to spend the day making over an inner-city
primary school playground and garden. This allowed
us to collectively volunteer over 120 hours of our
time to a good cause, and we chose to do this
outside in nature to boost our team’s wellbeing

at the same time.

We've continued to offer all staff a volunteering day,
where we have seen colleagues volunteering their
time on the boards of charities and on the ground

in the last year.



4. Our areas of focus — c. Communities

What we're planning next

« We're looking for ways to improve access to
the industry for those from underrepresented
backgrounds and will be reviewing our work
placement and internships offer to ensure we're
opening doors for those who traditionally wouldn’t
discover the world of communications.

« Championing the work of Bloom, People Like Us,
and other inclusive networks across the industry
and working to support both organisations.

» Strengthening links with other organisations to
support our community and EDI efforts including
Creative Mentor Network, the UK Black Comms
Network and Taylor Bennett Foundation.

e Our charity support will continue in the year ahead,
starting with our next B Corp Birthday volunteering
day in August 2026.

CREATIVE
ACCESS

]
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Our areas of focus
c. Environment

Our verified
B Corp score

6.6

What we set out to do in the last 12 months and why

As a business, and as individuals, we're passionate about
fighting climate change and reducing our impact on the
environment. In updating our sustainability strategy, we
took both a longer-term view with big ambitions and a
shorter-term view for more immediate actions. Our aim
was to reduce the carbon impact of our facilities and
operations as fast as possible and devise a plan to reach
Net Zero in line with the latest science-based targets.

We recognise that this is an ambitious goal for a small
business, but now, more than ever, also a vital one.

It will only be achieved with the support of everyone
in the organisation, and continuous improvements to
the way that we operate, through ongoing monitoring,
review and optimisation of our activities.

To do this, we knew we needed to start with a baseline

measurement of what our carbon footprint is. We wanted

to get a measure of our output in order to update and
refine our sustainability strategy. We became certified
Carbon Neutral two years ago, working with Carbon
Neutral Britain, the UK’s Leading Carbon Offsetting

Initiative, to calculate our emissions. Our business’ carbon

footprint is now offset by supporting verified projects
around the world to reverse our total CO2 emissions.

What we’ve achieved in the last 12 months
 We updated our sustainability strategy, setting
specific, time-bound targets, as well as an action
plan for how we'll get there. The strategy covers

circularity, our supply chain, and emissions reductions
— we recognise that carbon offsetting is a ‘quick win’

but to make truly sustainable change we need to
reduce our emissions, not just offset them.

What we're planning next

* Reviewing and updating our sustainability strategy
annually, and rolling out any further changes.

« Setting up an environmental committee to oversee
this work and ensure we deliver against our
sustainability strategy. They will be responsible for
educating and empowering the rest of the agency,
building climate-literate teams to help achieve our
targets. Key to our success will be harnessing the
passion of our people and creating a culture where

individuals feel empowered to spot opportunities for

improvements and drive forward initiatives that will
contribute to our long-term sustainability goals.

« Making a longer-term plan for carbon reduction,
not just offsetting.
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Our areas of focus
d. Clients

Our verified
B Corp score

17.6

We're proud to work with a wide range of clients
including B Corps, charities, NGOs, household name
brands and HM Government. They are united by

an ambition to make positive change; from driving
awareness of consumer issues like financial fraud,

to accelerating the switch to electric vehicles.

Who we work with

Our clients include:

bacp | sz  Obenenden

health W

Department
for Education

D e

BookTrust

: F
: X F-
E PSO N ?ieign, Commonwealth o j{
& Development Office
SBY
Ministry M Yssens myfitnesspal
of Justice
CSociaI
work90) @) WRAP
England

337

of our clients have
worked with us for
more than three years

Social Work England _ 3 yrs

Gatsby Foundation 8 yrs
Musicians’ Union _ 8 yrs
FCDO 8 yrs

Department for Education

10 yrs

Home Office 10 yrs
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4. Our areas of focus — e. Clients

“What sets Kindred apart is their deep commitment
to doing what's right — not just what's easy —

What they say with a shared passion for purpose-driven impact.

With Kindred, you're not just hiring an agency;

abOUt us you're gaining a partner who's equally invested in

the mission.”

Lucy Hamilton
Global Head of Marketing
Talisker

“It's been incredible working alongside the
Kindred team to deliver some of our most
ambitious and impactful campaigns to date.
Always responsive, incredibly creative,
consistently supportive — and a committed B

Selipugloeiels = [ el EeehiinEivel st gl “Benenden Health is very grateful for its partnership with Kindred. In just

one year, we have achieved an extraordinary amount together. We have
championed better workplace menopause support, elevating the conversation

enough. We're all excited to see where our
partnership takes us next.”

