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EDITOR'S NOTE

not know

FIND
US
ON

SOCIAL
MEDIA

f

FACEBOOK
Like Sensi Media
Group to infuse your
newsfeed with more
of our great cannabis
lifestyle content.

TWITTER
Follow @sensimag
for need-to-know

news and views from
Sensi headquarters.

INSTAGRAM
Pretty things, pretty
places, pretty awe-
some people: find it all
on @sensimagazine

You may

that there are a

different editions of Sensi across the country. The original magazine was established
in Denver, Colorado, in 2016. One year later, the spawning commenced, beginning
with Sensi Southern Colorado, followed by new editions in Los Angeles, Orange Coun-
ty, San Diego, Boston, and Las Vegas in 2018. The expansion continued throughout
2019 and into 2020 as we added three more California magazines plus one in Detroit
and two in Pennsylvania to our mix.

I was in Florida to celebrate the launch of our first foray into the Sunshine State in

bunch of

We're

Do Ul
widening

our focus to

January 2020 when I first heard about the novel coronavirus causing alarm in Wuhan,
China. The premier Sensi Tampa Bay edition hit newsstands that February ... and we all
know what happened in March. Sensi paused production on all 15 local monthly print
magazines, but we didn’t stop working to fulfill our mission to showcase “the new nor-
mal”—cannabis as a legal, beneficial addition to a modern wellness-driven lifestyle.
Over the past two years we have been redefining our approach and evolving our
point of view from that of a monthly local cannabis lifestyle magazine to a national

paint a fuller
picture of the
intersection
of cannabis
¥ Ta
and cullure —
" . - " . " " ?]"- Tl i r.ri
media brand. We’re widening our focus to paint a fuller picture of the intersection of ~ H/ITOHEI
cannabis and culture—through art, history, design, food, creativity, politics, science, 11, history.
fashion, fun, and so much more—and highlighting how it can enhance our lives with-
out being the focus of them.
What does this mean for our readers across the country? First, with each new print

design, food,
creativity,

; S : : Jasi
issue and across our digital platforms, you'll see stories through the Sensi lens from potitics,

your local market alongside national features. We're publishing quarterly seasonal
magazines in print that will be packed cover-to-cover with dynamic storytelling em-
phasizing the role of cannabis in modern culture. We're rethinking not just what we
do but how we do it—in print, and also through our digital editions, website, news-
letters, video productions, and social media—so that we can continue to entertain,
inform, and delight you and serve our communities across the country.

This shift is a giant leap forward for Sensi. Our culture-obsessed and cannabis-cu-
rious audiences comprise a continent-crossing network of people who share an open,

science,
fashion, fun,
and so much

Mmaore

nonjudgemental worldview that’s collectively changing the popular mindset. From
the start, Sensi’s mission has been to evolve the stereotype of marijuana-smoking lazy
stoners into one of discerning, cultured denizens of the creative class. That will not
change. I can’t wait to show you what we've got in store. For a sneak peak, head to
sensimag.com and sign up for our newsletters now. Your inbox will thank you.

Happy 2022,

Steph Wilson
@stephwilll
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plant for profit can take a heavy toll on
the planet. But concerned companies like ‘

the green future

The dirty secret about cannabis? As the
industry grows, the cultivation of the

Tallahassee-based Trulieve are banding
together to create innovative practices and

rigorous standards to ensure sustainable

cultivation and commerce.
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he cannabis industry is
growing like a weed. Ac-
cording to the Leafly Can-
nabis Harvest Report re-
leased last November, US farmers
are producing 2,278 metric tons of
cannabis per year. That’s a lot of
pot—enough to fill 11,000 dump
trucks. Line that cannabis convoy
up on I-95 and it’d stretch from
Miami all the way up to Pompano
Beach—a glorious scene of roll-
ing green on its way to deliver the
country’s fifth most valuable crop.

While fun to imagine, this hy-
pothetical scene would be an en-
vironmental nightmare. Garbage
trucks are one of the least fuel
efficient vehicles on the road. Plus,
the optics would be bad for a na-
scent industry emerging from the
black market with an unprecedent-
ed opportunity to make the world
a greener place.

