GLOBAL COOL FOUNDATION

TRUSTEES’ REPORT
For the year ended 30 September 2010

The Trustees, who are also directors of the Global Cool Foundation (also referred to as “GCF” or “the Charity”) for
the purposes of the company law, submit their annual report and the financial statements of the GCF for the year
ended 30 September 2010. The Trustees confirm that the annual report and financial statements of the Charity
comply with current statutory requirements, the requirements of the Charity's governing document and the
provisions of the Statement of Recommended Practice (SORP) 'Accounting and Reporting by Charities (revised
2005)'".

Objectives

In setting out the Charity’s aims, objectives and future plans, the Trustees have paid due regard and given careful
consideration to the Charity Commission’s guidance on public benefit. These are reviewed annually by the Board.

The objectives of the Charity are to:

* Promote for the benefit to the public the protection of the world's climate systems in such parts of the world
and by such charitable means as the Trustees may from time to time think fit;

* Advance the education of the public and interested parties in effective reduction of greenhouse gases and to
promote and carry out, for the public benefit, research into the effects of climate change and to publish and
widely disseminate the useful results of such research.

The Charity’s main work to achieve the objectives is:

* Inspiring and enabling low-carbon behaviours in the public. This constitutes the overwhelming maijority of
our activities, and the campaign is called “Global Cool”.

We have also raised funds to meet the objectives through:

e The education of children in primary schools in the UK about climate change. We have raised funds for
Project Genie (described below), and

Rolling out low-carbon technologies in less developed countries. We do this through grant-funding
SolarAid in Zambia.

How our activities benefit the public

All of the Charity’s activities are conducted for the benefit of the public and no fee is administered for participation.
The Global Cool campaign specifically targets a particular segment of the public - ‘the Now People’ (see below).
They are highly influential and so Global Cool's activities are universal. The benefits of our campaigns are
unrestricted and global: through the protection of the Earth’s climate system by reducing people’s carbon
footprints.

Inspiring and enabling low-carbon behaviours in the public — For the Global Cool campaign, we plan, develop
and deploy several campaigns each year which aim to inspire the ‘Now People’ to take up low-carbon behaviours.
The benefits to those that do so are both economic and environmental: many low-carbon behaviours, such as
improving energy efficiency at home, save the individuals money; and all our initiatives help to save carbon.

The education of children in primary schools in the UK about climate change through our grant-funding of
Project Genie - Project Genie aims to inspire and empower children to reduce their carbon footprints, whilst
encouraging others, e.g. their families and communities, to do the same. This too helps protect the Earth’s climate
system.
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Rolling out low-carbon technologies in less developed countries through our grant-funding of SolarAid in
Zambia - This programme aims to help Zambia develop with relatively low carbon-intensity. The programme
installs solar power and trains local entrepreneurs to: create jobs; bring economic and social benefits through
electricity (e.g. holding adult education classes after dark; storing vaccines in reliable fridges); and reduce carbon
emissions.

Structure, governance and management

GCF is a company limited by guarantee with charitable status. The governing document of GCF is the
Memorandum and Articles of Association.

There are currently no restrictions on the terms of office of the Trustees, though the Trustees intend to introduce
these. The power to appoint new or additional Trustees rests exclusively with the Board of Trustees (also referred
to as “the Board”) and requires a maijority decision to take effect. Prospective Trustees are briefed on the nature
and work of GCF, invited to meet the Board and if the Board approves, appointed at the next Board meeting.

We would like to record our sincere thanks to James Cameron who stepped down from the board. James made a
great contribution to GCF and remains a close, if busy ally. We would also like to welcome Melba Foggo as our
new treasurer and Bill Lord who strengthens the Board’s expertise in media and communications.

GCF continues to employ Caroline Fiennes as Executive Director on a permanent basis. The Board is delighted
that Caroline has been made a London Leader by the Mayor of London, and given a Shackleton Foundation
Leadership Award.

