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A MESSAGE FROM OUR FOUNDERS

If last year taught us to build better foundations, this year was
about standing on them. The world kept throwing curveballs,
but we didn't chase them. We stayed the course, backed our
craft, and let consistency do the quiet work that flashy pivots
never can.

And it paid off. We delivered some of our best creative work
to date, work we’re properly proud of, work that did what it’s
meant to for the brands and causes we believe in.

Purpose stayed front and centre too. Taking to the stage at
Reset Connect during London Climate Action Week was a real
highlight, a chance to talk honestly about what it takes to sell
sustainability without the spin, and to remind ourselves why
we do this in the first place.

All of that, and we still found room to grow. Double-digit
growth, in a year like this, isn't an accident. It’s the direct
result of a team that keeps showing up, not just for the work,
but for each other.

That’s ACE in action. Accountability, Collaboration, Empathy.
Three words we ask everyone at Catch A Fire to live by, and
this year, they didn't just live by them, they levelled up. Every
pitch presented, every deadline hit, every client relationship
deepened, that’s ACE, quietly doing its job.

So thank you. To the team who brought the grit and the good
humour in equal measure. To the clients who trusted us to
push harder. And to everyone who keeps this agency
burning bright.

Consistency isn't the most exciting word in the marketing
dictionary. But it’s exactly what got us here and exactly what
we’ll keep building on.

v Co-Founder &
Managing Director

CRAIG CofoundersExecutive

Creative Director
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When Catch A Fire was founded, its mission was simple: We have received industry awards and recognition during this
to deliver work for purpose-led brands that sparked a wonderful time. External acknowledgement of the quality of
positive impact for people and the planet. A year on from our the creative work we do for our clients, and a welcome boost
first recertification, we are proud of what we have achieved to team morale.

on the B Corp journey, now into our 5th year. As we continue to strive forward as an agency, we continue

Throughout the last 12 months, we have worked in to push ourselves to be a force for good for the benefit of
partnership with so many amazing clients such as all people, communities, and the planet. From a journey that
Ordnance Survey, Sushi Daily and SuSo. started with a spark to it becoming a pivotal part of our brand

flame, we're (still) in it for the long haul.

Certified as New office space Grow purpose-led Successful Driven staff Build
BCorp and mission clientsin recertification impact collaborative
growth the agency working



OUR B-CORP MISSION

We craft powerful brands
and compelling advertising
for purpose-led businesses
to spark positive impact for
people and planet.




Evaluates a company’s overall This section also evaluates the ability of a
mission, engagement around company to protect their mission and formally
its social/environmental impact, consider stakeholders in decision-making
ethics, and transparency. through their corporate structure (e.g. benefit

corporation) or corporate governing documents.




WHAT WE DID

We have continued to work with a leading
consultant specialised in supporting agencies
to help us strengthen the governance of the

business and work through challenges and areas of
priority, ensuring the business is sustainable and

successful in the mid-long term.

Each year we review our policies to ensure they
remain compliant, up to date and working for
our team. This year we focused on our family
policies, ensuring they meet the needs of the
wider team, offering flexibility and support

when needed, for a range of different scenarios.

Combining this with our Work From Anywhere
and Hybrid Working policies, the team has the
tools to create a healthy work/life balance.

Transparent
Business Updates

We have strengthened our regular team touchpoints
where we can connect and find out more information
about the agency’s direction, how the business is
performing and key decisions being made. This allows

us to be more transparent and inclusive as a business.

Plus, this provides us with further opportunities to
celebrate successes, to give recognition and
to gather feedback.

EXec Team
Q&A

Continuing to build on team feedback,

we wanted to be more open and transparent
about the responsibilities of the agency
Exec team that was established last year.
Sharing how decisions are made by this
group via monthly Q&A sessions with
members from the Exec team.

It’s important our team is kept up to date on how
the agency is performing. We've always given
quarterly financial updates, but recently, we

have introduced monthly financial updates so the
team can track business performance and better
understand how the business is operating and
their part within it.
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Our monthly Exec Q&A sessions are now a well-established part of
agency life, giving every member of the team a regular forum to engage
directly with our leadership team. Since launching, these sessions have
become a cornerstone of our commitment to openness, offering staff a
genuine opportunity to ask questions, raise concerns, and contribute

Ideas in a setting where no topic is off limits.

Whether it’s clarifying decisions, understanding the direction of the
agency, or simply putting a question straight to the people leading

It, the sessions have helped strengthen trust and connection across
teams. They refiect our belief that transparency shouldn’t be occasional
or reserved for big announcements; it should be built into how we work,
every month, as standard practice.




