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Sugar

Energy use

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

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

Emissions

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

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

Water

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

Group progress

Yo

reduction in water intensity ratio between
FY2021and FY2022

11%

of all our energy is now from renewables

Total conventional (grey/fossil) energy

consumption in kWh
Since FY19: +5%
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UK adults claim to have full

knowledge of Al

38%
UK adults sill cannot
correctly define Al

33%
failing to see the impact in
daily life

3%
claim to have full knowledge of Al
applications in the real estate industry

UK adults least trusting of Al to control a vehicle

Distrust Trust

Control avehicle

Diagnose a health problem

Support decision-making in financial investments

Improve customer service through chatbots and virtual assistants

T .

Predict future trends and outcomes accurately

Generate creative content such as art or music

Assistin legal research and analysis

Provide personalised recommendations for entertainment or shopping

Enhance cybersecurity and protect against cyber threats

Facilitate natural language understanding and transiation

[ 2% | s

Trust in AI's capabilities - a blend of
confidence and scepticism

In arenas perceived as lower risk, there exists

a prevailing trust in Al. Notably, over a third of
respondents (36%) - the most of any specific

life activity - trustin Al's aptitude for capturing
personalised entertainment recommendations,
acknowledging its capacity to enrich leisure
pursuits. Similarly, a significant proportion (33%)
trust Al to refine customer service interactions.

However, within specific domains, scepticism
persists. A noteworthy two-fifths (41%) exhibit
doubt regarding Al’s competency in diagnosing
health ailments, underscoring the indispensable
role of human expertise in healthcare contexts.
Likewise, the prospect of Al assuming control in
vehicular operations elicits heightened distrust,
with a significant 56% expressing wariness in
surrendering authority to artificial intelligence.

Notable lack of awareness regarding
AT's integration within the real estate
sector

Contrary to popular belief, the integration of Al into
the real estate sector is not unfolding at breakneck
speed. This absence of cognisance is particularly
striking, with a meagre 3% of UK adults professing
to possess comprehensive knowledge concerning
Al's multifaceted applications within the real estate
sector, and a substantial 71% of respondents
indicating their unfamiliarity with Al's involvement
in real estate operations

2,000 UK adults were surveyed in
April 2024 by pollster, Opinium

52— 9%

UK adults claim to have
full knowledge of Al

38%

UK adults still cannot
correctly define Al

33%
failing to see the impact in
daily ife

3%

claim to have full knowledge
of Al applicationsn the real
estate industry.



Corporate Services Introducing the
Contract Local Management Team

@ London Borough Liberata
of Hounslow

Council Tax Collections: Hounslow Performance vs London

Liberata is committed to

Key Performance
Indicators for full

year 2021/21 and
mid-year 2022/23

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

Added

Value 14 million

nal income generated

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

Single Person Discount
Reviews

Understanding and
Aligning with
the Council's Vision

Benefits Performance: Supporting the Financially Vulnerable
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The Reinvention of Loyalty

How technological change and evolving consumer behaviours
are transforming the loyalty industry

SUMMER 2026

The Reinvention of Loyalty — A Currensea white paper

Chapter 2

The challenge posed to traditional
loyalty models in Europe

By comparison to the
US market, the UK
and European loyalty
market for airlines
and hotels is much
less mature, with
significant scope for
further penetration

BAis the stand out exception in the UK. This
June, BA's owner IAG set ambitious growth
targets for its loyalty division operating Avios,
aiming to almost double operating profitto
€1 billion within five years, highlighting its
importance as a standalone profit maker.

In fact, the scale of take-up of ts loyalty
scheme has, at times, forced it to recalibrate
the proposition - most notably through
recent changes to benefits such as lounge
access, where these had been extended
t00 widely.

However, in Europe, the vast majority of

the airline and hotel industries have not
come close to matching the success and
penetration of BA.

This was reflected in how competitors like
Virgin Atlantic launched ‘points-matching’
offers, through its ‘Save Your Tiers’
campaign, to poach disaffected

BA customers.

One of the most effective ways to
drive customer loyalty is to secure a
top-of -wallet position.

Brands do this by incentivising customers
to use their co-branded card — typically
a credit card — as their primary payment
method. This, in turn, reliably drives
higher spend.

United Airiines recognised this in the recent
overhaul of its MileagePlus programme

to further reward travellers who carry a
United co-branded credit or debit card,
while dialling back mileage earning for
members who do not.

