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INTRODUCTION
Welcome to the Magazines Canada Carbon Footprint Compendium.
Around the world, individuals and businesses are responding to
information about their impacts on the environment. Protecting the
environment is now an integral part of businesses’ decision-making process.
Making environmentally responsible choices is the right thing to do—for the
sake of the planet, and because consumers demand it.
Actions speak louder than words, but both have a role to play in greening
our business practices. In addition to making environmentally sound choices,
twenty-first-century companies must also communicate transparently with
their customers about those choices. Magazine publishers are especially well
equipped to do the latter, but it’s not always obvious which choices are the
right ones.
The magazine industry is in a good position to embrace sustainability, given
that our products are fully recyclable and can be printed on environmentally
friendly papers. For the industry to achieve true sustainability, however, it
is important that publishers pay attention to the carbon footprints of their
operations throughout the entire magazine life cycle.
That’s where the Carbon Footprint Compendium comes in. It is designed
to educate and motivate magazine publishers and printers to better assess,
understand, take control of and mitigate the impacts of publishing on the
environment. Throughout this document you will find tips, tools and links
to information that industry members can use to ask the right questions, and
get the right answers.
The Compendium is not an endpoint, but a beginning. As technology
and research progress, best practices will change and new options will
emerge. We hope it can be a starting point for publishers, too—a way to get
the ball rolling towards a more sustainable magazine publishing industry.
If you are ready to shrink your carbon footprint, you can get started right
away with the tips in the “What Can I Do?” section (p. 9). If you want
more background information, you can find it in the “What’s a Carbon
Footprint?” (p. 4), “Why?” (p. 5) and “Magazine Life Cycle” (p. 6) sections.
Carbon footprint reduction is within the reach of every publisher. We
encourage you to use this compendium and work with your printer to find
new ways to reduce your carbon footprint.
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WHAT’S A CARBON FOOTPRINT?
The UK’s Carbon Trust provides the following working definition:

A “CARBON FOOTPRINT” MEASURES THE
TOTAL GREENHOUSE GAS EMISSIONS CAUSED
DIRECTLY AND INDIRECTLY BY A PERSON,
ORGANISATION, EVENT OR PRODUCT.
The most well-known greenhouse gas (and the one present in the greatest
concentrations in our atmosphere) is carbon dioxide (CO2). Other greenhouse
gases include naturally occurring methane and nitrous oxide, and human-made
compounds like aerosol gases. Because carbon dioxide is the largest contributor
to greenhouse gas emissions1, strategies to reduce greenhouse gas accumulation
often focus primarily on CO2 emissions, and terms using “carbon” (like “carbon
footprint”) are often used to stand in for all greenhouse gases.
Carbon footprint measurements are typically expressed in terms of
amounts of carbon dioxide (tonnes or kilograms) emitted during a specified
period of time, usually a year. Different greenhouse gases have different effects
on climate change in the short and long term. Most carbon footprint analyses
convert emissions of other greenhouse gases into equivalent amounts of CO2
for simplicity and clarity.
Almost every activity on earth has some impact on our planet’s carbon
balance—from humans and animals breathing out carbon dioxide and
plants taking it in, to the greenhouse gases released by cars and industry. The
challenge we face today is that human activities release more greenhouse gases
than nature—or our technologies—can absorb.

1 United States Environmental Protection Agency, Global Greenhouse Gas Data,
http://www.epa.gov/climatechange/emissions/globalghg.html.
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WHY REDUCING IS IMPORTANT
There are many factors to consider when trying to make sustainable choices, but,
due to the threat of climate change, carbon footprint reduction is arguably the
most urgent. Equally important in terms of running a business are the changing
attitudes of consumers, who increasingly demand that businesses act both
responsibly and transparently.

SUSTAINABILITY

The International Institute for Sustainable Development offers the following
useful definition:
Sustainable development is development that meets the needs of the present
without compromising the ability of future generations to meet their own needs.
Operating a business sustainably means not only reducing its carbon footprint
(a crucial piece of the puzzle, to be sure), but also making sure that it uses resources
responsibly so that future generations may benefit from the same kinds of goods,
services and experiences available today. In the case of magazines, sustainable
business practices include carbon reduction, seeking out eco-friendly inks and
papers, minimizing impacts on forests and promoting responsible disposal of
magazines by consumers and others.

CLIMATE CHANGE

Operating a business
sustainably means
not only reducing
its carbon footprint,
but also making sure
that it uses resources
responsibly so that
future generations
may benefit from
the same kinds of
goods, services
and experiences
available today.

Scientists agree that our planet is currently undergoing climate change, primarily
due to the accumulation of greenhouse gases in the atmosphere. Particularly
important is the increase in atmospheric carbon dioxide, which is released mostly
through burning fossil fuels (oil, gas and coal). In fact, more than 80% of Canada’s
total national greenhouse gas emissions are associated with the production or
consumption of fossil fuels for energy purposes.2
To combat climate change, we must all—individuals and businesses—do
our best to reduce the amount of greenhouse gases our activities release into the
atmosphere: in other words, our carbon footprint. It’s equally important that
we do our best to conserve the planet’s forests, as their carbon-storage capacity
is critical to keeping greenhouse gas levels in the atmosphere down.

CUSTOMER ATTITUDES

Consumers are increasingly embracing lifestyle changes in efforts to reduce their
personal and household carbon footprints. They want to do the right thing by
reducing, reusing and recycling paper and other resources—and they want the
businesses they support to do likewise.
At the same time, consumers are increasingly skeptical of the environmental
claims made by businesses. For instance, a 2007 poll showed that only 1% of
Canadian consumers “very much” trusted companies’ claims to be “carbon neutral.”  3
As a result, in addition to making a concerted effort to operate in an environmentally
responsible manner, the paper, magazine and printing industries must also have solid
evidence backing up all environmental claims when communicating with customers.
2 Environment Canada, “Summary of 2009 GHG Emissions and Removals,” National Inventory Report 1990-2009: Executive Summary,
http://www.ec.gc.ca/ges-ghg/default.asp?lang=En&n=72E6D4E2-1#X-201103220714032.
3 Canopy, “Finding Integrity in the Eco-Paper Market,” Trend Report 2008, http://canopyplanet.org/media-room/published-articles/trend-report/trend-report-2008/.
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MAGAZINE LIFE CYCLE
The life cycle of a magazine starts on the forest floor and ends, ultimately,
when the magazine arrives at the recycling plant or the landfill. In order to
reduce a publication’s carbon footprint, it is important to understand the
sources of greenhouse gas at every stage in the process.
The current understanding of magazine carbon footprints comes from
a number of studies conducted over the last five years that examine the life
cycles of magazines and other print products. Because standard guidelines
and regulations governing the boundaries and scope of carbon footprint
analysis have only recently been developed, none of these studies followed
exactly the same parameters. While this can make the results challenging
to compare, there are nonetheless trends that can be identified by looking
at them as a group.

