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|n I'eCele' yeC] rS, the green movement has

grown and natural products offerings have become numerous.

ublic awareneass of issuas such os global warming hos been

P:he impetus for conversion 1o environmentally-friendly behovaor
an a large scale. Advocalas of green living and manuinciurers of
eca-lrlendly products have sean the shift in consumer behoavior
and widenead the scope of the issus by emphasizing such
concepls as ihe carbon footprint and sustoinobilily. And desoite
o love of convenignce in the United Stotes, many consumers ore
endeavoning to be part of the solution. "Everyone is staring to
realize the impoct we are hoving on our Earth ond the dangers
thot come along with poliution and global warming,” said Robin
Lavine, Eco-Me. However, while consumer gwarenass s increasing,
grEan Consumenem isn't univarsally defined. Further, non-existant
regulations ond eflicocy standands lor nalural home preducts are
croating soma conlusion n tha manket

On one hand. the broodness of curment delinitions iz good
bEconuse consumers aatily saa The many oles they can play n tho
green movement; but. the some broodness hos allowed product
manutacturess o farm not-so-honest advertising compaigns

"Many companies ploy on the words natural, green and
bicdegrodable.” said Cindy Rimer, vice presiden!, sales and
markating, Bioklean. "If o product says "biodegrodoble’, [consumsars]
need ta remind Ihemsehes that almost evenyihing is biodegrodaonle:
it o product says "natural’, offen it may hove ingredients that are
riciural ot mcry lso condamn offes that are not”

5till, ary degree of natuml is beffer than oll comvenhonal inmost
cases. “Veny locse reguilalons, mone concernad wilh protecting rode
sgcrels thon public health, allow manulacturers lo pul any
cormbnncion of chemcals in o comanional cleaning product withoul
maaninglul safety testing.” soid Chrystie Heimert, public relalions
director, Sevenin Generaticn. Holty Bornstein of CleaniWell Todoy soia
her comparny is frying fo encowoge obel Ifercy Decouss COnsUumens
can't clways rely on companias fo be tobally truthiul obout products

Levine ogreed. odding: "Lock of the color and amall of the
proguct—irogrance is 0 word fhol hides many chemicals
whiach are often undsciosad ond hammtul.”

Some consumarns ane driven fo change because of
allergies or hoolin conditions. "More people ore bacaming
sensitive of allsrgic fo symihetic ogronces ond dyes becouse
thewy' and 30 overused In mainstean cheansrs,” Rimer said,
Bicklpen tangels these consumirs by keeping its products frea
of arlifcial rogrances ond colors, and olfenng a ragrance-
fre line for consumers who cannot icksrote ony Troagrearo:

"‘Consumerns, especially those whno condend with skin or
raspiratory clamgies. have sean significant benafils from using
oleo (plont-gderved) surfociants,” said Colin Taylor, reseanch
and development, V.ILP. Soop Products. “Plont-based products
ane far less harsh o cormgdive than patrochamical blends—for
anmiphe, My leciole mploces affwlene ghoo! buhy ether, a
patrochemcal sohvent known fo offer blood chamistry.” Ha
added fhere's besn o marked increase in demand for
washing products fhat am hypoallengenic and mild

Savwy parents ore aiso laking oction for the healih of
their children. "We've found new parents are poarficularky
opean to making the swilch,” Haimer! soid. “They want 1o
prodect their kids of any cost”

Orhed consumers make the changs for peoce of mind
“all ihe reguiahons ond coutions somalimes scanm consumers,”
said Justine Lopaz, markalng coondinatorn, Howard Matunals
"Thay are relieved 1o soe natural cleaning products more
widhely availobile ™ Price and unfomiliadly ane still roodblocks
for natunal home products, Bul growing natural and anganic
invertorias in conventionol stores ane gathng peopie thinking,
and freyre getting smart on freir own by reoding lobels—nol
just fossing prodiucts in thelr grocerny cart. “Nobody knows fhe



mngfe*me.rfedsmexmsum!n household
chemicals, but with the rise of asthma,
ollergies and unknown answess 1o o host
of rising Mresses, peopia need o evaluate
all toxins in and around the home.
including cleoning products,” mer said.

