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WHO WE ARE

WE ARE ECHO ASIA, BABA YAGA CONSULTANCY AND RIPPLE MARKETING.

ECHO ASIA Communications, an Asia-Pacific sustainability focused marketing & communication consulting firm who
partner with value-driven businesses to amplify their eco-social impact through strategic and integrated marketing and
communications. By providing meaningful & impactful digital, social, branding, and CSR solutions to corporates across
the region, the agency helps businesses achieve measurable sustainable growth. ECHO ASIA strives to be a dependable
companion to the Earth by ensuring every business decision is both innovative and socially responsible.

Baba Yaga Consultancy, a Certified B Corp™, incorporated in Hong Kong with operations spanning Asia and Europe. Baba
Yaga embeds environmental restoration and community reinvestment into its core business model. The firm addresses
the gap in traditional business management consultancy by providing accessible and affordable transitional support for
SMEs. By innovating its services to provide a visible return on investment, Baba Yaga empowers SMES’ owners to
embrace sustainability without compromising commercial viability.

Ripple Marketing is a marketing agency committed to an inclusive and sustainable future through value-driven marketing.
Specialising in branding, content creation, and growth marketing, Ripple provides creative and affordable solutions
specifically tailored for NGOs, non-profits, and social businesses. The agency’s mission is to empower impact-driven
companies with the tools they need to inspire global change.
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We identified a gap in the conversations that were happening around impact and
sustainability in Hong Kong. Most conferences were heavily focused on green
finance, ESG disclosures, and topics that are heavily focused on running businesses
in the same way that we do today, with more conscience.

Yet, we believe that models such as creating shared value, doing Business for Good,
are proven international models that create resilience for businesses and enables
true sustainability in business. Aside from the lack of awareness in this approach,
there is also a strong stereotype towards such approaches. Itis called “social
enterprise” in Hong Kong, and it means businesses that act like a non-profit and lack
business acumen — hence isn’t really serious business.

To shift the economy towards an equitable, inclusive and regenerative one, we
need to change that perception. We invited fellow c-suite and business leaders
from around the world that have a proven, successful business in their own sectors
to share their experience in a wide spectrum of business topics. When we called,
they all came. The selfless sharing is one of the traits of value-led businesses. We
help others to thrive so that collectively we can make a better impact.

That was how B:COMING was born.
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Everything we present s in present-continuous
tense because we believe b:coming is an ongoing
journey. Not a one-off meeting point.

: TH E EV E NT We want to create a space where we continuously

share experience and support each other to make
progress collectively, with an equal, inclusive and
regenerative economy as our destination.
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THE GATHERING POINT



HONG KONG’S FIRST VALUE-LED BUSINESS SUMMIT
9 IMPACT TOPICS ¢ 30 SPEAKERS ¢ 177 ATTENDEES ¢ 8+ GEOGRAPHIES




AEonoCRESATnS OVERALL REACH

B Og;frs B:COMING aims to reach as many stakeholders as we can to raise awareness
(e}
of and discuss how value-led businesses can create a more resilient business
and economy.

We believe we can make an impact by amplifying the message and raising
awareness to the wider business community.

S CURATING GLOBAL SHARING $ FACILITATING A MULTI-

Not-for-profit STAKEHOLDER GATHERING
24% 30 Speakers across Hong Kong,
Thailand, Japan, Singapore, Taipei, 177 attendees representing a range
UK, Switzerland, Dubai, Spain of local and global organisations. We

had a low (3.3% no show).

: RAISING LOCAL AWARENESS
R Media reach: ~13.2k unique local Social media reach: ~150k user
3 Corpgtln traffic on post-event press, ~700k ~ Views & ~45k user views on user
2% user views on overall event press generated content by speakers
. coverage. and supporting organizations*

*Estimations
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WHO ATTENDED?

B:COMING’s agenda was built around how to go beyond ESG compliance and
CSR, to lead by values and change the way businesses operate fundamentally.
Our core target audiences were decision makers and general management of
businesses at all sizes and sectors.

The summit’s sessions covered important topics that any decision maker
should think about to lead an organization with values first.

We invited speakers from various industries and geographies to share their
experiences and realities in their respective areas.

