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Editor’slNote

The Book Industry
Unites on ‘Green’ Issues

houghts of major publishing houses such as Random House, Scholastic and

Simon & Schuster are often accompanied by thoughts of high competition

and rivalry; camaraderie, on the other hand,
is not usually top of mind. However, today there is
a challenge facing the industry that has united these
and many other publishers into a unified front. That
challenge: climate change, and the book publishing

industry’s impact on it.

The industry’s interest in facilitating change is
growing. No doubt about it. Nearly 160 publishers
have signed on to the industry’s “Treatise on Respon-
sible Paper Use.” More small and mid-size publish-
ers are joining the likes of Lantern Books and Baker

Publishing Group in establishing significant environmental policies and increasing

their use of recycled paper. And, in the past year and a half, Random House, Scho-

lastic and Simon & Schuster, three of the largest and most well-known publishers

in the world, have implemented their own environmental policies.

While the establishment of these new policies is the best news, it’s also inspiring to

see these publishers come together to encourage others in the industry to change.

As Andrew Van der Laan, director and senior project manager of the publishing

The camaraderie between Random
House, Scholastic and Simon &
Schuster executives, along with Tyson
Miller of the Green Press Initiative,
was evident during the photo shoot
for Book Business’ cover story.

operations projects group at Random House, comments
in this issue’s cover story (page 12),“For us, this is not a
competition, but a collaboration with our fellow publish-
ers, paper mills and printers.”

The Silent Hero

While companies who have launched environmental
policies certainly deserve the spotlight, no story on en-
vironmental change in the industry would be complete
without significant mention of the Green Press Initia-
tive (GPI). GPI is sort of the silent hero behind much of
the change that is taking place around us. The nonprofit
organization, led by executive director Tyson Miller,
has invested nearly six years, 15,000 hours and a lot of
dollars in improving the book industry’s environmen-
tal impact, and has catalyzed meaningful environmen-
tal policies from nearly 40 percent of the market share.
GPI was instrumental in moving the industry’s “Treatise
on Responsible Paper Use” to completion, and getting

signatories, and it is behind (with cooperation from the Book Industry Study

Group) the first-ever environmental benchmarking survey for the industry. GPI’s

efforts, all told, have no small impact on our planet. I can say with quite a degree

of certainty that this industry would not be where it is with regard to minimizing

its environmental impact without GPI’s involvement.

: NOELLE SKODZINSKI
14 EDITOR-IN-CHIEF
nskodzinski@napco.com
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By James Sturdivant

Random House, Scholastic, Simon & Schuster and advocacy group the
Green Press Initiative help lead the industry’s ‘green’ transformation

According to one of the better-known
accounts in the compendium of human-
kind’s greatest achievements, it was in
the year 105 that a Chinese man named
Ts’ai Lun invented paper, mashing up
wood from a mulberry tree with fiber
from bamboo. Thus was born a tech-
nology that would literally change the
world, making possible artistic, scientific
and religious revolutions, democratizing
literacy and learning, and ushering hu-
manity into the modern age.

In recent times, paper production
has played a role in changing the world
in other ways. The book industry alone
required 3 million to 4 million tons of
paper over just the last three years, which
translates into the consumption of a lot of
trees—at least 60 million worldwide, ac-
cording to the nonprofit Green Press Ini-
tiative (GPI),including wood harvested in
some of Earth’s most sensitive ecosystems,
the Canadian boreal forest and the Indo-
nesian rain forest among them.

And then there’ the proliferation of
greenhouse gases. According to ice core
data (which is data derived from a core
sample of the accumulation of snow and
ice over many years) compiled by the En-
vironmental Protection Agency, in Ts’ai
Lun’s day, the concentration of carbon
dioxide (CO2) in the atmosphere was
at around 280 parts per million, close to
where it had been for millennia and where
it would remain for approximately the
next 1,700 years. Since the 1800s, the in-
dustrial revolution has fueled a spike in at-
mospheric CO2 levels without precedent
in the last 650,000 years.

