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WILFUL CREATIVE

Visual brand communications.

Wilful Creative brings strategic communications to life, initially as
visual identities, applying creativity to web site design and refreshes,
brochures, reports, infographics, social media assets, animated
videos and explainers and dynamic presentation design, particularly
investor decks. WC also helps bridge and co-ordinate with our
taskforce of web and elearning developers, UX, videography,
photography, illustrators and animators.
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continues to be the benchmark for sector-wide D&l best practice.
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Did you know?

There are more CEOs called John in the FTSE 100
than there are female CEOs

""J

An initiative of
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ETHIOPIAN

COMMUNICATIONS AUTHORITY

Communications launch strategy, brand identity

and messaging for The Ethiopian Communications
Authority (ECA) and Ministry of Finance in support of
Ethiopia’s telecoms liberalisation and international
licence auction.

As the official communications partner for this historic, award-winning
project we developed the 360 comms strategy, including branding and
messaging for the project, working closely with the ECA and Ministry
of Finance. As part of our rollout, we created and placed key assets
including advertorials, local public notifications, digital assets for our
social media campaigns, and a public service announcement video,

hosted on the ECA website and featured on local broadcast.channels.

MESSAGING & BRANDING | ASSET DEVELOPMENT | TELECOMS

BRANDING: ECA

creative

wilful



PAPRS POLRTY AAMATY
ETHIOPIAN
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ETHIOPI/AN

COMMUNICATIONS AUTHORITY

Digital Communications —
Introducing Healthy Competition for
Improved Services
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2) KIPETO

ENERGY

Kipeto Energy Limited Company (KEL) is a special
purpose vehicle incorporated in Kenya for the
development of the Kipeto Wind Power Project. The
brief asked for a brand refresh which had ‘Afrlcan
heritage’ to be a pivotal part of t

An African pattern was created whlcrhefl ct
incorporated onto business card '

§ﬁl’ne
the website and office space. |
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G ONG

COMMUNICATIONS

Each year, as a certified B Corp, Gong has to
produce an impact report on its social and
environmental performance as part of its
commitment to uphold transparency.

The design team worked alongside internal copywriters
and B Corp leaders to create a report that would not only
deliver on the B Corp commitments, but which would also
be a useful asset in reminding the team of the pledge

to continuously improve in the 5 pillars against which
companies are assessed: Governance, workers, community,
customers and the environment.

REPORT DESIGN | B CORPS | COPYWRITING

IMPACT
REPORT

2022

REPORTS: IMPACT REPORT
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38% 85% 44% X%

of employees not London based of employees are female of employees from minority background of employees promoted in the last year Certified

B Corp certified

I3 Ioo / 325 Ioo / o
languages spoken between us of our employees work flexibly hours spent training of employees took part in

B Corp 101 training

78% 79% 60% ..o

who offset the employees it places and

Made adjustments

of our employees agree or strongly of our employees are satisfied of our employees are satisfied with BCorp Escape the City, to meet our to reduce our energy
agree that Wilful's culture is a comfortable or happy with our learning and their Salary and benefit package hiring needs . .
and supportive work i training pi usage in our office

The team get access to

F
g
o
PERKS IMPROVING: 3 4,000 i o
= 9 zero (0'd
days extra to take during Christmas office perks and a 24/7 wellness hub offering
closure period = as a we gave i i ing support for critical F
84 extra days of annual leave last year incid!ehr::a:r;c:;:il:‘r;lases:;g:::;::r free Switched our energy Commitment to be o
supplier to renewable net zero <
o
/- =
Certified (|L)
& =
O
COMPANY HANDBOOK LU
o lowest salary | D:

SME Climate Hub
O SommitTen
2023

1:5

ployees receive

%

s part of our pr.

We recently updated our Company Handbook to
ensure all policies are in line with any updated

Eco Verdis certified

D

Cycle to work scheme
introduced

S

Strengthened our
environmental policy

Net zero progress reported
on via the SME Climate Hub

EARTHLY

Offset emissions with Earthl

Gong scope three
emissions to be assessed

employment regulations.

