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Sugar

Energy use

Within the reporting period, ED&F Man Sugar's
fossil fuel/grey energy consumption remained
steady (+0%). The division continues to make
progress in making production processes more
energy efficient, however, with a reduction in
energy consumption per metric tonne (kWh/MT)
of 10% on the previous year.

The division has achieved this by continuing to
invest in efficiency technology and next year
will be looking to implement solar power on its
processing site”.

Emissions

ED&F Man Sugar's carbon emissions remained
more or less stable at 4,423,751 kg CO2 within
the reporting period (i.e. there was no reduction),
in line with its fossil fuel use figures. The

metric of CO2 emissions by metric tonne (CO2/
MT) however, saw a fall of 10% since FY2021,
reflecting a positive trend towards more energy-
efficient production techniques.

Water

Total water use for the period saw an overall
increase of 35% on the previous, as did water
intensity (litres per metric tonne processed) at
+20% on FY2022. This was partly due to the
introduction of reporting for a particular water
source in the period that had not been monitored
before. The accumulative increase in water use
and intensity over the past four years is the result
of processing more liquid sugars in the refinery.

Group progress

Yo

reduction in water intensity ratio between
FY2021and FY2022

11%

of all our energy is now from renewables

Total conventional (grey/fossil) energy
consumption in kWh

Since FY19: +5%

Last Year:+0%

Total carbon emissions in kg COz

Since FY19:+8% Last Year: +0%

Total water use in m?

Since FY19: +81% Last Year: +35%
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Total conventional (grey/fossil) energy
consumption in KWh/MT

Total carbon emissions in kg CO2/MT

Water Intensity: water use in litres per metric
tonne processed

Since FY19: -19% Last Year: -10% Since FY19:+22% Last Year: -10% Since FY19: +105% Last Year: +20%
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Yo

reduction in water use between FY2021and
FY2022

10%

reduction in energy intensity (KWh/MT)
between FY2021and FY2022

14%

reduction in conventional (grey / fossil) energy
between FY2021and FY2022

24%

reduction in grey electricity since FY2019

18 %

reduction in carbon emissions since FY2019

58%

increase in renewable energy since FY2019
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Trust in AI's capabilities - a blend of
‘_ 90 33% confidence and scepticism 2,000 UK adults were surveyed in
UK adults claim to have full failing to see the impact in In arenas perceived as lower risk, there exists April 2024 by pollster, Opinium
knowledge of Al daily life

a prevailing trust in Al. Notably, over a third of
respondents (36%) - the most of any specific
life activity - trust in Al's aptitude for capturing

ersonalised entertainment recommendations, 0,
38% 3% p ali ertai I{ i ‘__ 9%

- acknowledging its capacity to enrich leisure -
UK adults still cannot claim to have full knowledge of Al pursuits. Similarly, a significant proportion (33%) full knowledge of Al
correctly define Al applications in the real estate industry trust Al to refine customer service interactions

However, within specific domains, scepticism
persists. A noteworthy two-fifths (41%) exhibit
doubt regarding Al's competency in diagnosing 38%
UK adults least trusting of AI to control a vehicle health ailments, underscoring the indispensable UK adults still cannot
role of human expertise in healthcare contexts. e

Distrust Trust Likewise, the prospect of Al assuming control in

Conrolmveie vehicular operations elicits heightened distrust

with a significant 56% expressing wariness in 0
Disgnose helth problemn surendering authority to artfical intelligence. 33%

failing to see the impact in
Supportdecson-makinginirancial estments ) e
Notable lack of awareness regarding
|mprove customer service through chatbots and virtual assistants A AT’s integration within the real estate
B sector

Contrary to popular belief, the integration of Al into 3 /{)
Generate creative content such as art or music 30% the real estate sector is not unfolding at breakneck M (j5im to have full knowledge

speed. This absence of cognisance is particularly El et s mienE
Assit inlegal research and analysis HEA estate industry

striking, with a meagre 3% of UK adults professing
5 to possess comprehensive knowledge concerning
Al's multifaceted applications within the real estate
Enhance cybersecurity and protect against cyber threats sector, and a substantial 719 of respondents
indicating their unfamiliarity with Al's involvement
in real estate operations

Provide personalised recommendations for entertainment or shopping

Facilitate natural language understanding and transiation 22% | 4%



Corporate Services Introducing the
Contract Local Management Team

@ London Borough Liberata
of Hounslow

Council Tax Collections: Hounslow Performance vs London
Liberata is committed to

Key Performance
Indicators for full

year 2021/21 and
mid-year 2022/23

London Borough of
Hounslow's policy
decision to go
digital by default
across the
Revenues and
Benefits service
lines has yielded
the following
results:

Added

Value 14 million

income generated

Increasing income Empty Homes Review
through Capacitygrid  (Including 2022 YTD)

products

Single Person Discount
Reviews

Understanding and
Aligning with
the Council's Vision

Benefits Performance: Supporting the Financially Vulnerable

I
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The Reinvention of Loyalty — A Currensea white paper 3

