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Introduction

At Elevate, we are

We believe our amazing people are our greatest
asset and that our collective human heart has
the power to bring about positive change in the
world. The commitment, creativity, resilience
and drive of our employees and events staff
allow us to contribute so significantly to our
clients’ successes.

Now we're ready to do the hard work to
be accountable for our actions, to see our
efforts to protect our Planet and uplift our
communities come to fruition.

Climate change and social injustice has
become the #1 global concern, and it's
growing. Millennials and Gen Z are more likely
to expect and demand that companies should
address urgent social and environmental
matters and for sustainability to be core to
their employers, services and products. They
are no longer the future. They're already our

www.weareelevate.global

Introduction

teams, our clients, the
guests at our events and our
trusted advisors.

It's often said that out of a crisis comes
transformation. Ways of working that
previously seemed unattainable now feel within
reach. The COVID-19 pandemic highlighted
and broadened existing socio-economic
inequalities, climate change concerns and
mental health issues. Governments can only do
so much to address these challenges, the onus
is now on businesses to reframe these real
issues as opportunities and see doing good, as
good for business.

This document is designed to outline
Elevate’s purpose and our commitments
to using our global platform to do good for
our people, the local communities and our
planet.

Elevate




A Message from our Global COO.
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This sustainability strategy is all about
ensuring that our commitments to the
environment and our communities are
embedded in everything we do.

Why? Well, not only does doing good make
business sense for us, but | believe it
futureproofs Elevate and guarantees our
continued success. By default, that means
success for our clients, suppliers, and our
wider network.

We work hard, and we love what we do. By
extending this passion to the wellbeing of our
workforce, the equality and diversity of our
community, and the vitality of our natural
resources, we are proactively shaping the
world that we want to be a part of.

QHOH, IH# 2-

As an enthusiastic and important part of
our wider circle, | invite you to join us on
our sustainability journey.

We have laid out a plan here that we think
will work best for Elevate and all of our
people, but we are always open to new
ideas. Let us know what you think and how
we can work together to create a brighter
future for us all.

| look forward to levelling-up our social
and environmental efforts business-wide.
Doing it better and doing it together.

Carina Filek
Global COO, Elevate
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Our Vision & Values
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Supporting social change can't be actioned
in a silo, that’s why collaboration is one of
our core topic areas. "

Elevate




6 Behind the Scenes

Behind the Scenes

Materiality Assessment

To inform our Sustainability strategy, we
carried out a Materiality Assessment.

A Materiality Assessment is a process
designed to identify and prioritise the
most important topics to a company and
its stakeholders.

The assessment provided a meaningful
springboard to create our targets and to
understand the shifting global landscape
that will influence our future strategic
direction as Elevating Purpose evolves.

Our Targets

Our Sustainability strategy is built on three
pillars: People, Planet and Purpose. The
pillars house six topic areas under which
we’'ve set bold and ambitious targets.

These targets are a mix of SMART targets
and aspirational targets. Within the six key

UN Sustainable
Development Goals

targets areas, we have set Key Performance
Indicators (KPI's), creating practical and
measurable steps to keep us on track.

We've set some big three-year targets in
relation to Diversity, Equity and Inclusion,
and longer-term targets to reduce our
environmental impact. Setting purposeful
targets sends a strong signal to our
employees, suppliers, and clients that we're
committed to delivering the plans laid out

in this strategy.

2022-23 is our baseline year. We will embed
the strategy in our global operations, track
and gather data and create a benchmark
from which we will progress.

We commit to publishing an annual report
sharing our progress against our targets
This keeps us accountable, drives us
forward and allows us to share what we've
learnt and how we’re going to continually
improve.

In 2015 the United Nations launched 17 Sustainable Development Goals (SDG  s). From

eliminating poverty to building sustainable cities, health and wellnes

s to economic growth.

All of them aim to create a world that works for everyone well into the future. We ha ve taken
inspiration from these SDGs and have aligned ourselves with 5 Purpose Goa |s:

1 2

4 S

DECENT WORK RESPONSIBLE PARTNERSHIPS
& ECONOMIC REDUCED CONSUMPTION & CLIMATE FOR THE
GROWTH INEQUALITIES PRODUCTION ACTION GOALS

Elevating Purpose:

Our Plan for Social & Environmental Action
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8 Our Targets

Governance

To keep us on track we've created the EP Elevators. A
collective of cross-discipline, cross-office employees who
lead the sustainability strategy, manage data collection
and hold the company to account.

