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sETTing THE sTagE

I’m very pleased to share with you the third edition of 
Canadian Mountain Holidays’ (CMH) sustainability report. 

Over time, I’ve come to understand the importance of these 
reports in the context of transparency. By identifying our 
issues and goals, and by tracking and communicating our 
progress, we are providing clear evidence of our continued 
commitment to the journey toward sustainability.

But in light of the old adage “what gets measured gets 
managed”, our commitment to regular reporting also forces 
us to become even more objective and honest about what it is 
that we’re doing. It means being frank with each other about 
the degree to which we are (or aren’t) weaving sustainability 
into our day-to-day operations and decisions.

It would be easy to say that we can’t afford to worry about 
sustainability right now because the economy is tight. That’s 
not only the wrong approach at the wrong time, but it relies 
on an outdated and narrow definition of sustainability as 
being only about extra environmental initiatives. It’s much 
more than that. If we assume that unsustainable behaviour 
got the world into our current economic situation, then we 
have an opportunity now to change the way we approach  
our decisions and behaviours… if we pay attention and  
do something.

You’ll see in this report that we have – for the first time – 
begun to discuss climate change and energy management. 
This is an excellent example of a challenge that hits the fiscal, 
social and environmental pillars of sustainability. Becoming 
more efficient in our use of energy not only goes right to 
our financial bottom line, but it reduces our carbon footprint 
and – if we engage staff in finding solutions – helps to build 
buy-in and commitment for our common goals. That’s what I 
call a “sustainability sweet spot”.

An additional benefit of this reporting is that it has provided a 
foundation for empowering our people to look for solutions, 
and to be more accountable for their actions. More and 
more of our employees – from directors and senior managers 
to individual lodge and office staff – are evaluated in their 
annual performance reviews on how they contribute to our 
sustainability goals.

The biggest successes since our last report, however, have 
been the unique stories of our people’s passion for and 
commitment to sustainability. These stories, which you will 
find throughout this report, are the true embodiment of what 
we’re trying to do – foster personal initiative. I’m continually 
inspired to see our staff come together to find new and 
innovative ways to reduce our footprint. 

I’m also excited to continue our work around wildlife, with a 
focus on species at risk. This is not an either/or situation. It’s 
important to me that we continue to demonstrate that we 
can run a successful tourism business and address the needs 
of key wildlife species in the areas where we operate.

There may be much to celebrate, but there’s also lots of 
work to do. This report comes in challenging times and I’m 
convinced that now is the time, more than ever, to focus on 
how we can operate a fiscally, socially and environmentally 
sustainable business. I hope you’ll continue to help us on 
this journey. So, if while you’re reading this report, you have 
questions or concerns, please don’t hesitate to contact me.

From Dave Butler 
Director of Sustainability 



 

“Anything an organization does has 
an impact on what’s around it, but 

this impact can be mitigated by the 
numbers you put out there. That 

was Hans Gmoser’s vision. He put 
limits on the number of guests in 

the backcountry for good reasons… 
and we’ve maintained that model for 

more than 45 years.”

~ Marty von Neudegg 
Director of Corporate Services  

and CMH employee for 23+ years

our vision  
For susTainabiliTy

To be responsible stewards...  
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We will:

	 •  Be responsible stewards of the environments and   
  communities  in which we live, work and play

	 •  Strive to improve environmental performance in all of  
  our operations

	 •  Be a leader in sustainability in our professional   
  organizations and the broader tourism sector

	 •  Educate staff, guests and suppliers about our sustainability  
  goals and initiatives and encourage personal action

	 •  Operate in a manner that is compliant with all government  
  laws and regulations

	 •  Support research and education programs to improve our  
  sustainability practices

	 •  Contribute to the economic and social well-being of our  
  local communities

	 •  Deliver strong financial results to ensure a sustainable  
  future for our company.

Be responsible stewards...



govErnanCE and ManagEMEnT For susTainabiliTy

CMH is one of four businesses in the CMH-Alpine Group of 
Companies, which is owned by Fortress Investment Group. 
David Barry is the CEO for this group of companies and Walter 
Bruns is the President of CMH.

While it’s our intent to continue to weave sustainability into the 
fabric of CMH, this does not happen magically or completely 
organically. It takes creativity, adaptability and focus. The 
primary leader of this work is Dave Butler, our Director of 
Sustainability. This position was formally created in the spring 
of 2008 to recognize the importance of sustainability to CMH. 
However, Dave can’t do it all alone. He works directly with, and 
relies on the assistance and support of his fellow directors and 
area and lodge managers. Collectively, our focus is to ensure 

that how we operate our business results in sustainability as 
an outcome. The formal responsibilities, accountabilities and 
decision-making authorities for putting sustainability into 
practice lie within our senior management team.

“The way I see it, the world is made up of three  
types of people: innovators, imitators and idiots.  
CMH is definitely an innovator!”

~ Christoph Weder 
 Supplier to CMH and Owner and Rancher, Heritage Angus Beef
 www.heritageangus.ca
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assuranCE and EngagEMEnT

There’s no doubt that we’re very proud of our staff’s progress 
and achievements around sustainability. But it needs to be 
said that we don’t produce these reports for the purposes 
of patting ourselves on the back. This method of reporting 
gives us a tool for having important conversations with those 
around us and holds our feet to the fire.

We generally don’t use the word “stakeholder”; it’s a dry and 
over-used term that doesn’t adequately describe the wide 
range of people who are connected, in one way or another, 
to CMH. This includes (but is not limited to):

 •  Staff

	 •  Guests

	 •  Suppliers and partners (such as our sales agents or our  

  long standing friends at the Calgary Delta Airport Hotel  

  or the Regent Inn in Revelstoke)

	 •  The communities where we live, work and play

	 •  First Nations

	 •  Our government regulators 

	 •  Our harshest critics.

We’re convinced that to have credibility in this process, we 
need to be transparent and bring others into the picture to 
verify that our efforts toward sustainability aren’t just words – 
that we’re really truly doing what we say.

This is happening on a number of levels through actions  
such as:

Storytelling

As you’ll see in this report, our commitment to sustainability 
comes into sharper focus when we share real stories of 
individual staff who’ve taken it upon themselves to identify a 
problem, think of a way to solve it and implement a solution. 

Partnership

It’s important to use external organizations to verify our 
results. In this report, for example, you’ll see that we 
contracted InterVISTAS (an internationally-known consulting 
firm with a focus on tourism and transportation) to calculate 
our “carbon footprint”. We also want to keep working 
with environmental and community groups to continually 
enhance our transparency and get external feedback on how 
to improve our operations. To do that, it’s important for us 
to understand what others perceive our challenges to be and 
hear their ideas on how to improve. The Town of Banff’s Chad 
Townsend shared his ideas when we asked what he thought 
of our operations:

“It can be a challenge to practice what you  
preach… especially when you have to manage  
guest expectations.”

~  Chad Townsend 
 Environmental Services Coordinator, Town of Banff  
 and member of the Banff Environmental Stewardship Alliance 
 www.banff.ca

“Through our storytelling, we’ve become 
more accountable and more rigorous in 
our level of commitment. Telling our story 
has also helped us to engage others.”

~ Connie MacDonald 
 Director of People and CMH employee for 6+ years



Certification 

We’re also watching the growth of sustainable tourism 
certification schemes around the globe. With this in mind, 
we were particularly pleased to see the birth of the B.C. 
Partnership for Sustainable Tourism. This organization now 
goes by the name ETHOS and has the goal to develop a 
sustainable tourism certification program for British Columbia. 
We’re excited about this and hope to be an early adopter of 
that system.

Commitment

This is our third sustainability report, and it won’t be our 
last. We commit to producing these reports on a regular 
basis (approximately every two years). We believe that acting 
on feedback from guests, staff, suppliers and partners, 
communities, regulators and others is a crucial piece in 
achieving transparency and it’s important for our long-term 
sustainability.    

Measurement – the Global Reporting Initiative (GRI)

This is the first time we’ve begun to link our sustainability 
reporting with the GRI. We like this model because it can 
be used by organizations of any size, sector or location. It 
takes into account practical considerations faced by diverse 
organizations and with it, we can compare our operation to 
other businesses in a qualitative and quantitative capacity. 
Companies such as Apple, Coca Cola and Unilever are using 
the standard now, but we are aware of few – if any – tourism 
companies in North America that are reporting to the GRI 

standard. It’s our intention to build toward full GRI reporting 
by our next report.

“The GRI Reporting Framework is intended to serve 
as a generally accepted framework for reporting 
on an organization’s economic, environmental and 
social performance.”

