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Asout THis Book

Wehavedivided The Green Consumerinto three parts. Part 1 offers
the broad view of Green Consumerism, the state of the environ-
ment, and how your everyday purchases can affect the earth’s
resources. Part Il features a comprehensive guide to what products
tobuy—and not to buy—including brand names and addresses.
Part III is for those who want to learn more or become more
involved in environmentalissues, including names and addresses
of dozens of environmental organizations.

There are two principal ways thisbook can be of use. One, of
course, is through the listings of green products and companies.
Understand, however, thata product’sinclusion in this book does
not constitute an endorsement of this product, nor doesit ensure
a product’s quality and efficacy. The second and equally impor-
tant use of this book is to obtain a better understanding that will
help you to judge all products for their potential environmental
impact. By learning toinclude environmental concerns along with
price, quality, nutrition, and convenience, you will be very well
equipped tomeet the demanding task of being a Green Consumer
inthe 1990s and beyond.

When contacting any of the companies in this book, beaware
that each has its own policies and practices. Some sell directly to
consumers, accepting phone orders and credit card charges. Oth-
ersaccept orders by mail, accompanied with payment. (Note that
prices listed in this book are suggested retail prices and do not
include shipping or sales taxes.) Still other companies will refer
youtoalocalretailer that carries their products. Some companies
offer catalogs and brochures of their products, while othershave
no such information; although most of this literature s free, there
may be a charge for some, or a requirement tosend astamped, self-
addressed envelope. Moreover, all of these policies are subject to
change. As thisbook went to press, for example, several compa-
nies that had not previously sold directly to consumers reported
that they were considering doing so. Others were preparing—or
thinking of preparing—brochures or catalogs for the first time.

Wehope you find the information contained in these pages
to be valuable, We welcome your ideas, suggestions, and com-
ments, which we will incorporate in future editions of The Green
Consumer. Please send them to The Green Consumer, c/o Tilden
Press, Inc., 1526 Connecticut Ave. NW, Washington, DC 20036.



AUTHORS’ NOTE

The authors and the publishers of the American edition of this work have
prepared this work and set forth the views contained in it in good faith.

* The omission of any particular product, company, or any other organiza-
tion from this work implies neither censure nor recommendation. Neither
the authors nor the publishers of this edition of the work, however, warrant
effectiveness or performance of any product set out in this work, and the
reader and consumer must exercise his or her own judgment when deter-
mining what criteria to apply when judging whether or not he or she
should purchase any particular product from any of those companies or
other organizations which are mentioned in this work. Any reader requir-
ing further information concerning any particular product should write
directly to the supplier or manufacturer of that product.

The authors and the publishers are willing to consider any matter which
is held to be inaccurate and upon satisfactory factual and documentary con-
firmation of the correct position will use all reasonable endeavors to amend
the text for the next reprint or edition.

While every care is used and good faith is exercised in assembling and
publishing the material in this book, no warranty as to the properties or
safety of any product is imputed by the inclusion of any such product in
this work, and consumers should address themselves to the manufacturers
of any product in respect of which they may wish to be informed as to its
qualities.



FOREWORD
by Ben Cohen, Chairperson
Ben & Jerry’s Homemade

When Ben & Jerry’s first started, I used to be a hot ticket on the
Rotary Clubspeaker circuit. The assignment was to drone on a bit
after lunch in order to help people digest their meal. Ben & Jerry’s
was a real small company at the time—we were a homemade ice
cream parlor—and we used to do things for the community, like
show free movies during the summer on the wall outside our gas
station, and sponsor community celebrations, and giveaway free
ice cream on our anniversary. Things like that.

I"d betalking to the Rotary Club about these things and at the
end of the talk somebody would kind of lift up his head and say,
“Well, youknow, those things you're doing for the community—
you'rejust doing them becauseit’s good for business, right?” And
Iresponded, “Well,I don’t know, but our reason is that we genu-
inely believe that business has a responsibility to give back to the
community, and we’re doing it out of altruism.”

That was my old answer. My new answeris, “Yeah, itisgood
forbusiness. And if you're smart, you'll jump on thebandwagon.”

