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Mass extinctions

Deforestation and soil erosion

Air and water pollution

“Super” bacteria, viruses and insects
Dwindling natural resources
Increasing cancer rates

Increasing reproductive disorders
Fisheries collapsing

Water tables falling

Climate change

Environmental
Concerns




ecomarkets &

A trusted TerraChoice research product

Monitors green procurement and supply chain
management patterns in B2B and B2G contexts

Informs clients, partners and public audiences
about the attitudes and practices of North
American buyers towards environmentally
preferable purchasing

Explores both general green purchasing trends as
well as commodity & sector-specific trends

Need More
Prooft?

Introauction to
EcoMarkets ™




 62% of North American organizations have a green
purchasing policy (up from 60% in 2007). 25% of these
organizations have implemented a formal green
purchasing policy.

« Of those organizations without a green purchasing
policy, 44% intend to implement one in the near future.

The Prevalence of ‘Green’ Purchasing Policies at our Respondenis’ Organizations

2007 2008

O 'es, we have a 'green’ purchaosing
palicy

0O Mo, we do not hove o 'green
purchasing policy

Ol don't know




* One third of purchasers told us that at least 40% of their
spending is influenced by environmental factors and
green purchasing policies.

* In 2007, we asked about the frequency of ‘green’
consideration by commaodity type and found that paper
products attract environmental scrutiny most often
followed by janitorial/sanitation products.

Frequency of ‘green’ consideration when buying...

specific products and services
Rating Scale of 1 (never) - 4 (always)

2.8 2.7 27
™ ™ ™
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Paper and paper Janitorial/ sanitation Hectricity Offices supplies, Bectronics Building materials

products goods or services equipment, or services
furnishings
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Do purchasers include environmental performance
considerations in product specifications?

— 89% said yes they do — at least some of the time.

— Only 4% never include such considerations in
product specifications

Percentage of Purchasers Who Include Environmental
Performance Considerations in Product Specifications

57%

32%

4%

Always Sometimes Never

Does not include I den't know®




Relative Importance of Purchasing Factors
Scale of 1 [least Impeorfant] fo & (Most Important]
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1. At any one time, some 20% of people/companies
are hardcore ‘green’.

4. The greenest are
also the most skeptical.

«————————»

2. Individual positions are always shifting, driven by life events
and corporate circumstances.

3. Buyers can be ‘green’ for vastly different reasons.




02007
02008

Human Health

Energy Conservation
Toxics

Recyclahility

Recycled Confent
Water Pollution
Sustainability

Air Pallutian

Water Conservation
Indoor Air Quality
Reduced Packaging
GHG Emissions
Climate Change
Biodegradahility
Volatile Organic Compounds
Ozone Layer Protection
Bio-baosed Alternatives
Sustainable Forestry
Wildlife Hahitat
Biodiversity

Ancient Forest Preservation
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SIX SIns of

* The surge of environmental awareness is unmistakable sFreenwasning:
ackground

* Rise in ‘green’ marketing claims has soared . . .

. S0 has “greenwashing” — false or potentially misleading
‘green’ marketing claims

* To better understand and quantify the apparent growth of
“greenwashing”, TerraChoice conducted a survey of products in 6
category-leading ‘big box’ stores

* Identified over 1000 products bearing over 1700 environmental
claims

» Based on the survey results, we identified 6 trends of
‘greenwashing’ now referred to as the ‘Six Sins of Greenwashing™

» The Six Sins are: Sin of the Hidden Trade-Off, Sin of No Proof,
Sin of Vagueness, Sin of Irrelevance, Sin of Fibbing, Sin of
Lesser of Two Evils




« Why is ‘greenwashing’ a problem?

— Misleads consumers

Why IS
Greenwasning A

— Competitive pressure from illegitimate environmental claims
takes market share away from products that offer more
legitimate benefits Problem?

— Creates cynicism and doubt about ALL environmental
claims

Whether or not Purchasers Feel Greenwashing
is a Problem that Needs to be Addressed

F1%
How the Problem of Greenwashing
Y
| Yo Should be Addressed
BNo 84%
Ol Don't Know /8%
58% 56%
51%
i
Better use of New Better Education of Education of O ther
2008 eco-labels regulation enforcement buyers marketers
- of existing
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SINS QF

F

Sin of the Hidden Trade-Off
Does the product focus only on one Y
or two environmental issues while
ignoring others that may also be
important? Every product has
multiple environmental impacts and

truly greener products try to
address them all.




F

Sin of No Proof
Does the product offer evidence
of its claim, either on the package

or on the company website?
Company websites and

respected certifications can

provide proof.




Sin of Vagueness

When you really think about it, what
does the claim (“environmentally-

friendly”, for example) really mean?
Does it look at all environmental

impacts of the product like amount of

packaging used, the manufacturing
process and how the product is

disposed?




F

Sin of Irrelevance
Are the green claims true of
all products in the category?
Remember lots of things are

“recyclable”, and CFCs (which

cause ozone depletion) were

banned 30 years ago.
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Sin of Fibbing
Can the manufacturer back up
certified organic or green
claims? Can they prove their
certification (ie. by being listed

on the certification body’s
website)?
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Sin of Lesser of Two Evils
Is the claim trying to make
you feel “green” about a
product category that is
basically “ungreen”? Is
organic tobacco, for example,
really a green product?




72% of purchasers believe eco-labels help them make
better purchasing decisions.... WHY?
— Act as a ‘pre-screen’

— Assurance of credibility
Whether Eco-labels Help or

— Trust Hinder Purchasing Decisions
— [Easy to recognize 2%

— Verification has already
been completed

— Another factor of
guality 7 et 262

— Takes away uncertainty

B Help

O Hinder

O Don't Know

O Don't Use Ecolakels

Purchasers’ Top Ten:
Most used eco-labels
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SUSTAINABLE
INITIATIVE
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Organizational Purchasing Behavior

Over the Past Twelve Months
Only asked in 2008

68%

3%
——
More active in ‘green’ purchasing  Less active in "green” purchasing Neither more er less active in

‘green’ purchosing

Respondents: 282

Expected Organizational Purchasing Behavior
Over the Next Two Years

91%

02007
20%
@ 2008
6%
1% 1%
Moare odive in "green’ Less acfive in ‘green’ Neither more or less active in
purchasing purchasing “green’ purchasing

Does not include I don't know”
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