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A co nas ceka dnes?

O‘I  Global ESG trends

i Mike Colledge
. Global Lead ESG Services, Ipsos CA

ESG v Ceskeé sporitelné
Petra Ondrusova

Chief Sustainability Officer, CS

ESG: Co hybe Ceskem

Tereza Horakova

Associate Director, Ipsos CZ
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Jan Stanek
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ESG v zakaznické zkusSenosti
Renata Novotna

CX Client Director, Ipsos CZ

Jste udrzitelni, ale vedi
toovas?
Michal St&panek

Executive Director, Ipsos CZ

. ESG ve Vodafonu

i Zuzana Hol4

Head of Communication & Sustainability
* Vodafone, Vodafone Foundation Director

. ESG: How we act as a company
Martina Popenkova

ESG Lead, Ipsos CZ

. Mas Chvilku
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Why is ESG
important, and
not going
anywhere
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... evenif the acronym itself can gradually become politicized.
'You can be anti-ESG but it is hard to be anti-responsibility’

REGULATIONS
require companies to
better inform
investors, employees
and consumers
(CSRD, Green Claims
Directive etc.)

BUSINESS GROWTH
being linked to
consumer trust and
progressin ESG
shown in multiple
studies

STAKEHOLDERS
demand to see
actions

and strategies that
foster citizen-
consumer trust

in brands, attract and
retain talent or
attract investors and
raise capital




Why is ESG
important, and

P ————— Harvard
HE WALL STREET JOURNAL. Busi
. usiness
hot going Review
The Latest
Dirty Word
anywhere TSt Research: Consumers’
‘ Sustainability Demands
The triple play: Growth, profit, and MAJ:?ﬂ'Eﬂl.ﬂhsr:Hn.ElnPﬂc.demﬂﬁi'
sustainability S——
v v v
Triple play: Executives switch We're fast approaching this
revenue + profit to alternatives like tipping point where
+ESG progress 'responsible business'to sustainability will
="outsize returns” describe corporate be considered a baseline
initiatives. requirement for purchase, and

companies should prepare now.

0

Tap on the article to read it
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https://www.mckinsey.com/capabilities/strategy-and-corporate-finance/our-insights/the-triple-play-growth-profit-and-sustainability#/
https://hbsp.harvard.edu/product/H07SPS-PDF-ENG
https://www.wsj.com/business/the-latest-dirty-word-in-corporate-america-esg-9c776003

A simple
equation...
ESG=SRO

Ensuring Sustainability
Mitigating Risks

Seizing Opportunities
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We have solutions and
knowledge for every
step of the ESG journey
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EVALUATE ORIENTATE
How do we What's
measure impact? the context?
ESG
< FOCUS
TALK What should
How should we prioritize?
we communicate? What is our
strategy?




We have solutions and knowledge for every step

of

the ESG journey

ORIENTATE

0Q: What happens in the
world and what
matters for my business?

ESG Watch, ESG Pulse,
ESG Segmentation

© Ipsos | ESG konference | Duben 2024 | Public

FOCUS

0: How to mitigate risks
and drive growth? Which
ESG actions will drive the
most business impact?

ESG Materiality
Assessment,

ESG Economics

ACT/TALK

0Q: What should we provide

to our consumers?

How should we act as a
company? What should
we communicate and how
to avoid greenwashing?

ESG Better Brands Lab

EVALUATE

0Q: How can we track and
evaluate impact

on brand and corporate
level?

ESG Brand
Tracking/Metrics,

ESG Risk Monitor




ORIENTATE

0Q: What happensin the world and what
matters for my business?




ESG Priorities | Consumers Ranking 1to 3

Improving society remains the top priority for multi-national companies among
consumers globally with a margin similar to the March 2021 data.

Practicing good governance: including tax strategy, executive remuneration, 28%
donations and political lobbying, corruption and bribery, board diversity, and structure.

Improving society: including treatment of employees & diversity, working conditions,
including child labor and slavery, local communities, seeks explicitly to fund projects or
institutions that will serve poor and underserved communities globally, and health and
safety.

