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Mediavore's DilemmaMediavore's Dilemma
 Just as families are increasingly giving thought 

to nutrition, and how the food they rely on is 
grown, processed and distributed... 

 Buyers of media will be compelled to consider 
the economic, environmental and social impacts 
of the flows of water, energy, raw materials, 
waste and human effort associated with the print 
and digital media that they rely on... 

 This is a trend being driven by increased calls for 
transparency & sustainability reporting coupled 
with the growth of social/local/mobile (SoLoMo) 
communication platforms.



Supply Chain Lifecycle AnalysisSupply Chain Lifecycle Analysis



Lifecycle Inventories



Situation AnalysisSituation Analysis
 Advertisers, ad agencies and publishers are paying 

significant attention to “green” content... but they have 
largely ignored systemic lifecycle analysis of their media 
supply chains.

 Print media manufacturer & print service provider “green” 
initiatives addressing eco-efficiency and lifecycle analysis 
are trailing the efforts of IT and digital media supply chain 
companies.

 The Mediavore's Dilemma is a “Wicked Problem” but it is 
one that can and must be solved. Communication via 
media is a material and defining characteristic of 
humanity. Sustainability without sustainable media supply 
chains is an impossibility.



A Trillion Dollar “Crisis of Opportunity”A Trillion Dollar “Crisis of Opportunity”
 Media supply chains employ millions of 

people and support trillions of dollars in 
global economic activity each year. 

 Failure to implement 4X to 10X improvements in 
the eco-efficiency, sufficency and systemic 
resilience of media supply chains in 15-20 years 
(4-5 Drupas) will expose businesses, governments 
and society to material existential risks with globally 
catastrophic results. 



A $4 Billion Dollar OpportunityA $4 Billion Dollar Opportunity
"Currently, advertising suppliers are not
explicitly included in our supplier survey
associated with Ford's efforts to better
understand the carbon footprint of its
supply chain.

At this time Ford's initial efforts are
focused on direct first tier suppliers
providing higher carbon intensity
commodities for vehicle production.
However, beyond resources required for
supplier engagement, we are not presently
aware of any particular or unique barriers
to measuring and reducing the greenhouse
gas emissions of advertising suppliers.”

J ohn Viera
Director of Sustainable Business Strategies
Ford Motor Company



How Big is The Carbon Footprint How Big is The Carbon Footprint 
of Advertising Supply Chains?of Advertising Supply Chains?

    Over $130 Billion is spent on advertising media 
products & services in the US each year.

   

    
    Using EIOLCA analysis the estimated greenhouse gas 

emissions associated with one year of US advertising 
expenditures would be 175 million Metric tonnes of CO2.



How Big is a Tonne of CO2?How Big is a Tonne of CO2?
 A metric ton of CO2 gas contained in a cube at 

standard atmospheric pressure would be 27 
feet high by 27 feet wide by 27 feet deep. 
(19,000 
cubic feet or 556 cubic meters.)

 A Metric tonne (Mt) weighs 1,000 kilograms 
(2,205 pounds)

 In the US the average person emits a Metric 
tonne of CO2 equivalent greenhouse gasses 
(MtCO2e) every two weeks… or 7.5 MtCO2e 
per year.

 Worldwide, $740 in economic activity (GDP) 
results in the emission of a Metric tonne of CO2.

  



Media Supply Chain Impact Aspects: Media Supply Chain Impact Aspects:   
  Commerce & Economic Activity
  Human Communication & Culture
  Quality of Life
  Innovation
  Energy Security
  Water Security
  Climate Change
  Biodiversity
  Resource Conservation
  Resilient Society & Communities
  Social Equity, Diversity & Inclusion
  Intergenerational Responsibility



Energy Intensity & Energy UseEnergy Intensity & Energy Use



Printing AND Pixels Matter!Printing AND Pixels Matter!



