
 

 

 
 
 
 
 
 

 
 
 
Montreal Alouettes                 
EnvironmentALS 

Plan Update 
 

2010 
 
 

Tackling Climate Change 

 
 
 
 
 
 
 
 
 
 
 



 

2 
 

 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
Table of Contents 
 
Introduction............................................................................................................................. 3 
Environmental Initiatives ...................................................................................................... 3 
Communications and Community Outreach ..................................................................... 8 
2010 Activities ........................................................................................................................ 9 
Conclusion ............................................................................................................................ 10 
Appendices........................................................................................................................... 11 
  
 



 

3 
 

Introduction  
 
Leadership. Dignity. Respect. Credibility. Quality. Partnership. These values taken 
from the mission statement of the Montreal Alouettes have been the guiding 
principles of the Club and have shaped interactions with key stakeholders and 
influenced club operations since its return to Montreal in 1996. The fans expect no 
less. 
 
As a ‘customer-driven’ organization, the Alouettes have always been attuned to 
issues that are important to their fans. Therefore, it comes as no surprise that as 
climate change has become the defining environmental issue for this generation, 
the Club has formalized its commitment to environmental sustainability. 
 
The Alouettes have always made efforts to operate in a sustainable way; the Club 
had actively taken steps to reduce waste, increase recycling and energy efficiency, 
and has constantly looked at ways of reducing its environmental footprint.   
 
In 2008, the Alouettes launched their EnvironmentALS program, which formalized 
their plan of action and community engagement, focusing on sustainability. This 
initiative has led to the Alouettes becoming the first ‘carbon neutral’ football team in 
the CFL (see appendix 1) – as well as the first professional sports franchise in 
Canada. It has also led to the development of a new pillar in the Alouettes mission 
statement, to: “Implement an environmental plan that will help insure the future of 
our natural environment and take a leadership role in the community by 
encouraging others to do the same.” 
 
This plan has a three-pronged approach: 

 
 Becoming carbon neutral; 
 Initiating a comprehensive sustainability program; 
 Adopting LEED criteria as guiding principles when planning the Club’s 

ongoing construction projects. 
 
Following a successful program launch and a learning curve that spanned the 2008 
and 2009 seasons, the Alouettes are always looking for ways to continually improve 
their program.   
 
 

Environmental Initiatives 
 
As an environmentally-responsible corporate citizen and leader in the community, 
the Club is committed to continuously improving its environmental practices and to 
developing solutions to our environmental challenges.  
 
In order to meaningfully tackle the critical issue of climate change, the Club kicked 
off its EnvironmentALS Plan in 2008 with the goal of lessening the environmental 
and ecological impact of Club operations and to help protect the environment and 
its resources. 
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“Going Carbon-Neutral” 
One important way to address global warming is through a carbon-neutral initiative.  
“Going carbon-neutral” has become the catchphrase to signal that an organization 
has taken action to reduce greenhouse gas emissions so as to contribute to the 
fight against climate change. It is defined as calculating total climate-damaging 
greenhouse gas emissions from an event, organization or business, reducing them 
where possible, and balancing the remaining emissions by purchasing high-quality 
carbon offsets. 
 
In order to become carbon-neutral, the Alouettes undergo an annual third-party 
audit of their carbon emissions with Planetair, following a rigorous process which 
also identifies areas in which the Club can reduce its greenhouse gas emissions. 
 
The Alouettes purchase their carbon offsets from Planetair, whose Gold Standard 
offset projects adhere to the most widely-accepted quality seal for voluntary offsets 
currently available. By going carbon-neutral, the Alouettes achieve the equivalent of 
taking close to 100 cars off the road for one year or over 450 tonnes of CO2. This 
comprises the carbon emissions generated by all club operations, including 
administration and stadium operations, day-to-day team transport, and away-game 
travel. 
 
Offsets that meet the ‘Gold Standard’ and operate under the guidelines of the Kyoto 
Protocol are generated from emissions-reducing projects typically found in 
developing countries. The most common project type is ‘renewable energy’, such as 
wind farms, biomass energy, or hydroelectric dams which create carbon offsets by 
displacing fossil fuels. Other common project types include energy-efficiency 
projects, the destruction of industrial pollutants or agricultural byproducts, methane 
capture from landfills or livestock, and forestry/land-based projects. To learn more 
about going carbon-neutral and carbon offsets, visit www.planetair.ca. 
 
