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On its surface, digital advertising feels more sustainable than some traditional media formats: there’s 
no ink, no paper, no printing press. But it’s estimated that a single digital ad campaign delivering 1 
million impressions emits the same carbon footprint as a round-trip flight from Boston to London.  

As our collective impact on the planet’s climate becomes ever more dire, assessing and offsetting the 
carbon footprint of your brand’s advertising exhaust is a clear and conscientious counterweight to 
offer our planet the best chance to avoid catastrophic climate change. 

What is sustainable advertising? 
With approximately 3.5% of global greenhouse gases generated by digital advertising activities every 
year, it’s no surprise that the concept of sustainable advertising has gained traction in the industry.

To understand how we can make advertising sustainable, we’ll start with background on carbon 
emissions, the leading cause of greenhouse gases in the environment. Carbon emissions are 
classified into 3 categories of scope3:

1. SCOPE 1 emissions come 
from assets the company 
owns & operates directly. 
Examples include heating 
a building the company 
owns and fuel consumed by 
company owned vehicles.

 1 Sharethrough. Building a Sustainable Programmatic Ecoystem. https://www.sharethrough.com/blog/building-a-sustainable-programmatic-ecosystem-with-share-
throughs-green-pmps. May 2022.
2 55 the data company. The Carbon Footprint of Media Campaigns. https://get.fifty-five.com/carbon-footprint-study-en/. March 2022.
3 United States Environmental Protection Agency. GHG Inventory Guidance for Low Emitters. https://www.epa.gov/climateleadership/ghg-inventory-guidance-low-emit-
ters . October 2021.
Figure 1. WRI/WBCSD Corporate Value Chain (Scope 3) Accounting and Reporting Standard. https://ghgprotocol.org/sites/default/files/standards/Corporate-Value-Chain-
Accounting-Reporing-Standard_041613_2.pdf. 2016.

2. SCOPE 2 emissions come 
from assets the company 
uses or leases. These indirect 
emissions include examples 
like purchasing electricity 
to power office lighting and 
internet access.

3. SCOPE 3 emissions are not produced by the company but are generated through its value chain, 
including activities like employee travel, transporting products, and advertising.

Greenhouse gases trap heat in the atmosphere, including carbon dioxide, methane, nitrous oxide, 
and fluorinated gases. Carbon dioxide (CO2) is the focus of this POV, as approximately 74% of the 
world’s greenhouse gas emissions are CO2 (per the International Energy Agency), so we’ll reference 
carbon emissions and carbon footprint; however, other greenhouse gas emissions should not be 
overlooked as you consider the sustainable advertising practices that are needed for your industry.
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Of carbon emissions companies contribute, it’s estimated over 70% are scope 3 emissions 4 . While the 
Greenhouse Gas Protocol requires reporting of all scope 1 and scope 2 emissions, reporting of scope 3 
emissions is optional.

ADVERTISING’S CONTRIBUTION TO SCOPE 3 EMISSIONS

Consider the full lifecycle of an advertising campaign, from initial brand concept to the last 
impression served. Developing and producing assets for a cross-channel campaign requires 
transportation, electricity, hospitality, and many other carbon emitting activities. Brands 
and agencies have begun to embrace green ad production, with industry groups like albert, 
developing approaches to carbon reduction in film and TV production in the UK.  

“WPP has a 
responsibility to 

use our scale and 
power of creativity to 
influence society and 
change behavior. [W]
e’re helping to set a 
new industry-wide 

benchmark for a zero 
carbon and zero waste 
ad production future 

that supports clients in 
achieving their carbon 

reduction goals and 
makes green ad 

production the norm.5”

- Mark Read, CEO 
WPP 

Once creative assets are produced, media campaign execution 
generates scope 3 carbon emissions through a variety of activities, 
most notably:

1. Business travel – For large, global brands and agencies, 
business travel can contribute 70-90% of measured scope 3 
emissions 5.  This includes business travel at your company, but 
also business travel of the companies that play a role in your value 
chain, for example your ad server or your ad verification company.

2. Complex value chains – Operational processes also contribute 
to carbon emission production, including those in the digital ad 
space. As a rule, the more complex your value chain is, meaning 
the more companies and individuals involved in producing 
value for your business activities, the more carbon emissions are 
generated. 

3. Media plans – Ad formats and inventory are two aspects that 
contribute the most to the carbon generated through your media 
buying. For example, a high-impact, non-IAB standard creative 
is going to require more device CPU to render the experience, 
as well as require energy to transmit the data the ad produces, 
e.g. impression metadata like geography or the percent of the 
creative that was viewable. 