Decisions surrounding the day to day running of the Charity are the responsibility of the Executive Director. The
limits of her authority are laid out in the Delegation Agreement between the Executive Director and the Board of
Trustees. Any decisions beyond this are made by the Board.

The Executive Team has been much strengthened by the appointments of a Creative Director and Commercial
Director. In addition various other staff have been hired to support the work of the Executive Director, the
Commercial Director and the Campaign Director.

Risk Assessment

The Trustees have considered and assessed the risks that may be involved with the Charity’s activities and a
system is in place to review and manage these. The Trustees are satisfied that

the risks are appropriately managed, and that the benefits to the public, through the protection of the world’s
climate system, far outweigh these. Measures taken to reduce risk include having insurance cover in place and
keeping the finances of all our activities under close review.

Use of Volunteers
Volunteers are very important to GCF. They are involved in all aspects of our work, including research to underpin

strategy, our campaigns and our fundraising. We have three types of volunteer regularly and freely giving their
time: -
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1. Our Advisory Committee. This comprises the following members (in no particular order) :

Professor Mark Maslin

Chris Rose

Dr. Jack Kreindler

Professor Hugh Montgomery

Steve Machin

Pat Dade

Juhi Shareef

Simon Retallack

Mike Ormond

Alison Tickell

Mike Mathieson

Richard Rawlinson

Bryony Boyle

Amy Sample-Ward

Professor Mark Maslin is Head of the Department of Geography at University
College London and the Director of the UCL Environment Institute. Mark is a
leading climatologist with particular expertise in past global and regional climatic
change.

Chris is a Director of Campaign Strategy Ltd. His clients include the Environment
Agency, Natural England, National Trust, Greenpeace International, the Cabinet
Office, Unilever, WWF International, UNICEF, Amnesty International, BP, and the
BBC.

Jack is an expert in medical behaviour change. He founded the Centre for
Health and Human Performance, an exclusive centre of a multi-disciplinary team
of specialists working together for the health and well-being of their clients.

Hugh is a medical professor at University College Hospital, and a director of the
UCL Institute of Human Health and Performance. He is also an award-winning
children’s author and is a founding member of the UK Climate and Health
Council.

Steve has extensive experience of the live music industry, and an unrivalled
network of contacts, having previously been Head of Music Services for
Ticketmaster Europe and Vice President for International Business Development
for Live Nation’s Ultrastar fan-club business.

Pat Dade is Director of Cultural Dynamics, a firm with internationally recognised
expertise on human motivations and their applications to communications and
behaviour change programmes.

Juhi Shareef has many years’ experience in sustainability in the events and
creative/cultural industries, including music, theatre, film and design.

Simon is the former head of IPPR's Climate Change team. Now Head of Strategy
at the Carbon Trust, he specialises in climate change policy and has written
about most of the world’s other major environmental problems.

Mike has 20 years experience in the I.T. industry working for companies such as
Mars, Mercury Interactive and, currently, as Developer Evangelist at Microsoft in
the UK.

Alison is founding Director of Julie’s Bicycle, which is a coalition of industry,
science and energy experts who are working to create a low carbon future for the
music, and creative industries.

Mike Mathieson is co-founder and CEO of Cake, a creative communications &
brand entertainment company with clients as diverse as Ben & Jerry's, Motorola,
Agent Provocateur, Penguin Books and Unilever.

Richard is a Director of Booz & Company, the global consulting firm. He has
deep experience of corporate and marketing strategies, having advised leading
global firms for more than 20 years. Richard served as a member of the UK’s
Competition Commission.

Bryony is a sustainable development professional with experience working in the
private, public and third sector. She is currently a project manager at the
Thames Gateway Institute for Sustainability

Amy is an expert on how non-profit organizations can use social media
technologies. She is the Global Builder for NetSquared and in 2009 was
commissioned by Nesta to co-author ‘Social by Social’, a handbook in using
social technologies for social impact.
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Michelle studies the human dimension of energy use: behaviours, social
influences and the interaction of these with technologies and buildings. She is

Michelle Shipworth currently a researcher on the EPSRC/E.ON Carbon, Control and Comfort
Consortium, which includes the extensive monitoring of the energy performance
of buildings.

