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RESPONDING TO  
A GLOBAL PANDEMIC
GRI: 403-3

The COVID-19 pandemic has had devastating 
effects on the world and has directly impacted 
our employees, partners, and viewers.

At ViacomCBS, we have responded to 
the pandemic in many ways, including 
adapting our approach to producing 
content, pivoting our workforce to be 
predominantly remote, putting new 
employee assistance programs in place, 
and using our content and brands to 
support viewers in processing the 
challenges of living through a pandemic. 

We’re still in the middle of this crisis, 
and we will continue to respond as it 
evolves. But our actions in the first half 
of 2020, described here, focused on 
protecting our people and connecting 
with and supporting our viewers during 
this unprecedented time. 

PROTECTING OUR PEOPLE
Our first priority is to protect our 
employees, their families, and our 
communities. We are operating in 
accordance with local and country-
specific requirements and making 
decisions about where and how our 
teams work – safely – as this crisis 
persists. We shut down our offices 
and productions early on in the crisis 
to keep people safe.

However, producing our shows required 
major changes, like filming from the 
homes of talent and working with 
reduced production crews. To allow as 
many employees as possible to work from 
home, we’re relying on digital workflows 
and infrastructure for remote producing 
and editing. In mid-2020, we began to 
restart productions, but only when we 
could do so safely and in compliance with 
local ordinances. 

All of our brands have gotten creative in 
developing highly detailed and thoughtful 
plans to resume production of their shows, 
events, and features under our new safety 
protocols. Our internal Production Task 
Force, with leaders on our Global 
Sourcing team, ensures we have 
personal protective equipment and 
cleaning and disinfection services, 
validates safe travel and hotel resources, 
secures testing and health screening 
services, and hires COVID-19 consultants 
and vendors to support our Production 
Safety and Environmental, Health, Safety, 
and Security teams. And, we collaborated 
with our industry partners at the Alliance 
of Motion Picture and Television Producers 
(AMPTP) and government organizations on 
industry-wide recommendations, which 
were published in June.
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A look inside the 
Studios at Paramount

The Studios at Paramount in 
Los Angeles, California – which we 
refer to as the Paramount Lot – 
operates like a “mini-city” with 
over 5,000 people working on site 
during normal operations in nearly 
140 buildings and sound stages 
comprising 2 million square feet 
of enclosed space. In addition to 
Paramount staff, as of the publication 
of this report, about 40 different 
tenants’ workers are on site in 
offices, stage productions, and 
post production operations. 

Initially during the COVID-19 
pandemic, we closed the Lot, but 
began reopening it in July with strict 
protocols in place for reduced 
density, social distancing, mask 
wearing, and hygiene, including: 

Health screenings:  
Anyone entering the Lot must complete 
an online health screening and an in-person 
temperature check before entering the 
facility each day. 

Increased cleaning and disinfection:  
We dialed up the Lot’s cleaning protocols 
by, for example, identifying all high-priority 
areas where people gather for enhanced 
regular cleanings. We are using new cleaning 
technologies like ultraviolet light to sanitize 
small items, electrostatic disinfection sprayers, 
and air filtering devices in higher occupancy 
offices and stage areas.

Supporting personal hygiene:  
We added touchless hand sanitizing 
stations, portable sinks, and cleaning 
supplies throughout the Lot. 

Encouraging social distancing:  
We reconfigured spaces and processes to 
maximize social distancing, like redesigning 
common spaces to encourage one-way traffic 
and implementing “no contact” ordering and 
food pick-up from on-site dining facilities.

Supporting industry 
partners
Pausing most of our TV and film productions 
has significantly affected the livelihoods of the 
many people who work on them. In March 
2020, ViacomCBS committed $100 million 
to help provide support to those impacted by 
COVID-19, including non-staff employees on 
ViacomCBS productions, as well as through 
third parties like the Screen Actors Guild – 
American Federation of Television and Radio 
Artists’ COVID-19 Relief Fund, the Motion 
Picture & Television Fund’s Emergency Relief 
Fund, and The Actors Fund’s Entertainment 
Assistance Program.
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RESPONDING TO A GLOBAL 
PANDEMIC (CONTINUED)

STAYING CONNECTED  
WHILE STAYING SAFE
Across our brands and shows, we have 
been finding new ways to connect with 
and support viewers during the pandemic.