Does This Stuff Work?

Of course, oll the concerns won't
keep o consumer using a product thot
doesn't actually work, The idea of
switching to a product with no
polentiolly dongerous chemicals 15
greatl, but consumers expect similor or
batter rasults from notural home
productis and some are hasitant to
switch because earliar notunal products
didn't deliver. "Bock in the "B0s and '90s,
o lot of green products really didn't do
o vary good job, and that probably set
the whole thing back guite a lat
becouse people out there [shll] hove
thot very strong perception.” noted
Allen Stedmaon, president, Planet inc

Still, manutacturers reason thot
increased placament of natural horme
products alongside conventional
products suggests customers can
expact comparable results. “Thene still
may be somea concams duea o aarly-on
aitemnative products that dad not pardarm
well,” soid Brion Ross. TWIST. "But
because ihere has been so much recent
atlention to green ving and the natural
home cotegory. CoNsSUMEers are receiing
the messoge that today's products are
batter, and that natural options work just
as wall as comentional standards.”

While some companies can
showecase whot notably dongerous
substances are left out of their products,
others point out biodegradability,
organic material usoge, or other aco-
friendly ottributes of their product lines
to give thelr notural product claims
grounding,. Protecting overall healih
and ovoiding toxicity Issues are also
obvious advantages of going green

The concept of o grean product s
bosic fa Stedman. "It has to do with how
much chamistry you have fo do lo get to
the end product,” he noted—the less
chemicol reactions, the more natural the
product, Stedman’s Planet Inc. brond
produces a tull line of cleaning and
loundry options, while his Green Forest
papat brond produces bathroom fissue
and paper towels made fram 100 percent
racycled paper—40 percent of which is
post consumer poper waste—ond
whitened without ehlorine. which has
been linked fo watershed pollution and
acosysiem damage.

Stedman noled his company
emphosizes biodegracobifity, o concept
he bahavas s eqsily undersicod by marny
CONSUMEers
structure, that means [products] tend to
be molecules m long stings, rother than
nngs.” he soid. "Because nngs fend fo be
o lot more stoble, ey e fougher fo breok
down.’ The biodegradability claim Irom
Planet Inc. s also cerlified by Scientihc
Certification Systems (SC5)

However, concentrating on
ingredients is only part of the issue. it's not
otways o matter of this varsus that,” Rirnes
said, It okes a ot of research, testing and
reformulotng.” Using nalural extracts and
essantiol otz in cleaning products
Biokleen avoids chaop fllers such as water
and salf derivatives, dyas and synthehc
fragronces. Motural exiracts of grapefrit
seed, lime, orange peel, soy and assenial
oils reploce patroleum destillates, solvenis
chiorine, phosphates, ammaonia, bulyl,
giycol ather. sodium lourny! sulfate (515).
and praservatives EDTA and DEA. “Every
ingredient we use in our product has
purposa,” Rimer noted. She also reported
the company has worked with
orgonizations such as the Emvironmental
Protection Agency (EPA) in its Design for
the Environment (DfE) progrom
{epo.gov/die), in which participating

“In terms of chemical

W00 Wetural Products Markeiplace 39



naturalproducts | natural home

companias must meet siingent guidelines
for notural cleaning product certification.
Rimer also noted Bickleen is aware of the
carbon footprint concept, ond that its
concentrated formulas allow the comparny
to reduce shipping materials (paper and
plastic packaging), which guards the
environment from more pollution,
conserves space in landfills, and saves
consumers manay in the long un.

Iin foct, many companies are
standing behind the power of natural
surfactants, a practice with implications
for health and beyond, "We have replaced
petroleum distillates with vegetable-
derived Ingredients such as coconut oil
and soy oll,” Lopez said. o, “thare are also
the environmental benelits thal come
from putting only vegetable-derived
ingrecients back info the ecosystern.”

