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È Sustainability is being discussed more than 
ever 

È Sports Illustrated and Fortune, commercial 
magazines that had never before covered 
environmental issues 

È The environment and the world community is 
under more pressure than ever 



PER CAPITA GARBAGE PRODUCTION   

Average pounds Per person Per Day   

È USA  4.6 

È Australia  2.7  

È Japan  2.58 

È Canada 1.79 

È China 0.7  

È Imagin the impact if developing nations 
generate at USA levels 

(Source: the Story of Stuff, Leonard 2010) 



È Businesses are being held to higher 
standards than ever 

È Global environmental damage caused by 
human activity is $6.6 trillion and about 11 
percent of global GDP.   

È The top 3,000 public companies are 
responsible for one -third of global 
environmental damage  

 
(Source: Environmental Leader 2011) 



Major events that drive greener products  
È Wal-Mart , Tessco and other retailers going green 
È Green building movement  
È Green public procurement (EU & US require it)  
È Social Responsible Investment; Dow Jones 

Sustainability Index, FTSE4Good 
È Environmental Shareholder resolution  
È Life Cycle Assessment  

Á Biggest impacts are usually not production sites 
Á Procter & Gamble determined hot water use was the 

biggest impact for laundry detergent.  Cold water 
detergent results in the biggest impacts 

 



Walmart Sustainability Goals  

È To produce Zero Waste, be supplied with 
100% Renewable Energy, and to sell 
Sustainable Products 



A balancing Act  

È Product Stewardship Regulations 

È Customer demands 

È Managing emerging issues  



È òWhen youõre explaining ð youõre losing.ó 

È RISK = HAZARD + OUTRAGE  

È Perception = Reality  

 



Some Current Emerging Issues  
È Biomonitoring ð finding of trace chemicals in human blood and body 

fluids  
È Chemicals of concern ð several individual chemicals being pressured by 

NGOs as harmful to human health & the environment, e.g.  BPA, 
triclosan, phthalates, DEHP, etc.  

È Chemical mixtures ð minute concentrations of chemicals in the 
environment and their collective impact  

È Climate Change ð impacts of climate change on raw material supplies 
and other potential business disruption  

È Endocrine disrupting chemicals (EDCs) ð fate of EDCs in the 
environment  

È Nanotechnology - 1 to 100 nano meters in dimension materials impact on 
human health and the environment  

È PPCPs ð trace amount of personal care products and pharmaceuticals 
found in the environment  

È Water Scarcity - availability of safe and secure water supply  
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GE EcomaginationÊ 

È Energy use  

È Green house gas emissions 

È Water use  

È Ability to offer financial benefits to their 
customers  

 



È Significant funding commitments  $1.5 
billion in clean technology investment in 
research and development and committed 
another $10 billion for R&D over the next 5 
years.   

È Success is measured in dollars.  Sales in 2009 
were $18 billion and the goal for 2010 is $20 
billion.  



È Represented as a business initiative 

È Strong CEO support 

È Supported with billions of R&D dollars  

È Third party verified  

È Has a review board of external company 
advisors 

 



Green Index® Program Objectives  
  
Intent # 1.  
È Provide designers and developers with a relative 

measure of a products environmental 
performance, so that they are empowered to make 
it better from the start.   

  
Intent # 2  
È Provide consumers with a relative measure of 
productsõ environmental impacts to spur more 
sustainable purchasing.   (Timberland 2010) 
 

http://www.killahbeez.com/wordpress/wp-content/uploads/2011/06/L1000532.jpg


http://www.killahbeez.com/wordpress/wp-content/uploads/2011/06/L1000532.jpg


Key Attributes of Timberlands Product 
Stewardship Program  

È Use a label, òGreen Index,ó to communicate 
product greenness 

È Use ISO 14040 life cycle assessment 
management systems 

È Set and report on product stewardship goals  

È Have Earth Keepers line of greener products  

 

http://www.killahbeez.com/wordpress/wp-content/uploads/2011/06/L1000532.jpg


È The Company is based on green products: 
consider the impact of their decisions on the 
next seven generations 

