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And Its going to get
worse!

The world Is getting
hot, crowded

and unequal
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Future Driving Forces
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Lonfarerce sur les Changements Climatigues 2015
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Consumer are changing

Prefer companies committed towards creating a
positive social and environmental impact

80%
76% 75%
71%
51%
South East Asia Asia Pacific Middle East / Africa Latin America Europe North America
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79% OF TRIPADVISOR
USERS SAY ITS
IMPORTANT

M greenleaders

@@ tripadvisor

Survey of 15,000 people
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BRANDS ARE CHANGING

Rethinking the concept of brand value

®) ®

SHAREHOLDER STAKEHOLDER SOCIETAL
Activities focused Activities designed to Activities designed
solely on maximising maximise returns for to contribute to the
short-term profits employees and partners greater good for all

‘We Are Social Social Brands: The Future OF Marketing » @wearesocialsg « 119






Brand Pressure:
Growth of the Sustainable Brand
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We believe In a better fashion future — one that makes fair
and sustainable fashion affordable and desirable for all.
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Provide fashion for
Conscious customers
Make preducts with added sustamnability value.

QOur customers are smart. aware and cara apout
paople and the environment. Let'’s help them

make informed decisions about their purchases.

Choose and reward
responsible partners

Work with pariners who share our values.
You are only as gocd as tha comparty you
xeep. So let's work with partners whe
commit 10 continuously improving thair
socal and environmental practices.

Be ethical

Ahvays act with integrity and respect. It’s
about doing the right thing. Like not using
focd to make fashion. If you're uncertain, refer
to our Code of Ethics. Or listen to your heart.

Be climate smart

Be energy-efficent and inspire cthers 1o
reduce total CO? emissions. By increasingly
using renewabie enargy and taking smart

CLioNS, wWe can iNspire customers, suppliers,
policymakers and communities to reduce
their total climate impact.

Reduce, reuse, recycle

Aim for zero waste to landfills. Let's generate
less waste. And try 10 reuse things like shopping
pags and other items when possible. Recycing
of hangers and other materia's s also key.

Use natural resources
responsibly

Consarve water, soil, air and species. Planat
earth is a deficate place. Cur resources are
imited. So Jet's do a better job of preserving
our natural resources.

Strengthen communities

Contribute to the development of the
communities where we opearate. We can
have a positive impact on local communities.
Which is why we invest in programs like

“All for chiddren”™ and “H&M for Water™.
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Unilever Sustainable Living Plan - Three big goals




BRANDS
WITH A POWERFUL
PURPOSE ENJOY

SUSTAINABLE
GROWTH

THE RATE OF
GROWTH

90%

OF UNILEVER'S

ROWTH



-







Raw materials

Residugy W

ircutar econ@my

Co
Use TSUMption
- FeuSe, repaiv

Vs

Linear economy






What does this mean for the
- ?
>









K noe || el
SUSTAINABLE
BRAND;
CASE STUDY

ROADSHOW ;
4 COUNTRIES
2 757 DELEGATES
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v Symantec.

GOAL

INTEGRATE
SUSTAINABILITY TO
TRANSFORM THE

BRAND EXPERIENCE
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AUDIO VISUAL
EXHIBITION & SIGNAGE

BRAND EXPERIENCE #1



v Symantec‘

90%

SUSTAINABLE MATERIALS

89%

DIVERSION OF WASTE (RECYCLE / REUSE )

88%

REDUCTION OF WASTE
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RETHINKING
AUDIENCE

ENGAGEMENT
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THE VALUE OF SUSTAINABLE EVENTS

Better #4
Educate & 5#

Engage
Audiences

Showcase Reduce
Brand Enviro

Values Impacts




If brands are becoming more
sustainable
— what about destinations?
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Collaborative business initiative created to
help Destinations, Convention Bureaux,
Event Planners and Suppliers drive the

LA adoption and recognition of sustainable

DESTINATION practices in their city and in the global
SUSTAINABILITY events industry.
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www.gds-index.com




Conclusion 1
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Leading MICE cities : <y |
now understand that %
their competitiveness
is directly linked to
their capacity to bring
social, economic and
environmental
wellbeing




Conclusion 2

There is a big
difference between
being a sustainable
city and being a
sustainable meetings
destination




What are the leadership
characteristics of sustainable
MICE destinations?
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' They develop a mult year plan for
=% Economic growth
2 © Environmental sustainability
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LEADING THROUGH SUSTAINABILITY

Conducted for the Thailand Convention and Exhibition
Bureau by MCl Sustainability Services

24" November 2014




2. Leaders create networks
and inspire collaboration




4. Leaders

build capacity |
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Leaders implement programmes iR
to engage the industry and ~| | ’
improve the skills, quality and A
competitiveness of their MICE
professionals

« Communication Collaboration Co-innovation




VANCOUVER




5. Leaders drive

Example: Gothenburg

= 100% Venues

Sttt 92% Hotels

I" . ' ( 0, H
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30% Restaurants

Airport




Singapore industry association s MICE sustainabilin
certification encourages greater adoption and practice of

Lo

environmental guidelines
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The Singapore Association of Convention and Exhibition Organisers
& Suppliers | ) has launched its own sustainability

certification to encourage industry professionals to implement more

SUSTAINABILITY i o
: tainable practices.
GUIDELINES w5, sts
) The MICE sustainability cerification encourages greater adoption
FOR THE SINGAPORE Fs “ AT and practice of sustainabilit uidelines, in line with Singapore
o P Y g gap
MICE INDUSTRY .=~ ‘ ' Tourism Board's (57E5) 2013 Sustainability Guidelines.

N
1
A .

8




6. Leaders communlcate
authentically

Leaders engage with national and
international audiences to build
community, create conversations and
share stories on key issues that inspire
change and as a result build brand.

Humour is key

Meet the Copenhagen CVBee...

#BeeSustain - the latest buzz in the meetings industry

e

”If the bee disappeared off the surface of the globe, then man
would have only four years of life left. No more bees, no more

& pollination, no more plants, no more animals, no more man."”

| Albert Einstein

\
QSitFinland.com
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We put ourselves in the frontline and

embodied the concept in a visible way







/. Leaders develop
their community

Leaders create programmes
that promote social
innovation, and support local
small-to-medium sized
businesses and the local
community.
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They leave a legacy.
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8. Leaders use gum;:ﬁg?gmu ACTIVATIMNG
sustainability to drive ;oo I Ul.l OS'

SEPT 26 - 28

economic growth

d . h h . Discover how brands and
L busi lead Activati
eaders engage with their e

innovation that creates scalable
impact and profitability

community to create AND

attract events about COPENHAGEN
sustainability. FASHION SUMMIT

COPENHAGEN OPERA HOUSE
24 APRIL 2014

They wuse sustainability to
drive economic, social and
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What Is your destinations dream
for a strong, inclusiveand sustainable events industry?







The MICE industry is changing

1
2
3.
4

Sustainability delivers business and societal value.
Your clients are and will increasing demand more

soon will be.

Your competitors are

Start todc
benefi



When the wind blows there are those
that build walls and then there are
those that build windmills
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Www.lessconversationmoreaction.com
Guy.Bigwood@mci-group.com

wWwWw. mcisustainability.com

#guybigwood