The EP Elevators meet bi-annually to review the progress of
our commitments, identify areas for improvement, review
relevant procurement decisions and ensure we're on track to
meet our mission.

Our commitments and targets will be reviewed every two
years to ensure they are relevant and align with industry and

sustainable development.

Our Targets .

ELEVATING
PEOPLE

100% of our
HQ employees will
participate in
our bespoke
#ElevatingPeople
training
programme.

100% of our
event staff will
have access to

our bespoke
#ElevatingPeople
training
programme.

100% of
employees will
have an annual
Elevating Purpose

performance
related target to
achieve.

ELEVATING
EQUALITY

From 2023 we
will ensure at
least 20% of our
permanent
employee roles
will be held by
persons from
underrepresented
backgrounds.

By September
2027 at least 5%
of our employees

and event staff
will be made up of
people with
disabilities.

PLANET

REDUCING
OUR CARBON
FOOTPRINT

By 2030, we will
reduce 50% of our
global business
operations
emissions,
against a 2023
baseline.

By 2050, we will
meet Net Zero
emissions for our
global business
operations,
against a 2023
baseline.

By 2027, we
will track and
measure all
business travel
including event
staff travel,
and set revised
targets against
this 2027
baseline.

REDUCING
OUR WASTE

From 2025, we
will recycle,
repurpose and
reuse all office
supplies, goods
and purchases.

From 2025, we
will manage the
onward life of
all event staff
uniforms
ensuring they
are reused,
repurposed or
recycled, and
avoiding landfill
at all costs.

PURPOSE

COMMUNITY

By 2026, 100% of
event staff will
adhere to our
Elevating Purpose
action plan.

From 2026, 100%
of employees
will utilise their
annual charity
days allowance.

COLLABORATION

By 2026, we
will put in place
sustainability
guidelines and
criteria for our
team to consider
before making
a purchase or
working with a
supplier.

By 2030, we will
collaborate with
our landlords to
ensure 100% of
our offices are
powered through a
renewable energy
source.

Underrepresented refers to (including but not limited to) a person or group opfeewho are insufficiently or inadequately represented
and who face barriers to opportunities due to mental health issues, phgldiealth/disability, sensory impairment, learning disabilities,
neurodivergence, substance misuse, survivors, working-class baslgds, gender diversity, and those from the LGBTQIA+, and Black,
Asian and minority ethnic communities or traveller communities. As alml business we are sensitive to the needs for each local market
cultures and will work within the legal parameters in each territory.

Elevating Purpose: Our Plan for Social & Environmental Action
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EcoVadis.

We are proud to be certified Silver by Ecovadis,
the world’s leading procurement standard.

SILVER | Top 15%

Ll
W

ecovadis

‘JUN 2025

EcoVadis is widely used by businesses to
assess their sustainability practices across
four criteria - Environment, Labour and Human
Rights, Ethics and Sustainable Procurement.

In 2025 2, we achieved a Silver rating with a
score of 70/100. This not only benchmarks our '
global performance but also identifies areas for

continued improvement.

People.

Our people are our greatest asset, and our
success depends on attracting and
retaining the best in the market.

At Elevate, we nurture our
communities and our talent
through moving beyond
simplistic skills development
courses to invest in
a holistic personal
development approach
and embracing a greater
responsibility for equality
anc' aiversity.

100% of our HQ employees will participate
in our bespoke #ElevatingPeople training
programme.

{22 2SS e7¥%i*%o!%oeneCaf@Ee§ >>e
our bespoke #ElevatingPeople training
programme.

The rewards for us, our

clients and our wider
community are endless.
Our approach allows us to
engage audheriticany, dive
innovation and initiative,

evolve our insight and cross-
cultural intelligence, create
distinction and guarantee Elevate’s
sustainable evolution.

{ZZ '2é'%0€EY>2©%0%0¢'§~>>°
Elevating Purpose performance related
gfi—%oenzef..— %

2Valid June, 5th 2025 - 2026

www.weareelevate.global Elevate



10 #ElevatingPeople

#ElevatingPeople .

