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A word from our founder

In March 2023, just as B Corp month was coming to an end, we gof
the email we had been waiting for for so long -

this document is less of an impact report
and more of an impact promise.

That was our motivation for going through
the B Corp process. It was never about
showing off how great we are - it was
always about benchmarking ourselves so
that we could work out where we could
improve the most.



Important thank yous The B Corp way

B Corp project lead

B Corp project support

B Leader




Our values

We strive for excellence

Even if no one is watching, we will always
be doing our best because it matters to us.
It’'s not about being perfect but about
giving what we have each day to maintain
consistently high standards.

We work with mutual
respect

We respect each member of the team and
value everyone’s contribution, no matter
what their title. We only work with people
and businesses we respect and who treat
us with respect in return. Even when we
disagree with people, we are respectful in
how we communicate.

We are all hands on deck

We work together for a common goal. No
one role is more important than another.
We are willing o go beyond job titles and
descriptions and just get stuck in so that
together we get the job done.

We are conscious of our
impact

We recognise that our decisions have an
effect beyond ourselves. We are
committed to acting in an increasingly
sustainable way to protect and support the
planet and its people.

We are always learning

We don’t assume we know everything so
we are always learning - from each other,
from clients, from experts, from reading
widely and furthering our studies. We also
see every challenge and so-called failure
as an opportunity to learn.



Our B Corp score

The B Impact Assessment gives organisations a fotal score out
of 200 points. B Corp provides the following benchmark scores
which help to put ours intfo context:

83.9

RH&Co’s current score

80

Qualifying B Corp certification score

52

Median score of ordinary businesses

113

2019 minimum qualifying “Best for the World” score




Our B Corp journey

Joined a B Submitted our

Impact Assessment

Leader cohort Had our verification

Attempted the

review
Impact Assessment '/\‘ X
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\— > certification
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March ‘23

Started talking
about B Corp




Visit our blog to find out more
about how we worked through
the B Corp process, with top tips
for success from across the
RH&Co team.

Read the full article




Impact category

Governance

out of 21.9

The Governance section of the B Impact
Assessment evaluates the very foundations that a
company is built on. What is its purpose and
values? How is it shaped to deliver that to the
world? Good governance puts impact at the

centre of every business decision and action.

What this covers

e Mission & Engagement
e Ethics & Transparency
e Mission Lock




Governance

What we’re proud of

Updating our Articles of Association

Articles of Association - also known as Articles of
Incorporation - are essentially the rules that govern the
way our company is run and define the responsibilities of
the directors. As part of becoming a B Corp, we updated
ours fto lock our triple bottom line mission into the legal
structure of our business.

Find out more about the B Corp legal requirements

Investing in social impact training

In order to have a better social impact now and in the future, during
our assessment year, the RH&Co team have taken part in a range of
training beyond our core job skills, including:

e Equality, Diversity, and Inclusion

e Sustainability for small businesses
e Mental health awareness

e First aid certification

Listening and learning

As a team, we want to take every opportunity to encourage feedback
on our governance, and understand the impact we’re having from @
range of perspectives. To do this, we've started tracking our impact
using regular stakeholder engagement surveys.


https://bcorporation.uk/b-corp-certification/how-to-certify-as-a-b-corp/legal-requirement/

Impact category

Workers

As a leadership team, we know that our people
are what make our business, so we are committed
to caring for them as we would ourselves, with
everything from flexible working hours to mental
health awareness.

What this covers

e Financial Security

e Health, Wellness & Safety

e Career Development

e Engagement & Satisfaction




What we’re proud of

Pay and benefits

Increasing annual leave allowance from 28 to 35 days per
year (inc bank holidays).
Paying 100% of our employees more than the_Real Living

Wage.

Providing an NHS cashback scheme that contributes
towards a range of health benefits.

Continuing to promote hybrid and remote working, including
only requiring 1-2 days per week to be in the office and
allowing feam members to work from international locations
on a temporary basis.

Providing free, sustainable sanitary products in the office.
Launching a cycle-to-work scheme

Happy workers

Our latest team feedback survey showed that 100% of

employees are happy with the culture of RH&Co.

