////

L,

Certified

®
|

RUMPUS

UNAFRAID
OF
MAKING
NOISE



@)
)
(] 2024/25 IMPACT REPORT | INTRODUCTION

WE ARE COMMITTED TO LEVERAGING
OUR BUSINESS AS A FORCE FOR

OUR MISSION: We're the force behind ethical businesses that
lead with purpose. We champion bold, honest communications
that drive profound impact and shape the future. We are committed
to helping ethical businesses with purpose stand out and grow.

While we understand pro t is a fundamental part of how most businesses operate,
we think that it shouldn’t be the sole focus. We believe that optimised performance is
achieved by investing in our people, community, and the planet. The Manchester Arena
attack in 2017 had a profound impact on us, prompting a shift in perspective towards
focusing on what really matters to Rumpus as a business. Simply delivering the required
amount of social value as an agency for our employees, community and environment
doesn’t cut it. We are therefore actively reshaping every aspect of our business to enable
us to make a real tangible impact.

We started recording our impact in October 2022 and achieved our B Corporation

certi cation in June 2023. This report provides a d etailed overview our aims and objectives,
as well as the progress we have made in the last year. The purpose of this report

is to hold ourselves accountable for achieving mean ingful and measurable goals.

Signed Certified
Paul Evanss Gareth Clements @
OWNERS OF RUMPUS ——

Corporation
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WE RECOGNISE THAT THE UN SUSTAINABLE DEVELOPMENT
GOALS SET OUT A COLLECTIVE BENCHMARK FOR US TO
MEASURE OURSELVES AGAINST. FROM THE 17 SDGS, WE HAWE
SELECTED FOUR THAT WE FEEL ALIGN MOST CLOSELY TO (RJ
BUSINESS ACTIVITIES.

TAKE URGENT ACTION TO COMBAT CLIMATE CHANGE.

As an agency, we are holding ourselves fully accountable for
our impact on the environment, including implementing policies
on travel, waste management and procurement practic es.

ENSURE HEALTHY LIVES AND PROMOTE WELLBEING REDUCE INEQUALITY WITHIN AND
FOR ALL AT ALL AGES. AMONG COUNTRIES.
PROMOTE SUSTAINED, INCLUSIVE AND SUSTAINABLE

We are committed to the health and wellbeing of our staff, While we do not have a global in uence, we are acti vely With the urgency to reverse the effects of climate change becoming
: ECONOMIC GROWTH, FULL AND PRODUCTIVE . : . - : : : . : »
clients, and stakeholders. We have therefore developed working to reduce inequalities within our workforce and among increasingly apparent, we are taking decisive action to mitigate
: : EMPLOYMENT AND DECENT WORK FOR ALL. : : : : o
a health and wellbeing strategy that implements, measures our clients and stakeholders. We aim to achieve this through our contribution.
and enhances health and wellbeing initiatives. We are committed to providing our staff with fair w ages, our EDI strategy, known as B LONG.

re ective of the cost-of-living crisis and ensuring equal access
to career progression. Additionally, we will contin ue to
support businesses to use their communications to achieve
sustained growth.
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TOTAL 2024 TONNES
CO2 EMISSIONS WERE
2 2 o Co 2E LAST YEARS TOTAL DEDICATED HOURS
HOURS TIME TO VOLUNTEER WORK 2 O O
OUR 2025 TARGET IS
A 10% REDUCTION TO g , WHICH EQUATES TO £4 O 4 IN
= SOCIAL
J‘ VALUE

OUR 2025 TARGET
OF VOLUNTEERING
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TOTAL 2024 WASTE BLACK
AMOUNTED TO
OUR 2025 TARGET IS

TIME SPENT IN THE
LAST YEAR COLLECTIVELY
IN EDI TRAINING

TOTAL AMOUNT RAISED £ OUR 2025 TARGET IS
LAST YEAR FOR CHARITY

OUR 2025 TARGET IS
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Certified B LONG isacomprehensive strategy and measurement process developed by
Rumpus in 2022. It assesses, delivers, monitors, and improves equity, diversity and
Inclusion at Rumpus. No level of the business is excluded from this initiative. From
our employees through to our clients, stakeholders and the wider community, every
individual is included in this strategy for an incl usive environment. B LONG represents