4 Greenhouse Gas Protocol. https://ghgprotocol.org. August 2022.
5 Ad Net Zero. Ad Net Zero: All for One 2022 Report. https://adnetzero.com/wp-content/uploads/2022/06/Ad-Net-Zero-Report.pdf, June 2022.
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ENHANCE THE SUSTAINABILITY OF CREATIVES

A low bid or win rate can indicate a creative issue. Confirm that 
your creatives have been approved by the inventory sources you’re 
targeting and that you have uploaded the appropriate creative type 
and size for your targeted inventory. 

The environmental impact of producing new creatives, in particular 
video, is tremendous. According to a study by 55, a large-budget 
US-based creative video shoot can produce emissions equivalent 
to over 200 tons of CO2. When possible, recycle your creatives and 
reuse elements to refresh creatives, avoiding the need for carbon 
expensive film and video shoots. Reducing the video creative 
length can also reduce the impact of your carbon production, while 
simultaneously improving video completion rates. At Cannes Lions, 
Laure-Sarah Labrunie of Nestle Media shared that the CPG brand 
A/B tested creatives with lower video resolution and monophonic 
sound, both of which yield lower carbon output, and found that 
there was no material impact on any of the brand’s KPIs.6

“What we now know 
is that we can have 
a great impact with 

sustainability without 
compromising on 
performance and 

media results.”

- Laure-Sarah 
Labrunie, Media Lead, 

Nestle 

Another facet of ad content that can reduce the carbon footprint 
of your advertising is dynamic creative optimization. Personalizing 
ad content based on previous consumer activity or environment 
– like time of day or weather – improves ad quality and relevance, 
leading to better marketing outcomes and improved return 
on advertising spend. In delivering better, fewer ads, you’re 
able to reduce the carbon footprint of your advertising without 
impacting your brand’s KPIs.

How do you make media buying more sustainable?
Reducing the carbon footprint of your media buying activities starts with increasing your win rate. 
Win rate measures the number of impressions served over the number of bids you issue. A high win 
rate indicates fewer wasted bids, resulting in lower carbon emitting activities. 

In the MediaMath Platform, the Win/Loss report includes your win rate, as well as other measures, 
that shed light on what happens before and during ad auctions. Use this report to identify which of 
the tactics below may increase your win rate, resulting in a reduced carbon footprint from your media 
buying.

REFINE YOUR SUPPLY PATHS

To uphold the highest standard of inventory quality and brand safety, MediaMath has incorporated 
partner quality standards and several invalid traffic and brand safety technology solutions to ensure 
maximum protection for your brand across authorized and optimized supply paths. These techniques

6 Joe Mandese. MediaPost. Nestle’s ‘Carbon’ Copies May Mean Lower Quality, Less Time Spent on Mobile. https://www.mediapost.com/publications/article/375031/nestles-
carbon-copies-may-mean-lower-quality-l.html June 23, 2022
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and solutions help you avoid unnecessary bidding, reducing the carbon impact of your media buying 
activities.

Supply path optimization helps simplify the digital supply chain between you and the publishers 
you run ads on, cutting out unnecessary intermediaries and reducing duplicative auction activity. In 
the MediaMath Platform, you can establish a supply, or seller, path to control and optimize how your 
ads reach publisher sites and apps by setting parameters to define those seller paths, leveraging the 
supply chain (schain) object in ORTB bid requests, that control the sellers and intermediaries. Since 
a key element of sustainability in the ad ecosystem is about reducing excess digital activities (think 
in terms of the billions of ad requests that happen), every unnecessary step that is removed in the 
supply chain can decrease the carbon footprint produced by an ad campaign.

RETHINK YOUR TARGETING

In addition to optimizing supply paths, applying ad targeting to reach your intended audience and 
capture their attention will not only yield positive business outcomes, like improved ROI and lower 
CPAs, but also reduce the carbon footprint of the media buying process.

Start with applying viewability segments to your targeting, to ensure your creatives have the best 
opportunity to impact your intended audience. Next, consider targeting parameters like ad or fold 
position and player audibility to avoid ad placements less likely to yield ad viewability. 