With the GPI reporting that the paper
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industry emits the fourth-highest level of
C02 among manufacturers, these are not
numbers the book industry can ignore, as
there is widespread evidence of a correla-
tion between the amount of CO2 in the
atmosphere and global temperatures. Defor-
estation from all causes is estimated to ac-
count for 25 percent of human-generated
carbon emissions.Another concern is meth-
ane, produced by paper as it breaks down in
landfills, which, the GPI says, has 23 times
the heat-trapping power of carbon.

Therefore, like many paper-consuming
industries in recent years, book publishers
have found their environmental impacts
coming under increasing scrutiny, and have
been presented with, or have sought out,
strategies for reducing them. What works
best often depends on the size of a com-
pany, as well as specific manufacturing and
supply chain considerations, making the
equation of how best to be “green” with-
out significant additional expense a com-
plex one. The only thing certain is that, in
an age when globalization equals a world
of consumers concerned about the fate
of the planet, dealing with the industry’s
environmental footprint can no longer be
put on the back burner.

Assessing the Real Impact

Any discussion of the best way to “green”
the book industry has to begin with an
understanding of the relative environ-
mental impact of paper consumption.
The image of old-growth tropical hard-
woods being cut down by giant machines
for pulp, furniture and building materials
is a powerful one, but must be put along-
side the fact that logging only accounts

for about 20 percent of global deforesta-
tion, according to NASA Landsat data,
with 65 percent coming from agriculture.
(Animal and plant husbandry—the clear-
ing of Brazil’s rainforest for ranching is a
well-known example—has always been
the No. 1 cause of forest loss.)

Then there’s the term “deforesta-
tion,” which in some contexts might
well be replaced with the more precise
“forest conversion.”

“... Harvesting followed by reforesta-
tion is not considered deforestation,” says
Robert Cate Jr., director of corporate and
environmental affairs at paper, pulp and
forest products company AbitibiBowater
Inc. “Deforestation is land-use change
from forest type to nonforest type, such as
urban sprawl and agriculture.”

By this definition, the paper industry
has always practiced a form of sustain-
ability in the forested land owned di-
rectly by the mills, notes J. Kirby Best,
president & CEO at on-demand book
manufacturer Lightning Source Inc.

“For every tree they take down, they
plant two or three,” Best says.

The Sustainable Forestry Initiative (SFI)
certification program, favored by many pa-
per companies, provides guarantees that
forests are well managed and that all wood
used comes from legal sources. Because
of regulated tree harvesting and forest-
management practices in Canada and the
United States, Best says deforestation is not
an issue for Lightning Source, which only
uses Canadian and American pulp.

On the other hand, forest-conver-
sion practices, whether clear-cutting and

replanting in the boreal, selective cutting B>
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Random House was the first of
the publishing conglomerates to
announce a major corporate
environmental policy in May
2006, followed by Simon &
Schuster in November 2007, and
Scholastic, which announced its
new policy in January.
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(Left to right) Top row: Tyson Miller,
executive director, Green Press
Initiative; and Andrew Van der Laan,
director and senior project manager,
publishing operations projects group,
Random House. Second row: Ann
Ralph, director of paper purchasing,
and Joe D’Onofrio, vice president of
supply chain, Simon & Schuster; and
Mariella Molloy, head of corporate
services division, Random House.
Third row: Lisa Serra, director, paper
procurement, and Francine Colaneri,
vice president, manvfacturing and
corporate purchasing, Scholastic;
Bottom row: Karen Romano, vice
president, production and manufactur-
ing, Simon & Schuster.




Robert Cate Jr.,
AbitibiBowater

on private lands or pulp plantations in the
southeastern United States, are far from
environmentally neutral. Cutting down
natural forestland is considered a blow to
biodiversity with serious consequences for
animal habitat. In addition, according to the
GPI, recent studies have concluded that the
ability of undisturbed forests to remove car-
bon from the atmosphere is far greater than
in previously clear-cut zones: Even forests
last logged 70 years ago only store about
half the carbon of untouched woodland.
Forest-conversion is a
key issue among those who
favor the more stringent
Forest Stewardship Coun-
cil (FSC) certification sys-
tem, and those who prefer
other plans, such as the SFI
or Canadian Standards As-
sociation (CSA) programs.