Sustainability Program  
 
While the Club will always emit carbon and will always need to purchase offsets if it 
is to be carbon-neutral, it will continually look for ways to minimize its Carbon 
Footprint1, as well as its overall Environmental Footprint2.   
 
The Alouettes’ Sustainability Program includes the following policies and 
procedures, which involve various areas of the Club’s operations: 
 
Administration 

 Printing items on environmentally-friendly paper (FSC certified) such as: 
- Tickets for game and events (with vegetable-based ink); 
- Game accreditations; 
- Events brochures; 
- Cheerleader calendars (with vegetable-based ink); 
- Pocket calendars (PEFC certified). 

                                                            
1 The amount of carbon emissions generated by the operation of the Club which in turn affects climate change. 
2
 A sustainability indicator that determines how much of the Earth’s resources are used due to the operations of the Club. 
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 Using environmentally-friendly paper for office use (FSC certified); 
 Emplying electronic invoicing to clients when possible; 
 Improving the office recycling system (paper, glass, plastic, and printer ink 

cartridges); 
 Reducing energy consumption by installing programmable thermostats 

(Energy Star) and light sensors in common areas at the office; 
 Replacing incandescent bulbs with compact fluorescent light bulbs (CFLs) to 

help reduce energy consumption; 
 Recycling old computers and office equipment that are refurbished and 

distributed them to schools and not-for-profit organizations at a low cost; 
 Recycling old light bulbs and paint leftovers. 
 

Stadium Operations and Facilities  
The Alouettes are working to make the stadium and its operations more energy 
efficient and environmentally friendly.   
 

1. Waste Reduction 
 
Following each game, Entretien Charteau, the stadium maintenance crew, 
sorts through approximately 85 per cent of the waste generated by games 
to maximize recycling. Through this process, the Club diverts approximately 
1,488 kg of recyclable waste from landfill per game. By the end of a given 
season, approximately 1.48 tonnes of materials are diverted.  
 
To further encourage recycling by fans, the Club has increased the number 
of recycling bins throughout the stadium from 40 in 2008 to 75 in 2010. In 
order to further engage fans, the Club strategically places key sustainability 
messages on the recycling bins, on the stadium video screen, and in other 
areas. 
 
The Club will continuously work to reduce waste created by stadium 
operations & improve waste recuperation programs in order to increase its 
diversion rate – the diversion rate means the percentage of waste materials 
diverted from landfills to be recycled, composted or re-used. 

 
2009 Objectives 

  
In 2009, the Club more than doubled its objective in regards to its diversion 
rate. 

 
 5,347 kg of plastic, cardboard, paper and glass recycled in-stadium; 
 21,800 kg of waste sent to landfill from the stadium; 
 20 per cent diversion rate. 

 
2009 results 
 
In 2009, more than 14,800 kg of material was recycled at the stadium. By 
doing so, the Club achieved a diversion rate of over 40 per cent. 

 
 14,880 kg of plastic, cardboard, paper and glass recycled in-stadium; 
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 22,210 kg of waste sent to landfill from the stadium; 
 40.1 per cent diversion rate. 
 

2010 Objectives 
 

 
 19,250 kg of plastic, cardboard, paper and glass recycled in stadium; 
 25,500 kg of waste sent to landfill from the stadium; 
 43 per cent diversion rate. 

 
2. Energy Efficiency 

 
Stadium lighting has been adjusted so that lights are fully operational for 
only six hours per day on game days and run at 15 per cent or less for the 
remainder of the night (night games only). This adjustment has led to a 
decrease of 345.6 kWh per game day.  
 
Other initiatives will endeavour to: 

 Explore renewable energy opportunities; 
 Use electric/hybrid vehicles whenever possible; 
 Promote energy conservation initiatives to reduce electricity 

consumption at McGill Stadium during event periods; 
 Reduce lighting capacity whenever possible; 
 Replace incandescent bulbs with compact fluorescent light bulbs 

(CFLs) to help reduce energy consumption; 
 Replace scoreboards and 20-second clocks with LED (light-emitting 

diode) technology. 
 