Maxine Hamilton-Stubber !Vlaxme is one of London_s leading osteopaths. She is passionate about
integrated health and well-being.

2. Our mid-career volunteers — e.g. people active in strategy consulting and market research. They work for GCF
for typically %2 - 2 days per week around their professional activities, and bring tremendous skill and networks.

3. Our graduate interns, who volunteer with us typically for 2-3 days per week for 3-5 months. They work on
research, administration, editorial and graphic design.

We aim to give all our volunteers a great experience and development opportunities in return for their time and
work.

Of course, all our Trustees also give their time freely.
Approach

GCF aims to reduce carbon emissions through encouraging and enabling individuals to live low carbon lives. We
do this by working with partner organisations, brands and experts to run campaigns.

Activities
1) Inspiring and enabling low-carbon behaviours in the public (the Global Cool campaign)

GCF has continued to develop and run public campaigning activity, which uses the name Global Cool. During
2009/10 we ran three successful campaigns, and at the end of the financial year, have one more in detailed
planning ready to launch at the end of October 2010. GCF is also in discussions with several organisations and
brands about future partnerships, activities and campaigns which will help us to deliver significant scale in the
future.

"Global Cool does a great job" — Leader of the Opposition, Ed Miliband MP

"l think that Global Cool is tackling one of the most important challenges facing humanity. I've
been very interested to hear about the work you do. | think what Global Cool is doing is
brilliant." — Dame Suzi Leather, Chair, Charity Commission

“This is a fantastic organisation working to help people find ways to save energy and be
greener without sacrificing the things they enjoy” — Boris Johnson, Mayor of London

Audience

In our work to save carbon by changing the behaviour of the public, Global Cool deliberately focuses on people
who are least engaged in environmental issues and the least likely to have responded to climate change
communications to date. That is, we are deliberately seeking an ‘unserved need’. We are advised in our choice of
consumer segments by leading market researchers. We target ‘the Now People’ - a segment identified by the
market research firm Cultural Dynamics and Institute for Public Policy Research (IPPR). Interested in friends,
glamour, having a good time, gadgets, social networking and looking great, they are currently almost totally
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unengaged by issues concerning the climate, the environment and charity/social justice more broadly. They
constitute about 30% of the UK public, and have strong influence over a broader group of around 60%.

“We urge others to target the ‘Now People’... they are a particularly powerful subsection of the
population [in] determining consumption-related behaviours. However, climate change
communications, products and policies have failed [for] them, leaving them unengaged or
‘switched off’ from the issues” — IPPR, Consumer Power, 2009

“Gaining the support of Now People is crucial in any campaign. Sadly few campaigns resonate for
Now People... most get put in the ‘not yet’, ‘too worthy’ ‘too dull’ and ‘too complicated’ boxes.
Global Cool — this is Now People think. Note how different [it] is from most campaigns”
— Campaign Strategy, 2009

Behaviours

Global Cool focuses on behaviours that can save the greatest amounts of carbon. We therefore focus on the four
largest sources of carbon that an individual can influence:

Driving: so we promote public transport and walking/cycling
Energy use in the home: so we promote energy efficiency at home
Flying: so we promote flight-free holidays

Carbon embedded in purchased goods: so we promote recycling

In each campaign, we take one target behaviour (e.g. flight-free holidays), and work to:

- Make it attractive — cool and aspirational
- Make it easy — with advice, tips and relevant offers

2) Campaigns: delivered and in planning

Home energy use: 18 degrees of Inspiration (delivered November 2009 — February 2010)

The '18 degrees’ campaign encouraged our audience to dress in warm, stylish knitwear and reduce their energy
consumption by turning their thermostats down to 18 degrees. This tapped into our audience’s interest in fashion,
saving money and improving health.

