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" Ipsos Global Advisor, What worries the world, Feb 2023

2 Our unique ESG Brand metrics provide insights into how consumers

perceive brands in the category to perform in terms of Environment, Social
and Governance individually with the ESG Brand Scores and overall with

the Single Sustainability KPI.

3 McDonald’s and Leo Burnett London, Gold winning IPA Effectiveness
paper: “McDonald’s: How we got customers Lovin” It and kept them
Lovin’ It, no matter what”

4 lpsos, Making Magnificent Advertising, Not Wallpaper, Feb 2023

5 Environmental Sustainability: Who cares? A segmented landscape of
engagement, challenges and opportunities, Nov 2022
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