~  Global Reporting Initiative  
 Amsterdam, The Netherlands 
 www.globalreporting.org 

In brief, the focus of the GRI system is balance, comparability, 
accuracy, timeliness, clarity and reliability. Companies using 
the GRI system must include in their reports specific criteria 
at one of three levels: C, B or A. To be considered as a “C” 
level report, for example, a company’s report must include 
a number of very specific disclosures (such as a statement 
from the President or CEO and a description of key risks 
and opportunities), along with a minimum of 10 standard 
indicators. If an outside party has verified the report, it 
becomes a “C+” level report. Reports at a B or A level  
must include additional disclosures and an extensive range  
of indicators.

Based on a review of the GRI guidelines, we believe that 
this report is close to, but not quite yet at a “C” level (G3 
standards) of reporting. It’s our intention to move to a “C” 
level of reporting by the next report. 
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sECond naTurE CoMMiTTEE
Living it. First hand.
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“I was excited to inspire staff further and hoped 
they might even integrate some of the practices we 
recommended into their homes.”

~ Nicole Koester, Reservations Manager  
   and Second Nature Committee Member

Since our inception, CMH has held a deep sense of responsibility 
to care for the mountain environments and communities 
where we operate. In 2000, we formalized our commitment to 
stewardship by establishing the Second Nature program. This 
employee-driven program helps us link operations, training, 
research and business development to our vision and goals  
for sustainability.

This committee has made a significant impact on the way we 
behave in and around our offices and lodges. The following  
are just a few of the many tactics they’ve employed since the  
last report:

	 • Lighting – decreasing the number of lights in certain   
  lodges and changing bulbs to compact fluorescents where  
  possible

	 • Flying time – running a tight ship on the number of hours  
  the helicopters fly compared to the number of metres skied

	 • Guest education – lodge managers introduce guests to  
  our Second Nature goals by discussing ways they can play  
  a part in minimizing our footprint.

Like anything, progress in sustainability has its ups and downs 
and we expect to continue to meet challenges along the way.  
To prepare for these, we’re giving greater individual accountability 
to committee members and empowering them to work with 
colleagues to:

 • Identify priority issues

	 • Identify measurements (metrics) for gauging  
  our progress

	 • Set targets for improvements

	 • Report on their progress over time.

As a commitment to CMH’s vision for sustainability, committee 
members are charged with:

	 • Being accountable through annual performance   
  assessments

	 • Defining clearer and more consistent priorities

	 • More accurately tracking progress

	 • Taking full advantage of the incredible horsepower   
  and passion of this group.  

The following inspirational staff comprise the 2010 
Second Nature Committee:

•  Adrienne Daniel – Valemount Lodge

• Angelika Weder – Monashee Lodge

• Becky Champion – Reservations, Banff 

• Bob Lutz – Information Systems, Banff 

• Connie MacDonald – Communications & People,  
 Banff 

• Dave Butler – Sustainability, Cranbrook 

• Duane Dukart – Adamants Lodge

• Erin Teunissen – Cariboo Lodge

• Greg Gauld – Bobbie Burns Lodge

• James Vickers – Gothics Lodge

• Jim Keebe – Bugaboo Lodge

• Lianne Marquis – Hospitality Services, Banff 

• Lyle Grisedale – Revelstoke Operation

• Simon Hellyer – Kootenay Operation/ 
 Kuskanax Hotel

• Tanya Skalbania – Sales & Marketing, Banff

 

Lyle Grisedale, Second Nature Committee Member
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Environmental values 
Living it. With respect.

Wildlife

In our last report, we introduced a tool called SnowBase 
and described its use in our work with wildlife. This tool 
was initially used as a way for guides to track and analyze 
snow, weather and slope stability data. In 2008, the use 
of SnowBase was kicked up a notch. Managers of each 
operating area were – for the first time – given a “report 
card” that graded them on their use of the tool when 
implementing our wildlife procedures and decision protocols. 
These report cards were again issued in the fall of 2009. 
It’s anticipated that these regular report cards, which were 
developed by a third-party biologist, will become a standard 
part of annual performance reviews for these managers.

We understand that using SnowBase as a tool for addressing 

the needs of wildlife adds additional complexity to our guides’ 
day. We’re confident, however, that SnowBase assists us to 
make the right decisions and are appreciative of the time our 
guides take to help implement this program.

“SnowBase has created a reliable system regarding 
report functions and wildlife data. Though this 
has given credibility to CMH and the Government 
of B.C. has been impressed, the fact remains that 
SnowBase is a lot of work for our guides.”

~  Willy Trinker 
 IFMGA Guide and former Manager – Silvertip Lodge and CMH   
 employee for 20+ years

In the following pages, you’ll see tables listing our indicators, 
progress since the last report and goals until our next report.

ProgrEss and aCHiEvEMEnTs 
2007-2009
In this, our third edition, we reflect on the work we’ve done, share our goals for the next three years and evaluate our efforts using 
the latest measurement methods. This report focuses on information from 2007 and 2008. At the time of printing, data from fiscal 
year 2009 was not yet available. 

As referred to in the Measurement section on page 6, we’re beginning to use a new way of reporting. The Global Reporting Initiative 
(GRI) has pioneered the development of the world’s most widely used sustainability reporting framework. This framework sets out 
the principles and indicators for organizations to measure and report their economic, environmental and social performance.

“The tight integration of important wildlife 
information with critical operational skiing 
and safety data is a first for the Heli-Ski 
and snowcat industry, and one of the best 
implementations of such a system that I 
have seen in any industry.”

~ Steven F. Wilson, Ph.D., R.P.Bio. 
 EcoLogic Research
 www.ecologicresearch.ca

Minimizing our impact...
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1.1  Number of annual training sessions 
 for guides where wildlife procedures  
 are reviewed

1.2  Degree of involvement in on-going   
 mountain goat research programs

1.3  Degree of integration of wildlife   
 procedures into operating areas  
 (using report card system)

Hired wildlife researcher Dr. Steve Wilson and 
biologist Dennis Hamilton to review staff training 
and field operating procedures

Provided funding for mountain goat survey 
conducted with the assistance of an external 
biologist and government biologists. Results 
showed a 15 - 20% increase in the number of 
goats in two of our operating areas in 2008 
compared to 2002.

Third-party biologist created report card tool  
for CMH area managers, grading them on use  
of SnowBase, and wildlife procedures and  
decision protocols

Continue to ensure that:
 - All guides attend training sessions   
  that review wildlife procedures
 - At least once per year, we work with  
  government and credible consulting   
  biologists to review and update training and  
  field operating procedures

Continue to work with partners in government 
and academia on research programs

Continue to improve our use of procedures

1. Issue: Wildlife management

Indicator Progress since last report Goal until next report

water, vegetation, waste and fuel
In the last report, our commitment to safe and responsible 
fuel management practices was a key focus. Now, with 
that program well established, we’re working hard on 
improvements in other areas, such as responsible waste and 
water management.

Water

Beyond monitoring our water usage, we’ve begun to 
implement a variety of measures suited to each location. 
Here’s a brief snapshot of such measures:

	 • Installation of low-flush toilets and low-flow  shower   
  heads. e.g. The Gothics installed 18 low flush toilets that  
  helped to save approximately 75 L per guest  per day!

	 • Decreased use of water coolers. e.g. Banff’s downtown   
  office discontinued the use of coolers, replacing them  
  with simple tap filters. This resulted in saving fuel from  
  transporting water, using less plastic (from the containers),  
  saving staff resources and freeing up more than $4,000   
  annually from no longer purchasing the water..

Waste management

At every CMH lodge and office, we’re invested in minimizing 
the amount of waste we send to landfills. Our waste 
management efforts apply to food, packaging, fuel and 
valuable natural resources, such as water. We’re fortunate 
to live during a time of high environmental innovation 
and because of the number of emerging products and 
technologies, we’re amidst somewhat of a testing phase. 

Through this, we hope to discover new ways to further 
advance our waste management practices. Some of these 
promising approaches can be seen at our Kootenay operation 
where we’re trying the use of plastic sandwich crates, instead 
of saran wrap, for lunches in our ski program, in addition to:

	 • Composting all possible food waste (salvaging   
  between 600 and 800 lbs of food waste per week)

	 • Cutting garbage waste by half in the last year, through  
  practices such as recycling, and composting and   
  packaging management (e.g. using mostly  
  non-processed foods)

	 • Thinking outside the box of traditional packaging by:

  ~ Reducing the use of plastic bags and using   
   compostable bags instead for handling garbage

  ~ Eliminating the use of Styrofoam and using  
   eco-friendly to-go containers instead

  ~ Using compostable cutlery, and beverage and  
   portion containers in the field and buying creamers   
   and coffee in bulk instead of individually to   
   reduce packaging.