Adam Pollard in the media and carrying it all the way into Westminster. We have responded
Head of Marketing and Engagement swiftly and compassionately to national moments, from flu season to
BACP heatwaves, offering timely and practical health advice to journalists across the

country. And we have laid ambitious long-term plans that ensure Benenden
Health’'s voice in the media remains firmly rooted in our core values: providing
accessible, affordable healthcare to our members and to communities beyond.
Our partnership with Kindred has not only amplified our message, it has
strengthened our mission.”

Megan Anderson
Campaign Manager
Benenden Health



4. Our areas of focus — e. Clients

Our work
Diageo Talisker:

The Talisker x Seawilding partnership

Distilled on the shores of Loch Harport, Talisker’s

brand identity is closely tied to the surrounding marine
environment. Yet Scotland has lost around 92% of its
seagrass meadows and 95% of its native oyster reefs —
habitats that support biodiversity, water quality, and the
health of shallow coastal waters.

As a whisky ‘Made By The Sea’, Talisker felt responsibility
to help protect it. They've committed to a partnership

to help regenerate the environment. Our task was to
manage the Talisker x Seawilding partnership and provide
sustainability communcations consultancy for the Talisker
brand.

We created Talisker’s global sustainability story,
connecting the brand’s sustainability efforts from seabed
to bottle through a single narrative inspired by the
tradition of seanchaidhean, the old Scottish storytellers
who used Scotland’s wave-crashed landscape to guide
them.

On an ongoing basis, we manage the Talisker x Seawilding
partnership — a £600,000 3-year investment in native
oyster and seagrass restoration on Scotland’s west coast
— developing strategy, messaging and activations to drive
engagement, credibility and impact.

The results:

e 301 Tesco stores taking part in the Talisker x
Seawilding Father’'s Day promotion with £1 of
every bottle of Talisker sold going to Seawilding

» 0.3 hectares of new seagrass habitat establish

« Seabed cover increased from c.10% to more t
70% in 15 months.

* 97% survival rate of newly planted sea
with donor meadows returning to ne
shoot density within 4-5 months o

e 6-10 oysters per metre. in Loch C
with peaks of up to 120 per rr

“This is a truly leading Diageo piece of work. To be
able to tell our sustainability story so holistically and
so authentically is a HUGE accomplishment. | will be
sharing this work internally as best practice.”

Bianca Woolley

Global Marketing Sustainability Manager
Diageo



4. Our areas of focus — e. Clients

What we set out to do in the last 12 months and why
There are four key things we set out to achieve:

1. Growing our client base — delivering positive
change more widely to positively impact the
people, communities and businesses around us.

2.Retaining clients we want to continue to make
positive change with.

3. Getting recognition for our impact.

4.Supporting underserved communities/enterprises
in our work.

What we've achieved in the last 12 months

Growing our client base

Between July 2025 and June 2026, we secured nine
new clients, all of which help us achieve our mission
of delivering positive change, to improve..

The lives Q%Elxﬂfiifleatlo reach their
of people health goals

caba:
The Strength Encouraging the ICAEW accounting
of communities community to access support when
they need it

The performance ?‘(@E

of businesses Helping to communicate their

sustainability strategy

2

The wellbeing RSPB

of the world Developing a clear and differentiated

narrative around business partnerships

As part of our Building a Better World event series,

we uncovered that people want businesses and
organisations to operate in a socially responsible way
and to clearly communicate this. But we also found
that some organisations didn’t know how, or what to
stand for. We launched Purpose Storyteller — for those
struggling to find the right words to share their purpose
story or products.

To date, we've helped RSPB, BookTrust, CIPD, Purposeful
Ventures and Talisker define and communicate their
purpose with authenticity.

As a B Corp, we're committed to meeting high standards
of social and environmental performance, transparency
and accountability. These commitments therefore also
guide our business decisions, including how we triage
briefs. Our rule is simple — no positive change, no pitch.

But sometimes defining positive change can be tricky —
a brief might make positive change, but the motivations
of the organisation behind it are questionable, and what
qualifies as positive change may differ from one person
to another. It's therefore important that our leadership
team is aligned on what we believe constitutes positive
change and what types of briefs and clients we will or
won’t work on.

