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The Climate Crisis

Our Current Crisis

Without a doubt, humans
continue to have an
increasingly adverse impact
on climate change

Observed monthly global CMIPS model average
mean surface temperature Surface Air Temperature

Human-induced CMIPS model average
temperature change blended & masked

Total externally-forced IPCC-ARS near-term
temperature change projection
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The Economic and Societal Toll Is Enormous

Projected by 2050

457MM 250,000 $23T USD

More people vulnherable to poverty More climate-related deaths per year Increased cost to repair and rebuild to
address changing climate

gijméellﬁ'iﬁRBluTY Sources: World Health Organization (WHO), Swiss RE Financial

Insurance, UN IPCC 2021 Report



What Does The
Advertising Industry
Have to Do With
Climate Change?
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Climate Anxiety Permeates Our Business

Climate Anxiety in General Climate Disclosures Ramping Up

Greenwashing Regulation & Litigation

Half of executives cite climate change as As part of global efforts to address Activist litigation on false or misleading
a risk to their business ( ) climate change, many countries have sustainability claims made in advertising
mandated climate disclosure is leading to ‘green hushing’ ( )

requirements for public companies (ref)
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https://www.pwc.com/us/en/library/pulse-survey/business-reinvention.html
https://www.sustain.life/blog/climate-disclosure-regulations-small-and-medium-sized-businesses
https://wfanet.org/knowledge/item/2022/02/16/WFA-Green-Claims-in-Marketing-Map

Our Industry Has So
Much Potential to Hélp

There’s a

ate crisis is, in part, a

tion crisis. We already have the
need to turn things around, but
aralyzed by misinformation and
d a clear and compelling vision
/ard - a vision of a better

 Foley
rector, Project Drawdown
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Our Industry
Generates
Emissions:

Powering Media Is
More Energy
Intensive Than
Global Aviation

The Internet = ~4% of Global Aviation = ~3.5% of
Global GHG Emissions Global GHG Emissions

IPG MEDIABRANDS

SUSTAINABILITY



How Media Generates Emissions

The Power Required to Enable Media’s Data Transfer Is Enormous
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Advertising Powers the / Advertising Emissions Come
Internet - From Multiple Stakeholders

5.7M searches © 65k photos shared

» 12m messages X 575k tweets
Every
a 2M snaps 1 M|nute T & 148k slack messages
a $283k transac tions Of The Day & 856 min of webinars
f 240k photos shared 452k hours s treame d
(r 167M videos watched »! 694k videos streamed
Media is a Constant Energy

Consumer

1 Million Impressions = 343 KG of CO,e (22,617 Smartphone Charges)
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How The Advertising Industry Can Address
The Climate Crisis

ADWEEK
Climate Scientists Are Facing an

Era-Defining Communications
Challenge. Can Media Help?

IPG and Teads are working with Project Drawdown to identify messaging
gaps

i
u} HOUW TOFO THE CLIMATECRISI
e

The long-term goal, according to Project Drawdown executive director Jonathan Foley, is to motivate
people to climate action through media. #

Decarbonize Media Shift Culture to Action
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Practice Mission

Be the Industry’s Most
Progressive and Innovative
Holding Company on

~ Climate Action

It Through Purpose

|||||||||||||| -
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Your IPG Mediabrands Sustainability Team

Michael Hanbury-
Martin Bryan Harrison Boys Natalia Lugo Williams Y
Global Chief Sustainability Head of Sustainability & Head of Sustainability Head of Sustainability and
Officer Investment Standards, APAC LATAM Purpose, EMEA
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IPG Mediabrands Five Point Climate Action Plan