In response to the impacts of the pandemic on our
event staff, we launched #ElevatingPeople. What
started as a survey to see how people were doing,
evolved into a mindfulness webinar.

#ElevatingPeople

We're now propelling #ElevatingPeople further.
Research has shown that our workforce has a clear
desire for self-improvement, professional development
and support with wellness. In response we’ve created a
bespoke training programme, identifying
three areas that matter the most to our
people. Working with industry experts,

we’ve created three courses relating to Diversity,
sustainability, diversity and inclusion Sustainability Equity Mental Health
and mental health: Delivered by isla & Inclusion See page 12

See #ElevatingEquali
page 13

Case Study: Elevation Mentoring Programme 2024

To encourage career development 2024 Results:
amongst our internal Elevate team, - 186 applications - a 287.5% increase from
Elevation Mentoring Programme was the year before

established in 2021. e 24 mentors — 60% more than the 2023-24

For the 2024-25 edition, this ran between ¢ 50 mentees — 25 from our internal teams and

April and December - with pairs meeting at 25 from our field staff

least every 6 weeks, across the UK, US, France, ° 45% of mentees received a pay increase, a
Germany and Austria. role change or got a job they were looking for

as a result of the programme.

Having a strong team of HQ staff across *  75% said they either really
different markets and departments, we enjoyed the programme
wanted to drive progression and create or found it not what
opportunities for our people and give back to they expected but

the community of event professionals. After great
its initial success in-house the first 3 years, . 80% of mentors
for the 2024 season we opened participation and mentees

to our large global network of field staff to
drive further impact across the industry.

would recommend
Elevates mentoring
programme

Elevating Purpose: Our Plan for Social & Environmental Action
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We haven't stopped at our employees; we are
training our 40,000 strong global event staffing
team on these topics too. We want all our people
to have an understanding of how to be a better
person for themselves, their communities and
our planet.

This initiative benefits our clients too. We pride
ourselves on delivering the right people for every
event. #ElevatingPeople ensures all our event staff
can speak confidently to the causes that matter to alll
of us, so that sustainability and Diversity, Equity and
Inclusion remain at the top of the business agenda.

Providing all our people with opportunities for training,
professional and personal development means they
remain engaged and loyal to Elevate, helping our company
culture to grow positivity, stay resilient, and keep
innovating.

#ElevatingPeople now forms part of the on-boarding
process for every new event staff member and sits
alongside our established business training framework.

Case Study: ElevateHer

ElevateHER: Shaping the future for

women in the events industry. The State of Work
, _ for Women in Events
At Elevate Global, we're committed to and Marketing Exposed:

bridging the gender gap and empowering
women in the events industry and beyond.
Through meaningful discussion, education,
and action, we tackle key issues like female
health, childcare, fertility, and more.

Barriers, Bias, and Breakthroughs

Our Strategic Pillars

ElevateHER is anchored by seven strategic
pillars, led by women at Elevate Global:

 Research, Data & Measurement
e Supporting the Next Generation
» Policy Review, Creation & Publication

- Training & Mentoring ElevateHER
e On Site Support
* Showcasing Women in Events w
e Wider Impact & Round Tables
www.weareelevate.global Elevate


https://weareelevate.global/wp-content/uploads/2025/02/ElevateHER-2025-Report.pdf
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Wellbeing .

Our wellness toolkit is another step forward -
in our commitment to continue building a e

happy and healthy workforce. It allows Elevate ‘
employees to access mental health training,
a wellbeing allowance, and other uplifting
benefits.

Evidence from studies 2 suggests support
such as resilience training and stress
management can create considerable
positive outcomes for employee mental
health, productivity, and motivation, with
return on investment sometimes being as
high as 470%.

Case Study: Winner of Diversity &
Inclusion Tralblazer

We’'re incredibly proud to share that our leadership
COO, Carina Filek, has been recognised continues to shape
as the Diversity and Inclusion a more equitable future for our industry
Trailblazer at the FF15 Mentoring Awards. — and Elevation has been a platform
for growth and connection not just for
our internal team, but for our wider
community of Brand Ambassadors.

