Advertising’s first
sustainability standards
are coming — are you ready?




Things can change...




Sizing is a problem

29,000

tonnes of
e-waste

= 70 international
space stations

Source: ECOS whitepaper, 2020
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European Policies that work
for People and Planet




The ad industry is
working on policies, too

Global Alliance for
S Responsible Media %
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Advertising generates
4xX more emissions

than the USB-C
Charger estimates.
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Standards = the right direction
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s on Forbes.com. Some Ran on a Copycat
Site Instead.

Slideshows on parallel site—which Forbes shut down Tuesday—were loaded with ads and promoted through
clickbait-style paid links




Consumer & Marketer Frustration
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MFA has tripled in
the last year, and it
continues to evolve

Granular data can protect buyers from

waste at the domain, subdomain and
placement level.




Marketers can start the movement




sanofi

As guardians of personal health, we have a shared responsibility to create a healthier society and planet for all

Where Sanofi Consumer Healthcare Has Achieved B Corp Certified
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is on a journey to certify all
its business across the globe.
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Responsible Media vision sanofi

strike right balance of outreach to our audience while keeping in consideration
environmental & societal impacts of our media choices

Privacy first
Media Carbon Eliminating business
neutrality Ad-Fatigue model
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How Sanofi is Taking Action
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Collaborative Action
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Measurement Setting baseline Identification

Implementation and targets of reduction
opportunities
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Performance

evaluation and
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30% reduction on pilot tests
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You can make steps towards
reducing while achieving better
outcomes for marketers




