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CARBON REDUCTION RESULTS

OVERALL RESULTS

Carbon
emissions
Campaign (1CO2e)
DE 48,52
NL 25,80
FR 8,91
Total 83,23

Reduction in %:

Carbon emissions
without initiatives

(1tCO2e) Reductions (1tCO2e)
117,16 68,64
46,70 20,90
18,14 9,23
182,00 98,77

182-83,23

® 100 = 54,87%

182

The reduction is equivalent of over 20 million smart phone charges avoided!
Or binge watching your favorite show for over a year - nonstop.
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BACKGROUND

KPIs

Visit Aarhus had the following different goals with the campaign:

Behavioral KPIs:

) Creative KPI: We want to inspire the target
Media KPI: CO2 KPI: ’ group to vacation domestically
in Denmark.

We want o inspire more
climate-friendly travel choices
(e.g., bus, train, bicycle) during

holidays.

We want to do things differently

Time spent with the user Emit as little CO2 as possible and make a statement

This is a report on the CO2 KPI for the media advertising.

We have also created a separate report on CO2 emissions from the production of creatives, in collaboration with the AdGreen.



BACKGROUND

TARGET GROUP DEFINITION

Age distribution

Using dentsu’s consumer panel, CCS, we have identified 27%

and defined the target audience based on the following:

r 2% 22%
25-64 years old 20% 20%
+ 19% \ 19% \ 19% .
I consider the environmental impact when choosing a 1% % o

holiday
+
Passionate about holiday/travelling abroad
+

High vacation spending

ol
This definition provides us with target group insights on:
DE FR NL
4.296.323 3.930.525 3.321.465
7,8% of the population  8,4% of the population  22,3% of the population 18% 15% 15% 19% 17% 14% 18% 18% 17% 23% 17% 16%

25-34y 35-44y 45-54y 55-64y
DEGNS ©FRGNS =NLGNS =DETG mFRTG mNLTG

GNS = general population
TG = target group



BACKGROUND

GEOGRAPHIGAL SCOPE OF THE CAMPAIGN

For budgetary reasons, we chose to narrow the geographical focus to Amsterdam, Paris, and Hamburg. These three cities were selected due to their
well-established and frequent public train connections to the Aarhus region.

Amsterdam Hamburg



BACKGROUND

CREATIVE MATERIALS

Next destlnatlon' Il

THE AARHUS REGION
\"

The hero video was announced on social media,
digital sites, and YouTube, showcasing two people
traveling around the Aarhus region by bus, train, and
bicycle.

& Aarhus

6 SO MH
SG-CI’.OSE TO YOU

® DenGamleBy ——————=&

Stills and videos on social media showing how easy it
is fo get around the Aarhus region by bike, bus, or
frain — and how effortlessly you can reach local
sights and attractions.

oW panorama,
sson, 2006-2011, ARoS

CATCH YOUR
RIDE TO THE
RAINBOW

@ Hamburg

4 hr. 22 min.

. VisitAarhus
@ Aarhus, Denmark

Outdoor posters placed in and around the
central train station in Amsterdam, Paris,
and Hamburg.

Posters showing how long it takes to take
the train for a holiday to Aarhus, Denmark.



THE METHODOLOGY BEHIND

MEDIA CARBON
CALCULATOR
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M EASU REM ENT & R E D U GTI 0 N EXTERNAL, UNWILLING PARTNER:
OF CO2 IN ADVERTISING axionable

the
sust nable

When we advertise digitally and through offline company
media, we also generate significant CO2 emissions.

We measure and reduce emissions in advertising
through dentsus Media Carbon Calculator, SNEEY Cortified

developed in collaboration with the external T ol \
LIN= @ {202
| e A
CERTIFICATION ecovadis
Sites et Sols Pollués .

consultancy firm Axionable.
e Suisiiinabiiity

eeeeeeeeee

GREENTECH
INNOVATION

E.P'IV',‘p

Corporation

The methodology is based on the Greenhouse Gas
Protocol and ISO 14064.

