


Sustainability 
Roularta Cares
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• 4 SDG’s -> 30 KPI’s 

• From footprint to brainprint 

• Walk the Talk: team efforts 

• Roularta Advertising: a sustainable first mover 

 



Our ambitions

Roularta Cares 
Sustainable development goals
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help build more 
conscious generations 
through reliable and 
relevant information

strive for economic growth 
by attracting new talent & 
supporting employees in 
their development 

choose partners and 
suppliers who share 
our vision

realize a significantly smaller 
ecological footprint through 
a more sustainable energy 
and raw materials policy 
(CO2 neutral in 2040)

30KPI’s



Roularta Media Group's footprint carries less weight than its “brain”-print, or its potential impact on the 

behaviour of others. Through its various media, Roularta Media Group can reach millions of readers, surfers and 

viewers and inform them about all aspects of sustainability.

Roularta Cares 
From Footprint to Brainprint
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More than 1 mio subscribers



Case Knack/Le Vif 
Climate action

Editorial initiatives 
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MaaiMijNiet XL / En mai, tonte à l’arrêt 

• 3rd edition in 2023 

• 1 out of 3 Flemish municipalities taking part 

• 124 acres of ‘unmowed’ lawn  
= food for 21 million bees 

 



•Sale of sustainable bread boxes against child poverty 

•Awareness and activation De Zondag audience

Case De Zondag  
Empty lunchbox campaign
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Editorial initiatives 



•211 registrations - 89 nominees - 14 winners 

•425 guests attending the event

Case Trends & Kanaal Z  
Impact awards & podcast series
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Editorial initiatives



600 boxes sold
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Editorial initiatives

Case Flair 
Ecological beauty products



RMG Brainprint 
Stakeholders  
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Readers – Advertisers – Suppliers 

BUT … 
everything starts from the belief 

of our own employees.  
They are the best ambassadors  

to help build 
the brainprint story! 

-> Walk The Talk
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Walk The Talk 
Personal efforts colleagues 



• Sharing knowledge 

• Paper wrap: new 
advertising solution 

• Efforts printing house
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Walk the talk 
Advertisers



Sharing insights: sustainability & luxe 12



The paper wrap: sustainable advertising solution 13



The paper wrap 
Perception
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Q: On a scale from 1 to 10, how do you evaluate the paper wrap on the following characteristics?

Base: respondents having noticed the paper wrap, N=3.265

10%

91%

Yes
No

8.7
1 2 3 4 5 6 8 9 10

… and evaluate it as sustainable  

and innovative …
9 out of 10 subscribers 

noticed the paper wrap …

8.4
1 2 3 4 5 6 8 9 107
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Libelle

Plus

Trends
68%

82%

82%

53%

51%

56%

all readers
readers recall having seen the paper wrap

The paper wrap 
Impact
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Q: Do you remember having seen this ad in your magazine? 

X

Trends Plus Libelle

81%
86%84%

32%29%

70%

all readers readers correctly attributing the paper wrap

Base: respondents having read the issue in which the ad appeared, N=139 (Trends) / 803 (Plus Magazine) / 1.046 (Libelle)

  
Q: For which brand was this ad?

Recall % Attribution %



New state-of-the-art eco-efficient drying ovens for magazine presses 16

30% decrease in electricity 
consumption  
50% decrease of gas consumption  
 14%  decrease in CO2 emissions  



Why does this case deserve an AMMA award? 

✓ One team. One family. One planet.  
-> The initiatives are supported by all Roularta stakeholders.  

✓ Impact via media: use our strength as a media group to stimulate  
behavioral change among millions of readers. 

✓ Innovations with sustainable impact: launch paper wrap 17

Roularta Advertising 
A sustainable first mover



Raketstraat 50, 1130 Brussel, www.roularta-advertising.be