The Reinvention of Loyalty Chapter 1

How technological change and evolving consumer behaviours The riSing pOPUIarlty and Signiflcance
are transforming the loyalty industry ; of onalty programmes

SUMMER 2026 '
Recent geopolitical That squeeze has been mitigated in the airline
and hospitality industries by a weighting towards
shocks and inﬂationary wesalthier consumers and an apparent wilingness
by consumers to ringfence their high-value
pressures have discretionary spend on travel*
But the reliance on discretionary spend, recent
compounded a distuption to internationa travel and the prospect

of rising input costs from fuel supply constraints all
long-term squeeze On  pose potental s o these inaustes

The battle between brands to attract consumer

consumer Spendmg‘ spend is intensifying. Brands increasingly need to Lufthansa saw a Delta has seen a IHG One Rewards has grown to
use loyalty-driving techniques to further engage more than

161% 50% 160m

These techniques are already most

well-established and sophisticated in the airline increase in enrolment in its increase in Skymiles
and hotel industries. Miles & More offer from 2021to  membership from 2017 to 2024.  members.
2024

But to weather the storm in uncertain times, these
brands must drive ever deeper engagement with
their most loyal customers. This can be seen in
the rapid growth of airline and hotel groups' loyalty
schemes in recent years.

The Reinvention of Loyalty — A Currensea white paper The Reinvention of Loyalty — A Currensea white paper

Chapter 2
The challenge posed to traditional
loyalty models in Europe

The consumer might gt some o patback,
as credit card rewards, or as cashback on
debit spending.

By com pariSOn tO the BA is the stand out exception in the UK. This  One of the most effective ways to
June, BA' owner IAG set ambitious growth  drive customer loyalty is to secure a
US market the U K targets for its loyalty division operating Avios, top-of -wallet position.
4 aiming to almost double operating profit to
d E | It €1 billion within five years, highlighting its Brands do this by incentivising customers
and European loyalty €20 o fevears Nenahtio < g oo e co-bronded card—typicoly
o @ credt card — as their primary payment
market for airlines In fact, the scale of take-up of its loyaity method. This, in turn, reliably drives [UED o e ot means lover fe0s for
scheme has, at times, forced it to recalibrate  higher spend 2o i

and hotels is much the proposition - most notably through United Alines recognised this i the recent The key s deciding whether to appeal to the broadest Towards for card users
. recent changes to benefis such aslounge B8 (RS FUORIEEE U0 B possible market or to double~down on your most foyal
less mature, with ssces re e e exncs 0124 0 1 0e s e e Tousat e mpacer

Co-brand debit cards have unique benefits over credit

cards - a faster route to market, limited regulation and a
broader pool of potential cardholders, In the UK and EU, interchange fees have
been capped at roughly one-tenth

The UK has shown that the concept quickly gains
of the US level since 2015,

acceptance once peaple can see the strength of the

i f f oo widely United co-branded credit or debit card, o B lzza/;oyzzr;gﬂoy;c“c';iz‘s cu“s\lziev 5
Slgﬂl icant SCOpe or However, in Europe, the vast majority of while dialling back mileage earning for B0 i

the ailine and hotel industries have not members who do not Editor at Head for Points, the UK's biggest frequent flyer decade ago, there were 750 MBNA
further penetration. come close to matching the success and 26% 299 82% and business travel website credit cards avaiabl in the UK
enetration a BA This co-branded payment card model was (o] 0 Today there are zero.
o pioneered in the US - and here the UK and ) ' : e second i cutral The
This was reflected in how competitors ke Europe lag behind in terms of adoption 152 il [T ERNEENE il e Global precedents show
Virgin Atlantic launched ‘points - matching’ again, for two reasons. of any airline of any hotel are in frequent proportion of people with credit

i that a cardholder will sta
offers, through s ‘Save Your Tiers' loyalty scheme loyalty scheme. flyer programmes cards is lower. ) y

campaign, to poach disaffected
BA customers,

The first is regulatory. Merchants pay
interchange (or ‘swipe) fees on each card

payment they accept. +among those wih househoid income of more than £150k
a0 e more han v e st yesr

2x and spend 2x on brand
vs. a non cardholder
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Chapter 3 Chapter 4
.
The threat of Al and payments The answer: multi-bank o
. . . oWt ‘

disruption to the loyalty market loyalty debit cards ®
TO fuIIy realise itS Hotel and airline groups’ loyalty offerings have The idea| solution iS As detailed in Chapter 2, credit cards cannot  Fewer than 1 in 50 Britons switch banks

become bigger and higher - margin parts of their be the answer in Europe, for both regulatory  every year®. Only 5% of Britons use a . a

overall business. Al agents won't disrupt flights or (low interchange) and consumer -behaviour  secondary bank account for daily spending?. ¥

growth potential,
the European loyalty
industry must also
navigate major
technological Changes g s parteusry e where rands rely on ner
. customers earning intermediary points currencies.
taking place globally. {e.9. Rev points, Amex points) which they can then

redeem with them or many of their competitors.

a payment product
that turns European
consumers' everyday
spend into always-on
brand engagement
and that's resilient

to agentic Al and
payment disruption

overnight stays. You willstil ravel by plane and sleep (debit vs. credit) reasons.
in a hotel room in the Al world. But they will transform

every aspect of the booking process.

