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Earth Day: every day

Making environmental engagement an ongoing team effort of individuals,

businesses, organizations and government

to highlight the commitments

of individuals, communities,
companies and countries to advance
environmental sustainability. But how
fo convey a sense of the myriad efforts
and initiatives under way in Canada?
By collecting — and displaying - the
signatures of Canadians on a giant flag
unveiled for Earth Week.

“We've engaged people across the
country to sign the pledge to make
every day Earth Day and to reduce their
carbon footprint,” says Deb Doncaster,
president of Earth Day Canada. I's a
tried-and-true method for delivering
the message, she explains. In1992, the
Canadian Earth Day flag — which was
as big as a stadium - was displayed af
the Earth Summit where the first agree-
ment on climate change was signed.
It's time to again express the collective
desire to lead on the environmental
agenda, Ms. Doncaster believes.

Last year, Earth Day Canada focused
its messaging on transporfation — a
significant contributor fo carbon emis-
sion — by asking people fo “clean their
commute,” says Ms. Doncaster.

Céline Bak, president of Analytica
Advisors, the think fank that compiles
the yearly Canadian Clean Technology
Industry Report, says curbing green-
house gas emissions in transportation
has to be a team effort. The private
sector, for example, can establish strat-
egies for reducing emissions, which
may include converting to cleaner fuel

E arth Day presents an opportunity

“By planting 25,000 trees
for Earth Day and every
day, we'll reach the target
of 35 million trees - one for
every Canadian - by 2020.”

Deb Doncaster
is president of Earth Day Canada

sources, utilizing electric vehicles,
car-sharing and placing company loca-
tions close to public transport hubs.
Flexible work arrangements can also
mean less commuting and reduced
emissions.

Buildings — which represent 12 per
cent of greenhouse gas emissions —
can also benefit from clean fechnology
solutions, says Ms. Bak. “The private
sector can make choices about which
kind of buildings to locate businesses
in. And from the citizens' perspective,
there is an opportunity to be more effi-
cient in energy use within the home."”

An area that has already seen major
advances in applying clean technol-
ogy is electricity generation. “Green-
ing the electricity grid and bringing
renewable energy online has made

'ﬁ"&

.-%% ﬁ%h

Il
,L'! il

Earth Day Canada encourages Canadians of all walks of life to sign the
pledge to reduce their carbon footprint and help restore our forests. SUPPLIED

a big difference,” says Ms. Bak. And
a greater infegration of clean fechnol-
ogy into all resource sectors as well
as infrastructure and manufacturing
has the potential fo improve not only
their environmental footprint but also
overall performance.

Greater support from companies,
government, organizations and indi-
viduals for the development and
implementation of clean fechnology
could have a significant impact, says
Ms. Bak, since the sector advances
environmental objectives and also has
the potential to achieve sustainable
economic growth.

Ms. Doncaster says interest in envi-
ronmental actions tends to be height-
ened on Earth Day, and she sees the
occasion as a “gateway for environ-
mental engagement.”

Earth Day Canada will highlight free
planting this year. “Many countries,
companies and individuals are mak-
ing a renewed commitment to restore
global forests," explains Ms. Doncaster.

The global network of Earth Day
organizations has launched a campaign
to plant 7.8 billion trees — one for every

person on the planet - by 2020, in sup-
port of the New York Declaration on
Forests, which aims to curb natural for-
estloss as well as rebuild global forests.

Canada’s contribution will receive
a boost from the #Rooting4Trees
campaign - a partnership of Earth Day
Canada and Tree Canada. “By planting
25,000 frees for Earth Day and every
day, we'll reach the target of 35 million
by 2020." says Ms. Doncaster.

She is encouraging Canadians to
keep up their efforts year-round and
believes that partnerships with the
corporate sector, including compa-
nies like Kruger Products, help Earth
Day Canada to amplify the message
to reach citizens of all walks of life.
"There is a role for every sector of soci-
ety: individuals, corporations, non-
profit organizations and government
to do their parts for environmental
sustainability.”

This content was produced by Randall
Anthony Communications, in partnership
with The Globe and Mail's advertising
department. The Globe's editorial
department was not involved in its creation.

Online? Visit globeandmail.com/adv/businessclimatechange for more information.

TAKING ACTION

From developing low-carbon energy systems to embracing environmentally responsible practices, Canadian
organizations are proving that going green can be done — and it's good business

TRANSPORTATION

In shifting transportation systems
away from non-renewable and emit-
ting fuel sources, clean electricity
can play a large role, suggests Jacob
Irving, president of the Canadian
Hydropower Association (CHA).

Demand for electric vehicles is
growing across the country, but can
they be powered by clean, renew-
able energy? A CHA study says the
answer is yes, according fo Mr. Irving.
“We found that Canada has more than
enough undeveloped hydroelectricity
potential to power our entire current
light-duty fleet, if it was electric.”