IThavebeen thinking a lot about the influencers of business.
One of those influencers is capital—that is, the money that people
investin businesses by buying stocks. Many people arestarting to
invest their money only in companies whose values they agree
with. Businesses need this investment capital in order to survive
and prosper. So, as more and more investment capital has these
kinds of strings attached to it, companies are starting to be influ-
enced to goalong withinvestors’ values. Another influenceris the
value of employees. Employees run and operate businesses. So, it
makes sense to start educating business school students in the art
and science of operating businesses in such a way thatthey makea
profitand proactively support our communities—local, national,
and global—atthesametime, A third influenceris sales. Businesses
need sales to exist, and if companies find that customers will
support them moreif they adopta particular social stance, they are
going to movein that direction.

That's all fine and good. But consumers need the tools with
which to vote with their dollars and decide which businesses to
supportand which businesses have valuesthat they agree withand
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which businesses don’t. That’s where being a Green Consumer
comesin.

Thebeauty of itis that being a Green Consumer is areally easy
thingtodo. All youneed is someeducation. Youdon'thaveto go out
of your way in order to influence companies through your purchas-
ing behavior. When you go into the supermarket, or any store for
that matter, you usually have quite a few choices of brands to buy if
you'relooking for a particular product. Inmany cases we're talking
about products between which there really isn’t much difference.
Yousimply choose which packaging you want or which color you
want or which one has a slightly better price oranamethatringsa
bellin your head. Now, with thisbook, you canadd another factor:
Is this productand this company environmentally responsible?

Companies that want to survive into the twenty-first century
know that they must consider values. At Ben & Jerry’s, we operate
asa values-led business, a term coined by Anita Roddick, founder of
The Body Shop. We tend to pursue activities based ona particular set
of values. Soif our value is to create a world that spendsless on the
military, we will find a way to integrate that message into our day-
to-day business activities and influence our government in that
direction. If our valueistotry to createless economicdisparity in our
society, wewill support organizations thatare working in thatdirec-
tion through our purchasing decisions, our investment decisions,
and ourinternal salary structure.If our valueistotry tohelp theen-
vironment, we will support that through internal company recy-
cling programs, through externally trying to educate people about
recycling, and by working with companies like Community Prod-
ucts, whose purpose is to prove that rain forests can be more
profitableas living rain forests than as deforested land.

Ithink thereal problemis that we need to redefine the bottom
line for business success. The bottom line has to be in two parts.
When we measure our success as a business at the end of the year,
we must look at how much money is left over and how much of a
confribution we made to the community—whether it’s the local
community or the nation or the world. We have to factor thosetwo
things together to determine how well we're doing.

AsGreen Consumers, you have theright and responsibility to
vote—with your dollars—on how well businesses are doing these
things: how successfully they are addressing theissues youbelieve
are mostimportant to your life, and to the life of our planet.

Asthesaying goes, vote early, and vote often.
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You probably don’t realize it, but every week you make dozens of
decisions that directly affect the environment of the planet Earth.
At work, at home, and at play, whether shopping for life’s basic
necessities, taking a vacation, or cleaning the house, the choices
you make are a never-ending series of votes for or against the en-
vironment. '

Buy aburger, fries, and a soda and you are probably worsen-
ing the already critical landfill crisis. Take your car in for repairs-
and you may be contributing to the gradual warming of the earth
and increasing your chances of getting skin cancer. Do your
laundry and you may be fouling America’s lakes and rivers,
perhaps your own drinking water. Discard your trash and you
may be polluting the air, water, and soil, and helping to deplete the
earth’s natural resources. .

But the products and services you buy need not be so destruc-
tive to the environment. By choosing carefully, you can have a
positive impact on the environment without significantly compro-
mising your way of life. That’s what being a Green Consumerisall
about.

It wasn’t very long ago that being a Green Consumer was a
contradiction in terms. To truly care for the environment, it was
said, you had to drastically reduce your purchases of everything—
food, clothing, appliances, and other “lifestyle” items—to a bare
minimum. That approach simply doesn’t work in our increasingly
convenience- and consumption-oriented society. No one wants to
go back to a less-comfortable, less-convenient way of life.