GREENHOUSE
ISO O Zeoniouse

ISO 14064
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MEASUREMENT & REDUCTION OF CO2 IN ADVERTISING

We measure and reduce CO2 emissions across the entire lifecycle of an advertisement. This includes everything from the production of materials for
outdoor posters or print ads to measuring the CO2 emissions during campaign planning, such as the use of computers and the energy source powering
them. We also track how we store files, the data centers and hosting services we use, the file sizes, and the duration of ad spots. We measure the media
and the advertising process itself, including technical choices of ad tools and platforms, as well as the device on which the consumer views the ad.
Finally, at the end of the ad's lifecycle, we measure what happens to assets like outdoor posters after the campaign ends.

In other words, there are many variables to measure - and many variables we can adjust to reduce the CO2 footprint. This is not part of the creative
offering, but we have considered dentsu’'s Media Carbon Calculator when making decisions about format and media choices.

AdGreen Tool dentsus Media Carbon Calculator

i

CREATIVE ADMINISTRATIVE
PRODUCTION ACTIVITIES S ROUTING
TORAGE READING

MANUFACTURING PLANNING & BROADCAST

E.g. print and E.g. use of E.g. server E.g.frronsmi;siprj fo E.g. screen usage E.g. disposol of

OOH laptops, type of location, devices, optimizing (tablet, mobile, materials
internet compressing file for low-carbon TV)
connection size inventory



MANY COMPONENTS CONTRIBUTE
T0 THE CO2 FOOTPRINT IN THE MEDIA VALUE GHAIN

National

energy
distribution

1 Australia 0.841
2 India 0.751
3 Hong Kong 0.726
4 China 0.616
5 Saudi Arabia 0.571
6 Taiwan 0.561
g 20 Europe 0.280
) 21 Japan 0.220
o 22 Spain 0.217
a 23 Austria 0.158
B 24 New Zealand 0.133
12 25 Canada 0.110

Difficult to influence
(Share of renewable energy)

MANUFACTURING PLANNING

. E.g. use of
E.g. print and laptops, type of
OOH .
internet
connection

E.g. server
location,
compressing file
size

J

]
!

ROUTING READING

& BROADCAST

E.g. fransmission to E.g. screen usage
devices, optimizing (tablet, mobile,
for low-carbon V)

inventory

E.g. disposal of
materials

\ J
| .
Many components contribute

to the CO2 footprint in the
media value chain

|

Impressions
Clicks
Attention

Easy to influence Easy to influence
(Largest element of the (Largest element of the
campaign) campaign)

Data centers
Servers
Hosting

Connection

Transmission

Devices

Moderate ability to
influence
(Requires collaboration
with media and
technology partners)

How we purchase media technically,

e.g. we measure the weight of all the

domains. The heavy ones are filtered
out.

Moderate ability to influence
(Requires collaboration with media and
technology partners)

|

Recycling

Moderate ability to influence
(Requires focus from the
provider, e.g., OOH provider)



SOCIAL & ONLINE VIDEO
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ONLINE VIDEO

We chose online video to ensure quality time
with our audience, and insights show that
our target group across markets has a high
level of streaming consumption.

To minimize CO, emissions, social and digital
video was optimized for attention (through
ThruPlay), compressed via SeenThis, and
filtered through Adform Scope3 to eliminate
high-carbon inventory.

@ YouTube

I S

THE AARHUS REGION

!
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ADFORM SCOPE3

With Adform Scope3, we can reduce and optimize CO, emissions in our programmatic video
buying.

Through Adform’s DSP, we can activate Scope3 and its toolset to reduce carbon emissions.
This is possible because Scope3 has mapped emissions across the many tfouchpoints
involved in the media buying process — from the electricity used by the tools themselves
(DSP, SSP) to server load at publishers and even the reduction of unnecessary bid requests.