With federal legalization becoming
more and more likely, the industry
can adopt environmentally sustain-
able practices as a national standard
from the outset. Instead of later trying
to reduce the environmental impact
of operations that already exist, can-
nabis companies can do it right from
the start, ever more necessary as le-
galization spreads around the globe—
something the plant’s generally na-
ture-loving consumers are expecting.

At least one report estimates the
cannabis industry’s footprint already
accounts for more than 1% of US
electricity consumption. That figure
continues to rise as the industry
blossoms, in part because cannabis
is an energy-intensive crop. For a
plant with a nickname that suggests
it grows as easily as a dandelion,
cannabis isn’t an easy plant to cul-
tivate—at least not the high-quality
stuff that consumers demand.

Between 40% and 80% of growers
do so indoors, contributing to the
industry’s huge energy footprint.
Cannabis plants demand warm and
low-humidity environments. Along
with the grow lights that simulate
the sun, they need carbon dioxide
pumped in, oxygen pumped out,
and lots of fresh air circulated, all
of which requires energy.

setting a standard
Tallahassee-headquartered Trulieve
leads the industry’s sustainability
efforts. With its recent acquisition
of Arizona’s Harvest Health and Rec-

reation, the company is now the na-
tion’s largest cannabis retailer, with
a footprint spanning 11 states and
more than 160 retail locations. It also
operates around 3.1 million square
feet of grow and production space.

With that much impact, the com-
pany is positioned to influence how
things are done in the cannabis
space. As a cultivator, manufacturer,
and processor of cannabis, Trulieve
can move the needle on responsible
growth and transparency.

“The industry recognizes how
important it is to create a positive
social and economic impact in our
communities. So much of that starts

says Trulieve CEO Kim Rivers. “Ap-
plying sustainable business practices
will not only have a positive social
and environmental impact, it’s the
right thing to do.”

Trulieve operates 2.4 million
square feet of enclosed indoor facili-
ties and greenhouse cultivation space
across Florida, a state particularly
vulnerable to the impacts of climate

DEEP DIVE

Read Sensi's full O&A
with Trulieve CEQ Kim
Rivers (shown left) at
sensimag.com.

change. Environment is one of the
company’s top considerations when
it comes to business operations. The
Florida greenhouses are a prime ex-
ample of innovation at work—some
of them require zero electricity to op-
erate, containing zero fans or lights,
with six-foot sidewalls that allow as
much passive airflow as possible.
“We've been focused on sustain-
ability at every stage of our growth,”
says Rivers. The company’s inaugu-
ral Environmental, Social, and Gov-
ernance (ESG) report, released last
November, outlines sustainability at
every stage, providing a roadmap for
other cannabis operators to follow.
“While we believe our industry un-
derstands its environmental impact
and the importance of sustainabili-
ty in general,” Rivers says, “it is still
vital that we are proactively setting

with making sustainability a priority,” goals and benchmarks within our
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own organizations as the industry
matures. This is a relatively young
but rapidly growing industry that
does not yet have standard sustain-
ability measures in place.”

The company has several climate
initiatives and is conducting a base-
line carbon footprint analysis to
establish an emissions target and
long-term performance metrics. In
addition to reducing use of electric-
ity at its facilities, Trulieve recycles
cardboard, metal, pallets, electronic
waste, and batteries, and it diverts
organic waste to compost. Drip irri-
gation and rain-and-runoff recap-
ture systems reduce water usage.
More energy-efficient automated
systems monitor and control in-
door cultivation. Trulieve is explor-
ing solar-generated electricityasa
back-up for its facilities.

The company’s greenhouses in
Gadsden County were engineered
to recapture 100% of all rainwater
and irrigation runoff, allowing for
the recycling of fertilizer—including
the company’s proprietary fertilizer
created in partnership with a local
company. This not only promotes
local economies, it decreases overall
costs and reduces emissions that
would otherwise be generated by
trucking fertilizer from other lo-
cations. When deciding on which
new markets to target and where
to open new dispensaries, Trulieve
takes into account delivery route ef-
ficiency from processing facilities to
ensure they’re reducing travel time
and associated emissions.

defining sustainability
Trulieve is part of the Sustainable
Cannabis Coalition (SCC), a group
of industry leaders that seeks to
improve sustainability in cultivation,
manufacturing, and distribution.

sustainability
snapshot

According to an Environmental Sustainability Study conducted
by the National Cannabis Industry Association, the following
areas are hospots for better practices.