Krinsky said Lotus Brands is doing
fhe same. "Tea tree oll and lavender are
both well known traditionally for their
purifying action and natural fragrance
capabilities,” he said. “We also use citrus
oil in our dish soop, well known for its
cleaning power.” He added the
company's surfactants are non-onic, and
thus biodegrodable

Another usaful compound is
saponin from Chinese soapberries, the
natural surfactant in Maggie's Scap
MNuts™, “Cur soop nuts replace 518, said
Moggie Dawson, Maggie’s Soap Nuis.
“Soponin removes the cccumuloted soap
soum and residue from clothes and [the]
washing mochine.” No SLS or soop residue
means less chance of skin irritation or
other allergic reoctions.

Another company bringing natural
home cleaning products to market has
gone back to the basics, helping
consumers discover the safe and
effective cleaning substances thay may

already have in their cupboards. "The
basic concept behind Eco-Me Kits is that
YOU Can mix up your own products with
bosics like baking sodo, olive oil, white
vinegar, water and baking powder.”
Levine said. "Using pantry stoples to clean
o house hos been around for ages, and
we have modernized this for todoy's
customer.” The baking soda. vinegar.
etc., in the company's mixes are
combined with feq tree ail for antibacterial
and anfifungal duties, and essential oil
for natural fragrance. "We work with
chemists at the lab where we blend our
aessential oils and have our products
tested for performoance and safety,” to
make sure the mixed products are safe
arnd effective, Levine said,

Other Goods

Soaps and cleaners aren't the only
natural home products availoble o green
consumers, and potential greanies should
understand the movement is
comprehensive, "If consumers have the
choice between o comporaoble
conventional product and one that is
grean, they are choosing the green
olternative,” Ross said, In this case, il's
TWIST s line of utility sponges. Instead of a
synithetic, plastic scrubber attached to a
sponge. TWIST uses o loafah. The koofah is
o plant that has been in use for hundreds
of years throughout the workd for serubbing
pots and pans, ond is not only
biodegradable but lasts longer than the
plastic scrubber and does not retain
odors,” Ross noted, TWIST also introduced
the biodegradable Euro Cloth and Euro
Sponge to cut down on paper towel
waste, Ross says the Euro Cloth has the
absorbency of o paper fowel with the
reusability of a sponge. aond TWIST
estimates one Euro Cloth to be egual to
abaout 17 rolis of paper towels.

Future greenies can also look 1o the
movermneant for cantralling pests that may
be jeopardizing their health, or the
health of their fomilies. "Dust mifes are
known for sparking allergic reactions
in sensitive people,” noted Eileen
Sheets, managing director, Biotorce
USA, “In foct, many doctors now feel dust
mites are the reason for the increase in

could linger in furniture fakrics, couse SKin
and aye irritation, and take years to
biodegrade, Bioforce developad Mites-
Qut! The product is based on bioactive
sead componants of the neem tree
(Aradimehia indica A. Juss). A German
study on the efficocy of neem-based
products as acancides (substances used
to kill mitas), which included Bioforce's
Mites-Cutl, showed neem oil contained
substances which had a distinct effect on
the house dust mite D. Farinae (Allergo J
13:269-73, 2004, The substances did not
have any acaricide effect, bul successfully
hindered the mites’ growth by an appelite
reduction mechanism. The synergy of
neem il and other compounds in Mites-
Cutl doesn’'t do the work of benzyl
benzoate, the usual ingredient in
conventional synthelic acaricides, but
they do provide a natural alternative
without dangerous side effects,

Conuerting the Nay Sayers

Any cutstanding questions on the
efficacy of notural home products can
anly be answered with empirical evidence.
Becouse humans are also creatures of
hakit, refailers may hove o do some
convinzing fo overcome efficocy stigmas
shill discouraging conventional consumers
frarm making the jump to natural products.
Manufacturers agree. though, that with
personal health at stake, the green
movement can only gain momeantum,

As always, retailers can propel the
green movemeant forward by informing
rookie green consumers of the virtues of
green living, both for the quality of their
own health and the health of the
environmant. Retailers should do their beast
to work with companies that fully disclose
product ingredient lists—no exceptions
Alzo, global issues such as reducing the
carbon loctprint of products comprising
store inventones should be on the minds of
retailers, as should bicdegradability and
sustainability, It's in mankind's best interest
that the scope of the movemeant and the
many ways consumers can parlicipate
becomes cammon knowledge,