Campaign elements:

e Created a series of short, funny and compelling videos of celebrity stylists and models to encourage and
inspire the audience that featured celebrity supporters including supermodels Stella Tennant and Laura
Bailey, singer VV Brown, Jo and Leah Wood and actor Adam Croasdell

* The videos were distributed across the internet e.g. Hello, OK! and FabSugar

* A Facebook competition for the best winter looks — the winner was treated to a new winter wardrobe
courtesy of our partners ASOS, the online fashion retailer

* Advice and guidance for our audience to help them understand their heating controls and use them more
efficiently
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Flight-free holidays: Join the 100mph club, take a Traincation (delivered March — May 2010)

The Traincation campaign encouraged and enabled the audience to consider a flight-free holiday when planning to
get away. Global Cool took celebrities to various exciting locations around Europe on their own flight-free holiday
and created travel shows about their experiences to demonstrate that Traincations are a fun and easy alternative
to flying.

Campaign elements:

e Created a series of short films featuring celebrities taking Traincations in Europe including presenters Rick
Edwards and George Lamb, Radio 1 DJ Scott Mills and singer Mr Hudson

* Travel shows were distributed through our travel partners, social media and PR activity

* Ran stories, blogs, competitions and discussions on the Global Cool website and social media sites

*  We worked with our travel partners Eurostar, Rail Europe and Mr and Mrs Smith to provide easy to use
information about flight-free holiday options, accommodation and attractions in cool locations across
Europe

Alternatives to driving: Do it in Public (delivered July — September 2010)

The second ‘Do it in Public’ campaign built on the success of its predecessor which we ran during summer 2009. It
promoted using public transport rather than cars. It highlighted the fun and social possibilities of trains and buses
as well as the ‘me time’ travel by public transport affords for people to read, relax and think.

Campaign elements:

* An online book group ‘Books in Public’ on Twitter promoted the joys of reading books on long bus and
train journeys

e To launch ‘Books in Public’, we partnered with Hodder and Stoughton to distribute samplers of the
bestselling David Nicholls’ book ‘One Day’ and free copies of six different books at train stations around
the UK over the course of six weeks

» Offered readers who took part in the book club and recommended books for a long journey a 5% discount
in association with the Book Depository

* Ran a series of “The Art of Conversation’ lectures on a Routemaster Bus that travelled around London and
gave tips and advice on how to strike up conversations with strangers on a bus or train

e Travelled to some of the UK’s biggest music festivals to interview bands and artists about their
experiences on public transport. The videos were distributed across the internet.

Future campaigns

At the end of the financial year 2009/10, Global Cool is about to launch the second home energy use campaign,
“Turn up the Style, Turn down the Heat’ in partnership with Britain’s Next Top Model Live at the Excel Centre in
London in late October. The campaign will inspire people to get stylish at home and use less energy. Fronted by
TV fashionista Gemma Cairney, it will show people how to refashion their much loved jumpers into this season’s
latest trends as a way of encouraging them to turn their thermostat down. The campaign will be nationwide with
fashion events taking place in cities across the UK. Globalcool.org will host a series of videos offering step-by-step
guides on how you can recreate these looks at home.

As the official charity partner of Britain’s Next Top Model Live, Global Cool will host the ‘Global Cool Lounge’ at the
event, where visitors will have the opportunity to get expert advice from a team of stylists on how to refashion
jumpers.
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Performance and Impact

Global Cool carries out rigorous research into the performance and impact of our campaigns so that we can
improve our work. We were delighted that DEFRA funded this work.

Impact assessment research began in January 2009 and has now yielded results for a complete cycle of four
campaigns covering each of the behaviours we target. We published the first cycle of impact assessment in July
2009. Over the four campaigns we have consistently improved our sophistication and rigour and will continue to do
so over the next financial year.