And yet most Americans do care about the state of the earth.
Increasingly, according to surveys, people say that their concern
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for environmental issues is affecting the way they shop. More than
half of the 1,000 adults in a 1989 survey conducted by the Michael
Peters Group, an international marketing firm, said they chose not
to buy a product in the last year because of concern that it or its
packaging might harm the environment. Just over three-fourths
said they would be willing to pay as much as 5 percent more for a
product packaged with recyclable or biodegradable materials.
Sixty-one percentof thoseinanother survey said they were “much”
or “somewhat” more inclined to patronize a store or restaurant
that showed its concern over the environment by doing such
things as reducing its use of plastic containers and utensils, and by
recycling other waste materials.

Such concern notwithstanding, there’s no question that the
)ump from environmental concern to environmental consumer-
ism is easier said than done. As is true with so many other parts of
our lives—dieting comes quickly to mind—one’s good intentions
don’t always translate readily into effective action. In the case of
being a Green Consumer, the problem stems in part from a lack of
understanding about how your purchasing decisions can affect
the environment, and about what qualities make your purchases
“green.”

WHAT Is GREEN?

There are two basic ways in which a product can be considered
green: it could have more environmentally sound contents, it
could be wrapped in environmentally sound packaging—or both.
Ideally,(a green produgt is one that;

U is not dangerous to the health of people or animals

QUdoes not cause damage to the environment during manufacture,
use, or disposal

{1 does not consume a disproportionate amount of energy and
other resources during manufacture, use, or disposal

U does not cause unnecessary waste, due either to excessive pack-
aging or to a short useful life

U does not involve the unnecessary use of or cruelty to animals

UOdoes not use materials derived from threatened species or envi-
ronments
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In addition, a green product ideally should not trade price,

quality, nutrition, or convenience for.envirenmental quality.

The Many Shades of Green. Meeting all these requirements is
no small task, although a growing number of companies large and
small are finding ways to meet the challenges. There are hundreds
of green products introduced each year, with thousands more
coming in the foreseeable future.

Unfortunately, few of these products are perfectly green.
Most incorporate some improvements in packaging or contents,
but do not necessarily meet all of the criteria listed above big
problem is that there is considerable disagreement ever¥among
dedicated environmentalists about whether some purportedly
green products truly are less harmful to the environment. For
example, is biodegradable plastic a suitable alternative to nonbi-
odegradable plastic? Some people strongly object to biodegrad-
able plastic because it does not completely break down into benign
materials when disposed of in landfills. Others applaud the use of
biodegradable plastic, pointing to the fact that while not a perfect
solution, it is at least one step better than the nonbiodegradable
variety. (More on the debate over biodegradable plastic in “The
Problem of Packaging.”) Is it better to do something imperfect now
or wait for perfect solutions to come later on? The answer is for you
to decide.

Equglly frustrating is that there are no nationally accepted
standapds or coding systems for determining what products are
environmentally sound. There are no agreed-upon definitions of
when something may rightfully be labeled as “biodegradable,”
“degradable,” “recyclable,” or “made from recycled materials,”
among the more common terms now being used on product labels.
And there are even less-specific labeling terms, such as “not harm-
ful to the environment” or “environment-friendly.”

The result is a mixed bag of green products. There are some
environmentally harmful products wrapped in green packaging.
Some green products don’t clearly state their greenness, while
other products claiming to be green are not. To make matters
worse, several of the corporations producing green products are
among the world’s biggest polluters. In short, it's a confusing
world, with many shades of green.
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The Power of Green Consumerism. In the chapters that
follow, we will attempt to lead you through this sometimes murky
world of Green Consumerism. We have tried to present the differ-
ent sides to some controversial issues, but it will be up to you to
make the final decisions.

While those decisions won’t always be easy to make, we urge
that it is better to do something than nothing. While perfect
solutions are still lacking, there are many companies making some
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attempt to improve the environmental quality of their products.
Your support of these progressive companies and products will be
heard loud and clear in the executive suites of the nation’s largest
companies, and will encourage other companies to follow these
leaders.

You may be surprised at how easy it is to make your voice
heard in the marketplace. The marketplace isnot a democracy; you
don’t need a majority opinion to make change. Indeed, it takes only
a fairly small portion of shoppers—as few as one person in ten—