Attention metrics, indicating whether and for how long your ad held the attention of your intended 
audience, offer an important lever in ensuring every impression delivered – and the carbon required 
to produce that activity – achieved a meaningful consumer interaction. As attention targeting 
techniques continue to evolve, consider solutions that proxy attention from contextual targeting 
providers like Oracle, DoubleVerify, and Verity by GumGum, and explore measurement solutions from 
providers that work with data based on direct measures of attention, such as Adelaide or Lumen.

When choosing targeting solutions, it is important to consider 
the value chain of companies supplying the data and how 
that may impact carbon use versus the carbon reduction 
achieved by leveraging this data to deliver more targeted 
ads. Since targeting data partners may themselves enhance 
emissions due to their own activity, incorporating carbon 
offset techniques into your media plans is the best option to 
combat the creep of scope 3 emissions from sources like these 
targeting partners. When that isn’t an option, seek to apply just 
enough data to reach your intended audience.

ASSESS YOUR MEDIA OPERATIONS INFRASTRUCTURE

At every stage of the media buying process, choices are made that affect the carbon footprint. Every 
step that requires some contribution of electricity is an opportunity to increase or reduce your carbon 
footprint. Digital advertising activities exist mostly electronically so areas that are often overlooked 
include quantity and duration of data and document storage, volume of ad calls, frequency of API 
calls, and any other tasks which contribute significantly to the overall environmental impact of 
the business. Your media operations infrastructure should be tuned to reduce the volume of data 
processed, for instance through optimized landing pages with minimal 3rd party tracking. 
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With applied, intelligent effort, the same business objectives can be achieved with less data 
processing and a reduced carbon footprint.

REDUCING OUR SCOPE 3 EMISSIONS

There are many ways companies can reduce scope 3 emissions, from operational policies to product 
and solution design. MediaMath is invested in reducing our carbon footprint through a variety of 
levers and continually identifying new ways in which we can innovate to improve our environmental 
impact.

The MediaMath Brain, our algorithm for determining optimal bidding strategy based on buyer and 
market value, is purpose built to maximize media efficiency. Designing technical solutions with 
value chain efficiency in mind yield lower emission intensity and promote environmentally virtuous 
feedback loops in our technical product lifecycle management.

As employee travel is a contributor to scope 3 emissions, MediaMath has invested in building a 
remote-friendly work environment for our global employees. With an emphasis on remote working, 
we avoid employee travel when possible and do not mandate in-person attendance for day-to-day 
work or company events. For US-based employees that choose to work in an office space, we offer 
commuter benefits to encourage the use of mass transportation.

When choosing partners in our technology stack, we prioritize those with low-carbon energy policies 
and demonstrable knowledge and use of renewable energy sources. The processing of billions 
of bid opportunities at low latency is a large part of our energy consumption, so we’ve partnered 
with companies for our global data centers that consistently achieve over 95% renewable energy 
consumption and have made a global commitment to reach climate neutral impact across its 
operations in the next few years.

How does MediaMath act sustainably?
We talk a lot about how we help marketers achieve “goal-based” business outcomes through our 
technology. But we know we can also use our platform, our time, and our financial resources to help 
meet more far-reaching global goals like reducing carbon emissions.

SOCIAL IMPACT

Through our workplace giving and volunteering programs, MediaMath supports organizations 
working toward global sustainability and other goals, giving our employees a chance to step back 
from the daily grind and realize how each one of us can, and should, play a part in creating change. 
MediaMath matches 100% of employee donations to climate action initiatives led by organizations like 
the Environmental Defense Fund, the Coalition for Rainforest Nations, and the Nature Conservancy.
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ECOSYSTEM PARTNERS

55

A media consultancy that focuses 
on placing data and digital at 
the heart of your marketing 
framework, 55 produced the 
first public study on the carbon 
footprint of major advertising 
channels, with the associated 
methodology, focusing on the 
digital sector.

https://get.fifty-five.com/carbon-
footprint-study-en/

Scope3

Scope3 is the source of truth for 
supply chain emissions data, 
helping companies factor carbon 
emissions into every business 
decision. With Scope3, any 
programmatic media campaign 
can be converted to green media 
products to ensure the media buy 
is carbon neutral. 