/4/ the agency’s unwavering commitment to ensuring that all of our actions, outputs

®

// and processes provides a sense of belonging for everyone that we work with and
//// Corporation communicate to.
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3 LONG

WELL DONE REBECCA OUR EDI SERVICE

This year Rebecca passed her CMI Level 6 Award in Professional Management & Leadership Practice, Leading Equality, We are the only B Corp PR Agency in the UK that provides EDI as a service to clients and we have also delivered workshops FOC
Diversity and Inclusion, equipping her with the expertise to lead effective sessions. Our B LONG ™ workshops cultivate a collaborative to two charities throughout 2024. 100% of the participants found the sessions helpful and inclusive and 96% said they thought the
environment, enabling in uence from every business level, forgoing traditional top-down or subset practices. workshops made them stronger as a team. In 2024, we have delivered 7 external workshops and dedicated 54 hours of time to these.

Y7, /4 _
.. | NOT ONLY IS THE TRAINING [

BECKY IS A THOUGHTFU
KNOWLEDGEABLE AND

CONSCIENTIOUS FACILITATC
GUIDED US THROUGH
TOUGH TOPICS WITH HUMQ
EXPERTISE AND CHALLEN

, Day One Trauma Support

HELPING US TO GROW

AND LEARN AS A TEAM,
BUT IT'S ALSO GIV
OPPORTUNITIES
SO WE CAN BE K
PEOPLE ALL ROUND.

/4
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THE VISION

To create an environment in which everyone feels safe to speak up, knowing that their

2024/25 IMPACT REPORT | COMMUNITY: B LONG

5
The go-fo content creafor
for brands looking to
sransform how they

communicate with people,
and customers.

purine 'S,

INTELLIGENT
DISRUPTION

voice will be heard and respected, their thoughts met with openness, and their feelings
validated. To celebrate our individual differences and recognise them as strengths that

Finding belonging anc
uniqueness in teamwo

contribute to a dynamic team, successful business and all-round community.

OUR MANTRA

. Is this a positive choice, not just for me, but for
everyone involved?

3 LONG

I Have | listened as much as | have spoken?

. Have | re ected on the impact of my actions |
or everyone involved? | N ™

. Can | adjust my behaviour based on new information?

COMMITMENT TO CHANGE

We understand that B LONG is a journey and a practice, meaning that it is something
that we perform habitually and requires ongoing commitment. This also means our
policy is fully adaptable and can be tailored as Rumpus transforms. We understand that
inequality exists and that we have to start from ou rselves as individuals and as

a collective to be leaders for the change we want to see. We will continue to strive for
a more inclusive society by following the steps of education, action, transformation
and recalibration.
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INVESTING IN OUR COMMUNITY =
IS A PRIORITY FOR RUMPUS. | = =
OUR WORKFORCE IS COMMITTED - | e
TO 25 HOURS OF VOLUNTEERING -- B o o
WORK EACH THROUGHOUT THE NEXT ' '
12-MONTH PERIOD. '
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GARETHOwner and Director
Volunteering for Wellington School

| devoted time to the local secondary school, Welli ngton School in Timperley. As a member
of the governing body, the role is varied from sitting on committees, working on the overall
strategy for the school as well being a career link to businesses for the bene t of the school.
The purpose is always to enable every member of the school community to ourish in an
environment where high aspirations are expected, and ‘character’ is acknowledged as the
foundation of success. | began this volunteering in 2023 and have continued this in 2024.

KAT Account Director
Volunteering for Pride in Leadership

This year, | had the privilege of using my volunteering hours to support Pride in Leadership,
a UK group championing LGBTQ+ people in leadership roles. It was incredibly rewarding

to help raise awareness and boost participation in their workplace barriers survey, a report
that will directly contribute to real change. | created a highly targeted list of LGBTQ+ groups
to help amplify the survey and designed a suite of LinkedIn assets to spread the word.
Seeing the survey hit the target 1,000 responses, knowing it will shape policies at all levels,
has been a powerful reminder of the impact of inclusive leadership.

LAURA Account Manager
Volunteering for Every month

| have been dedicating my volunteering time to supporting Every Month, a Manchester-based
charity ghting period poverty in Greater Manchester. My focus has been developing and
implementing their monthly social media content strategy, helping to raise awareness about
period poverty, promote fundraising initiatives, and engage with their community.