Currensea has solved that problem
and removed this barrier to success,
by pioneering a new product category
for European consumers: co-branded
multi-bank debit cards.

A co-branded debit card is the solution in
the UK and Europe, guaranteeing:

The susceptibility of loyalty offerings to Al disruption
is particularly true where they are based on habit,
rather than either emotional connection or meaningful
benefits /status tiers.

Large share of spend
No reliance on borrowing - which affiuent
credit card holders don't do

Guaranteed merchant acceptance

Limited competition - rewards on debit
spend are rare

Easy marketing - fewer advertising
restrictions than credit cards

These effectively transform all major bank
current accounts into rewards cards.

cardholders to link

'sea’s multi-bank model alloy
this new card to their existing bank account -
itch account, top-up or p

Currensea's co-branded multi-bank debit

cards drive customer loyalty and address

the emerging challenges facing brands'

loyalty programmes by: o

there’s n

ardholders ear loyalty point

Where consumers have earned loyalty points from
intermediaries that are convertible into a range of
different airline or hotel loyalty points, Al agents wil
quickly be able to pick the best fiight or hotel based on
intermediary points and cash, then convert those
points automatically to make the booking.

But, historically, co-branded debit cards
forced customers to either switch bank
‘accounts or top up an additional account.

'« Ensuring high take-up and use, because all their day-to-day debit s
they allow co-branded cardholders to into thei default front-of-wallet payment card.
link their new card to their existing bank
account, avoiding the usual debit card @ The co-brand pu rand top of wallet,
pitfall of requiring consumers to open and benefitting from unrivalled engagement
switch to or top up a separate account,

LLMs and Al agents
are set to transform
every aspect of the

The difficulty of convincing users to switch
or open a new account limits growth,
and driving customer loyalty.

The Reinvention of Loyalty — A Currensea white paper

= Simplifying onboarding, with 93% of applicants
typically approved, maximising cardholder numbers
and avoiding brand- damaging application rejections.
Maximising utilisation, with a debit (rather than credit)
offering that's preferred by European customers -
resulting in up to 7x more transactions per cardholder
than credit cards.
Offering rewards that work for both brands and
consumers in a low- interchange environment.

= Putting the partner's brand top - of -wallet, as physical
card use declines and the growth of digital wallets put
‘even greater premium on being top of wallet.

= Delivering genuine loyalty in an increasingly
transactional Al world

The top quartie of
spenders spent

£36.7k

Global brands Hilton Hotels, United Airlines, Marriott on their co-branded
Bonvoy and American Airlines have all launched loyalty Currensea card on
debit cards with Currensea. average

IHG has recently announced a new single -bank
partnership with Revolut to offer a reward - earning debit
card - 50 other brands and fintechs are now following suit
and adopting the co-branded loyalty debit model.

Currensea's annualised co-brand data shows that:

On average, over

50%

o

of cardholders' annual
spending was on lodging,
dining out, ravel and
leisure.

On average,

17%

o
of cardholders' spending
was directly with the
co-brand partner, e.g. on
hotel stays

booking process.

More than

75%
o

of cardholders have used

their card for spending

abroad, and of those,

the average number of

countries visited and spent

inis four

The Reinvention of Loyalty — A Currensea white paper

Conclusion

Loyalty through integration

This model allows them to navigate the
regulatory and consumer-behavioural
challenges that are unique to the
European market.

It's the combination of
switching the co-brand
model to debit, and
delivering it from
customers' existing
bank accounts, that
has changed the game
for brands’ everyday
loyalty programmes for
European customers.

This model will also be resilient
to changes in technology and
distribution. The continued
fise of digital wallets like

Apple Pay or Google Pay
places a greater premium

on cards that offer the

best rewards and therefore
sittop-of-wallet.

The emerging technology of
account-to-account payments has been proven in

the UK for use cases like settiing your tax bill with
HMRC. But there are significant regulatory and
consumer-behavioural obstacles to displacing the card
payment rails for the bulk of everyday tap-and-go
transactions, particularly as card payments still have
the strongest offer in terms of rewards on spending,

lack of friction and consumer protections.

