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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.