#ALONETOGETHER
In March, we partnered with the Ad 
Council to launch the #AloneTogether 
campaign, a series of over 174,000 linear 
TV spots plus paid social media posts 
featuring talent from across our brand and 
streaming portfolio to drive awareness 
about the importance of social distancing, 
while spreading the message that we are 
all in this together. We aired the campaign 
across the U.S., and stars including Trevor 
Noah encouraged viewers to follow CDC 
recommendations for beating the virus 
while fostering a sense of unity. We’ve 
since supplemented #AloneTogether 
with similar efforts including a sports-
focused campaign that CBS Sports and 
the NFL launched called #InThisTogether 
and #StayHomeStayStrong.
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SUPPORTING VIEWERS ACROSS 
OUR BRANDS
We worked to send viewers across 
our programming the message that 
the safest thing to do is stay home. 

 ■ ViacomCBS late-night hosts started 
filming from home and doing social 
distancing themed specials like 
The Daily Social Distancing Show 
with Trevor Noah. The Late Late 
Show With James Corden launched 
a special series called “Homefest”, 
featuring Corden filming from his 
garage with special guests participating 
via webcam

 ■ Nickelodeon launched NickHelps.com 
to help inform parents and children 
about the pandemic. The website 
features favorite characters from 
Nickelodeon shows offering short-form 
content and downloadable activities 
about COVID-19 geared towards 
children. For example, families can 
get information on the importance 
of social distancing from SpongeBob 
and hand washing tips from the 
Bubble Guppies. We also developed 
a line of kid-friendly, reusable masks 
featuring Nickelodeon characters; 
100% of the proceeds from sales of 
these masks are donated to Save 
the Children and its COVID-19 Global 
Response. To provide a safe space 
online as parents and kids navigated 
the challenges of homeschooling, 
we offered new customers a free trial 
on Noggin, our kids’ entertainment 
and learning app 

 ■ To support remote learning, Simon 
& Schuster developed a free program 
for teachers and booksellers to 
read its children’s books aloud to 
classes and customers over 
streaming platforms. The publisher 
also pledged to double its annual 
contribution to the Book Industry 
Charitable Foundation, which 
helps booksellers in need

 ■ Smithsonian Channel streamed 
Aerial America so viewers could 
experience all 50 states without 
leaving home

 ■ CBS All Access and SHOWTIME offered 
30 days free to new customers 

 ■ MTV brought back MTV Unplugged 
featuring mini concerts with artists 
performing from their homes 

SUPPORTING OUR 
COMMUNITIES
We’ve also used our programming 
platforms to support organizations 
that are helping communities survive 
during the pandemic. 

 ■ The Daily Show with Trevor Noah 
encouraged viewers to donate to  
No Kid Hungry, raising more than 
$140,000 for the organization

 ■ Nickelodeon featured a #KidsTogether 
special to raise funds and awareness 
for charities focused on the needs 
of children and first responders 

 ■ BET aired Saving Our Selves:  
A COVID-19 Relief Effort broadcast 
special to raise funds for communities 
of color most impacted by the pandemic

 ■ Comedy Central’s live-streamed 
comedy sets raised funds for the 
LaughAid COVID-19 Relief Fund

 ■ In March, the Paramount Studios 
Lot and CBS Studio Center donated 
1,150 N95 surgical masks and 
additional medical supplies to the 
Children’s Hospital of Los Angeles 
and Cedars-Sinai Medical Center. 
Blue Bloods, Magnum P.I., and 
Hawaii 5-0 also donated masks and 
sanitizing supplies to local hospitals 
in New York and Hawaii

 ■ In April, we supported One World: 
Together at Home, a six-hour live 
concert event in partnership with 
Global Citizen to support the 
World Health Organization

 ■ Our production food donation program 
provided a reliable supply of meals 
to local food banks. In order to continue 
to support this effort while productions 
were closed down, producers and talent 
at CBS Television Studios, Evil, 
The Good Fight, and Star Trek: 
Picard donated 5,000 meals to their 
communities in Los Angeles, New York, 
and San Francisco

RESPONDING TO A GLOBAL 
PANDEMIC (CONTINUED)

IMAGES:
CBS, Magnum P.I.
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USING OUR CONTENT 
PLATFORMS FOR GOOD
GRI: 102-12

We have always sought to “show up” on issues that 
align with our capabilities and matter to our viewers 
and their communities. 