This co-branded payment card model was
pioneered in the US - and here the UK and
Europe lag behind in terms of adoption
again, for two reasons.

The firstis regulatory. Merchants pay
interchange (or ‘swipe’) fees on each card
payment they accept.

In the UK®
are still not part

of any airline

loyalty sch

are not part
of any hote
Ic s

e in freque

‘The Reinvention of Loyalty — A Currensea white paper

Chapter 1
The rising popularity and significance
of loyalty programmes

Recent geopolitical
shocks and inflationary
pressures have
compounded a
long-term squeeze on
consumer spending.

The Reinvention of Loyalty — A Currensea white paper

Co-brand debit cards have unique benefits over credlit
cards - a faster route to market, limited regulation and a

broader pool of potential cardholders.

The UK has shown that the concept quickly gains

That squeeze has been mitigated in the ailine
and hospitality industries by a weighting towards
‘wealthier consumers and an apparent willngness
by consumers to ringfence their high-value
discretionary spend on travel®.

But the reliance on discretionary spend, recent
disruption to international travel and the prospect
of rising input costs from fuel supply constraints all
pose potential threats to these industries.

The battle between brands to attract consumer
spend i ing. Brands increasingly need to
use loyalty - driving techniques to further engage
with their customers.

These techniques are already most

well-established and sophisticated in the airline.
and hotel industries.

Lufthansa saw a

161%

increase in enrolment in its
Miles & More offer from 2021 to

2024.
But to weather the storm in uncertain times, these
brands must drive ever deeper engagement with
their most loyal customers. This can be seen in
the rapid growth of airline and hotel groups' loyalty
schemes in recent years.

‘The consumer might get some of that back,
as credit card rewards, or as cashback on
debit spending.

In the UK and EU, interchange fees have

been capped at roughly one-tenth
of the US level since 2015,

acceptance once people can see the strength of the

co-brand proposition.

The key is deciding whether to appea to the broadest

‘That means lower fees for
merchants, but also lower
rewards for card users.

possible market or to double~down on your most loyal

existing members.

Rob Burgess.

Editor at Head for Points, the UK's biggest frequent flyer

and business travel website

Toillustrate the impact of
interchange fee caps on the
rewards card market: just over a
decade ago, there were 750 MBNA
credit cards available in the UK.
Today there are zero.

The second is cultural. The.
proportion of people with credit
cards is lower.

Delta has seen a IHG One Rewards has grown to

more than

50% 160m

increase in Skymiles
membership from 2017 0 2024, members.

Global precedents show
that a cardholder will stay
2x and spend 2x on brand

vs. a non cardholder
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Chapter 3
The threat of Al and payments
disruption to the loyalty market

Chapter 4
The answer: multi-bank
loyalty debit cards

To fully realise its
growth potential,
the European loyalty
industry must also
navigate major

Hotel and airline groups' loyalty offerings have
become bigger and higher-margin parts of their
overall business. Al agents won't disrupt lights or
overnight stays. You will still travel by plane and sleep
in a hotel room in the Al world. But they will transform
every aspect of the booking process.

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

The ideal solution is
a payment product
that turns European
consumers' everyday
spend into always-on

As detailed in Chapter 2, credit cards cannot
be the answer in Europe, for both regulatory
(low interchange) and consumer-behaviour
(debit vs. credit) reasons.
A co-branded debit card is the solution in
the UK and Europe, guaranteeing:

Large share of spend

No reliance on borrowing - which affiuent

credit card holders don't do

Fewer than 1 in 50 Britons switch banks
every year®. Only 5% of Britons use a
secondary bank account for daily spending.

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

These effectively transform all major bank

How Currensea works

Guaranteed merchant acceptance current accounts into rewards cards.
Limited competition - rewards on debit
spend are rare

Easy marketing - fewer advertising
restrictions than credit cards

technological changes
taking place globally.

brand engagement,
and that's resilient
to agentic Al and
payment disruption

And its particularly true where brands rely on their
customers earning intermediary points currencies
{e.g. Rev points, Amex points) which they can then
redeem with them or many of their competitors.

ti-bank model allows cardholders to link
ard to their existing bank account - 1
h account, top-up o

Currensea's co-branded multi-bank debit
cards drive customer loyalty and address
the emerging challenges facing brands'
loyatty programmes by:

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

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

'« Ensuring high take-up and use, because
they allow co-branded cardholders to
link their new card to their existing bank
account, avoiding the usual debit card
pitfall of requiring consumers to open and
switch to or top up a separate account,

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

booking process.