Our impact assessment measures the campaigns’ reach and success in changing attitudes and behaviours. We
measure quantitative data such as numerical analysis of web traffic, press coverage and before and after
campaign surveys as well as qualitative data. Focus groups help us to understand what participants like, dislike
and remember of the communications and activities and aids planning new campaigns. Testing attitudes towards
target behaviours, take up of behaviours, recall of campaign elements and the relative effectiveness of recruitment
grounds such as fashion or music help us to judge our success.

Headline Results

e Our campaigns continue to be inspiring and effective: 75% of people aware of Global Cool say that Global
Cool has inspired a specific behaviour change in them.

* Awareness of Global Cool doubled between January 2009 and May 2010 from 9% to 18%. We hope to grow
this further through future campaigns.

Campaign Example change in behaviour Example change in attitude
Home Energy Number of people who turn their heating | Willingness to wear fashionable winter knitwear at
Use down to save carbon rose from 16% to home rose from 55% to 81%
28%
Flight-free Number of people planning to travel to Perception of train travel as ‘fun’ rose from 20% to
Holidays their next short break destination by train | 36%
rose from 17% to 24%

* The impact of the home energy use and flight-free holidays campaigns was extremely positive, significantly
changing both attitudes and behaviour. At the time of writing, evaluation of ‘Do it in Public’ (2010) has yet to be
completed.

* PR and online continue to be powerful methods of increasing reach and engagement. During the last financial

year:
o Global Cool has substantially redesigned its website as an online magazine
o Global Cool has increased its output on key social media platforms such as Facebook and Twitter.
There has been a substantial increase in members
o Campaign videos continue to be well-received on YouTube and the media sites to which they are
distributed
Geography
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During 2009-10, Global Cool worked solely in the UK. However, it is the full intention of the Board that we
eventually operate internationally, and we are open to conversations with potential partners to enable us to do this.
This is clearly necessary given the scale of emissions and emissions growth abroad. GCF retains its capability to
operate internationally, having worked previously in the United States, India and Japan.

3) Project Genie

Project Genie is a climate change programme that educates, engages and empowers children to achieve rapid,
measurable and sustained reductions in carbon emissions. It is a separate organisation, and is not run by GCF but
we have provided considerable support. We raised and manage a grant to Project Genie, the obligations of which
are now fully discharged.

In October 2009 GCF raised approximately £6000 from The Funding Network (TFN) to roll out Project Genie to
every school in the London borough of Sutton. The pilot with the Sutton Local Education Authority enables the
team to test and develop how to deliver Project Genie and prepare for a national scale up.

During the year, Project Genie received funding from Microsoft, which enabled it to build its own website and
create a stunning animation of The Genie in the Bottle (the book at Project Genie’s core) with a voiceover by Tom
Baker. The team also launched an awareness campaign about Project Genie at the BETT show on technology
and education in January 2010.

Project Genie has been used in over 140 schools reaching 34,000 children directly. Reductions in energy use
were often above 40% and sometimes a high as 72% for only a small cash outlay.

Project Genie aims to become a self-sustaining organisation over the next year.
4) Rolling out solar power in Zambia

GCF manages a grant to SolarAid (a UK-registered charity, number 1115960) to roll-out solar power to rural
communities in Zambia. SolarAid is a separate organisation and GCF has no part in running the Zambia
programmes. The grant is from funds, which GCF has received from Vodafone UK, and comes to an end in May
2011.

The solar power programme has two parts. At the macro level, SolarAid installs solar systems on community
buildings, concentrating on schools. At the micro level, the organisation trains local entrepreneurs to market and
sell solar products by providing them with technical training and support in business, finance and sales skills. The
products available provide a clean and safe light source and can charge cellular phones.