We also launched a digital version of the document to
the team, making it more user friendly and very easily
accessible for our employees.

o
£
S
=
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5
GROWTHFUND

From our taskforce, we assembled a
consortium and won the bid to work with
Greece’s public wealth fund to develop an
ESG and communications strategy for 17 state
owned enterprises (SOEs).

We delivered a strategy on a page (SOAP), message house
and a communications activation plan for 2023. One tactic
is to produce a series of Expectation Documents for the
companies in Growthfund’s portfolio addressing how they
are expected to factor risks and opportunities presented by
a just and green transition in areas such as such as climate
change, the blue economy and accessibility.

ESG | STAKEHOLDER MANAGEMENT | REPORT DESIGN




Building
transparent
disclosure

~ 4
GROWTHFUND

Climate Change

Expectations of companies

Building Direct/Indirect impact reporting, regulatory
transparent compliance and year-on-year improvements

disclosure
practices
and avoiding

greenwashing mplement trar
ntial to he

should Importantly, transparency is key to avoiding greenwashing and we therefore
expect the following:

strategy
P o - Businesses should disclose their strategy to address climate change
to address climate risks as well as stating their reduction targets for emissions over
cha nge risks as the short, medium and long term, along with transparent reporting
- e of climate scenario analysis. National and international emissions
well as stati ng their reduction commitments, such as the National Climate Law and the Paris

reduction ta rgets for Agreement, should be taken into account.

emissions over the If there is a role for carbon credits in achieving climate targets, this
. B should be defined and explained. If voluntary carbon offsetting and/
short, medium and or removals are more applicable to offset emissions that cannot
’ e N immediately be reduced, attention should be paid to the pricing and
lon g term, a lon 9 \V!th budgeting for the purchase of carbon offsets. It is worth noting that
transparent reporting various methodologies are available from nature based solutions to
PNT IR : supporting the scale-up of carbon capture and usage companies.
of climate scenario pporting P P e comp
ana |yq is. All metrics and targets relating to climate change should be anticipated
i and reported, eg. voluntary carbon offset prices as well as year-on-year
improvements.
Emissions associated with business operations and value chains should
be disclosed. Plans should be put in place to measure, reduce and
compensate for scope 1, 2 and 3 emissions.

Direct or indirect impacts of companies on forest conversion and other
land use changes should be reported.

Conclusion:

Every company is facing decisions over how best to

Conclusion:

Every company is facing decisions over how best to
address the climate challenges for their organisation.
Leaders should urgently be looking to Greece's newly
implemented Climate Change Law, as well as.international
agreements and frameworks, to identify risks within their
own businesses. Mitigating these will form the basis for a
planforward which has transparent reporting at its heart.
Building for a sustainable future is nolonger a 'nice to
have' on a company agenda, this has become urgent and
important work:

v
GROWTHFUND

REPORTS: GROWTHFUND
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A diversity and inclusion talen
spawned a multi-award winnin
sector-wide festival, which b
150 events in 40 countries at
30,000 attendees.

Our multi-disciplinary team brandet
events, develops D&I reports, has shot mor
videos, project manages an inte
hosts celebrity speakers, source
merchandise and relishes the o
boundaries each year with a ne

ANNUAL REPORT | STAKEHOLDER MANAGEMENT | DIVERSITY & INCLUSION
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were more kely o diversity worked against them during the prom
process than their {41% for black agd minority ethnic groups compy
10 8% of white y & _!'

LLOYDS

Ethnic Diversity inthe
Workplace Report

Efsrkc Dveraity In he Workpiace Regort

cama from the pubiic. Coraumarns complaned, dients

sknod

Case study: Trevor Robinson OBE, Creative Director and owner of
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Eftric Drversity In Bhe Workpiace Regort
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minor
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Case study: Trevor Robinson OBE, Creative Director and owner of
advertising agency Quiet Storm and founder of CreateNotHate, an
initiative to promote the creative industries as a career path toinner city

kids

“Only drawing from one sourceis

not good for diversity of thought as
there is a limited pool of talent and
ideas. When we are casting ads, we
still have to insist that we don’t want
to see the same old faces. A lot of the
pressure on advertising to change the
stereotypes has come from the public.
Consumers complained, clients
listened.”

