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OUR ORGANIZATION +23.000 +100 9

EMPLOYEES COUNTRIES EXPERTISES

HAVAS IS ONE OF THE LARGEST COM
MUNICATIONS GROUPS IN THE WORLD,




A MESSAGE FROM YANNICK BOLLORE

YANNICK BOLLORE
Chairman and CEO

At Havas, our ambitious mission "Make a meaningful d i erence to brands, bu -

sinesses and people,” guides us every day. We are d eeply convinced that crea -

tivity has the power to support, and even drive, posi  tive societal change by sha -

ping mindsets and perceptions, as well as in uencin g behavior around social
and environmental issues.

We are extremely fortunate to be able to make amea  ningful difference through

the influence of our activities and the content we create. This opportunity is

a responsibility, towards our talents, our clients, ou r partners, society and
future generations.

I am proud of the many campaigns Havas has produced in 2023 that challenge
and promote new narratives on various subjects such as responsible consumption,
understanding autism in young girls, or raising awar  eness of the growing water crisis.

These issues are close to my heart because the urge ncy compels us to get
involved. | rmly believe that this ongoing transfo rmation is a real opportunity
for businesses. It is a chance to innovate, transfor m and inspire. While we are
aware that our journey towards sustainability is co  nstantly progressing, we are
determined to continue and intensify our e orts. Th atis why, in 2023, we com -
mitted to an ambitious decarbonization trajectory t hat has been validated by
science, and why we have implemented a robust tool f  or measuring the car -
bon footprint of our creative, media and event campa  igns, already approved
by many of our clients.

As the world continues to face unprecedented social , economic and environ -

mental challenges, it is our duty to take concrete a ctions that make a positive

contribution to our planet and to society. This CSR  report outlines the signi cant

progress we have made over the past year, which hono  rs our commitments and
encourages us to continue making progress.

We strongly believe that our success is measured no  t only by our nancial per -

formance but also by our positive impact. | would |  ike to thank all the teams who

are working towards this goal, as well as our partne  rs and stakeholders who ins -
pire and encourage us to move forward.
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A MESSAGE FROM STEPHANIE BERTRAND TASSILLY OUR CSR GOVERNANCE
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STRATEG EXECUTI %SE
VALIDATION COMMITT

STEPHANIE BERTRAND TASSILLY
Global Chief CSR O cer

2023 was a particularly eventful year for allthe pi  llars of our Impact+ CSR strategy.

We have continued to fully invest in the well-being of our talents through our
People pillar. Our main areas of action have been r aising awareness of mental M A N AG E M C S R D E PA m
health, ethnic and cultural representation, LGBTQ+ inclusion and supporting
women in accelerating their careers. Asaresult, w e are proud that more than half :
of the managers in 2023 are women, and the proportion of women in creative :
leadership roles has quadrupled in just two years.

( N\ (

Regarding our Environment pillar, the year 2023 was m  arked by two major

achievements. Firstly, the validation of the decarbo  nization trajectory by the C O O R D I N AT G L O BA L

Science-Based Targets initiative in March 2023, con rming our commitment to S E
four ambitious targets. Secondly, the deployment of  the Havas Carbon Impact A N D M O N I T\t C O M M I TT

calculator in all our agencies around the world. Th is unique tool measures the

carbon impact of creative, media and event campaigns , allowing us to provide

clients with a comprehensive impact assessmentoft  heir campaign, from creation - N

to distribution, and o er more sustainable alternati ves.

Finally, our last pillar, Meaningful Communication, wa s particularly successful
this year with a large number of socially responsib  le campaigns winning 63
"sustainable" awards.

At the same time, we have strengthened the structure of our internal CSR network O R G A N I ZA C O U N T R Y R AG

around the world, enabling us to engage countries an  d move forward together

WITHIN ENTI CSR OFFICERRSE
As a major player in communications, we must use our power of in uence to
promote changes in lifestyles and consumption habit  s. The challenge is to combine . M A N AG E M E N O F

pro tability and sustainability by o ering a new wo rld that is just as desirable.

( N (

GLOBAL CSR COMMITTEE*
The Global CSR Committee is composed of about (@@ pgaresenting the
countries in which Havas operates, strengtherengytiup’s CSR network.



THE STORY OF A COMMITTED GROUP
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UN GLOBAL COMPACT

We were the rst communications group to sign the
UN Global Compact to support the 2030 Agenda
for Sustainable Development.

We partnered with the UN and Ko Annan to launch
the "TCK TCK TCK: Time for Climate Justice" cam -
paign, alongside the world’s rst musical petition
featuring over 50 global artists. This year, we also
developed our sustainability strategy.

UN COMMON GROUND

We joined the UN Common Ground Initiative and
adopted the Sustainable Development Goal (SDG)
13: Take urgent action to combat climate change
and its impacts.

i
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2018

IMPACT+

We launched Impact+, our CSR strategy based on 3
pillars: People, Environment and Meaningful Com

munication. We have also set up the rst carbon
calculator for multi-media campaigns in France.

2023

11

GRAND PRIX SUSTAINABLE DEVELOPMENT GOALS
We won the Grand Prix for Sustainable Develop -
ment Goals at the Cannes Lions International Fes -
tival of Creativity for the "Palau Pledge" campaign

and received the UN Peace Medal for the campaign
"Making Friends Across Religions." This year we
also launched the Havas Climate Solidarity initia -
tive.

2020

REDUCING OUR EMISSIONS

The Science-Based Targets initiative (SBTi*) va
lidated Vivendi’'s carbon reduction targets. Havas,
like the other Vivendi entities, is committed to th  is
ambitious decarbonization trajectory that concerns

the reduction of energy consumption, renewable
energies, the reduction of emissions related to our
operations and the engagement of our suppliers.

Havas Carbon Impact calculator

Launched in November across all the group’s agen -
cies, Havas Carbon Impact calculator is an internal
tool for calculating the carbon footprint of a medi  a
campaign, a creative campaign or an event orga -
nized for a client. It enables all our agenciesto  sup-
port their clients in their sustainable transformat  ion.