In Q3 2022, MediaMath partnered with Scope3 and Index Exchange to launch a Green Marketplace 
in the MediaMath Platform. This marketplace contains certified carbon neutral inventory, as 
measured by Scope3. The carbon footprint of your campaign will be tracked and measured by Scope3 
and a contribution to a high-quality portfolio of carbon removal projects will be made, taking out 
what advertising is putting into the environment.
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ECOSYSTEM PARTNERS

DoubleVerify

In partnership with Scope3, 
DoubleVerify offer emissions 
measurement across your media 
buys providing a comprehensive 
campaign-based carbon footprint 
metric in your DV Pinnacle 
campaign reporting. This 
measurement solution outlines the 
digital supply chain entities that 
contributed to your campaigns’ 
emissions, as well as providing 
the ability to customize data and 
reporting to cover specific partners, 
platforms, channels, inventory, 
formats, and regions.

Good-Loop 

Good-Loop offers a suite of green 
media products to help brands 
measure, offset, and improve 
the carbon footprint of your 
digital advertising. Allowing for 
geographic variations in carbon 
intensity of the local electricity grid, 
combined with other relevant data 
points such as device type, time of 
day and cached data, Good-Loop’s 
intelligent algorithms evolve 
and adjust to give a best-in-class 
estimate of power consumption 
and as such, carbon footprint over 
the course of the campaign. These 
emissions are then offset through 
a Verified Carbon Standard project, 
ensuring that a campaign is net 
carbon negative. 
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LEARN MORE ABOUT SUSTAINABILITY

The first and easiest step to take is: education. Whether your company has already started making 
adjustments to achieve a carbon neutral output or you’re just getting started, educating your team 
on the carbon footprint of advertising activities will generate conversation and help you commit to 
developing a sustainable advertising plan for your business. 

To understand the carbon footprint of your ads, use Good-Loop’s creative asset carbon calculator to 
determine the carbon footprint of your media buying activities. While this won’t include costs across 
your entire value chain, it can be a powerful measure to share with stakeholders in your company.

https://good-loop.com/resources/carbon-calculator

When you’re committed to making change through your organization, consider a course to help you 
learn how to complete a scope 3 emissions inventory, set goals, and report to your stakeholders. The 
Corporate Value Chain (Scope 3) Standard Online Course through the World Resources Institute and 
World Business Council for Sustainable Development teaches business professionals how to account 
for emissions throughout their value chain.

https://ghgprotocol.org/scope3-standard-online-course 

It’s worth noting that ‘greenwashing,’ the act of overstating your commitment to eco-friendly 
activities, is not acceptable to consumers. If your company isn’t ready to put a climate advertising 
action plan in place, be transparent with consumers and only commit to actions that are reasonable 
for your business.

What should brands do? 
Now is the time to put sustainable advertising practices into place.

Over 65% of consumers say they want to do business with brands that are environmentally friendly 
and are working to minimize their harm to the environment7. The majority of consumers also note 
they would switch brands if they didn’t feel the company was investing in sustainable business 
practices.8

7 Accenture. Life Reimagined: Mapping the motivations that matter for today’s consumers. https://www.accenture.com/us-en/insights/strategy/_acnmedia/Thought-Lead-
ership-Assets/PDF-4/Accenture-Life-Reimagined-Full-Report.pdf 2022.
8 CB Insights. The Shift To A Circular Economy: How Tech Is Shaping The Future Of Sustainable Retail. https://www.cbinsights.com/research/report/sustainable-retail-tech-
circular-economy/ February 2022.
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MEASURE YOUR CARBON IMPACT

Understanding your carbon impact is an important step in the process of planning and optimizing 
for sustainability in your advertising activities. Talk to your current measurement partners about how 
you can incorporate carbon measures into your existing measurement solutions or discuss options 
offered through MediaMath ecosystem partners like Scope3, DoubleVerify, and Good-Loop. 

Performing a CO2 asset review using the Good-Loop carbon calculator for recent and active 
campaigns can help you quantify a portion of the carbon footprint of your typical advertising 
activities to use as a benchmark in measuring the success of your sustainable advertising action plan.

PLAN & OPTIMIZE FOR SUSTAINABILITY

The 3 R’s of recycling – reduce, reuse, and recycle – are great guidelines to bring into your media 
buying activities to help your brand take demonstrable steps toward reducing the carbon emissions 
generated by your advertising.

R R R
Reduce

inefficiencies in your 
company, making choices 

for your business that reduce 
the need for employee travel 

and remove redundant 
technologies from your value 

chain whenever possible. 

Reuse
creatives to avoid costly carbon 

emissions generated through the 
production of new creatives and 

find innovative ways to develop high 
impact experiences for your intended 
audience, for instance with the use of 

dynamic creative optimization.

Recycle
and say goodbye to 

single-use media buys 
with partners like Scope3 

and Good-Loop, to 
offset carbon emissions 
produced through your 

advertising activities.