Our commitment to share the experiences 
of diverse audiences through our content 
is part of how we do this. By telling 
people’s stories accurately and with 
integrity through our studios, networks, 
and streaming, we seek to expand our 
viewers’ understanding of the world and 
the important issues we all face.

RESPONDING TO POLICE 
VIOLENCE AND SYSTEMIC 
RACISM
On May 25, 2020, George Floyd was 
murdered by a Minneapolis police officer 
who knelt on Floyd’s neck for nearly nine 
minutes. This followed closely on the 
deaths of other innocent Black Americans 
including Ahmaud Arbery, Breonna 
Taylor, and Tony McDade, adding to an 
unbearable tally of those who have been 
killed because of the color of their skin. 
These and other devastating events 
highlight the reality that we live in a 
country – and world – divided by systemic 
racism that forces Black people to live in 
fear for their lives and the lives of their 
loved ones. This is a reality we at 
ViacomCBS will not accept. We don’t 
pretend we have the solution. But we 
know we must – and we are – using 
our platforms to help effect change. 

On Monday, June 1 – one week after 
the killing of George Floyd – 10 of our 
brands, including MTV, BET, Comedy 
Central, CMT, and CBS Sports Network, 
went dark across their platforms for 8 
minutes and 46 seconds – showing a 
black screen with the words “I can’t 
breathe” to honor George Floyd and 
pay tribute to other victims of racial 
violence. We also participated in Blackout 

Tuesday on June 2, an effort initiated by 
the U.S. music industry to provide time to 
reflect, organize, and strategize about 
how we can be a force for change. Across 
our brands we delivered content to 
provide information and ideas on how all 
of us join this anti-hate force. 

Our employees are finding new ways to 
come together to help eradicate systemic 
racism, and we are providing resources 
to support them in doing so. We distributed 
a toolkit of resources with conversations 
to join, books to read, and organizations 
to which to donate for Blackout Tuesday. 
We also produced and distributed a Social 
Justice Toolkit to employees as part of 
our Virtual Community Day, which 
followed shortly after.

Also, in early June, BET announced 
“Content for Change,” a major social 
justice initiative anchored in the belief 
that media plays a pivotal role in shaping 
and driving individuals’ and communities’ 
values, perceptions, and actions. Working 
in partnership with corporate, civil rights, 
and social justice organizations, this effort 
will focus on the creation, distribution, 
marketing, and promotion of content that 
will help drive the critical changes needed 
to eliminate systemic racism and inequality 
in America. This will include bolstering 
our relationships with current content 
partners and forging relationships with 
up-and-coming creators to use the BET 
platform to rally the voices of Black lives, 
experiences, and calls to action. To support 
this unprecedented undertaking, BET  
and its corporate partners will dedicate  
$25 million in aggregated value to the 
Content for Change initiative. Nickelodeon 
hosted a primetime special hosted by 

Alicia Keys, Kids, Race and Unity: A Nick 
News Special, to amplify young, Black 
voices; address kids’ concerns; and offer 
tools for families to have constructive 
conversations about race and inclusivity. 
Content for Change will serve as a 
model for how we leverage the power  
of our brands, content, audiences, and 
employee connections to effect change 
across the entire media ecosystem. 

In addition to these specific efforts, 
we are providing up-to-date and 
comprehensive coverage on this issue 
across our networks and plan to 
leverage and expand Content for 
Change across the ViacomCBS brands. 
We are amplifying the voices of our 
audiences, community leaders, and 
talent who are also using their voices  
for change. And, we are partnering  
with civil rights organizations across 
multiple brands, with leadership from 
BET, including Color of Change and 
the NAACP.

To be very clear, Black lives matter. Black 
communities matter. Black voices matter. 
We unequivocally stand with our Black 
colleagues, creators, partners, and 
audiences and condemn all acts of racism, 
discrimination, and senseless violence. We 
will continue to use our platforms to foster 
a culture that deeply values diversity and 
inclusion, and that embraces safe 
collective action for peace, justice, 
and equality.
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A CULTURE OF DIVERSITY 
AND INCLUSION
Recent events, including the protests over systemic 
racism and police brutality, have reinforced that 
understanding diverse points of view and making 
real progress on inclusion and equality are critical 
and urgent. 