In 2024, we created the Positive Change scorecard to
provide guidance and guardrails for triaging decisions.
The Scorecard includes whether a particular brand or
organisation behind the brief would be eligible to apply
for B Corp status, and whether or not they’re already
accredited. Since implementing the scorecard, we can
now say 100% of our work is positive change focused.

Retaining clients we want to continue to make positive
change with

In 2024, we created the Positive Change scorecard to
provide guidance and guardrails for triaging decisions.
The scorecard includes whether a particular brand or

organisation behind the brief would be eligible to apply for
B Corp status, whether or not they're already accredited,
and whether the positive change they're seeking to make
has been externally verified to ensure we're not at risk of
greenwashing. Since implementing the scorecard, we can
now say 100% of our work is positive change focused. We:

* Helped UK nationals enjoy their holidays without
avoidable incidents, by working with key players in the
travel industry to disseminate important FCDO advice
to travellers.

* Improved school attendance rates by getting parents
to reappraise the value of school. Rather than focusing
on fines, we reframed the problem and communicated
the social and emotional benefits of being in school.

» Used creator partnerships to help the Ministry of
Justice tackle real-world pressures across the justice
system, from recruiting more prison and probation
officers to making young people more aware of their
rights if they become victims of crime.

* Helped Musicians’ Union to protect the livelihoods
and wellbeing of more than 36,000 musicians across
the UK via low-cost, high-impact campaigns and quick
reactive commentary, ensuring the MU is leading the
conversation.

 Showed parents how much employers value
technical skills by publishing an open letter to them,
spearheaded by Talking Futures and signed by 18
leading businesses including NHS, Met Office and
Autotrader.

We're very proud to have a client retention rate of 83%.
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4. Our areas of focus — e. Clients

Our work

British Association for Counselling and Psychotherapy:

No More Stiff Upper Lip

Women in midlife face a silent crisis. Suicide rates

are high. They're more likely than other groups to
experience anxiety and long-term anti-depressant use.
But BACP data shows they're less likely to seek therapy.
Our challenge was to encourage women over 50 to
consider therapy, positioning BACP as a trusted route.

Our research uncovered a powerful barrier: pressure
to 'keep it together’. An unspoken expectation to
maintain a stiff upper lip. We set out to tackle this norm.

Introducing No More Stiff Upper Lip.

We created the No More Stiff Upper Lip Collection

— a lipstick range featuring four shades named

after feelings therapy can unlock. The collection

was modelled by five women who had benefitted

from therapy in midlife, in a shoot with Rankin.

Their stories were central to our campaign, securing
in-depth pieces from The Times to BBC Breakfast.
These stories were supported by comment from

BACP and research highlighting an ‘epidemic of silence’
amongst women over 50.

The campaign sparked a national conversation about
midlife mental wellbeing, with 160+ pieces of coverage
and organic discussion including Poorna Bell on
Instagram and Jenni Murray writing about her

personal experience in her Daily Mail column.

Post-campaign research with women over 50 (n=500)
found 40% would consider therapy after seeing the
campaign - a 25% increase. Those likely to seek support
via BACP surged from 5% to 40%.

By making therapy feel accessible and empowering,
we helped thousands of women to see there’s no need
to keep a stiff upper lip.

A



4. Our areas of focus —

s PURPOSE "Rhmement - Awards

recognition AWARD'S

for our impact ThirdSector PRCA
We're passionate about creating impact but getting recognition Awards UK AWARDS

for it is the icing on the cake. Awards are more than just w2 20126
silverware; they recognise the strides we've taken and the
change we’ve delivered for our clients and our people.

CIPR

In the past year we were shortlisted for 35 awards — 27 for
campaigns we developed and delivered for our clients and
seven in recognition of our work as an agency; the way we
operate, employee wellbeing and the impact our work has.

We're delighted to have won 9 awards in total, including being
named Purpose Agency of the Year at the Purpose Awards for
the third time. We're the only agency
to get the accolade more than once.

Purpose Awards
Agency of the Year, 2026

PRmoment Awards
Best Public Sector— Silver, 2026

PRWeek People & Places Awards
Diversity & Inclusion — Highly Commended, 2026

Third Sector Awards
Comms Agency of the Year, 2025

PRCA Awards
Best Team Approach to Diversity, Equity and Inclusion, 2025
B2B Campaign — Highly Commended, 2025

CIPR Awards

Public Sector Campaign, 2026

Healthcare/Wellbeing Campaign — Mark of Excellence
Specialist Agency of the Year — Mark of Excellence
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Epson Europe:
Fashion Play

Epson has strong brand recognition, but little is known
or understood about its work beyond printers. The fact
that its technology is tackling one of fashion’s biggest
environmental challenges — discarded clothing —

is almost inconceivable.

