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Emissions have continued to rise only stemmed by a reduction in travel

The climate crisis like covid is a global problem, the development of one 
country or sector can not be looked at in isolation.

*https://ourworldindata.org/co2-emissions



COP 26 brought the topic of climate change to centre stage

● Requirement for immediate change

● Deadline of 2050 for net-zero

● Aim to keep Global temperatures below 1.5c

● The onus is now on private companies and individual sectors to 

address their own emissions

● We must innovate the technology used and practises undertaken 

with sustainability at the heart of these developments  



The internet is a big polluter & is on par with aviation
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The Ad industry has started to react
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As an industry change must come from within

● Behavioural change will be hard

● The internet is not tangible to many

● Society is geared towards 

consumption



Internet usage is predicted to explode as data transfer will grow by ~44x until 2030

Video explosion Mobile internet

Internet traffic expected to grow 
by at least 40% per year until 20301

– driven largely by video 
consumption

Number of mobile Internet 

subscriptions growing faster than 
fixed broadband – driven largely 
by regions with limited fixed 
broadband1

1: Ericsson Mobility Report June 2021

Higher expectations

Consumers expect higher and 

higher quality content delivered 
online. For companies, meeting 
expectations becomes a business 
imperative

Key growth drivers of data until 2030



We need to focus on the emissions of our campaigns It is the sum of the parts

60 45 2000
5.4 tonnes 

per     
campaign 

million tones CO2
emitted by 

digital ads industry

million passenger cars billion plastic bags

Investment in digital advertising is forecasted to grow meaning 

every campaign counts



What drives these emissions? Internet as a supply-chain of data

Data center Access networksCore network Content delivery 
networks

Smartphone, 
computers, etc.



What can be done to reduce Co2 produced by this supply chain?

Replace and build out 
infrastructure with faster 

processers and more 
intelligent data centres

Supply the Internet 
with green energy 

only

Reduce the amount 
of data being sent

Increase efficiency 
of data transfers

Still not a true solution, since 
this taps into the very scarce 

pool of green energy, effectively 
limiting it for use by other 

industries

Being smarter about IF and 
HOW data should be sent 



Offsetting is good but not enough

“I don't think there is such a thing as a ‘carbon neutral’ 
fossil fuel, it’s a bit of an oxymoron.”**

Gilles Dufrasne, of the not-for-profit group Carbon Market Watch

Source:  https://www.greenpeace.org.uk/news/the-biggest-problem-with-carbon-offsetting-is-that-it-doesnt-really-work

https://www.greenpeace.org.uk/news/the-biggest-problem-with-carbon-offsetting-is-that-it-doesnt-really-work/


It’s not just about the tech - behavioural changes can have an impact too

SPO 2.0

● Duplicating calls 
increases energy 
consumption

● Every extra step in the 
chain creates energy 
consumption

● Lost bids w/o ads 
delivered also 
consume energy

AVOIDANCE OF 

FRAUD

● The double negative 
impact of ad fraud is 
the unnecessary use of 
energy along the 
supply chain

EFFECTIVE DELIVERY 

OF ASSETS

● Industry needs to 
consider if and when 
to send asset files

● Currently a large 
portion of ads are 
downloaded to user 
devices out of view

CONSIDERATE 

TARGETING

● Running multiple 
identity or targeting 
solutions drives levels 
of compute

● New ML based 
classification systems 
will also  increase 
energy consumption



Marketing Message 
to change consumers 

behaviours

A company's actions 
back up its 

marketing message

We activate our 
digital media in a 
responsible and 

sustainable manner

The marketing message + brands behaviour + how we deliver the ads 

= good sustainable advertising 



Solutions and processes must address triple bottom line



Thank you!

Andrew@seenthis.co.uk
hayward@iabeurope.eu