This work includes creating consistent messaging across platforms, highlighting their important
work providing period packs to those in need, and supporting their broader mission to end
period stigma and make menstrual products accessible to all.

Laura has been an absolute godsend to us, we all run the charity in our spare time and social
media (which is incredibly important to us), falls by the wayside. Intelligent suggestions to us.
| really do appreciate having her onboard. Anna, trustee at Every Month

2024/25 IMPACT REPORT | COMMUNITY: VOLUNTEERING

PAUL Owner and Director
Volunteering at Cheshire B Local

As a part of the wider B Corp community, to help to spread the message of B Corp, and to
engage with B Curious companies, | was made Co-Chair of B Local Cheshire. My role has
involved running local events to share insights, ex change ideas, and encourage businesses
to consider the impact they can make. It's been rewarding to see the community grow and
become more engaged with the idea of balancing pro t and purpose.

GEORGIE Account Executive
Volunteering for Alzheimer’s Society

This year, | began volunteering with the Alzheimer’s Society as a companion caller, a role
that has deeply touched my heart. Alzheimer’'s doesn'’t just impact those living with the condition-
it affects their families and loved ones. Each week, | have the privilege of connecting with
my dedicated caller, and we have conversations that | have learned so much from. Being
a companion caller isn’t just about offering a listening ear or a sense of routine; it's about
ghting the profound loneliness that so often those living with Alzheimer’s face.

CALLIESenior Account Executive
Volunteering at Victoria Baths and Wood Street Mission

Being able to give back to different charitable causes has felt very rewarding. From community
projects such as the Victoria Baths to children’s ¢ harities such as Wood Street Mission -
donating my time has been so worthwhile and | look forward to seeing what difference | can
make in the community next year.
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BECKY Account Director
EDI Programme

Real conversations. Real inclusion. Real impact. B LONG® is our EDI programme and it’s
a little different. Rather than ticking boxes or sticking to top-down ideas, our workshops

get everyone involved, from every level of the team. We’ve created a series of interactive,
half-day sessions designed to spark honest conversations, build inclusive thinking, and
strengthen team culture.

COMPLETELY VOLUNTARILY TO TWO AMAZING CHARITIES — MILLAGE WATER AND DAY ONE TRAUMA SUPPORT.
THEY BOTH TOOK PART IN THE FULL WORKSHOP SERIES ANIGAVE US THEIR TIME, INSIGHT, AND TRUST.

Each session focused on a key area: from building a shared EDI mission, to exploring unconscious bias, improving inclusive
communication, and understanding what belonging really means at work. No lectures — just space to re ect, challenge ideas,
and learn together.

Rumpus PR ran a fantastic series of four workshops on Equity, Diversity,

and Inclusion (EDI) for Village Water, and we couldn’t have asked for a better
experience. From the start, they made the sessions engaging, thought-
provoking, and really relevant to our work. They created a safe and open space
for discussion, encouraging us to re ect on our current practices while also
challenging us to think about how we can do better.

SAID THE SESSIONS
WERE HELPFUL

. . . . Cr“d We ul proud (:m;ﬂ i
FOUND THEM Each session was interactive, full of real-world examples and practical tools that e
INCLUSIVE made tricky topics easier to understand and apply. Becky brought so much i e

energy and enthusiasm, making the sessions enjoyable while tackling important
and sometimes dif cult conversations with real sensitivity and professionalism.

As an organisation working in international develop ment, making sure our
programmes and internal culture are as inclusive and equitable as possible

IS a top priority. The workshops have deepened our understanding and introduced
a new EDI mantra, reinforcing our ongoing commitment to strengthening and
integrating these principles into our actions.