The difficulty of convincing users to switch
or open a new account limits growth,

The co-brand pu rand
benefitting from unrivalled eng

and driving customer loyalty.

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

Conclusion

Loyalty through integration

= Simplifying onboarding, with 93% of applicants
typically approved, maximising cardholder numbers
and avoiding brand- damaging application rejections.

= Maximising utiisation, with a debit (rather than credit)
offering that's preferred by European customers -
resulting in up to 7x more transactions per cardholder
than credit cards.

= Offering rewards that work for both brands and
consumers in a low-interchange environment.

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

= Delivering genuine loyalty in an increasingly
transactional Al world

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

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

HMRC. But there are significant regulatory and

loyalty programmes for
cconsumer-behavioural obstacles to displacing the card
European customers. payment rails for the bulk of everyday tap-and-go

transactions, particularly as card payments still have
the strongest offer in terms of rewards on spending,
lack of friction and consumer protections.

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

Apple Pay or Google Pay
places a greater premium

on cards that offer the

best rewards and therefore
sittop-of-wallet.

Currensea's annualised co-brand data shows that:

The top quartile of
spenders spent

£36.7k

On average, over

50%

On average, More than

17% 75%

of cardholders' spending o cardholders have used

was directly with the their card for spending

co-brand partner, e.g.on  abroad, and of those,

hotel stays the average number of
countries visited and spent
inis four

of cardholders' annual
Global brands Hilton Hotels, United Airlines, Marriott on their co-branded spending was on lodging,
Bonvoy and American Airlines have all launched loyalty Currensea card on dining out, ravel and
debit cards with Currensea, average leisure.

The emerging technology of
account-to-account payments has been proven in
the UK for use cases like settiing your tax bill with

Co-branded
ti-bank debit cards drive

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

emerging challenges




Elevating Abu Dhabi
on the world stage

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

% HAWTHORN

OUR PROGRAMME OF WORK

Measuring strategic success
through a rigorous impact
framework

To ensure our strategy supports ADMO's glabal ambitions, we wil use a rigorous evaluation
framework i ing beyond medlia metrics to measure real influence and trust,
through to tangible impoct.

INPUT

Aty e e v
deploying any comms or campaigns

AcTiviTY

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

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

OUTTAKES

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

The results: interview shores and views, report downloads,
invites to panels and events, search rankings, etc.

| meact

Real-world tongible impact such as measurable behaviour
or attitude change, like increased tourism rotes or
Chamber of Commerce autreach

INTRODUCTION

Hawthorn:
senior-led,
insight-driven,

and qlwqys oncall o Sepinood by o oo bech of

NO RE-BRIEFING, NO JUNIOR FILTERING,

& HAWTHORN NO DELAYS AND DISCRETION IS BUILT-IN.

WHAT THE DATA REVEALS

Performance is strong but
visibility is concentrated
elsewhere

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

b Dhobi — . Abu Dhabi i "

SHARE OF VOICE COMPARISONS ON SOCIAL MEDIA GLOBALLY

AbuDhobi Db Dubei Singapere Sherzhen Riyach

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

WHAT THE DATA REVEALS

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

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

OUR PROGRAMME OF WORK

TARGETED NARRATIVE KEY MESSAGES BRAND PROMISE
Bespoke sector narrotives, An overarching message, and Acredible, differentiated
reinforced by proof secondary messages with promise o ol audience,
points, tested and efined supporting pillars which sit which dofines the tone of
collaboratively with your under and qualify the brand allangogement, across ol

team. channels.
promise.

Narrative development

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

Articulates Can be tailored Is supported by

your value to different credible data

proposition cultural and third-party
‘environments validation

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

ABOUT HAWTHORN

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

perates in multiple languages including: English, Arabic, French, German, Sponish, Itaian,
othi and Bengoli

SENIOR LEADERSHIP ACcounT

AND OVERSIGHT MANAGEMENT

John Evans Tracey McLaine Harriet Goodman

CEO, Senior Counsel  Portner, Lead Director, Primary Lead

Jon Wynne-Jones Sarah Sands Floraine Van Der Meer

Partner Partner, Senior Stakeholder Engagement
Counsel Lead

Idil Oyman Kavya Sreenan

Partner, Litigatior Account Support

OUR SUCCESS STORIES

Our global impact

d 7% p o
He




Hawthorn Advisors for L&G
Ways of Working

15 MAY 2026

¥ HAWTHORN

We are Hawthorn

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

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

committed o being o

force for good in our local commurities

‘and helping build a better society for

the future. We support our stoff and.

commrnities through ambitious wellbeing
ives and charitable outreoch.

to help young people pursue careers in
communications.