FSC seeks to minimize for-
est-conversion impacts by not certifying
plantations that were created after 1994.
Tyson Miller, GPI executive director, notes
that it is widely lauded as the best practice
on the ground because of its criteria associ-
ated with protecting endangered and high-
conservation-value forests, and controlling
large-scale clear-cutting. He notes that FSC
is the only system that integrates social con-
cerns into forest-management plans and re-
quires consensus to any disputes.

An FSC label is no guarantee that
ecological harm is not being done, how-
ever. This was recently highlighted by a
Wall Street Journal article about an In-
donesian paper company whose “FSC
mixed sources” product contained wood

‘Green to Gold’

Andrew Winston is co-author of the bestselling book “Green
to Gold: How Smart Companies Use Environmental Strategy
to Innovate, Create Value and Build Competitive Advantage.”
In addition to running a consulting firm that works with
leading companies, he serves as director of the Corporate
Environmental Strategy Project at Yale University’s School of
Forestry and Environmental Studies and a Fellow of the Center
for Environment and Business at Yale. Book Business spoke with
Winston about how changes in today’s corporate environmental
consciousness are impacting business practices.

from clear-cut rainforest. (The loophole
passed muster because the non-FSC-
certified wood, which can make up 50
percent of a product earning a “mixed”
label, came from a legal source).

The problem, FSC detractors say, is that
a too-stringent program has few takers, and
must therefore loosen its labeling standards
if it is to have any real influence.

Because adopting use of FSC-certi-
fied paper across the board is impossible
for most publishers, the “Book Industry
Treatise on Responsible Paper Use” (de-
veloped by the Treatise Leadership Coun-
cil,an industry stakeholder group) calls for
an industry average of 20-percent FSC-
certified (or equivalent) paper usage by
2012. The goal, says Miller, is to strike a
balance between what is feasible, given
current supply chain realities, and “the
need to reduce pressure on standing for-
ests and use the best management prac-
tices where harvesting is occurring.”

Forest-management complexities lead
some to argue that, from a practical, end-
point perspective, FSC, SFI and CSA certi-
fications are not that different.

“If you were to compare the different
standards on the ground [and] visit different
forests, you would not be able to see the
difference,” says Barry Graedon, Abitibi-
Bowater’s manager of sustainable forestry.
“All three are focused on sustainable man-
agement, responsible harvesting, resource
management, soil and water conservation,
wildlife habitat and biological diversity.”

‘When it comes to near-term conser-
vation goals, the use of recycled paper is

probably even more critical than forest

Andrew
Winston

management. New technologies have al-
lowed forward-thinking paper companies
to push the bounds of the possible when
it comes to the use of recycled fiber.

“We developed a vision that none of
our products would have less than 30-
percent recycled content,” says Normand
Lecours, vice president of sales and mar-
keting at Cascades Fine Papers Group.
The company made a strategic decision to
eliminate virgin content and introduce a
100-percent post-consumer product line,
which has proven very successful, he says.

“You talk about hitting the market at
the right time,” says Lecours.“We've grown
tremendously over the last three years.”

The level of customer response has
allowed the company to set an unprec-
edented goal: expanding its 100-percent
post-consumer-waste product line, which
represented 25 percent of overall sales in
2007, to 85 percent of sales by 2010.

The recycling push follows the intro-
duction (in 2005) of a $10 million bio-
gas program, which captures methane
released by decomposing garbage and
pipes it to one of the company’s mills,
where it substitutes for natural gas.

“From an environmental perspective,
that represents about 20,000 cars removed
from the road annually,” Lecours says.