As an example of what our Banff offices are doing, let’s 
take a look at the Reservations Department. As you can 
imagine, they have to maintain a lot of lists when making 
arrangements for guests. By using electronic lists, printing 
on recycled paper and printing only the pages required, this 
team’s efforts resulted in saving a collective 30,740 pages over 
the course of one year. With 500 pages in one package of 
paper, that equals more than 61 packages of paper!



10  •  www.canadianmountainholidays.com

3. Issue: ABLE* program

3.1  Frequency of data collection  
 on ABLE plots

Moved from a 5 to a 10-year data collection cycle 
because no measurable change was found after 
5 years and also due to fiscal limitations. The 
move to a 10-year cycle ensured a high standard 
of research, with wise use of resources for the 
project’s longevity.

Re-measure ABLE plots in 2015

Goal until next reportIndicator Progress since last report

4. Issue: Waste management

Indicator Progress since last report Goal until next report

4.1 Number of lodges with composting   
 systems in place (either on-site or   
 community-based)

4.2 Number of lodges with waste   
 management reduction programs  
 in place

4.3 Volume of waste saved due to  
 reduction programs

3 lodges have composting systems

9 lodges have waste management reduction 
programs

Currently determining baseline amounts for 
future waste reduction measurements

Continue to research composting opportunities 
for other lodges

All lodges to have a waste management 
reduction program

At least 6 lodges measuring the volume of 
waste saved due to reduction programs

*ABLE (Applying Backcountry Landscape Evaluations) – a program in which we identified 250 permanent photo plots where we monitor the effects of our summer use on alpine and 
sub-alpine ecosystems on an on-going basis

 2. Issue: Water consumption

Indicator Progress since last report Goal until next report

2.1  Number of lodges monitoring  
 water consumption

2.2  Number of lodges with active water  
 conservation programs in place

8 lodges and all offices are monitoring water 
consumption

3 lodges and the Banff offices have water 
conservation programs in place

All lodges and offices monitoring water consumption

Establish tracking system to record baseline  
water consumption at all lodges and offices

All lodges and offices to have a water  
conservation program in place



www.canadianmountainholidays.com  •   11

5. Issue: Fuel management

Indicator Progress since last report Goal until next report

5.1  Degree to which fuel handling   
 procedures meet or beat  
 regulatory standards

5.2  Number of fuel spills and volume  
 of fuel involved

Procedures manual updated for unloading jet 
and diesel fuel at lodges and remote tanks,  
and brought procedures up to date with  
current standards

Since the last report we have had 0 spills 
involving 0 litres of fuel

Continue to review and update the fuel 
management program including handling 
procedures, inventory systems, storage and 
staff training

No fuel spills

In our last two reports, we touched on managing our use of 
energy. Since that time, there are two issues that have grown in 
importance and profile that we need to address:

	 • It’s become clear that global climatic patterns are   
  changing and that humans are contributing – to  
  some degree – through greenhouse gas (GHG) emissions  
  associated with energy consumption. We’re not going   
  to enter into the debate about whether this is or is not   
  occurring, or the degree to which humans play a role.   
  That’s not helpful. What we can and should talk about is  
  what we’re doing at CMH.

	 • The costs of energy (both fossil fuel and other) continue  
  to be uncertain. We expect these costs to increase over   
  time, with the potential to become an increasingly large  
  proportion of our expenses.

In the absence of any other realities, our approach to these two 
issues would normally be to reduce our total energy footprint. 
This would reduce our costs and reduce our GHG emissions.

A key objective, however, is to grow our business. Because the 
use of helicopters is an essential component of that business, 
reducing our overall energy use and growing our business are 
incompatible objectives. Realistically, we are not in a position 
to significantly reduce our overall use of energy unless new 
cost-effective technologies change how helicopters operate. 
There is research underway regarding Jet A fuel and alternative 
fuels for helicopters but we understand that this remains many 
years away. Since this is outside of our sphere of influence, it’s 
important that we focus on what we can do as an organization. 
Such focuses include reducing our energy use and continuing to 
drive efficiency around how we use that energy.

Carbon footprint
The first step in managing our use of energy is to better 
understand how we use it and our resulting “carbon footprint”. 
During the fall and winter of 2008/09, we engaged InterVISTAS 
Consulting Inc. (Dr. Joe Kelly and Stanley Tse) to calculate the 
footprint for our 2007 and 2008 fiscal years. Their calculations 

followed respected accounting and reporting methods1, with 
the accounting protocol being the tool most widely used by 
government and business leaders internationally.

In developing our report, InterVISTAS categorized our emissions 
from sources under our control or ownership into the following 
“scopes” as defined by the Green House Gas Protocol:

	 • Scope 1 – direct emissions from sources at CMH, including  
  emissions from heating buildings, generating electricity   
  and operating fleet vehicles and helicopters

	 • Scope 2 – indirect emissions from the use of purchased   
  electricity in buildings

	 • Scope 3 – all other indirect emissions, including emissions  
  from contracted client transportation, client hotel usage,  
  business air travel, paper usage and waste collection  
  and landfill.

For each source of energy, InterVISTAS used standard emissions 
factors that translate a unit of energy (such as a liter of diesel 
fuel) into GHG emissions, reported as CO2 equivalents. We 
excluded refrigerants, employee commuting and guest travel 
from our inventory because we were either unable to verify the 
figures or they were out of our scope of control.

It’s our intention to calculate our footprint on an annual basis, 
using consistent methodology so that we can compare our 
progress from year-to-year.

We have four main strategies to help manage our use of energy:

	 • Strategy #1 – annual audit of scope and scale of energy  
  consumption across all business units.

	 • Strategy #2 – reduce energy consumption and drive   
  energy efficiency across physical facilities and equipment by:

  ~ Developing and tracking metrics for buildings and   
   vehicles

  ~ Setting targets for efficiency improvements in each area  
   of  the company on a per-guest basis

  ~ Ensuring staff are accountable for outcomes.

	 • Strategy #3 – drive additional alternative energy   
  development through third-party investment.

	 • Strategy #4 – investigate offset strategies for energy use  
  through credible offset providers.

  1 The Greenhouse Gas Protocol: A Corporate Accounting and Reporting Standard, Revised Edition published by World Resources Institute and the World Business Council for     
 Sustainable Development

Managing our use of energy 
Living it. Responsibly.
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Strategy #1: 

Annual audit of scope and scale of energy consumption across all business units.

Details 2007 emissions % of total           2008 emissions   % of total % variance
 (tonnes CO2e)  (tonnes CO2e)                               2007 to 2008

Gas heating 1,278 11% 1,208 10% -6%
Diesel generators 1,076 9% 1,104 9% +3%
Helicopter fuel 6,386 56% 7,618 61% +19%
Ground vehicles 508 4% 381 3%  -25%

Sub-total Scope 1 9,248 81% 10,311 82% +11%

Details Emissions (tonnes CO2e) % of total            Emissions (tonnes CO2e)  % of total % variance
 2007   2008                                          2007 to 2008

 204 2% 222 2% +9%

Details Emissions (tonnes CO2e) % of total            Emissions (tonnes CO2e)  % of total % variance
 2007   2008                                               2007 to 2008

Business air travel 26 0.2% 47 0.4% +78%
Client transportation – hired coach 304 3% 353 3% +16%
Client transportation –  
  chartered small aircraft 30 0.3% 27 0.2% -12%
Client hotel usage 1,563 114% 1,489 12% -5%
Paper usage 3 0.03% 3 0.02% -10%
Garbage and recycling haulage 76 0.7% 86 0.7% +13%

Sub-total Scope 3 2,003 17% 2,005 16% +0.1%

Total 11,456 100% 12,538 100% +9%

Source: Scope 1 (Direct)

Source: Scope 3 (Other indirect emissions)

Source: Scope 2 (Indirect - purchased electricity)

Table 1: Greenhouse gas emissions, fiscal years 2007 and 2008

Note: Figures may not add correctly due to rounding

Figure 1: 
Greenhouse gas emissions  
by source, fiscal years 2007 
and 2008
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Now that our footprint has been calculated, this report marks 
our first opportunity to present this data. The numbers on 
page 12 clearly show us that our footprint increased by 
9% from 2007 to 2008, despite a slight reduction in guest 
numbers. This is evidence of the need for us to increase our 
focus on efficiency in terms of how we use energy.

driving efficiencies
We now have a baseline for our use of energy and the 
resulting GHG emissions, but this is ultimately a question 
about how we use energy. As a result, we’ve chosen to use 
energy consumption figures (rather than GHG emissions) to 
set targets for improvements. We will use 2007 as a baseline 
year in line with the Province of B.C.’s approach.

