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WE FACE MAJOR

ENVIRONMENTAL AND 
SOCIAL CHALLENGES

1 in 8 deaths through air pollution
Source: WHO



1.4º temperature rise in last 100 years

50% reduction in glaciers

Source: Ministerio de Ambiente Ecuatoriano



8% decrease in rainfall
in last 100 years

Source: Ministerio de Ambiente Ecuatoriano





El Inga recoge un promedio diario de 

1877 ton/día.



The World is getting more 

unequal
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9 billion in 2050

And its going to get 

worse!

The world is getting

hot, crowded 

and unequal



What does this mean for

the MICE INDUSTRY?
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OF CONSUMERS WANT TO SEE THE BRANDS 
THEY USE SUPPORT WORTHY SOCIAL AND 
ENVIRONMENTAL CAUSES

93%

SOURCE: FUTERRA & BSR 



Consumer are changing
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Prefer companies committed towards creating a 

positive social and environmental impact

SOURCE: Nielsen, The Sustainability Imperative



79% OF TRIPADVISOR 

USERS SAY ITS 

IMPORTANT

Survey of 15,000 people



80%
JOB SEEKERS PREFER TO WORK
FOR CSR DRIVEN COMPANIES

SOURCE: PI SLICE



BRANDS ARE CHANGING





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.



H&M Video

https://www.youtube.com/watch?v=z4Y_prnARn4









https://www.youtube.com/watch?v=utSYAkQi5hY



Driving Innovation





Interface- Product 
Design

• Net-Works provides source 
of income for fishing 
villages in the Philippines 
while cleaning beaches of 
discarded fishing nets that 
threaten their livelihood 

• An elegant design solution 
for the floor and a socially 
responsible design solution 
for a fragile economy –a 
positive “Net Effect.”



What does this mean for the
MICE INDUSTRY?



79%
Of MCI clients have increased their focus
on event sustainability over the last 3
years



68%
of MCIs clients ask their suppliers to comply with a
sustainability policy and evaluate it

In 2013 it was 51% - in 2011 only 25%!



ROADSHOW 
4 COUNTRIES
2,757 DELEGATES

SUSTAINABLE 
BRAND
CASE STUDY



GOAL

INTEGRATE 
SUSTAINABILITY TO 
TRANSFORM THE 
BRAND EXPERIENCE



AUDIO VISUAL

WASTE

EXHIBITION & SIGNAGE

BRAND EXPERIENCE #1



SUSTAINABLE MATERIALS

90% 

DIVERSION OF WASTE (RECYCLE / REUSE )

89% 

REDUCTION OF WASTE

88% 



REIMAGINE THE FOOD EXPERIENCE

BRAND EXPERIENCE #2

FRESH
LOCAL
ORGANIC 
SEASONAL 
SUSTAINABLE



RETHINKING
AUDIENCE
ENGAGEMENT

BRAND EXPERIENCE #3



INCREASE IN AUDIENCE 
PERCEPTION OF 
SYMANTEC AS A BRAND 
THAT IS COMMITTED TO 
SUSTAINABILITY

49% 

SOURCE: MCI & SYMANTEC

$29,000 
Saving



THE VALUE OF SUSTAINABLE EVENTS



DestinationsIf brands are becoming more 
sustainable 
– what about destinations?



Collaborative business initiative created to
help Destinations, Convention Bureaux,
Event Planners and Suppliers drive the
adoption and recognition of sustainable
practices in their city and in the global
events industry.

Benchmarking of 40 cities

www.gds-index.com



Conclusion 1

Leading MICE cities 
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



DestinationsWhat are the leadership 
characteristics of sustainable 
MICE destinations?



They develop a multi year plan for 

• Economic growth 

• Environmental sustainability

• Social inclusion & development

1. Leading cities have a strong 

vision and plan for strong, 

inclusive and sustainable 

growth of the MICE Industry



-



2. Leaders create networks
and inspire collaboration



4. Leaders 
build capacity

Leaders implement programmes 
to engage the industry and 
improve the skills, quality and 
competitiveness of their MICE 
professionals



Energy management team provide 
consulting and advice on incentives

VANCOUVER



5. Leaders drive certification and standards

Example: Gothenburg

100% Venues

92% Hotels

50% Taxis

30% Restaurants

Airport





6. Leaders communicate 
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





7. Leaders develop 
their community

Leaders create programmes 
that promote social 
innovation, and support local 
small-to-medium sized 
businesses and the local 
community.

They leave a legacy.



8. Leaders use 
sustainability to drive 
economic growth

Leaders engage with their

community to create AND

attract events about

sustainability.

They use sustainability to

drive economic, social and

environmental development.



What is your destinations dream 
for a strong, inclusive and sustainable events industry?



Conclusions



The MICE industry is changing

1. Sustainability delivers business and societal value.

2. Your clients are and will increasing demand more

3. Your competitors are doing it, or soon will be.

4. Start today. The sooner you start, the faster you reap
benefits and the less you need to catch up.



When the wind blows there are those 
that build walls and then there are 
those that build windmills



www.lessconversationmoreaction.com
Guy.Bigwood@mci-group.com

www.mcisustainability.com

#guybigwood