Co-brandet®

multi-bank debit cards drive
customer loyalty and address
emerging challenges



Elevating Abu Dhabi
on the world stage

Your strategic global advisory partner for
ADMO, Abu Dhabi’s raconteur

% HAWTHORN

OUR PROGRAMME OF WORK

Measuring strategic success
through a rigorous impact
framework

To ensure our strategy supports ADMO's glabal ambitions, we wil use a rigorous evaluation
framework in the first 30 doys, moving beyond media metrics to measure real influence and trust,
tracking investment through to tangible impoct

INPUT

Allactivity done chead in preparation of developing and
deploying any comms or campaigns

AcTiviTY

Whot i done to produce communications, e.g., conducting
interviews or media training

outpuT

Whot s delivered, e.g., op eds, editoriol content, press
briefings, website content, sociol content and multi-media
campoign assets

OUTTAKES

How audiences engage with campoign matericls, e.9..
social media responses, video views, media commentary

ouTcoMES

The rasults: interview shares and views, report downloads,
invites to panels and events, search rankings, etc

| meact

Real-world tongible impact such as measurable behaviour

or attitude change, like increased tourism rotes or
Chamber of Commerce autreach

INTRODUCTION

Hawthorn:
senior-led,
insight-driven,
and always on call -

core purpose but is embedded in
underpinned by a global bench of

You will have direct o
in person and throug!
whenever you need i

hisis moking sure we

portners and

NO RE-BRIEFING, NO JUNIOR FILTERING,
NO DELAYS AND DISCRETION IS BUILT-IN.

¥ HAWTHORN

WHAT THE DATA REVEALS

Performance is strong but
visibility is concentrated
elsewhere

Abu Dhabi competes in high-value sectors but is not yet capturing
proportional global attention.

Abo Dhobi — e

Abu Dhabi
Al

SHARE OF VOICE COMPARISONS ON SOCIAL MEDIA GLOBALLY

AbuDhobi Db Dubei Singapere Sherzhen Riyach

NUMBER OF SEARCHES IN THE LAST 12 MONTHS BY THEME AND REGION

WHAT THE DATA REVEALS

Our research shows Abu Dhabi is
outperforming on fundamentals,
but under-credited in
global conversation.

The opportunity is to convert
delivered strength into a single
positioning that travels:
the capital of confidence.

OUR PROGRAMME OF WORK

TARGETED NARRATIVE KEY MESSAGES BRAND PROMISE
Bespoke sector narratives, An overarching message, and A credible, differentiated
einforced by proof secondary messages with promise o al e,
points, tested and refined supporting pillars which sit which defines the tone of
colloboratively with your e and iy the brand allangogement, across ol

team. channels.
promise.

Narrative development

Following the review of your existing materials and informed
from all the insights and intelligence from the audits, we will
develop a clear and compelling narrative that:

Articulates Can be tailored
your value to different
proposition cultural

environments

Is supported by
credible data
and third-party
validation

This narrative will be subject to interrogation and tested in a
narrative workshop with the ADMO team.

ABOUT HAWTHORN

Your core Abu Dhabi team
seamlessly bolstered by a global
bench of sector and discipline
experts

A globol bench thot fluently operates in multiple languages including: English, Arabic, French, German, Spanish, Italian,
Dutch, Portuguese, Hindi, Morothi and Bengol

SENIOR LEADERSHIP ACcounT
AND OVERSIGHT MANAGEMENT

John Evans Tracey McLaine Harriet Goodman
CEO, Serior Counsel  Portner, Leod Director, Primary Lead

g’

i
Jon Wynne-Jones Sarah Sands Floraine Van Der Meer
Partner Partner, Senior Stakeholder Engagement

Counsel Lead

Kavya Sreenan
Account Support

OUR SUCCESS STORIES

Our global impact

sfic b

e [~

Forbes  Forbes [ ¢im tuse
[0 o] | 3
yoboo! Y msn

The Star



Hawthorn Advisors for L&G
Ways of Working

15 MAY 2026

hawthornadvisors.com

¥ HAWTHORN

We are Hawthorn

Founded in 2013, we 75+
serve an international

client base out of London,
Abu Dhabi and New York.

s ceown from th
highest level of medio,

poltics and finoncialservices VEWSS00

Hawthorn provides strategic 15
communications advice to

private and public companies,
multi-nationals, governments,
fast growth businesses, family 10+

languages spoken, o
molt-linguel teom comy
12 notionalites

offices, schools and charities.

jsng over 70

clents ocross 18 ites

Like you, we're committed to being o
force for good in our local communities
and helping buid o better society for
We support our stoff and
< through ambitious wellbeing
< and charitable outread

initct

We have ongaing portnerships with The
Brodfield Club youth centre in Peckhom
‘and Fulhom Cross Acodemy, offering
mentoring, career guidance and finonciol
support, often through team fundroising,
to help young people pursue careers in

communications.

LEARN MORE ABOUT US AND OUR

We also care deeply about our staff's
wellbeing ond development, ond we're

OMMUNITY 1MPACT

proud that so many use their volunteer
doys to support worthwhile causes

¥ HAWTHORN

AN INTEGRATED APPROACH

MEDIA COACHING

We are Hawthorn

Founded in 2013, we serve an
international client base out of
London, Abu Dhabi and New York.

Hawthorn provides strategic
communications advice to private and
public companies, multi-nationals,
governments, fast growth businesses,
family offices, schools and charities.