As noted above, we’re not in a position to significantly reduce 
our overall use of energy unless cost-effective technologies 
evolve around helicopters. We have always had, and will 
continue to have a sharp focus on maximizing efficient use of 
helicopters because it’s such a significant cost to us. But we’ve 
come to realize that we have opportunities to drive energy 
efficiencies in other parts of the business as well.

A standard approach to measuring energy use is through 
indicators that track performance over time. Indicators can be 
defined in terms of absolute or intensity-based metrics. While 
absolute figures measure total energy use, intensity-based 
emissions measure eco-efficiency or energy per unit. 

According to InterVISTAS (2009):

 “As CMH grows its business, its absolute emissions  
 will almost certainly climb due to increased helicopter  
 use. Since major advances in improving helicopter fuel  
 efficiencies or developing an alternative fuel source  
 are potentially decades away from realization, an 
 absolute emissions measure is not a realistic indicator  
 of CMH’s environmental performance. Instead,  
 an intensity-based emissions indicator provides   
 a more suitable measure for tracking performance   
 over time.” 

It’s critical for us to track and strive to reduce our energy 
use on a per-guest basis. This will allow us to compare the 
efficiency of our facilities to each other and compare them 
against themselves over time. As each facility uses a different 
energy source or combination of energy sources, developing 
that single metric to track this per-guest usage will likely 
become a key challenge. It’s an important one, however, and 
we intend on developing metrics such as kwhrs consumed per 
guest per night or Btu consumed per guest per night.

One of our recent initiatives to maximize efficiency has 
been to limit the unnecessary movement of vehicles and the 
number of items being transported. To help do this:

	 • We’ve managed the number of seats per guest so   
  that vehicles are being used efficiently, while still   
  providing comfortable travel

	 • We’ve actively recommended to guests that they travel  
  to the airport located closest to the lodge area (Spokane  
  instead of Calgary, for example, may work best for   
  operations such as Kootenay).

Strategy #2: 

Reduce energy consumption and drive energy efficiency across physical facilities and equipment by:

 • Developing and tracking metrics for buildings and vehicles

 • Setting targets for efficiency improvements in each area of the company on a per-guest basis

 • Ensuring staff are accountable for outcomes.

driving alternative energy 
development
As part of our drive to become more efficient, it’s clear we 
have opportunities to reduce our use of fossil fuels through 
the use of alternative energy sources such as micro-hydro, 
wind and solar power. This will reduce our GHG emissions. 
We have already embarked on this path by developing a 
micro-hydro system at our Galena lodge. 

In these challenging economic times, however, we do not 
always have the capital available to undertake more of these 
projects. But we aren’t prepared to let that stop us from 
taking action in some way. Since 2009, it’s been our intention 
to drive alternative energy development through third-party 
investment. 

To do this, we will:

	 • Identify opportunities for shifting to alternative   
  sources of energy (such as micro-hydro systems  
  at our Adamants, Cariboos, Bugaboo and Bobbie  
  Burns lodges)

	 • Develop packages for potential investors that describe  
  those development opportunities in detail

	 • Identify and approach potential investors in  
  design==> build==> operate approaches to these   
  projects and  then support and fund them through our  
  regular operating expense stream

	 • Identify possible partnerships for piloting and testing  
  new technologies.
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Strategy #3: 

Drive additional and alternative energy development through third-party investment.

offset strategies
We will continue our focus on efficient use of our helicopters 
and will drive efficiencies in our physical facilities and 
equipment. But our reality is that we will continue to consume 
energy in our business. As a result, we’re now looking at ways 
that we might offset that consumption through offset projects 
developed by credible providers. 

This is an area about which we are, quite frankly, nervous 
because of our own uncertainty about the reliability and 
veracity of the offsets currently available. But if we go down 
this road, we’ll be looking at offset providers that:

	 • Are non-profit, with clarity about their overhead costs

	 • Develop projects with clear additionality, long-term   
  benefits and that act as a form of community   
  development/diversification in areas close to our lodges.

It’s our intent to consult with staff, guests and suppliers as 
we consider this step as it may lead to opportunities for 
our guests to voluntarily offset their own travel to/from 
our lodges. If we do go down this road, we’ll use future 
sustainability reports to communicate the results of these 
strategies because this is an issue for which we are particularly 
interested in feedback.

Strategy #4: 

Investigate offset strategies for energy use through credible offset providers.

6. Issue: Energy management

Indicator Progress since last report Goal until next report

6.1  Tracking system in place for energy   
 consumption on a fiscal year basis

6.2 Energy consumption identified  
 by source

6.3  Carbon footprint (GHG emissions)   
 tracked on a fiscal year basis

6.4  Energy conservation/reduction   
 program in place for each lodge  
 and office

6.5  Energy saved due to conservation   
 and efficiency improvements

Hired InterVistas for initial audit of scope  
and scale of energy consumption across 
business units

Determined baseline consumption resulting 
in direct, indirect and other indirect emissions 
(similar to the Province of B.C.)

Determined initial emissions as:
 ~ 2007 – 11,456 tonnes of CO2e
 ~ 2008 – 12,538 tonnes of CO2e

Programs established in 7 lodges and all offices

Overall energy consumption increased from 
2007 to 2008. Some decrease did occur, such 
as in our Banff office and in our portion of the 
Delta Calgary Airport Hotel.

Develop metrics for buildings and vehicles

Energy footprint tracked annually

Set targets for efficiency improvements in each 
area of the company on a per-guest basis

Develop a single metric to track the use of 
energy on a per-guest basis

Develop metrics for offices and lodges

Ensure staff is accountable for outcomes

Track and strive to reduce the use of energy on 
a per-guest basis
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7. Issue: Micro-hydro systems

Indicator Progress since last report Goal until next report

7.1  Number of lodges with micro-hydro   
 systems in place

Researched the feasibility of installing systems 
at the Adamants, Bugaboo and Cariboo lodges

Drive alternative energy development through 
third-party investment in at least one new project

8. Issue: Carbon offsets

Indicator Progress since last report Goal until next report

8.1  % of annual GHG emissions offset   
 by external offset programs

Researched programs to help offset energy 
consumption

Consult with staff, guests and suppliers for 
offset considerations

Identify one or more credible carbon offset 
program that we can recommend to CMH 
guests who are interested in offsetting the 
impact of their air travel

CMH is known for selling great products. And we know that product 
performance is important, but really, it’s only a start. About three 
years ago, we started to dig deeper into the impact that the products 
carried in our retail shop had on the environment and the global 
community. 

Through the course of our research, we discovered a lot about our 
products and though worthwhile, we also discovered that this type 
of investigation takes a lot of time and energy! We learned that there 
are many layers of information to uncover, and that things change 
quickly. It becomes a constant focus of exploration.

Influencing our supply chain 
Living it. For greater good.

If you had to buy a standard T-shirt, organic T-shirt or 
one made of bamboo would you:

	 • Think about the actual footprint of the shirt?

	 • Know if a decrease in chemicals is a key factor  
  to consider?

	 • Wonder what long-term effects an increased   
  demand for organic materials might have on  
  the land?

	 • Consider how a product’s popularity and increased  
  production might impact labour practices?

	 • Think about what country the garment should  
  be manufactured in so that the T-shirt has a   
  minimal shipping footprint? For example, if the  
  material is created out of Asian bamboo, is  
  Thailand the best country to create the  
  garment in, or should it be made in Canada?

These questions show a snippet of what we might 
think about when investigating a product we carry. 
We try to decipher the difference between a good 
product and good marketing. That being said, we 
realize it’s impossible to know it all. All we can do is 
try our best and in the case of organic T-shirts, we’ve 
decided to purchase them. Through the course of 
our research, we’ve been able to influence others for 
the better, have on occasion changed who we buy 
through and have learned a lot in the process!

T-shirt talk
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9. Issue: Using sustainability in dealing with suppliers

Indicator Progress since last report Goal until next report

9.1 Responsible purchasing policy in   
 place and being used in purchasing   
 decisions

9.2  Number of external partners with   
 whom we have worked to change   
 their behaviours or practices

9.3  The scope and scale of changes in   
 behaviours and practices which   
 occur in our external partners   
 as a result of our influence 

Still in place and continuing to work with 
suppliers. The policy has become a part of 
standard CMH operations.