Epson’s Dry Fibre Technology (DFT) is a sustainable,
waterless manufacturing process that breaks down
fibrous waste materials (like paper or clothes) into new,
usable materials.

Textile waste is a well-documented problem. 92 million
tonnes of textiles are produced globally each year, with
around 350,000 tonnes of clothing sent to landfill in the
UK alone. The issue is undeniable: but it's not new and
is too broad to cut through at scale.

So, we identified a more focused and newsworthy entry
point: children’s clothing — a high-turnover category that
is both deeply relatable and underreported, giving us a
relatively untouched area to explore and highlight.

This also allowed us to humanise the scale of the
problem while creating a fresh angle for media.

We started with the scale of the problem. A pan-
European survey of 7,000 people revealed that 216 million
items of children’s clothing are sent to landfill in the UK
each year. If stacked, that's a pile 244 times the height

of Mount Everest. This illustrated the size of the issue

and acted as a springboard for us to creatively showcase
Epson’s innovative solutions.

We collaborated with award-winning designer,

Priya Ahluwalia — Vogue cover star and poster child
for sustainable fashion — and reimagined her AW25
collection at miniature scale using Epson’s Dry Fibre
Technology to create a first-of-its-kind doll-sized
fashion collection using textile waste.

The results:

» Generated 359 pieces of pan-European
coverage.

» Google searches for ‘Epson’ reached their
highest in almost 4 years immediately after
launch.

» After seeing our media coverage, /4% agree
that Epson is more than a paper printer brand
(vs. 29% before).

» /2% agree that Epson is helping to address
sustainability challenges in the fashion industry
(vs. 6% before).

» 6/% want to see fashion brands adopting
innovations like Dry Fibre Technology.

* 59% more likely to buy from fashion brands
embracing sustainable production methods.

« 1,032 downloads of the research report.
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Supporting underserved
communities/enterprises
in our work

We want to make a positive impact on the world around improve people’s lives’ and a 75% increase in people To launch the track, we partnered with mural specialists,

us, which means working with clients who are trying to strongly agreeing with the statement ‘| understand social MurWalls to design a 35ft Giant Armadillo in the heart

make things better for underserved communities. In the workers don’t just work with children and their families’. of Manchester’s iconic Northern Quarter, a stone’s

past 12 months, we have: i | L throw from Gay Village, with an estimated 140,000
Launched a bid for the first UK Christmas number 1 person footfall for the 10 days it was live.

Helped boost positive perceptions of social workers and by a drag star, all in aid of endangered species.

their impact in society (including on the most vulnerable Studio BlueGreen partnered with RuPaul’s Drag Race icon, The mural featured key lyrics from the song, as well as

people) by demonstrating the breadth of the profession, Bob the Drag Queen, to create a high-energy rap track hanging microphones to encourage public engagement.

as part of a national campaign for Social Work England. in a bid to raise awareness of the Giant Armadillo. Studio MurWalls also included a QR code directing the public
BlueGreen’s mission is to help young people reconnect to the Giant Armadillo campaign page on Studio

This year, we delivered the third phase of Change with nature, learn more about endangered species and BlueGreen's website.

the Script — a national campaign that aims to challenge their modern approach to conservation.

negative stereotypes and tell the real story of social work. To root the campaign in British culture, we partnered with

Building on previous phases, our approach was to show _ ] . . five UK drag queens including Mancunian icons, Lill and

how social workers support people across society,
not just in the children and family settings they are
commonly known for. ».x

We recruited Turner Prize-winning artist and fgj.rr'ﬁé.(

*Banksie, and Drag Race UK royalty, Tia Kofi, who created
“ social media content at the mural and encouraged their
' ,.{:\ followers to stream the song. Coverage highlights include
J'F‘_a “ The i, Mail Online, The Guardian, Gaydio & Hits Pride
i g Radio, and combined with social content, generated 2.4m

What we're planning next

We'll remain committed to our ‘no positive change,

no pitch’ rule, to ensure all our work improves the lives
of people, strength of communities, performance of
business and wellbeing of the world.

social worker, Helen Cammock, who designed a plagye; ., _ , = impressions. Getting a Christmas number 1 wasn’t the real
to celebrate social workers. The plaque was displayed : » ‘i ~/ marker of success though — this was all about using one
on buildings where social workers operate to highlight ® & underrepresented community to showcase another.
unexpected locations where social work takes place, A ¥ G