41%

Protecting the environment: including protecting and caring for our natural
environment, focusing on waste and pollution, resource depletion, greenhouse gas
emission, deforestation, and climate change.

31%

01. When it comes to the role of multi-national companies in corporate responsibility how important are each of the March 21

following areas? Please rank the below areas were 1is most important and 3 is least important.
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Top Choice

38%

36%

Dec 21

29%

Apr'23
“fFE =S =0




Environmental Concerns | Global

Globally, reducing waste and pollution remains a
far hotter topic than climate change.

Reducing the use of plastic, developing more
environmental products, and reducing
greenhouse gas emissions are other leading
actions that companies can take.

These priorities are remarkably stable year over
year AND are generally consistent across
regions of the world. Climate change is
somewhat less important in Latin America
compared to other issues.
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Reducing waste and pollution

Reducing the use of plastic

Developing products that respect the
environment

Reducing greenhouse gas emissions

Reducing deforestation

Caring for the natural environment

Addressing climate change

Complying with environmental standards

Reducing resource depletion

e 53%

e 36%

P 34%

P 33%

P 31%

P 31%

P 29%

— 27%

. 26%

B ARP'23 ®mDEC21 = MAR'21




Societal Concerns | Global

Citizen consumers want multi-national
companies to improve working conditions and
worker health and safety first - this is the place
where MNCs can make the most difference.

Citizen consumers then want companies to
address broader concerns like servicing the
poor and ending child labor and slavery.

These priorities are consistent regionally though
ending child labor is less important compared to
otherissues in Asia-Pacific.
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Improving working conditions ] 51%
Improving worker health and safety P — 47%
Servicing the poor and underserved I 36%

Treating employees better I 34%
Ending child labor and slavery —— 20
Supporting local communities | — 25%

Improving gender equality I 24%
Improving nutrition g 19%
Encouraging diversity I 18%
Supporting good causes 7%

B Apr'23 mDec'21 Mar 21




Governance Concerns | Global

Ending corruption and bribery remains by far the
greatest governance concern for citizen-
consumers followed by companies paying their
fair share of taxes.

These results are also remarkably stable year over
year.

Paying their fair share of taxes is more important
in Asia-Pacific, Europe, and North America and
product safety is more important in Asia-Pacific
and North America.
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Ending corruption and bribery
Paying their fair share of taxes

Providing safe products

Demonstrating transparency in
publications

Investing in innovative solutions

Having solid financial results

Not interfering in politics and
government
Ensuring diversity of their
board/leadership

Treating business partners fairly

Paying executives fairly

e 60%

P 456%
P 33%
e 30%
e 29%
s 26%
P 249%

. 18%

s 18%

e 16%

B Apr'23 Dec 21

Mar '21




Politics and ESG leading to a quiet evolution?

Criticism that
investing/managing for
political (ESG) reasons
rather than economic
reasons hinders the
performance of
investments and
companies?
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“Green hushing” as
companies quietly
continue their
sustainability efforts but
avoid criticism of being
“too woke” or “green
washing"”.

Citizens/consumers
continue to expect social
progress and
stakeholders continue to

expect risks to mitigated.

STOP

9

Requlated reportingis
going to lead to more
knowledge and more
discussion making it hard
to stay silent.
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High Expectations
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It is possible for 3 bra;{’d
to support a good cause _\

and make money i
3 /

same time
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Risk and Opportunity

395

| trust business leaders '
to tell the truth
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Tips for your ESG journey

EVALUATE ORIENTATE
How d'o we What's
Understand Your Context measure impact? the context?
Address E, S and G Together -~
ESG FOCUS

TALK What should

How should we priqritize?
Engage Your Stakeholders we communicate? V\é?;ttleSg?/L;r

Balance Two Tracks: Risks and Opportunities
as you pursue Sustainability

© Ipsos | ESG konference | Duben 2024 | Public 18



ESG: COHYBE CESKEM .