Evaluates a company’s contributions to
its employees’ financial security, health &
safety, wellness, career development,
and engagement & satisfaction.

In addition, this section recognises business models
designed to benefit workers, such as companies that
are at least 40% owned by non-executive employees
and those that have workforce development programs
to support individuals with barriers to employment.




WHAT WE DID

Following our summer away day, the Ways Of We've introduced regular industry networking as part
Working Group was formed who, alongside our of our learning culture. Every quarter, we send staff
leadership team, developed a simplified annual along to at least two events. A chance for them to soak
performance review process. This has led to fewer, up talks, make connections, and take a temperature
more focused business goals, which run alongside check on the industry. They then bring it all back,
personal goals to create each team member’s sharing key learnings with the wider agency. It's a small
development aims for the next 6 months. commitment that sparks big ideas, keeping our thinking
fresh and our team plugged in.

At Catch A Fire, we have ACE leadership qualities After 3 months at Catch a Fire, all members of staff
that the whole agency strives to demonstrate: are invited to join our Vitality Health Insurance
Accountability, Collaboration and Empathy. Scheme. To encourage the team to get the most out
Our ACE leadership team meets monthly to of the scheme this year, we have appointed a Vitality
drive this agenda, and this year has introduced Champion who is implementing team challenges and
bi-yearly surveys to the team to gauge progress events to drive physical wellbeing. We have recently
and engagement around these goals. completed our second Catch a Fire Steps Challenge,

which was a great success.




WHAT WE DID

Our hybrid model of working in the office and from home
works well for the team and for the business. It gives
flexibility, whilst also fostering collaboration.

This year we've introduced more flexibility via our Work
From Anywhere policy. This enables staff to work from
another location once a year. A chance to extend a
foreign trip, stay with family or friends, or just work
from somewhere different for a change. We hope this
will support staff’s work-life balance and that a new
perspective will spark new ideas.

Summer & Winter
Awaydays

Summer and Christmas parties have always
been our thing, a chance for the whole team,
Rotterdam crew included, to down tools and

let loose together. This year we turned up the
volume, extending our summer celebrations
into a half-day awayday working session.

Think strategy melting pot, with team building,
workshops, idea sessions and some good food.

spark
feams

We encourage continuous feedback from the team and
use OfficeVibe to send out weekly surveys. Some of the
feedback around happiness and enjoyment highlighted the
need to take some time away from the office to discuss this
feedback in more detail. We held an all-agency away day
which allowed us to take some time to reflect, reconnect
and refocus. From the summer away day, we created new
working groups to build on actions around Creativity,
Work-life balance, Communication and Personal Growth.

Cuitural
Spark Team

One of the newly created spark teams, responsible
for agency culture and wellbeing, hit the ground
running last year. Focusing their energies on events
and activities that would bring us all together,

while disconnecting us from the day-to-day of
agency work. Whether that was Halloween pumpkin
painting to World Cup sweepstakes and team walks
to pottery classes, they kept us creatively engaged
and mentally refreshed.
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SUMMER
AWRYDAY

This year, we swapped the office for something a little more special, a

half-day awayday set against the stunning backdrop of Wadhurst Castle.

We started with substance: a workshop digging into collaboration and
what our ACE values (Accountability, Collaboration, Empathy) really
mean day-to-day at Catch A Fire, plus an honest conversation about
where we can push further. No tick-box stuff, just real reflection.

Then we let our hair down. BBQ, drinks, axe throwing (yes, really), and
our bi-annual ACE Awards to celebrate the people living those values
best. Nature, purpose, a bit of friendly competition and a lot of laughter.
The perfect way to recharge before the next chapter.
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GOMMUNITY

Evaluates a company’s engagement
with and impact on the communities
in which it operates, hires from, and
sources from. Topics include diversity,
equity & inclusion, economic impact,
civic engagement, charitable giving,
and supply chain management.

In addition, this section recognises business models
that are designed to address specific community-
oriented problems, such as poverty alleviation through
fair trade sourcing or distribution via microenterprises,
producer cooperative models, locally focused economic
development, and formal charitable giving commitments.




WHAT WE DID

All of the team have the opportunity to take an
extra day’s leave each year to volunteer with a
cause of their choice, we call these ‘Ignite Days’, a
day when they can take a hands-on role in igniting
change. Last year, these varied from animal rescue
charities, community gardening projects and
supporting local foodbanks.

Each year, we select a local charity partner as a focus
for our agency fundraising. This year we continued our
support for Demelza, an organisation providing care
for children with life-limiting ilinesses, and one we have

previously supported with their award-winning rebrand.

