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EcoMetrics: How to price the measurement of
sustainable advertising
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Txema Garitano

Txema Garitano, founder and CEO of Indaru—a consulting firm specializing in media and data
analysis—found himself unable to stop thinking about the pricing strategy for the company’s
newly developed solution, EcoMetrics. EcoMetrics allowed Indaru’s clients to measure the
carbon footprint of their digital presence, primarily online advertising and website traffic. Txema
was supposed to be relaxing on a week-long Mediterranean cruise with his family in the late
summer of 2024, a short break before his children returned to school. However, looming over
his vacation was a proposal to deploy EcoMetrics toa French beverage company that had to be
submitted upon his return.

Indaru had developed EcoMetrics anticipating the needs created by evolving regulations mandating
comprehensive corporate emissions reporting. In 2023, the European Union (EU) issued its
Corporate Sustainability Reporting Directive (CSRD), stipulating, among other things, that companies
had to assess the environmental impact of both their own and their suppliers’ operations. This
directive was being rolled out in phases, with the requirement that companies with over
500 employees measure the impact of advertising and communications by 2025." Similar regulations
were emerging in Singapore and the United Arab Emirates." Although often overlooked, advertising
emissions were substantial; for example, the carbon footprint of digital advertising in the United
States alone was nearly-equivalent to Switzerland’s entire heat and electricity production. '

Just before Txema’s summer break, Indaru had lost a bid to deploy EcoMetrics to Hewlett Packard (HP),
a prominent technology firm. While various potential clients were at different stages of the pipeline,
Txema had yet to secure Indaru’s first client for EcoMetrics since starting its commercialization four
months prior. Establishing a foothold in this emerging market was essential for Indaru.

A central question Txema had grappled with since the inception of EcoMetrics was its pricing
strategy. Despite having tried different pricing approaches, he had yet to find one that resonated
with Indaru’s potential clients. As Txema lay on a beautiful beach in the Mediterranean on a hot
sunny day pondering what pricing approach to present to the beverage company, he suddenly
felt the need to jump into the sea to cool off...
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Emissions reporting in Europe

The legal framework for sustainability reporting in the EU was established by the CSRD," which aimed
to improve transparency regarding environmental, social, and governance impacts, making
corporate sustainability reporting more reliable and comparable. Among the clauses of the CSRD
that had received significant attention were the so-called Scope 3 emissions reporting requirements,
which mandated a “double materiality” condition, both on the social and environmental impacts and
the impacts on the financial side (i.e., how cash flows, financial position, and financial performance
are affected). Moreover, the reporting boundaries had been expanded to include upstream and
downstream impacts from all business activities. Companies could determine which data points
were material for each topic but had to provide justification for those not reported.

The timeline of mandatory reporting under the CSRD depended on the size of the company:
Companies with more than 500 employees were expected to issue their reporting in 2025, while
companies with more than 250 employees and €50 million turnover were expected to report in
2026, and small and medium-sized enterprises were expected to report in 2027; non-EU
companies with significant operations in Europe were expected to report in 2029.

Although the regulation did not specifically mention the carbon footprint of online advertising
and website traffic, the broader legal framework had pushed the business community toward
transparency regarding the environmental impact of its digital footprint. This aligned with the
EU’s commitment to reducing greenhouse gas emissions across all sectors.

Against this backdrop of stricter regulatory frameworks and rising consumer awareness of
environmental issues, recent years had witnessed an increased commitment to combating
misleading environmental assertions, commonly known as “greenwashing.” Thus, organizations
had been developing platforms to monitor and report carbon emissions associated with digital
communication (e.g., online advertising and web services). For example, the Open Sustainability
Index offered a global, open-source database where companies could disclose and compare
sustainability data, promoting accountability in digital advertising.”