Tereza Horakova

vl
AR
~ . . R
- - =
o - ) 21 o
;A.f." A g' =5 "_l.;:r-;—-.(_" — - = =
15. dubna 2024 e e T T i - BER ‘
& L?".‘-’,_I Ve o ""‘ :" - ; —
X 4
- - 3 ) »
-~lJ‘;" .‘v:" 3 . £ e )‘n
$ 5 ". 3 o ] ¥
- ) 4 ‘,' _’ I %5 .
1 R R TR u = .

© Ipsos | ESG konference | Duben Sl B NS L F T
2024 | Public P80 L e % 0 oo — *




Ipsos ESG & Reputation Research

14. ro¢nik multiklientské studie
Online dotazovani Ceské verejnosti

Individualni hloubkové rozhovory s ESG experty z firem

Obecna éast - povédomi a postoje Cech(l k ESG
(oblasti, na které by se firmy mély zaméit,
dulezitost pfi nakupu, ochota pfiplatit si, atd.)

Klientska ¢ast - vnimani sektor a firem z hlediska
odpovédnosti a reputace, povédomi o projektech a priority
do budoucna

Vice o studii zde
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https://www.ipsos.com/cs-cz/esg-reputation-research

Jak to vidi odbornici?

Udrzitelnost
prorusta do
kazdodenniho
fungovani

,»Vnimame, Ze jsme velka
firma a mame silu — diky
vlastnimu vyvoji

a inovacim — prinaset reseni,
ktera posunou vybrané
problémy dale, a zaroven

u toho mizeme generovat

i zisk.”
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Netlaci zakaznici,
ale partneri,
investoria
regulatori

,»V nasich vybérovych
Fizenich mame povinna
kritéria udrzitelnosti —
tvori 20 % z hodnoceni
potencialnich / stavajicich
dodavateld. “

21

Komunikace
aktivit k

A4 °
zamestnancum
je otevienéjsi,
odbornéjsi
,,DFive jsme toho délali hodné,
ale vzdycky ad hoc.
V minulém roce jsme
vymysleli dlouhodoby
program. Kazdy mésic se
vénujeme jednomu tématu.
Uzce spolupracujeme

s kolegy z interni
komunikace.*

ESG reporting
vyzaduje zapojeni
napric firmou a
kazi udrzitelnosti
reputaci

,NezZ jsem vidél smérnici
CSRD a standardy ESRS,
tak jsem si myslel,

Ze to bude super. Donuti nas
to nase aktivity
systematizovat.”




Pro verejnost to neni tak zh

60%

Cechti zkratku ESG
nikdy neslyselo.
Jen 4 % vedi,

CO Zzhamena.
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Ale oéekavani od firem n

spolecenska
odpovédnost ma stat o
mezi zakladnimi
hodnotami kazdé firn:
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Ale o¢ekavani od firem

17

firmy by mely
zakaznikum pomahat
chovat se odpovedne.
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Zaroven

obyvatel se pov
za udrzitelné/
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POlOVina ... ale jde o priplatek spiSe symbolicky
Cechi je
ochotna si E@ . - S e

- 0 [ J
priplatit za , , , , ,
Neni ochoten/a Max. o 5 % vice O 6-10 % vice O 11-20 % vice 0 21 % a vice
odpovedne Pripiatt

nebo Potraviny 28 % 39 % 23 % 8 % 2 %
u d rii te I n é V roce 2022 (28 %) (42 %) (21 %) (7 %) (1 %)
Zbozi denni spotieby 29 % 36 % 23 % 9 % 4 %
p I'Od U kty. NV roce 2022: (28 %) (40 %) (21 %) (8 %) (2 %)
Spotiebni elektronika 30 % 34 % 24 % 9 % 4 %
V roce 2022: (30 %) (38 %) (21 %) (8 %) (3 %)

Elektifina z obnovit.
zdroju

42 % 33 % 16 % 6 % 3%

© Ipsos | ESG konference | Duben 2024 | Public 26



Jaky postoj mezi Cechy pfevlada?