1 alwarys knew I wanted 10 do somathing creative, but |
was imied to what | could see 50 | thought maybe an
Bustrator or a fashion designar. My first job was in a
below the ne agency in Richmond doing graphics for
meckcal shuff ke pile croams, but me and two others
would meat and work on cur portfolios together at
night knowing it was the only wary 10 gt into a West
End ad agency. We were callod the 'ciks” of advertising
DocauSe we warent the typical Oxbridge types. It
worked and | Qot hired with Al my creative partnar.

At the time there was only one other black creative
working in London - he did a brilant ad for Speedo
and then kaft for the US. | didnt hawe any rale modals,
st the work. | was inspired by iconic ads ke Carding
Black Label, Hamiet cigars, Guinness. And I'm sure | felt
thair inspiration whan we came up with "You've baen
Tangoed'.

Only drawing from one source is not good for divarsity
of thought as there is a Emited pool of talent and ideas.
Whan we are casting ads, we stil have to insist that
we don't want 10 500 the same old faces. A lot of the
pressure on advertising to change the sterectypes has
coma from the public. Consumars complained, dients
xred

In torms of advertising's own diverslty Ssues, the
industry doesn’t realise what it's lacking. Only once you
9t a sense of what alse is cut there do you fed the
losa. | stanted CreateNotHate in 2007 when a kid from
my old school was stabbed. | wanted 10 show these
Kids the creative industries could be for them to give
them an alternative to gangs, 10 prove they could make
money in another ware We 9ot them to make an ad

10 stop Mds camying knkes - | learnad 50 much from
them. These young peopie are the future of ow industry
and they are the ones that will refresh and rejvenate &
If we don't utiise them and start connecting with people
from every background, wa're in danger of it becoming
stagnant.

‘At the time there was only one
other black creative working in
London...”

Efric Dvaraiy In e Warkpiace Report
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GLOBAL
INSTITUTE ™*
~BHSEASE—
ELIMINATION ye

Ongoing design support

Retained since 2020 by the Global Institute for Dise

health institute which facilitates knowledg
diseases. Wilful creative |&4ﬂy calle

From social media graphlcs‘ah sﬁtudles to public facing ¢
our designs are sleek, sophlstlcated mative, whilst al
GLIDE’s brand identity. We have design
graphics. For two years running, Gong has desi
a 24-page document which provides an overview of GLIDE’s a:
programmes and initiatives during the year. The report is I'o
GLIDE website and shared via social media. Gong has also de5|gned a high-
level, 15-page funding request document which was eventually submltted by -
the client, and a series of case studies for their external communlcatlons v m ey

« \ - ,\. / ) ‘\‘\o
- ) & ’ - .
T el A\l
E ‘l . BN e .
DESIGN SUPPORT | GLOBAL HEALTH | FORMAT [FV’ LbF' T Vi'y "“. '

AMTEN R P

sharing to combat i
to meet GLIDE’s desi

I-g‘a'needs.
nts
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| GHANA | Particpantsprortzed

points of integration:

Given the potentia for ici Ministries of Health (Mok) .
and ana, I . all working in areas. Joint work planning to identity
Disease Elimination (GLIDE) and Bridges to ‘co-endemic for malaria and NTDs and ensured ‘which activities can be
distrct regional, and national combined or synchronized
(GHS) with a proposed framework and process for levels, as well as equitable geographical ATy
cross-disease integration. GHS implemented the representation. L
process and workshop in collaboration with Bridges
and GLIDE Representatives from partner organizations Coordinate/co-implement
supporting GHS malaria and were o
also invited 1o attend the workshop. malaria and NTD programmes

From this workshop,
the GHS was able to:

MALARIs
AND NEG1 Eee
TROPICA;
DisEnsgg

Identify and prioritize impactful and
feasible areas, strategies, and
approaches for co-implementation and
netentialinteiation that can he.