AbitibiBowater has made a “very serious
effort” to expand recycling capabilities since
2000, Cate says, investing millions in mod-
ernized equipment and facilities. The com-
pany now offers more than 40 grades of pa-
per with recycled content, with the amount
of recycled fiber dependent on the grade,
the location of mills and other factors.

real resource constraints like water
shortages and climate change. Second,
rising pressure from stakeholders, but
not just nonprofits or protestors. It's
now a dizzying array of people ...
including a company’s own employees,
their customers and even the banks
financing them. ... The core reason it's

L 0] an imperative is that “green” business
is better business—companies are slashing costs, driving new
revenues, reducing risk and enhancing brand value. Companies

must compete on these dimensions or fall behind.

What has happened in the past few years to make

“greening” one’s corporation a key imperative?
Winston: ... A “green wave” is moving through the business
community ... in two parts. First, changes in the natural world—

How might these factors impact book publishers?
Winston: All of these pressures are forcing much more
awareness of environmental impact up and down the “value

14
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J. Kirby Best,
Lightning Source Inc.

Such a focus on making recycled con-
tent available to customers is an indus-
trywide phenomenon, according to an
environmental benchmark study under
way by the GPI and the Book Industry
Study Group, and scheduled for release in
March at the Publishing Business Confer-
ence and Expo.

The study will show significant prog-
ress on the recycled-fiber front, according
to Miller. While specific numbers could
not yet be released, “There’s been a near
tenfold increase in recy-
cled-fiber use from print-
ers, and for mills, an over
fivefold increase in the past
few years,” he reports.

Given the industrial
footprint of forestry and

paper production, recycled
paper must continue to be a
key component of reducing
climate impacts going forward, Miller adds.

“The carbon emissions associated
with forest harvest ... and paper produc-
tion combined is 10 times that associated
with book manufacturing, transportation
and distribution, and publisher travel and
office energy consumption combined,’
he says, “so publishers’ focus on using
more recycled and FSC-certified paper
is the right place to focus.”

A ‘New Consciousness’

Environmental Defense, a Boston-based
environmental advocacy group founded
in 1967 as the Environmental Defense
Fund, made its name leading the fight to
ban the pesticide DDT and remove lead

from gasoline in the *60s and *70s. Over
time, the group moved its focus beyond
the courts and public policy to work
closely with the private sector.

Corporate partnerships are now one
of the four “core strategies” used by the
group to tackle environmental problems,
most famously in working with Mc-
Donald’s to eliminate Styrofoam (and
thereby, 300 million pounds of packag-
ing waste) in the early ’90s. In recent
years, the group has turned its attention
to paper concerns, and found willing
partners in the book industry.

“A new consciousness about climate
change has come seemingly overnight.
2007 was a pivotal year ...,” says Rachel
Beckhardt, project analyst for the corporate
partnerships team at Environmental De-
fense.“It used to be inquiries only related to
forest and wood. Now they want to know
the true life cycle of the process ... People
are really concerned about where this pa-
per comes from and where it’s going.”

To help publishers get a handle on
these issues, the organization provides a
“paper calculator” on its Web site (En-
vironmentalDefense.org), which allows
companies to get a sense of the environ-
mental impact of a particular paper across
its full life cycle. The calculator also cre-
ates equivalencies, such as how increases
in recycled content equal X number of
cars off the road. The calculator has been
used by Random House and Scholas-
tic, and has been incorporated into their
goals for paper use.

For Scholastic, saving 8,000 tons of
greenhouse gas emissions by printing

“Harry Potter and the Deathly Hallows”
with 30-percent post-consumer recycled
fiber in 2007 was a presage to a compre-
hensive corporate policy—developed in
consultation with the Rainforest Alliance
and GPl—which Scholastic announced
in January. By 2012, the company will in-
crease its purchase of FSC-certified paper
for publications to 30 percent and its use of
recycled paper to 25 percent, with 75 per-
cent coming from post-consumer waste.

“Recycling is something we always
did,” notes Francine Colaneri, vice presi-
dent of manufacturing and purchasing at
Scholastic.““The difference here was [that]
our goal was a goal that would be chal-
lenging for us, that would enable us to
bring products that are better than what
was being done in the past, to satisfy our
stakeholders and challenge the mills.”

The company hopes to facilitate
industrywide change by encouraging
stakeholders up and down the supply
chain to wuse environmentally sound
products and practices, which will, in
turn, drive down prices and allow more
publishers to participate.