THE LIFE CYCLE OF A MAGAZINE STARTS ON
THE FOREST FLOOR AND ENDS, ULTIMATELY,
WHEN THE MAGAZINE ARRIVES AT THE
RECYCLING PLANT OR THE LANDFILL.
By comparing studies conducted on the life cycles of Time, InStyle,
Backpacker, National Geographic and Discover magazines (see Case Studies
appendix, p. 22, for details of individual studies), we know that, across the
board, pulp and paper mills contributed significantly more carbon emissions
to magazines’ footprints than any of the other measured sources. The areas of
next greatest concern were printing, transportation and magazine disposal;
however, the amount of emissions for each varied among the different titles.
Though not a study of magazines, the Green Press Initiative’s study of
book and newspaper publishing revealed that the greatest source of carbon
impacts (to the tune of over 40% of emissions) in publishing comes not from
the burning of fossil fuels, but the removal of carbon storage from forests
through logging.4 None of the magazine studies mentioned above include
loss of forest biomass in their accounting. If they had, this finding would
extend across the whole publishing industry.
The major takeaway from these studies is that publishers must pay
serious attention to their supply chains, and particularly their paper—both
the energy used in its manufacturing and the effects of using virgin fibre.
Distance travelled and fuels used during the transport of wood to mills,
paper to printers and magazines to distribution points can also have major
impacts on emissions. Finally, recycling magazines discarded by readers
makes a difference. Recycling old magazines into fibre for reuse in other
paper products reduces greenhouse gas emissions and the need to harvest
more trees.
Carbon emissions over the life cycle of a magazine will differ depending
on each magazine’s unique operations and processes, its many vendors, its
4 Green Press Initiative, Reducing Climate Impacts: A Guide for the Book and Newspaper Industries
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transportation systems, where and how the paper was sourced, power sources
and more. You can learn more about the environmental impacts of each stage
of the magazine life cycle in the sections that follow.
SUMMARY OF EMISSIONS IN THE MAGAZINE LIFE CYCLE
Raw Materials — Carbon impacts include loss of biomass and emissions from logging
Paper Manufacturing — Energy is generated by burning fossil fuels and biomass
Printing — Printers’ choices of power source can generate different levels of emissions
Transportation — Transporting logs to the mill, paper to the printer, and magazines to consumers
Distribution — Low sell-through rates can waste paper and energy
Disposal — Magazines in landfills release methane gas
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CARBON FOOTPRINT
MEASUREMENT
A carbon footprint analysis can be an expensive endeavour, but that should
not be considered a barrier to working towards a reduced carbon footprint.
For those who are in a position to commission a life cycle study, the results
can be a powerful tool when setting goals and policies, and in measuring their
effectiveness over time.
Existing carbon footprint and life cycle assessments can help you design
your own study. In addition to the publishing life cycle assessments already
discussed, other print industry studies worth looking at include those
conducted by Hemlock Printers, Cascades Fine Paper and VTT Technical
Research Centre.
While looking at others’ studies is an excellent first step towards devising
your own, it must be noted that all carbon footprint studies are not created
equal. Because standards have only recently been developed, even recent
studies may have been conducted before guidelines were available and may
have left out significant sources of carbon emissions. For instance, the Green
Press Initiative is the only publishing industry life cycle analysis to date to
factor in the significant carbon effects of logging.
A number of widely recognized standards have recently been developed,
including the Greenhouse Gas Protocol—created by the World Resources
Institute and World Business Council for Sustainable Development—and
a number of specifications published by the International Organization for
Standardization. It should be noted that the Greenhouse Gas Protocol now
has a ‘Corporate Value Chain’ reporting standard that can help publishers
account for the carbon impacts of land-use change in a standardized way.
WHAT TO MEASURE
		
		
			
If you have the resources to invest in a carbon footprint analysis, here are the areas to study:
• Loss of biomass and emissions from logging
• Soil disruption due to deforestation and forest fragmentation
• Transportation of raw materials to paper mill
• Production of paper at mill
• Transportation of paper to printer
• Printing and production at printer
• Distribution to subscribers and the newsstand
• Final fate of post-consumer and unsold copies
• Office energy use for lights, equipment, heating and cooling
• Staff and freelancer commuting and travel
To bring credibility to your study, it is advisable that you get input on methodology and scope from
one or more leading environmental organizations. Here are some examples of organizations that have
partnered with companies to help them reduce their carbon footprints: the David Suzuki Foundation,
the Pembina Institute, The Natural Step, Ecotrust Canada, National Wildlife Federation, Natural
Resource Defenses Council and Environmental Defense Fund.
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WHAT CAN I DO?
There are many steps that you can take throughout the magazine production
process to reduce your operation’s carbon footprint. Thanks to the carbon
footprint assessments conducted by other magazines, we have a good sense of
what measures are most important and effective and within the reach of most
magazine publishers.
11 THINGS YOU CAN DO TO REDUCE YOUR FOOTPRINT...
1. Create and adopt a sustainable policy or mandate
2. Engage your employees
3. Find efficiencies in every aspect of your business
4. Choose low-carbon paper
5. Research low-carbon energy sources for your office
6. Encourage rail or freighter transport when possible to get paper to the printer; try to reduce
distances travelled by truck
7. Find efficiencies in the printing process: inks, trim size and energy sources
8. Contact your distributor and discuss copies sold to see if efficiencies can be made
9. Reduce paper correspondence with subscribers; switch to electronic forms of communication
10. Avoid landfills
11. Buy offsets

POLICIES AND GOALS

The best place to start is by creating and adopting a sustainability policy or
mandate. Putting your environmental goals in writing not only keeps them
from getting lost among all your other activities, but also makes it easy to
educate and communicate priorities to employees, customers and suppliers.
Make sure your policy contains strong carbon reduction language and
that your carbon reduction goals are explicitly connected to your paper
procurement practices, since studies consistently show that magazines’ largest
source of emissions is paper production. The most effective policies include
timelines and benchmarks against which progress can be measured.
Australia’s National Centre for Sustainability produces a straightforward
guide to Developing a Sustainability Strategy for small to medium-sized
businesses that may be helpful. The paper-specific model policies offered by the
Better Paper Project and the Environmental Paper Network are also excellent
resources. You may also wish to partner with an organization like Canopy
whose primary purpose is to help businesses adopt sustainable practices.