We olso core deeply about our stoff's
wellbeing ond ondwe're
proud thot so many use their volunteer
days to support worthwhile couses.

¥ HAWTHORN

AN INTEGRATED APPROACH

MEDIA COACHING
To ensure your spokespeaple e prepared for engagement with media and andlysts, Hawthor
would develop and facltate @ three-hour mecla training session, tallred o individuol spokesperson
experience, that
1 Ensure your team s familor ond comfortable W Equip your executives with lnes to toke and
deploying the new uite of messoging when i
engoging with media, analysts and third.
parties (ol with dfering agendas,levels ‘advise on how 1o best tacke these.
of technical understonding ond advocacy
o the businss). 1 These sessions develop many tronsferable
skl beyond media engogement, that are
B Build and polish message delivery and ‘usefulin @ wide range of interactions ocross
interview controlskis and techniques. multiple stokeholders.
' Support in buikding confidence in your
. for authenticity and grovitas in
all communications - not only with media but
oll external stakeholders.

HAWTHORN ADVISORS

An Integrated Approach

DEDICATED IR AND AM TEAMS
Given this is @ new communications structure for two major divisions of L&, we will mintain
flexibilityin how we work, adapting and evolving our operoting model as the integration of the brief
matures, to ensure maximum delivery a every stog

By putting i place dedlicated teams for IR and AM — each with nomed divisional leads, and

the oversight of a Partner to ensure coherence across the combined brief — we willensure the.
commrications prioritesof each divison are fuly embedded into the wider integrated strotegy,
‘whilt olso alloving for effective standalone activations where appropriate.

The teom structure below hos been designed with the 60/40 AM/IR spitin mind. with resource
weighted accordingly. Citcal, both diisional leads report nto a single senior partner who would be
accountable for the whole programme, ensuring no duplication, no message conflicts and a genuinely
unified communications effort.

186 TEAM

Overall lead for Financial and
Investor Communications
Victoria Ainsworth

Senior Director

Division coordinator

ervil James Davey
Senior Director Senior Director
Institutional Retirement lead Asset Management lead

Hatty Spencer
Senior Consultant

HAWTHORN ADVISORS

We are Hawthorn

Founded in 2013, we serve an 75+
international client base out of consultants drawn from the
London, Abu Dhabi and New York. highest levels of media, poli

tics and financial services
Hawthorn provides strategic

communications advice to private and 1D
public companies, multi-nationals, languages spoken, across our
governments, fast growth businesses, ngual team comprising
family offices, schools and charities. 12 nationalities
10+
years advising over 70 clients
across 18 cities

The right team

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

Given this is a new

communications structure for
two major divisions of L&G, we

will maintain fle:

ity in how we

work, adapting and evolving our

operating model as the

integration of the brief matures,
to ensure maximum delivery at

every stage.

Bear James Davey

Associote Director Senior Director

Public Affairs Asset Monagement
lead

Ross Hawkins

Partner, Pensions and.

Corp Comms Financio Services
lcy Advisor

Institutional Retirement  Division coordinator
lead

Victoria Wallin
Partrer

Compaign




How to build a community using technology

We spoke to Antonia Fowles, Community

Manager at BLOK Bristol, about how she

uses Locale to simplify the day-to-day

operations of running a modern

commercial building,

Beyond streamlining tasks, Locale has also helped shift
v

ansforming it ntoa
enjoy visiting and want to share

Your investment

Essentials Advanced Pro Enterprise

unca [t lcontolnd s Pleose contoct s decty
St fom 50 mant

ContentPoge

Document Storage

Events Calendar

OccupierDatabase

Offers and Promatons

000000000

Web and Nobile s

Our story so far

Founded in 2005 by Guy Windsor-Lewis, we are an
award-winning, independent business deploying our
solutions to 80+ million sq ft of residential, commercial and
mixed-use UK property - unlike any player in this space.
Enviable portfolio
Having consulted on high-profie realestae technol

 King's Cr fol
Savils and FistPort, we have been retained by a s ofcints o
crucal o theiroccupier srategies oral commu
Enhancing communities

«ed by our digital-first approach to curating

ing
ith the people conny

Save time. Reduce admin.