“We have also done things from a
product perspective,” Colaneri adds. “We
worked with one of our mills to develop
lightweight paper, reducing basis weight.
We really think the ‘reduce’ side [of the
conservation equation] is most important.”

Aside from manufacturing improve-
ments, Scholastic has striven to cut energy
costs in other ways, including an under-floor
heating and cooling system, and efficient
lighting at the company’s headquarters.

Scholastic is the latest in an increasingly
long line of publishers making a

chain.” ... Publishers rely on a very resource-intensive process in paper. The energy in actual
printing may be moderate, but upstream in the value chain, the impact is enormous. More
stakeholders are shedding light on these connections.
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What specific advice do you have for industries, like
publishing, with complex supply chain structures?
Winston: The “greening” of the supply chain is one of the strongest
forces in the “green wave.” Many consumerfacing businesses are
pushing back, and the ripples are moving fast. Wal-Mart is asking
suppliers to reduce packaging and fossil fuel use. In reaction, some
big consumer-product companies are asking their suppliers similar
questions. ... Most industries are going to need to collect more
information from their supply chain
their customers. ... One hurdle smaller companies face is the lack
of leverage on their supply chain. In that case, they often need to
band together with others in the industry to set standards.

... just so they can answer

commitment to “green” prin-
ciples. The “early adopters,” ac-
cording to the GPIL, include Lan-
tern Books (which prints nearly
all titles on 100-percent post-
consumer recycled paper and
was the first publisher to publicly
develop a policy); Baker Publish-
ing Group (which in 2003 be-
gan the process of implementing
a 30-percent post-consumer re-
cycled fiber policy that was fully
in place by 2006); and Harvard
University Press (which cur-
rently has 30 percent of its titles
printed with 30-percent to 50- >
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percent post-consumer grade).

A major development for the industry
came with Random House’s announce-
ment of a comprehensive policy in May
2006. Working with the GPI, the world’s
largest trade publisher became, in Miller’s
words, a “catalyst” for the industry by
committing to a tenfold increase in the
company’s use of recycled uncoated paper
by 2010, from 3 percent to 30 percent.

“We're proud that our initiative set a
benchmark for our industry. For us, this
is not a competition, but a collaboration
with our fellow publishers, paper mills and
printers,” says Andrew Van der Laan, direc-
tor and senior project manager of the pub-
lishing operations projects group at Ran-
dom House. “Its gratifying to see more
environmental policies come forward from
our fellow publishing companies.”

Van der Laan reports the plan is on
track, with Random House exceeding
its full-year 2007 goal of 10-percent re-
cycled fiber by last October.

Beyond its environmental paper policy,
Random House has, like Scholastic, em-
braced a number of other practices de-

ample is Al Gore’s companion book to
his movie “An Inconvenient Truth,” pub-
lished by Rodale and made “carbon neu-
tral” by a company called Native Energy,
which sells stakes in CO2-reducing proj-
ects. The carbon-neutral label has since
become an important branding element
in the entertainment world and even in
the 2008 presidential primaries.

Random House’s program has prov-
en beneficial as a brand-builder as well,
helping the company to stand out in a
marketplace increasingly conscious of
the environmental impact of its choices.

“A number of book projects have
come to us expressly because their au-
thors, knowing of our eco-commit-
ment, wanted to be published by a Ran-
dom House Inc. imprint,” Van der Laan
says. “Our editors are constantly keep-
ing agents informed about our paper-
content progress, because many of them
care and many of their clients care. Book-
sellers are also keenly interested in what
we are doing, both for their own devotion
to a ‘greener’ world and because their cus-
tomers often ask them about the recycled

them in efforts to preserve the planet,” ac-
cording to a company-issued statement.

Simon & Schuster, which announced
an ambitious new policy in November
2007, has, like Random House, no-
ticed an uptick in inquiries regarding its
“green” initiatives.

