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Making Creative Matter™

Several years ago, | was speaking at a confer-
ence about our perspective of making creative
matter™, and one of the attendees asked me if
green was important to us. Without thinking, |
said, “Not really, because our clients don't care
or even ask us about it She responded that,

if this was the case, we really weren't making
creative matter enough.

| appreciated that conversation, but it bothered
me for days. Although “green” wasn't at the
forefront of our concerns, we knew about the
most sustainable products and were learning
about the various certifications such as FSC and
SFI. But | really never thought about it as an
integral step of our process.

About two weeks later, | appointed someone
in our office as the “green official” who would
read, research, and recommend what we could
do for our clients and our employees. Through
that research, we found that as a company we
could have a positive impact by making a few
changes in how we run the studio. \WWe decided
to start being more responsible by reducing our
footprint and putting processes into effect that
made it a daily habit.
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Where did we begin? We set
some concrete goals and cre-
ated a statement that we could
all rally around:

OUR STAND:

Rule29 makes a distinct
effort towards moving our
green process forward

Rule29 takes responsibil-

ity for our activities seriously.
We realize that our everyday
activities effect our community,
our environment, and people
around the world, both now and
in the future. Because of that,
Rule29 is constantly working on
our sustainable in-house initia-
tive, promoting sustainability

at the office and at home. This
involves a measurable recycling
process, carbon footprint track-
ing and goal-setting, employee
and client education, as well as
promotion of environmentally-
friendly printing practices.

www.rule29.com

To put this in place, we started
internally. We created an intra-
net site with links, definitions,
logos, and helpful tips for our
employees. We have a check-
list that details essential things
to consider as we create each
project. We hold regular meet-
ings to update everyone on the
latest green findings.

We also created a form that
tracks our progress with the
paper, processes, and printers
we use. We calculate and com-
pile that information to share
with our paper reps, printers,
and clients. We began blogging
monthly on national and global
green happenings (http://
makingcreativematter.com/cat-
egory/green-29/). Additionally,
we added a green section to
our blog (http://makingcreative-
matter.com/green-thumb/) that
highlights how we are measur-
ing up with our goals.

If I was to give advice about be-
coming greener (both internally
and externally), | would say

to start with a little research.
There are endless resources
out there. Here are some great
sites to start with:

e Use products that are
green made by companies
who care about helping you
make great decisions: http://
www.appletoncoated.com/
greenzone/

e Join organizations that will
help you with ideas and guid-
ance: http://www.designer-
saccord.org or http://sustain-
ability.aiga.org/
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As | look back, I'm thankful

for the challenge | received at
that conference. Being green
really is an integral part of how
we are making creative matter
today. We've come a long way
in a few years, realizing that we
have a chance as designers to
have our work make an impact
beyond its message.
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