Diversity and inclusion have been – 
and remain – at the core of our overall 
company culture as well as our 
company-wide ESG strategy. We have a 
long track record of representing diverse 
audiences and expanding diversity in 
front of the camera. But we have not 
achieved all of the outcomes we want 
and need, and that must change. We 
acknowledge we have more work to do, 
including increasing the diversity of our 
workforce.

Within our organization, we continue 
to work toward creating a culture of 
inclusion and belonging: one that supports 
all of our employees, professionally and 
personally, and holds our leadership 
accountable for developing and 
championing a diverse workforce that is 
equipped and empowered to succeed.

A diverse and inclusive workforce – 
that which reflects and celebrates the 
diversity of our audiences – underpins 
our ability to be the best creators and 
storytellers possible. It strengthens our 
creativity, innovation, and results. 
Prioritizing inclusion also improves 
retention rates, expands engagement 
and satisfaction, and creates a stronger 
sense of belonging among employees. 

HOLDING OURSELVES 
ACCOUNTABLE FOR DIVERSITY 
AND INCLUSION
Our executive team, Board of Directors, 
and Office of Global Inclusion lead our 
commitment to diversity and inclusion. 
More than half of our current Board 
Directors are women, which we believe 
is a good baseline expectation for 

companies today. We recognize we have 
a long way to go in advancing other 
measures of the diversity of our Board 
and senior management team, including 
racial or ethnic diversity. We want our 
commitment to diversity to be visible 
across our workforce, including at the 
leadership level. 

Our Global Inclusion Advisory Council 
(GIAC) – made up of senior leaders from 
across all our brands and divisions – and 
our Office of Global Inclusion (OGI) 
are dedicated to building and 
strengthening a culture of inclusion 
across the company. These teams 
manage our efforts to deliver diverse 
and inclusive content, support diversity 
in our community and social programs, 
and expand our base of diverse suppliers. 
This coordination in diversity governance 
across our activities, brands, and divisions 
strengthens and amplifies our efforts. 

The GIAC and OGI ensure that we have 
C-suite-level engagement, that all our 
brands and divisions are involved,  
and that diversity and inclusion are 
integrated into our overall business 
planning processes. They also build 
accountability by identifying goals and 
metrics to help drive our performance 
and support transparent reporting on 
our progress. 

For example, GIAC and OGI are currently 
working with leaders across the company 
to develop goals and metrics on hiring and 
promotion of diverse candidates to 
ensure everyone has the same chance 
of career advancement. In 2020, we 
announced a new goal that all writers’ 
rooms across the CBS Television Network 

and SHOWTIME will have a minimum 
of 40% BIPOC representation for the 
2021-22 programming season.

To drive leadership accountability, we 
revised our executive compensation to 
include short-term incentive plan goals 
linked to diversity and inclusion.

In 2019, our CEO Bob Bakish signed the 
CEO ACTION pledge on diversity and 
inclusion. In doing so, he committed 
ViacomCBS to develop strategic inclusion 
and diversity plans in conjunction with our 
Board of Directors; implement unconscious 
bias training; foster and support difficult 
but important conversations about 
diversity; and share best practices with 
other pledge signatories.

We believe all employees in similar roles 
with similar performance should be paid 
equally, regardless of their gender or 
ethnicity, and we remain committed to 
being vigilant to ensure that happens. As a 
newly combined company still integrating 
our business and systems, we are 
progressing on several initiatives that 
will allow us to assess pay gaps and take 
action where necessary. Effecting change 
takes time and focus, but we know that 
equal pay is about more than fairness 
– it’s simply good business and a key 
component of our Diversity and 
Inclusion strategy.
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CREATING OPPORTUNITIES FOR 
PEOPLE WITH DISABILITIES
We seek to create an organizational 
culture that enables and is made 
better by disability inclusion. We are 
working to measure and understand 
the disabilities our employees may 
have. In the UK, regulatory 
commissions require companies to 
disclose disability statistics. The U.S. 
does not have the same requirement 
– meaning the information is self-
reported, thereby presenting a 
challenge we are working to address. 
In 2019, we launched a company-wide 
campaign to encourage self-reporting 
about disabilities and we provide 
education across the business to 
eliminate any associated stigma.

Our IT department is also working on 
assistive technology to aid employees 
with disabilities. Our UK office is 
“Disability Confident,” which means we 
have joined a regional commitment to 
achieve best practice in recruiting and 
developing people with disabilities and 
giving them the support they need to 
thrive in their careers. 