Grand Prix for Good - Anne de Gaulle

We won the Grand Prix for Good at Cannes for Ha -
vas Paris’ campaign on behalf of the Anne De Gaulle
Foundation, which highlighted the work of the Foun -
dation set up by Yvonne and Charles de Gaulle to
help people with mental disabilities.

*independent global body for companies to set
emission reduction targets based on climate science
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in 2015, the un created the 2030 agenda, which lists 17 Sustainable Development
Goals (SDGs) aimed at ending poverty, protecting the  planet and ensuring that all
people enjoy peace and prosperity. As part of Impac  t+, Havas has focused its e orts
on prioritizing several of these SDGs and is contri  buting, in its own way, to advancing
" this agenda. You will nd them in the di erent pill ars throughout this report.
United Nations Sustainable Development Goals’ websit _e.
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https://www.un.org/sustainabledevelopment

LABELS AND CERTIFICATIONS BODIES

( A Havas has been awarded the Ecovadis Silver Me - ( A (
3 dal in recognition of its sustainability performanc  e.
sILveRlL (67/100)
2023 . ’
ecovadis AD NET EEE& ' C"CUI R
|gu;tainabilit_y
ating
N J N J N
s ) In three of our four main markets (Spain, United

Kingdom, France), the workforce is almost entirely
covered by an ISO 14001 certied Environmental

Management System (EMS). This means that al - s N e
most a third of the Havas workforce is certi ed.

This certi cation, granted by an independent body,
14001 guarantees the company and its stakeholders that
_ J the environmental management system in place entreprises | pour l'environnement

complies with ISO standards. When a company ob -
tains this certi cation, it shows that it is committ ed
to continuous improvement, in compliance with the L ) L

regulations, with the aim of supervising and redu -
cing its environmental impact.

e ) The CDP (Carbon Disclosure Project), the interna - s ) s
tional benchmark for corporate environmental ra -
tings, awarded Vivendi a B rating in 2023. Although
b ‘ it has strengthened its criteria, Havas moved up _k-,»““'“co”rn . . Observatoire
““ DP three places in its rating compared to previous S f}‘,v’—‘ United Nations 23;%{2?50”5‘“’”“‘3
: . - .
DS CLOSURE IS AcTION years (Cin 202;) a_nd_ is now above the average w Global Compact des entreprises
rating of companies in its sector (B) and European
companies (B).
- J N y N
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IMPACT+, OUR CSR STRATEGY

Launched in 2020, Impact+, our sustainable deveopstrategy, brings
together our objectives and actions. It is bas8glars: People, Environment
and Meaningful Communication.

2023 KEY FIGURES

unique tool to measure the carbon impact
of our creative, media and events campaigns

67%
of the group’s electricity consumption comes from
renewable energy sources

of managers are women

agencies were involved in actions related to
Havas global ‘All In’ strategy on diversity, equity,
inclusion and belonging (DEIB)

B
At

17,925

talents have completed
the "Act Together" CSR training

Wy

135

probono campaigns
have been carried out

-39%
Havas’ carbon footprint has decreased
by 39% since 2018

®

X

63

awards were received for our campaigns
in a sustainable category




GOOD HEALTH
AND WELL-BEING

e

PElPLE

PATTI CLARKEGIobal Chief People Experience O cer

"Our people are a beautiful collection of culturegpabilities, and experiences. Our
ambition is for each employee to be able to shovoupvork in our villages and feel
respected, valued, and included. To achieve this,alt need to keep learning and
evolving when it comes to fostering inclusive workviemnments. Our global and
local programming is focused on education, awarerass allyship. It's an ongoing
cultural journey, but well worth it for each momemprogress."

At Havas, people come rst. Our ambition is to create a culture where
diverse voices and perspectives are encouraged and re  spected, and
where all employees are equally supported in develo  ping their careers.

We are committed to promoting a healthy and harmoni  ous work
environment that supports our talent’s performance and  development.

GENDER DECENT WORK AND 1 REDUCED 1 PEACE, JUSTICE
EQUALITY ECONOMIC GROWTH INEQUALITIES AND STRONG
o INSTITUTIONS

e
et

<5> !—
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KEY FIGURES

TOTAL WORKFORCE

TOTAL WOMEN 13,480 58.5% / TOTAL MEN 9,167 41.5%

WORKFORCE BY GEOGRAPHICAL AREA WORKFORCE BY DIVISION
Europe: 49% _ Havas Creative: 45%
North America (Canada/USA/Mexico): 17% Havas Media: 37%

Asia: 17% . 140
South America: 15% ::Xg: gzaglg/ 16%
Africa: 1% e

Oceania: 1%

2%

1%1%

182,130 114,000

HOURS OF TRAINING WERE COMPLETED TRAINING CERTIFICATES
BY OUR TALENTS IN 2023 WERE AWARDED IN 2023

21



ALL IN, OUR DEIB DIVERSITY, EQUITY,
INCLUSION & BELONGING STRATEGY

Launched in 2018, All In is Havas’ global apptodziversity,
Equity, Inclusion and Belonging (DEIB). All Inesvall levels
of the organization by empowering local and regimitétives
around the group, as well as enabling collaboratroglobal
DEIB e orts. Collectively, over 180 actions tookepdaross 56
agencies and 42 countries in 2023. Key focus arehsded
Education & Awareness, Mental Health, Industrys&¢cé&ghnic
& Cultural Representation, LGBTQ+ Inclusion anceWém
Gender Equality.

4,912
TALENTS ARE TRAINED
IN DEIB SUBJECTS

22

The four pillars of All In are the following :

LGBTQ+ INCLUSION

DISABILITY INCLUSION

23



1. Women

FEMMES FORWARD

Launched in 2018, Femmes Forward (FF) sup -
ports the advancement of women’s careers at Havas.
Designed for women at the senior manager/director
level, the experience consists of skills workshops,
leadership assessments and insights, inspiration
from senior leaders, group coaching, community
building and more. At the end of the program, parti -
cipants developed a plan to guide the next steps of
their career. Since 2018, FF has impacted 365 women
from 34 countries and retained 67% of participants.
In 2023, there were 79 participants from 11 countrie S.