We’'re also honoured to have been
named a finalist for Agency Mentoring
Programme of the Year for our Elevation
Mentoring Prgramme — a celebration A huge congratulations to all the other
of the impact Elevation continues to winners and finalists, and a heartfelt
have by empowering growth, building thank you to the team at Fast Forward

confidence, and opening doors for our 15 for the recognition and continued
team and our amazing community of inspiration.

Brand Ambassadors.

Carina’s work through ElevateHER, FAST P
Elevating Purpose, and her inclusive FORWARD

3KPMG ‘Investing to Save’ (2018)

persons from underrepresented

Elevating Purpose: Our Plan for Social & Environmental Action
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Elevating Equality .

Levelling the playing field is a key plan sets out our lack of tolerance for
priority for us. harassment, discrimination, and offensive
behaviour of any kind. It also informs all
our hiring decisions so that we can create
a workforce that is reflective of all ages,
abilities, genders and more “.

As a People Agency, a key element of
creating a business where people can
thrive is to increase diversity both in our
offices as well as across our event staff.
Our Diversity, Equity and Inclusion action Black Lives Matter movement has
highlighted how much more work needs to
be done to advance equality worldwide. It's
no longer enough for businesses to have a

Diversity, Equity and Inclusion action plan.

The business community must fully

commit to building truly inclusive

organisations. This is why our strategy

is designed to build on our action

plan and ensure that we are truly

inclusive. We are taking steps to

proactively lift barriers, have equal

representation, eliminate any bias

«nd awsorinination i cur worting
practices, and market ourselves
ethically and responsibly. We're
using our communication
channels for good to raise
awareness of underrepresented *

backgrounds 4
minorities among our workforce

By September 2027’ at IeaSt 5% _and around the globe in our
iSoz¥io%0(EY)z©%o%o¢.f. incustry.
87550, %002 f %o s ¥V 0 25 + MR
disabilities together.
#ElevatingEquality

From 2023 we will ensure at
least 20% of our permanent
%0 @Y >Z© %o %o * i Z>%0Ce87>

“Underrepresented refers to (including but not limited to) a person or group opfewho are insufficiently or inadequately represented
and who face barriers to opportunities due to mental health issues, phaidiealth/disability, sensory impairment, learning disabilities,
neurodivergence, substance misuse, survivors, working-class baslkgds, gender diversity and those from the LGBTQIA+, and Black,
Asian and minority ethnic communities or traveller communities. As all business we are sensitive to the needs for each local market
cultures and will work within the legal parameters in each territory.

www.weareelevate.global Elevate



Case Study: Blind Profiles

Blind Profiles, is a pioneering approach
launched by our COO to disrupt the
traditional and often biased selection
process in event staffing.

Rather than allowing clients to
immediately see a candidate’s photo
or video thumbnall, they are first
presented with skills, experience, and
personality traits.

This encourages selections made on
capabilities rather than appearance,
reducing unconscious bias from client
selection.

Currently 80% of all profiles have

been switched to Blind Profiles and
there’s a notable increase in staff
diversity, particularly in age and
gender representation. Many clients
have positively supported the change,
acknowledging it as a game-changer in
event staffing.

[ Play video
Frofile

Diversity of our Workforce.

We've been carrying out a Diversity, Equity
and Inclusion survey since 2013, with the
aim of tracking the composition of our
workforce and identifying where we need
to improve.

We're achieving this through the following
steps:

e Having a global DE&I committee in
place to drive our strategy, policy and
objectives.

* Analysing our global database to
breakdown gender, ethnicity and
languages.

e Publishing our findings in our annual
Diversity Report.

Disability

15% of the world’s population live with a
disability, yet disabled people are twice
as likely as non-disabled people to be
unemployed.

We’'ve recognised that it's not enough to
look at ethnicity, we need to also do better
at including and representing people with
physical and mental disabilities. We've

set a target to ensure 5% of our entire
workforce includes people who will have
declared a disability.

Responsible Marketing

In our talent recruiting, hiring and
management, we are:

e Unlearning and relearning
behaviours, mitigating bias through
#ElevatingEquality training for all of our
employees and event staff.