A In an effort to support the translation of theories. Following the workshops, teams:
(NTDS) ZANZIBAR about integration into practice the Global Insitute
for Dissase Eimination (GLIDE) and Bridges to Developed proceedings  Documented the planned

nt developed a framework and process to

support programs to identify impactful and feasible
e
£
A

ad .
"

formation of the Technical
Working Group and
managing outcomes.

g
activities were identified for
more optimal use of resources.

INTEGRATIq,
N
WORKsHop

s

o

on,

P

N
\ P
FALCON \!&"
@ '

AWARDS "
‘ DISEASE

THE CLIMATE EDIT

P
ElMinaTon WY Dovelopment

for + Merge and develop new
integration identified  Integrated Vector
during the workshop Management (VM)
included: guidelines.
+ Jointiab to serve as one
for both diseases

INTE GRAT, TN
 Merge some aperstonal
costor boin diseases

GLIDE

CASE STUDY:

10 IMPL GHANA MALARIA AND NEGLECTED
. TROPICAL DISEASES (NTDs)
INTEGRATE™ PROGRAMMER  PROGRAM INTEGRATION WORKSHOP

PRESENTING THE FALCON AWARDS

n
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o
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o

FALCON
AWARDS ™
DISEASE
FAESENTED 87 GLIDE /»('-.\.

e s Sy

TELECRATEE

e Nainure

INSTITUTE = o= s ¢ o Bridges t
BIGERSE idges to
ELIMINATION EuMNATION . WT T Development

At GLIDE, we firmly befievein an integrated and collaborative approach to tackiing

diseases of poverty. The Faicon Awards for Disease Elimination wii help advance and
amplify these efforts.”

ANNUAL REPORT
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e study

Institute of Engineers
Mauritiys: Building
eéngineering Capacity
through the QccCreditation
of engineering
degree Programmes
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Royal Academy
of Engineering

GCRF Africa Catalyst Case Study:

Federation
of African
Engineering
Organisations

s

Africa Engineers the Future

=
I~ Academy
of" Eng,gn

lllﬂg\ —

-

GCRF Africa Catalyst Programme
case study
Institute of Engineers
Mauritius: Building
engineering capacity
through the accreditation

of engineering

degree programmes
infrastructure

Africa Engineers the Future
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Lens.Al ' . ‘

An investor deck for an ESG reporting-as o
a-service ‘Regtech’. We used our knowledge
of the pain points for companies and the "

converging Reporting standards landscape to °

craft a compelling pitch. : s
We emphasised the team dynamics,.two fgmal! !o; unders

and a generative, ethical Al female lead to nudge ahead of

the competition for VC attention.

INVESTOR DECK | }'__EMPLATE DESIGN | ESG

\



Lens.ai

Investor deck /

Mandatory global regulatory
reporting obligations are

increasing exponentially

ESG reporting budgets are
being continuously
tightened

SR

Board focus is
expectations are intensifying
growing

@)
\ <// /
The compliance burden s a major

challenge for global businesses of all
sizes and 70% are unable to meet it

Company
Purpose

Why now?

ESG expertise is scarce

and often disingenuous

reporting and impact beyond compliance to
help businesses improve their ESG impact.

_ We provide an on-demand, automated ESG reporting

platform tailored to all regulatory global frameworks
facing businesses of any location, size or sector. Qur
unique financial return prediction on both social and
environmental value investments makes future scenario
visualising possible helping businesses to identify best
practice recommendations whilst reducing company
resources.

S Dwcwan Emetiagreon| wan acked = the wp W sechvadogy e by Garteer = 0N 000 00

The ESG reporting landscape is rapidly changing
and the need for a global holistic solution is
greater than ever:

) New global regulations are being introduced, mandating E5G
x disclosures (CSRD in Europe 2024)

Growing demand for ESG data and insights by stakeholders

Companies are under increasing pressure to report on their
ESG performance, regardiess of their size or location

ESG/Impact investing Is a growing trend with increased
potentis for companies that are seen as leaders

Risks of non-compliance are severe and Increasing

Consumers and investors are Increasingly considering ESG
factors when making decisions about wiere Lo spend their
money putting pressure on companies to improve their £56
performance

Rapidly growing market
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" COLDSTER*

An investor deck for an an online
health and wellness community.