Putting your
environmental
goals in writing not
only keeps them
from getting lost
among all your
other activities,
but also makes it
easy to educate
and communicate
priorities to
employees,
customers and
suppliers.

EMPLOYEE ENGAGEMENT
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Once you have adopted your sustainability policy, it’s critical that you share
it widely—with your employees, with your partners and suppliers, and with
your customers. Engage your employees in discussions about the ways in which
everyone can and should contribute to carbon reduction. Here are some ways
you can engage employees in meeting your sustainability goals:
 Educate those responsible for buying paper—for magazine and other
corporate printing projects, as well as office supplies—to choose lowcarbon paper
 Reduce paper use around the office
 Promote recycling of all paper and other recyclables used in the office
 Introduce an office composting program
 Provide incentives for employees to take transit, cycle, walk or carpool to
work (such as subsidized transit passes, preferential parking for carpools, a
secure bike lock-up, shower facilities)
 Minimize pollution from travel by incorporating tele-commuting and teleconferencing
 Promote electronic transmission of documents in place of couriering
 Encourage employees to shut off computers and lights when they aren’t in use
 When sending contributors on assignment, encourage the use of low-carbon
transportation methods

IF YOU LOOK, YOU OUGHT TO BE ABLE TO FIND CARBON
EFFICIENCIES IN EVERY ASPECT OF YOUR BUSINESS.
FIND EFFICIENCIES

If you look, you ought to be able to find carbon efficiencies in every aspect
of your business. The more team members you have looking, the more you
will find, so it’s wise to incentivize carbon reduction and incorporate it into
more traditional job performance evaluations. Examples of efficiencies you
could implement:
 Reduce the basis weight of papers used around the office and in publications
 Use energy efficient lighting in your office, such as compact fluorescents and
LED-based exit signs
 Arrange office spaces to take advantage of natural light from windows
 Reduce lighting in little-used areas and install occupancy sensors or timers
on lights to reduce the amount of energy used to light empty spaces
 Use programmable thermostats, lower temperatures by a degree or two in
winter and raise them in summer to reduce the energy used to heat and cool
your office
 Implement printing on scrap paper for internal office printing
 Set printer and copier defaults to print double-sided
 Discourage the creation of landfill-bound waste by providing employees
with small trash bins
 Minimize printing with a Digital Asset Management system to eliminate
the need for paper files
 Seek out products and services with ecological certification, like EcoLogo
For specific examples of actions being taken by magazines trying to reduce their
environmental impact, see the Case Studies appendix (p. 22).
10

PROMOTING ENVIRONMENTAL
IMPROVEMENTS
Magazines can benefit by making their
readers and stakeholders aware of the
environmental savings their carbon footprint
reduction strategies are creating.

Waterkeeper Magazine and Canadian
Magazines Canadiens have both done this
by publishing their environmental savings
next to the masthead.
Both examples include:
1. A standard line of text explaining the
sustainable paper choices the magazine
has made
2. Relevant third-party certification logos
that relate to the paper choice made
3. Environmental savings metrics
Publishers can work collaboratively with
printers and paper manufacturers to create
detailed environmental savings metrics
along with acquiring the applicable logos
and certification information.

PAPER SELECTION

Across the board, publishing industry studies indicate that paper is the largest
contributor to magazines’ carbon emissions. Between 48% and 88% of studied
publishers’ carbon footprints resulted from their paper choices. Carbon
impacts from the paper manufacturing process include the loss of forests’
carbon storage capacities due to logging, the burning of fossil fuels by logging
operations and the energy used to operate pulp and paper mills. All of these
factors must be considered during the paper selection process.
Forests absorb significant amounts of carbon dioxide from the atmosphere
and store that carbon in trees and below ground in soils and root systems.
Consequently, logging operations not only burn fossil fuels, but also remove the
carbon storage capacity of the trees and soils that are destroyed or disrupted.
There is considerable variation among the carbon storage capacities of
different forests, which further complicates the issue. Old-growth, intact and
intermediate-aged forests store far more carbon than young plantations, which
5 Environmental Paper Network, “Paper Myths,” What’s In Your Paper?,
http://www.whatsinyourpaper.com/index.php?option=com_content&task=view&id=14&Itemid=81#three.
6 Markets Initiative, Resource Guide 2008, http://www.canopyplanet.org/uploads/PF08-guide-screen.pdf.
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actually emit more carbon than they sequester for their first decade or two.5
The Boreal Forest in Canada and Russia stores nearly twice as much carbon per
unit of area as tropical forests.6 This combination of factors makes sustainable
fibre sourcing a complex matter, and one of the chief areas to consider in the
magazine life cycle.
When considering the carbon emissions of your paper supplier, the
energy source used in their manufacturing process is paramount. Mills using
“biogas” (gas resulting from decomposing landfill waste) or wind energy have
a smaller footprint than those using coal or “biomass” (bark, wood chips,
sawdust and other plant matter burned to generate power). Learn more about
biomass energy in the Carbon Neutral section (p. 18). When a paper’s energy
source can’t be confirmed as sustainable (as in the case of biomass), a useful
gauge for its eco-friendliness is the total energy used per tonne of product.
Papers using less energy per tonne have lower carbon impacts than those that
use more energy.
Some argue that creating high-quality magazine paper from recycled fibre
creates toxic by-products that are hurtful to the environment, and that as a
result printing on recycled paper does more environmental harm than good.
Evidence for such claims is often the result of producing recycled paper on
equipment intended for virgin paper manufacturing, instead of dedicated
recycled paper equipment. It may also be based on the assumption that
recycled paper relies on chlorine bleach for its brightness, despite the fact that
many recycled papers are now produced in a chlorine-free process.
To date, the most comprehensive, independent, scientific study of the
paper manufacturing process remains 1995’s Paper Task Force study. The
Task Force found that incorporating de-inked recovered fibre into the paper
manufacturing process reduces the amounts of energy and water used,
greenhouse gas emissions released and toxic effluents produced. Nonetheless,
Green America’s Better Paper Project claims that fewer than 2% of American
magazines currently contain any recycled paper content.7

