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Going Green
Creating an exhibit is challenging enough.  Doing it in a more environmentally friendly way

seems to be making a difficult task more complicated, time consuming, and perhaps, more costly.

But is this really true?  And what branding opportunities exist using a “green” design?

Trade show exhibit design is undergoing a revolution bringing new materials and design techniques

that are lighter, easier to ship, easier to assemble and are reusable.  Moreover, environmental

consciousness has become a positive and marketable attribute that touts the cutting edge

efficiency of many companies.  

In other words, going green at your next trade show may be healthy for the planet, but it may

also be healthy for your company's bottom line.

This guide looks at the at materials, design techniques and marketing strategies in total that can

offer your company an opportunity to do what's right, build a positive image for your brand,

and save money.  In the end, the question may not be can you afford to go green in your

next trade show, but can you afford not to?

“Going green at your
next trade show may
be healthy for the
planet,  but it may
also be healthy for
your company's
bottom line.”
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The Other Kind
                           of Green

"Less weight and
less fuel also means
less money spent on
shipping and drayage
(material handling fees)
which are very
signi�cant expenses
at any event."

Since most people are concerned with the cost of going green we'll start there.  First, a hefty dose 

of realism: green materials can be more expensive than standard building materials. If you take an 

exhibit and compare costs using standard and green materials (flooring, adhesives, laminates, 

plywood, fabric, etc.) and taking nothing else into consideration, the green booth will, most likely, 

cost more.

The cost of green materials will come down as they are more widely adopted.  But because of 

higher costs today, many companies choose not to go green while others clench their teeth and 

bear the extra expense because it's the right thing to do.

 

The problem with this 'bite the bullet or politely decline' approach is that it doesn't truly reflect the 

costs of not going green.  The first, and most obvious of these factors is weight.   Less weight means 

less fuel which means less impact on the environment.  However, less weight and less fuel also 

means less money spent on shipping and drayage (material handling fees) which are very 

significant expenses at any event.

 

The good news is that there is a huge array of materials and techniques that help reduce shipping 

weights.   In fact, there are more ways of reducing shipping weights today than ever -- 

we'll explore many of them later in this document.
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"An investment in
sustainability is
positive for a
company's brand
in many consumer  &
business-to-business
arenas."

Reusability is another money issue that can both positively impact the bottom line and help create 

greater sustainability.   Booths that are built to last can be efficiently stored by an outside tradeshow 

partner, shipped when they are needed, and minimally modified to create a new look year after year.  

There are also opportunities to offset the cost of storing booth elements by renting your exhibit to 

other companies.  For example, The Rogers Company stores booths for many of its customers and 

facilitates these kinds of rentals when it makes sense, which can be a “win-win” for everyone.  For 

example, the company renting the booth or booth element can offset some of their storage costs 

while the company renting the properties can achieve their exhibit goals while meeting their 

budget.  This unique service offering allows cost savings as well as reducing the use of materials and 

energy.

Finally, the financial cost of going green also needs to be considered a marketing investment.

After all, an investment in sustainability is positive for a company's brand in many consumer and 

business-to-business arenas.  The value of 'green' varies in different industries, markets and even 

geographies, but it does have value that appears to be growing rather than shrinking as we all 

become more conscious of our responsibility to the environment.
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Weight & Size
"Trends in material

design and technology

can result in

signi�cantly lighter,

easier to assemble

displays that take

less room and cost less 

to store between

shows."

As mentioned earlier, weight and size are vital factors to increasing efficiency and reducing overall 

impact on the environment.   Trends in material design and technology can result in significantly 

lighter, easier to assemble displays that take less room and cost less to store between shows. 

Although fabric is one of the oldest man-made materials used today, it is also a growing trend in 

displays.  Fabric can be used to create walls, solid three-dimensional objects and even 

sculpture-like elements.  In addition, printing processes such as direct to substrate and 

dye-sublimation has significantly reduced the cost of creating large graphics leading to an 

endless array of design possibilities.
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"Lighting can enhance

a product's presence

in the booth and can

simply make empty

spaces more rich

and inviting.   In other

words, lighting

creates more out

of less."

Additionally, fabric can be further enhanced through lighting effects.  Lighting can make fabric 

walls glow, appear and disappear, and change colors instantly.  And the benefits of lighting extend 

beyond enhancing fabric elements.  Lighting can enhance a product's presence in the booth and 

can simply make empty spaces more rich and inviting.  In other words, lighting creates more out 

of less.  There are also a variety of green lighting technologies such as LED’s which use less energy. 

However even conventional lighting can be effective in reducing impact on the environment by 

using lighting effects in lieu of certain physical properties.

Another important opportunity for reducing overall shipping and drayage weight can be found in 

product and service brochures often distributed at trade shows.  While literature plays an 

important role in making connections and doing business, CDs or memory sticks are just as 

effective, if not more so at distributing information while saving weight and printing costs. 