FEMMES FORWARD ACADEMY

Femmes Forward Academy is a virtual pro -
gram designed for junior-level women at Havas with
1-4 years of experience. Participants attend four
expert-led sessions on topics like building con -
dence, managing stress and cultivating their voice.
FF Academy has impacted over 620 women across
the global network. In 2023, over 440 womenre -
gistered for the program.

24

FEMMES FORWARD FRIDA

Femmes Forward FRIDA is a spinoff of
Femmes Forward designed to support the advan -
cement of women at the creative director level and
increase the number of women in creative leadership
roles. Participants gain personalized leadership de -
velopment, community building, as well as exposure,
inspiration and networking at the Cannes Lions In -
ternational Festival of Creativity. Since kickstart ing
our commitment toward increased representation of
women in creative, we have seen improved results.
From 2021 to 2023, the number of women in crea -
tive leadership roles increased from 5.7% to 24.8%.
In that time, the number of women in all creative
roles also increased from 42% to 46%.

fdia¥F

HAVAS

atenn

LOCAL INITIATIVE INDIA
WOMEN WHO INSPIRE

Havas India launched "Women Who Inspire,"
an initiative to foster gender diversity and celebr  ate
women in leadership. The objective is to bring abou  t
a cultural transformation that will help build adi  verse
and strong workforce that develops more women
leaders in the group.

03,0Y

13,480 WOMEN OUT OF 23,042 TALENTS

WOMEN BY GEOGRAPHICAL AREA
Europe: 60%

North America (Canada/USA/Mexico): 62%
South America: 56%

Africa: 55%

Asia: 53%
Oceania: 59%

o
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RECKITT'S WOMEN
IN INNOVATION FUND WINFUND

HAVAS SO UK X RECKITT

Havas SO, Havas’ purpose-built healthcare
communications agency, partnered with
Reckitt on its Women in Innovation Fund
(WINFUND), a 100% not-for-pro t project
and community-built initiative to advance
women-led innovations for health with
real-world impact at its core. Financed by
the sale of NFTs, including the collection of
digital artworks created by Rwandan artist
Christella Bijou, the fund will invest in start-
ups led by women entrepreneurs running in -~ -
novative healthcare businesses, helping to
create economic resilience in communities
and improve their access to healthcare.
One bene ciary example is Shamim Nabuu -
ma Kaliisa from Uganda who has launched
the Community Healthcare Innovation Lab
(CHIL) to screen women in remote locations
for cervical and breast cancer using arti cial
intelligence (Al), after being treated for breast
cancer herself.

25

WOMEN BY DIVISION
Havas Creative: 56%
Havas Media: 59%
Havas Health: 65%
Havas HQ: 56%

89
GENDER INDEX 2023
HAVAS VILLAGE FRANCE

43%
OF CEOS, PRESIDENTS, MANAGING
DIRECTORS ARE WOMEN

46%
WOMEN IN
CREATIVE ROLES

54.9%

OF MANAGERS ARE WOMEN

x4
WOMEN IN CREATIVE LEADERSHIP
ROLES BETWEEN 2021 AND 2023


http://https://vimeo.com/826185679
https://vimeo.com/826185679

2. Mental Wellness

Havas deepened its commitment to supporting employegal wellness in
2023 with the launch of Havas Minds, a custonebuitnt series educating on
mental health awareness. Hosted on Havas Univegsitglish, French, Spanish
and Portuguese, the series of short videos feailive-speaking coaches from
PUSH Mind & Body.

To date, over 6,500 talents have completed thentyain

We also continue to engage employees who are paigsaiout mental wellness
through the Havas Minds Collective, a network-afmployees from across the
globe. In 2023, they were provided sessions on Imealth education and fea
dership development to help equip them with thghilssand resources to help
impact change in their agencies.

LOCAL INITIATIVE POLAND
HAVAS INSPIRATIONS

Havas Inspirations o ered a cycle of mental
health and wellbeing workshops for employees.
Sessions were led by psychologists and focused

on topics such as depression, professional burnout,

addiction and eating disorders. Employees learned
how to identify symptoms of these mental illnesses
in themselves and family members, ways of over
coming mental health related issues and where to
nd professional help.

A VLV g,

”

‘\
’ W vt
FIEFOR .

LOCAL INITIATIVE SPAIN
CABEZAS CON ALMA

Havas Spain developed Cabezas Con Alma
(Heads with Soul), a creative solution to help mana
gers and employees prioritize mental wellness, re
late to one another, and de-mystify mental healthi n
the workplace. The agency commissioned Spanish
illustrator and writer 72kilos to design a sticker  pack
that employees display on their devices and note
books to reduce the stigma around mental health
and create a more compassionate culture.

YOU DON'T KNOW THE HALF OF IT
HAVAS NEW YORK X THE HARRIS PROJECT PRO BONO
Havas New York developed a PSA for The Harris Proje ct, a national organization that raises

awareness, advances prevention, and supports the im  plementation of integrated treatment for
teens and young adults with or at risk of developin g co-occurring disorders (COD). The short
Im shines a light on teen substance abuse and ment  al health.

HAVAS

MiNDS

6,900+ TALENTS

HAVE COMPLETED

THE HAVAS MINDS
TRAINING



https://www.youtube.com/watch?v=ZoLdMbNYe6A3
https://www.youtube.com/watch?v=ZoLdMbNYe6A

3. LGBTQ+ Inclusion

PRIDE 2023

Our Pride 2023 approach explored the impor
tance of what music means to the LGBTQ+ commu -
nity. Through employee contributions, we curated a
#HavasPride playlist on Instagram (@havas) sharing
the expressions, experiences and connections of our
own LGBTQ+ community. Employees from 13 coun -
tries contributed their thoughts to the campaign,a  nd
posts reached an audience of 18,000.

@ autre cercle

LOCAL INITIATIVE FRANCE
LAUTRE CERCLE CHARTER

Havas France became a signatory to the
"L'Autre Cercle" LGBTQ+ commitment Charter. This
is a concrete commitment actively contributing to a d-
vancing LGBTQ+ inclusion in the workplace. Over a
three-year period, the Village will raise awareness  and
train teams in creating a respectful work environme  nt,
supporting the LGBTQ+ network and taking account
of their speci ¢ needs in human resources manage -
ment. This includes awareness workshops, roundtable
discussions and other actions during Pride Month.