7 Better Paper Project, “2011 Aveda Environmental Award for Magazines Just Announced,”
http://betterpaper.ning.com/page/2011-aveda-environmental-award.
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PAPER SELECTION STRATEGIES
Below are a number of paper selection strategies that publishers and their
production departments can use to find solutions for reducing their carbon
footprint.
 Source paper that has as much recycled content as possible. Transparent life
cycle assessments of paper manufacturing—such as the Paper Task Force
Report—show the benefits of using recycled over virgin fibre, a choice that can
reduce emissions associated with paper production by 42-62%. This helps keep
paper out of landfills where it creates a potent greenhouse gas.
 Look at sourcing papers that use agricultural residue fibres in place of virgin
wood fibre, like the Wheat Sheet, an experimental pilot project designed to
demonstrate proof of concept. More information about the Wheat Sheet is
available on page 34 of the Magazine EcoKit and in the Ecopaper Database.
 If the paper contains virgin wood fibre, ensure that it is certified by a
recognized forest management organization, like the Forest Stewardship
Council (FSC) or EcoLogo, or designated as Ancient Forest Friendly. More
information about these organizations and others are available on p. 23-25 of
the Magazine EcoKit.
 Avoid using virgin fibre harvested from forests with the highest rates of carbon
storage, including areas in the Boreal, Indonesia and British Columbia’s old
growth rain forests. Ensure that any fibre sourced from Canada’s Boreal Forest
was harvested by a signatory to the Canadian Boreal Forest Agreement, which
protects areas with the highest carbon storage and high conservation value.
 Ecopaper databases can help you find the paper that’s right for you, including
Ancient Forest Friendly and other environmentally preferable papers available
in the North American marketplace. Check out the Canopy Ecopaper
Database (and learn more about some of the terminology it uses in the What’s
in Your Paper? guide). Some examples:
 FutureMark, a Chicago-based producer of lightweight coated
(LWC) paper, makes the highest recycled content magazine paper8
in North America.
 Cascades Fine Paper now makes a 100% recycled-content satin finish
offset sheet suitable for some magazines.
 Source paper from mills that use certified renewable energy sources: biogas,
hydro-electric power and wind are best; coal and oil produce the most
carbon emissions.
 Buy paper cooperatively. Several publishers using the same printer may
significantly reduce paper costs by enabling the printer to buy specific
environmentally friendly paper in large volumes, usually by the truckload.
Approach your printer about this strategy, as warehousing may be an issue.
If the paper is popular with several clients, the printer may begin to carry it
as a house stock.
 Reduce the basis weight of the stock your magazine is printed on. Check the
selection of environmentally friendly papers available to determine which
8 Derek Markham, “FutureMark Recycled Paper Helps Magazine Publishers Consume Fewer Forests,” Greenopolis,
http://greenopolis.com/goblog/derekmarkham/futuremark-recycled-paper-helps-magazine-publishers-consume-fewer-forests.
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lighter weight papers have opacity and caliper comparable to heavier
stocks. Reducing the basis weight may also save postage costs and carbon
emissions associated with transportation.
 Talk with your printer about switching to a trim size that minimizes
paper waste.
Refer to our carbon footprint calculator sidebar to find additional tools that can
help you determine the carbon impacts of your paper choices.
CALCULATORS				
					
Several tools are now available to help you quantify the carbon effects of different paper choices
across their full life cycle. The list below includes several carbon emission calculators (and lists of
calculators) that can help you make more informed carbon reduction decisions.
• Colour Innovations’ list of paper and carbon footprint calculators
• Greenhouse Gas Protocol Initiative pulp and paper calculator
• National Council for Air & Stream Improvement’s greenhouse gas calculation tools
• Carbon Footprint calculator
• CN’s greenhouse gas calculator for transportation
As in all paper and printing-related decisions, it is recommended that you discuss your options with
your printer to determine the choice that makes the most sense for both your publication and your
carbon reduction goals.

ENERGY SOURCES

The energy used to manufacture your paper is the most significant contributor
to your carbon footprint, but there are other stages in your magazine’s life
cycle where energy sources can, and should, be looked at. Sites where lowcarbon energy could be employed include your company’s offices and your
printer’s facilities.
Consider the following green energy sources for your office and talk to your
printer about how much of their energy comes (or could come) from them:
 wind power
 hydro-electricity
 solar power
 wave or tidal energy
 geothermal energy
 biogas—gas generated by waste decomposing in landfills
 cogeneration, also known as combined heat and power (CHP)—heat energy
generated by power stations
If your local power utility (or your printer’s) does not provide energy from
these sources, and particularly if power in your area is generated by burning
fossil fuels like coal, consider purchasing green energy through programs
like Bullfrog Power.

TRANSPORTATION

Transportation plays a role throughout your magazine’s life cycle, but most
importantly when the paper is transported to your printer and when the printed
magazine is distributed. In some magazine life cycle studies, transport was
14

the second largest contributor to carbon emissions. Whenever transportation
emissions are being examined, there are two major factors to consider: mode of
transport, and distance.
The vast majority of freight in Canada is transported by truck, but rail and
freighter transport produce significantly lower emissions than road transport.
The savings from using rail or water transport can be significant; it’s possible to
achieve a smaller footprint by shipping paper a longer distance by rail or sea, in
comparison to a shorter distance by truck.
For sections of your supply chain that cannot rely on rail or freighter
transport, emission reductions can, and should, be achieved by reducing the
distance materials are transported between mill and printer, and printer and
retailers. Greenhouse gas calculators—like CN’s—can help you determine
the right combination of distance travelled and mode of transport to give your
products the lowest possible carbon footprint.