*  Widening the net through advertising
our vacancies on job boards aimed at
reaching a more diverse talent pool.

elevate

Connecting Peapls With Brands

Elevate’s
Diversity, Equity
and Inclusion
Report

We recognise the responsibility we have to market Elevate responsibly

To achieve this we’re adding an inclusive lens to our marketing and tone of voi  ce, which
includes equal representation across all imagery and content. We also ens ure our social
media is accessible by adding image descriptions and subtitles.

We commit to using our platform to amplify positive messaging and mark aware ness days
throughout the year including: Black History Month, International Wo  men’s Day, PRIDE and
International Day of Disabled Persons, amongst other key days that can be ce lebrated.



https://weareelevate.global/wp-content/uploads/2023/08/Elevating_Diversity_2023.pdf
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Planet.

Fifty-one billion tons of greenhouse

gas emissions are pumped into the
atmosphere every year, and we need to
be at zero.

We know that we've got a limited time
to get to zero emissions; a goal now
enshrined in UK legislation. It's vital that
all industries, governments and citizens
work together to reduce energy demand
and support innovation in this field.
Events have a significant part to play

in meeting the net-zero goal. We have
an opportunity to make responsible
decisions that reduce the demand for
energy and transport and bring down
the production of greenhouse gas
emissions.

Our environmental targets are focused
on the areas that we can control and
influence to support the movement:
reducing our carbon emissions and
reducing our waste impacts.

Our targets measure the impacts of

our offices where we seek to reduce the
negative effect of what we do as much
as possible. Still, more than that, we
seek to find ways to make a positive
difference through our actions and
through seeking to influence the actions
of others.

We’'re proud to say that we're a member
of isla, an independent industry
organisation set up to transition the
event industry to a more sustainable
way of working. Our Global COO also
sits on the Advisory Board of isla,
demonstrating our passion and support
for the organisation’s goals.

In partnership with isla we’'ve developed
the first step of our #ElevatingPeople
programme which has been specifically
designed to teach our employees

and event staff climate literacy and
encourage sustainable behaviours.

Reduction Roadmanp.

Elevate have set ambitious goals through our Sustainability Strategyt o reach
Net Zero by 2030, aiming to exceed the wider global movement of reaching
Net Zero by 2050. This will require hard work and targeted reductions.

This Net Zero Reduction Roadmap is based on the 2023 Carbon Footprint
Baseline Analysis. It provides a framework for reducing emissions through
addressing what Elevate can control, influence, and use our platform to

campaign wider systemic change.

Control: 6.6% Reduction
Introduce business travel initiatives

Encourage electric vehicles and car sharing

Reduce office waste through circular economy principles and waste
management

, f3#,1#66.2% Reduction
Encourage the switch to renewable energy
Switch to renewable energy source
Campaign : 17.2% Reduction
Encouraging suppliers to influence their suppliers
Campaigning for long term systemic change
Collaborating with partners within the event industry to drive change
230#E& 1#" ',4#1 216% ,Retdction
Offsetting remaining carbon

Investing in nature-based projects



Reducing our Carbon Footprint .

Our goal is to align with the global approach and reduce our

business operations emissions by 50% by 2030, and meet Net

Zero emissions by 2050.

To achieve this, we undertook an analysis of our organisation’s
5 from

carbon footprint from 2023 and established a baseline
which we can chart progress. We've developed a Reduction
Roadmap which gives us insights into where our biggest
impacts are, and provides a framework for reduction. We will
focus on what we can control and influence, whilst using our
platform to campaign for wider systemic change in order to
tackle the most significant emitting areas identified: energy,
procurement and business travel.

Measuring Our Organisation’s Carbon Footpri

nt

We partnered with carbon accountants to calculate the footprint of our 202
establish a baseline to benchmark and demonstrate measurable progress agai

our Net Zero by 2050 goal.

Elevate’s 2023 Scope Emissions

35tCO2e

(1% of total emissions)

in direct emissions 1[0['1
combustion of fuels such
as natural gas

2,147tC0O2e

(6% of total emissions)

in direct emissions from the

use of purchased electricity

A combination of volume-based and financial-based data was multiplie

1,059 tCO2e

(33% of 1otal ermissicens)

inindirect amissions
associated with our supply
chain including purchased
goods and services, capital
goods, and business travel®

3 operations to
nst on the path to

Total Carbon Footprint
3,241 tCO2e

Total Carbon Footprint
per Employee
36 tCO2e

d by the appropriate

emission factor and based on location where possible. For some areas, the d ata was

modelled using averages and/or office size. Whilst this has some limitat

ions, it follows the

global best practice set by The Greenhouse Gas Protocol Corporate Accounting a nd Reporting

Standard method.

