BUSINESS & VISION 2025

OPERATIONS y

—

nvironment & "',

CREATIVITY

POWERFU
THINKING

climate .

=
SEASON FOR g Arts & - | L“‘
CHANGE = creative i

! industries

O CREATIVE

- SKILLS CLIMATE
ClL
m“‘ C|L jrypyesne
STRATEGY &
POLICY L .
Julies Bicycle
\Cohanee < = Environmental Programme

<@ S CREATIVE - CLIMATE - ACTION
2N
GLA



Julie's Bicycle

CREATIVE « CLIMATE - ACTION

WHAT IS A CARBON
FOOTPRINT?

The measure of the climate
change impact of an activity,
product, person, country,
venue, event etc.




WHERE ARE WE NOW +

WHERE ARE WE GOING?

UN Paris Agreementinternational agreement to

| i mit war mi ngeCtamingfard.6°C bel ow®

Global heating has already reached $AC above
pre-industrial levels.

We are currently on a pathway to +3C 2 and at
current rates of warming will get to 1.5°C well
within the next 3 decades.

We have until 2050 (at the latest) to reach net zero
carbon emissionsglobally? - GI obal Nort h®
move faster.

ne

Getting us back on track is only possible if we start
reducing now, and reduce by at least half by 2030.
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Carbon Dioxide (CQ,):

Long-lived. MOST IMPORTANT

Burning of fossil fuels for energy.
Land use change (e.qg. forest clearing)
Industrial processes (e.g. cement manufacture)

Methane (CH4):

25x stronger than CGO, but much less long

lived (only ca 10 years) Production of fossil fuels.
Livestock industry, agriculture, and landfill.

Nitrous Oxide (N,O):
300x stronger than CG,

Agricultural soil managemeninc. use of organic & synthetic
fertilisers. Fuel combustion. Production of synthetic fertilisers

F-Gases:
Up to 23,000 times more impactful than CQ

Refrigerants (fridges, air conditioning), aerosols, solvents,
cosmetic & pharma industries, fire retardants




M . Biodiversity loss Plastic pollution
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Electricity & Gas Transport Goods/Services

Materials

Production
Show/Installation/ Equipment e.g.
Performance Power lighting
Demand

Sets; Materials;
Costumes; Props

Staff Food + Drink

Serveware

Printed materials /
Marketing

Audience Merchandise

Generators

Goods/Services Waste

Office consumables




MEASURE TO MANAGE: THE POWER OF DATA

Understanding is the first step to action.

Carbon data can be a powerful tool for:

understanding your impacts and knowing what to focus on
identifying opportunities for reducing impacts

setting targets and tracking progress staying accountable!
communications, engagement, celebration, and awarenesgaising
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UK Music Industry Carbon Footprint 2007 JULIE'S BICYCLE EIE=8

Figure 7.1: GHG emissions per annum from the UK Music Market: Recorded and Live
Total GHG emissions = ~ 540,000 t CO_e

Impacts and Opportunities
Reducing the

Carbon Emissions

of CD Packaging

CD Lifecycle Emissions

138,000 t , 269
ACOe 20 Music Venues

125,000t CO,e, 23%

Offices®
7,000t CO.e, 1%

EE "\, MUSIC
CREATIVE GREEN
Generators 20,000 t CO,e, 4%
Equipment Trucking 13,000t CO,e, 2% 1

Audience Travel
e L Tour Buses 5,000 COe, 1%

231,000 t CO,e, 43%

Energisf’ng \

A Guide to Future Energy for Cultural Buildings

*Emissions fi managers, agents, promoters, collection societies and trade body offi
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Managing the carbon impacts of our tour

Jam Packed M OVin |'t « 9 o
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£ %  Environmental Programme
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Total carbon footprint 2018/19
by source of impact
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B Energy
B Waste
B Water
B Business travel
B Touring

114,547 ¢
tonnes ‘
CO,e
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2018/19 Data. This snapshot is based on the most commonly reported impacts 1 energy, water, waste, business travel and touring across 747 organisations.



CARBON FOOTPRINT

The sum of the
activities/things.
COe = carbon

- ¢ |
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d | - standadde

metric to compare the emissions from various

greenhouse gases based on their global

warming potential

A Energy use 1 kwh =X kg CO.,e

A Waste 1 tonne landfill =< kg CO.e

A Car travel 1 L diesel =X kg CO,e

@ CREATIVE GREEN TOOLS
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Filter impact by selecting the icons below
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.Audience Travel
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https://ig-tools.com/
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https://ig-tools.com/

EXAMPLE MUSIC VENUE
Carbon footprint of 5,200,000 kWh electricity per

cors N 5 tha of the same venue in Calforia

0 500 1000 1500 2000 2500 3000 3500 4000 4500
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OK SO WHAT ABOUT A TOMATQO?

> LAND USE e.g. SOIL, DEFORESTATION

FARM e.g. FARM MACHINERY, GREENHOUSE

PROCESSING

RETAIL

PACKAGING
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INFLUENCE

EXAMPLES

How fans travel e.g. bundled coach tickets,
car parking charges
What your suppliers invest is and who you
buy from

What kind of electricity you buy
Investment into LED lighting
Energy management
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THE -CLI MATE STRATEGY® HI EI

1. MEASUREO understand and report your impacts and
MEASURE track how you®re doing year by

2. AVOID emissions by doing things differently, including
changing business models, avoiding unnecessary travel,

\Ve][» o

3. REDUCEemissions by increasing efficiency e.g. energy
REDUCE efficiency, fuel efficiency

4. REPLACEhigh-carbon energy sources with lowcarbon

energy sources, for example shifting to renewablenergy;
REPLACE high impact food + materials with lower impact e.g. reduce
meat and dairy

5. Ofémessogi ons t hat onlyasiatlastbe e

resort and if you®re confident
reducing your carbon footprint in other waysDo this either
L through -official ® offsets, or
Julies BIC)/C|e making a donation or investment into a cause or project

CREATNE = CLMATE - AcTion driving climate action (including climate justice causes).



- ZERO CARBON CULTURE® MEANS®O.
A less energy and zero carbon energy sources for
cultural buildings and events
Ala circular creative economy replacing the ~ta
make, dispose® model with one which designs o
waste and maximises resource value
zero carbon travel and transport (and less travel
and transport)
less meat and dairy
protecting and enhancing nature and biodiversity
and adopting naturebased solutions
divesting from fossil fuel$ banking, investment
a new creative ecology? green and sustainable
products, services, models, skills etc.
collaboration and partnerships to find better
environmental solutions
engaging audiences and visitors and inspiring
action on climate and environment
working with local and regional policymakers to

support net zero plans —
mage:
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