Save your team over 100 hours per week managing your building smarter with Locale”

Save your team three hours per Halveyour tean's workioad witt ave your team three hours per
daywith elpdiesk Locale's delivery solution, saving th key management
solutions five hours automation

Meet your team

Qurin house team of experts are here to help you d he right building
management solution and answer al your questions,

Guy Windsor-Lewis Rob Maxwell
chi e Director, Strategy & Growt
g rob@localecouk

Dan 0'Gorman James Borg.

ChiefProd: e onsultant, Strategy & Growth
dan couk G

locale.couk  info

Optimise yourviitor experience

ve five hours

Luka Bartlett
Senor Consultant, St

luka@locale co.uk

Rebecca Tompkins

gy & Growt!

2025 Locale at a glance

50% 10% 40%

commercal  mixed-use  residential

20 years SO

> Cosamersatstacton ratng
92%
25+ staff
working together to bring clarity and 75%+
raghtio utdngmansgement Clonts sy Locae deverson
e

80 million+ sq ft

of UK eal estate s have stayed with s

40,000+ 75%

properties use Locale clents use Locale dally

Advanced calendars

Promote your events and activities online, with a personalised building.

calendar.

Day, week, month, agenda views
what's going o this

Boost occupier engagement

Specify who can see your events

‘Seamless integration with other calendars

import your calendar feed into Google Calendar, Apple Cal, Microsoft Outlook,

andmore

Save all amenity bookings

Anybookings made will be synced with the calendar so allinformation s the.
al

same across the entir

dlove the opportunityto
Demonstrate Locale in action

Tailored walk-hrough of modules relevant to your buiding and
occupier needs

Pilot the platform

Launch a low-isk trialin one of your buildings or community areas

Refine the solution to fit your strategy
T e e e

Vist us on Linkedin: wi
ocale.co.uk | info

LocaleLtd ©2025

‘Share feedback on this presentations

Contactus
o1

Book a Locale demo:
0]
=i

locale.couk/back-demo
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BRIGHTON PIER

Task Force on Climate-Related
Financial Disclosures Report

plavic

Ataglance

Totoomissions (scope 1
Scopa 2ication-based)

Totoomissions (scops 1
Scope2marke-based)

The Board Risk and ESG Committee

Board of
Directors
it mmiso Speen

Executive Summary

100% of
energy

CEO Statement
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Measuring our emissions

AtaGlance

Targets set

single use
P Carbon neutral
Scopel2

by2040

Jantity Scope 3 ami
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About the Brighton Pier Group

EBITDA of £13.8 million er
(2021:£47 milion) e

rghton Poloss e welcomes ove o vetors

Earnings per share of 17.1

Measuring our emissions

Ataglance

Targets set Key risk areas

category Potentialrisks

Transition o . Corbon tori

Reputatonai

Strategy

Disclose the actual and potential impacts:
of climate-related risks and opportunities
on the organisation’s businesses, strategy
and financial planning T
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eduction in water intensity ratio between
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SHOTTON TIME

Steel Town The rise and fall

of newsprint

A Journey of
Transformation

2020s and Beyond:
New Beginnings

1895-1896

1967
Shotton Steel
and becomes

employing 12

1998-2011

Five decades of innovation

2020s 2025
. ase . ] ] e dern plar
e : ‘ 14,000 1969 =
£t [ d er Mill site will PEOPLE BURBERRY
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° ° Japer machine (TMi) Paper
The § re looks brighter waoazepen ERENETURGEYS Packaging =
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2021
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Managing Director

Executive Director

Associate Director

Senior Manager

Managing Consultant

Manager

Team Leader

Neil Wilson

Alison Burgin

= N
=@§
/@

Clacket
Lane

Managing Consultant Central Government
(Maternity leave)

Ogetay Akman
London In-house T

Adam Maurer Colin Loth
Legal Financial Services P London P (C&)
Charlotte Williams
Birmingham Temp
(Private Practice/Public Sector/In House)
L

y ¥ (Maternity feave)
Layla Jackson
Manchester P (Private Practice)

Maureen Ford
Leeds P (Private Practice)