FOSTERING A DIVERSE 
WORKFORCE AND 
INCLUSIVE WORKPLACE
GRI: 405-1

We are working to strengthen our 
culture of inclusion through a 
range of diversity-focused 
recruitment, advancement, training, 
and employee support programs. 

A PROACTIVE APPROACH TO 
ATTRACTING DIVERSE TALENT 
We partner with over 65 diversity-
focused institutions committed to 
gender, ethnicity, LGBTQ, military/
veterans, persons with disabilities, 
and others. We attract and mentor 
writers, directors, and artists from 
diverse backgrounds through a 
range of programs and have helped 
launch the careers of hundreds of 
people at ViacomCBS and across 
our industry.

We have a system in place to build 
a diverse pipeline across all our 
corporate positions, including 
ensuring that our job postings reach 
an expansive network that includes 
more than 60 diversity job boards 
and leveraging technology to 
identify and eliminate biasing 
language from our job descriptions 
and recruitment correspondence. 
For every open Vice President and 
higher position, we require that the 
slate of potential new hires 
is diverse.

DEVELOPING AND ADVANCING DIVERSE 
LEADERS WITHIN THE COMPANY
We partner with a range of external 
education organizations to nominate and 
support women and non-white employees 
for prestigious leadership training 
opportunities. Over 500 legacy-Viacom 
leaders have graduated from these diverse 
leadership programs.

EXPANDING TRAINING  
ON UNCONSCIOUS BIAS
We are implementing unconscious bias 
training at all levels of the company and 
inclusive leadership training specifically 
for executives. These programs drive 
awareness of biases that may surface in 
talent assessment and selection, 
assignment of work projects, content 
development, career development and 
promotions, and informal socializing. The 
goal is to disrupt bias and teach leaders 
how to adopt more inclusive management 
styles. We also have specific production-
focused unconscious bias training to 
support content diversity in front of and 
behind the camera.
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SUPPORTING EMPLOYEE 
RESOURCE GROUPS
We foster diversity and inclusion by 
supporting 65 employee-led Employee 
Resource Groups (ERG) chapters in 13 
locations worldwide. Our ERGs 
embody the spirit of diversity and 
inclusion by providing a forum for 
employees to flourish personally and 
professionally while offering direct 
business support to all our brands. 
Through over 200 events each year, 
the ERGs offer training, recruitment, 
and advancement support; awareness 
raising; networking events; cultural 
activities; and community service 
projects. More than 50% of legacy 
Viacom employees were part of at 
least one ERG in 2019. We are now 
working to integrate the ERGs from 
legacy Viacom and legacy CBS and 
expand participation across our 
merged company.

ViacomCBS ESG Report 2019
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100%
Human Rights Campaign –  
Corporate Equality Index 
Score since 2005
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VIACOMCBS EMPLOYEE 
RESOURCE GROUPS

 ■ AMP (Asian American Media 
Professionals) focuses on the 
Asian American and Pacific 
Islander experience

 ■ THE BEAT is dedicated to the 
Black/African American 
experience

 ■ HERE is devoted to women in 
the workplace at the Director 
and Vice President levels

 ■ EMERGE focuses on the 
LGBTQ+ experience

 ■ Fusion celebrates cultural 
diversity in the workplace 
across our international and 
multicultural population 

 ■ SOMOS focused on enhancing 
the representation of the Latinx 
community within our walls and 
on our screens

 ■ The ParentHood focuses on the 
needs of working parents and 
families

 ■ Thursday Think provides 
professional development 
opportunities for early- to 
mid-career employees across 
the organization

 ■ Veterans Network works to 
ensure the company does all it 
can to promote the well-being 
of its Veteran employees

GLOBAL INCLUSION WEEK

In 2019, legacy Viacom hosted Global 
Inclusion Week, an inspiring series of 
conversations, panels, workshops, and 
virtual reality experiences designed to 
raise awareness, foster conversation, 
and inspire a sense of engagement 
and belonging across the company. 
Across 11 locations worldwide and at 
over 80 events, members of the Viacom 
Board of Directors and leadership team 
participated – illustrating the company’s 
top-level commitment to diversity – as 
did over 60 external experts and nearly 
100 speakers. Topics ranged from 
institutionalized racism, to recognizing 
and overcoming obstacles at work, to 
the power of depicting diversity on 
screen, to the potential for entertainment 
content to change minds. We hosted 
Global Inclusion Week across the 
combined ViacomCBS in 2020 and look 
forward to sharing takeaways from it in 
our next ESG report.