28
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LOCAL INITIATIVE NORTH AMERICA
STANDING WITH PRIDE

During Pride month, Arnold Boston welco -
med six drag performers into their space to have
an un ltered, honest, and beautiful conversation
captured in a special documentary. As part of our
e orts with continuing LGBTQ+ conversations and
support beyond just Pride Month, we created an
experience to re ect a di erent side of Drag—-the
human side. We featured six incredibly unique and
unapologetic forces that perform in the local Bos
ton Drag scene—each with their own interpretation
of Drag—all through an exhibit we titled respect
fully, Life’s a DRAG without us. Through a series of
portraits, a social spotlight, and a mini-documen
tary, we provided a platform for our participants to
share how they express themselves, how they per
form drag, what drag means to them, how they’re
dealing with today’s hardships and how they're
persevering over it all.

DIVERSITY
HAMPIONS

LOCAL INITIATIVE UK
STONEWALL DIVERSITY CHAMPIONS

Havas UK partnered with Stonewall, Europe’s
largest LGBTQ+ rights organization, by joining thei r
Diversity Champions Program. This initiative aimst o
enhance their LGBTQ+ inclusion practices by revi -
sing existing policies to ensure that family-friend  ly
policies are gender-neutral as well as introducing a
new trans and non-binary inclusion policy. Stonewal |
also delivered training for the UK on LGBTQ+ allysh ip
with about 40 people in attendance.
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NO ESTOY HAVAS SPAIN

Havas Spain has produced ‘No Estoy,” a campaign whi  ch argues that the best tool against stig -
matization is visibility. A manifesto created by me  mbers of the LGBTQ+ community from Spanish
agencies to promote inclusion and diversity inthe  advertising sector to advance in a more diverse
communication.

OUR GLOBAL PRIDE CAMPAIC

INCLUDED EMPLOYEES
FROM.3 COUNTRIES,

20 CITIES AND REACHEL

18,000+ SOCIAL ACCOUNTS


https://youtu.be/lsYpqJZIHOg?si=G4mIB3g9hTsXi6kp
https://youtu.be/lsYpqJZIHOg?si=G4mIB3g9hTsXi6kp

4. Disability & Accessibility

+190% NEW VISITORS TO THE AMBITIOUS
ABOUT AUTISM WEBSITE

A global disability and accessibility strategyaisned for 2024, with the
aim of raising awareness at a global levetasuring that employees with
disabilities are supported and included.

LOCAL INITIATIVE FRANCE
DUODAY

Havas Village France activated DuoDay as part of
their disability awareness week in 2023. DuoDay is
a European inclusion initiative that pairs individua Is
with disabilities with professionals in various ind  us-
tries for one day of immersion and inspiration. The
goal is to increase awareness of di erent disabilit  ies,
promote the integration of people with disabilities
into the workplace and combat prejudice.

LOCAL INITIATIVE UK
HAVAS ADAPT

Havas Village London’s rst employee disability
network in partnership with StudioCanal. The group
was instrumental in developing an additional in -
ternship program for neurodivergent undergraduates
and those with disabilities. Through this, they have
welcomed seven interns from the Leonard Chesire
Change 100 program for three-month placements,
with two going on to secure one-year contracts.
They also partnered with the leading disability cha  rity
Purple Tuesday.

LOCAL INITIATIVE CHINA
SPECIAL INTERNSHIP PROGRAM

Havas China and the Shanghai Institute of Tech -
nology’s Special Art College launched a Special
Internship Program for students with hearing and
speech impairment or loss. Since June 2022, they
have worked with the China Disabled Person’s
Federation to o er opportunities and support to
these students.

DIVERSITY IN /|
ADVERTISING ==

4P
-

“FOR MARY
AUTISTIC PEOPLE \/

“FAMILIAR CLOTHES -
REALLY MATTER. e

ME, MY AUTISM & |

HAVAS LONDON X VANISH

In partnership with Ambitious about Autism, Channel 4 and Vanish, Havas London set out to nur -
ture a conversation that would broaden public under  standing of autism. The campaign gives a

voice to autistic girls who are particularly a ecte d by late diagnosis and tells their stories through
clothes. Clothes can o er people with autism a way to regulate their senses and create a source
of comfort when navigating a world not built forth ~ em.

The campaign won Channel 4's Diversity in Advertisi  ng Award and three Cannes Lions awards.

+66 PRESS ARTICLES
AND+5 MILLION VIEWS
ON TIKTOK



https://www.youtube.com/watch?v=4Xtog_zRRJg
https://www.youtube.com/watch?v=4Xtog_zRRJg

ENVIRONNENT

Our environmental strategy is based on two priorities: embark
on an ambitious decarbonization trajectory and  support our clients in
their positive transformation.

DECENT WORK AND 1 3 CLIMATE

ACTION 15 LIFE 1 PARTNERSHIPS

ECONOMIC GROWTH ON LAND FORTHE GOALS

33



OUR 2023 CARBON FOOTPRINT

The greenhouse gas (GHG) emissions inventoryagfiblaglculated annually

based on data from the extra- nancial reporting @agm

This campaign is carried out as part of Vivendils (DieElaration of Extra-

Financial Performance), of which Havas is a sulpsitine data is audited at
the beginning of the year by an independent thitg-peganization (Ernst &

Young), which validates and corrects them if napgsBhe scope of audited

data corresponds to all entities with more thaanfoyees (totaling 21,674
out of 23,042 individuals).

Using this data, a GHG emissions inventory isatattéollowing the GHG

Protocol methodology, covering scopes 1, 2 @oicly, (partial). The emission
factors used are sourced from ADEME's (FrenchyAge&cological Transition)

Carbon Database.