Another relevant actor in the space was Ad Net Zero, an initiative of the British advertising
industry, whose goal was to help the advertising industry respond to the climate change crisis.
Ad Net Zero’s agenda was to reduce the carbon footprint of developing, producing, and running
advertising to net zero by 2030. To this end, Ad Net Zero had launched a framework to provide
guidance to media organizations and advertisers regarding how to measure and reduce the
carbon emissions associated with their media activities."" Indaru became a member of the
association in the early summer of 2024.

Indaru

Indaru, founded by Txema Garitano in August 2020, was an independent media and data
consulting firm that offered advertisers—companies with an advertising budget—an
independent assessment of their advertising investments. Indaru had two service offerings:
media consulting and media audits. Media consulting involved helping advertisers select the
right media agency, choose the right tech stack, and decide whether or not they should use in-
house media buying. Media audits focused on connecting to the advertiser’s accounts, including
Google Ads or Meta via API, processed the data, and provided actionable recommendations
about how to optimize advertising campaigns.
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To shift the revenue mix from services to products, Indaru had begun investing in developing
new offerings. The objective was to increase scalability (as consulting and auditing were human-
resource intensive) and generate more recurring revenue streams. At the time, Indaru had two
product offerings:

1. Artificial Intelligence Tool for Advertisers (AITA) was a software-as-a-service (SaaS) marketing
mix model. Launched in 2023, AITA allowed advertisers to measure the effectiveness of each
media channel (e.g., TV, radio, out-of-home, digital) to optimize their media budget, that is,
determine how much money to allocate to each channel to maximize the return on the
investment and to forecast sales based on different investment scenarios.

2. EcoMetrics was a newly developed Saa$ solution to measure the CO2 emissions of digital
advertising and website traffic.

Indaru had seven full-time employees: two data scientists, one software engineer, three media
consultants, and Txema as CEO. Additionally, Indaru collaborated with three freelancers: one for
search engine optimization and two for data engineering. The company’s clients included large
corporations, including Samsung, Starbucks, Domino’s Pizza, CaixaBank, Essity, Lipton Teas, and
Porsche Holding. Spain accounted for 70% of sales, followed by Portugal, the Netherlands, Mexico,
and France. Indaru was also in advanced conversations with customers in the Middle East,
expecting to land their first two clients by the end of the year. The expected turnover for 2024 was
just short of one million euros, with 50% from consulting, 10% from auditing, and 40% from AITA.

EcoMetrics: Indaru’s solution for digital emissions measurement

EcoMetrics was a SaaS solution developed by Indaru to measure the carbon footprint of digital
activities across two main verticals: digital advertising campaigns and website traffic. The core
functionality of EcoMetrics included emissions measurement on three levels. At the emission
Level, EcoMetrics estimated the energy consumption and environmental impact of server-side
data storage and processing (web server and ad servers). At the transmission Level, EcoMetrics
also evaluated the energy consumption and environmental impact associated with data
transmission across different network types, distinguishing between mobile carriers and other
connection types. At the usage Level, EcoMetrics calculated emissions at the device level through
end-user interactions. Emissions at this level depended on the type of device (e.g., laptop, mobile,
TV) and on the length of user engagement with an ad banner, video, or website.

The deployment of EcoMetrics was very simple, with only a “read access” integration to the client’s
ad server (for digital advertising) and the analytics platform (for web traffic). Therefore, the cost for
Indaru to deploy the solution was negligible. On the other hand, to develop EcoMetrics, Indaru had
relied on employing the down-time of their data scientists and contracted a full-time freelance data
scientist for a year. At the time, the single relevant cost Indaru was incurring for EcoMetrics was an
annual membership fee for Ad Net Zero of a couple of thousand euros. EcoMetrics had an ISO 14067
certification, which added credibility to its carbon footprint measurement methodology.

EcoMetrics offered the option to correlate environmental impact with advertising performance
metrics, such as campaign reach, web traffic, quality visits, conversion rates, or revenue
generation. This reporting would enable organizations to optimize their carbon footprint while
maintaining critical business KPls. Exhibit 1 depicts EcoMetrics’ functionality.
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