Amanda Salaam Sharon Phillips
Leeds T (Public Sector/C&) Public Sector/C&I T

Leeds T (Private Practice)

Nadim Baig
Charlotte Butterfield Bristol T&P
London Inside T (Private Practice) (Private Practice/Public Sector) Anne Noon
London Outside T (Private Practice) 2 London Outside T (Public Sector)
London Legal Accounts T&P London Inside T (Public Sector)
Private Practice P Sophie Scott-Martin Insolvency Service

j Victoria Rickeard

Catherine Watts

m==={ Insolvency Service

Account Manager

LOCALE

The Locale Group on the Elizabeth line

READING

469,192 5Q FT

MAIDENHEAD

IGH

SL¢

HAYES &
HARLINGTON

1,776,045 SQ FT

i
=
L

LIVERPOOL




" LONGEST
8578 MILES AL

15 hours and
25 minutes

e
MOVIEWORLD

Sydney, Australia

fisus varusblar
doloridioh utices vehicla wtid it

PEL% MWIE;W;D

CREATIVE b Sydney, Australia




1. The Fishing Lakes
To be adopted by local fishing clubs
i

‘hanted woodland and tranquil
lakeside trails
«Rich biodiversity

2. Linear Park
«Native and or

shrubs and p
Meandering pathway with expansive

atal flowering trees,

ennials

o Fragrant flowers and wild flower lawns.
« Footpathicycleway: also suitable for
mobility scooter u
«Quiet contemplative plac
«Safe Local Areas for Play’

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

[

2]

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

«Bungalows with wheelchair
accessibility

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

Linear Park and village

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

4. Park View Housing

#Self-build plots available

#Built to sustainable, efficient and
‘modern housing standards

ots with space 1o create flexible
homes to suit ocoupants' needs
ss to Knowle Park and
High Street

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

5. Parkland and Amphitheatre
«Part of over 60 acres of publ

space tobe given to Cranleigh
*Mature trees

«Outdoor music and theatre space
artfully sculpted into hillside
o Views

eMulti-functional open space, from
tobogganing o kite lying

6. Wildflower Meadows

«Diverse flora and fauna

«Haven for bees, butterflies and insects

*Quintessentially rural

«Peaceful seating are:

7. Historical Osier Beds &

Wetland Meadow

«Peaceful willow woodland

*Restored for potential wicker
harvesting

«Carpets of spring-time bluebells

Walkways in dappled shade

8. Arboretum
«Variety of trees and specimen
shrubs providing
colour variations
«Potential for sculpture trail
Managed by local trustees

sonal

9. New Lake and Island
«Timber jetty, decking, shelters and
picnic tables

gnificant water management benefits
al wildlife

«Enhancing and protecting I

©
-]

10. Adventure Play Area
vdland setting
«Children’s climbing equipment

Seating for parents

11 Car Parking
«Spaces for 60 cars

#Divided by trees and hedger
#Durable porous
«Convenient for Knowle Park and High St

rfacing

b}

B
L |
L |
e |

W
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Principal

and

T

. i
D
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to village centre

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

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

@ West Cranleigh Nursery.
© Knowle Park West

© Proposed park

Potential residential areas
Hewitts Industrial Estate
Little Meadow
Alfold Road to Knowle Lane
Land South of Amlets Lane
Horsham Road

Swallow Tiles

<<
craniecn R
Ly

= o

SUET Simouy

é‘!&%‘@‘g*’i‘“‘“ LR

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

AN

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

The Nurseries

222 5

Knowle Park East

435"

Knowle Park

60% "




100% of
energy

is procured
from renewable
sources

Up to 45% of the

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

2021 2022

Pier division

Key
progress
made

Carbon-neutral

biomass heating system

burns wood pellets to heat
facilities in Lightwater Valley

2021 2022 2021 2022

Pier division

our emissions

Scope 1 CO, emissions (tonnes)

Scope 2 CO, emissions (tonnes)

Total CO, emissions (tonnes)