DECARBONIZE
OPERATIONS

Agency Net Zero by 2040: The
Climate Pledge

Content team trained to
leverage AdGreen Production
calculator

Sustainable Production & Events
Guides

Sustainable travel policy by
region

Membership

TH=
CLIMAT=
PLEDG=

2

DECARBONIZE
MEDIA

Scope3 & SeenThis global
sustainable media partnership
deals available

Media Consumption Carbon
Calculator available in 30+
markets

30% reduction in programmatic
media emissions YoY in US
market

Commitment to Net Zero
Emissions for Media 2030

AD
Industr){ NET
Collaboration  ZER©

Media Responsibility Index
sustainability priority includes
partner accountability on this

Greenwashing training provided
for all IPG MB Sustainability
Champions (MWG)

NewsGuard misinformation
data partner activated

ie  MEDIA
@ uesiu  RESPONSIBILITY
INDEX

Products &
Partnerships

4

EDUCATION &
COLLABORATION

MAGNA media trials, proving
Purpose & Profit work together
(attention)

IPG MB Sustainability Forum &
Research Showcase client
events in 2024

Project Drawdown creative
concept is in development with
MBCS global

6 o] }
MEDIA CONSUMPTION

00O SCOPE3

’ CARBON CALCULATOR ‘ U NewsGual‘d

« Climate Action workshop

developed for clients

Climate Action Accelerator

Program with unique, industry-
first climate solutions available
for clients and partners via=™—_
Ofion sayings '

PROJECT
DRAWDOWN

IPG MEDIABRANDS

SUSTAINABILITY



The Practice Priorities

PR -

Regulation x : Climate Action Accelerator Program

Climate Action Marketplace

S
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Forthcoming Reporting Requirements: Industry Media

Emission Measurement Standardization Timeline —puums |

Public RFI Delivery & IPGMB

Working Groups Industry Open
Alignment Comment Announcement Tools Integration » )
\
04 23-Q1°24 Q2 24 Cannes 24 Q3-4°24
@ iab 2024 Pending 2025 Reporting
il * X

to improve media’s
environmen tal
efficiency through
suggested common
standards

AD NET ZER®

best practices,
standardised signaling,
and telemetry to signal
within the
Programma tic
Supply Chain

Advertising industry approach to sustainabili

Climate Dlsclosure NABCSRED X

»

A\
* @ t

: ﬂ Law K susanavity W
e LIFORNIA REPUBLIC * A *
CA A RE Directive
a‘ * o X
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Mo  ORACLE 900 SCOPE3

Advertising

Profitability Through Purpose

Sustainable media can deliver performance: Optimizing towards attention realizes lower emissions

i Leverage the existing

partnership with Scope3d to
i measure and frack your
i carbon footprint

lize to greater
attention and lower
carbon emissions

impressions

2K HIGHER | 199% HIGHER

in-view time with predicted visual
64% lower emissions attention with 77% lower
emissions

) Lean into formats
200, HIGHEH it . that have lower

carbon nissions
partners and sites arbon emissions

engagement with

i Continue to track viewabilit
500% lower emissions

and atftention to digital ads
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MEDIA TRIALS PROJECT
Consumers Demand Brand Action WoN I Teads CROEET

According to our Magna global consumer climate action
barriers and drivers study, Sustainable Choices

9%

Of peo p@em

Thlﬂk worse
componles

MORE
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; Climate Action Accelerator Program

To drive urgent decarbonization of our industry, we have forged unique climate solutions - at a discount - for
our clients and media partners to utilize:

SAVE
SEEI . ' §
This M PubMatic Tm e lift
sharethrough
FUND Over 1,000 partnerships worldwide
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Carbon
Durable Carbon Credits with Carbon Direct S8

For consideration, most respectable carbon marketplace with curated carbon removal projects for IPGMB
clients

Conventional
[~ Mitigation Techniques

__ Carbon Removal
Approaches

Carbon Credits Are a Mix of Carbon Credits Are Part of Our
Nature based and engineered Toolbox of Climate Solutions
solutions

Curated, High Quality Carbon
Removal Portfolio
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Climate Action Client Workshop

Understanding How to Implement Climate Action Best Practice in Marketing from Content to Activation

Cconsumer

What do consumers expect
from client and the
category to act and

communicate on climate?