To put this into perspective: 25% of the highest-emitting domains/publishers account for just
7% of impressions. By excluding these domains before the campaign even begins, we can
significantly reduce emissions upfront. Additionally, the tool continuously optimizes media
buying during the campaign by excluding high-emission domains based on their CO,
performance from the previous day.

Beyond reducing emissions during the campaign, Scope3 also enables full post-campaign
reporting of total CO, emissions — providing a clear view of the carbon savings achieved.

VisitAarhus
SO MUCH TO ENJOY,

SO CLOSE TO YOU

VisitDenmark &
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SEENTHIS

Video is typically a powerful tool for capturing attention — something
we've also demonstrated through multiple attention studies at dentsu.
However, video content, whether in online video ads or display
creatives, is significantly heavier than formats like short-form video,
lower-quality assets, or HTML banners.

One way to reduce this "weight” — and thereby lower server activity,
improve load times, and maintain high video quality — is by using a
tool called SeenThis.

SeenThis enables video streaming directly into ad creatives. We use
Adaptive Streaming, where longer videos are divided into smaller
segments. This approach preserves video quality while ensuring fast
load times, as the content loads gradually and only as each segment
is viewed. It’s the same technology used by mainstream streaming
platforms like Netflix.

In addition to preserving quality and reducing load time, SeenThis also
helps lower the total data load. This can reduce ad serving costs,
allowing a larger share of the media budget to be focused on reaching
the right audience.

ROULER LES

RAILS POUR
UNE
EXPERIENCE
SUR LES TOITS




" DONATION TO 1% FOR THE PLANET

An alternative way to show awareness of the climate impact of
advertising is using the Good-Loop technology. Good-Loop is a B-Corp
certified partner focused on driving purpose over profit. \ T Thank you! (©) ood-Loop

Good-Loop allows brands to wrap their videos with its technology,

linking them to a relevant charity or NGO. When a user watches, for
example, 10 seconds of the video ad, a donation is friggered to the
selected NGO. This acts as a form of climate compensation. : "R a

HE
ET

We donated 20% of the media spend to 1% For The Planet in exchange
for the user spending more time with our creative. This results in greater R
attention and a stronger connection with the audience — generating Rchtacigifftencent
performance uplift that exceeds the 20% allocated to the cause. In
other words, we reach fewer people, but with higher-quality exposure.
And lower carbon emissions.

FOR THE
PLANET

METHODOLOGY

—
~



OUTDOOR
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OUTDOOR

Using digital out-of-home near public
transport hubs in our key markets, we
highlight how short the journey is to the
Aarhus Region from nearby countries.

Example: Hamburg — Aarhus

The travel time from Hamburg to Aarhus is
just around 4 hours.

So much to experience, so close to home.

Insights show that our target audience
across markets over-indexes on using trains
and metros for fransport.

That’s why we’re placing ads in and around
train stations — to reach people who are
already accustomed to traveling by public
fransport.

At the same time, OOH is one of the lowest
CO,-emitting media channels compared to
other advertising formats.

2011, ARoS

RAINBOW

@ Hamburg

* 4 hr.22 min.

@ Aarhus, Denmark

CATCH YOUR
RIDE TO THE

VisitAarhus
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OUTDOOR - CO2 EMISSIONS FROM PROVIDERS

There are two major providers dominating the outdoor advertising market in Germany, the Netherlands, and France: Clear Channel and AFA Decaux.
Both companies have taken several initiatives to reduce the carbon footprint of their advertising operations.

Clear Channel

Energy-saving technology: They use energy-efficient LED screens
that consume less power compared to traditional displays.

Green electricity: They have fransitioned to green electricity to
power their digital screens and other installations.

Recycling and reuse: They work actively to recycle and repurpose
materials from their advertising installations to reduce waste.

CO,-neutral fransport: They use CO,-neutral transportation
methods for installing and maintaining their advertising surfaces.

AFA Decaux

Green electricity: They use green electricity to power their digital
displays and other installations.

Energy-efficient technologies: They use energy-efficient LED
screens to lower energy consumption.

