


Our journey

Sky’s responsible business & sustainability journey spans 20 years

World’s first media

company to go Carbon

Neutral for direct Sky Ocean Rescue to
stop the ocean drowning

in plastic

First Sky Zero Footprint
Fund

busjness Procured 100%
renewable
electricity in UK&

ocean
Sky Sky fescue

Rainforest
Started our ESG Rescue
journey 20% of our energy from Sky Zero strategy 300 electric vans ordered
onsite renewable energy 50% reduction of for March 2025
at Sky owned Sites scopes 1,2, 3 by
2030

Sky Rainforest Rescue
Campaign

|l #GoZero




From contributing to a low carbon economy to inspiring positive change

REE NAMED AS THI

SUSTAINABLE FILM AND TV

50% emission reduction target by 2030
- Focus on nature, operations, production,
supply chain & products

.S skyO
~FOOTBALL'S TOUGHEST
OPPONENT

: Lisports

Lead our sector to deliver meaningful change

through content and our collective platforms.

Championing global standards and putting
people at the heart of a just transition.

H( Barbie! You wanna
90 for & ride...

Sign up to Liftshare for a chance to
onthly prizes

Find out more on the Sky Spaces Hub.

k

liftshare
\J

Driving behaviour change; providing advice &
tips to employees, partners, customers and
other stakeholders.



The gap between the climate crisis and
industry action continues to grow

2.4°C -3.1°C 1.3%
Range of warming Increase in
expected from current emissions in 2023

world’s policies

42% 4%
emissions reduction by Carbon footprint of
2030 to limit warming to digital advertising alone
< 2°C (the Paris
Agreement)

Source: Ad Net Zero progress report 2024




We know sustainability in advertising works

When tested, the best sustainability ads outperformed the best
non sustainability ads for engagement & persuasion

Timed emotional response (mean scores): Sustainable vs not sustainable

Top 10 sustainable & non sustainable ads based on engagement & persuasion scores

Strong explicit & implicit take out
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Make advertising part
of the solution, not the problem




Sky Media launched The Sky Zero
Footprint Fund in 2021, to promote
sustainable behaviours and help
brands to supercharge their
sustainability initiatives through the
power of TV
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Sustail.le

Advertising
How advertising
cansupporta
better future

Matt Bourn and
Sebastian Munden b@g

Obsolete
‘———- -

How Change Brands

are Changing the World

Chris Baker
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Award wins including:
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LS gun Brltlsh Medla Awards’
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xr Best Sustamablllty Initiative
,’-?fj‘Ad"Net Zero.’;.$ Media Award




The Sky Zero Footprint fund has driven immediate and long-
term benefits for brands
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Awareness Brand equity Distribution Sales Awards




Evolving the Footprint Fund for 2025
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Disruptors Catalysts Champions
SMBs, scale-ups & start ups Charities driving behavioural Leading large-scale
disrupting industry by innovative change by unrelenting transformation & creating
products & services environmental commitment significant impact

9‘ Winners & prize
3x £200k 2x £200k 1x £500k

9@ Grand prix
£500k



Criteria for winning

The Grand Prix winner and 5 runners up need to:

7 = 7 0

30" TVC

Concept Impact Creative Execution
Develop an idea or concept Demonstrate to the judges, Creatively bring to life Showcase how they've
that will use the power of TV to the impact that theiridea theiridea through adopted more sustainable
inspire change for a more will have on the UK’s path to a 30" TVC practicesinthe TVC

sustainable future net zero carbon production process”®
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FOOTPRINT FUND

SERIOUS ; |
TISSUES. Royal Mail




Loo roll that's fighting
climate change.

SERIOU

Viva la revolootion!

OMETHINDS

TISSUES

9 CARBON NEUTRAL TOILET ROLLS
& 2 TREES PLANTED

4 UK MADE & RECYCY
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Sustainability research
Four key factors drive a positive reception of sustainability ads

" &2 &) &=

Credibility Clarity Tone Creative
Show me what you've What action is being Having an impassioned Talking about
done already / why | taken? Any vaguenessin voice of authority/influence sustainability does bring
would believe you. promises tends to be is liked if coming from a all aspects of execution
Back up claims with heavily associated with credible source. Telling under closer scrutiny,
actions greenwashing people what to do with no the executionis linked
expertise is counter with reception

productive
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2025 KEY MOMENTS & MILESTONES

World Environment World tohceans Day

Entries Breal::ast Flub World Earth Day Day Internal 8™ June

Open 11 April 227 April 5th June Judging The Top brands
| ; i Process L
Stop Food Waste Day i Dg;?; Sc::n/i)n
; 30" April | site with judging
: ! panel

April APRIL APRIL Viay ~ JUN|

W/C 5th May

The winners
are announced

and set off to
make the advert

Plastic Free July
All month

Clean Air Day
7th September

and Prix winne

Prum beat selected and Launch Finalists’
of content announ(;ed at the creative
Sept- November Footprint Fund

Showcase Event

Winners
Start planning a campaign with the media value

__________ ¢« X 503

w/c 20t October
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Stephen Woodford Tim Pritchard Chris Baker. . - Hannah O’Donnell
CEO, Advertising Head of Responsible Co-founder, Seribus:,f\ .\« 5 BusinessTransformation
Association Media, MGOMD Tissues o _Manager, Sky
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