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Our approach to impact starts
with recognising where our
influence really sits.

Marketing




A MESSAGE
FROM

OUR
FOUNDER

2025 was a significant year for Clockwise. We celebrated 30 years
in business, a milestone that has given me the opportunity to
reflect on how much our industry, and our business, has evolved.

From traditional marketing to digital and now to Al-driven change, it's been an
incradible and at times challenging) joumey. This year in particular has brought
some of the most rapld i lon we've seen, espachally through the rise of
Al, and we're adapting aur model to stay ahead: becoming even more strategy-
led, senior-marketer driven and omni-channel In our approach, using the right
tools in the right way to batter serve our clients.

Our team continues to be our greatest strength. This year we've seen some
change, saying goodbye to valued colleagues who have been part of Clockwise
far many years and welcoming new team members who have already macle a real
impact. f'm incredibly proud of the culture, care and capability within the team.

m also deeply grateful to our clients. Together we've achieved so much this year,
and we truly appreciate the trust placed In us by both our long-standing partners
and those wha have joined s more recently. 2025 has also been a plvotal year
in leaning into our values. As a certified B Corp, we've focused our efforts on
working with impact-driven organisations and creating work that contributes
positively to both soclety and the environment. Alongside our sister agency,
4Change, we've had the privilege of supporting businessas that are genuinely
working ta make a difference.

At Clockwise, our mantra remains “For the Love of Good', a commitment to

quality, integrity and doing business in the right way. Thank you to everyone wha
continues to be part of cur journey.

Simon Ellis, Managing Director



~ OUR
APPROACH TO

IMPACT

At Clockwise, impact isn't just a side project. It's
shaped by the choices we make every single day.

We recognise that marketing is a powerful tool. Used without
thought, it can drive owverconsumption, waste and short-
term growth at any cost. But used with intent, it can help
organisations eperate more efficlently, communicate maore
honestly and scale solutions that genulnaly impreve how

s e people live and work. And that's the warld we want to live in.

Our approach to impact starts with recognising where our
influence really sits.

As a digital agency, our direct environmental footprint s
refatively small and our real iImpact comes from who we work
with, how we work, and what we choase to amplify through
our campaigns, platforms and advice. Many of the
organisations we work with are solving practical, real-world
problame acrass healtheara, energy, infrastructure and the
buillt ervironment. Improving safety, efficlency, access and
resillence may not always reduce emissions directly, but it
still changes cutcomes for pecple and systems that matter.

We're selective about the clients we partner with, setting
clear boundaries on the sectars we will and won't support,
and being honest with clients. These choices aren't neutral.
Saying na ta certain work limits revenue and being hanest
can slow momentum. Prioritising long-term value over
short-term gain doesn't always look impressive on paper
but these trade offs are part of taking responsibility for the
influence marketing holds.

It alse means lecking inward. By building a business whare
people are treated falrly, trusted to work flexibly,
supparted in their wellbeing and encouraged to contribute
beyond their job description.

In this repert, we aren‘t claiming perfection. We want 1o be
clear on our responsibilities, transparent about our
influence, and accountable for the outcomes we shape
through aur marketing.
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WE WORK
WITH
CLIENTS TO

ot DRIVE

= CHANGE &
TACKLE REAL
WORLD
e B CHALLENGES

MedTech |8 T " "% \Wedon'tjust win clients. We keep them.
= i J Our longest-standing client has been

Consulting

i 2 with us for over 15 years, and we're
ial Services proud of every single one of them.






SOME
IMPRESSIVE

2025 NUMBERS

o

30

CLIENTS

served between
Clockwise and 4Change




A CLOSER
LOOK AT

OUR CLIENTS

A breakdown of sectors we served in 2025,

Climate Tech & Energy Engineearing Financial Services Food & Hospitality Media &
Sustainability Entertainment

21% 14%

MedTech

Procurement &
Consulting



TOBACCO & NICOTINE

Due to the health risks associated with Tobacce and Nicotine consumption.

OIlL & GAS

Fossil fuel or finite energy companies.

GAMBLING & BETTING

Industries that may lead to addiction and financial harm.