Sustainable materials: They are committed to reusing and recycling
materials from their advertising installations to minimize waste.


https://www.clearchannel.nl/en/
https://www.jcdecaux.com/brands/creative-ooh/adidas-netherlands

RESULTS

DEEP DIVES



CARBON REDUCTION RESULTS
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OVERALL RESULTS

Carbon
emissions Carbon emissions with

Campaign Budget (1tCO2e) out initiatives (1CO2e) Reductions (1CO2e)
DE 492.679 DKK 48,52 117,16 68,64

NL 167.776 DKK 25,80 46,70 20,90

FR 325.381 DKK 8,91 18,14 9,23

Total 985.836 DKK 83,23 182,00 98,77
Reduction in %:

182-83,23

® 100 = 54,87%
182

The reduction is equivalent of over 20 million smart phone charges avoided!
Or binge watching your favorite show for over a year - nonstop.




CARBON REDUCTION RESULTS
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DEEP DIVE: LIFECYCLE & MEDIA

Tons CO2e

Lifecycle Mediq
0,277 0,001
0,1146 0,386039
'
24,595
0,1266
33,54
43,2
64,0316

m Manufacture & Planning ~ Storage = Routing & Broadcasting = Reading = End-of-life = Mefa Youiube = Seenthis POOH



CARBON REDUCTION RESULTS
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DEEP DIVE: BEFORE AND AFTER REDUCTION

Tons CO2e
H Carbon emissions (1CO2e) Carbon emissions with out initiatives (tCO2e) Reduction (tCO2e)

140

120 117,16

100
80
68,64

60
48,52 46,70

40

25,80

20,90 18,14

8,91 9,23

20

DE NL FR



CARBON REDUCTION RESULTS
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DEEP DIVE: REDUCTION BY USING SMART TECHNOLOGY

Tons CO2e
Scope3
DE 0,466
NL 0,048
FR 0,147

Seenthis

0,9
0,126

0,32

Compressing
materials

67,27
20,73

8,76

Total (1CO2e)

68,64
20,90
9,23

98,77

A

,\

Compressing files makes a big difference.
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DEEP DIVE: ADFORM SCOPE3: FRANCE

The Programmatic Carbon Index adfOI'm

Average carbon amisssions ed carbon em
France
GCOZPM % omissions % improssicns Mo of domains Max GCOZPM Min GCOZPM
average gCO2ZPM ve Global average gCO2PM Highast 30% domains in 1,324 13.25% 24.19% 268 4527 629

gCOo2PM

61 6 _6 +Bg :‘é“g;;:f*’ S X 209 24.36% 51.52% 1.180 828 143

Lowesd 307% domaing in

COaPM 106 2.30% 13.80% aro 142 -4}
Middla 40°% Lowest 30% 101 dacila - highast amitting . ' " - 24
doamning in domaing in dompng n Aomaing 1852 34 0% 1.05% tL 4327 1418
ACOIPM FCO2PM ACoIPM
GCO2PM 1,31 280 106 Bth decio 1,208 27 50% 14.056% 200 1414 055
% impressions 34, 10% B1.02% 13.80% Bih dacile rad 10.71% BA0% 280 BAS [ 4]
" , e PR Tih decia 523 BT8% 10.35% 290 L] 418
% omissions T3.25% 24.38% 2.39%
iR decile kYLl 4 B5% B.43% 250 ar 274
(2 E— |
—
=
S With an average of 1,321 gCO2PM, the Highes! 30% of domains in §ih decile 233 B.33% 18, 74% 280 274 184
o gCO2PM aprasant 73% of carbon amissions.
z
9 Source: The Prograsmmanis Carbon index by Adioem - Mach 2025 - FR- 2 850 4th decila 173 431% 18.41% 290 164 143
— domaing analysaed - Adicem avalualion based on obsarvable sdveriising dabs using
(@] Media Distribuiion & Ad Selection carbon emissions measured by Scoped
D
B 3rd deocile 123 1.77% B.BS% 200 142 -1
o
z
8 2nd decile a9 0.36% 251% 290 a5 B3
o
<<
O -
Y 4 0.26% 2.53% 290 83 51

domaing

N
(=]