When possible, seek low carbon ad opportunities. Keeping in mind that an improved win rate not 
only helps your bottom line through more efficient media buying and better business results but also 
means less waste in the digital ecosystem, curate your supply paths with your demand partners. Use 
solutions like the supply path manager in the MediaMath Platform to find the most efficient path for 
your creatives to be placed on sites and apps. Include inventory marketplaces that offer carbon offset 
programs on your media buys like the MediaMath Green Marketplace so that you can ensure your 
digital advertising activities negate the carbon footprint they generate. Lastly, consider all aspects of 
the targeting you apply to your media buys, avoiding wasteful, non-viewable, impression delivery to 
consumers that aren’t in your intended audience.

“Optimizing asset size is not just good for user experience, but also reduces the 
emissions involved in serving an ad and conserves the battery power and overall 

lifespan of a device receiving it.9”

- Caroline Hugonenc, VP of global research & insights, Teads
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Find ways to incorporate low carbon creatives into your media plans. Use standard IAB ad units, 
which require less carbon to produce and deliver to consumers and consider finding new ways to 
develop high impact creative concepts that yield carbon neutral footprints. Consider lower carbon 
creative units like native text ads, that remove the need to produce and deliver weightier assets, and 
recycle creatives, refreshing the visuals and text as needed, eliminating the need to produce new 
creatives. 

RETHINK CONTENT & MESSASGING

This in and of itself can contribute to a path toward sustainability. A business committed to reducing 
its environmental impact might consider a change of focus in ad content toward sales models and 
messages that promote sustainability in the choice of products promoted and the messages used for 
promotion.

The impact of communicating a message of sustainability as part of advertising messaging can’t be 
underestimated in furthering public awareness of choices that enhance sustainability. Consumers 
care about the sustainability of the products they buy, with more than 75% indicating they are 
trying to make more sustainable choices in their day-to-day lives.10 A CPG brand was able to yield 
a 45% increase in purchase intent through social impact engagement with the creative, tied into 
the brand’s message. The brand saw over 32k individual donation activities, contributing to a total 
donation amount of $22k.11 

CONSIDER THE IMPACT OF EVENT PARTICIPATION

In the ad industry we love our events, which provide valuable networking opportunities, exposure 
to new industry developments, and an opportunity to both honor our colleagues for their 
accomplishments as well as receive the attention from our peers for our own achievements in the 
industry. However, there is an impact to every event in terms of the carbon footprint associated 
both with the events themselves and the emissions derived from all the travel associated with the 
events. While nobody would expect the events to go away completely, smart choices can be made 
to reduce the impact of events or to enhance their contribution to sustainability. Consider more 
easily accessible travel destinations, reducing the number of traveling participants to the essential 
personnel, or considering virtual options. The messaging of events themselves can contain messages 
of sustainability in the choice of topics. Once again, messaging itself can make an important 
contribution.

9 Claravine. Reduce the Carbon Footprint of Your Digital Marketing with Data Standards. https://www.claravine.com/2022/04/29/reduce-the-carbon-footprint-of-your-
digital-marketing-with-data-standards/. April 2022.
10 Karin von Abrams. eMarketer Insider Intelligence. Lifestyle Brand Consumers Are More Likely to Get On Board With Sustainability. https://www.insiderintelligence.com/
content/lifestyle-brand-consumers-more-likely-on-board-with-sustainability. July 2021.
11 Good-Loop. Huggies Case Study. https://good-loop.com/case-study/huggies 2020.
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Sustainability is a Holistic Process
Achieving sustainability isn’t as simple as making a singular decision or pulling one or two digital 
levers in the media buying process. It is not something that can be accomplished once and then left 
to run – it is not a “set it and forget it” choice. Rather it takes careful consideration and assessment. 

The first step is to make a definitive commitment to tread a more sustainable path and to begin to 
assess all elements of advertising through the lens of sustainability. Educating oneself about how 
sustainability is measured provides a powerful basis for this assessment. From this point of view, 
all aspects of the advertising process, from strategy to creative development, to media planning, 
targeting, and optimization, as well as infrastructure decisions, can be informed and influenced 
through the lens of sustainability. 

Thinking beyond this to all other ways advertising can reduce its carbon footprint through its actions 
in the marketplace can contribute meaningfully to a more sustainable outcome. It is the aggregate of 
all choices toward sustainability which will, in the end, make a difference.
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