5The baseline analysis did not include event staff travel due to the lack of rotiats available. We will be working to collect this in 2025 to set a

baseline to track progress against.

Reducing our Transport Footprint

With a global reach, air and business travel
remains one of the largest emitting activities
within our operations.

We are committed to the following to reduce
our travel emissions:

Employee Travel (commuting and
business travel):

*  We will put in place initiatives to facilitate
low carbon commuting for employees
such as cycle to work and electric car
schemes; season ticket loans, and
encourage landlords to install EV charging
stations and bike storage faclilities across
all offices where possible

*  We will work to reduce the need to
travel in the first instance by limiting
or replacing travel for internal business
purposes or short 1 or 2 day trips with
virtual meetings or combining multiple
trips into one longer trip where possible to
reduce emissions and the amount of time
an employee is on the road and away from
home

* Rail travel will be mandated for both ways
for domestic, European or inner state
travel for journeys totaling less than 4
hours where available

*  One-way rail journeys t o other countries
in Europe that take less than 4 hours,
must be made by train at least one way;

both ways where possible

o In the event that rail

travel is not feasible and

flying is a necessity,
we will choose
economy and
direct flights and
limit the number
of employees
on the same
trip (excluding
business class
for Directors and

Execs)

*  Public

transportation is

preferred for land

Reducing our
Carbon Footprint

By 2027, we will track and
measure all business travel
e >¥ Te—_e%0 Yoo Cnf

andset revised targets
f-f etmen—"¢e|
baseline

travel and where this is not available
or possible (e.g. in rural areas; where
there are mobility issues; when carrying
excessive amounts of luggage that would
be impractical to take on public transport;
where there is no public transport
available; when it is not safe to take public
transport in this area or time of day/night,
etc.) and driving is required, we encourage
employees and event staff to carpool

*  When hiring vehicles or taking taxis we
mandate hybrid and electric vehicles
where available and have a list of electric
taxi suppliers in each of our key cities

e For accommodation, we will prioritise
hotels which operate on renewable energy
where available or have LEED or Green
Key certifications, committed to saving
energy, reducing waste and conserving
water

Event Staff Travel:

*  We've committed to only booking event
staff within a 50km radius of the event
site, with the aim of reducing event staff
travel and subsequent emissions. Where
this is not possible for events taking
place in more rural destinations, we will
plant a tree to go some way to offset the
emissions at cost to the business

*  We request that all event staff to assess
the least environmentally damaging mode
of transport and to opt for efficient / low
carbon modes

We can’'t manage what we don’t measure
so as part of our efforts to reduce the
impacts of our business travel, we commit
to tracking modes of transport and

distance travelled by each of our event staff
to and from event sites by 2026 to set a
baseline, set revised targets against and
track progress accordingly.



Case Study: Monthly Prize Draw for
Sustainable Travel

Elevate is committed to lowering environmental impact
and we need the support of our Brand Ambassadors!

In 2024, Elevate launched a monthly prize draw for a
chance to win a gift card just for traveling sustainably.

Sustainable Travel
Have you travelled sustainably to and from a job
with Eleva nis month?

ENTER OUR MONTHLY PRIZE DRAW

AND WIN A

. . 1
Creating a Green Global Office £50 GIFT CARD!
Two-thirds of the total emissions from the 2023 baseline
came from energy used for running our five offices in
Atlanta, Los Angeles, London, Berlin and Paris. Almost all of
our energy-related emissions can be attributed to our US
offices mainly due to the electricity supply coming from
non-renewable energy sources.

The great news is that all of our offices are now on renewable energy which means we
will focus on reduction efforts on reducing energy consumption and impro  ving energy
efficiencies.