-

Based on the brand guidelines we designed a -
20-page investor deck template in PPT which
could be amended and adapted to meet the

needs of the company.
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HELPING 100
MILLION

PEOPLE AGE WELL
IN 10 YEARS

TARGET MARKETS

.k-J"' o _

|. TRACK RECORD

2 GOLDSTER

3 EXPLOITS

4 DRIVES

5 DEMAND

Over 55s,
20m people

25% + total UK
population

EXECUTIVE SUMMARY

204 years record, Seven By & team of ciinical researchery, 1008l worken, physiciam, usng demand %
Credte few NNOValions in Community Healthcare, UK, China, Singapore

Leading op %0 the development of a syvtematic approach to healthy agelng for indiiduals and populstion, &
Large prd of evidence & 2% on activites K benefty

Launched 2021 that provides 12 + hours/day of v ganing fast traction
with penonalved sireama, attracting cestomen through targetad marketing around acthvities pecpie “Lin”®

Goldster uniquely addresses “"Needs” by programmes of personalsed weliness activites for people 10 receive benefits,
phwscal, copnitive & emotional, continually on OunComes.

The cost of accessing & engaging oider populations on activities they b is
extremely low through B2C or 828, a3 the low ntrinsic value in most competitive wellness offerings mears they are
hegely underserved. Goldster uses this marketing opportusity 10 find people and pull them into ther personalsed
weliness cub

A fundamental arditrage. A
fine resolution data on healthy ageing,
house market o lausch into

o pecpie’s weliness Credtes trust, and hende big deep
with true uniiny, that has a brge in

This data set is completely unique and &
Health systems, insurers, govemments 3l want 3 precise personalised weliness solution that keegs populations well
The solution needs 10 buld engagement & adherence, by giving people the weliness they want, when they want

noY *
! im\ 15 ,’
ULUD LI
NIDAre W
Through 4 market channels
S 1.Organisations & Health Systems
4 » =d junt -~ P
> 4 2. Online email acquisition Majority are cnline and ju Relative to Peakh, eviderce base
6% of over 555 have multiple Begnning %0 purchase welness on wellness is poor 19
VONC Conditions RCTs on activities gf
Older people taking vp wearalles
Health yyatems unable to cope Feagmentad indu
- 3 wemment with future demand
Accessd Cost, qualty and
Cowid restrices secialisation, a key Uust issues
driver in healthy ageing
Umied actionable information
oneliness, depression, dementa from wearabies
“Source: ONS
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CONTENTS SobAL

About the
Exec.Summary methodology

Metrics
Context output

IT'S TIME FOR A K N 4 C o e
NEW APPROACH ) N f . ~. A > Why social impact? Why Morrow

Sodali?

Why now? Expert view and
Testimonial

Competitive
advantage Contact

Value versus impact

The conversation is shifting from talking about social
value - which can be experienced differently by each
individual affected - to social impact - which is the

measurement of outcomes more broadly. Morrow Sodali is
W H Y S O C I A I_ unique in being able to offer a standardised framework
that ascribes monetary value to social outcomes. In the
? absence of a recognised standard, the framework has
I M P ACT o been built on best practice in public sector procurement.
One of the things that is perhaps least
Shift the mindset, Own the narrative mature 1m SOClal lmpaCt reportlng 1S a

WHY DOES IT consistent framework

Moving from managing risk to creating opportunity. Social

7 impact, when approached strategically, delivers a 1 s \
MA I I E R . competitive advantage. MarkiBabington, Executive Director, Regulatory Standards,

Pro-actively looking for ways to embed social impact to Finaneial Reporting Council, speaking at the Morrow

the business model creates competitive difference and , Sodali panel event, Are we being anti-social?
allows companies to control the narrative.
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evaplan .o e

at the University Hospital Heidelberg

o
/ - - =
eva pl@!‘] [re—— Home About  Expertise & Projocts  Copocty Bullkdng  Reseorch & Studes  News  Contoct

by 1

Developing a new website.

