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scraps DEI policies
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BlackRock’s ‘Woke’ Era Is Over
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drilling as he rolls back climate rules Asset manager has exited cimate groups and eliminated diversity
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But inaction | The rising (insurance) costs of climate change

Increasin g Iy Climate change is increasing the frequency of natural disasters and the
costs of home insurance
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SUSTAINABILITY ; FASHION FEATURES

EXCLUSIVE: Chanel Launches Circular
Materials Hub Nevold

The independent entity dedicated to R&D of new materials is to be run by former Patou CEO Sophie Brocart.

By RHONDA RICHFORD [+,  JUNE 9, 2025, 1:00AM
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Shaping the future of sustainable growth
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CMO BLUEPRINT PILLARS

3. INNOVATION 4.
1. GROWTH 2. BRAND (PRODUCTS, COMMUNICATION,
STRATEGY STRATEGY SERVICES, ADVERTISING
EXPERIENCES) AND MEDIA

5. PARTNERSHIPS & COLLABORATION




GROWTH STRATEGY

¢ Conduct an assessment on the positive and negative impacts that your growth strategy has on the
Sustainable Development Goals (SDGs) throughout the value chain and define your contribution

(purpose) to the world in terms of people, planet,

+ Use a sustainability framework to set and measure
and long-term goals and targets to ensure long-ter

+ Advocate for higher ambition, Demonstrate how s
them from mere risk mitigation or reporting exerci:

« Embed consumer/customer-centric and multi-stak

e Advocate to make sustainability commitments anc
scheme

+ |nspire stakeholders and catalyze change through

Tools & Resources
a

BRAND STRATEGY

» Embed sustainability in your brand strategy by aligning with consumer preferences and category drivers,
ensuring your brand purpose meaningfully advances one or more SDGs where it can have the greatest

material impact and authentically ¢

e Translate corporate sustainability g

development COMMUNICATION, ADVERTISING & MEDIA

s Understand and embed the realities
L]
« |ntegrate sustainability KPIs into yol

* Align resources, investments, and fi .

L]
Tools & Resq 2
Lo J8

Prevent greenwashing by using credible, independent data, high-quality third-party certification, and
ensuring claims reflect the entire value chain

Promote sustainable lifestyles, champion positive changes, and demonstrate accessible circular
solutions, leveraging media to educate and inspire action

Accurately portray all people across gender, race, class, age, ability, ethnicity, religion in marketing,
advertising, and media, considering relevant local and regional contexts

Measure, assess and reduce the carbon footprint of marketing operations

Integrate sustainability criteria into your procurement policy, ensuring that all agency and service
providers are aligned with your sustainability ambitions and targets

Tools & Resources Case Studies
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Carbon colonialism? Malaysia and Indonesia
plan storage hubs for Asian emissions
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Marketing
Conflicting

S A
CMQO’s are driven by
sales, growth, and
engagement, and

CSO’s are focused
on impact, and

sustainability goals



AN
Different

It’s challenging to develop

Tl me H Ori ZONS Jjoint projects with short-

term wins AND long-term
sustainability impact
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Marketers don’t
understand what
sustainability is about,
they don’t even get the

basics
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Sustainability people think
marketing is just a way to
push products




Greenwashi
Concerns

The marketing team is
scared to say the
wrong thing
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CSO Partnering
important, but

CSOs look down on

marketing, they feel
morally superior

25%
13%

underperformers overperformers

A very/highly effective partnership
with the CSO
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1.Integrate Sustainability into Core Business Strategy

CSOs and CMOs should collaborate to embed sustainability into the company's DNA, brand strategy, and
product development processes. This integration should be reflected in joint KPls, shared objectives, and
integrated measurement frameworks.

2.Foster Cross-Functional Collaboration and Communication

Break down silos by creating cross-functional teams, establishing a common language, and implementing
regular joint planning sessions. Encourage field visits and direct interactions to build mutual understanding and
empathy.

3.Align Sustainability with Brand Narratives and Consumer Expectations

Work together to develop authentic sustainability narratives that resonate with consumers while aligning with
brand purpose. Use consumer insights to inform sustainability initiatives and translate technical data into
compelling stories.

4.Leverage Technology and Data for Innovation

Collaborate on using Al and data analytics to identify sustainability challenges, drive innovation, and future-proof
business models. Develop localized sustainability data to unlock market-specific opportunities and enhance
credibility.