UDRZITELNi NADSENCI POHODLNA VETSINA PRAGMATICI ODMITACI
» » . y » » . y . . . .. Udrzitelnost
Snazim se zit udrzitelné Snazim se zit udrzitelné, Chci zit udrzitelné, Udrzitelnost a spolecenska
i za cenu vysSich ale bez vyrazného omezeni ale nenito prome a spolecenskou od oslédnost ‘Sou
nakladd/mensiho pohodli praktické odpovédnost nefeSim zb[;/tec“:ny vyniysl
N J \ %

~ v

Pohled IPSOSU: Pro tyto osoby bude odpovédnost Vaseho Do skupiny Odmitacl a Nezugastnénych
produktu ¢i sluzby jen co-benefitem. Nelze ocekavat, ze by se Fadi ¢ast&ji muzi nez zeny.
si tyto skupiny za odpovédnost vyrazné priplatily.
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Od firem Ddraz na ekologicky a socialni pilif Uzce souvisi se sektorem podnikani

CEéi GOCHRAE\IA ZIVOTNIHO
—~ - o PROSTREDI
ocekavaji
VvV prvni
rade, 2
etické
chovani
v souladu
se zakony e 0 G
ZLEPSOVANIZIVOTA PODNIKANIETICKE A
SPOLECNOSTI V SOULADU SE ZAKONY
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Na co se maji zamérit jednotlivé sektory?

Food-retail
@ Utility
Farmacie ° :otravinéfstvi .
Chemie a petrochemie
Tabak ®
> Bankovnictvi Automotive & Logistika a doprava
" " Technologie @) @Stavebnictvi
Telco ® . Méda
s [ ]
Lekarny ¢ Spotiebni elektronika
° Alkohol e

Média a zabava

v

MA SE VENOVAT PILIRI S

Pojistovnictvi

Platebnikarty °

Sazeni

® Velikost bubliny

= velikost negativniho vlivu na ZP
T

MA SE VENOVAT PILIRIE

© Ipsos | ESG konference | Duben 2024 | Public 29



Udrzitelnost se byznysové dlouhodobé vyplati

Udrzitelnost podporuje dlvéru, Ddvéra ovliviuje chovani Mladsi generace se brzy stanou
predevsim mezi mladsimi a v koneé¢ném disledku nejsilngjsi kupni silou
generacemi I obchodni vysledky

30 Ipsos /

© Ipsos | ESG konference | Duben 2024 | Public



UDRZITELNE.
ALE ZA JAKOU CENU?

Ipsos Innovation

Jan Stanék

15. dubna 2024

© Ipsos | ESG konference | Duben
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Z NASI GLOBALNI
DATABAZE
FMCG:

Plati vztah, ze

udrzitelné napady
maji nepatrnou
vyhodu oproti
pruméru databaze.
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Bylo prfezkoumano vice nez 850 konceptu s klicovymi slovy:
udrzitelny, plast, recyklovatelny, biologicky rozlozitelny,
kompostovatelny, ekologicky, environmentalni, planeta, uhlik,
odpad, rostlinny, rPET a dalsi.

Vysledky udrZitelnych konceptl vs. primér databaze

Relevantnéjsi +0.5" B +49,
Odlisnéjsi +0.3 - vy&sitrial
Vérohodnéjsi +0.1 potencial
Cena-0.2 — Gatbize.

*+1.0 by znamenalo, Ze koncepty byly lepsio 1 kvintil v databdzi.

32




Obecné proklamace koncept neposouvaiji.
V kosmetice to jde nejlépe. V tabaku nejhure.

TEMATA

© Ipsos | ESG konference | Duben 2024 | Public

+11%

ZNOVU NAPLNITELNY

+6%

ROZLOZITELNY / KOMPOSTOVATELNY

+3%

PLAST (MENE,BEZ)

+2%

ROSTLINNY

+0%

UDRZITELNY (OBECNE)

33

KATEGORIE

©
S

+9%

OSOBNi A KOSMETICKA PECE

+7%

POTRAVINY

+3%

NAPOJE

+1%

VOLNE PRODEJNE LEKY

-4%

TABAKOVE VYROBKY




Prozkoumali jsme experimentem prostredky na myti
nadobi...