This year we attended their annual charity auction,
making many bids and donations. This was paired
with our annual fundraising golf tournament.

We offer a range of placements across the year
to local secondary school students, giving
them hands-on work experience in a range of
roles in the agency. They have the opportunity
to get stuck in and help our team members

to successfully run projects, create fantastic
content and deliver presentations.

We continued to be an active part of the B Local
Kent community, attending a variety of events and
networking across the year and the county. We
aim to support other local B Corps to thrive while
encouraging B-curious businesses to progress on
their own B Corp certification journey.
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As an active part of the B Local Kent As part of this year’s event, Catch A Fire signed

Community we attended the Kent the Better Business Act, and encouraged all our

Imbact Sun;mit networkina with other staff to sign as individuals and even send letters to

|0Cpa| BCo pS an,d Suppo t'r?g one their local MPs. We also attended the B Corp Local
r U It

_ 10th birthday event, alongside providing pro bono
another with the new standards and design support to deliver a brochure to celebrate

how we can all best go about improving 10 years of Kent B Corps, including the UK’s first;
our business impact. COOK and Elvis&Kresse.

Finally, we agreed to lead a new working group
set up by the Co-Chairs. Working with other Kent
B Corp experts to share expertise and support
local businesses and workers.




ENVIRONMENT

Evaluates a company’s overall
environmental management practices
as well as its impact on the air,
climate, water, land, and biodiversity.
This includes the direct impact of a
company’s operations and its supply
chain and distribution channels

when applicable.

This section also recognises companies with environmentally
Innovative production processes and those that sell products
or services that have a positive environmental impact. Some
examples might include products and services that create
renewable energy, reduce consumption or waste, conserve
land or wildlife, provide less toxic alternatives to the market,
or educate people about environmental problems.




WHAT WE DID

Ecologi Travel
Offsetting

As our client base continues to grow, so
does the agency’s reach into even more
markets worldwide. Adopting flexible working
technology and ethos keeps our carbon
footprint low. Still, sometimes our team has
to travel, and travel far. We are committed to
offsetting our carbon impact year-round with
the help of our partners at Ecologi.

Climate action is a vital part of our ethos, and
in 2026 we returned to Reset Connect, London
Climate Week’s largest event. Continuing

our commitment to showing up and sharing
our knowledge to help other businesses. We
collaborated with Unilever Food Solutions

to share our passion and tactics for how to
talk about your sustainability initiatives with
integrity and understanding of the target
audience in the food and drink industry.

Our team are spread out across the south east

of the UK and takes full advantage of our hybrid
working, but when we need to be in the office,
reducing our impact is key. Team members coming
in by train are picked up by team members en route
into the office, reducing individual car journeys
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RESET
GONNEGT
LONDON

This year at Reset Connect, we wanted to draw parallels
between planet health and human health.

The future of sustainable communication comes down

to truly understanding your audience and what drives

their choices. As our talk showed, it’s not about inflating
sustainability claims. [t’s about proving the real link between
how food is grown, packaged, and its functional health
benefits - whether that’s energy, mental wellbeing, or trustin
sourcing. Gen Z’s own data backs this up: they trust proof over
ambition. We want to help brands communicate that investing
In sustainability pays off, for the planet and for people.
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GUSTOMERS

Evaluates a company’s stewardship
of its customers through the quality
of its products and services, ethical
marketing, data privacy and security,
and feedback channels.

In addition, this section recognises products or services
that are designed to address a particular social problem
for or through its customers, such as health or educational
products, arts & media products, serving underserved
customers/clients, and services that improve the social
Impact of other businesses or organisations.




WHAT WE DID

Charity Clients
& Rates

As part of our ongoing commitment to support
charities, not-for-profits, fellow B Corps and local
businesses, we offer up to a 20% discount on

our agency rate card across all projects from ad
campaigns to branding projects and digital support
to strategy reviews.

When able, we flex our resources to allow the team
to work on pro-bono projects, like our creative
partnership with Demelza Charity.

We launched two new monthly newsletters:

one for Food & Drink, one for Charity, Non-Profit

& ESG. Giving our clients and wider professional
community a reason to look forward to their inbox.
Each issue serves up three curated picks under
Knowledge, Inspiration and Recommendations:
articles, news, reports and a podcast or two worth
their time. It’s our way of sharing what sparks us,
keeping our sector expertise visible, and giving
something useful back, month after month.