There were no self-promotion, no PowerPoints and sales pitches, just open,
honest, conversations about what works and what doesn't.
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MORNING AGENDA
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S () How do purposeful companies stay on mission?
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AFTERNOON"AGENDA

3

Ethical Supply Chains as a
Strategic Advantage
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‘ E What could our

i, " future economy
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What legacy will we
leave behind for our
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DIVERSITY AND
EQUAL VOICES

We believe the true value in conversations is
our diversity of thought. By sharing different
ideas and approaches with each other we can
spark new ways of thinking and inspire each
other to innovate. We intentionally tried to
create a diverse group of speakers and
participants so that we could catalyse such
types of conversations that we craved to have.

*The term "Chinese" is used broadly to encompass diverse regional
and diaspora groups, including Mainland Chinese, Hong Kong-
Chinese, Taiwanese-Chinese, and Malaysian-Chinese populations.

S DIVERSITY ON STAGE

Speakers at B:COMING 2026 edition represent current experience in building
and operating business across over 8 markets and three continents. 48% of
our speakers are of Chinese* ethnicity, 26% British, and the remaining 26% of
the stage was represented by American, French, Indian, Japanese, Swedish
and Thai panellists and moderators.

48% of the speakers identify themselves as female, and 52% as male.
74% of the speakers' age ranged between 30-50 years old, and 26% ranged
between 50-70.

Our objective for the coming editions is to increase the representation of
youth (under 30 years old) and amplify their views and voice as well.

e DIVERSTY IN THE ROOM

Whilst we did not collect participant data for
our first edition, we estimate that 63% of our
participants identify themselves as a female
and 37% as male; approximately 84% of the
participants are of Chinese* ethnicity, and

the remaining 16% represented by a diverse
range of expats and locals of various ethnicities.
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WHO BELIEVED
IN B:COMING

We received tremendous support from a community of
value-led businesses that share the same vision as us. These
included sponsors, both financial and in-kind, supporting
organizations that helped us spread the word and brought
their network on the day. Without these organizations,
b:coming would not have been possible.
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A RESPONSIBLE EVENT



B CORP™ : RESILIENT, ROBLIST, REWARDING
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MATERIAL TOPICS

® Procurement practice

o Waste management
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PROCUREMENT

PRACTICES

The most material supplier decisions we made were:

e VENUE

The event took place at and was generously
sponsored by the business environment
council (BEC) which is a Platinum Beam Plus
building. BEC’s mission to promote
environmental sustainability in Hong Kong
aligns with our value-led vision, and we are
very grateful for having their support to host
our event.

e COFFEE

Coffee BOATS generously served coffee across all
breaks with their sustainably sourced coffee and shared
their mission with b:coming guests. BOATS stands for
coffee based on a true story. Being a value-led business
itself, BOATS works directly with coffee farmers to help
them implement sustainable farming practices, and fair
trade. The five beans that they served told give different
stories of land restoration, community resilience
building and more.

¢ CATERING

We worked with ROOQT, a local restaurant that
focuses on sourcing local produces, and
committed in promoting a healthy, sustainable
lifestyle to its community. The caterer supported
us in realizing our low food waste policy whilst
showcasing authentic Hong-Kong flavours to our
international guests.
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PROCUREMENT PRACTICES (CON'T)

e WATER

A local premium water brand In Lieu generously sponsored our
participant’s water throughout the day. In Lieu has a mission to tackle
Hong Kong’s plastic bottled water problem by using aluminum cans for
its natural water. Their brand values aligned with our zero-plastic policy.

e WINE

Crushed Wine is a boutique wine bar in Hong Kong that curates wines
from wineries around the world that focus on sustainable farming
practices. Their sommelier introduced our guests to interesting wines
including the first B Corp certified winery.

¢ BEER

A circular solution to food waste in Hong Kong is Breers. Breers is a local
brewery that uses excessive bread sourced from bakeries to brew its
beer. Aside from aligning with our zero-plastic policy, the brand also has
unique flavours that bring Hong Kong bakeries to our guests drinks
creating a unique experience.

e GLASSWARE

Finally, we partnered up with Muuse to use their circular tableware
rental system for our coffee cups and wine glasses during the event to
support our low waste, zero-plastic policy. Muuse is one of the few
circular tableware solutions that have proven to be successful, as it
offersits clients a SaaS solution for both impact reporting and utensil
tracking to ensure a high return rate (of 99%)).
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WASTE MANAGEMENT

Waste management is a key impact area for large events. Wherever possible, our supplier decisions
were based on the ideals of hosting an event that has the lowest environmental footprint possible:

e GUEST BEVERAGES

We removed single use glassware by using a circular tableware rental system
for all the coffee and wine servings. Guests were encouraged to keep their cup
throughout the day and reuse it for refills.