PRINTING

The printing process is typically one of the smallest contributors to a magazine’s
carbon footprint, but it is still a worthwhile area to consider. All carbon savings
are a benefit to the planet, and help to lower your company’s overall impact.
As in paper production, a key consideration is the source of the energy used
to run a printing operation—renewable and low-carbon fuels are best. Printing
operations with a commitment to the environment are seeking ways to reduce
their carbon footprints, and some are buying offsets to make up for those
emissions they can’t eliminate (see Case Studies appendix, p.22.)
Though much less research has been done into the carbon impacts of ink
than into paper production, there are some general guidelines that can help
you make the choice with the smallest carbon impact. Petroleum-based inks
are the result of the high-carbon-emitting oil extraction process, making
them a comparatively higher carbon choice. Vegetable inks, meanwhile, not
only come from more sustainable sources, but are also easier to de-ink during
recycling, and can be cleaned off printing presses using less toxic cleaning
agents than petroleum-based inks. UV inks, water-based inks and toner,
meanwhile, can be more difficult to remove during recycling, increasing the
environmental impacts of that process.
Look for inks with higher bio-renewable content (BRC) which is made up
of more natural raw materials. This information can be supplied by your printer.
Trim size is another consideration for carbon savings. By printing your
magazine with dimensions that reduce the amount of paper used and wasted,
you reduce the quantity of paper manufacturing-related carbon emissions
included in your footprint. Your printer will be able to offer insight into which
dimensions waste the least amount of paper.
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DISTRIBUTION

Aspects of the distribution process that can contribute to your carbon
footprint include:
 transportation of copies
 paper use in direct mail campaigns to subscribers, billing, renewals,
subscription blow-ins
 paper wastage through unsold copies
You can reduce the carbon footprint of this stage in the life cycle by making as
much subscriber correspondence as possible electronic. This can also include
media kits. Contacting your distributor and discussing copies sold may be
another place where efficiencies can be made.

AVOID THE LANDFILL

Decomposing paper in landfills releases methane—a greenhouse gas that
traps heat at more than 20 times the rate of carbon dioxide9 —so paying
attention to the way post-consumer and unread copies of your magazine are
disposed of is crucial to reducing its carbon footprint. Time magazine’s life
cycle assessment determined that because so many copies of the magazine
wound up in landfills, disposal was the source of 16% of the magazine’s
emissions. Only paper manufacturing and transportation were greater
sources of carbon emissions.

MAGAZINE PUBLISHERS MAY NOT HAVE CONTROL OVER
HOW READERS DISPOSE OF THEIR MAGAZINES, BUT THEY
CAN, AND SHOULD, ENCOURAGE CONSUMERS TO RECYCLE.
Magazine publishers may not have control over how readers dispose of
their magazines, but they can, and should, encourage consumers to recycle.
In-book reminders, like the Magazines Canada Read Share Recycle logo and
advertisement can promote responsible disposal by readers.
In addition to reducing your own carbon footprint, ensuring that
magazines are recycled keeps that paper’s fibre in the manufacturing cycle
and prevents the unnecessary logging of carbon-absorbing trees. Shockingly,
in North America almost 40% of paper is still sent to landfills or incinerated
rather than being recycled.10
By making print runs more efficient and maximizing sell-through rates,
publishers can reduce the number of unread copies requiring disposal of any kind.

OFFSETS

The David Suzuki Foundation offers the following definition of carbon offsets:
A carbon offset is a credit for greenhouse gas reductions achieved by one
party that can be purchased and used to compensate (offset) the emissions
of another party.
9 United States Environmental Protection Agency, Methane, http://www.epa.gov/methane/.
10 Environmental Paper Network, State of the Paper Industry 2011: Executive Summary, 3,
http://www.environmentalpaper.org/download.php?doc=documents/state-of-the-paper-industry-2011-executive.pdf.
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While the ideal situation in terms of climate change would be for all
individuals and businesses to stop producing greenhouse gas emissions, it is
a lofty goal that may never be possible to achieve. A more realistic approach
for today is to reduce your carbon footprint as much as possible (including
working with your suppliers to reduce theirs), and then buy recognized carbon
offsets to compensate for what remains.
The David Suzuki Foundation provides detailed information on
purchasing offsets that is applicable to any individual or business. Here
are a few highlights:
 Tree-planting does not solve the problem alone; the focus must be on the
shift away from fossil-fuel based energy.
 The most valuable carbon offset projects are those that do reduce the use of
fossil fuels: energy efficiency and renewable energy projects.
 Among those, Gold Standard certified projects are those that have met the
most stringent environmental and transparency guidelines.

Photography by Seraficus, iStock Photo

Organizations that purchase carbon offsets often do so with the goal
of becoming “carbon neutral.” Claims of carbon neutrality can be both
controversial and difficult to verify.
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CARBON NEUTRALITY
The concept of carbon (or climate) neutrality is as popular today as it is
controversial. Unsurprisingly, it is much easier for an organization to claim
that its carbon reduction and offsetting activities are equivalent to its
emissions than it is to actually prove the claim. Given that there is to date no
single standard for assessing carbon neutral claims, and standards for carbon
footprint and life cycle assessments are still in development, it is currently
difficult to make an accurate claim of carbon neutrality.
Add to this research that shows only 1% of consumers “very much” trust
companies’ claims to be “carbon neutral”11 and it seems wisest to avoid both
taking suppliers’ carbon neutral claims at face value, and making your own
hard-to-substantiate claims of carbon neutrality.
Rather than making (or relying on) carbon neutrality claims that cannot
be properly substantiated, magazine publishers ought to seek out low-carbon
papers, and endeavour to make their operations as climate neutral as possible
through carbon footprint reduction and well-researched offsetting. By being
transparent about our greening efforts and remaining skeptical of others’
claims, the publishing industry can avoid falling into the trap of greenwashing
(see p. 20). To learn more about carbon neutrality and paper production,
read the Environmental Paper Network’s report, Carbon Neutral Paper: Fact
or Fiction?