EuTuRE

D IMPACT
STUDY

Culture &
Connection

What are the current cultural
and connection opportunities
to engage on climate?

N\
TRENDHUNTER"

u THE CUTTING EDGE OF COOL

J‘i'-i- Future
—+ Caster

Competitive

What are client’s
competitors doing and
communicating with
consumers on climate?

ompetitors aren’t owning the Sustainability conversation
in Streaming

PATHMATICS

perceived by

. Brandwatch =
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000 SCOPE3

Scope3: Media Measurement & Optimization

Opportunity to lean in and help Reduce with Emirates

15.3%

ey .
$) ., O(y
o
. REDUCTION

@ more carbon emissions IN PROGRAMMATIC MEDIA OPERATIONS
generated by MFA sites WITHIN THE NEXT 12 MONTHS -

than standard sites

Onead impression
generates hundreds of
requests to ad tech
companies, resulting

in thousands of servers
consuming electricity.

The Programmatic Problem Wasted Impressions: MFA IPGMB US Pilots Reduction
Complex supply chain = more energy Advertisers are wasting ad spend and 12 month commitment to reduce YoY
required = more emissions = bad generating more emissions on ‘made for emissions in programmatic in US by 30%

advertising’ websites
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Our YoY Reduction Results Strategy

High
Emissions
A
600
507
500
427 .
. Publisher
400 374 382 379 357 382 Redirect Budgets Engagement
300
310/ Low < > High
200 () Performances Performances
Reduced!
100
Performance Scale up, consider
partnershlip
0
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
v
Low
Emissions
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Our Industry
Has So Much
Potential to Help

ication Problem

“The climate crisis is, in part, a
communication crisis. We
already have the solutions we
heed to turn things around,
but we are still paralyzed by
misinformation and fear. We
heed a clear and compelling
vision to move forward - a

vision of a better future...”

DR. JONATHAN FOLEY
Executive Director, Project Drawdown
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Climate Action Prioritized

IMPORTANT BRIEF
OF OUR LIVES

Teads Tasibom

IPG MEDIABRANDS e
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Collective
Climate
Action Is
Required

30

Total emissions reductions that can
be produced by individual and
household actions to avoid
dangerous climate change

(>1.5°Crise).

70

Total emissions reductions that can
be produced by industry (i.e., brand,
government, etc.) actions to avoid
dangerous climate change

(>1.5°Crise).

Source: Project Drawdown
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Mea n i ngf u I PACT CLIMATE ACTIONS FOR HOUSEHOLDS AND INDIVIDUALS
Climate
Actions
Required:
Households &
Individuals

O

O

BY SECTOR

PROJECT et
DRAWDOWN. i

Source: Project Drawdown
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Meaningful
Climate
Actions
Required by
Industry

a——.

Faring/Fugitive

8%

Other Energy

4%

Buildings: Commercial/Other
%

Buldings: Residential

4%

Transportation: Other
2%

Transportation: Flying
2%

Transportation: Road
10%

Industry: Waste
3%
Industry: Chemicais
3%
Industry: Cement
3%
PROJECT Industry: Metals
DRAWDOWN o
Industry: Other
Ll

Capyrght © 2022 Progect Drawdomn =3
7%

GREENHOUSE

GAS SOURCES

Electricity Used in Bulldings
12%

Blectnicty Used in Industry
11%

Other Elecincity Use
2%

Dedorestation, Other Land Use
9%

Methane from Animais

5%

Methane from Rice

1%

Nitrous Oxide from Fertiizer, Manure
4%

Other Food, Agriculture, Land Use
5%

Source: Project Drawdown

-
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Trends Aligned to Meaningful Climate Action

INDUSTRY

Agriculture Commercial Residential Electric Power Transportation

Water & Critical Materials Management Systems
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04.18.24
SAVE THE DATE

FOR OUR SECOND ANNUAL

e MEDIABRANDS
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Next Steps

TBC
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