] . Expertive BProjects ) ( i c;poci';suiar;"' ) (7 g relorch 6 Swudies . ). -,
We began our engagement with the team with Sl . :

a workshop to help inform the user journey sty
through the website. This was important because
of the dual purpose of the site as both a training
provider and an information hub.

We designed a new look and feel with

Heidelberg creating a strong sense of place =
and accentuating the links with the university.-

We worked on the copy and Search Engine

Optimisation to ensure that the new website

could be easily found by its target audiences.

Ellcanssg =g oag +0 - Q=808

WEB PRODUCTION | SEO | GLOBAL HEALTH & DEVELOPMENT

WEB PRODUCTION: EVAPLAN
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NOVATOR

When the VC firm Novator Partners
wanted to refresh its website to
showcase its investment thesis,
track record, portfolio companies
and their progress, we created a
simple, elegant user interfaée;

The website was developed to
to update, so that each time there is news
to share, the comms team can upload new
content. As well as developing the web site,
and helping ensure it is always up-to-date,
we also provide ongoing maintenance and

security services to optimize performance.
% \

WEB PRODUCTION | VENTURE CAPITAL |

DE

Novator is an international private
equity, growth equity and capital
markets investor.

Founded by Icelandic businessman, Thor Bjorgolfsson in 2004, with offices in Londo
Iceland, Luxembourg and Switzerland, we invest in both developed
We manage internal money which gives us an edge to our investment stra

through flexible investment structure, quick decision-making and a focused, hands-on

approach.

WEB PRODUCTION: NOVATOR

wilful

creative



@ curaes 1

/ We target cancer

o LR
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We helped the founders of an early i B
stage biotech research company Nes b '
to get ready to go to market with a
new logo and a website.

The founders already had a name, but wanted
a distinctive logo that would help them stand
out in a fast moving sector.

The first thing we applied the logo to was a
website. To support copy development, our
strategy team had run a messaging workshUp‘)fi

which helped identify and hone how Curadh
would talk about itself and its mission.
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Website redesign, developmen:

and day-to-day running. ADVANCING DISEASE ELIMINATION

We redesigned GLIDE’s website with the fil FOR A BETTER F“!l.!_ﬂi o
product being a sleek and dynamic site w
accurately depicts GLIDE’s areas of work, o
and programmes, whilst also acting as an c
resource for global health professionals. F
the launch in June 2021, users and page views to
the website rose by 158% and 229% respectively.
were also engaged to develop and launch an Arabi
microsite to further increase GLIDE’s exposure in
the Middle East. As part of our day-to-day activities,
Gong was responsible formanaging the ondoi
SEOQO efforts to increase exposure and enga%n:en
GLIDE among its target audiences

WEB PRODUCTION | SEO | GLOBAL HEALTH
L]
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Learning l ‘ '§) DANONE
é B »

Lab

When Danone wante
100,000 employ
certification jour
elLearning course
subsidiaries whic
into 23 languages
the movement.

A mobile-first internal com
delivered through gamified
and developed by us and s
comms launch campaign tha
average user engagement. ave since modified
the course for other major B Corps including Coutts,
Bonduelle, infarm and L'Occitane.

INTERNAL ENGAGEMENT | GAMIFIED E-LEARNING | - L;,s“? INABILITY
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ab Learning
@) Lab

Ajoint initiative of B LaD and Da
The B COrP \earning

programme
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explain it 1o someone else
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more
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orp ambition?

Take the
Learning Lab
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Fundraising brochure to sec
for forest in Nairobi.

We created an eye-catching fuhd'ra__'iéing bro:
help secure funds for Ngong Roa_d_"F:_c:)r..gst in N
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A | Managers S0

Going beyond to protect global
ecosystems.