To date the Zambia team has installed 46 macrosolar systems (40 schools, 3 community centres, 2 skills centres
and 1 clinic). The team has recently approved applications from five primary schools in the Sesheke district, two in
the Sioma area and two in the Lundazi district on the border with Malawi, which is a new focal point for programme
activity. The team aims to complete a further 70 site evaluations by the end of 2010 and complete installations by
the end of May 2011.

Microsolar sales have been increasing over recent months; from the start of this fiscal year to date the team have
distributed over 500 products with projections that the rainy season and Christmas will see a further increase in
sales. Alongside working with individual entrepreneurs, the team currently has one operational SunnyMoney kiosk
in the Sesheke area. Another kiosk in Lusaka is soon to open and the team is looking to expand with further sites.
As of January 2011 the SunnyMoney kiosks and individual entrepreneurs will sell a new improved microsolar
product range from Barefoot Power.
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The SolarAid team has gone through a number of changes. Local staff have been recruited, and two interns have
been in Zambia since August to increase the capacity of the micro and macrosolar programme. The team has
recently purchased an additional vehicle for use with forthcoming installations, which are carried out by installation
teams trained and recruited through the SolarAid programme.

Report on objectives given for the last financial year (2009-10)
GCF has made good progress against the objectives given last year:

Activity

What we said we would deliver

What we actually delivered

Behaviour change

Plan, launch and deliver further
public campaigns around the key
behaviours described above. The
focus is likely to be: home energy
use (Winter 2009), flight-free
holidays (Spring 2010) and public
transport (Summer 2010).

We  have  successfully delivered
campaigns focused on home energy use
(Winter 2009/10), flight-free holidays
(Spring 2010) and public transport
(Summer 2010). The next home energy
use campaign is scheduled to launch in
October 2010.

Continue to build our audience,
i.e. the number of people in its
target market with whom we
regularly communicate via
newsletters, the website and
social networking sites (such as
Facebook, Twitter).

Our audiences on social media continue
to increase. At the end of the financial
year Global Cool has 4,780 friends on
Facebook, 1,765 twitter followers and
10,303 people receive the newsletter.

Continue to deepen the process
and metrics for measuring the
success and effectiveness of the
campaigns.

We substantially improved the rigour and
sophistication of our impact research
throughout the financial year and
published our impact assessment report
during summer 2010.

Create new partnerships to
amplify the impact of campaigns.
These will include partnerships to
extend reach, e.g. music festivals
and ASOS.com, and to ‘make it
easy’ for our audience to make
low-carbon choices, e.g. working
with  energy retailers and
transport providers.

We formed important partnerships
around music, fashion and transport.
This includes partnerships with Fairshare
Music, ASOS, Big Wardrobe and
Eurostar. However, we did not make as
much progress on developing
commercial partnerships as hoped and a
Commercial Director is now in the team
to lead on this.

Low-Carbon
Technologies

Build and expand the programme
in  Zambia, reaching more
communities and entrepreneurs.
Prepare for our exit from the
programme in May 2011.

The SolarAid programme continued to
be rolled out on the ground in Zambia at
both the macro and micro levels.

Strengthening
GCF

Raise awareness of our work and
diversify revenue streams. At the
time of writing, we are in
discussion with a wide range of

We have continued to raise awareness
of our work and campaigns have

10
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potential funders — public, OK!, and the Metro. The work of Global

commercial and charitable. Cool has also received interest from
several universities e.g. Sussex, Oxford,
UCL and Arizona and the Executive
Director has taught at Cambridge.

v We have diversified revenue streams to
include charitable funders and the
government but much remains to be
done and commercial funding has been

limited.
2. Continue discussions related to v' Several discussions are underway and
eventual international activities. will be taken forward when the funding

model is clearer.

Objectives for the coming financial year (2010 - 2011)

These are as follows:

Activity What we plan to deliver
Behaviour 1. Plan, launch and deliver further campaigns around low carbon behaviours, the next
change campaign being home energy use over this coming winter, 2010

2. Toincrease our reach and amplify our messages:
a. Explore partnering with media owners
b. Create consumer facing communications with a commercial partner
c. Explore partnering with event organisers

Low-Carbon 1. Exit from the SolarAid programme by May 2011.
Technologies

1. Experiment with a business-to-business strategy alongside our consumer facing comms
and campaigns, e.g. influencing media/brands about what they do.