Mr. Irving suggests two steps for
decarbonizing the economy. First,
increase the electrification of the
energy system; second, ensure the
electricity comes from clean, renew-
able sources. It's a message he shares
with the Canadian Council of Renew-
able Energy, which includes wind,
solar and marine energy providers,
he says. “Currently, the majority of
Canada’s energy comes from fossil
fuels, such as natural gas, coal and
oil.”

Electricity still represents less than
a third of the energy used in Canada,

says Mr. Irving. Canada's electricity
system is already very clean, with over
60 per cent of electricity coming from
hydropower — and it has the potential
fo more than double that capacity.

Realizing half of Canada’s undevel-
oped hydropower potential could, in
theory, fuel the entire domestic fleet
of light-duty vehicles, plus a quarter
of the light-duty vehicles in the U.S., if
they were all plug-in electrics, says Mr.
Irving. “This demonstrates that North
America has the renewable power
sources to proceed fowards electrify-
ing vehicles with confidence, which
can substantially reduce greenhouse
gas emissions and air pollution.”
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Canada’s climate change commit-
ments mean less reliance on fossil
fuels, and the shift isn't always easy.
“But it can be done,” says Jeff Lyash,
president and CEO of Ontario Power
Generation (OPG).

“In 2003, OPG embarked on the
largest climate change initiative in
North America - to stop burning coal
fo make electricity,” says Mr. Lyash.
“We reached this significant milestone
in 2014, and foday, the power we gen-

erate is clean, low-cost and reliable.
We're also Onfario's largest generator
of renewable power.”

Closing Ontario’s coal stations was
equivalent to removing seven million
cars from the road, says Mr. Lyash. “As
part of this transition, OPG converted
its Atikokan Generating Station in
northwest Ontario from coal to bio-
mass, making it the largest 100 per
cent biomass-fuelled station on the
continent.

“In addition to preserving dozens
of jobs, Atikokan's conversion to
biomass spurred a mini-revival of the
area’s flagging forestry industry,” he
adds. A second station in Thunder
Bay was the next to be converted, and
now runs on advanced (waterproof)
biomass. Both plants provide energy
when needed to meet peak electricity
demands.

OPG operates a diverse fleet, which
includes 65 hydroelectric stations, two
nuclear stations and one dual-fuelled
oil/natural gas station (for peak elec-
fricity requirements).

"“To ensure the company continues
fo produce safe, clean, reliable, low-
cost electricity, OPG is now preparing
fo refurbish its Darlington Nuclear Gen-
erating Station in Clarington, extend-
ing its life span for 30 more years,"

says Mr. Lyash. “Darlington is one of
the best performing nuclear stations
in the world. It powers roughly two
million Ontario homes and businesses
and is more than 99 per cent free of
greenhouse gas emissions.”

The benefits of going green can go
beyond environmental impact to
affect a company’s bottom line. For
Kruger Products, embracing sustain-
able practices not only helped to
gain revenues by tapping info con-
sumer demands for green products, it
also contributed to cost savings from
reduced energy, water and packaging
use, says Steven Sage, vice president
of sustainability and innovation for
the Canadian manufacturer of tissue
products that include Cashmere and
Scotties.

“As a company, we recognize that
sustainability is good business,” says
Mr. Sage. Over the last five years,
Kruger has achieved a number of
milestones, he explains. “We were
the first Canadian tissue company fo
gain Forest Stewardship Council (FSC)
certification for our fibre, allowing us
fo offer one of North America's largest

portfolios of third-party certified tissue
products. In Canada, we've reduced
our energy footprint by 1 per cent
and our greenhouse gas emissions
by 25 per cent.”

Not only has the company
decreased water consumption by 18
per cent and packaging by 13.5 per
cent in that period, it's also mindful
about using the natural resource at the
heart of its business: wood. “By being
FSC-certified, we are an advocate for
responsible forestry,” says Mr. Sage.
“And 30 per cent of our fibre comes
from post-consumer recycled paper.”

By using recycled material, Kruger
saves the equivalent of 1.7 million
trees annually, says Mr. Sage. He adds
that as a partner of Earth Day Canada,
Mr. Sage would like the message
that Kruger has internalized - to pay
attention to the environmental impact,
find practical day-to-day solutions and
support environmentally friendly prac-
tices and products — to be considered
by all Canadians.

INSIDE

Finance team key tfo integrating
climate change considerations
info business strategy. BCC 2
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Hydropower is Canada’s #1 source of
electricity, giving Canada one of the
cleanest and most renewable electricity

systems in the world.
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Learn more about hydropower at canqdahydro.ca

Canadian Hydropower
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Canada’s Forum on Hydropower
Canada’s Clean Electricity SuperHero
June 8-9, 2016 | Ottawa
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Bracing for climate change? Include the finance team

By Gordon Beal, CPA, CA

hat do an insurance firm, a
utility company and national
retailer have in common?

They've all had their sustainability and
finance feams collaborate to help them
adapt to climate change.

