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Alapnpuion kal Biwoiun AvanTuén

= Ynootnpi&n PIwoiunG KaTavaAwonc
= EuaioBnTonoinon yia nepiBai\ovTika Kal Koivwvika {nTnuaTa
= EvOappuvaon ENIXEIPNOEWY va UIOBETOUV UNEUBUVEG NPAKTIKEC
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[MpOKANCEIC

['vwon Kal ouveidnToTNTa

LOWEST FARES,
LOWEST EMISSIONS

 AIRLINE

~ Everybody knows that when you fly Ryanair you enjoy the lowest
- fares, But do you know you are travelling on the airfine with
.. Europe’s lowest emissions as well?

. While aviation is responsible for just 2% of carbon emissions, s
our industry is determined fo play a leading role in reducing

g emissions. Aviation already pays significant environmental taxes
= this year Ryanair will pay €630m in environmental taxes in

* MeTpnon anotereoparey { —

~ havetheyoungest fleet of aircraft (avg. age 6 years), the highest
 load factors (97% of seats filled) and newest most fuel efficient
engines, :

= KOOTOC BIWCINWV NPAKTIKWV

Ryanair is committed to cutting our carbon emissions further

: which is why we are investing over $20 billion in new aircraft that

. will cut our carbon emissions by 10% by 2030 and lower noise
emissions by a further 40%.

Greenwashing o oo

& making that choice and we thank them for contributing to our 4

B e \ " . Find out more at www.ryanair.com/environment
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= YI00£TNON €nikoIvwviac e dlapaveia
= EoTiaon otnv eknaidsuon Tou Koivou
= Xpnon BIWoINwV HEGWV dIaPnUIoNC
= Suvepyaoia PE BIWOIUEC ETAIPEIEC
= EvowuaTtwon KUKAIKNG OIKOVOWIAg
GUVBEGHOG
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2uvoeouoc Alapnuifopevwyv Kunpou

ApXEC
= Enikoivwvia nou evioxuel Tn BIwCIKOTNTA
= Agopeuon otn diagaveia kail Tnv uneubuvoTnTa

= EuBuypappion pe 2BA (n.x. 100TNTa GUAWYV, NePIBAAAOVTIKN uneubuvoTnTa)

POAOG

= Exknaideuon/evnuepwaon
= AIKTUWON

= JUVEPYAOIEC

OUVOEOMOC

® SadnulopEVW




Mayk. Opoonovodia AiapnuiloOPEVWV

Planet

Commit

to being a part of, and achampionfor, the global Race
to Zero campaign, and encourage your marketing
supply chain to do the same.

Scale

the capability of marketing organisations to lead
for climate action, by providing tools and guidance
for your marketers and agencies.

Harness
the power of your marketing communications to
drive more sustainable consumer behaviours.

Reinforce
a trustworthy marketing enwironment, where

sustaimability claims can be easily substantiated so

they are presented with.

Figure 5: Guidelines to get sustainable
communication right

Be authentic  Understand your audience  Be constructive

Be true T’f’ your br?”d and  and the psychological levers that  Show how the brand
w‘here it stan{?s '”I'flhE' will resonate given their attitudes can help people
field of sustainability towards sustainability make a difference

Get emotion right Be relatable

Leaving people feeling  mMake serious messaging
hopeful and confident accessible and relatable
is key to making them  through the right tonality
feel empowered to (e.g. humour)
make change




Sustainable Marketing 2030

“Marketing and Sustainability: Closing the Gaps”
(WFA 2021 report)

= 39% BpiokeTal oTa NpwTa BripaTta Tou sustainability journey
(og avTiBeon pe 31% o€ eninedo eTaipeiac), evw 1o 10% HOAIG
Eekiva (oe avTiBeon pe 4% oe eninedo Taipsiac).

% %, g % 4

= 35% avagpepel OTI Ol YVWOEIG Kal ol OEEIOTNTEC TOUC O€ BepaTta
sustainability eivalr eAhineic (evavti 20% T0 2021). R N S S

i

= 90% OUPPWVOUV OTI Ol aT(EVTEG yia Tn BIWCIKOTNTA NPENEl vVa “Sustainable Marketing 2030”
gival nio PIAOSOEEG. ( report)

= neplocoTePa brands €xouv nAgov Tn BiwoipoTNTa WC deikTn KPI
ota marketing dashboards — ano 26% 1o 2021 o€ 42% 10 2023.

At company level
= Marketing function P’ﬂnet
@ Plodge KANTAR




[paKTIKEC

ID. BUZZ
100% Electric

Introducing Heinz' Ketchup
in new PlantBottle” packaging.

B 0% Woster
100% Way to go

*We are working on a new bottle that is
totally biodegradable made from wood
fiber. Probably the way to go.




ENSURE SUSTAINABLE CONSUMPTION

AND PRODUCTION PATTERNS
HIGH-INCOME COUNTRIES BESITE CLL oR
Lz o AERSSE RN ]
LOW-INCOME COUNTRIES i

DOUBLED, TRIGGERED

MATERIAL FOOTPRINT PER CAPITA IN HIGH-INCOME COUNTRIES IS BY GLOBAL CRISES
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GENDER
EQUALITY

ACHIEVE GENDER EQUALITY AND
EMPOWER ALL WOMEN AND GIRLS

THE WORLD IS ono o< o

TTELTYEA 70 ACHIEVE o o

GENDER EQUALITY By 2030 = s

300 YEARS K 286 YEARS 10 cLoSE GAPS 140 YEARS 10 AcHiEve
@ TO END CHILD IN LEGAL PROTECTION AND EQUAL REPRESENTATION IN
MARRIAGE REMOVE DISCRIMINATORY LAWS LEADERSHIP IN THE WORKPLACE

LEGISLATED GENDER QUOTAS B

ARE pa332411'[4 TO ACHIEVE i
EQUALITY IN POLITICS LACK DECISION-MAKING POWER

OVER THEIR SEXUAL AND
REPRODUCTIVE HEALTH AND RIGHTS

"
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30.9% 21.2%
Jame @ AAAA




Ta d1aPopeTIKa epyaleia marketing kal snmmvwwaq unopouv va
oxedlaoTOUV Kal va uAornoinBouv PE TETOIO TPOMO WOTE VA EXOUV BETIKN
enidpaocn kai kaboploTikr) oupBoAn oTn Biwoiun avanTuén.
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