We’ve successfully influenced 25 external 
partners to use responsible supply chain 
practices

We have observed changes in behaviours and 
practices on the part of our suppliers, and many 
of these are outlined in this report

Continue to use the Responsible  
Purchasing Policy

Use policy to choose two new suppliers

Work with at least two external suppliers 
to influence their approach to sustainable 
practices

Continue to communicate the nature of 
changes in behaviours and practices on the 
part of our suppliers which come as a result of 
our influence on them

To and fro
We’ve also worked hard to improve our shipping practices. 
This ranges from minimizing wasted packaging to making 
our overall process as low impact as possible through smart 
transport. To do this, we’ve incorporated some new tactics 
internally and even requested some changes to the practices 
of our suppliers and distributors:

Internal

	 • Choosing Donaldson filters for our lodge generators   
  and buying generator supplies in bulk annually to reduce  
  packaging and transportation costs

	 • Buying bulk spa chemicals annually to reduce packaging  
  and transportation costs

	 • Purchasing a Subaru Outback PZEV (Partial Zero Emissions  
  Vehicle), which is equipped with specialized equipment  
  that results in fewer emissions than standard vehicles

	 • Reusing cardboard boxes, not buying shrink-wrap and   
  using durable, waterproof plastic containers to move   

  goods. This alternative to cardboard and Styrofoam  
  boxes lasts for about three years.

	 • Incorporating re-usable tote bins to transport produce   
  this winter.

External

	 • Working closely with HD Supply Litemor to source   
  the best possible lighting technology for our lodges. Light  
  bulbs are purchased in bulk annually to reduce packaging  
  and transportation costs.

	 • Working with more than 25 suppliers ranging from   
  SaniWorks to Sysco to Arc’teryx to:

  ~ Source environmentally friendly cleaning supplies   
   and paper products
  ~ Limit the amount of packaging and hangtags used 
  ~ Incorporate the use of recycled containers and   
   multi-use packaging
  ~ Source locally or purchase in bulk for efficient   
   transport and handling.

Influencing our supply chain 
Living it. In the kitchen.

In 2007, we became focused on sourcing the food we serve 
with as much ethical purchase as possible. In order to do this, 
we’ve done a lot of research and have worked directly with local 
ranchers, farms and responsible producers to bring high quality 
and low impact food to the dining table for our guests and staff.

Our purchasing values are integrity-based and focus on:

 • Quality

	 • Locality

	 • Strategic sourcing – leveraging local purchasing in   
  conjunction with central purchasing whenever possible

 • Best sustainable practices.
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where’s the beef (from)?

“What I enjoy the most is that CMH staff are nature 
loving mountain people and that’s similar to us.  
We both love the land…”

~ Christoph Weder 
 Owner and Rancher, Heritage Angus Beef, www.heritageangus.ca

Brought together by shared values even beyond business 
principles, we began purchasing our beef from Heritage Angus 
Beef in 2007.

The list is long as to why we were impressed with their beef. 
First and foremost, we liked that they ranched according to the 
industry’s most environmentally sustainable cattle practices. 
With 14 ranches across Alberta and Saskatchewan, their beef is 
produced from free-range cattle that graze on grass and fodder 
the “old fashioned way”. As part of their commitment to 
sustainability, their producers do not use hormones, antibiotics 
and/or any animal by-products and they have a very clear and 
progressive approach with their feed practices.

“Certified organic means that cows cannot eat grass 
and instead eat an organic grain generally transported 
from far away distances. This has manipulated the 
process and misses the mark. Heritage Angus has 
gone back to the roots of ranching with traditional 
yield and localized practices... a good fit for our  
food philosophy.” 

~ Rick Carswell 
 Food & Beverage Manager and CMH employee for 19+ years

Beyond the beef, we also order poultry, pork, sandwich meats, 
eggs, nuts, cheese and even coffee through responsible local 
producers. Some examples include:

	 • Cheese from Springbank Cheese Co.  
  in Springbank, Alberta

	 • Oso Negro coffee in Nelson, B.C.

	 • Sandwich meats from Valbella Gourmet Foods  
  in Canmore, Alberta.

Though we do what we can to buy products close to our 
operations, we realize there are limitations, with the biggest 
being that our season of highest demand is during winter. 
There are indeed some green house operations that produce 
goods in the winter in Alberta, however, there are simply not 
enough to accommodate our lodges’ produce needs when 
there’s snow on the ground.

below the surface of a fish story
The topic of fresh or farmed fish has most definitely been of 
interest to us and has created much discussion between chefs, 
guests and interested colleagues. The big question is “should 
we support farmed or fresh fish”? Sounds easy, doesn’t it?  
Not quite.

Here’s what we’ve found out so far… the standards across the 
salmon farming industry in North America are murky. There are 
varying opinions and what looks obvious on the surface has 
proved otherwise.

Rick Carswell, our Food and Beverage Manager and passionate 
“foodie”, has dedicated enormous energy to helping us wade 
through this challenging issue. Having been raised on the 
shores of Vancouver Island, he understands firsthand a variety 
of perspectives within the fishing industry. Through years of 
researching this issue, Rick has read countless reports, visited 
fisheries and fish farms galore and had in-depth discussions 
with leaders at the forefront of this matter.

Rick has been persistent about learning as much as he can 
and has realized that sometimes – no matter how much you 
research – the current solutions available still might not be 
perfect. So, with that being said, this is what we’ve decided  
to do.

In his search, Rick found one of only two fish farms in the 
world attempting organic certification. This farm is located 
on the west coast of British Columbia in Tofino and is called 
Creative Salmon Company Ltd. Creative’s stock is slow growing 
with no antibiotics or growth hormones and their fish are 
naturally raised. We now buy our fish from Creative Salmon.

Creative Salmon’s products are not at this time certified 
organic, as standards for this designation are currently still 
being developed. They are, however, one of the founding 
members of the Pacific Organic Seafood Association (POSA) 
in hopes of eventually achieving organic certification. They are 
also working to be become an accredited certification body 
once the standards have been established. 

“Sourcing fish responsibly is personal to me because 
I came from the fishing industry. I’ve gone on site to 
the farms and have seen the fishing practices  
for myself. I have a clear conscience about our 
business practices.” 

~ Rick Carswell 
 Food & Beverage Manager and CMH employee for 19+ year

Creative Salmon’s practices also include:

	 • A close working relationship with local First Nations   
  people and a mandate to hire locally

	 • Minimizing environmental impacts by following a   
  site-fallowing plan and using an environmental   
  monitoring program

	 • Raising fish in low density conditions

	 • Sustainable farming practices raising only indigenous   
  species

	 • Use of underwater cameras to monitor feeding and fish  
  behaviour.

Though this is what we are doing at this time, it may change. 
We expect the fresh or farmed fish discussion to continue 
as the industry changes, awareness levels grow and public 
pressure standardizes industry practices.
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People 
Living it. With integrity.

Employee engagement
In using the term employee engagement, we’re not referring 
to how many CMHers are to be wed. Instead, we mean the 
extent to which our staff commit to something or someone 
in their organization, how hard they work and how long 
they stay as a result of their commitment. Highly engaged 
employees are motivated, high performing and committed to 
the organization.

Each year, we implement an Employee Opinion Survey that:

	 • Measures employee engagement at CMH and   
  gathers opinions about what we are doing well and   
  where we can improve

	 • Identifies specific key areas that will have the most impact  
  on improving the employee experience

	 • Sets priorities for change

	 • Compares CMH employee engagement with other   
  organizations.

safety
As our staff works together to deliver to our guests world-
renowned wilderness experiences, there’s a strong behind-
the-scenes focus on ensuring that individual standards remain 
high for safety, communication and more.

With this in mind, managers have increased their focus on 
occupational health and safety. This has been evident through 
improved orientations for kitchen, laundry room, landscaping 
and young staff. We’ve also committed to meeting annually 
with maintenance personnel.

Safety at CMH is fundamental to both our guests and staff. 
The 2009 Employee Opinion Survey saw 86% of our staff rate 
the safety of their work area as good or very good. The 2008 
survey saw 78% of staff rate the safety of their workplace as 
good or very good, second only to our highest score of 81% 
for our focus on guests and quality.

Communication
Though we want actions to speak louder than words, there’s 
an important role for clear communication. Our intent in 
this area is to be transparent with guests, staff, colleagues 
and other interested groups. We believe in two-way 
communication and encourage honest dialogue in hopes 
of finding solutions to challenges and new ideas to help us 
continually progress.