“We have found that our initiative
has had a strong impact, especially with-
in the trade,” says Joe D’Onofrio, senior
vice president of supply chain opera-
tions. “Over the last year, many of our
accounts have made inquiries about our
environmental policies, and we are in-
creasingly being queried about them by
our authors. We have publicized our ini-
tiative in both consumer and trade press,
and also have posted it permanently on
our Web site.”

Recognition of consumer and author
interest has led to proposals for a “green”
trademark that can be affixed to book la-
bels. “We [GPI] are going to be creating
a book industry Environment Council,
which will oversee the development of a
logo readily identifiable for customers to
see,” Miller reports.

“The primary challenge mn implementing our ‘green’ policy 1s that the entire paper
marketplace 1s in tremendous flux. ... Consolidation has reduced the number of ven-

dors, paper availability is tight, the housing downturn has impacted the market
for recycled fiber, and the requirements for sourcing from certified forests

are complicated and ... shift [almost daily]. As a result, there is a tremendous
volume of information ... that needs to be continually updated and evaluated
In order to accomplish our business goals in an environmentally responsible
manner.’ —Ann Ralph, director, paper purchasing and inventory management, Simon & Schuster
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signed to reduce impacts throughout the
company. A “green” committee, chaired
by CEO Peter Olsen, identifies environ-
mental initiatives across company divisions,
and a carbon audit, completed in 2006, has
formed the basis of efforts to reduce emis-
sions—replacing 4,000 conventional light
bulbs with compact fluorescents and use of
15-percent wind power at the company’s
corporate headquarters, among others.
Newly fashionable in corporate Amer-
ica, carbon audits and offsets—where car-
bon emissions in one area are cancelled
out in another—are being adopted by
publishers. Perhaps the best-known ex-
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content in the books they are selling”
Scholastic sees its efforts as intimately
tied to its mission to educate and pro-
mote values in children. “This has always
been important to [Scholastic],” says Lisa
Serra, director, paper procurement. “We,
from the beginning, thought it was the
right thing to do for the environment
and to show kids we care, separate and
apart from it being popular now.”
Concurrently with the release of its
policy, Scholastic launched an interactive
Web site, Act Green! (www.Scholastic.
com/actgreen), to “educate kids about cli-
mate change and sustainability, and involve

Challenges and Complexities
Of course, if going “green” were a win-
win on every front, publishers across the
board would be striving to match the goals
of a company like Scholastic. Difficulties
range from cost considerations to the re-
alities of current supply chain capabilities
and on-the-ground climate impacts.
“Paper is a commodity, and, like any
commodity, will always be subject to mar-
ket forces,” notes D’Onofrio. “At present,
book-quality papers made with recycled
fiber are still not routinely available. The
number of mills that can produce such pa-
pers from recycled fiber needs to increase,
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Rachel Beckhardt,
Environmental Defense

and we are also seeing much recycled fiber
exported overseas.”

“Hopefully our suppliers will recog-
nize that publishers, retailers, authors and
consumers view ‘green’ production as a
high priority, and they will move with
the market to support our goals. But this
will require a massive change to their in-
frastructure and is very much a long-term
goal,” says D’Onofrio.

s Van der Laan says that
constant monitoring of
the availability, quality and
pricing of recycled fiber is
key to Random House’s
initiative. “As the demand
for recycled fiber grows

both domestically and
abroad, and the price in-
creases, our partnerships
with our mills and merchants become
ever more significant.”

Miller compares recycling to the oil
and gas industry, with de-inkers playing
the same role as refineries, and supply and
demand intimately tied to infrastructure.
“|One of the richest] women in China
is a recycled-paper trader,” he notes. “We
need to have more de-inking factories
built. With publishers coming out with
policies to increase recycled content lev-
els to 30 percent and beyond, that sends a
signal up the supply chain.”

Many are unaware of the influence of
Chinese demand on the price of recycled
fiber, according to Cate. ““The Ameri-
can recovery rate is above 70 percent for
newsprint, 50 percent for paper and jour-
nals,” he says.“The Chinese are starting up
modern paper mills, and many of these are
100-percent recycled content. As they are
getting fiber from North America and Eu-
rope, there is a tremendous demand, and
recovered fiber is now at record prices.”