This is also an opportunity to build good will with show attendees who are often burdened with 

materials as they move about the show floor or slapped with overweight luggage fees on their 

return trip home.
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Materials
"Everything from

bamboo plywood 

o natural adhesives

and inks to PET

recycled from plastic

bottles & containers

can be obtained from

a wide range of

suppliers."

For many companies, bringing down shipping costs is only the beginning of building a green 

booth.  Using materials that are non-toxic, have long product life cycles, use green manufacturing 

processes, and are easily recyclable is easier today than ever – and costs are coming down. 

Everything from bamboo plywood to natural adhesives and inks to PET recycled from plastic 

bottles and containers can be obtained from a wide range of suppliers.  For example, Shaw Floors 

(www.shawfloors.com/recycle) offers a full range of environmentally friendly wood floors and 

carpeting.   Plyboo (www.plybo.com) specializes in flooring, plywood and paneling made from 

bamboo which is a highly sustainable crop.  In addition, the company employs green

manufacturing policies which are sustainable and formaldehyde free.  Pionite 

(www.panolamindustries.com/pionite/enviro.html)  offers a wide range of decorative laminate 

materials and prides itself in manufacturing that protects our water, air, and reduces waste. 

WilsonArt (www.wilsonart.com/environment/) features a comprehensive policy of sustainability 

with its laminate, solid surface, flooring and adhesive products as well as a recycling program that 

encompasses everything from manufacturing to its shipping fleet.
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"recycling aluminum

is 95% more e�cient

than making new

material."

In addition, there are certain materials that, while not manufactured as green, certainly are more 

sustainable.  Extruded aluminum, for example, which is used to build frameworks for walls, 

counters,  fabric frames and other types of structures, has a very light environment footprint.  It is 

durable so it can be reused and it is infinitely recyclable.  In other words it can be used and reused 

for virtually the same purpose again and again with no degradation in quality.  In fact, recycling 

aluminum is 95% more efficient than making new material.

 

Perhaps the best case to be made for material is to create a durable, long-life booth strategy.  

Working with trade show partners that design and build exhibits that last for years, and who can 

store, redesign and reuse booth elements may be the best use of material and the most efficient 

path to sustainability. 
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Leveraging Green
Part of the investment in an environmentally friendly booth, as we stated earlier, is really a

marketing investment.  The nature of this marketing effort will be different for different 

companies.  For some markets, customers are passionate about the environment. For these 

companies making any effort toward sustainability is a key marketing opportunity.  For others, 

such as those companies engaged in the construction industry, initiatives such as LEEDS 

certification is part and parcel of their everyday business.

However, companies in more traditional manufacturing sectors can also leverage their green 

investment in a trade show booth.  Today, customers in even the most conservative industries are 

looking to reduce their total environmental impact.  Some are forced to do so through powerful 

retail players such as Wal-Mart, some through government mandates, and some through 

consumer buying trends.  In any case, it is increasingly becoming more of a factor in choosing 

suppliers and partners.  An effort toward less environmental impact at a trade show is, like 

everything else you do at a trade show, a reflection of your company's overall image. Investing 

in that image could have returns beyond just good will.

“An e�ort toward less 

environmental impact 

at a trade show is, like 

everything else you do 

at a trade show, a 

re�ection of your 

company's overall 

image.”
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There are many ways of communicating the fact that a booth is green.  Communicating through 

trade media or directly with customers and prospects about your green design initiatives could, 

in some cases, be a driver to your booth.  Some companies choose to communicate through the 

design of their booth by incorporating green signifiers such as bamboo shoots, natural colors, 

stones, and graphics that refer to the green content of the design. Some companies choose to not 

market their green investment heavily, opting instead for a more understated approach that may 

be verbally communicated through their sales staff.  Whatever path is most appropriate, it is worth 

examining these ways of enhancing marketing for brand building, to increase sales or to simply 

extend a conversation with attendees and customers.

"It is worth examining 

di�erent ways of 

communicating a 

green message for 

brand building, to 

increase sales or

 to simply extend a 

conversation with 

attendees and 

customers."
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About Rogers
For over 65 years The Rogers Company has been an award winning designer and manufacturer of 

branded environments for tradeshow exhibits, corporate events, lobbies, showrooms and retail 

environments - essentially any place where communicating your brand is vital. In addition to its 

3D marketing services The Rogers Company is also a full service trade show and event implemen-

tation partner providing turnkey services and support for its corporate clients throughout the 

country.

With its complete design staff, skilled craftsmen and construction facilities, Rogers can custom 

build a wide range of branded environments to suit any need. Through its strategic partner 

network the company also provides a wide range of portable and modular display solutions, 

support and logistics for international tradeshows and an extensive rental inventory of both 

custom and portable display products

Additionally through its strategic partner network, Rogers provides Eventelligence™, a technology 

infrastructure service for event registration, event mapping and way-finding systems, lead 

retrieval, lead tracking, fulfillment services and various RFID solutions for focused tradeshows and 

events.

For more information on The Rogers Company please visit www.therogersco.com

or call us at 1-800-544-3880.