By 2030, we will ensure that all of our offices will be powered with clean energy as th isis the
most effective way to drive down emissions. To achieve this, we will either b e encouraging our
landlords to switch to a green tariff or move to a premise that is on renewable ene  rgy. While
we are working towards this, we will consider and progressively work toward s purchasing
renewable energy through Energy Attribute Certificates (EACs), R enewable Energy Certificates
(RECs), or similar schemes to support our electricity consumption with r  enewable sources.
Each certificate represents the environmental attributes of one megaw  att-hour (MWh)

of renewable energy generated from sources such as wind, solar, or hydropowe r. These
certificates enable organisations and businesses that are not direct  ly connected to renewable
energy infrastructure to meet their renewable energy commitments.

Additionally, we will ensure that all new or replacement offices will be supp lied by clean
energy.

Since 2021, we have been working to transform our working practices to align wi  th our
sustainability goals, and will be implementing additional measure s to further reduce energy
demands across our global network:

» Coordinating office and working from home days across our sites where possib  le to
enable complete office ‘shut-down’ and not waste energy by having a fully ope rational
office for a fraction of staff

*  Work with landlords to ensure that our sites are well insulated with SMART con  trols for
heating and cooling, and that systems are serviced and running effectively

e Setting thermostats to 20C / 68 F

» Ensuring that windows are closed when the heating or aircon is on

* Placing desks closer to windows to maximise access to natural light

» Putting all devices and Windows in dark or low power mode.

Responsible Procurement

Emissions from the goods and services we purchased were calculated usin g mostly
financial data. This accounted for 862.81 tCO2e or 26.62% of total emission s in our 2023
baseline.

We commit to collecting data on the volume and type of materials and products we pur  chase
to give us further insight into our impacts and enable us to swap to low carbon alt  ernatives.

We are working to reduce emissions in this area by:

*  Buying secondhand and refurbished where available and where this is not an o ption,
opt for energy efficient, good quality durable equipment and appliance s over cheaper
alternatives and ensure that they are regularly serviced and repaired to m  aximise their
longevity and keep them in use for longer

* Choosing products with the most recycled and/or recyclable content to red  uce the
demand on virgin materials when buying new

* Buying and renting from local / independent retailers where possible tos  upport local
economy and also reduce emissions from shipping

* Where available and applicable, we will hire or lease assets as these tend to b e better
quality equipment, regularly serviced and properly maintained by qual ified engineers

* Donating unwanted or surplus equipment and dispose of e-waste respons ibly or recycled
via certified companies

*  Buying remanufactured toner cartridges that are recyclable

» Creating a list of preferred suppliers with science-based targets, sus tainability
certifications and accreditations, or who are committed to environmenta | and social
sustainability and prioritise these in procurement

Reducing emissions from across our supply
chain will require us to work together with our
suppliers (and in some cases, our clients)

to find and swap in more sustainable
solutions to meet the global Net Zero by
2050 goal. From 2025, we will recycle,
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By 2026, we will put in place
sustainability guidelines and
<« Criteria for our team to consider
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Unavoidable Emissions

Our focus is always on the removal and
reduction of our carbon emissions.

Our focus is always on the removal and reduction of our carbon
emissions.However, we recognise that we will encounter some
unavoidable emissions (particularly in travel) and will consider of f-
setting these when we are confident that all other options have been

explored.

Planting trees to capture carbon is
one of the best solutions to fight
Climate Change. By supporting
Tree-Nation’s reforestation and
conservation projects, we are helping
to restore forests, create jobs, and
support local communities.

That's why, since 2022, we have been
planting one tree for every project

we deliver as part of our ongoing
partnership with TreeNation and
inviting our clients to match by
automatically including a line in every
budget.

We also plant a tree for any event
staff we hire that has to travel further
than 100 km round trip to a job.

You can see our forest

7,988

Trees Planted

1465 tCO2

Carbon Captured

Data captured on 1April, 2025

Reducing our Waste .

Every year, the world collects 11 billion tons of waste including plastics, cl othing,
e-waste, and food waste °.

For the 2023 baseline, we were only able to obtain actual data on volume of waste a nd type
of waste to calculate the waste emissions of our UK office. The waste emission s for our
German, French and US offices had to be calculated using average waste per cap ita for each
of those countries. While this is a starting point, it does not provide an accura te picture of
the waste created by our operations.