For the year 2023, based on the data validated, byaktds reports a GHG
inventory 084,736 tCO2eThe breakdown of this inventory is available below
noting thathe unit used is the number of tons of CO2 equival@6O2e):

2018 2023 Variation (%)
E ectif 19,622 (pers.) 23,042 (pers.) 17%
Scope 1 4,539.11 2,584.3 -43%
Natural gas 519.81 521.81 1%
Domestic fuel 0 0
Diesel for company vehicles 930.87 685.8 -26%
Gasoline for company vehicles 579.06 1,214.22 110%
Other (LPG for company
vehicles, diesel/gasoline - 46.56
for generators)*
Refrigerants 2,510 115.91 -95%

*KPI ADDED IN 2022

34

2018 2023 Variation (%)

Scope 2 (market-based) 7,485.06 4,322.88 -42%
Electricity (location-based) 5,989.73
Electricity (market-based)* 7,105.54 3,782.22 -47%
Heating network 379.52 515.75 36%
Cooling network** 2491

*METHODOLOGY ADDED IN 2023

* KPI ADDED IN 2019

2018 2023 Variation (%)

Scope 3 45,274.91 27,828.29 -39%
Purchases (paper, cardboard, 88.32
acrylics)
Waste 64 24591 284%
Short-term rental vehicles* 119.27
Taxi* 863.69
Train 19,949 199.55 -47%
Short and medium-haul ights 4,516.87
Long-haul ights 4,869.32
Upstream emissions linked 2.379.23 2242 76 6%
to Energy**
Commuting** 5,720 10,038.6 76%
Fixed assets*** 17,162 4,644 -73%

*KPI ADDED IN 2019
*KPI ADDED IN 2022

+#*CALCULATED ON THE BASIS OF THE SURFACE AND IEBSEE DECLARED DURING THE CAMPAIGN

IN A CONTINUOUS EFFORT to improve the measurement of their carbon foot
print, Vivendi and its subsidiaries may regularly ¢ onduct additional work to calcu
late GHG emissions for areas not already covered in  the group’s annual reporting
(see Vivendi's 2024 Universal Registration Document ). These efforts help enrich
understanding of emissions related to the group’s a  ctivities and contribute to the
progressive improvement of annual reporting.

In 2022, speci c work estimated that purchases by Ha vas accounted for nearly 24% of
Havas’ total carbon footprint. A mapping of purchas  es was thus initiated across all of
Havas’ business activities and regions covered, in  order to re ne the calculated values.
Furthermore, GHG emissions corresponding to media ¢ = ampaigns/plans/events
also constitute a significant portion of the total. With the aim of calculating them
comprehensively, a platform has been developed for all agencies within the group,
encompassing all of Havas’ activities. It has been  available since November 2023.
(see page 40).
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EMBARKING ON AN AMBITIOUS
DECARBONIZATION STRATEGY

Havas, as a subsidiary of Vivendi, is committieid timbitious decarbonization
trajectory that encompasses reductions in energguroption, increased

use of renewable energies, lowering emissions iagsoevith operations and
engaging with suppliers to achieve these goals.

OUR DECARBONIZATION TRAJECTORY VALIDATED BY SBTI IS STRUCTURED
AROUND 4 MAJOR OBJECTIVES

Reduce our greenhouse gas emissions associated
SCIENGE with energy consumption (Scopes 1&2) by

BASED 71% by 2035

TARGETS L _ _
Reduce our emissions linked to business operations
DRIVING AMBITIOUS CORPORATE CLIMATE ACTION (business travel, xed assets, waste, freight...) by
43% by 2035

Use 100% carbon-free electricity by 2030

The Science-Based Targets initiative (SBTi) was cre ated in 2015 through
a partnership between the CDP, the United Nations G lobal Compact, the

World Resources Institute (WRI) and the World Wildl  ife Fund (WWF). Iten- Involve our suppliers in a decarbonization strategy
courages companies to set targets for reducing gree  nhouse gas emis - : : ) :
sions based on scienti c data, in order to combat c|  imate change and aligned with the group’s commitments by 2026

limit the global temperature increase to 1.5°C above  pre-industrial levels.

This initiative, aligned with the Paris Climate Agr eements, o ers com
panies the opportunity to make a voluntary commitme nt to reduce their
emissions, in line with global decarbonization targ  ets.

6/7% 43%

OF THE ELECTRICITY CONSUMED COMES FROM GHG EMISSIONS ON SCOPES 1 AND 2

RENEWABLE ENERGY SOURCES BETWEEN 2018 AND 2023
Havas is committed to encouraging its suppliers to The rst part, consisting of mapping suppliers alrea  dy
follow a decarbonization trajectory (target of 85% committed to a SBTi trajectory, was launched in Oc
in emissions by 2026). tober 2023. It will lead to a general assessmentin  the

rst half of 2024 and an action plan in the second half.
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ENVIRONMENTAL INITIATIVES

WORLDWIDE

LOCAL INITIATIVE SPAIN
MISION PLANETA

In March 2023, Havas Spain has launched
"Mision Planeta" / "Planet Mission," a day with
informative and experiential sessions to bring
the sustainable purpose of Havas closer to em
ployees. Havas Spain agencies organized confe
rences with clients, SDG workshops, conferences
on greenwashing and the power of advertisement,
environment games and workshops.

L’OASI DI

LOCAL INITIATIVE ITALY
3BEE

Since 2020, Havas Media Italy has been in
partnership with "3Bee," the rst nature technology
company to protect biodiversity. This initiative ha
given the agency the opportunity to adopt beehives
and sponsor a nectariferous forest.
To intensify this project in 2023, the agency ac
celerated employee awareness of biodiversity by
sharing a short story about the human impact on
bees, written and illustrated by two of the agency’s
talents. Havas Media Italy then visited a school to
support "3Bee" in their educational project, o erin
the story to children.

J <
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ekino.

LOCAL INITIATIVE FRANCE
HACK FOR CLIMATE

In June 2023, ekino created and organized
the "Hack for Climate" event, bringing together
researchers, students, designers, data scientists
and engineers. The aim was to harness the power
of digital technology and collective intelligence t
tackle the climate challenge. The teams came up
with digital tools to raise awareness among the ge
neral public and help them change their behavior.
The winning team in this hackathon created "Miam
mm!" an application that gives consumers access
to more sustainable food.

FIRST 50 nwu/
GET £10 OFF
SOJO I HAaWAS

Hey there, do you have
an item of clothing that
doesn't fit you well or
needs to be repaired?