Because our team members are spread out across many 
lodges and offices, we use a variety of communication 
methods to help keep staff informed. Here’s a snapshot of 
how we disseminated sustainability tips in 2008:

	 • Person to person at meetings

	 • To guests who saw internal communication products   
  while in our offices

	 • Via guide training

 • With accuracy and consistency across key marketing and  
  communication materials such as our internal newsletter  
  “Think about it” and our “Insider” website.

Below, you’ll find the specific indicators, progress and work 
left to do before the next report that relates to our people.

10. Issue: Staff engagement

Indicator Progress since last report Goal until next report

10.1  Employee engagement score 2007 – Overall Employee Engagement Score – 67%
2008 – Overall Employee Engagement Score – 66%
2009 – Overall Employee Engagement Score – 70%

Overall Employee Engagement Score of 70% 
with no lodges below 65%

11. Issue: Role of Second Nature Committee

Indicator Progress since last report Goal until next report

11.1 % of Second Nature Committee  
 members with job descriptions  
 which include clear expectations  
 of their roles and with annual  
 performance reviews which  
 include assessments of   
 performance 

This is occurring with some, but not all 
committee members

Develop a consistent system for clarifying 
expectations for committee members, and for 
monitoring and tracking performance (this may 
include some form of self-assessment)
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12. Issue: Use of sustainability in recruiting and retention of employees

Indicator Progress since last report Goal until next report

12.1  Total workforce by region

12.2  % of total workforce involved in   
 formal annual OH&S training

12.3  Total number of non-compliance   
 incidents with regulations   
 concerning health and safety and   
 product use

12.4  Average hours of training by   
 employee by category (New Staff   
 Orientation, Guide Training,   
 Area Set Up: chef/bakers, retail,   
 food and beverage training)

12.5  % of employees receiving regular   
 performance and career    
 development reviews

12.6  Number of WorkSafeBC claims

12.7  Return rates for seasonal workers

12.8  Turnover rate for full-time staff

Peak employment period for 2008: 
Bow Valley – 40%, Slocan Valley – 10% 
Revelstoke/Golden – 12%, Calgary – 6%
Invermere area – 5%, Valemount/McBride – 4%
Other – 23%

100% of field staff in 2007 and 2008 
Incorporated 90% of the changes initiated in 
2006 to area-specific safe work procedures for 1. 
Confined Space Entry  2. Fall Protection  
3. Working Alone

0 incidents occurred in 2007  
and 7 incidents in 2008

4 hours of New Staff Orientation per employee in 
2007 and 4 hours in 2008

40 hours of Guide Training per employee in 2007 
and 2008

5 days of Area Set Up Training per employee in 
2007 and 4 days in 2008

Manual tracking system in place

8 WorkSafeBC claims in 2007  
and 32 claims in 2008

Anecdotally and rough estimates suggest  
72% in 2007 and 84% in 2008

Full-time office and management staff had  
8% turnover rate in 2007 and 5% in 2008

Maintain tracking system on an annual basis

Maintain training of field staff

Run annual OH&S training session for office staff

Update OH&S presentation materials to better 
reflect CMH’s workplace (updated PowerPoint to 
be introduced winter 2010)

0 incidents 

4 hours of New Staff Orientation  
per employee each year 

40 hours of Guide Training  
per employee each year

4 days of Area Set Up Training  
per employee per year

Establish a more comprehensive tracking system 
to record % completed

<10 claims

Annual return rate of greater than or equal  
to 80%

<10% turnover rate for full-time office and 
management staff
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14. Issue: Integration of sustainability into decision making

Indicator Progress since last report Goal until next report

14.1  % of employees where their   
 commitment to and involvement  
 in sustainability initiatives is   
 addressed in a performance review  
 by their immediate supervisor

100% of field operations Set up tracking system for office staff 
and area management

15. Issue: Communicating sustainability messages 

Indicator Progress since last report Goal until next report

15.1  Number of (or %) publications   
 which incorporate sustainability   
 messages

15.2  Number of staff meetings/training   
 sessions where sustainability  
 was discussed

Sustainability messages in summer and winter 
main brochures and every newsletter and 
feature section on website

Second Nature was discussed at annual staff 
training session for Area Set Up and Staff 
Orientations in 2007 and 2008

Maintain updated sustainability message/
information in guest rooms, main publications, 
newsletter and designated section on our 
website

Audit materials on an annual basis with Second 
Nature Committee

Maintain messaging in key brochures, 
newsletter and website

Continue to feature Second Nature in Area Set 
Up and Staff Orientation

13. Issue: Client satisfaction

Indicator Progress since last report Goal until next report

13.1  Number of guest comment cards   
 received 

13.2  Numeric results (NPS*) of   
 guest comment cards

Heli-Skiing

 ~  2007 – 20% response rate 
 ~  2008 – 27% response rate 
 ~  2009 – 32% response rate

Heli-Hiking 
 ~  2007 – 27% response rate 
 ~  2008 – 31% response rate 
 ~  2009 – 17% response rate

Winter NPS: 
 ~  80 in 2007  
 ~  84 in 2008  
 ~  (winter 2009 in next report)

Summer NPS: 

 ~ 89 in 2007 
 ~  91 in 2008  
 ~  90 in 2009

25% response rate

Winter NPS of 80 with no area below 70

Summer NPS of 90

*NPS (Net Promoter Score) – The NPS is a primary metric that measures guest satisfaction. It is determined by how guests answer the question “How likely are you to recommend a CMH Heli-Skiing trip to your friends 
and colleagues?”
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2007, 2008 & 2009 President’s awards 
Living it. Passionately.

2007 Environmental Initiative

Rick Carswell, Food & Beverage Manager

At one time, our fish suppliers 
used Styrofoam cartons to 
transport fresh fish to lodges 
resulting in large amounts of 
non-recyclable packaging that 
had to be transferred from 
the lodges and disposed of 
at landfill sites. Recognizing 
the unnecessary waste, Rick 
encouraged fish suppliers to ship 
product in reusable blue plastic 

boxes. It turned out to be a simple but effective change. Rick 
now requires all fish suppliers to use reusable plastic boxes and 
took it a step further, also implementing a returnable bread box 
program with our bread supplier. The boxes are returned to, 
and reused by the supplier, eliminating waste on our end and 
lowering costs for both parties.

“Our approach to the supply chain works well 
with our client’s values. They appreciate CMH’s 
commitment and interest in doing the right thing.”

~ Rick Carswell, 
 Food & Beverage Manager and CMH employee for 19+ years

2008 Community Stewardship

Nancy DaDalt, Marketing Manager, Heli-Hiking

Nancy was awarded the 
Community Stewardship Award 
for her tireless leadership and 
commitment to the Banff Child 
Care Centre. Nancy has dedicated 
countless hours to the Centre as 
a board member, but her efforts 
have gone well beyond what is 
normally expected. She has filled 
the role of confident, advisor, 
comforter, coach and supporter 

to the staff and especially to the members of the management 
team. Nancy’s efforts have helped the struggling centre re-build 
their team of staff, refurbish the building, improve funding and 
receive accreditation. The Centre’s Executive Director describes 
Nancy as “the biggest chocolate chip in the cookie of our life at 
the Centre”.

“CMH gave me time at work to support my  
interest. Because they were so supportive, 
tremendously flexible and encouraging, I was  
able to stay involved.”

~ Nancy DaDalt 
 Marketing Manager and CMH employee for 10+ years

“CMH has “traction” people who don’t 
want to just talk about stuff or ideas. They 
align with those who want to get their 
hands dirty and don’t just philosophize or 
set standards.”

~ Kim Whytock 
 President and Principal Consultant  
 for Whytock & Associates Inc. and  
 former Director for External Relations, Parks Canada 
 www.thewhyoftravel.com

Recognizing the efforts of our staff is another important part 
of the Second Nature program. Two awards are available every 
year: the President’s Awards for Community Stewardship and 
for Environmental Initiative, which recognize employees who 
have demonstrated innovation and ambition in the areas of 
environmental stewardship and community initiative. These 
awards are for staff that have gone above and beyond the call of 
their regular duties and though they’re available annually, these 
are only given out if the awards committee feels a submission of 
the highest quality has been received.

