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Sustainability — building our 

business practices around 

social and environmental 

considerations — has 

become a core value for 

Interpublic. We approach 

sustainability as an 

opportunity for growth and 

innovation, understanding 

that efficiently managed 

resources drive employee 

creativity, stakeholder 

engagement and relevance 

in an increasingly  

connected world.

Sustainable Consumption
As a company that creates some of the world’s most iconic advertising and marketing campaigns 
for the world’s biggest brands, Interpublic has an extra responsibility to make sure the messages we 
communicate and how we deliver them are in sync with the long-term health of the environment.

Sustainability — building our business practices around social and environmental considerations 
— has become a core value for Interpublic. We approach sustainability as an opportunity for 
growth and innovation, understanding that efficiently managed resources drive employee 
creativity, stakeholder engagement and relevance in an increasingly connected world.

As part of Interpublic’s long-term growth strategy, our agencies and clients are developing 
campaigns that create new markets for sustainable products. This fundamental change in 
marketing shifts demand towards more environmentally responsible products and can result in 
consumer behavior changes that positively impact the environment.

Policy in Action
Interpublic has adopted a sustainability policy that encourages reducing waste and minimizing 
carbon emissions by focusing on:

◗◗ Using energy more efficiently;
◗◗ Instituting recycling programs;
◗◗ Managing travel efficiently; and 
◗◗ Employing green practices in real estate holdings.

Results
We put our sustainability policies into practice, both at the corporate and agency levels. In 
addition to working with our clients to build sustainable programs for their brands, we have 
spearheaded agency programs, as well as corporate initiatives, around information technology 
and real estate. We’ve recently initiated a program that enables employees traveling for business 
to take carbon emissions into consideration when booking their flights. Measurable progress in 
furthering our sustainable practices includes:

◗◗ A 49 percent reduction in square footage of enterprise-level data centers since 2008;
◗◗ An 11 percent reduction in the number of physical servers made possible by increasing 

virtual servers;
◗◗ A 66 percent reduction in power consumption from enterprise data centers since 2008;
◗◗ Seven agencies upgraded to Leadership in Energy and Environmental Design (LEED) 

Certification standards since 2007;
◗◗ Three million dollars in savings due to furniture recycling from 2007 to 2012; and
◗◗ A 23 percent reduction in rentable square foot per employee from 2004 to 2012.

Conducting our business sustainably is no longer an option, but a business mandate. Consumers 
want to do business with sustainable companies and the best talent wants to work at businesses 
that understand its importance. There is much work still to be done in our sustainability efforts, 
but we are proud of the progress we’ve made so far and of the direction in which we are headed. 
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