Skill development and training

As one of our core values is that we “are always learning”, we invest
heavily in helping our team to develop their skills and learn new ones.
In the last year, we collectively spent over 1,000 hours in training,

covering subjects from data and RevOps to LinkedIn best practice and
ChatGPT.

Putting policies in place

Going through the B Corp process helped us to formalise many
policies and procedures that had only ever existed informally. This
year we have the following documents, all of which are easily
accessible by the team:

e Non-discrimination statement

e Anti-harassment policy with reporting mechanisms, processes,
and disciplinary procedures

e Statement on work hours

e Policies on pay and performance issues

e Policies on benefits, fraining and leave

e Grievance resolution process, disciplinary procedures and possible
sanctions

e Prohibition of child labour and forced or compulsory labor


https://www.livingwage.org.uk/what-real-living-wage
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What we’re planning

e Reaching a feedback score of 100% of

employees being happy with their overall
compensation.

e Providing written guidance for career
development with clearly-identified and
achievable goals.

e Adding a Menopause Policy and providing
menopause fraining for the team.

e Formalising our overtime / TOIL policy to
increase flexibility and work life balance.

e Looking into the feasibility of giving each
employee a training / reading / conference
budget.

e Looking into the opportunities fo increase
health benefits, especially around mental and
emotional health and wellbeing.

e Bringing in an expert to deliver a session on
financial wellbeing.



Impact category

Community HIE R | 1 14.2

out of 28.8

Our impact on the community ranges from the
direct interactions we have with individuals and
organisations, to how we show up as a role model
for others. In all we do, we want to walk the walk
as well as talk the talk.

What this covers

e Justice, Equity, Diversity & Inclusion (JEDI)
e Economic Impact

e Civic Engagement & Giving

e Supply Chain Management




What we’re planning

Demonstrating JEDI
e We are a woman owned and led business, 50% of our team identify as
female, one team member identifies as non-binary.

e We support feam members living with challenges including chronic iliness, D Ive rs I .I.y

poor mental health, menopause, and neurodivergence.
e All job postings include a commitment to JEDI and are analysed to make

sure the language is unbiased, and we review applications anonymously. I I
e All feam members take part in regular training on JEDI topics. n c u s I o n

Spending thoughtfully
e The ratio between the highest and lowest paid members of
our team falls in the lowest possible B Corp banding, 1-5x.
e 51% of our company's operating expenses this year
(excluding people) was spent with local, independent

|

suppliers.

»-- O

A
e
e e
D
b e
b
—
]
——
m————
e
et
———e
el
e -

I



Caring for our freelancers

e We have a formal process for giving and
receiving feedback from our freelance team.

e According to our latest freelancer survey, 100%
of our freelancers are happy working for our
agency.

e All of our freelancers are paid more than the
Real Living Wage and are paid within 7 days
of sending their invoice to us.

Supporting positive initiatives
We have become accredited by or members /
signatories of the following positive impact
Initiatives:

e Real Living Wage Employer

e Bristol Women in Business Charter

e Small Business Sustainability Basics

Programme

v
nviro

working Will.h SOCiaIIy impaCfoI Clienll-s Cleaning with a conscience
We actively seek to work with other B Corps and

clients working for a positive social impact.




Community

What we’re planning

Increasing our spending in the locall “In a world where so many companies are

economy, in pCII’TiCU|CII’ with businesses | doing business the wrong way - freqﬁng
owned by women or individuals from

Al
|

| employees unfairly, damaging the
underrepresented populations.

Intfroducing one additional paid day off per
year for each feam member to do charity anything else — I’'m proud to be working

volunteering or fundraising. for an organisation that is taking a stand
Match funding any team fundraising and
donations up to £100 per employee.

Working towards the The West of England : :
Good Employment Charter scheme. - Ingrid Morgan, Sales & Marketing

Assistant

environment, putting profit above

and doing things the right way.”




Impact category

Customers

Our care for our clients is reflected in the high
quality of the work we do for them as well as the
way we treat them in all of our interactions. This
goes for every client, regardless of size, and every
individual, regardless of job fitle.