JYROBEN Z PLASTU

‘ \_(N ANEHO Z OCEAN(
A \%.
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Design experimentu: Conjoint metoda, 4 ruzné znacky

Zaruzné cenové urovné

© Ipsos | ESG konference | Duben 2024 | Public

CJ. Predstavte = 7e si cheete koupit prosifedsk na myti nadob
Klery prosifedek na myli nadobi bysle si vyhralia?

UDRAITELNA

NOWVINKA

35

a v obchodé jsou doshupné tyto maznesh za dans ceny

UDRATELNA
NOVINKA

B |
22

Jar'

el
Jar 450my
44,90 K&

6 task( na respondenta,

883 lidi obstaravajici nakupy do domacnosti,
online panel, cela CR




Za udrzitelny
obal jsou lidé

ochotni si
priplatit 1-5% I 2

z puvodni ceny.

U leadra trhu, ktery ma MensSi(niche)znacky na tom

ROZdi|YjSOU mezi positioning zalozen na vydelaji vice. Zvlast pokud

e/ oo

Ievnéjéimi efektivité (Vydrzi 3x déle, maji jiz smerem k

velk)'/mi 3 nez ocekavate. Umyje 2x uvdréitelnosti nakroceno

drassimi niche vice nddobi), by to (Setrny k prirodé i pokoZzce,
.pohodlna vetsina“ Chrani zdravi a pfirodu).

brandy.

ocekavala skoro zadarmo.
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1

Neexistuje univerzalni
recept ani vramci
kategorie. Co funguje pro
jednu znacCku, nemusi
fungovat pro jinou.
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UDRZITELNOST JAKO CO-BENEFIT

2

Udrzitelnost neni pro
rozhodovani spotrebiteld
urcujici sama o sobé.
Peclivé vybrana tvrzeni
vSak mohou byt v
odpovidajici kategorii
odliSujicim prvkem.

37

S

Pokud marketéri maji

na paméti zakladni
potieby zakaznikl své
kategorii a znaCky

a vhodné zapoji
udrzitelnost, maji potencial
se odlisit a dosahnout
uspéechu.




ESGV ZAKAZNICKE
ZKUSENOSTI

Renata Novotna

15. dubna 2024

© Ipsos | ESG konference | Duben "
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Mastering CX in 2024

2023 PR 555
v . . /0 Hlavni bank E-sho
2356 Seskych zakaznikd y By
] /
X v ’ o / -’_\-
Jejich zkusenost v poslednim pul roce Retail Placené televize a streamy

4200 hodnoceni znacek Vice o studii zde
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https://www.ipsos.com/cs-cz/mastering-cx-2024

Otazka

Kolik lidi je ochotno si priplatit za lepSi
zakaznickou zkusenost?

D D

Cgq D 46%

Castéjijsou to lidé, ktefi se snazi Zit udrziteln&, maji se znackou pozitivni zkusenost,
vyuzivaji vérnostni program a jsou v dobré financni situaci.

CX 24



Otazka

4 hlavni trendy v zdkaznické zkusenosti.

- @ w o wys

Ktery je z pohledu zakazniku nejdulezitéjsi?

>

 C 4 D

Personalizace je jednou z priorit expertl zakaznické zkusenosti a také je klicova pro

IPSOS zakazniky. Relevance nabidek a komunikace je stale oblast pro zlepSeni.
LEARNING

CX 24



Otazka

Kolik lidi Feklo, Ze nevi, jestli se firma, u které
nakupuje, stara dobre o své zaméstnance?

Zékaznici ¢asto neumi zhodnotit to, jak se zaméstnancum v jejich oblibenych firméach

IPSOS pracuje. A pritom spokojeny zaméstnanec spiSe doruci dobrou zakaznickou zkusenost.
LEARNING

CX 24



Otazka

Ktery z téchto aspektu ma nejvétsi viiv
na ochotu doporucit znacku?