5.Build Long-term Resilience Through Collaborative Planning

Engage in Jomt scenano plannlng for future sustalnablllty trends, develop flexible strategies that can adapt to
- : nat-align with business goals and -
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Consider ESG |

selecting agenc

ESG in Procurement

Enhancing brand image and markst position

Competltwe Advantage _ 01 @ Supplier Selection
POt N Choas ponsible supplie

02
Sustainabllity The Role of Stakeholder Demands
rOmiol aco-friendly p ICES @ ESG in @ Meeting sustainability expectations
05 Procurement

Transparency

Ene ng cle rcl ethical processes

Risk Minimization

Reducing reputational and legal risks




Lead the way In
ethical content

What kind of
beauty do we
want Al to learn?

By 2025, 90% of online content is predicted
to be generated by Artificial Intelligence,
Dove will keep committed to real beauty.

Learn more at; Dove.com

Dove - +

20 years changing beauty
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1.Integrate Sustainability into Core Business Strategy

CSOs and CMOs should collaborate to embed sustainability into the company's DNA, brand strategy, and
product development processes. This integration should be reflected in joint KPls, shared objectives, and
integrated measurement frameworks.

2.Foster Cross-Functional Collaboration and Communication

Break down silos by creating cross-functional teams, establishing a common language, and implementing
regular joint planning sessions. Encourage field visits and direct interactions to build mutual understanding and
empathy.

3.Align Sustainability with Brand Narratives and Consumer Expectations

Work together to develop authentic sustainability narratives that resonate with consumers while aligning with
brand purpose. Use consumer insights to inform sustainability initiatives and translate technical data into
compelling stories.

4.Leverage Technology and Data for Innovation

Collaborate on using Al and data analytics to identify sustainability challenges, drive innovation, and future-proof
business models. Develop localized sustainability data to unlock market-specific opportunities and enhance
credibility.

5.Build Long-term Resilience Through Collaborative Planning

Engage in Jomt scenano plannlng for future sustalnablllty trends, develop flexible strategies that can adapt to
- : nat-align with business goals and -




Decrease carbon

footprint

Scope1 Scope 3

DIRECT INDIRECT
= ol ()
| - []
company company imvmstmaents franchises lonsed ond-of -life treatmant une of sold processing of transportation
facilities vehicles assets of sold products products sold products & distribution
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INDIRECT INDIRECT
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purchased electricity, steam, purchased goods capital fuel & energy transportation waste from business employee leased
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UPSTREAM ACTIVITIES
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Use Sustainable Ma

Frameworks

THE AD NET ZERO
GLOBAL MEDIA
SUSTAINABILITY
FRAMEWORK

A playbook of voluntary industry
standards that address media
greenhouse gas emissions data and
calculations.
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Embed Stakehold

Thinking in Strate intel

Our Capital

We deploy vanous forms of capital to execute our strategy in a way that seeks to reflect our corparate values, help our customers succeed, and create value for our stakeholders

Capital Strategy Value

Financial

Leverage financial capital to invest in ourselves and optimize our portfolio, both to dnive our strategy and long-term value  We strategically invest financial capital to continue to build our business and create fong-term value for gur stockholders
creation

Intellectual

We develop IP 1o enable next-generation products, creale synergies across our businesses, expand into new markets, and

Invest significantly in R&D and IP to enable us to deliver
o y establish and support our brands,

on our accelerated process technology readmap and introduce leading x86 and xPU products.

1)

Manufacturing

{ o Build manufacturing capacity efficiently to Our gecgraphically balanced manufactuning scope and scale enable us to provide our customers with a broad range of
meet the growing long-term global demand for semiconductors leading-edge products and foundry capabilities
Hurnan
8 Buid a diverse, nclusive, and safe work environment to attract, develop, and retain top talent needed to build COuwr talented employees enable the development of solutions and enhance the intellectual and manufactunng capital
- transformative products. critical fo helping our customers
Social and Relatiohship
Build trusted relationships for both Intel and our stakeholders, including employees, suppliers, customers, local We collaborate to empower communities through education and technology and advance accountability and capabiliies
communities, and govemnents across our global supply chain

Matural

Strive to reduce our enviranmental footprint through efficient and responsible use of natural resources and matenals used  We seek to mitigate climate and water impacts, achieve efficiencies, lower costs, and position curselves to respond to the
to create our products expeciations of our stakeholders
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Embed sustainability

experts in marketing
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