3. Toxics 
 

The Club’s maintenance partner uses low-VOC (volatile organic 
compounds) and non-toxic, environmentally-friendly (and Ecologo certified) 
cleaning products, and the stadium is outfitted with recycled hand and toilet 
paper. Please see Appendix II for product specifications. 

 
Transportation 
 
The Club has already made significant efforts to promote public transit to its fans. 
The Club’s shuttle service transports more than 70,000 fans per year to and from 
the metro system and the stadium. 
 
Through the EnvironmentALS plan, the Club will also: 

 Encourage and improve access to alternative transportation to games. 
o Thirty four per cent of the Club’s fans drive to games (average 2.5 

passengers per car). The Club will work to lessen this number by 
working to convert drivers into commuters. 

 Improve bicycle facilities. 
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Food and Beverage Concessions Operator 
Compass Group is one of the Club’s main operating partners. As the largest food 
service operator in Canada, it manages food and beverage service at McGill 
Stadium. The Compass Group is committed to a leadership role with regard to 
sustainability and, to that end, is working closely with the Club to play its part in 
implementing the EnvironmentALS plan.  
 
Compass Group has worked with the Club to: 

 Reduce the amount of product packaging; 
 Buy local products in order to reduce transportation (burning fuel & causing 

emissions); 
 Replace plastic, foam and paper plates and bowls in luxury boxes with china 

dishes;  
 Replace plastic wine and beer cups with glass cups in the luxury boxes; 
 Replace napkins by eco-responsible products; 
 Transform cooking oil into biodiesel; 
 Provide condiments pumps instead of individual packets; 
 Replace plastic coffee stirrer by wooden ones; 
 Use fish that are from sustainable sources; 
 Use sternos made of ethanol from sugar cane (See Annex for more details). 
 

Beer supplier and stadium co-sponsor Molson is also putting its support behind the 
plan, having already introduced recyclable beer cups (class #1 recyclable plastic) in 
the stadium.  
 
Boissons Gazeuses Environnement (BGE) through the Consortium Écologique 
supplies the recycling bins for the stadium. 
 
LEED Criteria for Construction 
 
In order to further reduce its footprint, the Club has used LEED (Leadership in 
Energy and Environmental Design) criteria as its moral compass when planning 
Phase II of the McGill Stadium expansion project, and will do so on any future 
renovations and upgrades to the facility and its equipment. The internationally-
recognized LEED Green Building rating system provides a suite of standards for 
environmentally-sustainable construction.  
 
Through Phase II of the McGill Stadium expansion project, some environmentally-
friendly elements that became reality are: 

- Use of Arriscraft International stone products that are environmentally-
responsible (see Appendix IV); 
- Ultra-low-flush toilets and urinals (See appendix V);  
- Green roof on the ticket office; 
- Planting of 270 trees (3-for-1) and 500 shrubs to improve the biodiversity of 
the sector; 
- Reducing noise pollution in the residential areas near the stadium; 
- Reducing lighting pollution outside the stadium; 
- Luxury boxes have windows that can open completely to provide natural 
ventilation instead of an air conditioning system. 
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Communications and Community Outreach  
 
By taking a leadership role in the community, the Club hopes that its partners, 
suppliers and fans will undertake their own environmental initiatives, in both their 
professional and personal lives.  
 
The Club has an incredible opportunity to motivate and educate fans about 
environmental sustainability and to mobilize them to become agents of change. 
 
Through the EnvironmentALS plan, the Alouettes will reach out to their existing 
fans, as well as appeal to a young audience that is concerned about the impact of 
global warming on their future. By educating the public about global warming 
solutions, the Alouettes hope to motivate individuals to lead more sustainable lives 
– and even go carbon-neutral themselves.  
 
With a captive audience of loyal fans at each home game, the Club has an 
incredible opportunity to coach fans and to influence their behaviour.  
 