11 Canopy, “Finding Integrity in the Eco-Paper Market,” Trend Report 2008,
http://canopyplanet.org/media-room/published-articles/trend-report/trend-report-2008/.
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HELPFUL QUESTIONS
You may want to ask your printer, suppliers and distributor some or all of the
following questions:
 What papers do you have available that contain recycled content?
 What percentage of recycled content do those papers contain?
 How much of the recycled content is post-consumer material?
 Is the virgin wood in those papers certified by a reliable stewardship system?
 Are those papers designated Ancient Forest Friendly?
 What kind of forest was the source of that virgin wood fibre (old growth, intermediate
aged, second growth, plantation, Boreal)?
 What form of energy is used by the paper mills that manufacture these papers?
 Do the mills engage in any activity aimed at reducing their environmental impact?
 How far are these papers transported from the mill to the printer floor?
 By what method are they transported?
 Is it possible to use a lower-emission method of transportation?
 Are there papers that are manufactured closer to the printer?
 Is it possible to transport our finished magazines from the printer using a lower-emission
method of transportation?
 How can we maximize sell-through rates and make our newsstand operations
more efficient?
 Are there any processes we currently undertake using paper that could be
done digitally?
 What form of energy is used to power our office?
 Is there a lower-carbon alternative?

GREENWASHING
The website for the University of Oregon’s Greenwashing Index—where
consumers post ads and rate the degree to which their environmental claims
are misleading—defines “greenwashing” as

…WHEN A COMPANY OR ORGANIZATION
SPENDS MORE TIME AND MONEY CLAIMING
TO BE “GREEN” THROUGH ADVERTISING AND
MARKETING THAN ACTUALLY IMPLEMENTING
BUSINESS PRACTICES THAT MINIMIZE
ENVIRONMENTAL IMPACT.
This definition can be extended to include companies that tout the “greenness”
of activities that aren’t necessarily green, or who are taking steps in the right
direction but claim to be greener than they actually are.
As projects like the Greenwashing Index show, customers are increasingly
alert to and frustrated by greenwashing activities, causing them to become
increasingly skeptical of all green claims.
Even when companies are making an effort to do the right thing, they can
commit unintentional greenwashing if their claims aren’t based on sound
research. In 2007, Rolling Stone announced that it was the first magazine to
print on “carbon neutral” paper. However, the announcement was based on
the paper mill’s claim to a carbon neutral manufacturing process, and didn’t
take into account any of the carbon impacts of the forestry practices that
provided the mill with raw materials. The mill’s reliance on pulp from British
Columbia’s old-growth forests (which store more carbon per area unit than
any other forest ecosystem) meant that its (and Rolling Stone’s) carbon neutral
claims were far from accurate.12

With cautionary tales like this in mind, it is important that publishers
sufficiently research all greening activities (including double-checking
suppliers’ claims), undertake those activities transparently and communicate
about them accurately. Customers want to know that you’re doing your part
to protect the environment, but more than that, they want to know that they
can believe your green claims. To avoid unintentional greenwashing, make sure
that all of your environmental business choices are backed by sound research
that is certified by reliable authorities.
12 “Rolling Stone goes green with B.C. paper,” The Vancouver Sun,
http://www.canada.com/vancouversun/news/business/story.html?id=e75df1ef-ec05-44c2-b961-c40a4b2c44ca.
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THE FUTURE
The spread of digital reading devices and developments in industrial design
offer further potential for the magazine industry to reduce its carbon
footprint. While progress in industrial design offers great opportunities for
reducing environmental impacts, the effects of moving content into digital
formats are not as straightforward as they might initially seem.
It is important to understand the nuances of the “print vs. digital”
question before assuming that going digital means going green. The many
interconnected sources of emissions that result from digital reading are, if
anything, even more complicated than the carbon sources in the publishing
process, making it incredibly difficult to measure, let alone compare, their
environmental impacts.
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APPENDIX: CASE STUDIES
MAGAZINES
Time Inc.

Time Inc. measured its environmental impact in 2006 in order to create a
benchmark for ongoing carbon reduction activities. Time Inc.’s sustainability
report provides insight into the percentage of greenhouse gases released by two
of its publications: Time and InStyle. The Time Inc. study concluded that pulp
and paper mill emissions accounted for the highest percentage of CO2, followed
by transportation and the final disposal of the used product. Printing and forest
management/harvesting were the smallest sources of emissions. This study did
not include loss of forest carbon storage from logging within its parameters.
National Geographic

Using the ISO standards for Life Cycle Assessment in combination with
the Greenhouse Gas Protocol, National Geographic documented the carbon
footprint of its complete life cycle over the course of 2009. The National
Geographic life cycle study showed that each copy of the magazine is
responsible for the release of about 0.82 kg of carbon dioxide equivalents
into the atmosphere, approximately equivalent to the quantity emitted by
driving a car for 3 kilometers (based on a gas consumption rate of 8.5 km/
liter). The results also indicated that the greatest opportunities for reducing the
magazine’s carbon footprint would be in paper manufacturing and printing.
Backpacker and Discover

A detailed case study of Backpacker’s life cycle analysis can be found online.
You can also read Discover’s description of their carbon measurement efforts.
Corporate Knights

Wishing to reflect its mission in its publishing medium, Corporate Knights
magazine began printing on eco-friendly paper five years ago. Its cover is 100%
recycled, and the inside pages are printed on low-carbon, FSC-certified stock.
The magazine also ships printed magazines by train when timing allows (tight
timelines occasionally get in the way); has reduced office heating and cooling
energy use (staffers wear sweaters in the winter); obtains carbon offsets and
Bullfrog Power for all events; and has a bike rack in the office for cyclists (none
of the 15 or so staffers drive to work). Next on the Knights’ eco-checklist:
convincing their landlord to install solar panels on the roof of their building.
Cottage Life

Quarto Publications’ Cottage Life has received numerous awards for its ecofriendly printing practices, including two Aveda Environmental awards, in
2007 and 2009. The magazine is printed on FSC-certified Ancient Forest
Friendly paper, which contains between 85% and 100% post-consumer recycled
fibre. In addition to greening their printing practices, the magazine has also
adopted eco-friendly office practices, including: programmable thermostats,
secure bike lock-up and showers for cyclists, environmentally friendly modular
carpet, compact fluorescent light bulbs and double-sided printing.
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PRINTING