Global average E08 100.00% 100.00% B7.224 8,260 50
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CARBON REDUCTION RESULTS
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DEEP DIVE: ADFORM SCOPE3: FRANCE

Average carbon emisssions

n results

2025_Visit Aarhus_Frankrig_W10-12_Online

(FR)
average gCO2ZPM ve Couniry average gCO2PM
-~
f
203.3 \«
-67%

T2kg total COZ emissions
14Tk saving vs country average projection

Highes! 30% dom,. Middle 40% doma., Lowesl 30% dom

% Impressions 0.23% B3,00% 30.70%

IMprosssans v counlr

s -Mpls #11pts +ipts

CTR 0.00% AT % 0.43%

With an average of 835.6 gCO2PM, the Highest 30% of domains in gCO2PM
represent 0% of impressions and 1% of emissions

12_Onding - A

B TSRS

Souwrce: Adicern Campaign Carbon Ingights - 2025 _Vish Asrhws_Frasirig
From March 3, 2025 bo March I3, 2025 - Media Jtion & Ad Sebeciion
masuned by Scopad | Couniry Average: Programmatic Carbon Index by Adicem - AN - All -
Z 509 domairs anabyrad

Tiaring B

Highes! 30% domains in
gCOZPM

Middie 40% domains in
gCOZPM

Lowest 30% domains in
QoOIPM

10th dacila - highast amitting
damaing

feh decile

Beh decile

Tth decile

Beh dacile

Heh decile

dth decile

Jrdl daciks

dand gacila

181 dodila - lowekl amilling
domaing

FR

Avg GOOZPM

838

am

B3

1,780

1.211

743

40

217

128

59

% emissions % impressions Mo of domains

0.93%

B4.13%

14.95%

0.01%

0.24%

0.67%

ATNE%

16.67%

8. 16%

14.18%

r.61%

0.44%

6.90%

100.00%

0.23%

B3.08%

36.70%

0.00%

0.04%

0.18%

1MAT%

10.58%

244T%

106, 0%

12.06%

0.59%

23 65%

100.00%

4

1,135

aor

o

241

204

ErL

283

Fra:Fi

264

251

2,869

Max GCOZPM

4,337

628

142

4,337

1414

B5S

LFL]

417

L]

142

B3

4,327

CPM

25.16

21.88

22,37

9.2

25.55

261

4041

2016

1,66

23,50

21.81

28,18

2.9

0.00

CTR

0.00%

0.17%

0.42%

0.00%

0.00%

0.00%

0.07%

0.0k %

0.23%

0.22%

0.10%

0.09%

0.55%

0.45%

CPC

12.9661

5.3408

28.0008

50, BB4A5

.5451

10,541

11.6113

33,0082

4 DEZD

0.5308
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DEEP DIVE: ADFORM SCOPE3: NETHERLANDS

The Programmatic Carbon Index adform

Average carbon emisssions Detailed carbon emissions leve

Netherlands
gCO2FM % smizsions % imprassions Mo of domaine Max GOOIPM Min GCOZPM
average gCO2PM vs Global average gCO2PM Highest 30% domains in 88z B8 GRY, 18,68% 642 4,332 416
gCOZPM .
Middle 40% domains in .
280.3 -3289 oM 229 30.76% 37.70% 850 416 107
Lowaesl 0% domains in !
GCOZPM Y 10.55% 43,66% 845 107 50
Hig 30% Middle 0% Lowest 30% 10t decid - highesl emiling .
domains in domains in domains in damains 1.784 18.16% 2.85% 214 4,332 1172
gCOZPM gCOEPM gCO2PM
gCOZPM BE1E 987 B8RO Gih decile amn 26.54% B8.54% 214 1,169 692
5% impressions 18.65% 37.70% 43.66% Bih docilo 53 13.00% T26% e faz o
Tih decila 34 15.46% 13.78% 5 416 289
% amissions 58.65% 30.76% 10.50%
Gith decile 260 4.70% 5.06% 215 285 218
2 |
2 |
—
=
o With an average of 831.6 gCO2PM, the Highest 30% of domains in Sth decile 180 5.36% 8.34% Fal] 215 158
[add gCOZPM represent 59% of carbon emissions.
z
@) Source: The Programmabic: Carbon Index by Adiorm - March 2025 = NL: 2,147 dih decile 140 5.24% 10.51% 85 158 107
;:‘ domaing analysed - Adicem evaluation based on cbservable adveriising daln using ' .
@) Media Degiribuiion & Ad Selection carbon omissions messuned by Scoped
D
a Jrd docile a7 1.73% 5.00% 215 107 o2
o
z
8 nd decile 81 2.84% 9.78% 5 a2 &8
o
<<
O 1851 decia - lowes! amitling 8 6.01% 28 84% 215 B 50