Y
\\ o /”/J,/,

AXA IM are committed toﬂtpltéte_ctinfg‘ ecosystems and
acting on biodiversity Ioss..'ﬁhe‘i‘rjourney began in the
1980s, over four decades ago. Today they own and
responsibly manage over 84,000 hectares of certified
forests worldwide.

AXA IM asked Wilful Creative tho c"reate an evergfeen
asset showcasing key biodiversity milestones. This
graphic was added to the website and converted into

social assets to share on various platforms.

MARKETING ASSETS | BIODIVERSITY | INFOGRAPHICI;N"T'.:5"-'" ;-
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ﬁiodiversity in action:

going beyond to protect global ecosystems

Alongside our parent, AXA Group, we are committed to protecting ecosystems and acting
on biodiversity loss. As an asset manager, there are two key ways we feel we can make a
difference; by consciously channelling capital to companies or assets helping to protect
ecosystems and biodiversity loss, and in our stewardship activities - where we wield our
influence as active shareholders to ensure biodiversity concerns are addressed. However at
AXA IM, we are committed to going beyond what is expected of us, to help overcome the

world’s sustainability problems.

Policy and stewardship Channelling capital

We use our influence as an asset manager, applying
exclusion policies that are continuously updated to
guide what we can and cannot invest in. As active
shareholders our engagement and stewardship activities
help to ensure biodiversity concerns are addressed.

@ZZ“}%

Acting with others

December

Implements palm oil exclusion policy

We invest for what matters, create biodiversity
strategies for clients that consciously channel
capital to companies or assets helping to
protect ecosystems and restore biodiversity.

ﬁiodiversity in action:

going beyond to protect global ecosystems

October

Becoffies a launch investor of the Nature Action 100+ group,
a collaborative biodiversity engageméntinitiative

September

Launches ‘AXA Forests for Good’ with AXA Group _,’ /

October Launches Biodiversity strategy in the form of an Active ETF

e Nature Action 100+ group,

Launches a Natural Capital strategy as part of AXA Group
commitment to/Forestry Protection

September
s ARAForsts for God

rches Biodiversity strategy inthe form

June
Commits to biodiversity footprint for Core funds
wersty fotprintfor Core funds

April

1 of bodiversiy strategy, it of AC

pril

of biodiversity strategy, part of ACT rag

February

ip with ENGIE & The Shared Woad Company

December

100% of managed forests schieve PEFC or FSC certfication

October

Launch of biodivesity engagement programme nformed by
Carbon Disclosure Project & WWF collaboration

Jecember

100% of managed forests achieve PEFC or FSC certificatior

July

June
Signs the Finance for Biodiversity Pledge,

‘ October

Inaugural AXA IM Research Award récognises a
biomass & biodiversity project

Extends patm ol exclusion policy 0 Protection and
Policy

Deforestaton Pol

February

September

Takes a stake iniceberg Data Lab, which provides biodiversity impact
measurement tool for investors

November

sustainable timber use & job<r€¥fion

January
- ooty
bioiverstyimpactmediyement framébion;

Launch of biodiversity engagement programme informed by
Carbon Disclosure Project & WWF collaboration

Invests in ClimateSEED, a platform facilitating carbon avoid
and sequestration via nature-based projects

July

LagfichefImpact nyesting Climate &Blodiversity Strates

December

Jmpleients palm ol exclusion polley

AXA IM
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v MY HOME, MY LIFE

AN

collateral to promote M| Vida’s

SHOW HOUSE OPEN

CALL 0722 123 000
EMAIL: INFO@MIVIDAHOMES.COM
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F?hapoorji Pallonjj
eal Estate A

MY HOME, MY LiFe

number one construction company

promise of excellence

okena

MY HOME MY LIFE

orN

0722123000
Ml VIDA

MY HOME, MY LIFE

BEDROOM

OPEN AT b
GARDEN cITY KES7M

mividahomes.com

shapoorjiPallonii | actis
éP Real Estate

: MI VIDA HOMES
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