“The power of this event was showing 
that you can’t have diversity without 
inclusion,” noted Marva Smalls, Global 
Head of Inclusion, ViacomCBS. “This 
certainly isn’t one week and done; we’re 
focused on diversity and inclusion every 
day. But this event provided a unique level 
of focus, conversation, and learning 
together that we hope provides some 
‘aha’ moments and stretches everyone’s 
thinking in ways that will help us do this 
work even better.”

Top 70
Companies for Executive 
Women in 2020, according  
to the National Association 
for Female Executives 
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3
of the 13 Directors 
that make up the 
ViacomCBS Board 
of Directors, three 
are part of a racial 
or ethnic minority 
group
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EMPLOYEE DIVERSITY
An important part of our work to expand 
diversity and inclusion in our workforce 
is increasing data transparency. Here 
we report the diversity data for both 
legacy Viacom and CBS employees in 
calendar year 2019 and for the combined 
company as of July 31, 2020. Moving 
forward, we will continue to report 
combined diversity information for 
our employees. 

ViacomCBS (as of July 31, 2020)
Global All Levels by Gender Count % of Total

Male 11,736 52.2%
Female 10,760 47.8%
Total 22,496 100.0%

U.S. All Levels by Gender Count % of Total

Male 8,497 51.1%
Female 8,115 48.9%
Total 16,612 100.0%

U.S. All Levels by Ethnicity Count % of Total

White 10,594 63.8%
Hispanic or Latino 1,927 11.6%
Black or African American 1,871 11.3%
Asian 1,718 10.3%
Two or More Races 416 2.5%
Native Hawaiian/Other Pacific 
Islander

46 0.3%

American Indian 
or Alaska Native

36 0.2%

Total 16,608 100.0%

Global VP+ by Gender Count % of Total

Male 1,258 52.2%
Female 1,151 47.8%
Total 2,409 100.0%

U.S. VP+ by Gender Count % of Total

Male 1,092 50.9%
Female 1,055 49.1%
Total 2,147 100.0%

U.S. VP+ by Ethnicity Count % of Total

White 1,612 75.1%
Hispanic or Latino 160 7.5%
Black or African American 160 7.5%
Asian 178 8.3%
Two or More Races 28 1.3%
Native Hawaiian/Other Pacific 
Islander

5 0.2%

American Indian 
or Alaska Native

4 0.2%

Total 2,147 100.0%
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FORWARD-LOOKING 
STATEMENT
CAUTIONARY STATEMENT CONCERNING 
FORWARD-LOOKING STATEMENTS
This ESG Report contains both historical and forward-looking statements. All 
statements other than statements of historical fact are, or may be deemed to be, 
forward-looking statements within the meaning of section 27A of the Securities Act 
of 1933, as amended, and section 21E of the Securities Exchange Act of 1934, as 
amended. Similarly, statements that describe our objectives, plans or goals are or 
may be forward-looking statements. These forward-looking statements reflect our 
current expectations concerning future results and events; generally can be 
identified by the use of statements that include phrases such as “believe,” “expect,” 
“anticipate,” “intend,” “plan,” “foresee,” “likely,” “will,” “may,” “could,” “estimate” or 
other similar words or phrases; and involve known and unknown risks, uncertainties 
and other factors that are difficult to predict and which may cause our actual results, 
performance or achievements to be different from any future results, performance or 
achievements expressed or implied by these statements. These risks, uncertainties 
and other factors are discussed in the risk factors disclosed in our Annual Report on 
Form 10-K for the year ended December 31, 2019 (filed with the Securities and 
Exchange Commission (the “SEC”) on February 20, 2020) and in our Quarterly 
Report on Form 10-Q for the quarter ended June 30, 2020 (filed with the SEC on 
August 6, 2020). Other risks may be described in our news releases and other filings 
with the SEC, including but not limited to our Current Reports on Form 8-K. There 
may be additional risks, uncertainties and factors that we do not currently view as 
material or that are not necessarily known. The forward-looking statements included 
in this ESG Report are made only as of the date of this document and we do not 
undertake any obligation to publicly update any forward-looking statements to reflect 
subsequent events or circumstances.
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