The Majority of Pixels are Coal-PoweredThe Majority of Pixels are Coal-Powered



Mountaintop Removal Coal Powers Mountaintop Removal Coal Powers 
25% of  U.S. Electricity25% of  U.S. Electricity



Computers Don't Grow on TreesComputers Don't Grow on Trees



E-Waste is A Mounting Toxic ProblemE-Waste is A Mounting Toxic Problem



Pressures for Supply Chain Disclosure Pressures for Supply Chain Disclosure   
• Legislation Regarding Conflict Minerals in Electronics
• Regulatory Guidelines on Climate Risk Disclosure
• EPA Greenhouse Gas Endangerment Ruling
• RoHS/WEEE/REACH & EPA StEP E-Waste Regulation
• FTC Green Marketing Guidelines
• Carbon Disclosure Project Disclosure Pressure
• DJ SI, FTSE & Other Sustainability Indexes
• Sustainability Related Proxy Actions by Activist Investors
• Sustainable Supply Chain Scorecards from Walmart & Others
• State Climate Change Regulations & Green Procurement Policies
• The Growing Influence of Green Consumers
• MBA programs with focus on Sustainability and CSR
• Regulations Governing Sustainability Performance and Reporting
• The Occupy Movement and Wikileaks
• Social Media Brand Scrutiny Spillover into Mainstream Media
• S us ta inability C ons ortium Produc t L ifec yc le  Initiatives



Pressure from Retail Leaders: Pressure from Retail Leaders: TSCTSC

http://www.sustainabilityconsortium.org/video-gallery


Sustainability Consortium LeadersSustainability Consortium Leaders



Walmart's 15 Questions for SuppliersWalmart's 15 Questions for Suppliers



P&G’s Supplier Sustainability InitiativeP&G’s Supplier Sustainability Initiative



P&G’s Supplier ScorecardP&G’s Supplier Scorecard



Resolving the Mediavore's Dilemma Resolving the Mediavore's Dilemma 
Will Require Unprecedented CollaborationWill Require Unprecedented Collaboration



An inclusive coalition of advertisers, ad agencies, media companies and media 
supply chain companies being coordinated by the Institute for Sustainable 
Communication to:

 Demonstrate leadership in addressing the sustainability of print & digital media
 Support the identification, definition, quantification, and management of the
    energy security, water, biodiversity, climate and other environmental risks
    associated with print & digital media supply chains
 Develop standards-based lifecycle inventory boundaries, functional units, and
    product category rules for all print and digital media products & services.
 Develop an open source LCI database to support sustainable media supply
    chain decision making by print & digital media planners and media buyers
 Build a 20 year roadmap for print & digital media supply chain transformation.
 Create a fund to help finance print & digital media supply chain transformation
    projects that generate alternative energy, conserve resources, eliminate waste, 
    retrofit facilities or develop capacity for supply chain diversity and inclusion.



Key TakeawaysKey Takeaways
 Neither print nor digital media supply chains are sustainable as currently 

configured.
 A relatively small group of responsible major brands can be the catalyst 

for the systemic change required to resolve the Mediavore's Dilemma.
 Lifecycle Analysis (LCA), and Environmental Product Declarations (EPDs) 

for print and digital media products are the key to making sustainable 
media supply chain choices possible.

 The required standards exist (ISO 14040 & ISO 14025). What is needed 
is development of consensus on product category rules, lifecycle 
inventory boundaries, functional units and administrative procedures to 
ensure modularity and international cross-media comparisons.

 New levels of multi-stakeholder dialogue, appreciative inquiry, 
collaborative problem solving, partnership and support comparable to 
what is being done by TSC for consumer products will be required.



Thank You!Thank You!

Questions?Questions?
C ontac t:

Don C arli
Pres ident
Nima Hunter Inc .
260 Madis on Avenue, 8 th F loor.
New  York, NY  10016
917-742-5328
c arli@nimahunter.c om
S kype: dc arli
Tw itter: @dc arli
w w w.nimahunter.c om

mailto:carli@nimahunter.com
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