On the printing side, there is the ever-
evolving effort to make available new pa-
per grades that can accommodate both
environmental and quality concerns. “We
partner closely with our printers,”Van der
Laan says, “testing new recycled papers ...
to make sure that our customers and read-
ers will still receive the quality products
they associate with Random House.”

The four-color paperback books that
are Scholastic’s stock and trade can only
utilize so much post-consumer waste be-
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fore the paper content begins to change the
look and feel of the product, Serra notes.

“Four-color does not lend itself to
high-content post-consumer waste,” she
says. “The same is true for one-color,
high-bulk paper, because when you add a
lot of post-consumer waste to high-bulk,
it doesn’t have the same look. The chal-
lenge is: how to increase the amount of
recycled paper, but still increase bulk?”

“It isn’t just a matter of quality,” she
adds, “but the formulation of that paper
doesn’t lend itself to high volumes of post-
consumer-waste content, which is why
the [Environmental Protection Agency]
has only a 10-percent minimum require-
ment for coated paper—and we are meet-
ing that 10-percent minimum on most of
our coated freesheet paper purchases.”

For Simon & Schuster, a primary fac-
tor is availability. “Our target for FSC-
certified paper is, in large part, based on
the availability of FSC paper in grades
that are compatible with our current
product mix,” D’Onofrio says.

As understandings of climate impacts
become more sophisticated, even the
normally unquestioned propriety of re-
cycling has come under scrutiny.

“It’s so easy to jump on the recycled-
paper bandwagon, but the recycling
process might have a bigger carbon foot-
print than reusable forest products,” Best
says. “If they’re driving it to pulping sta-
tions, the use of fossil fuels involved with
that might exceed the benefit of it. That’s
why research is so important.”

Miller notes, however, research has
been done that takes into consideration
pulp transportation, along with many other
environmental parameters, and the results
show that the benefits of using recycled pa-
per outweigh the impacts of the processes
involved in producing (and shipping) it.

“Companies are now asking, in terms
of climate change, ‘Is it preferable to get
virgin paper from Canada or recycled pa-
per from China?” How do we reconcile
transportation emissions?””’ says Beckhardk.

“Just the fact that publishers are asking
these questions shows the growth in the
market,” she says. “We maintain recycled
content is better, but it’s complicated, and
as we move closer and closer to climate-
change legislation federally, we are going
to have thousands of issues to sort out.”

Measuring the

Book Industry’s
Environmental Impact

On March 10, the Green Press Initiative
(GPI) and Book Indusiry Study Group
(BISG) will release the results of their
major benchmarking survey during the
Publishing Business Conference and
Expo at the Marriott Marquis in New
York City. This landmark survey will
establish a baseline for tracking climate
impacts and improvements by the U.S.
book industry.

Get Advice on Going ‘Green’

On March 11, Tyson Miller from GPI
and Andrew Van der Laan from Random
House will join a panel of other experts
presenting the session “How to Improve
Your Environmental Impact Without
Breaking the Bank” at the Publishing
Business Conference and Expo. They'll
explore the options that exist today
to help you improve your company’s
environmental impact, and discuss what
you need to know to go “green”’—from
today’s manufacturing options to tips
for creating and implementing effective
corporate policies, and more.

Visit  www.PublishingBusiness.com for
more information or to register.

Looking Ahead

Since its formation in 2001, the GPI
has labored tirelessly to create workable
strategies for book publishers. The fact
that almost 160 publishers have issued
significant environmental policies or
have signed on to the industry’s “Treatise
on Responsible Paper Use” (nine print-
ers and four paper mills have signed the
treatise as well) is largely a testament to
GPI’s tenacity in increasing awareness of
the importance of the issue.

“Before we started our work, there
wasn'’t really a lot of information out
there” for publishers, Miller says. “For
smaller ones, it was just a matter of out-
reach ... and there weren’t as many op-
tions” in “green” products on the market.

As more large publishers continue to
adopt some or all of the principles ad-
vocated by the GPI, the industry will
change for good—and, most would
agree, for the better. BB
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