SEPTEMBER 26TH
HAVAS VILLAGE CAFE
St 12:2M

LOCAL INITIATIVE UK
S0JO

Havas UK organized an event about the se
cond life of textiles, to encourage employees to re
pair their clothes rather than throw them away.
S0OJO came to the Havas UK o ce so that talents
could bring in their clothes to be altered. SOJO’s
tailors took measurements and pinned up the items
with the participants, then repaired them in their
workshops before bringing them back to the agency.

JUSTDIGGIT.ORG

DECADE OF DOING

HAVAS LEMZ AMSTERDAM X JUSTDIGGIT
Justdiggit, an NGO renowned for its landscape resto
global campaign with a new visual identity, created

ration projects in Africa, has unveiled its rst
by Havas Lemz.

DIG IN aims to raise awareness across Europe and mo  bilize farmers in Africa to create a movement
that will accelerate re-greening to ght climate ch ange.



https://www.youtube.com/watch?v=AUJLlpKr8lI
http://www.dailymotion.com/video/x89yp4l

SUPPORTING OUR CLIENTS IN THEIR
POSITIVE TRANSFORMATION

Havas is committed to supporting clients in theiaisiable transformation
and wishes to participate in the decarbonizatithre@dvertising industry. This
translates into the following ambitions:

Measuregreenhouse gas emissions associated with the produatid
distribution of campaigns as well as raise cliesntesn@ss of this impact using
our internal platform: Havas Carbon Impact calculat

O er greener alternatives and promote eco-designedisofuthat meet
client requirements

Educateclients about the role they can play in addreissings speci c to
their sector

HAVAS

GARBON INMPACT

155 CAMPAIGNS ANID2 PROJECTS HAVE
BEEN MEASURED

| g
i:sll

In November 2023, we globally deployed Ha -
vas Carbon Impact calculator, our internal platform for
calculating the carbon footprint of a media campaig  n,
a creative campaign or an event organized foracli  ent.
Combining these three expertises in one unique tool
will allow Havas agencies to work together and deli ~ ver
a full carbon impact assessment of a campaign for a
shared client. Carbon data is consolidated at di e -
rent levels, from the client to the agency, but also a t
country and global levels.

Havas Carbon Impact calculator is based on the
Greenhouse Gas (GHG) Protocol  and reference stan -
dards and methodologies (SRI, SNPTV, etc.), including
life-cycle analysis. Based on a robust methodology,
Havas Carbon Impact calculator aims to provide its
clients with the most accurate results possible, en  su-
ring granularity of data:

- The tool re ects the speci cities of each country
where Havas operates, for example by applying local
electricity emission factors (IEA, DEFRA, ADEME), o
by integrating accurate data such as the location o
their data centers

- For media plans, the tool also relies on specic
data from Havas’ media providers, ensuring consis
tency in the carbon footprint calculations for agen -
cies and their clients.

- =
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GALGULATOR

Taking a consulting approach with our clients on
decisions related to their campaigns is at the heart
of the Havas Carbon Impact calculator. This tool en -
ables our agencies to o er solutions for reducing i m-
pact before the campaign.

Havas clients will be able to see the precise carbo n
impact breakdown, as well as the steps that emit the
most.

Agencies will be able to measure multiple formatsi  n
one unique calculator:

- For Creative campaigns, the tool covers the car -
bon impact of a TV spot, radio spot, photo shoot,
print ad, web development or an event organized

for a client.

- For Media planning, the tool will cover press, OO H,
DOOH, TV/replay, radio, digital, cinema, SMS/email,

lea ets or banners.

In the long term, Havas Carbon Impact calculator wil |
help us provide a more comprehensive measurement

of Scope 3 emissions in its overall carbon footprint

To help our teams adopt the tool more easily, severa |
countries have deployed training courses on the Ha -
vas Carbon Impact calculator within their agencies.
Explanatory videos have also been shared with all
our talents to help them familiarize themselves wit  h
the tool.

ORANGE CYBERDEFENSE

HAVAS INTERNATIONAL PARIS X ORANGE

Orange was one of the rst Havas clients to bene t from the "Havas Carbon Impact calculator"
to measure the carbon footprint of its internationa | media campaign.

The "Orange Cyberdefense" global campaign was broad  cast between October and December
2023 by Havas International Paris. The total carbon  impact amounts to 60 teqCO2 for a 100%
digital campaign deployed in 9 countries (Europe an  d South Africa), in two phases.

The granularity of the data collected from Havas In  ternational Paris media partners and the in
tegration of each country’s speci ¢ characteristics (or requirements) made it possible to obtain
a robust measurement for the client. In addition to the detailed carbon analysis for each media
platform, by phase and country, the agency has also d etermined the main sources of carbon
emissions and o ered Orange solutions to reduce its impact.

"Orange is committed to ever more responsible comioations campaigns.
We're already well advanced in terms of eco-desigd aco-production, and now
we’re committing to broadcasting thanks to the Ha@arbon Impact Calculator.
We chose the Orange Cyberdéfense international Gegrpto carry out this rst
impact measurement. In addition to the detailed aartanalysis for each media
platform, phase and country, the agency was ablelémtify the most impactful
sources of emissions and suggest concrete actioneettuce them for the group’s

upcoming campaigns.”

ANNE IMBERTEVP Brand, Advertising and Sponsorship Director, O range




We belong to the industry of ideas, and we believe that creativity
has the power to bring about positive changes in soci  ety. Our goal is
to lead the way in creating and delivering responsib  le communication
messages through our agencies in collaboration with  our clients and
partners.

Our ambitions:

Put our expertise at the service  of the public interest

Promote new narratives about responsible lifestyles and con  sumption
Give prominence  to campaigns that raise public awareness of societa |
issues and the ecological transition

Fight stereotypes in our work

1 PARTNERSHIPS

FORTHE GOALS
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POSITIVELY IMPACTING SOCIETY

EMPLOYEES HAVE COMPLETED THE "ACT TOGETHER" TRAINING C OURSE IN 2023
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OUR TALENTS TRAINED
IN RESPONSIBLE COMMUNICATION

Havas contributed to the development of the
"Lifestyle representations and the ecological trans i
tion" guide by EpE (Companies for the Environment)
released in November 2021. The group is committed

to making it available to all employees as part of a

mandatory training course on responsible commu -
obal CSR department also

crisis, responsible c@
greenwashing, as wel
strategy. At the same t
loping in-house trainin

y countries are deve
d to their teams.