As referred to earlier, this particular report is being distributed 
during economically challenging times. Considering this, it could 
be easy for staff to say, “I’m too busy… or “we can’t afford 
it”. Instead, we feel that a continued commitment to fiscal, 
community and environmental responsibility is more important 
now than ever. The winners of the President’s Awards have all 
shown this to be true.



awards from outside 
Since the last report, we are pleased to have received some 
external recognition for our efforts. Thanks to the staff that 
contributed to our receiving: 

	 • 2006 Canadian Travel Press Lifetime Achievement   
  Award – Hans Gmoser, founder CMH

  ~ Presented at TIAC’s National Awards for  
   Tourism Excellence

	 • 2007 United Nations World Tourism Organization’s  
  (UNWTO) inaugural e-Tourism Climate Change Award

  ~ In recognition of CMH’s efforts to promote   
   understanding and awareness of sustainable tourism  
   on-line

	 •	 2008 Social Enterprise Networks’ Corporate Social   
  Responsibility Award for the Environment

  ~ Presented at the Young President’s Organization   
   Global Leadership Conference in recognition of the  
   top 10 member companies that have contributed to  
   building a more just and sustainable world.

“It was difficult to choose only ten winners from 
the (160) submissions we received from member 
companies around the world that are each making 
exceptional contributions to their communities. 
These award recipients truly shine.”truly shin

~ Rob Follows 
 Chair of the Social Enterprise Networks (SEN)  
 and member of the Corporate Social Responsibility  
 Awards selection committee
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2008 Environmental Initiative

Simon Hellyer, Kitchen Manager, Kuskanax Hotel

Simon’s efforts have resulted in 
numerous subtle and not-so-
subtle changes to the way that 
waste and energy management 
occur at our Kuskanax Lodge.  
It has meant a significant 
reduction in the amounts of 
waste going to the land-fill. All 
kitchen waste (about 500 – 600 
lbs per week) is composted at a 
local farm, sowing the seeds for a 
community approach to recycling 
and composting.

“There have been a lot of times when you want to 
do more, but often, the resources aren’t available to 
do it all. So you do your best with what you have.”

~ Simon Hellyer 
 Chef – Kootenay Operation and CMH employee for 11+ years

2009 Environmental Initiative

Becky Champion, Reservations Agent

Becky was awarded the 
Environmental Initiative Award 
as a result of her incredible 
leadership and innovation in a 
variety of ongoing initiatives. 
Some of these projects include: 

 • Garbage clean-ups in the  
  Banff town-site 

 • A composting initiative at  
  the Bear Street office

 • Getting CMH involved in Program Porch-light 

 • Developing a sustainability-driven staff newsletter 

 • Encouraging a collective of environmentally-keen   
  companies to work together through the Banff   
  Environmental Stewardship Alliance.

“We’re not just about our lodges, but also  
about where we live and work. We care a lot  
about these places.”

~ Becky Champion, 
 Reservations Agent and CMH employee for 5+ years
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Communities and partnerships 
Living it. With heart.

Last year, we reviewed our communities and partnerships 
strategy with the Second Nature Committee and agreed to 
continue to move ahead as is, since we’ve been meeting our 
goals with the existing strategy. We’ll re-examine our support 
strategy every two years to ensure we’re aligned with our 
overall goals.

We know the importance of making a long-term commitment 
to community programs and despite smaller revenues, we’ve 
maintained a solid presence in each community. Whenever 
possible, we’ve continued to provide trips, products and/or 
cash and though we may have had to at times provide smaller 
amounts, we’ve done our best to maintain our connections.

The Banff Mountain Festival is an example of such a program. 
We’ve been a proud supporter of the festival for the past 15 
years and were a founding sponsor of the Banff Mountain 
Book Festival. For the past three years, we’ve also been involved 
in supporting the Summit of Excellence (SoE) Award. For the 
2009 festival, we will continue to sponsor the SoE award.

Communities

“Everyone appreciates their contributions to events 
and it seems that they give to everything that comes 
across their desk – they’re very generous. I would 
like to say thank you for all of the help that CMH 
has given.”

~ Dave Raven 
 Mayor of Revelstoke 
 www.cityofrevelstoke.com 

In our support strategy for 2009, we pledged to continue to 
support local communities where we operate and here are 
examples of some of the activities we supported:

Valemount 

We have maintained a high level of commitment in this 
area and expanded our support for the Valemount and 
Area Recreation Development Association (VARDA). Connie 
MacDonald remains on VARDA’s board of directors and has 
seen a positive impact from the board’s efforts over the years.

Kootenay

Our support in Nakusp is mostly tourism related. Over the 
past few years we increased financial support for the summer 
music festival. Assistance has also been given to local kids to 
promote a self-propelled soapbox derby.

Revelstoke

We’ve helped the local high school with their work experience 
program and for the past two out of three years have had 
a student spend a week at the Gothics. We also moved our 
guides training program to Revelstoke in 2009, which resulted 
in an increase in business for local organizations (more than 
110 guides attend training for three days).

Programs
Since our last report, we’ve been involved in some exciting 
initiatives that go beyond a single community. Here are 
examples of some of the programs in which we’ve been 
proud to take a leadership role: 

	 • Council of Tourism Associations of B.C.

	 • Canadian Tourism Commission Brand Experiences   
  Committee

	 • Banff Sustainability Collective 

	 • TIAC’s Canadian Sustainable Tourism Advisory Council

	 • Bow Valley Victim Services

	 • Alpine Club of Canada

	 • The Canadian Avalanche Centre.

“There are maybe one or two other organizations 
that rise to the stature that CMH does. For the 
dozens of operators that exist, CMH stands out as 
a strong supporter of issues and initiatives beyond 
their own corporate self interests.”

~ Steve Blake 
 President, Canadian Avalanche Association  
 and Canadian Avalanche Centre  
 www.avalanche.ca

Partnerships
Many of the partnerships we’ve been involved in have been 
developed over a long period of time, including VARDA. 
Investing in initiatives over the long-haul has given us the 
chance to see results from our work and a justification for our 
continued involvement. Other partnerships include:

	 • Adventure Collection 

	 • B.C. Sustainable Tourism Collective

	 • ETHOS

	 • Gros Morne Institute of Sustainable Tourism 

	 • Nature Conservancy of Canada (NCC).



24  •  www.canadianmountainholidays.com

government
Working with the government has been something that CMH has 
taken pride in since we can remember. Hans Gmoser took the lead 
on this, but senior staff have continued on, helping to develop 
many standards, guidelines and policies for the tourism sector.  
We are pleased to be involved in the following initiatives with the 
B.C. government:

	 • Park use permits – resolution of harmonization issues such as  
  term and mid-term replacement provisions

	 • Land Act tenures – continued work on strengthening and  
  harmonizing the tenure regime

	 •	 Proposed off-road vehicle legislation

	 • Proposed First Nations Recognition and Reconciliation   
  legislation

	 • Harmonized Sales Tax 

	 • Proposed WorkSafeBC legislation with respect to avalanche  
  professionals and risk assessment.

16. Issue: Support to communities

Indicator Progress since last report Goal until next report

16.1 Number of community    
 organizations provided with direct  
 or in-kind support

16.2 Support students in local   
 communities to pursue post- 
 secondary education in a field  
 of study that aligns with   
 our  operations (adventure tourism,  
 hospitality operations or trades)

16.3 Establish a major multi-year   
 sponsorship with a local community  
 or regional organization that aligns  
 with Second Nature’s donation   
 priorities

In 2007 and 2008, CMH supported more 
than 50 small and medium sized community 
organizations with cash or in-kind donations of  
$50 - $1,000

 

High school scholarships:   
2007 – $8,000 in 6 schools in communities 
close to our operations (Golden, Revelstoke, 
McBride, Invermere, Valemount and Nakusp)  
2008 – $6,000

Heli-Ski and Heli-Hike trip donations:   
In 2008, CMH provided more than $70,000 in 
trips to support community organizations 

Key sponsorships:   
2007 – Banff Mountain Festivals   
2008 – Banff Mountain Festivals and 
Nature Conservancy of Canada (NCC)

Continue to give the same level of support to 
small and medium organizations with cash 
contributions or in-kind support from our  
retail shop

Provide $5,000 for scholarships in  
6 local communities

Heli-Ski and Heli-Hike trip donations:  
Provide value of $50,000 - $70,000 in trips to 
community groups for the next 2 years

Key sponsorships:  
Continue to fund the three-year partnership 
with the NCC, Summit of Excellence Award and 
High School Scholarship Program

Complete 15-year partnership with the 
Mountain Book Festival

b.C. sustainable Tourism  
Collective (bCsTC)
Formed in 2006, the BCSTC is a group of six tourism 
operators, including CMH, working collectively to 
influence the tourism sector, governments and local 
communities to identify and implement sustainable 
best practices. Within this, the BCSTC is focused on 
three key areas: climate change, human resources 
and guest education.

The group hopes to become the leader for 
sustainable tourism within the tourism industry in 
B.C., with members serving as mentors through the 
sharing of best practices and encouragement of 
other B.C. tourism operators to follow their lead.