2. Define and improve our offer for commercial partners and sponsors in order to increase

Strengthening commercial funding streams.

GCF 3. Strengthen our sales reporting and financial management system.

4. Strengthen the Global Cool board of trustees and augment the set of advisors on which
we draw.

Financial Review

The principal funding sources were:-

11
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* Vodafone Phone Recycling sales income through Regenersis;

e Grant funding from the Department for Environment, Food and Rural Affairs to assess for an impact
assessment project;

e Grant funding from City Bridge in support of the Transport campaign;

e Grant funding from the Body Shop Foundation and the Ashden Trust in support of our core activities; and

* Income for Project Genie, from the London Borough of Sutton and The Funding Network.

The Charity does not presently hold any investments, except 100 shares of £1 each in its dormant subsidiary, GCF
Rights Limited. During 2009/10, the Charity’s income contracted owing to a shrinking market in recycled mobiles.
The reduction is mainly due the recession which has reduced individual disposable income, increased competition,
and increased possibilities of selling individual used phones. The Trustees are focussing on establishing
alternative funding to compensate for the lost income.

Stated reserves policy

The Trustees believe that, in view of the difficulty of raising funds for climate change work in general and in the
current economic circumstances, the minimum level of reserves should be equivalent to six months operating
costs for the core services and staffing costs: currently £358,000. Trustees believe that the reserves should be
built up to this desired level in stages consistent with the Charity’s overall financial position and its need to
maintain and develop its charitable activities.

Statement of Trustees' responsibilities

The Trustees are responsible for preparing the Annual Report and the financial statements in accordance with
applicable law and United Kingdom Generally Accepted Accounting Practice.

Company and charity law applicable to charities in England/Wales requires the Trustees to prepare financial
statements for each financial year which give a true and fair view of the state of affairs of the Charity and of the
surplus or deficit of the Charity for that period. In preparing those financial statements the Trustees have:

* selected suitable accounting policies and applied them consistently,

* made judgments and estimates that are reasonable and prudent,

* observed the methods and principles of the SORP,

* stated whether applicable accounting standards have been followed, subject to any material departures
disclosed and explained in the financial statements; and

e prepared the financial statements on a going concern basis (unless it is inappropriate to presume that the
Charity will continue in operation)

The Trustees have overall responsibility for ensuring that the Charity has an appropriate system of controls,
financial and otherwise. They are also responsible for keeping proper accounting records which are sufficient to
show and explain the Charity’s transactions and disclose with reasonable accuracy at any time the financial
position of the Charity and enable them to ensure that the financial statements comply with the Companies Act

12
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2006. They are also responsible for safeguarding the assets of the Charity and hence for taking reasonable steps
for the detection and prevention of fraud and other irregularities.

The Directors are responsible for the maintenance and integrity of the corporate and financial information included
on the Charity's website. Legislation in the United Kingdom governing the preparation and dissemination of
financial statements may differ from legislation in other jurisdictions.

Statement of disclosure of information to auditors

The Directors have confirmed that, so far as they are aware, there is no relevant audit information of which the
Charity's auditors are unaware, and that they have taken all the steps that they ought to have taken as directors in
order to make themselves aware of any relevant audit information and to establish that the Company's auditors
are aware of that information.

Preparation of the report

This report has been prepared taking advantage of the small companies exemption of section 415A of the
Companies Act 2006.

Auditors

The auditors, Gotham Erskine LLP, have indicated their willingness to accept re-appointment under Section 485 of
the Companies Act 2006.

This report was approved and authorised for issue by the Trustees on 19 January 2011 and signed on its behalf
by:

Tessa Tennant

Chair of Trustees
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