Taking a cross-functional approach
- combining business and accounting
skills with sustainability expertise - is
paying off for Guelph, Ontario-based
The Co-operators, Hamilton-based
Horizon Utilities Corporation and
Vancouver-based MEC. They're among
a growing number of organizations
that see climafe change as inextricably
tied to business.

It's no wonder. Climate change is
expected to cost Canada’s economy
$5-billion per year by 2020, increasing
fo an estimated $21-billion to $43-billion
per year by 2050, according to the Na-
tional Roundtable on the Environment
and the Economy.

More incidents of extreme weather
and other climate changes can trans-
late into unavailable resources or
materials, disrupted construction or
logistics, increased or unpredictable
energy costs, and office closures and
absent employees. A cross-functional
approach can reduce the costs associ-
ated with climate change and increase
competitiveness.

But taking that action requires data-
driven strategies. And that's where
the so-called numbers experts are
playing a rather new and important
role. Team members who have fradi-
tionally ensured businesses' financial
survival are bringing their expertise
to this emerging issue, continuing
to help create more resilient orga-
nizations.

At the leadership level, business and
accounting professionals can integrate
climate change considerations into

organizational strategy and embed
adaptation into business functions
and processes. At other levels, they
can support a business case by show-
ing financial vulnerability, estimate
the costs and benefits of alternative
solutions, support the creation of
new products and services, develop
metrics and other indicators to measure
performance, and establish appropri-
ate systems and infernal controls to
measure the mefrics.

At The Co-operators, business pro-
fessionals ensure the company makes
sound, financially disciplined decisions
as it addresses client needs. At MEC,
they routinely collaborate with the
sustainability, operations and buying
groups to improve sales and adapt to
supply chain issues. And at Horizon
Utilities, their skills in dafa control and
analysis allow for better assessment of
how more intense storms, increased
precipitation and temperature shifts
will affect future budgets.

Peter Vallieres, CPA, CA, director,
financial reporting and accounting at
Horizon Utilities, says that accountants
"assume a leadership role in adapting
the organization to climate risk. Their
perspective on numbers is critically
helpful with risk avoidance and risk
management.”

Following the 2013 catastrophic
floods in Alberta, The Co-operators
put a renewed emphasis on managing
climate change risks. The challenge,
however, was to provide adequate cov-
erage for clients at a price that would
be affordable while preserving the or-
ganization’s financial strength. George
Hardy, CPA, CA, vice-president, per-
sonal lines and underwriting, worked
with numerous internal contributors
to champion the project. He chaired
the committee that developed a new
product, including the firm's approach
fo pricing and its estimated return on
equity and investment.

Refailer MEC is anticipating different
customer preferences in a changing cli-
mate. For example, if winters continue
to be warmer and shorter, should MEC
stop selling cross-country ski gear, or
stock it for a shorter period of time?
Finance director Doug Wong, CPA,
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Understanding the implications of climate change is important for all businesses, including retailers like MEC, and CPA

Canada offers guidance that can help companies and finance professionals respond to the challenge. IsTOCKPHOTO.COM

CGA, has incorporated weather track-
ing into the company’s new systems,
such as invenfory management. Now,
Mr. Wong explains, “we can track the
weather and mirror this against our
sales to make medium- to long-term
decisions about how fo manage our
inventory and supply chain.”
Chartered Professional Accountants
of Canada (CPA Canada) and Natural
Resources Canada have partneredina
multi-year project to help businesses
and other organizations better under-
stand and adapt to the implications
of climate change. The initiative is
supported by the Network for Busi-
ness Sustainability. The primary goal:
ensuring that Canada’s business and
accounting professionals are even

At the leadership level,
business and accounting
professionals can

integrate climate change
considerations info
organizational strategy
and embed adaptation into
business functions and
processes.

better positioned in the future to as-
sist organizations across all sectors of
the economy.

What will make it successful? More
finance professionals must recognize
this as an area where their skills are
badly needed, and commit to hon-
ing and expanding those skills. CPA
Canada is stepping up to assist. And
when constructing their response to
climate change, more organizations
need to fap info the finance function,
sooner rather than later.

Gordon Beal is vice-president of
research, guidance and support with
CPA Canada, which represents more
than 200,000 business and accounting
professionals in Canada and globally.

Cleaner air.
Bigger dreams.
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MAKING POSITIVE STEPS

At Kruger Products, we're working to make our operations and
products more sustainable. And we're making great progress.

See for yourself at krugerproducts.ca/sustainability
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In 2014, we stopped burning coal to make

electricity. It was North America’s largest action
to combat climate change. And the power we
now generate is 99.7 percent free of smog and
greenhouse gas emissions. Because we know
the future is our most powerful resource.

Clean, reliable power.
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Chartered Professional Accountants can help your organization
make more informed decisions—and be more resilient—in the
face of climate change. By identifying risks and opportunities.
Estimating financial impacts. Costing solutions. And advising
on business planning and reputational risk.

Looking for discipline, rigour and an integrated response
to a changing climate? Enlist a CPA.
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