È Big emphasis on natural ingredients & 
incorporation of PCR in packaging  

È Use a product score card to drive innovative 
improvements and continuously green their 
products  

È Commitment to transparency of all product 
ingredients  

 





 
 
 

È  Generate one-third of growth from environmental 
sustainability initiatives (versus 2007 baseline) 

È Reduce the environmental footprint of our 
operations for each case sold by 10 to 20 percent 
(versus 2007 baseline) 

È Make sustainability improvements to 25 percent of 
our product portfolio (versus 2009 baseline) 

È Achieve an environmental stewardship reputation 
at consumer packaged goods exemplar levels 
 



È Company vision includes Sustainability  
È Developed very aggressive long term goals 

through their Sustainable Living Plan  
È Use life cycle assessments to identify the most 

meaningful focus areas for product 
improvements  

È Significant commitment to Sustainable sourcing 
ð short term and long term targets  

È Commitment to educating consumers to reduce 
their environmental impacts  

È Partner with suppliers to drive sustainable 
innovations  
 

http://www.google.com/imgres?imgurl=http://www.bestworkplaces.org/wp-content/uploads/2010/02/Uni_ml_ss_p_mcs_c.jpg&imgrefurl=http://www.bestworkplaces.org/uncategorized/unilever-new-jersey-and-conneticut/&usg=__8R_tfKgV_6-D1T7a1PCbt3535LY=&h=767&w=735&sz=292&hl=en&start=1&zoom=1&tbnid=Zrm4TuFZ9E_K4M:&tbnh=142&tbnw=136&ei=zK0LT8PiIoLi0QHEx6iCBg&prev=/images?q=unilever&hl=en&sa=G&gbv=2&tbm=isch&itbs=1


 

Sustainable Sourcing of Agricultural Raw 
Materials Goal  

È 30% by 2012 

È 50% by 2015 

È 100% by 2020 

 

http://www.google.com/imgres?imgurl=http://www.bestworkplaces.org/wp-content/uploads/2010/02/Uni_ml_ss_p_mcs_c.jpg&imgrefurl=http://www.bestworkplaces.org/uncategorized/unilever-new-jersey-and-conneticut/&usg=__8R_tfKgV_6-D1T7a1PCbt3535LY=&h=767&w=735&sz=292&hl=en&start=1&zoom=1&tbnid=Zrm4TuFZ9E_K4M:&tbnh=142&tbnw=136&ei=zK0LT8PiIoLi0QHEx6iCBg&prev=/images?q=unilever&hl=en&sa=G&gbv=2&tbm=isch&itbs=1


È Committed to product stewardship through 
participation in the voluntary Global Product 
Strategy 

È Set goals to do Risk Assessments for each 
chemical sold in significant quantities (>1 ton / 
year) 

È Use their own developed Eco-efficiency tool to 
improve the greenness of their products   

È 3:1 Climate Program aims to maintain a benefit 
of 3 times less GHG emissions for use of their 
products compared to GHG to bring them to 
market 
 

http://www.google.com/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/8/8d/BASF_logo.svg&imgrefurl=http://en.wikipedia.org/wiki/File:BASF_logo.svg&usg=__y6CWAwivoswuRkPP6XpuMpx8qlI=&h=381&w=1063&sz=20&hl=en&start=2&zoom=1&tbnid=BGL1Wy7o-vIkIM:&tbnh=54&tbnw=150&ei=XcQLT9KEEej00gHpqoH7BQ&prev=/search?q=basf+logo&hl=en&gbv=2&tbm=isch&itbs=1


 





28 

The EARTHWARDSÊ process has been reviewed by a 
panel of sustainability experts from government, 
academia, business, and an environmental NGO. 
 
A proprietary scorecard was developed to evaluate 
products in seven key categories that we feel have the 
most potential for environmental and social impacts.  
 