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

Key risk areas

Golf division

1,386.7

1826.1

Single use
plastic
in food and
beverage
on the Pier
substituted for
vegware

Established

Scope1&2

emissions

2021 2022

Bar division

2022

276.4

1082.7

1,3591

23.0

Positive sentiment towards
renewable/low carbon energy sources

19%

EREN EMPLOYS

14,000

PEOPLE

IN 2022 EREN
GENERATED

2%

OF TURKEY'S
ELECTRICITY

BITLIS EREN UNIVERSITY

9,000

STUDENTS

350

ACADEMICS

4%

1969

EREN IS TURKEY'S

largest

MANUFACTURER OF
PAPER AND
CORRUGATED
CARDBOARD

27

COMPANIES IN
TURKEY

36

COMPANIES
GLOBALLY

13%

90%

EREN SECTORS

Energy
Port
Paper
Packaging
Cement
Textiles
Retail

2021

THE SHOTTON
PRODUCTION FACILITIES
IN WALES WERE
PURCHASED

I

49%

EREN RETAIL BRANDS

-~

3

BURBERRY"

LACOSTE

SAMNT

4

CONVERSE

JNAUTICA

SuperStep

A
()
House of SuperStep



T 302°C

Extreme temperatures

Scotland | D North Eost
228
B Cusoner S

£16.8k

North West Yorkshire

East Midlands
£17.4k

East

South West

London

3

4

South East

£19.5k

Salaries for PA and Customer Service roles by region

65% 6% 34%

commercial  mixed-use residential

March 2011

Move into our first office at
Piccadilly Place, Manchester.

March 2011 June 2011

First interim and permanent

candidates placed

place in the Lake District

May 2011 March 2012

FrazerFest 2 - Jan 2015 October 2014
Our second annual event takes 20 people

invest further in the business

FrazerFest 3 - Jan 2016
The third annual celebration takes
place in the Northumberland

June 2015
30 people

October 2015
We launch FJR World - our
CRM solution and internal
communication channel

September 2016
Nominated in the Prolific North
Inspired Spaces awards

September 2016
Naminated in The Drurmis Recruitment
Business Awards for Best Small

Graduate Recruitment Academy
Recruitment Business’

MUOR —°f T 1 o o
INTERVALS — TR o o
C : | Pod o |
|

I T T
o T T

Letters of support received by the council for Cranleigh’s proposed developments

YoveVVe
Y99 b4
444
89 KPI 27 Land South Of 23 Hewitts
Amlets Lane Industrial Estate

[Mo_JTu_Jwe Jrn JF Jsa [su Mo Jruz|we Jin JFr |
18 i) 20 21 24 26 28
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Reports, publications
and presentations

Information design,
maps and explanatory
diagrams

Brand systems and
identity design
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Reports
TRUST

Lo @0,
Al R ASB -
H tton Care ™ ALUMNI ASSOCIATION
UTTO Character
MW, CURVES the
e 8B(aéillenkOCh S . Z PROJECT @ travel
O ar 7N DESIGN vault
FAST o ™ . ier
RAck (PP LaRiveBio VK

Knowle Par.ky xlrtdgrfx H M H ]

INITIATIVE






23

Members to include
representatives from

PARISH AND
DISTRICT COUNCILS

FRIENDS & FELLOWS
OF KNOWLE PARK

LOCAL
INDIVIDUALS

LOCAL
ORGANISATIONS

Board of Trustees meet
quarterly plus
annual open AGM

O

Knowle Park

LEAF :

TRUST

LAND AND WATER

o

CHAIR OF
TRUSTEES

o5

CULTURE
TEAM

N

y
RECREATION

TEAM

o,
O
Q XY
“ '\'\'\'
7
EDUCATION HERITAGE
TEAM TEAM
A
N
ECOLOGY WELLBEING
TEAM TEAM

&

EVENTS
MANAGER

&

MAINTENANCE
TEAM

Teams contain a Trustee and team members and meet bimonthly.

: SIX BRANCHES

CRANLEIGH
COMMUNITY

FRIENDS AND FELLOV
OF KNOWLE PARK

FOR SIX FOCUS AREAS

3. The Bluebell woods

9

Knowle Park
TRUST

PARK TRAIL




PSYCHIATRIC PCC
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Locale logo for blue and dark backgrounds

Locale logo for white backgrounds
Primary Logo Secondary Logo

Care e LOCALE®

o %t Care
CharaCter Character

THE RIGHT PEOPLE FOR THE CARE SECTOR

bgé

RGB
63/139 /202

cMYK
74/36/0/0

HEX
#3F8BCA

Social Media Icons

Make sure there is at least a minimum amount of 100% black

space equal to the width of the ‘A" around the logo

ive Bio"



Gareth Rimmer

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

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

| can be emailed at
and you
can call me on

Recruiter? You can also view
or



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