To ensure your for engagement with Hantho

woul three-hou
experience, that wil
B Ensure your team is fomilior and comfortoble
deploying the new suite of messaging when
engoging with medic, analysts and third
parties (oll with differing ogendas, levels
of technical understanding and advocacy
for the business).

. and

tailored to individuol spokesperson

W Equip your executives with lines to toke and
techniques to manoge tricky recurring themes
or unexpected questions o sitvations and
achise on how to best tackle these.

W These sessions develop many transferable
seills beyond media engogement, thot are

useful

interview control skils and techniques.

B Supportin buikding confidence in your
spokespeople. for authenticty and gravitas in
oll communications - not only with media but
oll external stokeholders.

mutiple stokeholders.

75+

consultants drawn from the
highest levels of media, poli-

tics and financial services SHRSS00

languages spoken, across our

multi-lingual team comprising
12 nationalities

10+

years advising over 70 clients
across 18 cities

Big enough to deliver,
small enough to care

\ N B
. 01
An Intearated Aporoach An intergrated approach Given this s a new
g pp communications structure for
two major divisions of L&G, we
DEDICATED IR AND AM TEAMS will maintain flexibility in how we
Given s o cor mior diiions o L8G, work, adapting and evolving our
. adapi operating model as the int the brief operating model as the
o ' :AMQ -~ . integration of the brief matures,
\ putting in and AV coch wi an N .
a Partner the to ensure maximum delivery at
s of o he ider p————
The e tructur below has been designed ith the 60/40 AW sit nmind. with resurce
weighted acordingly. Crifcaly, both cviona e repet nto  sinieseior porinr who wevid be
cccountabl or the whle
nfed commricatons efor
Lac TEAm
Stephen Atkinson
Poriner ]
Overalead for Financicl and
Investor Communications M
The right team
Victoria Ainsworth
Senir irctor
Diison coordinator
Founded in 2013, we
ey el Lomes pever serve an international ,_ v
Insiutonal Retirement leod Aot Management lead client base out of s P ey Lo [
é«sijv:lﬁ Director ‘Senior Director Senior Director, ‘Senior Director
Moty Spencer S . o s HereNanogament il Rerement _ Dwisen coerdntor
g [tk et London, Abu Dhabi and = (e
New York.
Nicelos Wackers Anna Btteridge
Consuliant Consulant =
Hatty Spencr Ross Hawkins Victoria Walin
Soior oot Parter Pensonsand Poriner
oo Frondl Sunes | Creqtve Campoign
WAWTHORN AOVISORS ooy dvor Spedae
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3 YouTube

Your investment

Esser

Advanced

000000000 :

Smart tools that power Our story so far
your property

ded in 2

Save time. Reduce admin.

your team over 100 hours per week ma

1 three hours per ) three hours pe:
elpdes nt

Meet your team

@ Luka Bartlett

Rebecca Tompkins

2025 Locale at a glance
0 years
25+ staff
§0m|lllon+ sq ft

50% 10% 40% 40,000+
ommercal  mied-se Locde

residential

Advanced calendars

Let’s explore what's possible together

We would love the opp
dy wh

Demonstrate Locale in act Schedule a strategy session
Share feedback on this presentations

Contactus
07123456 789

Book a Locale demo:
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BRIGHTON PIER

Task Force on Climate-Related
Financial Disclosures Report

2023

Our emissions

Tototsmission (scope1.
Scopa 2ication-based)

Totoomissions (scops 1
Scope2marke-based)

Governance f

The Board

e e

e e rctegy ochcing

Board of
Directors,

jon | mmese Dmmeme
comee e S

Executive Summary

verso ofeing enotiad o copae
on oo o e o
olowng th i emoves of 1 COVD-0
festictions m 202 rghten oloc i wos he most
it 5 1o e ot na UK O 42
o v oot i coneadoppect
naestanc o the o e
Thestrong demonct njyod b e of o Groups.
hlons, Coupled i argeted Covarment suppor
rvcug e ona VAT el o Crop v
o1 €58 milon i th 15-wedk pord o1 onaof
202 on ot e

Lker Jrtinzom

Aeprizezs

porsncrsof 7 panco 20213 ponce).

Measuring our emissions

AtaGlance

Targets set

singleuse T
plasti corsonnmara
oy2030
- Netzero
(

iy Scope 3 en

gle use plastics [ pe——

S —
€0l rovenie)

Group revenue of
£68.9 million
(2021 £13.5 million)

EBITDA of £13.8 million
(2021 £4.7 million)

Earnings per share of 17.1

pence

(2021:113 pence) The attractions,prockct offerng and ayout
et ot oncrecing iyl

S oo ooy

Measuring our emissions

Keyriskareas

Ataglance

Targets set

Key risk areas

carbon neutral

Potentialrisks
0162 omissions) by 2030

Category  Area
at the latest Transition oty and

Netzero

Physical

i i :
T Ny i

Strategy

Disclose the actual and potential impacts
of climate-refated risks and opportunities
on the organisation’s businesses, strategy
and financial planning

Entertainment is our business.