comaing

N
(= -]

Global average 608 100.00% 100.00% BT 224 8,260 50
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DEEP DIVE: ADFORM SCOPE3: NETHERLANDS

Average carbon emisssions Detailed
2025 _Visit Aarhus_Holland_W10-12_0Online Tharing Awg GCOZPM % emissions % impressions Mool domaing  Max GCO2PM CPM CTR cPrC
(NL) H
ighesl 30°% domains in T i AR 4 i 11 17.757,
GCOZPM 548 27.93% 5.25% 4 A3z 8.93 0.11% 578
v Country average gCOZPM
average gCOZPM ¥ average ¢ L e 208 54.40% 47.50% 2429 416 2012 0.13% 16,5352
— \ 9C0ZPM
I/ Lowes! 30% domaina in 2 18 a8 ’ " s
| k \ 9COZPM T4 17.67% 43.18% 251 107 20.41 0.08% 247888
1
181.6 \ a
- ' 10th dicils « highast amitt
M A domm ':':' +vghast emating 1,300 0.55% 0,07% 7 4332 18.81 0.20% 65262
=35%
ish dacile Ba3 EECL 0.74% 27 1.160 21.38 0.00%:
BBkg total CO2 emisslons
dﬂlug :u,wing v& country average projection Bt docile B8 21084 BAd% A47 (117 18.72 0.11% 103578
Tih dacile 33 10.05% 10.20% 626 418 20,26 0.09% 21,8628
Highes! 30% dom.. Middle 40% doma.. Lowest 30% dom
ish dacile 2548 10.17% T.16% 554 280 19.14 0.05% 35,1268
% iImprasaiona 0.258% 4T 55%, 43 18%
:'Q Bah decils 1756 13.34% 13.81% an 218 20,81 0.20% 10,2884
—
P Impressions vs counir
S =t Aipls +10pts «1pls
o "~ ath decils L R4 11.83% 16.42% [ix1] 158 2012 0.13% 160280
z
o
- Jird docla ] 8% 1.00% 1078 1T 20.85 0.15% 140055
g CTR 0.11% 0.13% 0.08%
fa)
é Ind dacha B B5EW% 14, 45% GG 92 20,22 0.04% B4 1130
z [ .
o
[a] 181 docis - kwast amitting
@ With an average of 548.2 gCO2PM, the Highest 30% of domains in gCO2PM Jomeing 62 TAZ% 2.70% 43 L 20.36 0.00% 22400
S reprasent 9% of impressions and 28% of emissions

Sounce: Adfsrm Campaign Carbon Insights - 2025 Visit Aarhus_Holland_W10-12_Online - All

From Masch 3, 2025 to March 23, 2025 - Media Distribution & Ad Selection carbon emissions L 280 100.00% 100.00% 2,147 4.332 om 0.38% 2.3460
masasuned by Scoped | Country Averaga: Programmatic Carbson index by Addorm - All - All

2,147 domains analyzed

N
({=]
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DEEP DIVE: ADFORM SCOPE3: GERMANY