Fireworks & Ignite
Product Studios

Within the skillset of a creative agency, we have
been able to nurture two specific areas into their
own offering. Our Ignite Studio offers comprehensive
strategic services that can help brands understand
their audience better, find their unique voice in the
industry and achieve business success with growth
planning. Our Fireworks Studio takes this thinking
online, covering the detail of paid and organic social
and traditional digital services.
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NEWSLETTER

|.THir.|ﬂl
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WELCOME TO OUR
CAMPFIRE NEWSLETTER!

Welcome to our campfire newsletter, your monthly 5-minute
digest from us at Catch A Fire to keep you in the know with key
issues in the world of ESG, sustainability, innovation, brand

purpose, communications and more.

Subscribe Now

Knowladge

Charities can now market like commercial brands
(almost)

This year we launched two new monthly newsletters, one for
Food & Drink, one for Charity, Non-Profit & ESG. Two sectors
we know inside out, two audiences we wanted to give something

genuinely useful to.

Each issue serves up three curated picks under Knowledge,
Inspiration and Recommendations: the articles, news and reports
worth your attention, plus a podcast or two worth your commute.
No filler, no hard sell. Just the things that sparked something for us,
passed on to the people we think will get the most from them.

It keeps our sector expertise visible, keeps us in useful
conversation with our clients and wider professional community,
and gives something back, month after month.

I
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Plant-based dairy beats meat alternatives, but why?

Plant-based dairy is still finding its way into baskets because it slips neatly into
averyday riluals: coffee, cereal, smoothies, breakfast. Plant-based meat has

had a harder ride, partly because it asks paople to swap the centrepiece of a
maal, which comes with bigger quastions about tasta, trust and habit.

A usaful reminder that behaviour change is easier when it feels like a small
upgrade, not a total lifestyle overhaul.

The UK’s first sugar-free TV Easter

The naw LK HFSS rules, which came into force sarier this year, meant Easter
TV lost ite usual daylime chocolate advertising blast. Confectionery and snack
TV spend almost halved year on year in the run-up to the celebrations. A look
imto the future and how marketers' media mix will change drastically, and the
pivol away from product io a brand focus.
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202526 Goals

Grow Rotterdam office to
be fully cross-functional
and further reduce
travel.

We’ll continue to evolve our Rotterdam hub into a fully cross-functional
outpost. Bringing together creative, strategy and client services to serve
clients locally. This expansion will help us reduce air miles, support greener

client servicing, and grows our presence in mainland Europe, all while staying

true to our ethos of working better for the planet.

New skills and role open in the regional office.

Continue to workon
and improve our
eNPS score.

Our people matter. That’s why we’ll continue tracking and improving our
eNPS score, listening to the feedback, acting on the insights, and ensuring
our team culture grows stronger with everyone. A better workplace means
better work, and a more engaged team sparks greater ideas for us and our
clients.

Our eNPS score has moved into the positive on a regular basis,
but key sub areas still need improvement.

Become a stronger
partner in the B Local
Kent group.

As a member of the B Corp community, we'll continue to help B Local Kent
thrive and grow. Sharing more knowledge, creating community events, and
championing businesses. From events to mentorship, we're committed to
building connections that help amplify the impact of the B Corp movement
across our region.

Have attended all B Local events in 2025/26 and
provided pro-bono design support to the team.

Have 20% of our revenue
be from tier one clients
within 3 years.

We have a client spectrometer, to guide us to the right partnerships and
decide who we should be working with, and importantly, who we shouldn’t.
Now we’re dialling up our ambition. Within three years, we want 20% of
revenue to come from tier one clients. Those solving real problems for
people and planet. It’s not just growth... it’'s growth that matters.

We continue to prioritise new biz action towards tier 1 prospects,
as well as drive growth from our current clients. Current split: 2%




202526 Goals

Refocusing the
agency positioning to
Food & Drink, ESG, and
Non-profit sectors.

Focus sharpens impact. We will refine our positioning around three core
sector; Food & Drink, ESG, and Non-profits. This helps us offer deeper
expertise, better creative, and more tailored support to the kinds of brands
we believe in most. Fewer hats. Better fit. Bigger impact.

External and internal communications, offerings and positioning
now reflect our focused expertise.

Utilise more shared
working space

to decrease
environmental impact.

Less space, more purpose. We're planning to reduce our permanent office
footprint and make greater use of shared workspaces. This would see our
content production hub be moved to a share space which lowers our carbon
impact, and keeps us connected with likeminded businesses without
compromising collaboration or creativity.

We have successfully moved our content production studio
into a local share working space.

Become a bigger part
and supporter of global
sustainability events
and initiatives.

We’'re turning up the volume on our sustainability voice, committing to
bigger presence and active participation in global environmental initiatives
and events. Already taking up talking slots and attendance at London
Climate Action Week and New York Climate Week but we want to build on
this. Whether speaking, sponsoring, or simply showing up, we’ll be there to
learn, share and advocate for better.