Sogitersdimber 0368772
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Welcome to Bristol
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Why Diversity Matters
The Business Impact of a Diverse workforce

Frazer Johi
Recruitment

Why Equality, Diversity and Inclusion Matter

Diversity as proactive policy — not box-ticking
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Why Equality, Diversity and Inclusion Matter

“Why Diversity Matters, 14 March 2017
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3. Adding Value
Discovering the Value of Diversity and Inclusion

‘With diversity, its really important 10 be clear on where your
Grganisation is, ersus where [t really Wants to get to - and to
plan that change accordingly”

Karim = Head of Cansulting, impack inlsiriat

1. Facilitating Diversity
The Power of Networks

“Networ d to show that they are adding value. Listening,
und r'vrm‘,vm and identi ind
a better pla

3. Adding Value — Discovering the Value of Diversity and Inclusion

Four steps for making diversity deliver value o
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approach to diersy thcugh 15 4 .

R hc0ckgy for ringing bt coe Firms with 2-D diversity
are 45% likelier to report
a growth in market

share year-on-year

% Gonsicr your approac
Joutace.

o
organation

Facilitating Diversity The Power of Networks

Benchmarking to drive diversity FACT

Aaempting t mazsure h et

os & The performance of
organisations is higher
N when equality, diversity
E a and inclusion are
. embraced.

By nuriring the grawth of st ratucorks wihin v
orgnsston, you il
irbine, bi aao ol your artarpive & more Mclosive
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eports, publications
and presentations

Information design,
maps and explanatory
diagrams

Brand systems and
Identity design

Single use
plastic

in food and
beverage
on the Pier
substituted for
vegware

EN0/
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SHOTTON TIMEL

Steel Town The rise and fall
of newsprint

A Journey of
Transformation pisari Y

10000 acres of Dee marshiand for curred with the constructio
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Managing Director

Executive Director

Associate Director

Senior Manager

Manager Managing Consultant

Team Leader

Neil Wilson

‘ Cobham

) o

i

Clacket

Nadim Baig
Charlotte Butterfield Bristol T&P
London Inside T (Private Practice) (Private Practice/Public Sector)
London Outside T (Private Practice)
London Legal Accounts T&P

Private Practice P Sophie Scott-Martin

Managing Consultant Central Government

(Maternity leave)

Ogetay Akman
London In-house T

Adam Maurer Colin Loth
Alison Burg gal Financial Ser London P (C&)

Charlotte Williams
Birmingham Temp
(Private Practice/Public Sector/In House)

Layla Jackson

Anne Noon
London Outside T (Public Sector)
London Inside T (Public Sector)
Insolvency Service

Victoria Rickeard
(Maternity leave)

Manchester P (Private Practice)

Maureen Ford
Leeds P (Private Practice)

Amanda Salaam
Leeds T (Public Sector/C&)
Leeds T (Private Practice)

Sharon Phillips
Public Sector/C&l T

Catherine Watts
] nsolvency Service

Account Manager

LOCALE

The Locale Group on the Elizabeth line

READING

469,192 5Q FT
MAIDENHEAD
675,676 SQ FT

SLOUGH

74,964 5Q FT

HAYES &
HARLINGTON

1,776,045 5Q FT

EALING
BROADWAY

50,000 SQ FT

PADDINGTON

187,000 SQ FT

LIVERPOOL
STREET

3,795,125 SQFT

WHITECHAPEL

000 5Q FT

%Msgsoﬂ o_-

CANARY
WHARF




" LONGEST
8578 MILES AL

15 hours and
25 minutes

MOVIEWORLD

Sydney, Australia

fisus varusblar
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CREATIVE b Sydney, Australia
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1. The Fishing Lakes
Tobe adopted by local fishing clubs
i

hanted woodland and tranquil
lakeside trails

«Rich biodiversity

2. Linear Park

«Native and or

©tal flowering trees,
shrubs and perennials

Meandering pathway with expansive

«Fragrant flowers and wild flower lawns

path/cycleway: also suitable for

mobility scooter users

«Quiet contemplative plac

«Safe Local Areas for Play’

3. Nurseries Housing
#Built to sustainable, efficient and
modern housing standards

«40% affordable homes - for rent and
first time buyers

#Bungalows with wheelchair
accessibility

«Plots with space to create flexible
homes to suit occupants' needs

Linear Park and village

facilities
* Abicycle provided for every home
No housing in the 1000-year flood risk.
20ne

4.Park View Housing

#Self-build plots available

#Built to sustainable, efficient and
‘modern housing standards

#Plots with space to create flexible

homes to suit occupants' needs
5y access to Knowle Park and

High Street

« & bicycle provided for every home
#Nohousing in the 1000-year flood risk
zone

5. Parkland and Amphitheatre

«Part of over 60 acres of publ
space tobe given to Cranleigh

*Mature trees

«Outdoor music and theatre space
artfully sculpted into hillside
nleigh village

eMulti-functional open space, from
tobogganing o kite lying

6. Wildflower Meadows

«Diverse flora and fauna

«Haven for bees, butterflies and insects

*Quintessentially rural

«Peaceful seating are:

7. Historical Osier Beds & °

Wetland Meadow !