“What makes CMH stand out is that they’ve 
gathered industry partners together to 
do real things based on shared values.” 
(Reflecting on the BCSTC)

~  Kim Whytock 
 President and Principal Consultant  
 for Whytock & Associates Inc. and  
 former Director for External Relations, Parks Canada  
 www.thewhyoftravel.com
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17. Issue: Involvement in education initiatives

Indicator Progress since last report Goal until next report

17.1 Number of speaking engagements  
 by CMH staff at schools, colleges  
 or universities

6 speaking engagements

1 student work placement in 2007 and 
 0 in 2008

Develop a tracking mechanism and maintain our 
existing level of involvement

1 student placement per year

18. Issue: Working with government

Indicator Progress since last report Goal until next report

18.1  Number of federal, provincial or   
 local government policy    
 development initiatives in which   
 CMH is involved 

18.2  Monetary value of fines and total   
 number of non-monetary   
 sanctions for non-compliance with  
 laws or regulations

18.3  Level of financial assistance   
 received from government

We have been involved in 6 provincial  
policy initiatives

Since the last report, we received 1 ticket in 
2009 under the Forest and Range Practices Act, 
amounting to $120 for trespass logging on 1 of 
our staging areas

$23,000 in matching funds from tourism 
destination management organizations  
(Tourism BC, Travel Alberta, Banff Lake Louise 
Tourism and the Canadian Tourism Commission)

Maintain our involvement as requested or 
required by government

0 fines or sanctions

Maintain $25,000 in matching funds for the 
next 2 years from the same organizations

19. Issue: Involvement in education initiatives

Indicator Progress since last report Goal until next report

19.1 Number of programs or    
 committees in which CMH is   
 involved and/or is taking a   
 leadership role 

8 tourism related programs/committees Maintain our participation in these types  
of initiatives 

volunteerism 
On a volunteer basis, it can be difficult for our seasonal staff to commit 
to long-term volunteer work. Despite this, in communities such as Banff, 
Canmore and Cranbrook, our staff continue to actively participate on 
many boards and for various initiatives including:

	 •	 Chambers of Commerce

	 • The Whyte Museum of the Canadian Rockies

	 • Friends of Banff National Park

	 • School councils

	 • Banff Daycare. 

In addition to this, our staff is actively involved in fundraising for Cancer 
research, coaching minor soccer, mentoring students and representing 
CMH on various community projects.
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THE FEEdbaCK looP

In response to the interest we’ve had in our sustainability reporting, 
we’ve decided to expand our methods of distribution. Recently, 
the report has only been available online as we have committed 
to reducing our paper-based communications. This year, however, 
to ensure that our message reaches our intended audiences we’ve 
decided to produce a select number of reports in print form. 
Besides our report, the other methods that we communicate our 
sustainability measures through include:

	 • Our website

	 • Informed staff that act as ambassadors who can   
  answer questions and engage in conversations about our  
  achievements and intentions

	 • Information in our publications about our approach   
  to sustainability (e.g. marketing materials and newsletters)

	 • Conversations with guests and potential guests during   
  our sales/marketing trips around the world

	 •	 The Second Nature information cards in all guest rooms 

	 • Reviewing and considering guest feedback cards at the  
  end of every ski or hiking trip

	 • Encouraging our suppliers to improve their practices in   
  dealing with us and others

	 •	 Working with colleagues in tourism groups such as   
  the Adventure Collection and the B.C. Sustainable   
  Tourism Collective to raise the “sustainability bar” for  
  each other

	 • Speaking at conferences and to young people in schools,  
  colleges and universities.

In the context of this report, we would like your feedback as a reader 
– no matter how you connect with CMH – we want to hear from 
you regarding:

 • What suggestions you have for us in moving forward…

	 • What questions might remain unanswered for you…

	 • How this report has motivated you in your own business  
  or life…

If you have any comments, thoughts, suggestions or feedback, we 
want to hear it and we want to make it easy for you to contact us. 

Please contact Dave Butler, Director of Sustainability, at:

 E-mail: daveb@cmhinc.com 
 Phone: 1.250.426.3599 
 Fax: 1.250.426.3517

“CMH needs to distribute more information 
at times, as it would be nice to have more 
communications on their sustainability 
program.”

~  Dave Raven 
 Mayor of Revelstoke 
 www.cityofrevelstoke.com
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The table below lists the location of specific GRI indicators found in this report:

 CMH indicator  Corresponding GRI indicator Location in report

 2.1 EN 8  Page 12

 3.1 EN 14 Page 12

 4.3 EN 22 Page 12

 5.2 EN 23 Page 13

 6.1, 6.2, 6.3 EN 3, EN 4, EN 16 Page 16

 6.4, 6.5 EN 5, EN 18 Page 16

 7.1 EN 6 Page 17

 9.1 EC 6 Page 18

 9.2, 9.3 EN 26 Page 18

 12.1 LA 1 Page 21

 12.2 LA 6 Page 21

 12.4 LA 10 Page 21

 12.5 LA 12 Page 21

 12.6 LA 7 Page 21

 12.3, 18.2 PR 2, PR 7, PR 9, EN 28, SO 8 Pages 21 and 27

 12.7, 12.8 LA 2 Page 21

 13.1, 13.2 PR 5 Page 22

 16.1, 16.2, 16.3, 17.1 SO 1 Pages 26 and 27

 18.3 EC 4 Page 27

 18.1, 19.1 SO 5 Page 27

gri suMMary CHarT

GRI indicator key: EN = environment, EC = economic, LA = labour, PR = product responsibility and SO = social

For more information on GRI, please visit: www.globalreporting.org
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organiZaTional ProFilE

Canadian Mountain Holidays is the largest and most 
experienced helicopter skiing and hiking company in the 
world. Formed in 1965 by Hans Gmoser, CMH is also one 
of the first adventure travel companies in North America. 
CMH operates in the Purcell, Selkirk, Monashee and Cariboo 
mountains of eastern British Columbia from nine backcountry 
lodges and three town-based hotels. 

Every year, our team of 475 staff hosts thousands of guests 
on an experience of a lifetime. Our team works hard to 
deliver exceptional service through thoughtful attention. In 

doing so, we provide access to more than 14,000 square 
kilometres of British Columbia’s most breathtaking terrain. 
With logistics based in Banff (Alberta), CMH is proudly the 
largest employer of mountain guides in the world.

To achieve our vision for sustainability, we work 
collaboratively with colleagues, government(s), other 
businesses, scientists and local communities to continuously 
enhance our operations, establish and improve our standards 
and operate in a way that fosters long-term viability.



Closing noTEs

In this, our third edition of Moving Towards Sustainability, we 
hope you enjoyed seeing the results from more than six years 
of work.

Though sustainability is one of today’s hot topics, it’s been 
fundamental at CMH since our beginning in 1965. This 
“unique” way of doing business set standards for a whole 
industry.

Our core values start with safety, and we are led by passion 
to give guests the best experience possible. This report is also 
an accountability tool that tracks the extent to which we’ve 
integrated sustainability into our day-to-day business. 

As we evaluate our efforts for real impact, we have to be 
careful. It’s easy to achieve a goal for overall reduction with a 
downturn in business. Instead, we need to measure on a per-
guest basis, not an aggregate basis.

With the ubiquity of “going green”, we prefer to dig deeper 
for the real story. This goes for the fish we purchase, to the 
products we sell, to learning what “environmentally certified” 
means or which carbon offset programs will really impact  
a footprint.

As one of the only tourism companies in western North 
America to this day that regularly publishes a report on 
sustainability, we hope to inspire others in our industry to 
make a similar public commitment.

Recently, we’ve had to make some tough calls. We’ve been 
tasked to work smarter with fewer resources. But during 
this period, our team has impressed me with their unified 
approach to implementing new measures in the areas of 
composting, packaging and sourcing products closer to our 
operations.

I’d like to extend a warm thank you to all within and beyond 
CMH who’ve helped us work on our many sustainability goals 
over the last six years. To those who are bold enough 
 to dream and innovate amidst the challenges, in the hope  
of making CMH even better “for real”… you have my 
sincerest gratitude.

“I’m proud that CMH’s initiatives are still driven 
from within, by our wonderful people, and that our 
sustainability program isn’t contrived. This hasn’t 
been easy at times, and it will provide challenges in 
the future.”

~ Walter Bruns 
 President CMH and CMH employee for 31+ years

From Walter Bruns
President
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1.800.661-0252 
info@cmhinc.com  
www.canadianmountainholidays.com 

“If we don’t make differences, then what 
do we expect to make?”

~ Bob Krysak 
 Retail Manager and CMH employee for 21+ years