FIREARMS & WEAPONS
Companies involved in the manufacturing or sale of firearms and weapons.



SOCIAL IMPACT



# SOCIAL
- IMPACT
STARTS WITH

HOW W

TREAT
PEOPL

For us, that begins inside the business. With fair pay, trust, flexibility and a
culture that recognises people as humans. We belleve that good work comes
from teams who feal supportad, valued and able to show up as themselves.
The way we work with each other shapes how we work with our clients;
openly, honestly and with care.

But social impact doesn't stop with our own team.

As a business, wa're part of wider communities: lacal, professlonal and global.
We see it as our responsibliity to show up in those spaces, not just as a
company, but as individuals. That means contributing time as well as money,
sharing skills as well as platforms, and supparting causes that matter beyond
our day-to-day work.

Valunteering |s a blg part of that. Thraugh individual fundralsing effarts, skills
based support for charitias, and time spent working with organisations llke the
YMCA, our team contributes in practical, hands-on ways. From running and
cycling events to board-level support, these arent just cne-off gestures,
they're ongoing commitments made by people across the business.

We also recognies that impact looks different for differant people. That's why
were continuing to expand how we support wellbeing, from dedicated
wellbeing days to team-wide valunteering opportunities that allow everyone to
contribute in a way that works for them.

The numbers that follow tell part of this story. The rest lives in the relationships
we bulld, the causas we stand bahind, and the time we'ra willing to give.



PLE,

IN PRACTICE

Full-ti Ei and contractors  Full-time employees Managers identify Employees from an ethnic Average employment
received a pay rise weare paid above the identify as female as female minority background tenure (including our
London living wage MD increases to 5.75)

100% 100%  77% 75% - 3.14




employees are proud to tell people

where they work because of our impact.

“I'm so proud to work at an agency
where | can witness a positive impact
first-hand. The Marketing
industry is full of lots of noise
about CSR and companies
claiming they're making a
difference, but seeing iton a
fundamental level is amazing.
We're grounded in our morals
and working collectively to
continuously improve”

— Marketing team

“In a time when the Earth is
increasingly showing the
consequences of human
consumption and destruction. Being
part of an effort that truly reflects on
its impact and seeks ways to
improve brings me a renewed sense
of hope. Saying no to practices and
individuals that contribute to this
harm may seem like a small step, but
it can create a ripple effect of
meaningful change, especially as
more people choose to follow suit.”

— Marketing Team

“For me, being part of an impact-
focussed agency isn't just about the
work we do externally — it's about
how we look after our own people
too. Knowing that we genuinely care
about creating a supportive,
empowering, and inclusive
environment makes a huge
difference.”

— People team

"Being part of a B Corp company
offers me an opportunity to align
my skills with our values, create
meaningful work, and be part of

It also combines professional
growth with the chance to make

apositive impact."

— Design Team
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A
LOOK AT
OUR

IMPAC

Certified

Corparation

That Includes the : and platforms we rely on, and the digital
infrastructura powering every campaign we launch. But our biggest source of
impact sits beyond our own ope . nes from the clients we help gl
and just as importantly, the clients not to work with.

s, efwironmeantal impact is ultimately a question of mﬂuenru Marketing
s and wa

but we want to be transparent about
rs, and how we choose to red It over
we work, who we partr *




We don't just talk about work-life balance, we build it in.
Our hybrid model means 2 days in the office, 3 days from
home: less commuting, lower emissions, and a team that
actually has a life outside of work. And when we are in the
office, we're in B Corp certified spaces.

Working From Home Co-working spaces

60% 40%

Renewable electricity used Renewable energy powered
across co-working spaces  website hosting for

and home offices within ourselves and our clients.
our control

100% 40%



Energy used January 1 0 8 0

Fobruary 970
= March 772
. ril 472
HOW WE USE e
ENERGY WHEN May 349
'WORKING - 208
: ! g July
E EROOMME g '. i1 ] August 213
. - =2 / September 386
' G ¥ P o ) October 345
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WHAT IS

DIGITAL
CARBON?

Just because something is digital,
doesn't make it impact free.