FELT STRONGER AS A
TEAM BECAUSE OF THEM

We're so grateful to Rumpus PR for their expertise and passion. If you're
looking for meaningful, engaging, and practical EDI training, we’'d absolutely
recommend them! lan Stone, Managing director of Village Water
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WOOD STREET MISSION — 20 UNAFRAID PRO BONO WORK

A key goal of our B Corp 2024 strategy is to raise £2,000 for our charity of the year, Wood Street Mission. To celebrate 20 years As well as fundraising, we also completed pro-bono work for Wood Street Mission to raise awareness for its Smart Start initiative.
of Rumpus, we embarked on 20 unafraid challenges, including the Manchester half marathon, Tough Mudder, abseiling down The team dedicated 40 hours to creating social medi a, video content, and a targeted press release, resulting in eight pieces of coverage
the 170 foot Trafford Palazzo, and gruesome challenges such as bug-eating, mystery shots and the hot wing challenge and more in key Manchester titles, including a 7-minute BBC Radio Manchester interview with CEO Des Lynch.

to raise as much money as we could.

-
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FIRST B CORP CLIENTS
ANUMANA

This year marked an exciting milestone as we partnered with our rst B Corp client,
Anumana, a digital transformation rm. As a certie d B Corp ourselves, we
understood the importance of authentically amplifying Anumana’s position, therefore
reinforcing our commitment to purpose-driven communications.

BETTER BUSINESS NETWORK

We supported the Better Business Summit with a dedicated press campaign to amplify
awareness of this key event, which brings together sustainable business leaders

to drive positive change. As part of this, we also helped share the inspiring story of the
Better Business Network’s director, Hannah Cox, who is taking on an extraordinary
challenge - running 110 marathons in 110 days to raise £1 million for the climate action
charity 1% for the Planet. Through strategic media outreach, we helped spotlight

both the summit’s mission and this ambitious fundraising effort, ensuring it reached
and resonated with the right audiences.
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TRANSPORT COMMITMENT

We embrace low-carbon methods of transport for meetings or events when there is the
option. Our default mode of commute: walking. If that’s not on the map, we encourage
our team to use public transport, cutting carbon on every corner.

WFH measures — all employees entitled
to WFH up to two days a week

Our 2025 target for CO2 is a 10% reduction from 202 4

Transport commitment



RUMPUS

INITIATIVES

Veri ed B Corp scores

Stakeholders and clients: Committed to informing
stakeholders and clients of the bene ts of the
B Corp framework. Our owner, Paul, has spoken at
networking events about the bene ts of B Corp to
encourage other businesses to become a force for good.

We have procurement policies to ensure that all of our
cleaning and toiletry products are sustainable.

2024/25 IMPACT REPORT | ENVIRONMENT



@)
)
(] 2024/25 IMPACT REPORT | GOVERNANCE

GOVE ®NANCE

Over the past two years, Rumpus has introduced a number of measures to increase

our accountability and help us move forward with our mission. I D
l b

- D
TISFACTION SURVEYS
D AFTER EVERY PROJEC

NEW ETHICS POLICY INTRODUCED NEW ENVIRONMENTAL MANAGEMENT CLIENT SA
OCTOBER 2022 POLICY INTRODUCED DECEMBER 2023 ADMINISTERE

‘e U'

2024 EMPLOYEE TRAINING GUIDELINES
SATISFACTION SURVEY 90% OF 100 HOURS IN 2025
2025 TARGET 95%
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TEAM BUILDING

In our dynamic industry, team collaboration is the key to success. We foster teamwork
and collaboration through a vibrant blend of inclus ive team building activities.
This not only propels us forward but also shapes a welcoming and supportive workplace
where every member feels accepted, valued, and comfortable.
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WELLBEING

As a B Corp, we are committed to enhancing our employee bene ts to support

the diverse needs and well-being of our team. Our 2025 bene ts package, developed
based on staff feedback, includes increased exibility in working arrangements

to accommodate different home lives and personal circumstances. We have also
introduced a range of well-being initiatives, such as providing budgets for personal
development, reading materials, and other resources to support our employees’ mental
and physical health both in and out of the workplace. By investing in our employees’
overall wellbeing and satisfaction, we aim to create a positive work environment that
enables our team to reach their full potential and contribute to our organisation’s
success and impact.

2024/25 IMPACT REPORT | WORKERS

SKILLS SHARING

We are always seeking continuous self-development and to evolve each of our individual
skill sets. Each team member is encouraged to learn sector-speci c skills, and then
share these with the team, creating a well-rounded agency. The team have the freedom
to choose what they would like to have more training in so they can delve deeper into
their own interests and become more con dent in the ir work. Employees are able to invest
time into training courses to ensure we are performing to the best of our abilities for

our clients.
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