, a-—-;: F “ -

from a hospice to the London Ambulance Service.
The social workers in these workplaces shared their
stories in media and social content. |

We generated 107 pieces of media coverage, includifng =
eight national hits. Post-campaign research found tha
after seeing our campaign content, there was a 3
increase in agreement with the statement ‘social

Through our Purpose Storyteller offering, we're seeking
to broaden our client roster to help more organisations
better communicate their purpose.
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Benenden Health:

Menopause: Missing from the workplace

The annual cost to UK employers of poor workplace
health is huge — around £85bn, with £47bn attributed

to lost output when employees are unable to work.
Benenden Health — a not-for-profit affordable healthcare
provider — aims to support employers to create healthier
and happier workforces, which are better for business
and for the UK economy.

We were tasked with helping Benenden Health to achieve
this mission through a B2B PR campaign that would raise
awareness of Benenden Health among B2B audiences
through an ownable thought leadership campaign,
positioning them as an expert in supporting workplace
health and wellbeing.

ONS data shows that, when it comes to long-term
sickness and economic inactivity, women over-index
compared to men. Menopause is a key driver of this.
Negative menopause symptoms in the workplace can
reduce productivity, focus and concentration — severely
impacting working life. They can even make women
question if they should be in work at all.

According to the NHS Confederation, 60k women
in the UK aren’t working due to menopause. Although
menopause has been a hot topic for some time,

the impact on women in the workplace was underreported.

We created Menopause: Missing from the Workplace —
imagery of real women on familiar missing people style
posters — to make a statement with a simple message,

that employers are in danger of losing talented women
from the workplace if they don't support them during
their perimenopause and menopause symptoms.

And that's not good for business.

Four brave women told their stories by fronting our
campaign. They showed the impact perimenopause
and menopause had on their working lives, from dialling
down responsibilities to changing working patterns,
taking time out and considering quitting altogether.
Their stories reflected the experiences of many working
women in mid-life.

Benenden Health experts have a wealth of advice
for managers and businesses. We created an online
Menopause Hub, signposted through our campaign.

The results:

» Google Trends data showed a significant uplift for the
search term ‘menopause at work’ on the day of launch.

* 3,354 organic campaign page views with a 13.4%
click-through rate to the Menopause Hub (leading
to a +500% increase in visits during launch month)

« 588 downloads of the research report and business/
manager guidance.

« The best-performing dual organic/paid campaign
Benenden Health has ever run with 837,639 social
media users reached — including 32,800 organic
impressions on TikTok alone.

» Post-campaign tracking showed 79% of employer
decision makers said they were likely to take action
to improve menopause support in their organisation,
as a result of the campaign.

MISSING

FROM THE WORKPLACE

CATHERINE

TIME OUT OF WORK:
48 "l"EA RE OLD TWO MONTHS

REASON FOR DISAPPEARANCE:
SLEEP DISRUPTION AND MEMORY ISSUES
DUE TO THE MENOPAUSE

BENEFIT TO EMPLOYERS AND SOCIETY:
STOPPING OVER 1IN 4 TALENTED
WOMEN LEAVING THE UK WORKFORCE
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Thank you for reading
our 2025/26 B Corp
impact report

We're proud of what we've achieved in the four years
since we first became B Corp certified, but we're also
mindful of what we need to do next.

There are things we need to do more of, and there are
things we need to do better. We're ready to renew our
focus on obligations including financial transparency
and developing a new three-year equality, diversity
and inclusion strategy, and pledge to double down on
our environmental responsibilities. This report holds
us accountable for these commitments, and we look
forward to sharing our progress against them in 2027.
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kindredagency.com

If you would like to know

more about Kindred or this
report please get in touch
hello@kindredagency.com



https://kindredagency.com/
https://www.instagram.com/KindredAgency/
https://vimeo.com/kindredagency
https://www.linkedin.com/company/kindred

	1. Introduction
	2. Our Journey
	3. A snapshot from the past 12 months
	4. Our areas of focus. A-Governance
	4.B-People
	Financial...
	Health...
	Career dev
	Company...

	4.C-Communities
	4.D-Environment
	4.E-Clients
	5. What's next?

	1: 
	 Intro: 

	4: 
	 Our areas of focus: 
	B-People: 
	C-Communities: 
	D-Environment: 
	E-Clients: 

	2: 
	 Our Journey: 

	3: 
	 Snapshot: 

	5: 
	 What's next?: 



