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Reducing your event’s environmental impacts

For events and trade shows to become truly sustainable, the industry
must mitigate the environmental cost of the entire event process

BY JEFF BAKER

In the last year, the trade show and event
industry has come together to work toward
reducing the environmental impact of the
industry. “Green” has entered nearly universal
awareness among event planners and produc-
ers, facilities and display fabricators.
“Sustainable” became a concept on RFPs.
“Carbon footprint” entered common conver-
sation as a measure of sustainability.

Demand from end-users as well as leader-
ship within the industry led meeting and trade
show facilities to build and upgrade to LEED
standards, a universal benchmark for sustain-
able green building practices. Display produc-
ers are researching what it means to be green
— and rapidly retrofitting their operations to
achieve it. Event planners, vendors and con-
tractors are incorporating green practices into
trade shows and events across all industries.

This all comes in response to a perfect storm
of spiking and fluctuating energy prices, large
increases in raw material costs, high costs for
travel, awareness of global warming and the
public conversation around sustainability of
our society and planet.

In research conducted this year, the event
and trade show industry learned that the aver-

age client thinks of “green” materials and
products as compromising quality, luxury or
convenience, so the industry is focusing on

changing that perception.
According to Josh Dorfman, an eco-entrepre-
neur and author of “The Lazy

Environmentalist,” green solutions need to be
grounded in reality, easy, stylish, cost-saving,
convenient, cool, and offer sexy elements.

“They should fit the way we want to live,” he
said at the Green + Design conference last fall
in Atlanta, Ga. “Green design is the future. The
future is already happening. It's in our best
interest to embrace it.”

For cost and carbon-footprint reductions to
really make a difference, consumer thinking
must change. Once we move beyond the cost
of acquiring a product and start to think both
about the cost of creating that product and the
cost of using that product throughout its life
cycle, the idea of “cost” changes radically.

For events and trade shows to become truly
sustainable, the industry must recognize, meas-
ure and mitigate the environmental cost of the
entire event process: choosing the venue, gath-
ering, housing and feeding participants, build-
ing and using displays, and literature distribu-
tion, among a myriad of other factors. Once we
measure the cost of this, our decisions will

reflect life-cycle cost rather than buying price.

Sixty-two percent of exhibitors have indicat-
ed that their interest in using environmentally
friendly options is high or very high, according
to a report released by the Exhibitor Magazine
Group. The report, “An Inconvenient Booth:
The Economic Impact of the Green Movement
on the Trade Show Industry,” surveyed 498
exhibitors and 110 suppliers.

According to the report, 38 percent of
exhibitors have already taken steps toward
adopting green options. The report also shows
that 75 percent of exhibitors plan to spend 24
percent of their trade show budgets on green
exhibiting options, including eco-friendly
giveaways, recyclable exhibit properties and
low-energy lighting.

Earlier this year, the event industry released
its own data. The Convention Industry
Council released the “Green Meetings Report”
to offer minimum standards for meeting plan-
ners and show managers to adhere to in creat-
ing more environmentally friendly events.

The report offers advice for evaluating ven-
dors, from convention and visitor bureaus and
venues to hotels and food-and-beverage
providers.

The report offers minimum standards for
vendors to adhere to and provides checklists

‘Once we move beyond the cost of acquiring a product
and start to think both about the cost of creating that
product and the cost of using that product throughout
its life cycle, the idea of “cost” changes radically,’ says
Jeff Baker, president of Image4 in Manchester, a leader
in green event management.

for meeting and show management to use
while reviewing service providers or perform-
ing site selection visits. (The report is available
for free on the CIC's Web site: conventionin-
dustry.com.) NHR

Jeff Baker is president of Image 4, a Manchester-based
visual marketing and branding support organization,
which in 2007 was named by Inc. magazine as the
“World's Greenest Trade Show Exhibit Producer.”

Steps to a greener event

Here's a list of steps that you can take with little effort and
cost that will have an immediate impact on your event or
trade show program.

Planning and pre-event:

e Involve senior management in supporting “greening”
your program.

e Use available research to prove the material and PR out-
comes of greening the event.

¢ Look within your industry and trade associations for best
practices of others and build on those.

e Forget about hitting a home run your first time at bat. Set
attainable and measurable goals, fulfill them, and plan to
get better next time.

e Communicate the outcome to all constituents — manage-
ment, attendees, your industry.

e Display rentals can be obtained for far less than buying a
new display.

e Add language asking for sustainable proposals to your
RFPs and contracts.

e Look forvenues and suppliers that are offering sustainable
practices — you'll come up to speed much faster.

e Plan your event so walking to hotels, restaurants and the

venue is possible.

® Most hotels are considering and implementing sustain-

able practices. Ask your event coordinator for specifics on
this program and share the practices with your attendees.

Promotions and advertising:
e Do your best to eliminate paper mailings. Even though

trees are a sustainable product, moving paper burns lots of
carbon.

Put speakers’ presentations up on your Web site, and on
theirs, rather than printing handouts.

Use post-consumer recycled paper and soy or vegetable-
based inks. Use a Forest Stewardship Council-certified
printer.

Register attendees early to help reduce over-supply of give-
aways and handouts.

Getting to the show:
e Take a look at your exhibit program and reduce last-

minute ANYTHING. Moving your display and graphics by
standard service keeps the carbon footprint lower than air

express.

e Consider changing your graphic production methods

from plastic graphics to fabrics, paperboards and other
low-load materials, which are lighter to transport.

e Look at your display transport costs. Today's displays

weigh alot less than older styles. This saves money and car-
bon footprint at shipping and drayage.

e Determine optimum staffing for the event. If you don't
need to move a person, your carbon footprint drops.

e Minimize samples when you can.

On the show floor:

® Reuse badges and lanyards and order both made from
corn-based polymers.

e Instead of printing bags, notebooks or other materials
with a date or event-specific logo, print them with the
organization’s logo so extras can be reused at the next
event.

e Tell your show staff and visitors what you are doing to
green your program. We've found this to be a powerful
conversation starter and sales lead-in.

e Work with the event planner to allow for trash and recy-
cling bins.

e Produce event graphics and directional signage with a
graphics house who can supply recycled and recyclable
materials

e Ask your graphics and display houses about reclamation
from the show floor.

e Have your industry association develop a “Green
Exhibiting” recognition program and make it valuable.

—-JB