Naplnuje ruznorodé
nebo specialni
potreby

ESG témata nejvice ovliviuji pocit sounalezitosti. NapInéni rlznorodosti potreb jde ruku

IPSOS v ruce s personalizaci, klicovou oblasti zakaznickeé zkusenosti. Zaroven je sounalezitost

LEARNING spolu s pocitem uznani stale spise slepym mistem velké casti firem.

CX 24




Zazijte i Vy excelentni CX - pomuze Vam nase mapa

ZAZIJTE
EXCELENTNI

09 ¢

NPl

Pro zobrazeni mapy
kliknéte na obrazek

© Ipsos | ESG konference | Duben 2 024 Public A


https://www.ipsos.com/sites/default/files/2024-03/Ipsos_CX24-studie_MAPA.pdf

JSTE UDRZITELNI,
ALE VEDI TO 0 VAS?

Ipsos Brand Health

Michal Stépanek

April 2024

© Ipsos | ESG konference | Duben
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Jake potreby mohou znacky na ceste k uspechu

adresovat?
LY eAASME

s
i B4

" .

|

Funkéni benefity

vaseho produktu Ci sluzby,

které uspokojuji fyzickou potiebu
zakaznikd

Emocni benefity

vasi znacky, které uspokojuji hlubsi  rozSifuji pole hry mimo
potieby zakazniku a diky kterym se produktovou kategorii a napojuji
mohou citit Iépe se na témata, ktera hybou dobou
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zjiStuje informace o
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Vyzvou je ziskat pro ESG pozornost

BN Pozornost WM ESG Primér
100%

80%
60%
40%
20%

0%

38
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Kromeé toho...

/N

Pozornost
Testované ESG
25
reklamy ‘
Ostatni exekuce ‘ 39
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Branding

@

O s

Zajem

34

33

49

€ 7

Rychlost

O 7

@

A4

 Slabsi pozornost a
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Obvyklé ,pasti” ESG placené komunikace

Udrzitelné reklamy ¢asto maji problém s niz§im brandingem a rozpoznanim, pokud:

« Nenavazuji na to, co maji lidé na dané znacce radi - jsou tvofeny ,navic” a nejsou
dostatecne navazany na hodnoty znacky.

« Odpovédné reklamy jsou si ¢asto navzajem velmi podobné - napr sazeni stromd,
zabery na vetrné elektrarny, obrazky z farem apod., chybi silngjsi kreativni zazitek
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Komu se dafi hledat nové pristupy, které obohacuji?

Pramér Top
NA PUL CESTY I \ MISFITS
: ’ Mastercard - Touch Card
o |
®

_ Lindex - Na podporu boje proti rakoviné prsu o ® | @ Brit Care - Zdravy pro psy, Setrny k pfirodé
o CEZ - Pomahej pohybem - cyklista .» o : @ Radegast - Pivo tobé, voda pfirodé ()
\% ------ Kia—Inspirace pro-zodpovédnéjéi@yb Y S .-  apned Top
= o ° B2 (o
E | 00 ° 0 % e oo
o CSOB - Na dobrou véc o ! 5 ? . o . G
> ‘“ o () ! @ Ceska sporitelna - Silnéjsi v gamingu, silngjsi i v Zivoté
x e O ® PY Ibalgin - Pozitivné proti b®esti

o0 .

DM - Ze.nské zdravi

PRE - Nejvétsi sit dobijecich stanic

NA PUL CESTY

ZACIT ZNOVU

Kreativni zazitky
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Co lidé ocenuji na MasterCard?

0 cemjereklama Jak ji divaci prijali
KREATIVNI Jedine¢na NN N o6
ZAZITKY Pfijemné sledovat N 38

Vyvolava emoce I NN 45
Zabavna N 14 VY
Iritujici Il 6 ¥
] EMPATIE A Hodi se ke znaéce I 33
e BLiZKOST Divéryhodna I N 55
i II/ Pro lidi jako jsem ja I 19
e % IX Informativni N I 71
Co obsahuje m Rekla néco nového I NN 73
Rekla néco dilezitého I NN 61
Zivilide Muzi Zeny Dité J OdliSuje znacku NN NN 55
-7 PFemyslim novym zptisobem [N I 44
Rekla néco zajimavého [N I 70
Matouci Il 7

Reseni

Produktova Vinéty Testimonial . i
problemu 1
1

Tmave barvy Silné emoce
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Co lidé ocenuji na Brit Care?