Hemlock Printers

Since 2007, Hemlock has measured its carbon footprint and put in place
practices to reduce greenhouse gas emissions. The Vancouver printer’s goal is
to reduce emissions to 33% below their 2007 levels by 2020. Hemlock works
with clients to reduce their impact by offering FSC-certified house stocks,
and their Zero offsetting program. The company also buys carbon offsets to
mitigate their own operational emissions.
Greenerprinter

Berkley’s Greenerprinter reduced their transportation footprint by 800% when
they switched from truck transportation to rail. The company prints exclusively
on paper containing recycled material (often 100%, with a high percentage of
post-consumer fibre), and uses soy and other vegetable-based inks.
TC Media

TC Media implemented its first environmental policy in 1993. In 2010,
the company had succeeded in reducing total tonnes of carbon emissions
by 20% compared to a 2008 baseline. Looked at another way, they achieved
an 11% reduction relative to their level of productivity (in other words,
every $1000 of value in 2011 produced 11% fewer emissions than $1000 of
activity in 2008). The company has policies to adopt more renewable energy
sources, study the toxicity of wastewater, reduce the release of smog-causing
volatile organic compounds and encourage customers to make eco-friendly
paper choices.
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GLOSSARY
Basis Weight — The weight, measured in pounds, of 500 sheets (a ream) of
paper cut to a standard size.
Biogas — Gases released by decomposing biomass, typically in a landfill. Biogas

can be used as fuel for energy generation.

Biomass — Biomass is biological material from living or recently living
organisms, such as trees, wood, bark and bi-products from the pulping process.
Biomass Energy — Energy generated from biomass, typically through burning it.
Boreal Forest — The northernmost and coldest forest zone in the northern

hemisphere, covering a significant amount of every province and territory in
Canada, as well as large areas of northern Europe and Asia.

Caliper — Paper thickness.
Carbon Dioxide (CO2) — A naturally occurring gas and one of the most

abundant greenhouse gases in the atmosphere. Carbon dioxide is also a byproduct of industrial processes, burning fossil fuels and land-use changes.

Carbon Dioxide Equivalent — The unit of measurement used to compare

the relative climate impact of different greenhouse gases. The carbon dioxide
equivalence of any greenhouse gas is the quantity of carbon dioxide required
to retain the equivalent amount of heat.
Carbon Footprint — The total set of greenhouse gas (GHG) emissions caused
by an organization, event or product. For simplicity of reporting, it is often
expressed in terms of the amount of carbon dioxide, or its equivalent of other
GHGs, emitted.
Carbon Neutrality — The concept that an organization, company or person
can neutralize the quantity of greenhouse gas emissions they are responsible for
by purchasing carbon offsets. Unfortunately, the difficulty of fully accounting
for all of one’s carbon emissions, and the lack of accepted standards for assessing
carbon neutrality claims, makes it impossible to have complete confidence in any
claims of carbon neutrality.
Carbon Offset — A credit for greenhouse gas reductions achieved by one
party that can be purchased and used to compensate (offset) the emissions of
another party.
Carbon Storage — (also carbon sequestration) Plants process carbon dioxide,
release the oxygen into the atmosphere and store the carbon. Carbon stored
by plants is not released into the atmosphere again until the plant is burned
or decomposes.
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Climate Change — A change in global climate attributed directly or indirectly

to human activity and, in addition, to natural climate variability observed over
comparable time periods.

Cogeneration — Heat created by the process of electricity generation can
also be harnessed in a process known as cogeneration, or combined heat and
power (CHP).
EcoLogo — A certification standard for eco-friendly products developed in

Canada, and now used throughout North America.

Emissions —The release of a substance (usually a gas when referring to the

subject of climate change) into the atmosphere.

Fossil Fuels — Fuels created by long ago decomposition of organic matter.

Principal fossil fuels are oil, natural gas and coal. The burning of fossil fuels is
the most significant source of carbon dioxide emissions.
FSC-Certified — The Forest Stewardship Council certifies forests whose

management protects waterways, wildlife habitat and areas of high conservation
value, and respects the rights of aboriginal peoples and local communities. Wood
harvested from FSC-certified forests is then tracked through its entire chain of
custody in order to verify that FSC-labelled products are indeed manufactured
from FSC-certified wood.
Geothermal Energy — Energy for the production of electricity obtained by

heating water with the heat of the earth deep below its surface.

Gold Standard Certification — The Gold Standard is an independent standard

for certifying high-quality emission reductions projects that can be used as
carbon offsets. It was designed to ensure that carbon credits are not only real
and verifiable, but that they also make measurable contributions to sustainable
development worldwide.

Greenhouse Gas — Gases in the atmosphere that absorb and emit infrared

radiation. Their presence prevents heat that would otherwise dissipate from
leaving the earth’s atmosphere, a process known as the greenhouse effect. The
main greenhouse gases are water vapour, carbon dioxide, methane, nitrous oxide,
ozone and human-made aerosol gases.
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Greenhouse Gas Protocol — An accounting tool used by governments and

businesses to understand, quantify and manage greenhouse gas emissions,
developed by the World Resources Institute and the World Business Council for
Sustainable Development. The GHG Protocol was used as the foundation for
the ISO’s carbon footprint measurement specifications.

Greenwashing — When a company or organization spends more time and
money claiming to be “green” through advertising and marketing than actually
implementing business practices that minimize environmental impact.
House Stock — A paper used frequently by a printer and therefore purchased

in large quantities and at a discount, which will typically be passed along to
customers who use the house stock for their print jobs.

Hydro-Electricity — Electricity generated by the movement of falling water,

either through a dam or down a naturally occurring waterfall. Hydro-electricity
produces no pollution, though there are ecological and human impacts from the
creation of dams and reservoirs. Hydro is Canada’s most significant source of
power generation.

ISO — The International Organization for Standardization is a non-

governmental organization responsible for developing internationally accepted
standards, including a number of specifications relating to carbon footprint and
product life cycle measurement.
Life Cycle Analysis — A process of analyzing the environmental impacts of the

entire life cycle of a given product, from the sourcing of raw materials through to
its disposal. Factors measured generally include items like energy use, greenhouse
gas emissions, water use and toxic by-products.
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Low Carbon Paper — Papers that contain high recycled content, agricultural

residue fibre and Forest Stewardship Council certified ‘pure’ fibre. These papers
can also be made at mills that use renewable energy like wind or biogas (biomass
burning is not carbon neutral), certified by a credible green energy certifier.