The Programmatic Carbon Index adfOI'm

Average carbon emisssions

sions levels

Germany
gCOZPM % emissions % impressions Mo of domains Max GCOPM Min GCOZPM
avarage gCO2PM vs Global average gCO2PM H-C%;;uh?n&. domaing in 1,540 4,308 e BT 0,244 B
o
Middla 40% domains in
GCOZPM 202 208T% 41.00% 2,232 B13 133
LW JC%, cmaing In o7 493% 2083% 1,674 133 50
Aralual gCO2ZPM
Analysis
Highest 30% Middla 40% Lowest 30% 108h dacila - highast amiting " ’ — -
i b dosrains b domaing bn e L 0 2,308 45,70% 11.63% 587 0,244 1,504
aCO2PM gCozPM gCO2PM
QCOzPM 1,540 02 a7 Wih docile 1,267 15, 80% T41% 587 1,504 ]
%% Imprassions 2% 41,00% 29.8% WA e 002 1282% 2% Bos s o4
Tih dacila AR5 5.80% TA2% HER B3 a7
S BITERLNE Th 20% 20.87% 4. 53%
2]
5 - B Bih decile 304 a88% 18.71% 558 385 254
o)
w
[SN)
== With an average of 1,540 gCOZPM, the Highest 30% of domains in Bih docile 218 3.556% B6T% 558 254 181
S gCOZPM reprasent 74% ol carbon emissions.
;j Bowrca: Tha Programmatic Carbon indas by Adioem - Maech 2025 - DE- 5,878 Mh dacile 1681 1.78% B.AD% HAH 180 133
g T nhysed = Adiomn avaluaiion based on cbservable ising ks usrg
(&) Madia Distribution & Ad Salaction CAMon SMESIONS Maasunsd h:f Scopal
il
@z Ird dscila 13 3.00% 16.61% HER 133 O
z
O
)
% 2nd docila ¥ 081% E13% H50 k] 4]
o
161 discila - kowes! amitting 72 112% 9.10% £eg 81 0

domains

[S%]
(—)

Global average G608 00,003 100.00% 87 224 9,260 50
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CARBON REDUCTION RESULTS
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DEEP DIVE: ADFORM SCOPE3: GERMANY

Average carbon emisssions

Detailed campaign ca

on results

2025_Visit Aarhus_Tyskland_W10-12_Online

average QCOZPM ws Country avemga_gi[‘.l.‘JEPM
(]
190.4
-68%

224kg total CO2 emissions
466kg saving vs country average projection

by carbon em

Highest 30% dom.. Midde 40% doma.. Lowest 30% dom

% impressions 0.63% 51.38% 47.00%

IMprassions v countr

-2Bpts +Opls +18pls
L ™ .

CTR 0.11% 0.05% 0.10%

With an average of 784.8 gCOZPM, tha Highast 30% of domains in gCO2PM
represent 1% of impressions and 3% of emisshons.

Sourcs: Adicem Campaign Carbon Ingights - 2025 Wisit AsrhiusTysidand W10-12_Onlirg - ANl
From March 3, 2025 o March 23, 7025 - Madia Distribuion & Ad Sslecton carbon amissions
maasunsd by Scoped | Couniry Average: Programmadic Carbon index By Adform - AN - Al -
5,578 domains analyred

Tiaring F

Highsst 307% domiains in
gCoPM

Middia 40°% domains in
gCO2PM

Lowes! 30% domains in
gLoEPM

10th decile - highest emilting
domaing

Sth decile

Bth decile

Tth dscile:

Bih decile

Sth decile

ath decile

3rd dacila

2rvd dacile

181 decila - lowesl amitting
domains

Awg GCOIPM

T&5

o

1,629

680

07

2E5

163

&2

587

% amissions

282%

T4.63%

22.75%

0.02%

0.92%

1.68%

2AT%

25.32%

M.10%

B.Td%

12.74%

3.54%

6.07%

100.00%

% iImpressions

0.63%

51.38%

47.99%

0.00%

0.17%

0.46%

8.41%

15.71%

17.02%

10.24%

21.20%

8.14%

18.56%

100.00%

Mo of domains

&2

2,541

1,828

9

833

T2

656

B31

501

587

5,978

Max GCO2ZPM

9,244

613

133

9,244

813

3B5

254

133

B1

9,244

CPM

2089

9.84

17.65

2.0

14.82

20,85

18.87

2250

18.13

2153

13.44

0.00

CTR

0.11%

0.05%

0.10%

0.00%

0.10%

0,11%

1004 %

1004 %

007 %

D.08%

0.03%

0.04%

0.22%

0.39%

CPC

19,5152

IBATZT

170593

17.8162

20,0438

42 1948

528139

267498

363055

74,8905

55,7815

£.2069

1.2534
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DEEP DIVE: SEENTHIS: FRANCE

CONNECTION TYPE

m Cellular Network - 2G
Cellular Network - 3G

H Cellular Network - 4G

m Cellular Network -
Unknown Generation

m Ethernet

m WiFi

En/a

DEVICE TYPE

m Desktop and Laptop Smart Phone mTablet

6%

Data transfer for creative delivery ®

755"

Powering More Sustainable Performance

SeenThis tech oplimizes both creatives and creative delivery, reducing data waste,
maximizing ad performance, and minimizing emissions.

Estimated avoided data waste ©

2960° 79

creative delivery

Kilometres driven in a car
2 445"
Flights from London to Madrid

1 flights

charged smartphones

30 505~

Carbon footprint for creative delivery ®

Measuring Impact with SRIXAD

Learn more
SeenThis measures data ransfer associated with ad delivery and applies the SRIXAD

to assess en W impact.

Estimated avoided emissions ©

320" 61

from creativ

Kilometres driven in a car

2445 km

driven by a passenger car

Learn more
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Data transfer for creative delivery ® Carbon footprint for creative delivery ®

DEEP DIVE: SEENTHIS: NETHERLANDS

CONNECTION TYPE

k8
H Cellular Network - 2G 632

184™

Cellular Network - 3G

m Cellular Network - 4G

Powering More Sustainable Performance Measuring Impact with SRIXAD
Learn more Learn more
SeenThis tech ophmuzes both creatives and creative dehvexy, reducing data wasle, SeenThis measures dala transfer associated with ad dellveyy and apphes the SRIXAD
n Cel |U|G r NeTwork _ ad per! and minimizing framework Lo assess environmental impact.
Unknown Generation
Hm Ethernet
. WiFi . . ] . . .
Estimated avoided data waste © Estimated avoided emissions ©
En/a

1167° 77 127" 55

from creative delivery

rom creat|

DEVICE TYPE

Kilometres driven in a car

965"
o 965 km

m Desktop and Laptop Smart Phone mTablet

Kilometres driven in a car

driven by a passenger car
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Carbon footprint for creative delivery ®

Data transfer for creative delivery ®

DEEP DIVE: SEENTHIS: GERMANY

CARBON REDUCTION RESULTS
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CONNECTION TYPE

m Cellular Network -
2G

Cellular Network -
3G

m Cellular Network -
4G

m Cellular Network -
Unknown Generation

m Ethernet

H WiFi

En/a

DEVICE TYPE

m Desktop and Laptop Smart Phone  mTablet

ster par impre

797"

Powering More Sustainable Performance

SeenThis tech oplimizes both creatives and creative delivery, reducing data wasle,
maximizing ad performance, and minimizing emissions.

Estimated avoided data waste ©

8291 75

om creative delivery

Kilometres driven in a car

6 872"

Flights from London te Madrid

3ﬂights

Fully charged smartphones

85 743"

213"

Measuring Impact with SRIXAD

Learn more 4 Learn more
SeenThis measures data ransfer associated with ad delfivery and applies the SRIXAD
o assess impact.

Estimated avoided emissions ©

900" 55

creative delivery

Kilometres driven in a car

6 872 km

driven by a passenger car
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