Soil Degradation. Similar to traditional agriculture, cannabis
cultivation can cause soil erosion, nutrient loss, reduction in soil-
stored organic carbon, and increased acidity. Sustainable prac-
tices like soil testing can reduce this degradation. Companies like
Pure Life Carbon, whose Charged Carbon soil is the world's first
carbon negative, zero waste grow medium, are helping.

Water. Cannabis, like many crops, often relies upon artificial ir-
rigation, the runoff of which contains pesticides, heavy metals,
excess nutrients and other pollutants. Indoor cultivation puts
pressure on municipal water systems and wastewater treat-
ment facilities.

Energy. An estimated 63% of commercial cultivation is con-
ducted indoors, with 20% in partial-indoor operations like
greenhouses. The energy used for lighting, environmental con-
trols, and hydration require up to 5,000 kilowatt-hours of elec-
tricity per kilogram of output.

Air Quality. Emissions of air pollutants occur at multiple
points in cultivation, processing and transportation. Volatile
organic compounds are also emitted from plants as they grow,
as well as from solvents during extraction, contributing to
ground-level ozone. Emission mitigation companies like Byers
Scientific, which works with Trulieve, combine all air mitigation
into one unit with a low energy draw.

Waste. GAIACA Waste Revitalization, the nation’s first licensed
cannabis waste disposal company that composts plant stems
and leaves and re-purposes packaging materials, estimates the
industry generates 150 million tons of waste each year. Environ-
mental impacts include contributing to landfills, ocean pollution
and greenhouse gas emissions. Add consumer waste from vape
pen cartridges and single-use plastic and the problem grows. One
solution: abolishing the 50/50 mixing rule for marijuana plant
waste, in favor of composting and onsite anaerobic digestion.

WINTER 2022 M SENSIMAG.COM
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Together with a cohort of 20 canna-
bis or cannabis-adjacent companies,
Trulieve and the SCC support inde-
pendent research and are pushing
for the tools needed to make mea-

suring and reporting on sustainabili-
ty more efficient and impactful.

With support from the U.S. De-
partment of Agriculture and the
Environmental Protection Agency,
the coalition seeks to establish
green cannabis policies and stan-
dards across local, state, regional,
and national levels. “The canna-
bis industry is facing significant
challenges but they’re related to
all those we face as a modern soci-
ety,” says SCC co-founder Shawn
Cooney. “And consumers are be-
coming more demanding in terms
of their products’ value, safety
standards, and sustainability.”

The SCC is collaborating with
Trulieve and other industry lead-
ers to develop standards. “It’s not
only critical what a business is doing
today, but they have to establish
baselines and goals—from cultiva-
tion and product manufacturing, to
packaging and on through the sup-
ply chain,” says Cooney. But first, it
needs the tools to make this happen.

“We all have a great opportuni-
ty—and responsibility—to define
the best practices that will codify
sustainability as standard canna-
bis-industry practice,” says Rivers.
The SCC is working with software
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transparent

their own
standards and
goals around
sustainability,
SO We can
collectively
challenge
ourselves to be
better.

—Kim Rivers, CED, Trulieve

company Sustain.Life to develop a
tool to help companies track their
emissions. It’s also collaborating
with Dartmouth’s Arthur L. Irving
Institute for Energy and Society to
perform a complete evaluation and
system redesign for indoor grow
facilities. The team is investigating
every light type, plus how to inte-
grate solar panels, reduce HVAC
usage, introduce automation, and
much more. The project explores
a “radically efficient” cannabis cul-
tivation facility that could produce
energy savings of 40 to 80 percent.

Cooney, an urban farmer who's
been producing food using con-
trolled environmental agricul-
ture (CEA) for years, grows leafy
greens year round in recycled
shipping containers in East Boston
at his Corner Stalk Farms. He says
the cannabis industry is almost
identical to CEA. Sustainability
is on its radar, but, he says, “like
most industries, it still has a long
way to go.”

Everyone agrees: the first step is
greater transparency and collabo-
ration. “We know there’s still work
to do,” says Rivers. “The cannabis
industry is not slowing down. We
anticipate more companies will be
proactive and transparent in shar-
ing their own standards and goals
around sustainability, so we can
collectively change the industry for
the better.” &
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