Opportunities for ‘in stadium’ communication includes: 
 
      On the video board: 
 

 Commercials & animations during games (STM shuttle bus service, 
encourage fans to recycle in-stadium, etc.); 

 Quizzes and tips (David Suzuki Challenge); 
 Mascot involvement. 
 
In-stadium: 
 
 Signage on the premises; 
 Signage on recycling containers.  

 
The Alouettes can also inform and educate fans and the public through: 
 

 The Club website: MontrealAlouettes.com; 
 A targeted media campaign; 
 A section in the Playbook for Success newspaper distributed in schools 

throughout Quebec is dedicated to environmental issues (see appendix IV); 
 The incorporation of the EnvironmentALS plan logo and or key messages in 

other Alouettes materials. 
 
Community Relations Initiatives 
 
The Club has expanded the scope of its CN Adopt an Alouette program, which 
reaches an average of 60,000 Quebec youth annually, to incorporate an 
environmental awareness and sustainability module. With the integration of key 
messaging as part of the program, young people will learn about how they can 
become agents of change and reduce their own impact on the environment – 
collectively and individually.  
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The Alouettes are collaborating with the David Suzuki Foundation, one of Canada’s 
most respected environmental non-governmental organizations, to develop 
materials for the CN Adopt an Alouette program and joint community outreach 
efforts. 
 
Since 1990, the David Suzuki Foundation has worked to find ways for society to live 
in balance with the natural world that sustains it. The Foundation uses science and 
education to promote solutions that conserve nature and help achieve sustainability 
within a generation. 
 

2010 Activities 
 

The Club intends to increase its participation in events and activities in the 
community whose objectives are to raise awareness of environmental issues, such 
as: 

 1) Alouette players will participate in the “Roulez Mieux” campaign, an initiative by 
the David Suzuki Foundation and Planetair to promote better driving habits in order 
to reduce the amount of gas emissions; launched on Mar.30, 2010; 

2) The Alouettes will issue a press release on Apr. 22, Earth Day, to disclose their 
updated EnvironmentAls program and highlight their new initiatives and objectives 
for 2010; 

3) The Club will participate in the “Conférence Entreprise et développement 
durable”, organized by Unisféra on Apr. 26 and 27 at which the Club’s 
EnvironmentAls program will be presented to Quebec’s institutional and corporate 
leaders; 

4) The Alouettes’ cheerleaders will participate in the Earth Run on June 5, 
Environment Day, to raise funds for local and national environmental organizations; 

5) Alouette players and mascot will participate in the event “En ville, sans ma 
voiture” that will be held the week of Sept. 20 to promote alternative means of 
transportation other than the automobile. 

6) In-stadium 

 The Club will implement an in-stadium promotion that will happen during a 
game time-out. Team mascot Touché will go through the stands to collect 
recyclables from fans with the purpose of showcasing the Club’s in-stadium 
initiatives to our fans; 

 Team mascot Touché will have his own EnvironmentAls jersey; 

 The Club also intends on having an “Environment” game theme at McGill 
Stadium this season to showcase the efforts made by the Club and present 
ways to help the environment to spectators. 
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Conclusion 
 
With deep roots in the Montreal community, close connections with fans and a high 
profile, the Alouettes offer an unmatched opportunity to demonstrate solutions to 
global warming. 
 
By going ‘carbon-neutral’ and formalizing their commitment to becoming a more 
sustainable organization through the EnvironmentALS plan, the Alouettes are taking 
action and providing leadership on key issues. By encouraging their fans and 
partners to do the same, the Club is becoming a positive role model for the public 
and other organizations.   
 
As the first major professional sports franchise in Canada to go carbon-neutral, the 
Alouettes have set the standard for other professional sports franchises in the 
country.  
 
Year after year, the Alouettes continually seek to expand the scope of their 
environmental plan to identify further areas of improvement and introduce new, 
innovative initiatives. 
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Appendices 
 

Appendix I 
Carbon credits 
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Appendix II 
Cleaning products 
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Appendix III 
Compass Environmental 

Measures
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Appendix IV 
Arriscraft LEED principles 
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Appendix V 
Ultra-low flush urinals 
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Appendix VI 
Playbook for Success 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 


