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But First



Some Trends



ViaJority OT SNoppers considaer
sustainability in buying decision
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Times

2/3 of Americans agree that
“even In tough economic times, it Is
Important to purchase products with
soclial and environmental benefits”
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Organic and Natural Food/Beverage Sales (in
millions)
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Green Product Performance

Natural Beauty Products: down 0.2 percent
$283.1 million to $282.6 million
VS.
Beauty Products: down 0.7 percent
$482 million to $478.6 million

Green Durable Goods: no change

Green electronics showing growth

SPINS Market Research, reported in Natural Foods Merchandiser Feb 2010
ental Leader, March 29, 2010



asreen viarket Outiook

calthy Products, Healthy Planet” (HP2) Sector
outperformed economy as a whole in 2008-20009,
growing 6% In 2008 and remaining flat in 2009

reen Living” market grew 41% during 2004-2009
minated by food and beverage, personal care
Food and beverage + 1.8% in 2009
Predicted growth of 20% from 2010-2012

/o of organic food purchasers have cut back
o have switched to less expensive organic options



Manufacturers and
retallers are responding



through acquisitions
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through new brand
Introductions by
manufacturers
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and retailers
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Seems like a win-win



ustomers looking Companies

)r better products making better
from better products to meet
companies consumers’ need:



There Is just one problem
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Consumers are lost

) Study found “Greenwashing” on
of consumer products

400 eco-certifications are leaving
umers confused




Information can be overwhelming
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Resulting In Missed Opportunity

re9
lost opportunity on the path to purchase

95% Would 75% Know a 63% Looking :
buy . green product . for green
<ey leakage Unaware Uneducated Unavailable Unmotivated
reason

e. GMA and Deloitte Green Shopper Survey 2009



HOw can you
communicate to
consumers



where It matters?






GoodGuige

oviding transparency into the heals
nvironmental and social impacts o
products and companies






Team of Scientists



Integrating over
1,400 Iindividual
data points



on over 70,000
consumer products



to provide consumers
with



easy-to-understand



scientific



ratings



of products and
companies



In 3 Key Areas
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e Produ Shampoo The Clorox C DM pany Burt's Bees
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1. Health

2. Environment

3. Society
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Hair e Produc Shampoo ¥ The Clo pmpany i Burts Bees
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76 $6.00
: Write a Review Buy MNow

Overall GoodGuide Rating



delivered to
consumers where they
make decisions
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all ATAT = 11:10 PM

Top Rated on GoodGuide

All Products

Personal Care

Household Cleaners

Toys




Newest tool to
make It easy for
consumers



Uirw ovdadllllilly
from the phone

yGoodGuide

SCANNER
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Barcode Scanning
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GoodGuide

Looking up barcode...
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Giving consumers the
health, environmental
and social info they need
to make a product
buying decision



Works for Consumers



Buyers

to make a purchase
after using GoodGuide



Press likes it
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2WS

a “wonderful” website

“[GoodGuide] could have a

revolutionary effect on
Industry and commerce

TIME

npr

“One of the best services WE R E D

I've ever used.”

GoodGuide Has Drawn
Accolades for its
Exhaustive Information
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BEST OF GREEN |}

10 Ideas Changing
World Right Now

New Site Rates Pr
for Safety, etc.

Startup Fights Gree
With Data Sent to Y
Phone

How the Web Can F
Fight Greenwashing

Green 1Q - GoodGu



Why it Works for Consumers

*Unbiased 3rd party ratings
*Ratings are scientific
*A score - not a certification

*Ratings can be personalized



Why it Works for Manufacturers

*Influences purchase
*More effective (and cheaper) than marketin
°[_owers investment in sustainability scientis

*Puts your sustainability efforts to work for y



New manufacturer
product from
GoodGulide
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your data into Goodguide
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from GoodGuide

Product
Insights




And ultimately better
participate in this new
ecosystem



Why:

3etter communicate with consumers — more
complete data

Jnderstand what the world knows about your
oroducts and practices

Jnderstand which criteria are affecting your
atings and what you could be doing to impro
helr product performance;

5ain Insights into consumer perceptions and
Jecisions related to your products.



Major Retailers



http://portal.goodguide.com



GoodGuige