LOCAL INITIATIVE

ed its involvement in
pgram to help teams
urage more sustai
hem with resource

and expert advice. T
tisers, enabling the
briefs in a more sug

pNs can involve a
ence their ca
direction.

BETC

La communication
peut-elle étre responsable ?

yees a broad
choice of he ecological
transitio i de understan

er to understan and societal
. Afterwards, employees are invited to at
training courses related to the speci cities o
reative professions, such as the new representa
tions. The nal stage of the program allows talents
to go further by getting involved within the agency
or with partner associati

Havas o ers a variety abols to support
its clients intheir transition

IMPACTSCORE

One of our tools, Havas Impact Score, enables Ha -
vas France to measure the societal impact of there -
presentations produced by advertising campaigns.
This involves challenging the collective imaginatio  n
through new narratives, since advertising playsap art
in constructing our representations. Thetoolcanb e
used to open up discussions with employees, particu -
larly with creative teams. Far from being a ‘morali  zing’
tool, it helps to objectify representations and sti mulate
discussions on the impact and responsibilities oft ~ he
creative agency.
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M4

The M4 tool is designed to provide Havas clients
with a solution for optimizing the business impact
of their marketing communications, while helping

to control the company’s carbon footprint.

M4 was developed by CSA Data Consulting,
which is specialized in predictive platforms for
optimizing business performance.

To do this, it has combined its leading expertise
in econometric modelling applied to marketing,

and in calculating carbon impact. The solution
enables the development of predictive scenarios

and simulates performance in advance, in order
to make the best decisions in the short, medium
and long term.



CREATING NEW IMAGINARIES

LE DEVENDEUR
HAVAS PARIS X ADEME

Havas Paris supported the ADEME (French
Agency for Ecological Transition) with the "Déven
deur" campaign. The goal of this campaign is to
promote material sobriety by inciting consumers
to ask themselves the right questions before ma
king a purchase. The campaign encourages the
use of more environmentally-friendly solutions
such as renting or repairing equipment. To re
ect the message conveyed, the campaign was
eco-designed, eco-produced and eco-broadcast.
Its carbon impact was measured thanks to the Ha
vas Carbon Impact calculator.

SAVE THE FAVELA
BETC HAVAS X KONDZILLA

Created by BETC Havas with Kondzilla, the
project brings together the biggestrap and trapre -
cord companies in Brazil to shed light on a reality
that a ects 18 million people in the country living in
Brazil's favelas. The video clip raises awareness of
racial pro ling and attempts to call on society to hear
the communities’ cry for help in favor of black and
peripheral bodies that are killed daily at the hand s
of the police.

63 AWARDS IN A "SUSTAINABLE"

CATEGORY IN 2023

X BACK MARKET

ave nine |

INGS FROM
X HEETCH

eetchisrevea -
generative A .
s any image into
residents from
-

hanks to
tells the
nopoly
ive new

life to an electronic device by buying or sellingo n the Al, by o ering a more realistic database, in orde r

to make t ittle less clichéd.

ADOPT A MOD
HAVAS PLAY X SPA

The campaign was carried out in collaboration with SPA, the main animal protection
NGO in France. The goal was to modify the gameplay  of "Stray," one of the most popular
video games of 2022 featuring a stray cat on an ext  raordinary journey, allowing players to
visualize the real lives of stray cats. Havas Play recreated 3D models of abandoned cats
and then sent them to streamers to raise awareness  of abandonment. Moreover, the pro -
tagonist cats were o ered for adoption in real life
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https://www.youtube.com/watch?v=AUJLlpKr8lI
https://www.youtube.com/watch?v=AUJLlpKr8lI
https://www.youtube.com/watch?v=N7X5TOuU6NE

https://www.youtube.com/watch?v=N7X5TOuU6NE

https://www.dailymotion.com/video/x8lx0st
https://www.dailymotion.com/video/x8lx0st

PUTTING CREATIVITY AT

THE SERVICE OF GREAT CAUSES

1,464 TALENTS WERE INVOLVED

IN PRO BONO/SKILLS BASED

SPONSORSHIP INITIATIVES

135 PRO BONO CAMPAIGNS

WERE CARRIED OUT BY

THE GROUP’S AGENCIES

WINTER IN GERMANY
HAVAS GERMANY X FIFTY FIFTY

The campaign, produced in collaboration
with Fifty Fifty, uses thermal imagery to highlight

the "social coldness" towards the homeless in Ger

many. Havas Germany uses images of places in
Dusseldorf where these people live in the streets.
But our attention is focused on passers-by with

warm bodies, marked in orange and red in the ther
mal images. However, the homeless who are free
zing, blend into the color of the blue environment.

is not just a visual disappearance that is highligh
but also a social disappearance.

It
ted,
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LA FOLLE AVENTURE DU DOUDOU D’EMMA
HAVAS PLAY X ASSOCIATION LENFANT BLEU

L'Enfant Bleu, an organization that combats
violence against children, and Havas Play have
created the book "The Crazy Adventure of Emma’s
Teddy Bear, " with a hidden meaning to raise parents’
awareness of the risks of "sharenting, " posting pic -
tures of their children on social media. Following  this
prevention campaign, the French National Assembly
unanimously adopted a bill aimed at better protec -
ting children’s image rights.

A CAMPAIGN THAT VBONAWARDS
INCLUDING THE "GRAND PRIX FOR GOOD"

ANNE DE GAULLE

HAVAS PARIS X FONDATION ANNE DE GAULLE

In 1945, Charles de Gaulle, a world-famous
gure, created the Anne de Gaulle Foundation
as a tribute to his daughter Anne, who had
a disability, aiming to assist people with
neurodevelopmental disorders or mental
disabilities. Nearly 80 years later, the name
of the famous General de Gaulle still carries
the same weight, but the Anne de Gaulle
Foundation is much less recognized.