Methane — A naturally occurring greenhouse gas with more than 20 times the

heat retention capacity of carbon dioxide. Paper and other waste decomposing in
landfills is a major source of human-caused methane emissions.

Old-Growth Forest — Forest of approximately 200 years or older with specific
characteristics relating to tree size, canopy structure, and ecological diversity. In
general, old-growth forests have significantly higher rates of carbon storage than
younger forests.
Renewable Energy — Energy obtained from natural resources that can be

naturally replenished or renewed within a human lifespan, such as moving
water, wind and sunshine. Biomass can occasionally be considered a renewable
resource, but only if its rate of consumption does not exceed its
rate of regeneration.

Second Growth — Forest planted after the original trees growing in that

location were logged.

Sell-Through Rate — The percentage of magazines sent to the newsstand that
are bought by customers.
Sustainable Development — (also sustainability) Development that meets the

needs of the present without compromising the ability of future generations to
meet their own needs.

Trim Size —The final size of a printed document after excess edges have been

cut off.

UV Ink —Ink designed to cure rapidly under ultraviolet lights, leading to

quicker turnaround times. Documents printed with UV inks are considerably
more difficult to de-ink during the recycling process than those printed with
vegetable or mineral-based inks.

Vegetable Ink — Ink manufactured using vegetable oils instead of

petroleum products.

Virgin Fibre — Fibre for paper production obtained from logging trees, as

opposed to recycling existing paper.

Wheat Sheet — A high-quality magazine paper manufactured using

agricultural waste products, whose production was initiated by the
environmental organization Markets Initiative (now Canopy). An issue of
Canadian Geographic and the print edition of Markets Initiative’s Magazine
Eco-Kit were printed on the Wheat Sheet.
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RESOURCES
CLIMATE CHANGE

• Intergovernmental Panel on Climate Change
• Canopy: Stabilizing Climate

SUSTAINABILITY AND CARBON FOOTPRINTS

• International Institute for Sustainable Development: What is
Sustainable Development?
• The Carbon Trust: Carbon Footprinting
• National Council for Air & Stream Improvement: Characterizing Carbon
Sequestration in Forest Products Along the Value Chain
• National Centre for Sustainability (Australia): Developing a
Sustainability Strategy

MAGAZINE, PUBLISHING, AND PRINTING CARBON
FOOTPRINT STUDIES

• Backpacker
• National Geographic
• Discover
• VTT Technical Research Centre of Finland: Carbon footprint and
environmental impacts of print products from cradle to grave
• Hemlock Printers 2007 GHG Report
• Time Inc.:
• Following the Paper Trail
• Sustainability
• Green Press Initiative:
• Findings from the U.S. Book Industry: Environmental Trends
and Climate Impacts
• Reducing Climate Impacts: A Guide for the Book and
Newspaper Industries

ECO-PAPER, FORESTRY AND CERTIFICATION

• Magazine Eco Kit (PDF)
• Forest Stewardship Council
• EcoLogo
• Conservatree: How much paper can be made from a tree?
• World Wildlife Fund: Check Your Paper
• Better Paper Project: Sample Stewardship Policy
• Environmental Paper Network:
• What’s in Your Paper?
• Model Paper Purchasing Policy
• Paper Calculator
• Paper Task Force Report
• Ways to Save Paper and Save Money
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• Canopy:
• Ecopaper Database
• Guide to the Ancient Forest Friendly™ Designation
• The Wheat Sheet

GREEN PRINTING

• Hemlock Press: Environmental Attributes of Lithographic Inks and Coatings
• Ink World: Ink Companies are Being Called Upon To Help Drive Toward
Carbon Labeling
• Printers’ National Environmental Assistance Center: Printing Inks Fact Sheet
• Colour Innovations: Inks and Varnishes
• Re-nourish

GREEN PUBLISHING IN CANADA

• Cottage Life Helps Out
• St Joseph Communications: Proud to be a Green Company
• TC Media: Reducing the Carbon Footprint of Magazines
• Rogers Publishing: Magazine Paper Procurement Policy

CARBON CALCULATION TOOLS

• Colour Innovations’ list of paper and carbon footprint calculators
• Greenhouse Gas Protocol Initiative pulp and paper calculator
• National Council for Air & Stream Improvement’s greenhouse gas
calculation tools
• Carbon Footprint calculator
• CN’s greenhouse gas calculator for transportation
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CARBON OFFSETS

• The Gold Standard Foundation
• David Suzuki Foundation: Carbon Offsets

GREENWASHING AND CARBON NEUTRALITY

• The Greenwashing Index
• Environmental Paper Network: Carbon Neutral Paper: Fact or Fiction?

A GREENER SUPPLY CHAIN

• Canopy: Charting a New Course for North America’s Struggling Pulp
and Paper Industries: Green Innovation
• The Biomimicry Institute
• The International Society for Industrial Ecology
• The Cradle to Cradle Products Innovation Institute

ENVIRONMENTAL LABELLING GUIDELINES

• Competition Bureau Canada:
• Environmental Claims: A Guide for Industry and Advertisers
• Backgrounder
• U.S. Federal Trade Commission:
• Guides for the Use of Environmental Marketing Claims (Green Guides)
• Summary of Proposed Revisions to Green Guides

PRINT VS. DIGITAL

• Center for American Progress: It’s Easy Being Green: How to Be a
Greener Reader
• Treehugger: Read Online or In Print: What’s the Greener Way to Get
Your News?
• New York Times: How Green Is My iPad?
• Society for Imaging Science and Technology: Evaluating Environmental
Sustainability of Digital Printing
• Environmental Impact Assessment Review: Printed and tablet e-paper
newspaper from an environmental perspective — A screening life
cycle assessment
• International Journal of Life Cycle Assessment: Books from an environmental
perspective — Part 2: e-books as an alternative to paper books
• Canopy: The Greener Media Debate: Print or Digital?

LIFE CYCLE ASSESSMENT STANDARDS

• Greenhouse Gas Protocol Initiative
• International Organization for Standardization:
• Environmental management – Life cycle assessment – Requirements
and guidelines
• Greenhouse gases – Part 1: Specification with guidance at the
organization level for quantification and reporting of greenhouse
gas emissions and removals
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