0 cemjereklama Jak ji divaci prijali
KR!E{S.TIVNi Jedineéna I 30
ZAZITKY Prijemné sledovat NI BN 48

Vyvolava emoce N 25

v Brit Zabavna NN NN 5

Iritujici Il 10 ¥
Hodi se ke znaéce I 25

y EMPATIEA
: // BLiZKOST Divéryhodna I N 38
: II Pro lidi jako jsem ja I 22
e % ')J Informativni N I 21
Co obsahuje BRI\ Rekla néco nového NI 32
Produktova Vinéty Slice of life Zvitata : Rekla néco dilezitého N 25
Jasng, svétlé Silng emoce Vyrazna, Akeni, I' Odli$uje znacku I 32
barvy pritazliva hudba dynamicky /
Opakované =7 Pfemyslim novym zptisobem NN 23
uziti .
. Rekla néco zajimavého NI 32
Matouci Il 7
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Co lidé ocenuji na Radegastu?

0 cemjereklama Jak ji divaci prijali
KREATIVNI Jedineéna NI 32
ZAZITKY Prijemné sledovat NI BN 49

Vyvolava emoce NN 33
Zabavna I 24
Iritujici B 3 |V
Hodi se ke znaéce N 28

y EMPATIEA
: // BLiZKOST Divéryhodna I N 39
: II Pro lidi jako jsemja I 24
e % IX Informativni NN 37
Co obsahuje BRI\ Rekla néco nového NN 29
Image Lidé Muzi Celebrity : Rekla néco dilezitého N 26
Tlumené, tmavé Slavnostni Silné emoce _ Vyrazna, I' Odli$uje znacku I 25
barvy atmosféra pritazliva hudba /
AKEN, =7 Pfemyslim novym zptisobem N 21
dynamicka

Rekla néco zajimavého NN I 37

Matouci |1 ¥
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TFi tipy pro kreativu komunikujici odpovédnost firem

True to facts

Nelakujte realitu na rGzovo, mluvte
pravdu, spotrebitelé se to stejne
nakonec dozvedi

© Ipsos | ESG konference | Duben 2024 | Public

True to people

Komunikujte zplsobem, kterym
dokazete propojit svoji odpovédnou
propozici s potfebami a ocekavanimi
lidi a zaroven je dale formujete.

Prinasejte kreativni myslenku, ktera
ma hodnotu pro cilovou skupinu a

zaroven zplsobem, ktery je originalni.

Budte MISFIT

True to the brand

- komunikace odpoveédnosti by méla
mit vazbu na oblast podnikani a byt
v souladu s positioningem znacky.

Bonusem navic je vyuziti jednotného
komunikaéniho konceptu, ktery vam
pomdUze propojit komunikaci s vasi
znackou.




ESG: HOW WE ACT
AS A COMPANY

Martina Popenkova

15. 4. 2024
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Continued
broad @

] ®e _  u )
recognition ‘@ United Nations Learner
yuum ) Global Compact
of our ESG

performance TN
ecovadis | CREEFERRIET T  Top25%-siver TR

6.4/10
MSCI &) 1 Comumm IR I N T B D
LEADER AVERAGE LAGGARD

¢

NOP | o

Carban Disclosurs Project
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Three key pillars to our ESG plan

] Y A, T—

What We Say What We Do How We Act
to the World for Clients Ourselves
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Say to the World

What We THE IPSOS THE ESGMPERATIVE
say tO the ESG COUNC". Peqvple - Planet - RLOSperlty

o 4

World ol b ‘t\i \

- A wemm ssmﬁanv IPSOS

Provide public |
information to build l », . ey T océincaunurry [l SusTaNasLs

1 | i “r @ ?,,“,ﬂ“_ﬁfﬁff‘j" N -
understanding of : T AL
where consumers and - ’ T \
businesses stand on
environmental
sustainability and

BRANDS AND (E:gsroncas AND

social issues. s - P s .