«peaceful willow woodland

«Restored for potential w
harvesting

«Carpets of spring-time bluebells M

Walkways in dappled shade
8. Arboretum
@ Variety of trees and specimen |
shrubs providing seasonal .,
tions L BB

Ipture trail - -

iaged by local trustees

colour var
ePotential for
o

10. Adventure Play Area 11 Car Parking
9. New Lake and Island

odland setting #Spaces for 60 cars
«Timber jetty, decking, shelters and Children's i chioment .
i «Children's climbing equipment oDi
picnic tables

dby trees and hedger
es #Durable porous 9
Seating for parents «Convenient for Knowle Park and High St

gnificant water management benefits

al wildlife

«Enhancing and protecting I

b}

(ol I s s

and

Principal
to village centre

‘The village centre is Fountain Square and is based upon retail activity and
associated active frontages along the High Street

‘The concentric rings show approximate walking times (as-the-crow-flies)
based on walking pace of 80m per minute

Potential residential areas
Hewitts Industrial Estate

Little Meadow
@ West Cranleigh Nursery.

Alfold Road to Knowle Lane
© Knowle Park West

Land South of Amlets Lane
© Proposed park

Horsham Road

Swallow Tiles

<<
craniecn R
L

T
N

NN

S

N\
)

= G0N

SUET Simouyt

é‘!&%‘s‘g*’i‘“‘“ LR

Approximate minute walking distances from the centre
of retail facilities on the village Hiigh Street

AN

The linear park will link each of
the three areas of the site

The Nurseries

222 5

Knowle Park East

435"

Knowle Park

60% "




Key
progress
100% of made

energy
is procured
from renewable
sources

Carbon-neutral
biomass heating system
burns wood pellets to heat

facilities in Lightwater Valley

Up to 45% of the

electricity needs of
Lightwater Valley
are powered by
an adjacent solar
farm.

90517 2022 3421 2022
Pier division Pier division

our emissions

Scope 1 CO, emissions (tonnes)

Golf division

Single use
plastic

in food and
beverage
on the Pier
substituted for
vegware

Established

Scope1&2

emissions

2031/ 2022

Bar division

2022

276.4

Scope 2 CO, emissions (tonnes) 1,386.7 1,082.7

Total CO, emissions (tonnes) 1,8261 1,3591

Emissions intensity (tonnes
CO,e/£m revenue)

Key risk areas

57.0 23.0

Positive sentiment towards
renewable/low carbon energy sources

19%

EREN EMPLOYS

14,000

PEOPLE

IN 2022 EREN
GENERATED

2%

OF TURKEY'S
ELECTRICITY

BITLIS EREN UNIVERSITY

9,000

STUDENTS

350

ACADEMICS

4%

1969

EREN IS TURKEY'S

largest

MANUFACTURER OF
PAPER AND
CORRUGATED
CARDBOARD

27

COMPANIES IN
TURKEY

36

COMPANIES
GLOBALLY

13%

90%

EREN SECTORS

Energy
Port
Paper
Packaging
Cement
Textiles
Retail

2021

THE SHOTTON
PRODUCTION FACILITIES
IN WALES WERE
PURCHASED

I

49%

EREN RETAIL BRANDS

-~

3

BURBERRY"

LACOSTE

SAMNT

4

CONVERSE

JNAUTICA

SuperStep

A
()
House of SuperStep



T -832°C

Extreme temperatures

Scotland | D North Eost
228
B Cusoner S

£16.8k

North West Yorkshire

East Midlands
£17.4k

East

South West

London

3

4

South East

£19.5k

Salaries for PA and Customer Service roles by region

65% 6% 34%

commercial  mixed-use residential

Naminated in The Drurmis Recruitment

Graduate Recruitment Academy

)

[~}
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Letters of support received by the council for Cranleigh’s proposed developments
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Introduction

Welcome to Locale’s
brand guidelines.

This document is a valuable resource that will help you
understand and apply the Locale brand identity in a
consistent and effective way across all channels and
platforms.

The brand identity s the visual and verbal expression of
who Locale are as a company, what you do, and how you
want to be perceived by customers and stakeholders. It is
based on core principles of being:

dynamic

Typography

Margins and layout

Typogaphy

Primary typefaces

Source Sans Light is the principal typeface. s used for

nd page fumiure such as

soure
Secondary typefaces

body text

As the Black version is o,
for sub-headings within large amount

LOGALE

Connecting people
with the spaces
theyshare

wides inside the document and make sure-that all

he margins and guides consistently on all pages i

Black
abedefghijkimnopgrstuvwxyz
ABGDEFGHIKLMNOPQRSTUVWXYZ
0123456789

Source Sans Semibold
abcdefghijkimnoparstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789

Source Sans Bold
abedefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789

Source Serif Bold
abedefghijkimnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
0123456789

4 Colours. 2

Colouful colours

e z
- The days of window
shopping are over! -
T
e

Dos and don’ts

®

The shapes sit tight o
gnoring the margins

+ the document's edges Dont distor
by \ . Keep the sauare:
proportons.