To gain full insight into our current waste impacts, we will begin by conducti  ng a waste audit
of our offices before working to collect primary data from waste contractors an  d landlords.

A waste audit will allow us to understand the amount and types of waste created , as well as
where it all goes and how it is treated. Our waste audit will include the followin g steps:

*  We will track each waste steam and identify solutions to remove it completel y from our
operations

*  We will check the in-infrastructure in our offices and source additional su  pport from
contractors for hard-to-recycle items

*  We will raise awareness with our employees on how to avoid waste and also, wher e it all
goes

*  We will build engagement to overcome bad habits through incentive schemes an d
challenges such as Plastic Free July

Zero waste to Landfill is an ambitious goal, and while we can’t always influence waste
reduction at our clients’ events, minimising our own waste footprint is essential. We will
achieve this by:

e Swapping single use items such as cleaning products and
handwash for refillable or reusable alternatives

e Providing reusable glasses, cups and serveware in staff
kitchens

*  Phasing out coffee pods for filter coffee or ensuring
that they are certified compostable or easy to
recycle

* Replacing any paper towels and napkins with
reusable cotton towels and energy efficient hand
dryers

8UN Environment Programme



Event Staff Uniforms

Nearly 33 million corporate garments are created each year, and
around 90% goes to landfill or incineratio 7. Textile waste is a big
problem in our industry, most events require a new and bespoke
uniform for staff which is usually worn just for the duration of the
event and then discarded.

From 2025, we will manage the onward life of all event staff
uniforms ensuring they are reused, repurposed or recycled, and
avoiding landfill at all costs.

Recognising the impact this has on the planet, we commit
to finding a closed-loop solution for our event staff
uniforms. We set the following guidelines:

e Source uniforms from ethically accredited
manufacturers.

*  Design uniforms to be to be durable and retain
value, using sustainable materials which have a
reduced impact on the environment.

* Influence our clients choices around uniform
production to create undated uniforms that
can be reused over several editions to minimise
waste

e Establish cross industry partnerships to manage
the onward life of all event uniforms to ensure
repurposing, recycling and avoiding landfill at all costs.

Purpose .

Forming tighter bonds with our suppliers and
clients through collaboration is also a key part
of fulfilling our purpose. We work hard to ensure
that these relationships are built on shared

From 2026, 100% of ethics and a commitment to protecting the

environment.

employees will utilise
ad—%0 je f e Y f >e Employee Performance Targets

allowance. All employees set an annual sustainability
performance-related target as part of their
development process. Successful performance will
be rewarded with a bonus.

Case Study:
Team Volunteering with the
Felix Project

At Elevate we believe in making a difference
by giving something back to the community.
Each of our employees receive 2 paid
volunteering days a year, which they can

use to support a charity of their choice. In
addition, we will organise two days annually to
support this.

In March 2024, Elevate organised a volunteering day
with The Felix Project, a London-based charity dedicated to
rescuing surplus food and redistributing it to those in need.

As a global business, Elevate values good citizenship and looking after ou r Planet no
matter where you are working from. Part of this sustainable approach means taking

care of our local communities and providing talent opportunities to the

next generation.

Volunteer Hours

Each of our employees are given two days of paid leave per year to volunteer with o ur
chosen charity. To continue our investment in the future generation, we wi Il choose
charities that do vital work with young and marginalised people but who hav e limited
resources.

Through volunteer hours, we can provide our skillset across marketing, op erations and
administration to boost their impact.
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15 London based employees participated in this initiative,
aiming to support the charity’s mission while fostering team
cohesion and social responsibility.
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With Thanks

Many thanks to the teams across our company who are embracing this sustainabil 1Y
strategy and are contributing daily towards us achieving the most positive i mpact
possible — both internally and among our external communities. We're gra teful that

you’ve joined us on this journey. Please keep up the excellent work.

To our suppliers, partners and clients we value each of you greatly and sincere ly
appreciate your collaboration and support in helping us to achieve our su stainable
goals. Your shared enthusiasm for the environment, social justice, and me ntal health

make us proud to count you as part of our community.

www.weareelevate.global

elevate_global weareelevateglobal elevate_global_ weareelevateglobal

www.weareelevate.global Elevate