Publicize our GHOBAL VIEWS ON
contributions through SUSTAINABILITY

reporting, ratings and i ey
recognition. .

Ipsas and E5G

— More info on ESG website
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Jan Sedlacek

jan@maschvilku.cz



Jak to funguje

mas-.chvilku spojuje ty, co chtéji

Dobrovolnici pomahat, s témi, co pomoc

jednotlivci, zaméstnanci potFebuji
(firemni benefit),

teambuilding, organizovanée
akce

mas
chvilku

R R TR R RTRRRS

Organizace

Domovy senior(, détske
domovy, charity a nadace,
obCanska sdruzeni,
neziskoveé organizace,
zvireci utulky, lidé v nouzi,...

Duben 2024 | masechvilku



ProC do toho jit « vyhody pro firmy

prace, ktera
dava smysl

Smysluplna zména
oproti bézné naplni
prace vede k
dlouhodobe
spokojenostia
setrvaniv stejnem
zamestnani.

senza
benefit
pro stavajici
zamestnance

Kromé péti tydn(
dovolené a
sluzebniho
automobilu mizete
dobrovolnictvi
prezentovat jako
dalSi benefit vasSim
zaméstnancuam.

snadngjsi
nabor
novych
zameéstnancd

V inzeratu na volnou
pozici tento benefit
vypichnéte -
zdUraznite tak, ze
Vase firma je
skutecne
spoleCensky
zodpovedna.

ZvUcnejsi
CSR
aPR

Posunete se na
dalSi uroven
spoleCenske
zodpoveédnosti.
MUlzZete prezentovat
smysluplné a
konkrétni PR -
vyreportujeme Vam
poCty hodin i
oblasti, kde jste
pomohli.

smysluplny
team
building

Pfipravime vam
teambuilding na
miru Vasim
potrebam -
prizplsobime se v
poctu ucastnik,
lokalité i
preferované
aktivité.

Duben 2024 | masechvilku



Ipsos
dobrodny

Ipsos od r. 2022
chodi dobrovolnicit
ve spolupraci s
mas.chvilku.

Dobrovolnictvi ma
velmi dobry ohlas
u zaméstnancu -
podivejte se na par
cisel z minulé viny.

Kazdy zaméstnanec ma
nyni moznost vénovat az
2 dobrodny za rok.

mas
lpses  chvilku

DOBRO CHVILKY 2023

ZVIRATA129 %1128 hodin LIDE | 48 % | 216 hodin
Venceni pst Uklid na

Prace ve vybéhu zahradé v

pro koné domové seniorl
Vypomoc v utulku Prace slidmis
pro kocky postizenim
Zvelebovani (administrativni
vybéhu vypomoc)
Venceni pst TFizeni obleceni
Zachrana zviratek

v

PRIRODA |23 % | 104 hodin

Sbirani odpadk, Cisténilesa
Obnova verejnych lavicek

mentalni

fajn vyuzity den
odpocinek

smysluplné

prospesne

Zmena

spravnavéc  KOCKy

team

radost -
DOBRY POCIT

super o naplnujici

veselé dobry skutek i SOVu
obry skute odreagovam obohaceniklasické
pomOh“ super prace
jsme zkusenost

DOBRO TYMY 2023

VTYMU|93 %

Kvalita
Mystery
Statistika
PR

CASI
Automotive
CX

GSC

e

JEDNOTLIVE
7%

9 Bo jili byste se do
rovolnictvi znovu?

o
.V "é"!“:i Nevim Spise ano Uréité ano
firemniho  { , 5 EETEA 79 %
dobrovolnictvi
ve SVém Splse ano Uréité ano

55 % 26 %

volném c¢ase

m urcité ne spise ne nevim  MspiSeano  Murcité ano

Ipsos & mas.chvilku



KONTAKTY

Tereza Horakova Markéta Kneblikova

tereza.horakova@ipsos.com marketa.kneblikova@ipsos.com
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