Use the shapes sparingly

Resist th

o use them to il white space!

LOCALE

Rob Maxwell

]

OCALE

Rishi Banerjee
Director, M ing &
Lommunications

‘uw“db‘! owners and oceup®”

Yombuildings to buS™

*shring it to life !

ml‘%t'mg people with the

*they share




Knowle Park

3. The Bluebell woods

Hyacinthoides non-scripta

O

Knowle Park
TRUST

124

PARK TRAIL

Did you know Cranleigh has a

Bluebell Wood *

only four minutes’ walk from the High Street?

Knowle Park Initiative and the Knowle Park Trustees look
forward to the opportunity to turn this currently private
land into public parkland.

We will ensure the protection of this area of natural beauty
so that it will be enjoyed by generations to come

Knowle Park,,‘/ éa !ggwle Park o s

INTATIVE

A SIX BRANCHES
LAND AND WATER FOR SIX FOCUS AREAS

Members to include
representatives from

PARISH AND @s ‘Q’ o @
DISTRICT COUNCILS %

CULTURE EDUCATION HERITAGE EVENTS
O TEAM TEAM TEAM MANAGER CRANLEIGH

an « COMMUNITY
LOCAL = \ S .
INDIVIDUALS CHAIR OF , - O- FRIENDS AND FELLOV
TRUSTEES B N OF KNOWLE PARK
LOCAL ] RECREATION ECOLOGY WELLBEING MAINTENANCE
ORGANISATIONS TEAM TEAM TEAM TEAM

N
NN

YA
4

FRIENDS & FELLOWS
OF KNOWLE PARK

Knowle Park
TRUST

Board of Trustees meet
quarterly plus
annual open AGM

Teams contain a Trustee and team members and meet bimonthly.




ESYCHIATRIC VR e ... |

[ Trusted, professional support for
your mental well-being

Modern psychiatric care, tailored to you

C A R E PSYCHIATRIC CARE CLINIC The Psychiatric Care Clinic provides thoughtful, evidence-based
mental heaith care for adults. We create a caim and respectful

space where you can explore what's going on and what might
help. We are:

« Led by experienced consultant psychiatrists
» CQC-registered and quality assured

« Trusted by GPs, therapists and our patients

Revised logo Previous logo _ - -
Trusted Comprehensive assessments Specialist ADHD clinic
. In-depth psychiatric evaluations to understand your Adedicated service for adults, offering expart
services symptoms and explore the best next steps. diagnosis and tailored treatment.

PSYCHIATRIC

CARE ¢

THE PSYCHIATRIC
CARE CLINIC

PSYCHIATRIC

-
CHIATRIC ‘CHIATRIC
\ RE ARE

I~ - About us ADHD clinic Contact us
Qur team is led by two list ments, support Ready to speak to someone?
experienced psychiatrists who re for adults with ADHID

PSYCHIATRIC

CARE

decade:
their carcers wi

in the NHS.

Both doctors are dedicated to offering
clear, professional guidance tailored to
each patient's needs. They combine
clinical excellence with a genvine
commitment ta improving the quality of
life for every individual who walks
thraugh the clinic's doors.

We offer comprehensive assessments
and angaing care for adults with ADHD,
Our service is avallable to anyone aged
18 and over, whether you're seeking a
first-time diagnosis or continued support
following an earlier diagnosis.

Whether you're ready to make an
appointment or have a question abaut
our services, please get in touch, We'd
be glad to hear from you.

ol

a1 S

Phone: 07
Email: 4
Address: 85 Wimpale Street, Loadan,

WIG arJ




Locale | for bl d dark back el
Locale logo for white backgrounds ocale logo for blue and dark backgrounds
Primary Logo Secondary Logo

LOCALE®

Care

Care
CharaCter Character

THE RIGHT PEOPLE FOR THE CARE SECTOR

Social Media Icons
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Gareth Rimmer

Have a project or an idea you’d like to get off
the ground? I’d love to hear about it.

I’'m based in Blackheath, south east London, and
work remotely with clients across the UK and Europe,
as well as on-site in and around the capital.

| can be emailed at

and you
can call me on

Recruiter? You can also view
my or

Modified: 27 Oct 26



mailto:gareth%40garethrimmer.co.uk?subject=
http://07885452241
https://www.linkedin.com/in/gareth-rimmer/
https://garethrimmer.co.uk/Gareth-Rimmer-Graphic-Designer-CV-14-Jun.pdf
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