What this covers

e Customer stewardship




Customers

What we’re proud of

Happy clients

Based on our latest client survey, 100% of clients are

satisfied with or more than satisfied with our services.

Prioritising feedback

We have strengthened and formalised our feedback
process so that we can monitor client satisfaction
throughout our working relationship.

What we’re planning

e |ncreasing our training offering to support clients
looking to boost their internal resources.

e |nvestigate new project management software
to give clients more oversight of project progress.

e Creating a client handbook to make working with
us even easier, especially for new clients.

29

Rin Hamburgh & Co are smart, strategic marketing
partners with the intellect and insight to positively
challenge and inspire experienced professionals.”
- George Baily, Product Marketing Lead, Weavr

2%

“I've worked with loads of copywriters before and we’re in
such a complicated industry but you’ve just nailed it. | couldn’t
fault the copy - and normally I’'m really picky! It’s a brilliant
backbone for any content we create in the future.”

- Kirsten Ward, Marketing Director, MoneyHub

: -

“Nothing ever seems to be a problem for your team. And
you're not afraid to give your unbiased opinion.”
- Sarah Roberts, Commercial Manager, PSI Mobile




Impact category

Environment

The impact we have on the environment covers all
of our actions as a business - including everything
from what we purchase to how accessible we
make greener options - as well as the individual
actions of each of our team members.

What this covers

Environmental Management
Air & Climate

Water

Land & Life




What we'’re proud of Formalising our policies
Although caring for the environment has always been a priority for us, we

have recently stepped up our efforts by creating a number of policies to

Monitoring our environmental impact support more positive behaviour. These include a policy for:
You can’t improve if you don’t have a baseline. We are e Formalising our dedication to choosing environmentally positive products
now monitoring: and services wherever possible within the business.
e Scope 1, 2 and 3 emissions using Sage Earth. e Encouraging environmentally preferred products and practices in
e Recycling, by tfracking how many litres we put into employee virtual offices (e.g. recycling), and resources to encourage this
recycling vs landfill. (e.g. a list of environmentally-approved suppliers).
e The team’s individual carbon footprint using Giki e Safely disposing of e-waste and other hazardous materials purchased
Zero. for employee home offices.
Encouraging green travel Working with green clients
e We chose our office facilities in part We actively seek to work with other B Corps and clients working within the sustainability
to facilitate the use of walking, public space. Here are a few of them...

transport and bikes.
e We encourage virtual meetings

where possible, use public transport
090
E ! . . o:x¢se GLOBAL
as often as we ca N, and have a GENeco I!!II_!I @ davuﬁ‘es =I4@ BaseKit %%:XI&T}S&SEVE
written policy limiting corporate YTLGROUP B2 2 GRACE & GREEN sustainable beauty

travel.



Environment

Reducing our greenhouse gas (GHG)

" °
emissions by 5% next year and carbon | was pretty nervous about tracking my carbon

emissions from business operations by 13% by footprint at first, since | don’t have the option to

2030, as part of Bristol’s Net Zero campaign. make a major change like replacing my boiler
Reducing our landfill waste to 20% or below

or installing a heat pump. But Giki is great at
next year.

Signing up to Climate Perks to give feam giving practical suggestions everyone can take,

members extra time off in order to travel by | like unsubscribing from junk mailing lists. Once

sustainable means rather than flying. you start taking small actions and seeing your
Planning a series of feam challenges to

score change, you start wondering if there are

gamify our use of Giki and reduce individual . >
carbon footprints. bigger steps you can take after all.
Measuring the carbon footprint of our

website so that we can take steps to reduce it. = ques I\/\Qﬁhews’ B2B Copywri’rer
Using our social media platform to promote
environmental sustainability at least once per

month.
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e Have an positive impact initiative we can get behind
e Want to feed back on our impact activities and make any suggestions 01179 902690
e Need copywriting support fo achieve your own impact goals ’ralk’rous@rln-hqmburgh.co.uk

Wainbrook House, 1 Hudds Vale Rd, St George, Bristol, BS5 7HY
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