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THE HEINEKEN ® BAR
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Incredible properties

\ Passion point for No#1 LAD brand - "
: people today associated f&Ug V?"uesa
more than ever with music outdoor gigs an
festivals
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THE HEINEKEN ©® BAR

A FESTIVAL FIRST
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THE HEINEKEN ©® BAR LIVES BY THE
FOLLOWING PRINCIPLES
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RETHINK REUSE RECYCLE
v v y

Each element in the bar
can be broken down into
its original components
and these can be reused

All materials have had
plentiful in supply and a life before this bar or

have sustainable supply will continue to have
chains one afterwards

Using items that are

Nothing in the bar is
unnecessary or produced
“for the sake of it”

Avoiding glues or
chemicals and complex
materials that cannot be
reused for other purposes

Eliminating single use items

All parts are standardized -
EG: wood can be returned

to the supply chain for future
use, bolts can be reused by
the building industry
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LIVI N G ART l We created striking, photo worthy installations using a mix of
plant life and upcycled Heineken product materials to

communicate the energy of live music.
FEATURES ;
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HEINEKEN" 0.0%

Key to our approach with all music events is our
“Responsibility” pillar which falls under our “Brew
a Better World” strategy.

A Upcycled WOBO
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Heineken 0.0% was available on draught
for one of the very first times.
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How does the
Smart Power
Plan Tool

work?

SUSTAINABL
PRODUCTIO

@ 72 hrs Creation of
Smart Power Plan
For accurate utilisation
of all available power supplies,
with efficient energy management

Power inventory
Collection of accurate details of

The Smart Power plan is based -
on a complete inventory of power
requirements through the collection g I O
of accurate details |

Energy calculator
Analysis of peak power requirements *
and energy consumption

Site Plan

of electrical equipment B
from all festival .
power use. i > - ..‘%
""""""""""""""""""""""""" - {ysuer .-
Power §
requirements = ¢ oo
are then matched © C
to the exact power ; |
generation 0]
demands of OW0,
the users. =
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SUSTAINABLE
PRODUCTION

ECO HIRING
The power to our build was provided
through batteries, hybrid and HVO O L s
(biodiesel) generators and portable solar - )
arrays and circular economy signage.

Our lighting and tech was designed
from the outset with sustainability

in mind, that required the lowest power
consumption, LEDS, Beams etc.

Our Audio equipment was the
most power effective and was
powered down at night.
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RETURNABLE
CUPS

We brought the most sustainable
returnable cup solution to the
Heineken ® Bar that retains the
highest possible quality experience
for our fans.

Our returnable cups programme
eliminated over 20,000 single use
rPET Cups over the 3 day event.




PROGRAMMING {%@"’*‘

A part of reducing the carbon footprint meant focusing on
local and diverse talent. This marked the first year the
brand cut international travel in preference of 100% local

artists and DJ’s contributing to our 60% less emissions
reduction goal.




GREENER

PRODUCTION
RESULTS

4 h 4 )
Est. CO2 saved Homes create the
compared to previous equivalent electricity
year y |9 saved peryear  / LESS CO?
Saved an estimated 23,646 kg of CO2
- . a ~ emissions from 2019- more than the dail
waste of 11,132 average Irish households.
s The total direct energy emissions from the
Total direct energy Q‘é%ﬁgtﬁe"frﬂgﬁﬁfgfhgﬁ; production (excluding materials) was
emissions from production wastelwe saved 45.91kghC02 - the same amount of energy
\ / as roughly 30 average Irish households (In

the same period).
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EP 2024 1S JUST AROUND THE
CORNER!

POP DOWN AND ENJOY A
PINT OF HEINEKEN ©® OR
HEINEKEN 0.0% WITH US!

Qoctvic Prenic

MUSIC AND ARTS FESTIVAL

THEINEKEN
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