We often talkk about the cloud as if it's something weightiass, floating above us. It's
a nlea metaphar, but it hides the raality. Every emall sent, wabsite loaded, vides
streamed and campalgn launched has a physical cost somewhere In the warld.

Digital carban is the CO2e produced by the energy required to power this activity,
and for a digital agency like ours, this is whera our footprint matters most.

The good news ks, it's also whera we have the most Influance.

From the welght of the Images we upload, to the efficlency of the platforms
we use to reach audiences, our digital cholces have real-world consequences,
Small decisions, repeated at scale, add up quickly.

That's why we're focused an reducing unnecassary digital iIrmpact thraugh
practical, everyday cholces:

« Lean web design, including optimising images and videos

«» Green hosting, partnaring with providers powered by 100% renewable energy

« Digital hyglene, reducing unnecassary data storage, choosing where we store
our files and removing outdated er unused contant

« Daleting files and emalls that are no longer In use

« Cleaning emall lists

For us, its about growing alongside our clients without unnecessarily growing
oUF impact.



HOW WE GET TO

WORK

Distance

8-11km

17%

17-20km

17%

Cycle Fully remote

25% 25%




DIGITAL CARBON

POLICY

In 2026, we're formalising our commitment to reducing the environmental impact
of our digital footprint, and helping our clients do the same. As a marketing agency,
our carbon impact lives largely online. So that's exactly where we're focusing.

Our Bigger

Our Digital Presence Our Client Work
Commitment

We'll audit and eptimise all websites ‘We'll bulld earbon awarenass inta haw
ritinue using we brief, create, and dellver campailgns,
owered by renawable E ting for quallry over guantity,

thI’IF—\\Ny avary year.

For us, it's about growing
our cliants without unnec;
growing cur impact.




COMMITMENTS



Environmental

Launch our Digital Carbon Policy before the end of
Q2 2026 and publish it publicly on our website

Audit our website carbon rating and achleve a grade
of B or above by end of 2026

Conduct a digital tools and supplier audit, reviewing
the sustainability credentials of at least B0% of our
core taals and platforms

Quantify and publish the carbon savings from cur
hybrid working model for the first time in our 2026
impact repart

Reduce unnecessary data storage, conduct a full
cloud, email and file audit twice a year

2026
COMMITMENT

TARGETS

Clients & Ethical Work

Formalise our client acceptance criteria by Q2 2026,

defining the sectors, values and standards we will
and won't waork with

Ensure 80% of our client portfolio works in purpose-
led, sustainable or athical sectors by end of 2026

Introduce a carbon awareness conversation into at
least 50% of new chent anboarding procasses in
2026

Decline or exit any client relationship that conflicts
with our B Corp values

Publish aur cliant erterla publicly so prospactive
cllents understand who we are and what we stand
for before they approach us

People & Community
Engagement

+ Introduce a leaming and development budget for

every taam member in 2028

Caontlnue our guarterly wallbeing days, dedicated
time away from screens and out in nature,
pratecting space for the team to rest, reset and
reconnect with the world outside of work

Maintain a living wage commitment for all
employeas and raview salarles against industry
benchmarks annually

Commit to one team-wide volunteering day in 2026,
giving everyone the chance to contribute
collectively to a cause that matters

Engage with at least one B Corp community initiative
or local business network event per quarter




A
CHECKLIST
FOR OUR

POLICIES &
PROCEDURES

Get in touch with us to ask about the policy and procedure
documents listed below:

Corporate Mission Statement

Diversity, Equity, and Inclusion (DEI) Policy
Health, Safety, and Wellbeing Policy

Home Office Ergonomics Policy

Employea Violunteering Policy

Loeal Ecanomic Devalopment Suppert Policy
Ethical Supplier Selection Policy

Charitable Giving Policy

Office Waste Reduction and Recycling Policy
[Electronic Waste Disposal Policy
Sustainable Procurement Policy

Ethical Marketing Policy

Transparent Customer

Communication and Reporting Policy
Customer Data Protection and Ethical Use Policy
[+ Fi { Policy

F and G



THANKS
TO OUR

CLIENTS,
FRIENDS &
PARTNERS

FOR
JOINING US
ON OUR
JOURNEY

Clockwise
Marketing.