We returned to support London Climate Action Week with a stage talk and
stand at Reset Connect 2026, as well as quarterly attending other industry
events including the Net Zero Summit.

Introduce new work-life

balance practices across

the agency.

Because good work starts with wellbeing and a good work life balance, we
are planning to introduce new practices that promote a healthier work-life
balance. From flexible hours to make things just that little easier, mental
health support proactively not reactively. Our aim is simple: to make
Catch A Fire an even better place to work, live and thrive.

We introduced a new work-life balance team who implemented a range of
new policies and ways of working to help everyone including more flexible
office days and downtime learning and events.




NEW GOALS 2026/27

O

Keep pushing towards
20% tier one revenue.

Our client spectrometer keeps us honest about who we work
with, and who we don’t. We're now at 2% of revenue from tier
one clients. Brands that are solving real problems for people
and planet. That leaves two years to reach 20%. It means
being deliberate about the briefs we chase, and braver about
the ones we turn down.

O

We’ve supported B Local Kent grow from a fledgling group
into a genuine network. Now we’ll take on more, leading a
working group that focused on ‘fair work’, sharing knowledge
and best practice with employers and employees in the
community. The range of working groups look to build
support for the Better Business Act, the campaign to change
UK law so every company considers people and planet
alongside profit. Local businesses, national change.

2,

Our Netherlands hub is finding its feet. Next, we broaden
the skills on the ground so Rotterdam can offer everything
our UK office does... creative, strategy, digital and

client services, delivered locally. Fewer air miles, faster
turnarounds, and clients served by people in their own time
zone. A second home, not a satellite.

5

Tighten our own
brand positioning.

We spend our days sharpening other brands. This year we
turn the lens on ourselves. A full review of who we are, what
we do and, most importantly, who we do it for. It should
give us clearer sectors, a clearer proposition, and a clearer
answer when someone asks what makes us different.

3

Our score tells us the teamis in a good place. Holding

it is the baseline, not the ambition. We'll keep tracking,
keep listening through OfficeVibe and our Cultural Spark
Teams, and act on what we hear rather than file it.
Where the feedback stings, we'll say so openly.

Better workplace, better work.

6

Food & Drink is one of our core sectors, and we've built real
expertise in food communications, food systems and the
ways brands can shift them. That knowledge shouldn’t sit
inside the building. We’'ll find more platforms, talks, panels,
partnerships to put it in front of the stakeholders best
placed to use it.



NEW GOALS 2026/27

O

Reset Connect at London Climate Action Week has become
a fixture for us. We want more of it. More speaking slots,
more sponsorship, more stands, and more reach beyond
climate into food, ESG and non-profit. Turning up is how
conversations start and partnerships are found, and real
change can begin.

O

We have an Al policy but so do many other good
businesses, we need to make sure this important tool
is used ethically. The next step is transparency. We'll
publish a clear public statement on how we use Al in
our work, alongside a review of the providers we rely on
and their ethical and environmental credentials. Clients
deserve to know what sits behind the work and how it’s
benefiting them.

8

Accountability, Collaboration and Empathy have served
us well, but values should evolve as the agency does.
We'll review ACE alongside our wider agency values,
testing whether they still reflect our mission, our purpose
and how people actually work here. Built in collaboration
with the team rather than just handed down. Words we
can hold each other to and help push us onwards.
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Another year, another chapter in our B Corp story and this one was
all about consistency. In a year that threw plenty our way, we chose
to stay the course, back our craft, and let steady progress do the
talking. It clearly worked: double-digit growth, standout creative
work, and a stage at Reset Connect to share our thinking on selling
sustainability with integrity.

. _ . e ([
None of it happens without our team. Whether it’s living our ACE S N U_“”

-

values, showing up to industry events and bringing the learnings bl =
home, or simply getting stuck into the day-to-day with grit and good =/ "
humour, you are the fire that keeps this agency burning.

To our clients, thank you for trusting us to push further, think
harder, and create work that matters. Whether through our . | = R
newsletters, our campaigns, or the conversations in between, we Ay - . - | ,: ...m;,,mf*w _
hope we’ve given as much back to you as you've given us. o " : ./ NS

And to the families and friends supporting our team behind the
scenes... thank you. You make the consistency possible.

Here’s to building on it in the year ahead.
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About this report or Catch a Fire’s
B Corp mission, please contact:

theteam@catchafireagency.com

Ben May - Senior Marketing Manager

ben@catchafireagency.com