Our goal was to give this cause and the Anne
de Gaulle Foundation the visibility they deserve
and make French society reconsider mental
disability and inclusion. To do so, Havas Paris
came up with the idea to rename the Paris-
Charles de Gaulle airport, Europe’s leading and
largest airport, to Paris-Anne de Gaulle. On the
International Day of Persons with Disabilities,

the Paris-Charles de Gaulle airport gave
way to Paris-Anne de Gaulle airport. These
changes were effective in front of the
terminals, on road signs, indoor screens,
luggage trolleys, tickets, and even in the
planes! Announcements informed travelers

of their arrival at the Paris-Anne de Gaulle
airport. The event was also an opportunity
to welcome foundation residents to the
airport, where they could observe the sta

on the job, while also sharing best practices
with them on how to accommodate people

with disabilities. This awareness campaign
reached millions of people in France and
around the world, even capturing the
attention of the French Minister of Transport.




E1THI
ANTI CO

Havas carries out its business activities in compliance with local
and international regulations and bases its business conduct and its
relations with third parties on high standards of b  usiness ethics. These
standards guide its business development and help ma intain the
group’s relationships of trust with its business pa rtners and customers.
They also strengthen its overall performance. They are enshrined in a
Compliance Program, which includes training for gro  up employees in
ethical behavior and aims to prevent and deal with  any risk situation
that may arise within the context of their work.

It is in line with the fundamental principles of the U nited Nations Global

Compact, which shape the group’s approach to respecti  ng and pro -
moting fundamental human rights and labor standards , respecting the

environment and combating corruption.
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VIVENDI ANTI CORRUPTION CODE

As the foundation of the group’s anti-cor -
ruption policy, the Vivendi Anti-Corruption Code,
to which Havas adheres, sets out the group’s com -

mitments in the ght against corruption. These rule S

apply to all employees in every country where the
group operates. The Anti-Corruption Code has been

translated into 24 languages so that each individua |

can understand the prevention measures it contains.
The group’s businesses have adopted the Code as
part of their Internal Regulations, which meansem -
ployees are bound by it. It can also be found on the

group’s intranet and Internet sites.
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HAVAS CODE OF ETHICS

Havas signed the Global Compact back in
2003 and continues to assert its commitment to
the 10 main principles de ned by the United Nations
with regard to human rights, labour law, the environ -
ment and the ght against corruption. All employees
should be guided in their day-to-day work by theva -
lues and principles set forth in this Code of Ethic s,
irrespective of their profession, level of responsi  bility
or geographical region.
This code of ethics has been provided to all the
agencies within the group. As part of the induction
process, all new Havas recruits receive a copy ofth e
Code of Ethics. ltis also available on the group’sin -

tranet and website.

TRAINING

91%

OF HAVAS EMPLOYEES
WERE TRAINED
BY THE END OF 2023

88%

OF HAVAS EMPLOYEES
WERE TRAINED
BY THE END OF 2023

87%

OF HAVAS EMPLOYEES
WERE TRAINED
BY THE END OF 2023
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ANTI CORRUPTION

The training of all employees is a key focus of
the anti-corruption program. An online module de
dicated to anti-corruption issues helps employees
gain a better understanding of at-risk behavior and
of anticorruption policy rules. This training modul e
is compulsory and constitutes the minimum requi
rement for all employees in terms of anti-corruptio  n
training, particularly when onboarding new em
ployees. At year-end 2023, 91% of Havas employees
had completed the anticorruption module.

DUTY OF VIGILENCE

To strengthen the vigilance program, the Com
pliance Department has intensi ed the deployment of
training modules on the duty of vigilance. Atyear-  end
2023, 88% of Havas employees had completed this
duty of vigilance training.

HARASSMENT

In 2023, Havas has continued to strengthen
measures related to the ght against harassment and
reminded a zero-tolerance policy for any formofps  y-
chological or sexual harassment. Numerous actions
have been taken, such as enhancing whistleblowing
systems and procedures for conducting internal
investigations, several communication and aware -
ness-raising campaigns aimed at all employees were
again carried out, and training for managers andem -
ployees. At year-end 2023, 87% of Havas employees
had completed this anti-harassment training.



ASSESSING THE INTEGRITY OF THIRD PARTIES
The integrity of third parties is assessed using
maps based on speci c risk criteria (e.g., third par  ty
category, revenue generated and location) used to
identify the di erent third-party categories and to
align the assessment with the chosenrisk level. Th  is
analysis led to the de nition of third-party assess -
ment policies based on the speci ¢ nature of each
business segment. These policies set out the cate -
gories of at-risk third parties, the roles of those  invol -
ved in performing due diligence, and the appropriat e
process within the business for deciding whether to
establish or continue the business relationship.

BUSINESS PARTNER COMMITMENTS

Business relationships cannot be establi
shed unless business partners are informed of the
group’s anti-corruption commitments and receive

documents on its Compliance Policy (e.g., Anti-Cor
ruption Code and Responsible Purchasing Char
ter). Each business also ensures that their draft
contracts include an anticorruption clause setting
out each party’s commitments with regard to an
ti-corruption issues.

Along with the anti-corruption clause, a vigilance
clause consolidates the contractual provisions on
compliance. It is integrated into business agree
ments and sets out each party’s commitments re
garding vigilance issues. This clause continued to
be rolled out more broadly in 2023.

WHISTLEBLOWING SYSTEM

Designed to detect risks, the whistleblowing
system is deployed through a platform thatis avai -
lable to all group entities on alerte.vivendi.com.  This
platform is accessible to all group employees as
well as third parties. It guarantees the strict con
dentiality of the identity of the whistleblower, th
persons targeted by the report and all information
and documents gathered via the system.
Employees who witness or believe, in good faith,
that they have knowledge of a case of serious
breach of this code, can report any such non-com
pliance to their superiors, or, should they feel th
aforesaid solution is not possible or satisfactory
in terms of follow-up, they can write to the Com
pliance Department by e-mail at the following

address: compliance@havas.com
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STEPHANIE BERTRAND TASSILLY
Global Chief CSR O cer

stephanie.bertrand-tassilly@havas.com

MARGOT LEDUN
Global CSR Coordinator

margot.ledun@havas.com

WEBSITE
https:/www.havas.com/sustainability/

LINKEDIN
https:/www.linkedin.com/company/havas/




POSITIVELY IMPACTING THE WORLD

HAVAS

29-30 quai de Dion Bouton

92800 Puteaux
France
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