Water and beer were served in aluminium cans. Aluminium has one of the
highest actual recycled rates in HK of up to 97%, and its recycling process
retains at least 95% of its original material, making it the most sustainable
option out of disposable beverage vessels.

e EVENT MATERIALS AND PROPS

We implemented a “Design-out-waste” approach for our event material. As much as
possible, our props were made to be reused by avoiding any year-theme sensitive
decorations and designing them to be easily disassembled for storage.

e GUEST LUNCH

Lunch was served in biodegradable cartons and cutlery.

By avoiding buffet style lunch and having a fixed menu, we controlled the portion

of food that the caterer needed to prepare so they could maximise the usage of
ingredients.

We avoided 13.5% of traditional event food waste by giving guests the option to

opt-out of lunch, with a reservation system we ended up with 6 portions
unclaimed.
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EMISSIONS

Category 4: Upstream transportation & distribution = Category 5: Waste generated in operations
=« Category 6: Business travel Category 7: Employee commuting
« Category 8: Upstream leased assets = Category 11: Use of sold goods
s Category 12: End-of-life treatment of sold products

Category 11: Use of sold goods Category 6: Business travel

Ground transfers

Group dinner

Event material

Drinks Staff meals
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GHG emissions: ~14t Co2e

The event does not have any Scope 1 or 2 GHG
emissions. Our Scope 3 emissions include:

Category 4: Upstream transportation and
distribution

Category 5: Waste generated in operations
Category 6: Business travel - 90.3%. Mainly
attributed to speaker’s flights and hotel rooms.
Category 7: Employee commuting

Category 8: Upstream leased assets

Category 11: Use of sold products - 6.6%. Mainly
attributed to food and beverages serviced at
the event and event material including venue
decoration and gift bags.

Category 12: End-of-life treatment of sold
products

*The flights and hotel of B.COMING speakers
have been removed from the graph to show the
rest of the data in a transparent manner that
would represent the key material emission
factors of an event.
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GIVING BACK

Critical lliness Pain Management
Caring Foundation

2

30% of our ticket sales were donated to the Critical
Illness Pain Management Caring Foundation, who’s
mission is to provide the intrathecal pumps and Intellis
Spinal cord stimulation devices for cancer patients in
relieving chronic pain during their treatment and help
patients reclaim their dignity and quality of life,
allowing them to once again embrace everyday
moments of comfort and joy with their families.
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FINANCIALS

Donation
2%

HOW B:COMING WAS FUNDED

Organizers
20%

Event Material
& Operations
17%
Ticket sales
9%

Speakers Travel

B Corp 73%

Community
Partners
15%

HOW WE SPENT OUR FUNDS

Our expenses were heavily impacted by the outbreak of the 2026 Iran War which exponentially
increased the travel portion of our expenses. Many of our speakers accommodated to the situation
by travelling with transits, downgrading their travel class and making alternative arrangements to

come and support us. We’d like to extend our gratitude to the speaker’s that did so.
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NEXT STEPS

In 2026, people showed us energy, eagerness to
collaborate and do more together. They craved
collective action and exchange.

22 April 2027 B:COMING 2nd Edition,

2x our impact with

More attendees

More networking sessions,

More involvement from B:COMING 2026 supporters
Highly relevant, high-quality content

BUT...

We do not want to be a once-a-year
feel-good meet-up.
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We are going to invite people that turned up to B:COMING to co-
create and make progress with us during the year in 3 target areas:

, together we become stronger: for existing value-led
businesses to find ways to collaborate during the year to increase
consumer, supply chain awareness on what we do differently and
why they should care.

, We become better: select topics that in hk we wish to
collectively improve on and share best practices with each other.

we will all be ready: working with unis in creating
programs for learning about value-led business, giving students a
platform to present their work at the next event and creating long-
lasting change in our society.

B:COMING
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DATA SOURCES

Emission factors

Flights: https:.//icec.icao.int/

Hotel: https://www.hotelfootprints.org/

Ground transportation in HK: https:/www.cityu.edu.hk/aerc/cft/booklet/Guidelines%20E.pdf
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